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R&B, Rap Aim To Gross ‘Digital Divide’

Gus Carlson, who notes that Mary J.
Blige and Barry White are also far-
ing well. However, Barnes & Noble—
whose music site launched in July—

ADVERTISEMENT

BY GAIL MITCHELL

LOS ANGELES—While R&B and
rap account for 23% of offline record
sales, according to the Recording

a phrase that refers to the racial gap  Albums chart debuted in the May 15
in Internet access among whites, issue, only three R&B albums—
African-Americans, Hispanics, and TLC’s “Fanmail,” the “Wild Wild

l!l[‘l(l)lni OF LIVE MUMC ON TIE (NIERME] 5 s
other ethnic groups. West” soundtrack,

PRESENTS

Industry Assn. of America, the sue-  But while acknowledg- and Donna Summer’s  doesn’t break out its online music
A SUPERSTAR JAM WITH: cess the genre experiences in the ing the gap exists, “VH1 Presents sales from the rest of the company
brick-and-mortar realm has yet to  Web site providers and J'—have appeared  sales. Nor does it categorize its sales

figures by genre.
Violet Brown, Wherehouse’s direc-
(Continued on page 98)

on the chart. Of Ama-
zon.com’s top 25 sell-
ers, only Macy Gray
appears on the list—
at No. 25.

But there are some
success stories. Gray is among the
R&B artists doing well at barnesand
noble.com, according to spokesman

label executives say
the Internet’s aware-
ness-building PR tool
is a more vital element
than online sales at
this point. And artists
view the Net as a conduit to more
artistic control.

Since Billboard’s Top Internet

Butthole Surfers Resurface

Austin Iconoclasts Exit Legal Morass, Sign To Surfdog/Hollywood

BY CHARLES M. YOUNG

translate to the online marketplace.
Industry watchers say a con-
tributing factor is the “digital divide,”

a0ny Presses
On With SAGD

BY PAUL VERNA
NEW YORK—Taking the lead
in the contest to develop a sec-
ond-generation digital sound
carrier to succeed the CD, Sony
Corp. has unveiled plans to
launch software and hardware
in its audiophile Super Audio
CD (SACD) platform.
In the mean-
SONEJ time, initial plans
for afall launch of
the more mainstream DVD

Beyond Builds
For The Future

BY DYLAN SIEGLER
NEW YORK—Beyond
Records—which jumped into
the label fr-ay in the fall of 1998,
hoping to ride the ripples left
in the wake of a major-label
shake-up resulting from the
PolyGram/Universal merger—
is marking its first year with a
slate of signings = m—
and initiatives. Im
Among them is
innovative ==

reissued their back catalog on their
NEW YORK—Having slogged own label, Latino Bugger Veil.

through a morass of legal The new manager is
disputes for the past cou- Dave Kaplan, who also
ple of years, the Butthole manages Brian Setzer and
Surfers have found a new is president of Surfdog
manager, negotiated their Records. “I met them in
release from Capitol and February or March,” says an

3

;3: :
i

LIVE INTERNET BROADCAST
FROM

SEPT. 12 '9¢
SEE THE EXCLUSIVE
PAY-PER-VIEW
BROADBAND
CONCERT
IN 100x & 300k
ONLY ON hob.Com

Audio format appear to be on
hold until late 1999 or early 2000,
according to sources.

Sony Music Entertainment
will release 19 SACD titles in
September and October, while
Sony Electronics will add a sec-
ond, lower-priced SACD player
to its previously announced flag-
ship model (BillboardBulletin,
Sept. 1).

signed a joint recording
contract with Surfdog/
Hollywood, become the
center of an intense
debate about ethics in the
punk commumty, made a T

footnote in legal history by clarifying
a gray area of copyright law, and

Kaplan. “I don’t know
when it became official that
we were working together.
It was an evolutionary
process. They don’t easily
welcome new people

Phota by Todd V. Wollson

into their world, but I've always

(Continued on page 97)

INSIDE THIS WEEK'S BILLBOARD

partnering with VH1 for Meat
Loaf’s “VH1 Storytellers”
album, tour, and home video.
The label also has new projects
due from underground sensa-
tion Jill Sobule, former Getfen
act Veruca Salt, and new label
signings Lucy Pearl and James
Michel, among others.

Founded in Los Angeles by
Allen Kovac, CEO of Left Bank

With the exception of Yo-Yo H N P i Management, the imprint (dis-

Ma’s “Solo” album on Sony Clas- slmt“gm nn "IE v"'!lm "smg | tributed by BMG) readied itself

sical—a new recording made Danish Music Web In B'g Push to become an integral part of the

using the Direct Stream Digital . picture when the dust cleared,

0 CO process that underlies SACD— |IIIIIIStI'y aun flll' BIIWIE SEI scooping up talented—but

! l (Continued on page 108) (Continued on page 109)
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UMG/BME’s GetMusie
Moves Into Growth Mode
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Double Platinum
ftaly
USA

Platinum
Austria
Canada
Denmark
Japan

New Zealand
Portugal
Spain
Sweden

Triple Gold
Switzeriand

Gold
Argentina
Australia

Czech Republic
Finland

France
Germany
Holland

Ireland

Israel

Norway

Poland
Singapore
United Kingdom

Silver
Mexico
Slovenia & Croatia

Two sold-out
world tours

Tommy Hilfiger presents

the Lenny Kravitz
Freedom Tour

September

Grand Rapids MI 3
Toronto ONT 5
Hartford CT 6
New York NY 8
Saratoga NY 11
Worcester MA 12
Buffalo NY 14
State College PA 15
Columbia MD 17
Virginia Beach VA 18
Atlanta GA 21
Gainesville FL 22
West Palm Beach FL 2
Pensacola FL 27
New Orleans LA 28
Dallas TX 30

October

Houston TX
Austin TX

Las Cruces NM
Albuquerque NM
Los Angeles CA
Las Vegas NV
Concord CA
Portland OR
Seattle WA
Vancouver BC

€€ The addition
of ‘American Woman’ to 5
was a stroke of genius.

The combination of the additonal tracks,
plus the renewed marketing push,
caused our sales to double
almost immediately. ??

David Lang, Owner
Compact Disc World retail chain

on the way to

million worldwide

Representation: Craig Fruin and Howard Kaufman / HK Management

AOL Keyword: virgin Records www.virginrecords.com
©1999 Virgin Records America. inc.

"American Woman'

"Fly Away"

Nominated for two
1999 MTV Video
Music Awards:

e Best Male Video
e Best Rock Video

1999 Grammy Award

e Best Male Vocal
Performance

Primo Amigo Award (SPAIN)
e Best International Artist

The first artist ever to hold
a three-way #1 position
across the Billboard charts
simultaneously — Modern,
Active and Mainstream Rock

#1 Canadian Rock Radio
(10 weeks)

#1 UK commercial single
#1 Music & Media Hot 100

Licensed for massive
American Nissan Xterra
television campaign
airing now

Australian Sega™
Dreamcast™ TV campaign
starts mid-September

Top 3 Active Rock,
Album Rock & Heritage
Rock track

Top 10 Modern Rock track

Climbing the charts
at Pop radio

Massive

Tommy Hilfiger
print and television
campaign breaking
now

Extensive
4th-quarter national
retail catalog
campaign

Airing on
in October:
® Storytellers™

® GQ Man Of The Year
performance

Also airing
in October:

e "Latifah" performance



www.americanradiohistory.com



www.americanradiohistory.com

FREE FOR LICENSING

The Second
- Vengaboys Album

Vengabogs.

Promotion & Distribution Partners

World Excluding Japan, USA,
Ganada Scandinavia, United Kingdom,
South East Asia
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SonicNet Prez To Map MTV’s Web Future

BY CARLA HAY

NEW YORK—In a move designed to
increase its presence on the Internet,
MTYV Networks has created MTV Inter-
active (MTVi), a company for MTV Net-
works’ Internet operations (Billboard
Bulletin, Aug. 31). The New York-based
MTVi will be headed by president/CEO
Nicholas Butterworth, former president
of online music company SonicNet, which
was purchased by MTV Networks earli-
er this year (Billboard, May 29). MTVi
will include the Web sites MTV.com,
VH1.com, and SonicNet.com. Part of
MTVi’s ambitious plans include trans-
forming SonicNet.com into a “super site”
for music.

Butterworth reports to MTV Networks
Online president Fred Seibert, who has
been given the additional title of chairman
of MTVIi. As part of a prior agreement,
MTVi will be 90% owned by MTV Net-
works and 10% owned by Liberty Digital,
formerly known as TCI Music.

“QOur mission for MTVi is to create the
best online music experience,” says But-
terworth. “We have a start-up mentality,
and we're going to go beyond the current
online experience. Our vision is to be the
leading music entertainment network on
the Internet.” Butterworth notes that
MTVi’'s Web sites will be heavily cross-
promoted with MTV Networks’ music
channels.

MTYV Networks chairman/CEO Tom
Freston said in a prepared statement, “To
underscore our commitment and enthusi-
asm for all of our online properties, we
have committed promotional support
across our television networks to the sum
of $300 million over five years.”

However, in a clear signal that the new
company will have a separate identity
from its parent, MTVi will not be located
at MTV Networks’ New York headquar-
ters at 1515 Broadway. Instead, MTVi will
be based at 770 Broadway, in a section of
downtown Manhattan dubbed “Silicon
Alley” for its proliferation of multimedia
and Internet companies that have offices
there. MTVi will also have satellite offices
in Boston and San Mateo, Calif.

There is also market speculation that
MTVi might be spun off as a separate
stock entity, with an initial public offer-

‘Blair’ & ‘Austin’
BY EILEEN FITZPATRICK

LOS ANGELES—While the fourth quar-

ter is usually filled with family video titles

offering cute characters and wholesome

stories, this year a witch and an oversexed

British spy will dominate the field.

Sleeper hit of the year “The Blair Witch
Project” will arrive on Oct. 22 from Artisan
Entertainment, followed by “Austin Pow-
ers: The Spy Who Shagged Me,” out Nowv.
16 from New Line Home Video. Both titles
will be issued on VHS and DVD simultane-
ously.

Artisan will release “Blair Witch” on a
Friday, as opposed to the traditional Tues-
day street date, to take advantage of an
additional weekend of rental and sales
opportunity prior to Halloween, according
to Artisan president of sales and market-
ing Jeff Fink.

“The release will ensure that everyone
has the three necessary things for this Hal-
loween—candy, a costume, and ‘The Blair
Witch’ on video,” says Fink.

Consumers will be able to buy “Blair
Witch” packaged with the Seci-Fi Channel
special “Curse Of The Blair Witch” for

ing being made in the near future.

Butterworth would neither confirm nor
deny the speculation, saying only, “Any-
thing’s possible.”

In the meantime, MTV Networks’
planned super site,
which was said to have
had the working title
“The Buggles Project”
(Billboard, March 6),
will now be a revamped
SonicNet.com.

Butterworth ex-
plains that “SonicNet
was already a powerful
brand name, and we
decided to maximize
its potential instead of creating a new site.
‘The Buggles Project’ has now become the
name we use for our initiatives in intro-
ducing new technology to our Web sites.”

According to Butterworth, “SonieNet.
com will become a comprehensive brand
for all music fans. We're broadening the

BUTTERWORTH

demographic and music coverage foi
SonicNet.com so it will be the ultimate
music information site which will have
everything from opera to rock to country
SonicNet.com will also create personal
ized music experiences for users, and i
will be driven by what consumers are
looking for when it comes to music on the
Web.”

MTVi’s other plans over the next sev
eral weeks are to revamp MTV.com anc
VHl1.com.

“We're relaunching VH1.com in Octo
ber,” continues Butterworth. “We’'ll con
tinue to extend the brand relationship o
VHI1 to its audience. [VH1.com radio ser
vice] VH1 atWork has been one of the
more successful parts of the Web site.”

According to Butterworth, VH1 wil
also expand its E-commerce and auctior
offerings: “We're looking for more oppor
tunities to sell music and merchandise
Currently, we're partnered with CDnov

(Continued on page 100

Claddagh In U.S. Via Atlantic. Claddagh Records, the Irish label celebrating its 40th
anniversary this year, has made an exclusive North American licensing agreement with the
Atlantic Group. The label’s catalog includes more than 150 traditional music albums. The ini-
tial Claddagh releases are the just-marketed multi-artist CD/cassette "A Real Irish Christmas”;
a CD/cassette called “The Chieftains Collection: The Very Best Of The Claddagh Years,” due
Oct. 5; and a four-CD boxed set containing the Chieftains’ first four albums, due Oct. 19.
Shown, from left, are Tony O’Brien, Atlantic Group executive VP/CFO; Val Azzoli, Atlantic
Group co-chairman/co-CEQ; Dave Kavanagh, Claddagh CEO; Karen Colamussi, Atlantic
Group senior VP/GM of Associated Labels and New Media; Garech Browne, founder/chair-
man of Claddagh; Ahmet Ertegun, Atlantic Group co-chairman/co-CEO; Richard Ryan,
ambassador, permanent representative of ireland to the United Nations; Steve DeBro, Atlantic
senior director of Associated Labels; and Michael Guido, attorney.

Videos Target Repeal-Viewer Teens

‘The release will ensure
everyone has the three
necessary things for
this Halloween—candy,
a costume, and “The
Blair Witch’ on video’

- JEFF FINK -

$32.98. “Blair Witch” alone will sell for
$22.98 on VHS with a $14.95 minimum
advertised price (MAP); DVD is priced at
$29.98 with a $24.95 MAP. VHS copies of
“Curse Of The Blair Witch” are available
separately at $14.98 with no MAP.

“Austin Powers” has a $22.98 VHS price
($14.95 MAP) and a $24.98 DVD price
($19.95 MAP).

Combined, the two films have grossed
more than $300 million at the box office,
much of it coming from teens or young
adults, who traditionally haven’t been big

video buyers.

However, both Artisan and New Lin
have allocated millions of dollars to specif
ically target the teen/youth market.

“There will be a specific focus on the 17
24 college-age group,” says New Line se
nior VP of marketing Sarah Olson-Graves
“because that's the group that made [“Th
Spy Who Shagged Me”] successful, and w
want to make sure those box office receipt
translate into video sales.”

Part of New Line’s $20 million market
ing campaign will hit college kids with Ger.
eral Mills’ Midnight Cereal Madness event
that will encourage students to attend pa
ties dressed as their favorite “Austin” chax
acter. The promotion will take place i
December during finals.

In addition, Market Source, which run
the college Web site OnTap.com, will deliv
er 1.2 million Austin Powers “study break
kits to dorms with product samples an
other offers during midterms. The OnTa
Web site will also tout the availability of th
video and DVD.

Television spots will run on such youtk

(Continued on page 10é

DIl DNADN

CCOTCAADED 44 41000

wiarwr hillhnard ~am

www americanradiohistorvy com

i


www.americanradiohistory.com



www.americanradiohistory.com

1 IN BILLBOARD

VOLUME 111 * NO. 37
* THE BILLBOARD 200 *

PG.
No.

Top Or Tue News

14 Cox Interactive Media and
MP3.com joint venture will help
radio station affitiates expand
their Internet presence.

Artists & Music

16 Executive Turntable:
Greg Thompson is promoted fo
executive VP/GM of Elekira
Entertainment Group Inc.

20 A happier Live takes lis-
teners on a journey toward the
light with its latest set.

20 The Beat: Musicians and
athletes share a love of foot-
ball on new show on Fox.

26 Boxscore: Cherand
Cyndi Lauper gross more than
$1.9 million in Las Vegas.

27 Soundtracks and Film
Score News: A female-domi-
nated soundtrack is the perfect
complement to “Anywhere But
Here.”

ARTISTS & MUSIC

LIVE: P.20

28 Popular Uprisings:
Divine Nature combines R&B
and gospel on “Part Of Me.”

47 Reviews & Previews:
Dixie Chicks, Third Day, and
the Kennedy Experience share
the spotlight

50 R&B: Rahsaan Patterson

A 16TH ANNIVERSARY SALUTE

BEGINS ON P. 29

turns it up with “Love In
Stereo.”

51 The Rhythm Section:
Puff Daddy’s second album
hits No. 1 on Top R&B Aibums
chart.

55 Country: Ricky Skaggs
releases his first all-gospel
album.

59 Dance Trax: Stephanie
Mills’ new release “Latin Lover
is a feisty house jam.

61 Jazz/Blue Notes: Avenue
Records expands with the
addition of the Bethlehem cat-
alog.

62 Classical/Keeping Score:
BMG Classics pays tribute to
Arthur Rubenstein.

63 In the Spirit: The Missis-
sippi Mass Choir rejoices with
“Emmanuel (God With Us).”

63 Higher Ground: Andy
Denton is one of the best in a
new crop of Christian music
male soloists.

64 Pro Audio: Tascam cele-
brates its silver anniversary.
66 Songwriters & Publish-
ers: Palan Music carves ifs
niche in music publishing.
67 Latin Notas: Enrique
Iglesias dances his way up the
charts.

INTERNATIONAL

69 Zomba spreads to the
Far East with its latest venture.

-

70 Hits of the World: Lou
Bega's *Mambo No. 5 is No.
1 on four charts.

71 Global Music Pulse:
Crowded House hit invites
tourists to the band’s New
Zealand homeland.

MegcHaNTS & MARKETING

73 EMI releases classic
albums in *CD album replica”
and vinyl versions

76 Retail Track: Reaction to
Universal Music and Video Distri-
bution’s audiocassette price hike.

77 Declarations of inde-
pendents: Madacy Entertain-
ment launches M2 Entertain-
ment, which will be home to
four genre-specific imprints.
80 Child’s Play: Teletubbies
sign with Mammoth Records.
82 Sites + Sounds: Music-
maker.com sSigns an exclusive
licensing deal with the Zomba
Group.

83 Home Video: DVD titles
for kids are on the way.

89 Are radio consultants an
endangered species?

92 AirWaves: Train pre-

DINIE GHIGKS: P. 47

THIS WEEK THIS WEEK THIS WEEK BI"b.Gr‘ THIS WEEK THIS WEEK THIS WEEK

pares for runaway radio suc-
cess.

93 The Modern Age: Brad
Daddy X of Kottonmouth Kings
sees music as the answer to
unemployment.

95 Music Video: Internet on

the agenda at Billboard Music
Video Conference.

L

ENRIQUE IGLESIAS: P. 67

FEATURES
86 Classifieds
96 Update/Lifelines: Musi-
cians confribute to a Surfrider
Foundation compilation,
103 Hot 100 Singles Spot-
light: Garth Brooks alter ego
scores No. 2 hit.
108 Between the Bullets:
BMG locks up five of the top 10
spots on The Billboard 200.
109 This week’s Bitlboard
Online.
110 Chart Beat: Garth
Brooks breaks info the Hot
100's top 10 for the first
time.
110 Market Watch
110 Homefront: Billboard's
Music Video Conference and
Awards to feature a keynote
speech from MTV Online presi-
dent.

E CULTURE FORUMI

The Hidden Stories Behind ‘Yellow Submarine’
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BY ROBERT R. HIERONIMUS

Unlike other classic stories that use the
mythological quest, the Beatles’ “Yellow
Submarine” is based on a triumphant Bea-
tles soundtrack. Brilliantly animated in a
mélange of styles, it brought the charm-
ing appeal of the Beatles to children as
well as adults.

Now that MGM and Subafilms have ren-
ovated it and added brand-new 5.1 Dolby
surround sound (“The White Paper,” Bill-
board, June 19), this film will continue to
inspire viewers for generations to come
with the age-old message that the good
guys can transform the bad guys into allies
by showering them with the forces of love
and good music.

Obviously John Lennon, Paul MeCart-
ney, George Harrison, and Ringo Starr
were significant contributors to this ani-

mated movie in which they “starred.” But
from the summer of 1967 to the summer of
1968, the time frame allotted to the film’s
production, the Beatles were at their peak
of popularity, and the last thing they had

‘The true story of the lost
heroes who conceived,
designed, and produced
this timeless masterpiece
is now being told’

Dr. Bob Hieronimus is an artist, muralist, broad-
caster, and historian. His book “It Was All in The
Mind: The Co-Creation Of The Beatles Yellow
Submarine” is due soon.

time for or interest in working on was a
cartoon being made by the same people
who had made them look like “the bloody

Flintstones” (in the words of Lennon) on
their ABC-TV series.

The Beatles were so unhappy with the
idea of the animation feature-film project
that, according to Sir George Martin, they
determined that the four new songs they
were contractually obliged to contribute
would be only their rejects or the new
songs they weren’t very excited about. The
voice actors hired to read their dialogue
were so successful, however, that most peo-
ple assumed they were the real Beatles.

But they weren’t the Beatles; they were
John Clive (Lennon), Geoff Hughes
(McCartney), Peter Batten (Harrison),
and Paul Angelis (Starr). These actors
worked together with a tiny animation stu-
dio in London—-called TV Cartoons
(TVC)—and an international team of some

(Continued on page 25)
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Warner Bows Web Ghannels

Will Stream Audio, Videoclips On Apple’s New QTV Site

BY MARILYN A. GILLEN

NEW YORK—W:Ill online music
fans want their QTV? That’s the
question as Warner Bros. Records
Inc. rolls out two

video channel, you never know
what will be playing when you tune
in.”

Video and audio content will be
“streamed,” mean-

music video chan-
nels on Apple’s
expanding Quick-
Time TV (QTV) net-
work, which debuted
in July and promis-

‘OTV gives us a
compelling new
way to expose

ing material cannot
be stored on a user’s
computer.

“That point was
really key for the
labels,” says Frank

es to significantly all Of our Casanova, director
raise the quality bar . N of QuickTime prod-
for Web-based video artists uct  marketing.
offerings. “They want to give

QTV (www.apple. - JIMMY DICKSON - fans access to really
com/quicktime/show- great music and

case/live/) thus joins a growing uni-
verse of sites where music fans have
access to full videoclips online. Most
recently, music Web site Launch.com
(www.launch.com) debuted five
video-based Web channels focusing
on the modern rock, classic rock,
R&B, hip-hop, and pop genres (Bill-
board, Aug. 14).

Getting access to major-label
clips to Webcast, however, has
often proved problematic for many
non-affiliated online video sites—
something majors launching their
own sites won’t have to contend
with.

Warner Bros. Inc. debuted on
the Apple site Aug. 31 with two
separate video channels for its
Warner Bros. and Reprise labels
(BillboardBulletin, Sept. 1). The
coming weeks will see the bow of
additional “broadcast-style” audio
stations geared to specific genres,
according to Jimmy Dickson, VP
of new media for Warner Bros.
Records Inc.

All will be 24-hour, commercial-
free operations, he says, and will
include an E-commerce element
that will allow for the purchase of
featured titles directly from the
Time Warner Order Center. No
links to other online retailers will
be included. “We don’t want to be
put in a position of giving anyone
favored-nation status,” Dickson
says of that decision.

Similar to offline music video
channels but unlike traditional
radio stations that have been reluc-
tant to “back-announce,” the
Warner music and video offerings
will include on-screen information
detailing the artist and song and
album titles of the featured tracks.

The data feature is key to Warn-
er’s primary goal for the venture:
exposure.

“Unfortunately in traditional
media, there is a finite amount of
exposure space, which puts a cap
on our ability to present to the pub-
lic all of the great music we are
producing,” says Dickson. “What
QTV gives us is a compelling new
way to expose all of our artists—
from major superstars who you
may see elsewhere to incredible
new artists that are just getting
started.”

The labels will take a traditional
“broadcast” approach to present-
ing music and videos on QTV—
programming playlists that will be
regularly updated, Dickson says,
“so that, just like a radio station or

videos—but they don’t want to
actually give it to them. We worked
with Warner to design something

that would allow them to feel com-
fortable offering high-quality audio
and video not just in 30-second
snippets but in full and to present
it in the fashion they wanted.”

Videos will be of “good” quality
with connections as low as a 56K
modem, Casanova says, “but to
really see it pop, you need to go
higher in [connection] quality,” he
says.

Rhino Records has also signed
on to QTV and says it plans to offer
exclusive programming on its chan-
nel, including content from Rhino
Handmade, its recently launched,
Internet-only collector’s imprint.

Other channels already up
include ones from the Knitting Fac-
tory, NPR, VH1, and Virgin Radio.

Anthony In English. Sony Music Entertainment executives congratulate Marc
Anthony following his recent performance at New York’s Roseland, where he
sang songs from his first English-language album, in stores on Sept. 28 on
Columbia Records. Shown, from left, are Don lenner, Chairman of the Columbia
Records Group; Thomas D. Mottola, chairman/CEQO of Sony Music Entertain-
ment; Anthony; Michele Anthony, executive VP of Sony Music Entertainment;
and Bigram Zayas, manager.

Marley/Wailer/Tosh Suit
for Royalties, Logo Settled

BY DON JEFFREY

NEW YORK—Attorneys for the Bob
Marley family, former bandmate
Bunny Wailer, and the estate of
Peter Tosh say that all parties are
satisfied with the out-of-court set-
tlement of a lawsuit over royalties
and use of a trademark.

With the resolution of the suit, all
parties will have use of one or both
of the logos of Tuff Gong (Marley &
the Wailers’ label) and Wailer and
the Tosh estate will be paid some $2
million in royalties.

The lawsuit, which was filed in
1992, was settled in May, after about
two months of negotiations, the
attorneys say, but has not been
reported in the press until now.

“The litigation has been settled to
the satisfaction of all parties,” says
Peter Shukat, attorney for the Mar-
ley family.

Kendall Minter, attorney for the
Tosh estate and co-counsel for Wail-
er, adds, “On behalf of these two par-
ties, we're tremendously happy this
longstanding dispute has been
resolved amicably. Both Bunny and
the Tosh estate will be receiving

additional royalties from Island
Records.”

In 1992 Wailer and Tosh’s estate
sued the Marley estate and Island
Records. They claimed that they
were owed more than $2 million in
royalties from sales of Bob Marley &
the Wailers albums. They also sued
for rights to use the Tuff Gong
trademark.

Under the settlement, Wailer and
the Tosh estate will be allowed the
use of the Tuff Gong trademark that
depicts three fists. The label’s other
trademark, which contains an image
of Marley, can only be used by the
Marley estate.

“In the resolution, the Tuff Gong
trademark is acknowledged to be
owned by the Marley family,” says
Shukat, “but both Bunny and Peter’s
estate have the right to use the
three-fisted trademark.”

“Now that this has been settled,”
says Minter, “we’re looking forward
to all parties working together in the
future for further exploitation of Bob
Marley & the Wailers’ material, as
well as counteracting the piracy and
bootlegging of that material.”

BY CHUCK TAYLOR
ORLANDO, Fla.—A partnership
between Cox Interactive Media
and MP3.com has added yet
another twist to the rapidly
growing interactive media busi-
ness.

A new company formed by the
two firms, called mp3.radio.com,
will help radio-station affiliates
expand their Internet presence
with co-branded links that allow
visitors to download music, click
onto Webcasts, enter musie chat
rooms, and shop for CDs and
tickets online.

The joint venture was
announced at the National Assn.
of Broadcasters Radio Show, held
Aug. 31-Sept. 2 here (Bill-
boardBulletin, Sept. 1).

“We're taking radio to the
next level online,” said Gregg
Lindahl, president/COO of
mp3radio.com and a Cox Broad-
casting and radio industry veter-
an. “This will solve a key prob-
lem that radio stations have on
the Internet—they have no
reach. This aim is to solve that
by creating a product that
attracts high-volume, high-fre-
quency audiences.”

The new service, which follows

Gox & MP3 Team
Up For Net Radio Go.

on the heels of Cox Interactive
Media’s recent $45 million
investment in MP3.com and a
$30 million alignment with Tick-
ets.com, will focus initially on
seven radio formats, with links
tailored specifically to their
demographics: top 40, country,
hot AC, rock, alternative, urban,
and urban AC.

The service is scheduled to
begin in the next two or three
months, with no cost to affiliates.

Lindahl said that the product
would supplement stations’ rev-
enue streams by giving them
20% of all advertising inventory
and 20% of all Net E-commerce
revenue. Stations also are enti-
tled to a right of first refusal to
be the local radio station sponsor
for any concerts or events spon-
sored in the market by MP3.com
in their format.

In addition, stations will be
referenced on the MP3.com site,
which currently contains more
than 140,000 songs from 25,000
artists.

The first mp3radio.com affili-
ates will be Cox Radio’s 60 radio
outlets in 12 markets.

The new company is based in
Atlanta.

NARAS Acquires Bernstein
Genter For ‘Artful Learning’

BY MELINDA NEWMAN

LOS ANGELES—The National
Academy of Recording Arts and
Sciences (NARAS) Foundation
has acquired the Nashville-based
Leonard Bernstein Center for
Learning.

The center, which will relocate to
the NARAS Foundation’s Santa
Monieca, Calif., offices, is a 7-year-
old program that fosters an innov-
ative concept termed “artful learn-
ing” and supports Bernstein’s
notion that an artistic approach can
be applied to all subjects. Educa-
tors teaching kindergarten through
12th grade are schooled in the
Bernstein approach.

“The NARAS Foundation has
been very close to the center. Even
when they first started, we gave
them grants early on,” says
Michael Greene, NARAS presi-
dent/CEO. “When you lock at the
arc of educational services the
academy has grown to provide,
there’s a hole in it. There’s a piece
I’ve always wanted to develop.
Through our long association with
the center, we thought there was an
opportunity to reposition the
Leonard Bernstein Center and
make it more marketable.”

Greene says that there was not a
cost attendant to acquisition but
that the foundation has put aside “a
couple hundred thousand dollars of

‘There was an
opportunity to
reposition the
Leonard Bernstein
Center and make it
more marketable’

- MICHAEL GREENE-

operating capital, so when we want
to expand the program, we’ll have
the resources available to it.”

School systems or individual
schools wishing to become affiliat-
ed with the center pay a license fee
for the training.

The center doesn’t fall under nor-
mal NARAS functions in that there
aren’t clear ways that the acade-
my’s members can participate in
the center. “This is a little different
than the other things we do,” says
Greene. “This is between educa-
tional specialists and teachers.
Even though there are some men-
toring opportunities, the center is
much more of a discipline not
steeped in or reliant on the work-
ing professional.”

More than 20 schools in seven
states currently utilize the center’s
guidelines.

14

www.billboard.com

wwWwW americanradiohistorvy com

BILLBOARD SEPTEMBER 11, 1999



www.americanradiohistory.com

mp3com

=
]
=
(=
Eal
[—]
-
b
F—
=
=
(=4
|
(-]



www.americanradiohistory.com

BY DON JEFFREY
NEW YORK—BMG Entertain-
ment and Universal Music Group
are ramping up their Internet
joint venture, GetMusic, to meet
anticipated strong competition
from the online music company
that Warner Music Group and
Sony Music Entertainment are
putting together.

Andrew Nibley, a news executive
and co-founder of a successful
online news service,

ketMusic Ramps Up

New Execs To Strengthen Web Co.

industry to operate a venture that
is expected to draw much of its
revenue from an Internet music
store, getmusic.com.
Commenting on his experience,
Nibley says, “This is not just a
music retail play. It's about content
and community; it's about linking
recording artists to fans; it’s about
building unique content for music
lovers. I have alot of background in
intellectual property and content.”
He declines to

has been tapped as
president/CEQ of
GetMusic (Bill-
boardBulletin,
Aug. 31). A staff of
music industry vet-

‘It’s about
building
unique content

comment on BMG
and Universal’s
financial commit-
ment to this ven-
ture but says the
“investment is sub-

Nibley, 48, will begin Oct. 1 and
report to GetMusic's board of
directors, made up of four execu-
tives from each of the co-owners.
Among the board members are
Strauss Zelnick, president/CEO of
BMG Entertainment; Kevin Con-
roy, senior VP of worldwide mar-
keting, BMG; Zach Horowitz, pres-
ident/COO of Universal Music
Group; and Larry Kenswil, presi-
dent of E-commerce and advanced
technology at Universal.

Nibley, who will be based in New
York, has been president of
Reuters NewMedia Inc., a unit of
London-based Reuters that he
helped put together five years ago
after serving as a news editor for
the wire service. The Internet unit
supplies news to more than 225
Web sites.

Some music executives have
questioned why BMG and Univer-
sal chose a leader from outside the

erans and Internet fOT music stantial.”

marketing  and s Although he says
technology experts lovers he does not think “a
will be assembled final decision has
soon. And an initial - ANDREW NIBLEY - been made” about
public  offering an IPO of GetMu-
(IPO) is a distinct sic, most observers
possibility. believe that is the owners’ strate-

gy. Many other media compa-
nies—like Walt Disney, Viacom,
and CBS—plan to sell shares in
their online units to the public.

Earlier this year the
Sony/Warner joint venture Colum-
bia House acquired online retailer
CDnow. The businesses will be
merged and an PO is expected.
This would be GetMusic’s most
important competitor because it is
also run by major record compa-
nies. But GetMusic also faces com-
petition from online retailers like
Amazon.com and barnes-
andnoble.com as well as from
online music companies like mp3.
com and Emusic.com.

Nibley’s appointment follows by
several weeks the resignation of
Elizabeth Schimel, who had been
GetMusic’s highest ranked execu-
tive as GM. She left to take a job
with online investment firm Wit
Capital.

Diamond Dffers Rio Upgrade

LOS ANGELES—Diamond Multi-
media’s RioPort division is upgrad-
ing its downloadable player to offer
consumers a better way to obtain,
organize, and play music from the
Internet.

Jointly developed by RioPort and
Microsoft, the RioPort Audio Man-
ager is available for $4.95 for regis-
tered Rio 300 owners or $9.95 for
non-Rio 300 owners.

The software will be bundled with
Diamond’s new Rio 500 portable
download player, which is expected in
stores by mid-September, a month’s
delay from the original announced
date.

Another version of the player,
which allows consumers to download
a maximum of 50 tracks, is available
for free.

Unlike other players, the RioPort
Audio Manager is compatible with
only Microsoft’s Windows Media
Audio and MP3 formats. In addition,
the new software is not SDMI com-

pliant and is only compatible with Rio
portable players.

RioPort publisher and GM J.D.
Heilprin says that next-generation
versions of the player will be com-
patible with other download and
portable formats and will be SDMI
compliant.

“As soon as SDMI standards are
fully articulated, we will be at the
forefront,” he says. “In the mean-
time, we wanted to release some new
software to work with the [Rio] 500
and offer a great improvement for
the [Rio] 300.”

Next-generation versions of the
RioPort Audio Manager software
could be developed as soon as late
fall, Heilprin says.

The new software offers con-
sumers one-step downloading to
either the computer desktop or a
portable Rio device, as well as a pow-
erful search option that allows users
to access their digital music libraries
faster. EILEEN FITZPATRICK

Lomba Expands Internationally

BY STEVE McCLURE

and DOMINIC PRIDE
LONDON—As befits a company
coming to terms with providing
global hits, the Zomba Group has
created a new international record
group and hired independent mar-
keting consultant Stuart Watson as
its managing director (Billboard-
Bulletin, Aug. 30).

The move comes as Zomba is ac-
celerating its program of interna-
tional expansion, confirming the
opening of Zomba France Oct. 1
(Billboard, Sept. 4) and revamping
its Southeast Asia operations (see
story, page 69).

Watson has operated his own
U.K.-based SWAT Enterprises
since departing MCA Records in
1994 after 18 years. Zomba has
been among SWAT’s clients over
the past five years, and Watson was
particularly involved in helping
shape its network of Asia-Pacific
licensees.

He is due to take up the newly
created London-based post in mid-
September. In his new role, Watson
will work with territory heads Bert
Meyer (Benelux, Scandinavia),
Kurt Thielen (Germany, Switzer-
land, Austria), Christophe La-
meignere (France), Scott Murphy
and Paul Paoliello (Australia),
Julius Ng (Singapore), and Steve
Jenkins (U.K.).

Watson will report to Nick Howe
on Zomba’s main board in London.
European and Asia-Pacific licens-
es will continue to be supervised by
Meyer, from Zomba’s Holland
office, and Ryan Wright, from Zom-
ba’s Singapore office, respectively.

Watson'’s appointment follows the
recent launch of Zomba Australia
and the announcement that Zomba
France will begin operations Oct. 1.
Lameigneére, that company’s man-
aging director, has already begun
staffing up the operation.

A related Watson enterprise, Sin-
gapore-based SWAT Marketing,
will be reconfigured as a joint ven-
ture with Zomba, although neither
party would reveal the size of
Zomba’s shareholding in the new
partnership. SWAT Marketing will
continue to perform a dual role,
supporting Zomba’s Asia-Pacific
regional office and representing

RECORD COMPANIES. Greg Thomp-
son is promoted to executive VP/GM
of Elektra Entertainment Group Inc.
in New York. He was senior VP of
promotion.

Scott C. Aronson is appointed
senior VP of legal affairs at Priority
Records in Los Angeles. He was a
senior member of Interscope’s busi-
ness and legal affairs department.

Joy Feuer is promoted to VP of
field sales for Capitol Records in Los
Angeles. She was director of nation-
al sales.

Arista Records names Charlene
Kole senior director of creative serv-
ices administration and John
Trumpbour director of advertising
in New York. They were, respective-
ly, director of creative services
administration at Arista Records and

‘This was an offer 1
Just couldn’t
refuse’

- STUART WATSON -

third-party labels.

Watson will stay on as managing
director of SWAT Marketing. Dur-
ing its association with SWAT, Zom-
ba Group label Jive's sales have
grown substantially in the Asia-
Pacific region, with Backstreet
Boys, Britney Spears, and Steps all
becoming fully established there.

“I’ve known Stuart for 20 years.
His energy levels and knowledge of
the international record markets
are second to none,” says Zomba
Group chairman/CEO Clive Calder.
“He has built a great relationship
with our key executives over the
past three years, and I speak for all
of us at Zomba in welcoming him
from his prior cousin status to that
of a full family member.”

Says Watson, “I have had five
great years on my own, but this was
an offer I just couldn’t refuse. It’s
not every day you have the chance
of a job like this . .. I am viewing

this position as the next logical step
for us both in an exciting interna-
tional expansion program.”

Zomba's international expansion
has accelerated this year.

Historically, the company has had
a solid base in the UK. and the rest
of Europe, which was strengthened
by the 1996 acquisition of 75% of
U.K. distributor and label group Pin-
nacle, 80% of the Rough Trade label
and distribution operations in the
Germany/Switzerland/Austria
(GSA) region, and 100% of Rough
Trade Benelux from Pinnacle owner
Steve Mason. It also struck a license
deal with Virgin for all territories
where it did not have a company.

This year, it renamed the GSA and
Benelux distributors Zomba Distri-
bution. In addition to the Canadian,
Australian, Singapore, and French
companies opened in 1999, Zomba
has offices in Stockholm; Brussels;
Cologne and Herne, Germany; Vien-
na; Zurich; and London; its Euro-
pean headquarters is in Laaren,
Netherlands.

Meyer says Zomba will open
marketing and promotion offices on
Oct. 1 in Norway and Denmark,
with a long-term goal of putting in
A&R and marketing functions
there, too.

Musical Maverick. Maverick Recording artist MeShell Ndegéocello recently
played two sold-out shows at Joe’s Pub in Manhattan. The shows were in sup-
port of her new release, “Bitter.” Shown, from left, are Guy Oseary, Maverick
partner; Ndegéocello; Madonna, Maverick partner; and Chris Rock.

URN

THOMPSON

ARONSON

director of advertising/product man-
ager at Relativity Records.

Lori Berk is promoted to national
director of publicity for MCA
Records in New York. She was asso-
ciate director of publicity.

Steve Smith is named national
media manager of jazz and world
music for RCA Victor and Wicklow
labels in New York. He was a publi-
cist at Third Floor Media.

TABLE

FEUER KOLE

RELATED FIELDS. Tammy Genovese
is promoted to associate executive
director of the Country Music Assn.
in Nashville. She was senior director
of operations.

Todd Waxler is named manag-
ing partner of Proud Mary Enter-
tainment in Beverly Hills, Calif.
He was director of business
affairs at Virgin Records Ameri-
ca.
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BY LARRY FLICK

NEW YORK—David Bowie’s
forthcoming Virgin set, “hours . . .,”
will be ushered in with a complex
marketing plan that heavily utilizes
the Internet and advanced technol-
ogy. )
On Sept. 21, the la-
bel will team with !
more than 50 U.S. re-
tailers to make the al- |
bum available via Web
download two weeks #
prior to its official Oct. A
4/0Oct. 5 worldwide in-
store date. The Inter-
net version of the
album will be available
for only two weeks and
will include an exclu-
sive bonus cut (Bill-
boardBulletin, Aug.
31).

Although the trailblazing online
initiative has the support of retail-
ers, Andrew Pollock, VP of mar-
keting for HMV North America,
says the move is one that will re-
quire “a bit of adaptation.”

“Obviously, we prefer to stick
with more traditional methods,” he
says. “But this is the wave of the
future, and we all need to start
preparing for that.”

Pollock adds that it’s “difficult to
gauge what kind of commerce” Vir-

BOWIE

Virgin Pulls Dut All
otops For Bowie Set

gin can gain from offering
“hours . ..” for sale online. “More
than anything, it seems like a good
way of generating some public in-
terest in the project, which is fine,”
he says, noting the expectation that

the online buzz will
* help spark offline
sales.

Retailers will set
their own prices for
the downloaded al-
bum; most are ex-
pected to offer it at a
comparable level to
the in-store version.

The music from
“hours . . .” will be
downloadable in for-
mats compliant with
Liquid Audio and Mi-
crosoft’s Windows Me-
dia. Although singles
have previously been available for
sale on the Web, this marks the
first time a full album by a major
artist has been available for sale via
digital download with the partici-
pation of retailers. Early plans for
Garth Brooks’ “Chris Gaines” pro-
ject on Capitol Nashville to be made
available via similar means were
recently scrapped (Billboard, Aug.
28).

“This is an experiment that we

(Continued on page 100)

Ronnie Spector
Returns With [P
On Kill Rock Stars

BY CHRIS MORRIS

LOS ANGELES—Girl-group great
Ronnie Spector will release her first
recording in more than a decade on
Sept. 14, when the Olympia, Wash.-
based indie Kill Rock Stars launches
the new five-song EP “She Talks To
Rainbows.”

Spector’s tremulous, powerful voice
propelled a series of classic singles by
her group, the Ron-
ettes, beginning in
1963 with “Be My
Baby” and continu-
ing with “Baby, I
Love You,” “Do 1
Love You,” “(The
Best Part Of)
Breakin’ Up,” and
“Walking In The
Rain.” These extravagant sides were
produced by “Wall Of Sound” maestro
Phil Spector, whose 1968-1974 mar-
riage with Ronnie was tumultuous.

Ronnie Spector has been visible dur-
ing the past three decades—she
recorded “Try Some Buy Some” for
Apple Records with George Harrison
in 1970, cut the 1976 Billy Joel-penned
single “Say Goodbye To Hollywood”
with Bruce Springsteen’s E Street
Band, and dueted with Eddie Money
on the 1986 hit “Take Me Home To-
night.” But she hasn’t released any-
thing since her 1987 Columbia album,
“Unfinished Business.”

Spector, who is remarried to her

(Continued on page 24)
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Gray’s ‘Life’

R&B Singer’s Clean Slate Set A Hit

BY CARLA HAY

NEW YORK—Although 1999
isn’t quite over yet, neo-R&B
singer Macy Gray is sure to rank
as one of the most critically
acclaimed debut artists of the
year. That critical acclaim and
word-of-mouth momentum are
being credited by industry
observers as among the most
important reasons Gray’s debut
album, “On How Life Is,” has
been finding a _
rapidly growing G
audience. i

“On How Life
Is,” released
July 27 on Clean
Slate/Epic Rec-
ords, bowed at
No. 9 on the
Heatseekers
chart in the Aug. 14 issue. The
album rose to the No. 1 position
on that chart in the Aug. 28
issue. “On How Life Is” reached
Heatseekers Impact status in
the Sept. 4 issue by jumping to
No. 97 on The Billboard 200. This
issue, the album stands at No.
114 on that chart.

Gray says that the widespread
praise from the music industry
hasn’t affected her too much
because she’s also experienced
negative feedback. “The reaction
to my music has been from one
extreme to the other. Either peo-
ple love it and think it’s dope or

GRAY

they really hate it.”

The Los Angeles-based singer
can certainly count among her
biggest fans the staff at Epic
Records, which she says has
given her “overwhelming sup-
port.”

According to Epic/550 Music
president Polly Anthony, “Every-
one involved in this project has
been amazed by the early reac-
tion to Macy Gray. It’s great to

see our faith in this
artist confirmed
by radio, the
press, and the
consumer. This
is a base of sup-
port on which we
can build not just one
successful album but a long-term
career.”

Epic Records Group executive
VP of worldwide marketing
Steve Barnett says, “We really
started to set the record up in
January. We made a conscious
decision to grow and develop a
consumer fan base in advance of
radio, so we had Macy do a resi-
dency at [L.A.’s] the Viper
Room. We brought a lot of inter-
national industry people to see
those shows, and we also flew in
retailers to see her play in New
York. Once people saw her play
live, they said, ‘Oh, now we get
it.” This has been one of those

(Continued on page 103)

‘Euphoria Morning’ Dawns fnr sﬂundgarden s Gornell On A&M

BY BRADLEY BAMBARGER
NEW YORK—As the iconic front
man for the disbanded Seattle-sound
pioneers of Soundgarden, Chris Cor-
nell has much to live up to for many
and much to live down for others. Yet
rather than rest on his laurels or
chase a fickle Zeitgeist with his solo
debut, he has channeled his typically
dark-hued, viscerally sung visions
through a broader pop palette.
“Euphoria Morning” sounds like Cor-
nell’s black-hole sunrise.

“Being with the same people for a
long time is great in a lot of ways, but
you can forget what’s possible,” Cor-
nell says. “On my own, I wanted to try
on new styles and push my voice. Most
of all, I wanted to make an album that
was personal and necessary, in a
sense—an album that didn’t sound
like 20 other records made that
week.”

One indication of Cornell’s success
in that regard is that “Euphoria

Morning,” due Sept. 21 from A&M,
has already begun to turn heads at
rock radio. The first single—the ele-
gant, emblematic rocker “Can’t
Change Me”—is being spun on more
than 30 stations nationwide in its first
month, and textured tracks like the
folk-metal epic “Follow My Way,”
dusky pop poem “Flutter Girl,” and
psychedelic ballad “Moonchild” make
for prime follow-ups.

The videoclip for “Can’t Change
Me” debuts Sept. 6 on MTV, preceded
by a making-of-the-video segment. In
the flesh, Cornell makes his solo bow
with a six-date club tour of the East
and West coasts Sept. 13-22 before
going on a European promo trek. He
returns to the States in November for
a theater tour that should continue
into the new year.

Key members of Cornell’s touring
band are guitarist Alain Johannes and
keyboardist Natasha Shneider (of the
band Eleven), who helped Cornell

CORNELL

write and produce “Euphoria Morn-
ing” in their Los Angeles home stu-
dio. The 12 tracks they yielded man-
age to evoke both the bluesy “Temple
Of The Dog” (Cornell’s hit 1991 pair-
ing with members of Pearl Jam) and
Soundgarden’s brilliantly Beatlesque
top 10 single “Black Hole Sun.”

The many fans of that song will be
glad to know that the Beatles inform
much of the sound and sensibility of
“Euphoria Morning.” Cornell says,
“The Beatles were the first rock band

I got into as a kid, and the diversity of
their records and their imaginative
production have stuck with me. So, if
a guitar sound I'm using reminds me
of George Harrison, I don’t avoid it—
I think, ‘Cool.” It gives me the same
excitement I had as a kid listening to
music, which has to be a good thing.”

The artful, considered character of
atrack like “Can’t Change Me” is “re-
freshing,” says WRIF Detroit music
director Troy Hanson. “To me, it's a
relief record in these days of all this
hard stuff going a million miles a sec-
ond at active rock. It really stands out
on the air. And although the song may
not be what some Soundgarden fans
expect, I think most couldn’t help but
be pleased.”

At the Sound Exchange stores in
Tampa, Fla., the clientele are in the
market for “things that sound familiar
but are different,” says manager
Bryan Kilkelly. “That’s why they're
more interested in peripheral mater-

ial—we did well with the solo disc
from Jerry Cantrell of Alice In
Chains. Plus, WXTB here has been
playing ‘Can’t Change Me’ a lot, and
I think it sounds just as great on the
radio now as [Soundgarden’s] ‘Out-
shined’ did in "91.”

Steve Berman, head of sales and
marketing for A&M/Interscope/Gef-
fen, says all the airplay has led to
“things moving more quickly than we
planned—but that’s a good thing.
We're going to do all we can to meet
the interest, whether it’s shipping
more records or placing tour-market
TV ads. This is also going to take alot
of work over time, and we’re ready for
that. The main thing we want people
to know is that we plan to make a lot
of records with Chris.”

Cornell is newly managed by Rebel
Waltz, based in Laguna, Calif. His
tour is booked by Artist Direct, and
his solo songs are published by Dis-
appearing One Music (ASCAP).
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Live’s Latest Goes ‘The Distance’

Radioactive Set Takes On More Upbeat Lyrical Themes

BY LARRY FLICK

NEW YORK-—After the intense
darkness of 1997's “Secret Samad-
hi,” Live front man and primary
tunesmith Ed Kowalezyk says, the
band intentionally moved toward
the light on “The Distance To
Here,” due in stores Oct. 5.

Although the quartet hasn’t soft-
ened the aggressive, guitar-heavy
instrumentation that has become its
signature, the Radioactive set—pro-
duced by Jerry Harrison—shows
Live exploring more upbeat lyrical
themes than in the past. “A few
songs are still full of an existential
tension, but there’s a bright, happy
intensity to some of them,” notes
Kowalezyk. “That’s brand-new ter-
ritory for this band—and for me
personally.”

He explains that the shift is the
result of the band “growing up and
becoming open to the idea of explor-
ing the flip side of pain and angst—
which is hope and love.”

In order to achieve this goal as a
lyricist, Kowalezyk briefly disap-
peared from his day-to-day life, “to
do some heavy thinking and writ-
ing.” During that period, he drove

LIVE

into the California desert alone to
let his mind roam free. “Without
question, it was one of the most
incredible, educational experiences
of my life,” he says.

In Radioactive president Gary
Kurfurst’s opinion, it was also “the
best thing that he could have done
for the band. They’d been going
nonstop for a while. Even a great
band like Live needs a chance to
recharge. Ed wrote some of his best
songs in the desert. How ironic that
several of them use water as a pri-
mary metaphor.”

One of those songs, “The Dol-
phin’s Cry,” opened the promotion-

Boomtang Boys’ ‘Toy’ Hit Drives
Virgin Debut’s Ganadian Sales

BY LARRY LeBLANC
TORONTO--On the strength of their
hook-laden single “Squeeze Toy,” the
Boomtang Boys’ cheekily titled debut,
“Greatest Hits: Volume One,” on Vir-
gin, is nearing the 50,000-sales mark
in their native Canada.

The dance/pop set by Rob DeBoer

BOOMTANG BOYS

and brothers Tony and Paul Grace
was released July 13 in Canada. It's
due for U.S. release Oct. 5. Europe
gets the album Oct. 17.

“‘Squeeze Toy’ is s0 damn catchy,”
says Ray Cooper, co-president of Vir-
gin Records America. “When we saw
the video, we knew [the track] could
work in America. The video has al-
ready been accepted at the Box, which
is great news.”

Adds Mike Plen, senior VP of pro-
motion at the label, “ ‘Squeeze Toy’ is
a fun dance record. The Boomtang
Boys might not have [the pop credi-
bility of] Massive Attack or Craig
Armstrong, but they can sell
records.”

As producers, the Boomtang Boys
have achieved a solid track record in

Canada since their 1991 formation.
They’ve worked with such Canadian
dance artists as Camille, Caroline
Medina, and Sean Oliver. They’ve also
chalked up more than 70 remixes, in-
cluding singles for such Canadian acts
as Bif Naked, Amanda Marshall,
France Joli, and Ashley MaclIsaac.

With six original songs penned by
the Boomtang Boys members and six
covers, the album features vocals by
such Canadian dance singers as Kim
Esty, Liz Melody, X’onia, Emese Za-
duban, Devin Mason, Kim Wetmore,
and Diane DiVito (on a French-lan-
guage version of “Squeeze Toy”) and
teen act VI.P There are reworkings
of six vintage hits: Billy Idol’s “Danc-
ing With Myself,” T. Rex’s “Bang A
Gong (Get It On),” Joni Mitchell’s
“Both Sides Now,” Cyndi Lauper’s
“Time After Time,” Yazoo’s “Only
You,” and Hot Butter’s “Popcorn.”

“With covers, people already know
the tunes, and [the result is] more
palatable,” says Tony Grace. “The '80s
were a great time for music, which is
why we picked so many songs from
that period.”

Virgin Music America will be tar-
geting top 40 stations and clubs for
“Squeeze Toy” this month.

Released May 3 in Canada,
“Squeeze Toy” debuted at No. 1 on the
SoundScan singles chart, staying
there four weeks and selling 20,000
units.

A key supporter of “Squeeze Toy”
was top 40 CISS Toronto. “It was a
top 10 request here for two months,”
says Greg Stevens, music director.

al campaign for the album when it
shipped to radio Aug. 21.

The track is complemented by an
elaborate video, directed by Martin
Weisz. Among the more memorable
scenes is one showing the band—
which also includes guitarist Chad
Taylor, bassist Patrick Dahlheimer,
and drummer Chad Gracey—get-
ting 6,000 gallons of water dumped
on it.

Rockin’ With H-Blockx. Risk Records band H-Blockx is visiting the U.S. from its

native Germany to promote “Fly Eyes,” its stateside debut. The set forges a

do all of our own stunts,”
(Continued on page 27) .

“In case anyone’s wondering, we

84yS &  ping, and Steffen.

sound that is reminiscent of Red Hot Chili Peppers and Limp Bizkit but with a
few original twists. Pictured, from left, are bandmates Gudze, Dave, Tim, Hen-

Musicians Share Their Love Of Football On Fox
ahow; Skaters Tour With Windham Hill Acts

THE NFL WANTS YOU: On Saturday (11) the
National Football League will debut a new show
on Fox that presents a marriage of music and
sports. “All athletes want to hang out with enter-
tainers, and all the entertainers want to hang out
with the athletes,” says Constance Schwartz,
director of programming for the NFL.

To that end, “NFL: Under The Helmet” will fea-
ture recording artists talking about their affinity
for football, showcase acts performing in the stu-
dio, and utilize the artists’ music and videos to
accompany NFL highlight
reels. Saturday’s show features =

STUF‘F: Look for Laura Swanson, publicist at
Interscope/Geffen/A&M and former VP of pub-
licity at A&M, to become VP of publicity for
Arista starting Nov. 1. She replaces Michele
Mena, who moved from Arista to Capitol
Records ... Rodney Jerkins, producer extraor-
dinaire, is now in a London studio working on a
new album with Spice Girls. The Virgin project
is slated for release in the year 2000.

Paul McCartney, the B-52’s, Sarah McLach-
lan, and Chrissie Hynde are among the acts slat-
ed to perform Sept. 18 at the
People for the Ethical Treat-

Puff Daddy introducing his
single and talking about his love
of the game. On Sept. 18 Static
X will perform its song “Push
1t.”

“The idea is to have fun with
acts, their songs, and football,”

e
LBl

ment of Animals’ (PETA)
Party of the Century and
Humanitarian Awards.
MecCartney will perform with
a band that includes David
Gilmour and Deep Purple’s
Ian Paice. The Los Angeles

says Schwartz. “For example,
I'm talking to Goo Goo Dolls’
manager about the group, who’s
from Buffalo, doing something
with the Buffalo Bills.”

Schwartz is coordinating with labels and pub-
lishers to line up acts and license material that
appeals to the show’s 12-24 demographic.

WINDHAM HILL ON ICE: Keeping with our
sports theme, “Winter Solstice On Ice,” an ice-
skating special airing Dec. 4 on A&E, will fea-
ture live music from a number of Windham Hill
artists.

Filmed in Finland, the program features top
athletes, including Brian Boitano, skating while
such Windham Hill acts as Jim Brickman, Tuck
& Patti, and Samite perform.

On Sept. 14 Windham Hill will release a two-CD
set featuring music from the program. The 29-
track set includes several never-before-released
songs by Janis Ian, Mark Snow, Phil Perry,
Sean Harkness, David Arkenstone, and other
Windham Hill artists. The discs will be followed
by VHS and DVD versions of the special, which
arrive in stores on Oct. 12. The special is a prelude
to the Winter Solstice on Ice tour planned for
2000. The proposed tour will follow the outline of
the special, with skaters twirling to live perfor-
mances by Windham Hill artists.

Coinciding with this year’s album and special
will be Windham Hill’s third annual Winter Sol-
stice tour, featuring Liz Story, Arkenstone,
Harkness, and the Angels Of Venice. The outing,
which covers 40 cities across the U.S., starts Nov.
26.

by Melinda Newman

soiree will honor a number of
artists who have contributed
to PETA’s animal rights fight.
MecCartney will present the
first Linda McCartney Award to Pamela Ander-
son Lee for, among other things, her anti-fur
stance. The evening will be taped for later telecast
on VHI.

FRUSTRATED MUSICIANS UNITE: “Jam
Night II,” which takes place Oct. 5 at the Roxy
in L.A., will give frustrated label execs, attor-
neys, and publishers the chance to get up
onstage and jam with some of their musical
favorites. A fund-raiser for the United Jewish
Fund, the evening will include real artists—
among them saxophonist Dave Koz, producer
Don Was, and music director Randy Stern—
patiently playing with industry-ites who no
doubt belong behind a desk instead of a drum
kit.

OOPS: Rob Kos, who is leaving Metropolitan
Entertainment Group to join Epic Records
Group as senior VP of international marketing,
will stay on until the end of the year, according
to Metropolitan CEO John Scher. For 11 years
Kos has been head of the management division,
not the concert division, as we previously
reported. The heads of the concert division
remain senior VPs Debra Rathwell and Keith
Beccia. Additionally, Paula Sartorious, who is
also leaving the management company, says
that while she is retiring from management,
she’s looking at other opportunities in the music
business.
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‘Happiness’ IS Third Golumbia Set From Ganada’s Our Lady Peace

BY LARRY LeBLANC
TORONTO—Columbia is issuing
“Happiness . . . Is Not A Fish That
You Can Catch” by Our Lady
Peuce with considerable optimism
that it will far surpass the Canadi-
an band’s previous releases.

The project will be released in
Canada Sept. 21 and Oct. 5 in the
U.S. and France. Other territories
in Europe will get the album in
early 2000.

The label’s enthusiasm was trig-
gered by a listening session that
included such heavyweight execs
as Rick Camilleri, president of
Sony Music Entertainment (Cana-
da); Don Ienner, president/CEO of
the Columbia Records Group
(U.S.); and Will Botwin, executive
VP of the Columbia Records
Group and GM of Columbia
Records (U.8.).

Like the act’s two previous
efforts on Columbia, “Naveed” and
“Clumsy,” the 11-cut “Happi-
ness . .. 7 was produced by Arnold
Lanni. It was mixed by Kevin
Shirley, and it features 73-year-old
jazz drummer Elvin Jones and
Boston-based multi-instrumen-
talist Jamie Edwards.
Edwards is now part of the band’s
touring lineup.

“We took the things we thought
were original {from ‘Clumsy’ and
‘Naveed’ and tried to overdo them
on this record,” says vocalist/lyri-
cist Raine Maida. “As well, our
songwriting really improved. We
beg [listeners] to put the album on
and listen to it all the way through.
That’s the way it should be listened
to. It’s an experience.”

“Naveed,” the band’s debut
album, released in Canada by Co-
Jumbia in 1994, has sold 450,000
units to date, according to Camil-
leri. “Naveed” was released on
Sony-affiliated Relativity Records
in the U.S. in 1995. The album
peaked at No. 26 on the Heatseek-
ers Album Chart and has sold
119,000 copies, according to
SoundScan.

“Clumsy” entered the Heat-
seekers Album Chart at No. 50 on
May 3, 1997, reached No. 1 in the
Jan. 17, 1998, issue, and kept the
top spot for two weeks. It hit No.
96 on The Billboard 200 in the Jan.
31, 1998, issue, making Our Lady
Peuce u Heatseekers Impact Act.
The album peuked at No. 76 on the
album chart.

Boosted by strong rock radio
airplay of the singles “Superman’s
Dead,” “Clumsy,” “Automatic

Flowers,” “Carnival,” and “4 AM,”
the album was the fourth best-sell-
ing album in Canada for 1997,
according to SoundScan.

In opening the singles campaign
for “Happiness . . . ,” the label and
the band are opting for the gritty

OUR LADY PEACE

“One Man Army” after nearly
choosing the more mainstream “Is
Anybody Home.”

“Our first instinet was that ‘Is
Anybody Home’ could be an
across-the-board hit that could
spread to pop radio,” says Botwin.
“After we caught our breath, we
thought the smarter approach for
the eventual success of the album
and the longevity of the band was

to go first with ‘One Man Army.’
We think it will be a big track at
rock radio. At the start of the year
we’ll release ‘Is Anybody Home,’
which is going to sell a lot of
albums for them.”

Jerry Blair, senior VP of nation-
al promotion for Columbia (U.S.),
agrees with the plan. “Our goal is
to have a No. 1 rock record on ‘One
Man Army.’”

To set up “One Man Army” at
modern rock and mainstream rock
formats, Tim Virgin, national
director of alternative promotion
at Columbia (U.S.), and Ben Berk-
man, assistant director of alterna-
tive promotion at Columbia (U.S.),
toured the country in a Winneba-
go in early August, plaving the
track for radio programmers. “We
did 30 radio stations in 13 days,”
says Virgin, noting that the label
began soliciting airplay Aug. 16 in
the U.S. and Canada.

The track has gotten early sup-
port from WBCN Boston; KTBZ
Houston; KNDD Seattle; WEDG
Buffalo, N.Y.; and XETRA San
Diego. Among the key mainstream
rock stations were WLZR in Mil-
waukee and W.JJR in Orlando, Fla.

“We've had a good run with that
band, and we're very confident this

song will do well,” says Steve
Stick, musie director at WBCN.

“We went on [the track] imme-
diately,” says Rich Wall, PD/music
director at WEDG. “Our station
has been on OQur Lady Peuce from
the beginning.”

A video for “One Man Army”
was recently shot in Toronto by
director Mark Kohr, who has also
worked with Alanis Morissette and
Green Day. “They haven’t had a lot
of exposure from MTV. But, hope-
fully, we will be able to establish
them as a core band that MTV will
develop this time around,” says

Jotwin.

In terms of retail, the label
started setting up the project in
the U.S. by sending advance music
to key buyers and doing presenta-
tions to buyers. A week before the
release date, accounts will be ser-
viced with point-of-purchase dis-
plays and full-length versions of
the album for listening stations.

“I’d hope for the same success
with this new album as with
‘Clumsy,” ” says Doug Smith,
senior buyer for National Record
Mart, which operates 180 stores in
the U.S. “The band appeals to old
rockers and to new rockers. That's

(Continued on page 26)
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MUSIC-LICENCE.COM AG

the revolution in music licensing

music-licence.com has developed a groundbreaking way for effective licensing.
traxdyou and trax2sign are designed around a data base for both a&r
and international managers at record companies, independant labels and

publishing companies.

trax2sign offers the perfect possibilities to present acts and tracks directly
to a worldwide professional audience, potential licensees of all kinds.

traxdyou is the ideal way to find new artists and repertoire being offered by
labels, producers and artists themselves on an international level.

that's all comfortably done via the net - both parties score with less effort,
faster and cheaper, in other words more effectively, as only registered music
business professionals have access to the entire services.

for both segments: just fill in and send the application form you find
at www.music-licence.com. after a successful check, we e-mail back your

passwords.
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You're never far from exceptionally good company.

From Lincoln Center to the Met, when vou stay with us,
we'll keep you close to the best things in Manhattan.
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Happy Hour § p.m.-7 p.nv.
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L1935 Double

85230 Suites
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RONNIE SPECTOR

(Continued from puge 19)

manager Jonathan Greenfield, says she
devoted the time to her two sons. “I
wanted to see them grow up,” she says.
“Now that they’re 15 and 16, I can start
doing regular shows. It's [about] trying
to have a real family; a real life, a real
career, and real people around me.”

“She Talks To Rainbows” was co-
produced by Daniel Rey and ex-
Ramones lead singer Joey Ramone.
Ramone also has a history with Phil
Spector: The mercurial producer
helmed the Ramones’ 1980 album,
“End Of The Century,” which includ-
ed a cover of “Baby, I Love You.”

Spector first met Ramone in the
early '80s but didn’t hook up with him
again until after Greenfield brought
the song “She Talks To Rainbows,”
from the 1987 Ramones album
“Halfway To Sanity,” to her attention.
A meeting with Ramone and Rey in
New York led to the decision to make
an EB which the producers financed
themselves.

“It was such a natural collaboration,”
Spector says. “Joey and I may seem like
an odd couple, but we have similar feel-
ings about rock’n’roll: Make it simple.”

The EP includes the title track and
another Ramones song, “Bye Bye
Baby,” on which Spector duets with
Ramone. Spector says, “It was such a
blast, because we're so different . . . You
hear me singing, and all of a sudden
you hear Joey’s low voice come in there,
and it’s something you would never
expect.”

The other tracks are a live version of
the Ronettes’ “I Wish I Never Saw The
Sunshine” and strong covers of John-
ny Thunders’ “You Can’t Put Your
Arms Around A Memory” and Brian
Wilson’s “Don’t Worry Baby.”

She says of the latter song, “Brian
Wilson wrote ‘Don’t Worry Baby’ as a
follow-up to ‘Be My Baby’ ... But, of
course, Phil had other ideas and stuff.
So I ended up doing ‘Baby, I Love
You" »

The EP was first released by Cre-
ation Records in the UK. in January
as a non-exportable limited-edition set.
(The label’s license has now expired.)
Kill Rock Stars has licensed the col-
lection for the U.S.

Kill Rock Stars owner Slim Moon
says the project will be primarily
press-driven.

Spector will also do club tours on the
West and East coasts. Moon says,
“She’s playing with bands like the
Bangs and the Muffs, younger female-
fronted bands, as openers.”

Spector is enthused about her indie-
label association: “Most big record
companies, they fluff you off and put
you on a shelf, and that’s it. With Kill
Rock Stars, with Slim Moon, I feel so
personal with them. They eare about
me.”

Bob Say, executive VP and head
buyer for the six-store Moby Disc chain
based in Reseda, Calif., sees diverse
possibilities for the ER

He says, “It’ll sell a bunch at the
beginning, because the fans will buy it.
But it’s on Kill Rock Stars, so it has an
added vibe because the kidsll buy it. . .
They know Joey Ramone, [Kill Rock
Stars act] Sleater-Kinney, and the
label. It’s going to be more of a discov-
ery thing for the kids.”
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CULTURE FORUM

(Contimued from page 13)

of the most talented artists and writ-
ers of the generation. The true story
of these lost heroes who conceived,
designed, and produced this timeless
masterpiece is now being told.
There was the Czechoslovakian
avant-garde designer Heinz Kdel-
mann, who conceived and drew all the
characters. Bob Balser was an itiner-
ant American previously living in
Spain and winning awards on the
independent-animation circuit when
he became the unit director for the
“Yellow Submarine” travel se-
quences, essentially making animat-
ed short films of the Beatles’ great-
est hits. Brit Charlie Jenkins was a
freelancing former “tea bay” (gofer)
determined to push animation art to
its limits and try everything new.
American Erich Segal was an
assistant professor of classics at Yale
when American producer Al Brodax
found him and hired him to write
most of the script. Britisher Jack
Stokes and Canadian George Dun-
ning had worked together with Bro-
dax and King Features in the pre-
“Submarine” days, when TVC had
been subcontracted by King Features
to produce the enormously success-
ful Beatles cartoon series on ABC-
TV. Stokes became the unit director
for all the Pepperland sequences, and
Dunning, the founder of TVC, served
as the feature film’s overall director.

John Coates, Dunning’s British
partner, was production supervisor.
Of course there was the Bach-like
score that Beatles producer Martin
contributed as the music director.
And there were dozens of other peo-
ple who added elements in passing,
most of them uncredited and impos-
sible to document.

At one point the staff swelled to
200 people, many of whom were art
students bused in overnight to con-
tinue the painting and tracing shifts.
The crew members were required to
premiere the film by a set date, which
gave them only 11 months to do what
would normally require two to four
years and at least triple the budget.

Overriding the strained pressure
of deadline and confusion on the set
was 4 loving determination to create
not only an influential work of art but
a testament to the ethic that the Bea-
tles were expressing with their “Sgt.
Pepper’s Lonely Hearts Club Band”
album.

A CLASSIC ODYSSEY

One of the reasons the Beatles’
“Yellow Submarine” fits the mold of
the classic hero’s journey so well is
because much of it was written by
Segal. (Of course, Segal is better
known for his next venture, the block-
buster “Love Story.”) Producer Bro-
dax says that Lennon wrote the song

“Hey Bulldog” as a reference to the
Yale professor; Yale’s mascot is the
bulldog.

Segul recalled the time he spent
intensively shuttling back and forth
from Yale to London to work on the
seript. “I would go from the class-
room to the airport and from my
Yalies to my Beatles. And the kids
would give me questions: ‘Ask John

‘1 would go from the
classroom to the
airport and from my
Yalies to my Beatles’

- ERICH SEGAL -

Lennon what this word means in
“Lucy In The Sky With Diamonds.”’
And he once freaked out on that. He
said to me, ‘Why don’t they stop? I'm
not the Holy Scriptures! I just write
off the top of my head! I don’t have
any meanings. Don’t interpret me
like the Bible!’ And he was very upset,
and I was upset because he actually
shrieked.”

WHY WAS ‘HEY BULLDOG’ EDITED?
Thanks to Bruce Markoe, VP of
feature post-production at MGM/
United Artists, American audiences

will be treated to three more minutes
of animated Beatles glory than we
got in 1968. The resounding John
Lennon rocker “Hey Bulldog” and a
scene immediately preceding it (in
which the four Beatles are introduced
to Sgt. Pepper’s Lonely Hearts Club
Band) were removed in the months
between the film’s British and U.S.
debuts.

Producer Brodax explained the
need for different endings. “There
was a kind of anticlimax, and that had
to do with ‘Hey Bulldog,” which was
really written for Erich, you know,
who went to Yale, and the bulldog is
their mascot. That was written for
him as one of the four songs, by con-
traet, that they had to write for the
movie. The first cut had ‘Bulldog’ in
it. And we all looked at that. They
were all there—the Beatles were
there—and said, “Too long.” And then
I made the cut.”

The Keystone Cops-style “Hey
Bulldog” was storyboarded and ani-
mated by unit director Stokes, who
was also the director of animation on
the TV series. Featuring doors pop-
ping open and shut, dynamite handed
down a line to explode in the villain’s
face, and revolvers that squirt water,
it’s the sequence in “Yellow Subma-
rine” that most closely resembles its
TV ancestor.

Most of the co-creators agreed that

the fighting scenes dragged on too
long at the end of the film, but many
believed “Hey Bulldog” shouldn’t
have been cut. Martin wasn't the only
one who considered “Hey Bulldog”
the best of the four new songs the
band contributed to the movie.

THE BLUE MEANIES

Who were the Blue Meanies spoof-
ing? There are almost as many theo-
ries as there are Meanies, but the
general consensus among the artists
and writers who created the film is
that they represented all the bad
guys in the world.

Brodax says the chief Blue
Meanie’s profile resembled that of his
production coordinator, Abe Good-
man. Art director Edelmann
designed most of the Meanies over a
weekend. He remembers intending
them to be red, only to discover—too
late—that his assistant had painted
them blue by accident!

More about the making of “Yellow
Submarime” can be found in the 56-
page Hieronimus & Co. “Yellow Sub-
marte Journal” ($13), available from
Hieronimus & Co., PO. Box 6438,
Owings Mills, MD 21117. A full-
length book, “It Was All In The Mmd:
The Co-Creation Of The Beutles’ Yel-
low Submarine,” is due soon from
Robert Heronmmus.
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Red is the boldest of all colors. It stands for charity

and martyrdom, hell, love, youth, fervor, boasting, sin,

and atonement. It is the first color of the newly born

and the last seen on the deathbed. It symbolizes day

. . a4 e .- .
to the American Ipdian, East to the Chippewa, the

direction West#in Tibet, and Mars ruling Aries and

Scorpio in the early zodiac. It is, nevertheless, for

all its vividness, a color of great ambivalence. Red is

the color of the strawberries in room 705.

Artists & Music

OUR LADY PEACE

(Continued from page 22)

why they’ve had success.”

In Canada, “One Man Army” is

currently No. 7
on SoundScan’s
rock radio chart.
Sony was forced
to deliver the
single to radio a
week earlier
than planned
due to Canadian
radio program-
ming a live ver-
sion of the track

playing it,” says Vel Omazic, direc-

‘We beg [listeners] to

put the album on
and listen to it all
the way through.
That’s the way it
should be listened

tor of national promotion and video

at Sony Canada.
“So we went to
radio on July 30.”

Following a
Sept. 25 date at
the Carolina
Music Festival in
Charlotte, N.C.,
Our Lady Peace
will hook up with
Creed for a 29-
date U.S. tour.

from their per- to It’s an They will play
formance at * Canada in early
Woodstock ’99 experience’ 2000.

that had been In the U.S.,
syndicated by - RAINE MAIDA - the band is rep-

Sound Source.
“Our original

plan was to drop the single Aug. 4,
but a number of stations picked the
Sound Source feed up and were

resented by Lit-
tle Big Man

Booking. S.L. Feldman &
Associates handles Canadian book-

ings.
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J.G. Wentworth Announces
The “Artist’s Advance
Loan Program.”

Working with you to bring your clients liquidity through loans
secured by royalty, licensing and publishing payments.

Specializing in music, entertainment and the arts.

J.G. Wentworth (jgwfunding.com), headquartered in Philadelphia,
is a leading specialty finance company that provides individuals

with liquidity for non-liquid assets.

J.G. Wentworth

For more information, please
contact: Michael Goodman,

J.G. Wentworth, at 800-454-9368
or MGOODMAN @jgwfunding.com

business BOXSCORE
© TOP 10 CONCERT GROSSES
Gross Attendance
ARTIST(S) Venue Date(s} Ticket Price(s) Capacity Promoter
CHER, CYND! LAUPER, MGM Grand Garden  Aug 27-28 $1.954,438 24,482 SFX Entertainment,
WILD ORCHID Las Vegas $150.25/$75.25/ two 8ill Graham
$39.75 seliouts Presents
CHER, CYND LAUPER, Arrowhead Pond Aug. 20-21 $1,358,370 23,963 Nederlander
WILD ORCHID Anaheim, Calif $75.25/845.25/ two QOrganization, Avalon
$35.25 sellouts Attractions
JIMMY BUFFETT & THE Riverbend Music Aug. 19-21 $1,310.325 41,143 SFX Entertainment,
CORAL REEFER BAND Center $51/824 41.269 n-house
Cincinnati
‘N SYNC, JORDAN KNIGHT Texas Stadium Aug. 14 $1.282,429 35,059 SFX Entertainment,
FIVE Irving, Texas $49.50/$35 37,288 PACE Concerts,
Coca-Cola Starplex
Amphitheatre
LILITH FAIR '99: SARAR PNC Bank Arts Aug. 7-8 $1,070.267 25420 PACE Concerts, SFX
MCLACHLAN, SHERYL Center $63.50/$37.50 34,152 Entertainment
CROW, THE PRETENDERS, Holmdel, N J.
SANDRA BERNHARD, MYA,
MESHELL NDEGEOCELLD,
SUZANNE VEGA
BARRY MANILOW lones Beach Theatre  Aug. 21-22 $906,759 19,483 Delsener/Slater
Wantagh, N.Y $65/345/$25/815 28,220 Enterprises
LILITH FAIR ‘39: SARAH World Music Theatre  Aug. 19 $888.767 25,862 Tinley Park Jam
MCLACHLAN, SRERYL Tinley Park, ill. $75/850/835/$25 seifout Corp.
CROW. INDIGO GIRLS,
DIXIE CHICKS,
DEBORAH COX
DAYE MATTHEWS BAND, Nissan Pavilion Aug. 1 $811,497 25,099 SFX Entertainment
BOY WONDER at Stone Ridge $38.50/$28.50 25,155
Bristo!, Va.
CHER, CYNDI LAUPER, Concord Pavilion Aug. 18 $729,154 12,500 Bill Graham
WILD ORCHID Concord, Calif. $78/828 sellout Presents, in-house
“N SYNC. JORDAN KNIGHT, Alamedome Aug. 16 $716,650 25,078 PACE Cancerts, SFX
FIVE San Antonio $37.50/$22.50 25,230 Entertainment
Copyrighted and compiled by Amusement Business, a publication of Billboard Music Group.
Boxscores should be submitted to: Bob Allen, Nashvilie. Phone: 615-321-9171,
Fax: 615-321-0878. For research information and pricing, call Bob Allen, 615-321-9171.
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SOUNDIRACKS

ANDD FILN SCOIRE NNEWS
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BY CATHERINE APPLEFELD OLSON

GIRL TALK: The emotional current that pulses back and forth
between a mother and daughter in 20th Century Fox’s film adapta-
tion of the Mona Simpson novel “Anywhere But Here” keeps a strong
female sensation burning throughout the movie. It would seem only
to make sense, then, that all the musie from the film be provided by
female recording artists.

The Atlantic soundtrack, released Oct. 12 (it was pushed up a week
in order to quality for the new soundtracks Grammy category), boasts
an array of acts, including k.d. lang, Patti Griffin, LeAnn Rimes,
Lisa Loeb, Sarah McLachlan, 21st Century Girls, and Carly Simon
and daughter Sally Taylor, who gel gorgeously on a duet. Almost all
of the material was written for the film, which opens Oct. 22.

Atlantic VP of soundtracks Darren Higman says that although
originally several songs by male artists had been penciled in, the deci-
sion to go all female came about organically. “When you leave the film,
one thing that sticks with you is that Susan [Sarandon] and Natalie
|Portman] are in every single
scene. So everyone figured,
‘Let’s just stick with women
singers; it makes more sense, ”
he says.

“A lot of these artists had
read the book the movie is
based upon, so some of songs
came out of experiences a lot of
singers had with the book,”
adds Higman. “That connec-
tion fed into the music and adds
to the emotion of a scene rather
than seeming like it was just
patched on top.”

Even those who had not read
Simpson’s novel found them-
selves taken with the story of a mother who attempts to save her
daughter from the small-town boredom that has enveloped her and
moves them to Beverly Hills. Lang tells Billboard that after director
Wayne Wang flew her to San Francisco to screen the movie, she decid-
ed to take a stab at the title track.

“I gravitated toward the overall emotional theme—the longing to

get out of a place that you think is not conducive to the conditions of

the dreams you have,” lang says of the song she co-wrote with Rick
Nowles. “I grew up in a small town in Alberta, and [ always knew as
soon as | graduated, I was gone. I knew that what I wanted to do was-
n’t going to happen there, so I felt that kind of emotional longing Susan
feels and enforces on to her danghter.”

The altogether grooving “Anywhere But Here,” which will ship to
radio in mid-September, registers much higher on the pop music meter
than does her more recent music. The uptempo bent eame about both
by design and coincidence, lang says, as she crafted music for the film
as well as for her upcoming album, due in May.

“It’s kind of what was going on in the studio anyway,” she says. “I
always seem to have this pattern of making an album of ballad songs,
then coming back with a poppier theme. Wayne asked for something
that was ‘progressive Americana,’ so I tried to take an ingredient from
Sheryl Crow and Bruce Springsteen and create something of a road
song.”

Hoping to ride the female wave that continues to swirl at VH1,
Atlantic is ironing out details for a special in conjunction with the
music channel, according to Higman. The label will also stage a pro-
motion with Jane magazine.

S PY TIMES TWO: Maverick Records will issue a sequel soundtrack
to “Austin Powers: The Spy Who Shagged Me” in mid-October, to coin-
cide with the film’s anticipated home video release. The second “Spy”
soundtrack will feature a mix of old and new tunes, much like its pre-
decessor.

Among the songs confirmed for the album are “Get The Girl” by
the re-formed Bangles, “Dr. Evil” by They Might Be Giants, “I'm A
Believer” by the Monkees, “Time Of The Season” by the Zombies,
and “Shagaphonic Medley” by George Clinton, who also serves as the
disc’s musical supervisor.

In addition, the sequel will contain the original version of “Ameri-
can Woman” by the Guess Who; Lenny Kravitz’s cover of the track
appears on the first “Spy” compilation.

Artists & Music

LIVE’S LATEST GOES ‘THE DISTANCE’

(Continued from page 20)

laughing Kowalezyk, flashing sev-
eral seratches and bruises on his
arms. “Once the water hit, every
safety precaution went out the win-
dow. It was like being hit by a major
tidal wave. We were sent flying far
beyond the nice little mat that was
supposed to break our fall.”

Kowalezyk says the band—man-
aged by Peter Freedman and David
Sestac and booked by Monterey
Peninsula Artists—is looking for-
ward to the less dangerous task of
touring in support of “The Distance
From Here.” The trek will begin in
October, with Live slated to play
theaters for seven weeks in the U.S.
before heading to Kurope for the
remainder of 1999. The band will
open 2000 with dates in Australia
and Brazil, with plans for a second
round of stateside gigs in the
spring.

“We can’t wait to get out there,”
says Kowalezyk, noting the positive
feedback they got during several
pre-release shows this summer,
among which was the Tibetan Free-
dom Festival, held June 13 in East
Troy, Wis. “Playing to our fans is
actually a good way of gauging how
the record will do. 1 remember
doing an early gig for ‘Secret
Samadhi,” and I could see that they
didn’t get into it as much as our
other stuff. The vibe on the new

material live has been extremely
encouraging.”

Retailers are equally encouraged
by “The Distance To Here.” “[“Se-
cret Samadhi”] was beautiful, but it
was a little unapproachable on a
mainstream level,” says Marlon
Creaton, manager of Record Kit-
chen, a San Francisco indie outlet.
“This new record brings the band

‘Playing to our fans
is actudlly a good
way of gauging how
the record will do’

- ED KOWALCZYK -

back to the flavor of “Throwing Cop-
per,” which was a lot more melodic.”

While a critical favorite, “Secret
Samadhi” was a minor commercial
disappointment following the 1994
breakthrough, “Throwing Copper.”
According to SoundScan, the for-
mer set has sold 1.5 million units,
compared with 5.2 million sales of
the latter.

Although Kowalezyk says he
would’ve liked “Secret Samadhi” to
have reached a wider audience, he
shrugs off the notion that it was a
disappointment and views it as “a

fine, commercially respectable
recording that stands the test of
time.”

He sees “The Distance To Here”
earning equally high critical marks
while also reaching a wide audience.
“The music is there,” he says. “All we
have to do is bring it to the people.”

The Internet will play a key role
in achieving that goal. The band has
its own Web site (www.friendsoflive.
com) that offers the standard menu
of musie snippets, touring informa-
tion, and videoclips. The site’s more
unique elements include diary en-
tries by the band about the making
of the album and video. Also, the
site ofters a free subscription to an
E-mail newsletter, Homespun, that
will contain updates on the band’s
activities.

“It’s just an effort to keep in close
touch with the fans,” says Kowal-
czyk, who adds that Live will be
broadcasting its own radio station
on the site in the coming weeks.
“It’ll let people hear the music and
the bands that have inspired us.”

The site is indicative of Live’s ulti-
mate goal as a band, which Kowal-
czyk says is “to create a communal
vibe with our fans. We love the con-
nection, the feedback—and, of
course, the support. The Net has
become a great way to foster that
kind of closeness. It’s a great thing.”
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BiLLBoARD'S H E ATS E E K E IR S.ALBuMm CHART

COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE, MASS MERCHANT, AND  SoundScan®

The Heatseekers chart lists the best-setling titles by new and deveioping artists, defined as those who have never appeared in the

% = INTERNET SALES REPORTS COLLECTED, COMPILED, AND PROVIDED BY I“ top 100 of The Billboard 200 chart. When an album reaches this level, the album and the artist’s subsequent albums are immedi-
i || 1= m‘é SEPTEMBER 11, 1999 ately ineligible to appear on the Heatseekers chart. All aibums are available on cassette and CD. *Asterisk indicates vinyl LP is
TW|Ru|xXT RTIST : TITLE available. () Albums with the greatest sales gains. © 1999, Billboard/BPI Communications.
=2 (352 | S| MPRINT & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD)
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2 1 TAL BACHMAN COLUMBIA 67956/CRG (10.98 EQ/16.98) TAL BACHMAN
13 £ R v 28 | 23 | 21 | T.D.JAKES ISLAND INSPIRATIONAL 524630/\DJMG (10.98/16.98) SACRED LOVE SONGS
3 2 3 | MOBY v227049* (16.98 CD} PLAY
29 25 | 43 | SHAKIRA @ SONY DISCOS 82746 (10.98 EQ/15.98) DONDE ESTAN LOS LADRONES?
4 4 19 OLEANDER REPUBLIC 53242/UNIVERSAL (10.98/16.98) FEBRUARY SON
36 | 8 | DIDO ARISTA 19025 (10.98/16.98) NO ANGEL
(B)| 6 | 9 | SLIPKNOT | AM 8655/ROADRUNNER (10.98/16.98) SLIPKNOT
(BD)| 30 | 23 | AB.QUINTANILLA Y LOS KUMBIA KINGS EMi LATIN 99189 (8 98/14.98)  AMOR, FAMILIA Y RESPETO
(6)| NEWD | JIMMIE'S CHICKEN SHACK ROCKET/SLAND 546382/DJMG (11991698)  BRING YOUR OWN STEREO
32 21 51 SUSAN TEDESCHI TONE-COOL/ROUNDER 471164/IDJMG (10.98/16.98) JUST WON'T BURN
@ NEW b P.O.D. ATLANTIC 83216/AG (7.98/11.98) THE FUNDAMENTAL ELEMENTS OF SOUTHTOWN
33 29 11 QUT OF EDEN GOTEE 2806 (10.98/15.98) NO TURNING BACK
8 5 12 IBRAHIM FERRER WORLD CIRCUT/NONESUCH 79532/AG (10.981798)  BUENA VISTA SOCIAL CLUB PRESENTS IBRAHIM FERRER = o 3 c
KOOL KEITH RUFFHOUSE/COLUMBIA 52000*/RED INK (10.98/16.98)  BLACK ELVIS/LOST IN SPACE
9 7 4 G. LOVE & SPECIAL SAUCE OKEH/550 MUSIC 69746/EPIC (11.98 EQ/16.98) PHILADELPHONIC " 5 -
35 28 CHRISTIAN CASTRO ARIOLA 6627 TIN (9.98/15. MI SIN TU AMOR
10 8 12 | JOHN MCDERMOTT/ANTHONY KEARNS/RONAN TYNAN MASTERTONE 8552/POINT {13.98/1698)  THE IRISH TENORS 2 e e R /1o v
@ NEW > | THE HIGH & MIGHTY RAWKUS 50121+/PRIORITY (10.98/16.98) HOME FIELD ADVANTAGE 36 35 9 DRAIN STH THE ENCLAVE/MERCURY 546262/IDJMG (10.98/16.98) FREAKS OF NATURE
12 | 9 | 3 | SHERRIE AUSTIN ARISTA NASHVILLE 18881 (10.98/16 98) LOVE IN THE REAL WORLD 39 || 25 | ISWAYEsKING TECH INTERSCOREIS0202- (1008 16.98) TLlSIORA L]
13 | 10 | 22 | LOFIDELITY ALLSTARS SKINTAUS PP 69654CRG (798EQ1398)  HOW TO OPERATE WITH A BLOWN MIND 38 | 32 (R PASTOR TROY MADD SOCIETY 8035 (10.98/16.98) VBB IDECERREIERY |
7 .({’ 18 17 | CHRIS RICE ROCKETOWN/WORD 69613/EPIC (10.98 EQ/16.98) PAST THE EDGES
12 | 20 | STAIND FLIP/ELEKTRA 62356/EEG (7.98/11.98) DYSFUNCTION
15 | 11 | 21 | STATIC-X WARNER BROS. 47271 (7.98/11.98) WISCONSIN DEATH TRIP 47 | 11 | VICKIE WINANS CGI 5325/PLATINUW (10.98/16.98) LIVE IN DETROIT Il
16 | 5 | BOYZONE RAVENOUS/MERCURY 559171/IDIMG (10.98/16.98) WHERE WE BELONG 42 | 3 | JOYDROP TOMMY BOY 1237 (12.98 CD) METASEXUAL
14 | 10 | SYSTEM OF A DOWN AMERICANCOLUMBIA 68924/CRG (7.98 EQ11.98)  SYSTEM OF A DOWN A2 | 51 (S "RAZEIFGRERRONT 262101508 1CD) HOVER
18 | 15 | CHELY WRIGHT MCA NASHVILLE 70052 (10.98/16.98) SINGLE WHITE FEMALE 43 | 34 JEEM CESARIA EVORA RCA VICTOR 65401 (16.98 CD) CAFE ATLANTICO
19 15 21 MONTGOMERY GENTRY COLUMBIA (NASHVILLE) 69156/SONY (NASHVILLE) (10.98 EW16.98)  TATTOOS & SCARS 44 38 19 JESSICA ANDREWS DREAMWORKS (NASHVILLE) 50104/INTERSCOPE (8.98/12.98) HEART SHAPED WORLD
(20)| NEW P | MICHAEL PETERSON REPRISE (NASHVILLE) 47353WARNER BROS. (NASHVILLE) (10.98/16.98)  BEING HUMAN 45 | 46 | 3 | CHAD BROCK WARNER BROS. (NASHVILLE) 47071 (10.98/16.98) CHAD BROCK
21 | 13 | § | TRACIE SPENCER CAPITOL 34287 (10.98/16.98) TRACIE NEW P | JAGUARES RCA 69740/BMG LATIN (13.98/18.98) BAJO EL AZUL DE TU MISTERIO
22 19 4 BASEMENT JAXX XUASTRALWERKS 6270*/CAROLINE (13.98/16.98) REMEDY 4 50 l 11 GOSPEL GANGSTAZ B-RITE 90096/INTERSCOPE (10.98/15.98) 1 CAN SEE CLEARLY NOW
23 | 22 | 25 | SONICFLOOD GOTEE 2802 (15.98 CD) SONICFLOOD RE-ENTRY | BRAD PAISLEY ARISTA NASHVILLE 18871 (10.98/16.98) WHO NEEDS PICTURES
24 17 ! ASLEEP AT THE WHEEL DREAMWORKS (NASHVILLE) 501 17/INTERSCOPE (10.98/16.98)  RIDE WITH BOB 49 45 10 | TWIZTID PSYCHOPATHIC/ISLAND 42099/IDJMG (10.98/16.98) MOSTASTELESS
25 20 7 LI’ KEKE JAMDOWN 1011 (10.98/15.98) IT WAS ALL A DREAM 50 44 12 SPORTY THIEVZ ROC-A-BLOK/RUFFHOUSE 63647*/CRG (10.98 EQ/16.98) STREET CINEMA
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DIVINE INSPIRATION:
Divine Nature is a gospel/
R&B quartet from Roeh-
ester, N.Y., whose mem-
bers—in addition to per-
forming as a vocal
group—also play their own

Hardcore P.O.D. After
several independent
releases, San Diego
hardcore band PO.D.
(Payable On Death)
makes its major-label

debut with the album
“The Fundamental Ele-
ments Of Southtown”

(Atlantic Records). The
album was produced
by Howard Benson
{Motorhead, Body
Count) and mixed by
Chris Lord-Alge (Hole,
Rob Zombie). The first
single from the album
is “Outkast.” On Sept.
25, PO.D. will play
Cane's in San Diego.

instruments. The group’s al-
bum, “Part Of Me” (Trinity/
Nightbird/Hendrix
Records), reflects Divine
Nature’s musical influences,

including the Winans, Mint
Condition, and Boyz I1
Men.

Divine Nature—Robbie
Gissendanner, Avery
“Chubb” Council, Regi-
nald Robinson, and Tous-
saint Lipton—sang for
years, primarily in church,
before landing a recording
contract. The group was dis-
covered by Trinity president
Troy E. Wright, who signed
them to his label. Trinity
Records is a divi-

Spoon-Fed. T-Spoon is a
dance/pop duo that could appeal
to the same audience as
Vengaboys. Like Vengaboys, T-
Spoon comes from Holland, where
it's had hits since 1993. T-Spoon
made its U.S. debut last month with
a self-titled album on 550 Music.
The set's first single is “Sex On The
Beach.”

REGIONAL HEA

sion of Hendrix [
Records, the label [Cotors

& Special Sauce, Philadelph

MOUNTAIN

I P—

TSEEKERS. NO

much like  critically
acclaimed act BR5-49. The
Ex-Husbands will tour in
support of “All Gussied Up.”
Tour dates include Sept. 9
and Nov. 4 in Little Rocek,
Ark.; Sept. 12 in Oklahoma
City; Sept. 15 in St. Louis;
Sept. 16 in Chicago; Sept. 18
in Minneapolis; Sept. 21 and
Oct. 19 in Nashville; Sept.
24-25 in New York; Sept. 27
in Chapel Hill, N.C; Oct. 8
in Detroit; Oct. 9 in Chicago;
Oct. 15 in New

NORTHEAST
John McDemotAnthony Kearns/Ronan Tynan, The Irsh Tenors

J

owned by the fami-
ly of the late Jimi
Hendrix.
Gissendanner
says of the “Part Of
Me” album: “It’s a
ray of hope for
young people all
over the world . . .
to let people know

that there’s always | | Buena Viska

Social Club Presents, Ibrahim Ferrer

\J EAST NORTH CENTRAL
l Slipknot, Stipknot J

e e e e

Orleans; Oct. 30 in
Savannah, Ga.; Nov.

A

NV

18 in Seattle; and
Dec. 1 in Austin,
Texas.

WEST NORTH CENTRAL
Lotie Line, Simply Grand
5T

MIDDLE ATLANTIC
{ Train, Train

—l ROCK EN

==

NI P

PACIFIC |

someone to turn to.
Those are the mes-
sages that our
music espouses.”

S POUSAL SUP-

PORT: Country group the
Ex-Husbands return with
their second album on Tar
Hut records, “All Gussied
Up,” set for release Oct. 19.
The band, with origins in
New York, has been
described as being part of
the alt.country movement,

ESPANOL: Illya
Kuryaki & the
Valderramas have

1 SOUTH ATLANTIC
| Jimmie’s Chicken Shack, Bring Your Own Stereo

been one of the

v

SOUTH CENTRAL

Lii* Keke, #f Was All A Dream

THE REGIONAL ROUNDUP

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

NORTHEAST
John McDermott/Anthony
. Staind Dysfunction
Tbrahim Ferrer Buena Vista Socuat Club Presents Ibrahim Ferrer
Tal Bachman Tal Bachman
System Of A Down System Of A Down
Moby Play
. Boyzone Where We Belong
Tanto Metro & Devonte Everyone Falls [n Love
G. Love & Special Sauce Philadelphonic
. Static-X Wisconsin Death Trip

Tyman The Irish Tenors

SeENOORWN S

MOUNTAIN
. G. Love & Special Sauce Philadelphonic
Tal Bachman Tal Bachman
Train Train
Mr. Doctor Bombay
System Of A Down System Of A Down
. Kottonmouth Kings Royal Highness
. Sherrie Austin Love In The Real World
Oleander February Son
. Static-X Wisconsin Death Trip
. Slipknot Slipknot

SOPNONMBEWN -

more popular rock
en espariol acts in
recent years, hav-
ing won the 1996
MTV Latino award
for best group
video  (“Jaguar
House™). The group’s “Jugo”
video garnered 1998 MTV
Latino nominations for best
video of the year, best group
video, and best alternative
video.

The act’s next album is
“Leche,” due Sept. 14 on
Universal Music Latino. In
August, Illya Kuryaki & the

Valderramas embarked on a
U.S. tour, dubbed the
Wateha! Tour, which fea-
tured such acts as Cypress
Hill, Royal Crown Revue,
La Banda Elastica,
Voodoo Glow Skulls, Con-
trol Machete, Molotov, and
Puya. The band is expected
to tour again following the
release of “Leche.”

Solo Club

Member. With the
crossover success of
the world music “super
group” Buena Vista
Social Club, some of
its members, including
Ibrahim Ferrer, are get-
ting more attention for
their solo work. Eliades
Ochoa is one member
of the Social Club who
is touring in support of
his album “Sublime
llusion” (Higher Octave
World/Virgin Records).
Tour dates include
Sept. 12 in Chicago,
Sept. 13 in New York,
Sept. 15 in Boston,
Sept. 18 and 22 in Los
Angeles, and Sept. 23
in San Francisco.

www.billboard.com
WwWWwWWwW.americanradiohistorv.com

BILLBOARD SEPTEMBER 11, 1999



www.americanradiohistory.com

& m
\’ “.

FOR 16 YEARS, GAROLINE DISTRIBUTION

has been an outpost at the far edge of popular
music. Away from the mainstream, it developed
a sensitivity to new kinds of music and nurtured
unlikely sorts of small-label entrepreneurs. So
when “alternative music” entered the main-
stream, Caroline was one of its first power bro-
kers. Today, Caroline 1s the leading distributor
of independent metal and electronic-dance
music, and projects 8 million units out the door
this year.

Caroline Distribution opened for business in
the U.S. in 1983, situated in an upscale, 19th-
century brownstone on Greenwich Village’s
Perry Street. The apartment was the New York
residence of Richard Branson, who had found-
ed a string of music-related companies in
England in the early '70s, including Virgin
Records and Caroline Exports. Branson con-
verted his apartment into Caroline’s first U.S.
headquarters by clearing out a lower-level den
and installing eight record racks. It was smaller
than most people’s living rooms but served as
Caroline’s warehouse for its first two years. An
even smaller adjoining room became the sales

The distributor’s great rep rests on keen instincts

and an unflagging ability to deliver.
BY TERRY BARNES

office, where five vinyl junkies peddled mostly
new-wave and punk music from Europe, partic-
ularly Virgin U.K. product, some of which
hadn't found U.S. distribution. In its first year,
Caroline sold some 200,000 units.

“It was a crazy period,” recalls Ashley Warren,
who worked in the Perry Street. office that first
year. “The only reason we could work in that
small space was the incredibly fast turnover of
stock. With a half dozen employees, we were
either on the telephones selling records or oft
the telephones unloading the van and shipping
the records, and, when that was done, back on
the phones selling them.” Caroline was among a
small group of importers that introduced acts
such as the Human League, Duran Duran,
Culture Club, Billy Idol and Heaven 17 to the
US. A few New York A&R executives became
regular customers of Caroline, picking through
the newest imports in search of talent.

DISTRIBUTING DANZIG
With a distribution system humming along,
the next logical step was to own some of the
product being distributed. Caroline set up its
own label, Caroline Records, in 1986. Within a
year, it launched Suicidal Tendencies’ “Join The
Army” album onto the Billboard charts. It also

ADVERTISING SUPPLEMENT
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signed Glen Danzig’s Plan-9 Records, purveyors
of classic albums from horror-rock gods the
Misfits and Samhain. Few would have predicted
any staying power. But a decade later, Caroline
would sell 300,000 Misfits reissues in a cam-
paign that included a set packaged in mini-
cottins. Danzig’s greater milestone was his 1992
foray into symphonic doom, “Black Aria,” which
is still one of Caroline’s top-five best-selling
heavy-music albums.

In 1988, Caroline enlisted Rick Williams to
open a West Coast office. Wilhams had spent
his last four years at Jem Records, Caroline’s
chief competitor, and the largest importer of
cutting-edge rock in the late *70s and early '80s.
But the import business was about to collapse.
U.S. record companies that licensed foreign
product were outraged when the marketplace
was flooded with imported versions of records
that they hadn’t even released yet. They retali-
ated against so-called parallel imports with law-
suits.

“It became almost impossible to import prod-
uct without the threat of a lawsuit, so we moved
on,” recalls Williams, now Caroline’s GM. The
music business was changing on all fronts. MTV
was changing how music was delivered, and air-

Continued on page 10
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“We make an investment

In our labels. We don’t expect
everybody to be enormously
successful overnight; we’re
quite willing to take people on
and work with them until they
really are successful.
tverybody loves that home run,
but we don’t run our business
on the basis of ‘We’re going to
get a home run.’ ”

BY CHRIS MORRIS

Caroline Distribution GM Rick
Williams began his career in the
business at 16 as a professional musi-
cian in the U.K. He relocated to Detroit
in 1974, played in the Midwest for four
years and then moved to L.A. There,
after abandoning his performing
career, he went to work in M.S.
Distributing’s warehouse before going
on to Pickwick after M.S. sold its L.A.
facility to the distributor. Following the
closure of Pickwick, Williams worked
for importer/distributor Jem Records
for four years. He received an offer in
1988 to open a West Coast branch for
Caroline Distribution. Williams was
appointed VP of sales for Caroline in
1994 and moved to New York in 1996.
He was promoted to GM in April 1998.

B O A R D I

Williams

in your 11 years with the company, where do
you think the greatest changes have come for
Caroline? Certainly, there have been changes
in the kind of material the company sells. Have
there been big changes in the way they sell it
as well?

Caroline started, at the very beginning, as an importer.
Then there were changes within the industry that made it
impossible to continue that way, so they then switched
gears and started the label and started to distribute other
domestic labels. In some ways, the company has changed

an awful lot, and in other ways it hasn’t. For instance, if

you look at the music that’s carried, the company’s very
first artist was Cabaret Voltaire. Then, the next year, they
had bands like Suicidal Tendencies, Pussy Galore and
Meatmen. I believe it was that year that they did the deal
with [Glenn] Danzig and the Misfits. So, if you compare
that, that’s pretty hard music at the time, and we're now
back into the hard-music scene. So there’s been somewhat
of a circle. It’s more metal now than then, but we still do
great with punk, as well.

At one time, Caroline Distribution was basically
a phone operation. Now, we have regionals all
over the country; we have-people who go out
to the stores. When 1 first joined the compa-
ny, we had no computers, really. The only
thing that was computerized was the finan-
cial side of the company. Now, of course,
we're pretty up there and standard with
the industry, with what we're able to do
with our computers. All the regionals are
online and [can get] immediate mventory,
all that kind of thing.

Alot of indies haven’t survived. We've sur-
vived by, 1 think, A: having the music that
people still wanted, and B: just being able to
adjust to the fact that there are fewer and fewet
accounts out there, and the large chains are just
getting bigger and bigger by purchasing each other.
That’s quite a change. When you're dealing with just
imports, you're very mom-and-pop-oriented—which we
remain—and we still have a mom-and-pop sales force—
not a specilic sales force, but almost all of our salespeople
have independent accounts. 'They’ll have an independent
account, and they’ll deal with a major chain. We like to
keep people well-versed in the language that they all talk,
and I think that’s one of our strengths. We don't have peo-

ple who are just dealing specifically with one type of

account. They're able to bring a lot to the table, so it’s good
experience for everybody.

Over the last seven years or so, there’s been a
marked swing to national distribution from a
more regionalized sales orientation. Has this
intensified competition for Caroline, or did the
way in which you were established make you
more adaptable to the demand for nationalized
sales capabilities?

Whether by accident or by brilliant forethought, we
were well-positioned once things started to go national,
because the LL.A. branch had opened, and obviously we
had by that point begun to put reps in other territories,
especially on the West Coast. By then, we had sales reps in
Seattle and San Francisco, for instance. That’s the way we
were leaning already. We were looking at being a national
distributor for quite some time before all of a sudden it was
forced upon everybody. So 1 think we eased into it quite
well.

Last year, there was a fairly dramatic change
for Caroline within the EMI and EMD infrastruc-

N T E R VvV 1
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ture. How has it affected you, and has it made
Caroline a more efficient machine?

Basically, what happened was, distribution started
reporting into EMD, and the Caroline label continued
reporting into Virgin. So the two companies didn’t split, as
it were. But just naturally, by reporting into two different
entities, you split up a little bit. There used to be a presi-
dent of Caroline, who ran both companies. Now there
isn’t. Although we're still close, it’s not like it used to be.

The biggest thing, of course, is the fact that EMD can
help us with advice in technologies. They have a much big-
ger machine, of course, and are able to be more pro-active
in their systems, so we're able to latch onto some of that.
They do the investigation, find out the best way to do it,
and we're able to look at that information and say, “Oh,
this part’ll work for us, that part’ll work for us.” So we
don’t have to do quite as much investigation as we would
have had to do if we were just on our own. In that regard,
they’ve been a great benefit to us.

They’ve also been of benefit with our financial side. We

have a team who works for Caroline that is based in
Camarillo [Calif.], which works in tandem with
the EMD financial department, doing our col-
lections. Certainly our customers, especially
our larger customers, are extremely happy
with that situation, because we're able to get
the advice and the knowledge of the EMD
systems and give it to our employees, who
can then work with the customers much
better. Those are the two big areas where
it’s really been a benefit.

Apart from that, I have to be fiscally fru-
gal. But I am allowed to run the company as
I see things to be of benefit to us, and look at
labels, look at music. If I think it makes sense
to take on a label or drop a label, it’s my deci-
sion—EMD does not have us under a micro-
scope, by any means.

One thing that’s been fairly interesting in
Caroline’s history is that, acting as a distribu-
tor, it’s had a fairly large hand in artist devel-
opment. The company has helped breed a lot of
reaily significant successes over the years, as
a distributor.

That’s certainly something that we've always prided our-
selves on. We make an investment in our labels. We don’t
expect everybody to be enormously successful overnight;
we're quite willing to take people on and work with them
and wait and help them and give thenr advice, until they
really are successful. Everybo(ly loves that home run, but
we don’t run our business on the basis of “We're going to
get a home run.” We're quite content with labels who can
just hit simgles—not 45s, you know what 1 mean. We're
completely dedicated to those kinds of labels, those kinds
of artists, startup labels. Several of our labels are artist-run
labels.

Where do you see your greatest successes,
among both distributed labeis and in-house
tabels like Caroline and Astralwerks?

Currently, of course, I think Caroline was at the fore-
front of the electronic movement. It you look back, when
the Caroline labels started, it was at the forefront of that
kind of music, too. Although it’s not that recent, a lot of
people think the electronic thing just started in the last two
or three years. Astralwerks was founded about six years
ago. That wasn’t the only label we picked up—we looked
at other electronic musics.

We've always looked at new things, and sometimes you

Continued on page 43
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&6 % araline—{he compagy that flew aiteraafive music across the
scean to infiltrate American culture.”
—Huokr Theisen, national buyer, Musicland Eroup

&6\ s long 25 Rick Williams is the general manager, Caroline wil be sar

first and fast distributer”
——Brian Pererd, swner, Gleopatra Recards

“" ne of the leading reasags metal is entering its renaissance is the
crasaders of Garoline Distributioa. Like true warriors, Garoline
Tas fervor in [heir campaign o get the shipouts we need tn reach ogr
fans and make retail respond to the rising tide of metal. We wish them

well o their sweet 16th, but doubt that they have never heen kissed!”
—Rhodes Masss, president, Nuclear Blast America

ilnarnlins Distrikution takes my best beatings and keeps coming back
stronger than ever. They’re the Timex of distributors. The main dif-
ference is that this wateh has a pictare of Rick Williams and his trade-

mark ear-ta-ear grin g its face.”
—george Scarlett, ¥P / directar of product
and vendor management, Tower Records

&6 fver 14 years ago, Gargline Besards was the first company to
grant Marifest credit. Na credil checks or collateral, just a 10-
mingte phone call, and they set me up! If that’s not eatrepreneurial
spirit and suppert for the independeats, what is? Taday, they're still
the embadiment of the indeperdent spirit [and one of ver fargest indie

vendorg].”
—{Garl Singmaster, president, Manifest Discs & Tapes

&6 [For the past five years, I've developed great business and persenal
relationships with the Garaline staff, wha are very down-to-garth.
They were there for me in 1993, when | had one relgase, and they're here

with me now, handiing 43 relgases per year”
—lpuis Powen, owner, Hopeless Records

H“ur music just doesn't it iate any categories in record siares,
which makes it pretty risky, marketing-wise. But 5ix years ago,
when | weal to Carafine and explained this, they adopted us and gave as
a chance. We started 2 label that was even further out, and they were
willing to take a risk on that too. They are the enly distributor clever

enoagh to be inaevative and willing ta invest in a unique idea.”
—Professor Sm.'hah, gwner, Baraka Records

H'I'nal a company of their size takes the time to personaily work with
the labets to help them grow and feach them the most effective
ways to deal with retail, Shows a commilment to urderground masic

unparalieled in the industry.”
—~breg Ross, owner, Ga-Kart Records

Hl:areline Distribution has been and always will be integral to the ongo-
ing success of Astraiwerks. Garoline is a revolutionary compaay in
its appraach to distribution and has a staff ef the highest-caliber emplay-
ges. [I's clear from the get-go in dealing with them that it's all about the

Tesic, and that's a philosephy we Share.”
—trrol Kolesine, GM, Astralwerks Records

11 [:araline has shown the streagth and vision to grow with us from a
garage start-up to a label with multimillion-dolfar annual billing.
This was possible only through the cooperatian, teamwork and under-
standing of aur business that is unique to Rick Williams and the Garaline
Bistribution staff. We are very excited about the future of oar relation-

ship with Rick and Garofine.”
—Brian McNelis, BM, Cleapatra Records

“wm Garaline heard that | was looking far 2 sew P&D deal,
Michae! Bull [director of purchasing & lakel relations] called to
express fheir interest. Time was a factar, because of our upcoming
releases, so he answered il my questions every single day. We negetiat-
ed the deal in just three weeks. Later, I learned that Michael started
there as an intern and worked kis way up. That’s something | respest,

and those are the kind of peaple | want to do husiness with.”
—David Fawi, CED, Bminb Hip-Hop Records

Testimonial quotes compiled by Terry Barnes

Jon Spencer
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The Colors Of Caroline

Much of Caroline’s 16-vear success story has to do with how well the company
covers the field. The following profiles chranicle Caroline’s continuing efforts on behalf
of a wide range of music on a variety of labels.

BY DON WALLER

Playing The Dark Side:

koth And Industrial Action

dead and bigger than ever. And Caroline has always been one
of its leading torch-bearers.
“Cleopatra Records is one of the labels that makes us who we are,”
says Caroline marketing manager Chris Heireth,
noting that the L.A.-based imprint has been exclu-

O n the eve of the '90s, industrial/Gothic music is back from the

next year. Also coming next year: a Sisters Of Mercy reissue.

In the meantime, Metropolis has signed a licensing agreement with
the Norway-based 21st Circuitry label (home of synth-pop/industrial
hybrids Apoptygma Berzerk and Covenant) and shipped 50,000

copies of the “Live In Gotham” CD that Bauhaus
recorded in New York City on its last tour. Small

sively distributed by Caroline from its 1992 incep- CLEOPATRA wonder that Heireth says, “Metropolis is gbing to
tion to its current status as the world's biggest be the next Wax Trax or TVT.”

industrial/Gothic label.

Although Cleopatra founder Brian Perera began by licens-
ing tracks from the techno and rave scenes, the label swift-
ly expanded into industrial, Gothic and beyond. Today,
thanks to a head-spinning combination of compilations,
tribute albums, boxed-sets and back catalog from estab-
lished artists, and new acts, Cleopatra might release up to
40 titles a month.

“Packaging has really been key,” says Heireth. “You
know the label by the artwork.” He cites “The Black Bible,”
a four-CD boxed-set compilation of various industrial/Gothic
artists created in the image of the Good Book that moved
8,000 units at $40 each, as only the most pointed example.

It was the label's commitment to reissuing vintage albums
by such seminal artists as Dead Or Alive and Gary Numan
that led the latter to place his latest album—"Exile,” a blend of
hip-hop, Goth and Depeche Mode—style techno credited to his
Numa pseudonym—on the Cleopatra imprint as well. While Christian
Death was the label's first successful new act and Switchblade
Symphony is its latest triumph, Cleopatra’s various-artists Metallica
tribute, “The Blackest,” is the label's best-selling album to date. Last
year, Caroline shipped 1 million pieces of Cleopatra product—second
only to Astralwerks in the Caroline family of labels.

Beginning in 1993, Philadelphia-based Metropolis has become
one of the premier industrial labels. “Every year, sales have doubled,”
says Heireth.

Metropolis founder Dave Heckman—owner of the Digital
Underground independent retail outlet located on Philly’s famous South
Street—began by licensing tracks for domestic release. Over the years,
his catalog has expanded to include reissues, as well as new releases
by such seminal industrial artists as Frontline Assembly, Clan Of
Xymox, cEvin Key and Front 242, whose “Re-Boot: Live 1998” album
scanned 10,000 units, setting the stage for its next album that's due

Invisible Records—founded by drummer Martin
Atkins (aka Brian Brain) of PiL and Pigface fame—is anoth-
er key player in Caroline’s world of industrial/Gothic music.

Based in London and Chicago, the label dates back to
1988. Invisible’s current roster stretches from Ritalin (aka
Rx, featuring Ogre from Skinny Puppy doing spoken-word
routines over industrial sounds), Psychic TV, Killing Joke,
Scorn, and Sheep On Drugs to the floating industrial super-
group Pigface, whose “New High In Low” album is the
label's best-selling single title.

Aside from a recently announced Pigface tour, the biggest
news out of Invisible centers around its plans to issue previ-
ously unreleased material from Genesis P Orridge of Psychic
TV and its freshly inked arrangement with Nine Inch Nails
leader Trent Reznor's Nothing Records label. The latter will
allow Invisible to release any titles that aren't picked up by
Reznor’s current major-label affiliate.

“Invisible does 10,000 units on everything they issue,” says
Heireth. “That’s not much by major-label standards, but Caroline
wouldn't exist if it weren't for indie mom-and-pop stores. They're the
ones who break our artists.

“| think one of the strengths of Caroline,” Heireth continues, “is
that we think like a label—partially because we have a label in-house
and partially because everyone in our company has either worked at
retail or at an indie label.”

Caroline co-op advertising director Rai Sandow seconds that emo-
tion: “Having worked at indie labels for years, my mentality about mar-
keting comes from a label's point-of-view. The way we do business
here is how | always wanted my labels to be taken care of and grow.”

“We have a history of being aggressive, aware, flexible and multi-
faceted,” says Caroline Eastern region sales manager Sean Gibbons.
“That's why we're so deeply committed to the industrial/Gothic
genre.”

Going Outside:

emember when “in-
die” meant inde-
pendent and “alter-

native” meant an alterna-
tive to major labels? So do
the folks at Caroline Distribution.

After all, the Caroline Records label
was there, releasing many fine record-
ings  from Smashmg Pumpkins,
Primus, ole, Ben Folds Five and the
Blues Explosion—to
name but a few of the future inde-
pendent and alternative superstars to whom
they still retain some catalog rights. The
label's Vernon Yard subsidiary issued the first
Verve and Low recordings, too.

“We sell records people don’'t want yet,”
laughs Sean Gibbons, Caroline Distribution’s RO

Fastern region sales manager. “That’s what

Indic/Altcrnamc Rock

we've always done, and
that's  what  we're sl
doing.”

“We are seeing more
left-ol-center, alternative
artists selling more records at the chains,”
says Caroline Western region branch man-
ager Jill Swan. "We just got an order for
[punk-rockers] the Donnas [rom Wal-Mart
this morning.”

“We got the new Sleater-Kinney into one
of Best Buy’s ‘Find "Em First” promotions,”
choruses Gibbons. “But our real strength as
a distributor is that we have the flexibility 1o

.
5 3
' l . 1 react quickly from accounts such as Newbury
L Comics, “Trans World and Valley when some-
> \K -

thing like Sleater-Kinney starts to happen.”
J Sleater-Kinney  is

currently  Caroline’s
Continued on puge 34
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hop became increasingly blurred, Caroline
began strengthening its commitment to hip-
hop in 1997.

“We were finding that people who bought elec-
tronic music were also buying hip-hop,” explains
Michael Bull, Caroline’s director of purchasing &
label relations and a seven-year veteran of the dis-
tribution company.

While Caroline had made sporadic, yet success-
ful, forays into distrib-
uting various hip-hop
tittes in the mid-"90s,

n s the lines between electronic music and hip-

Future Rhythms.

N what ‘Return Of The DJ’ did for scratching”—to hit
~ the streets shortly.

L.A’s Blackberry label—home of the Beat
Junkies’ “World Famous Beat Junkies Vol. 2" and M-
Boogie’s “Laid In Full"—also recently inked a
Caroline P&D agreement. Meanwhile, Brooklyn-
‘based Raw Shack Records and PM. Dawn leader
Prince B's new Karmis label have joined forces. This
too, marks a welcome addition to the Caroline stable
of labels, which includes such notable imprints as
Celestial—co-owned
by drum 'n’ bass and
hip-hop producer

the company’s great- Hive, whose sound-
est success story in r r lV I scapes support the
otherworldly tyrical

the genre to date has

been Mos Def & Talib

Kweli’'s “Black Star” album, which was released on the
New York City—based Rawkus label in 1998.

According to Bull, Caroline moved 160,000 units of this
critically acclaimed effort in the four months that the com-
pany had exclusive distribution rights to the album. Spurred
by this success, Caroline has entered into exclusive manu-
facturing and distribution agreements with a whole fistful of
labels that represent what Western region branch manager
Jill Swan calls the “progressive, underground” side of hip-
hop.

Quannum Projects—formerly known as Solesides—
which is owned by a consortium of Bay Area-based artists
that includes turntable wizard DJ Shadow, Latryx and
Blackalicious—is a recent addition to the Caroline family.
“Spectrum,” the first album under the new label’s name,
will be an all-star affair produced by OJ Shadow and fea-
turing the other members of the collective on vocals, as
well as guest appearances by the Jurassic 5, Divine Styler
and other lyrical lJuminaries.

Bomb Hip-Hop—the San Francisco label often credited
with reviving turntablism in the '90s via its “Return Of The
DJ" compilations that sported contributions from such
renowned cutters 'n’ scratchers as the Invisible Skratch
Picklz, Cut Chemist and Peanut Butter Wolf—is another
recent Caroline convert. Look for “Return Of The DJ IlI” and
“Revenge Of The B-Boy"—an album that Bomb Hip-Hop

talents of the Alien
Nation crew—and the often dub-influenced WordSound
Recordings, bossed by Brooklyn's multi-talented (writer/pro-
ducer/artist) S.H. Fernando.

Caroline also is aligned with U.K.-based Ninja Tune and
its hip-hop joint venture, Big Dada. While the Ninja Tune
label is often associated with electronic and dance music,
it has been heavily involved in hip-hop since the days of
fabel owners’ Coldcut’s classic remix of “Paid In Full.”
Among the artists that Ninja Tune brings to the table are the
Herbaliser (creator of the “Blow Your Headphones” and
“Very Mercenary” LPs), Russian expatriate DJ Vadim and
turntablist Kid Koala, who recently toured with the Beastie
Boys and whose debut CD is due this fall.

Another new exclusive for Caroline is Radikal Records,
which is scheduled to release the soundtrack to the forth-
coming “Rap Wars” film, as well as team with The Source
magazine to issue the “Hip Hop Planet” compilation.

Other heavy hitters available from Caroline are L.A.-
based Wild West Records, Big East Entertainment (home of
Boogie Down Productions’ legendary “Criminal Minded”
LP) and the abovementioned Peanut Butter Wolf's own
Stones Throw label.

Finally, Carofine is proud to be associated with Funky Ass
Records—Kut Masta Kurt and rapper Kool Keith's
imprint—which recently released “First Come, First
Served,” the first album by Kool Keith’s alter ego, Dr.

INDIE/ALTERNATIVE ROCK
Continued from page 32

favorite darlings of the Olympia, Wash.-based Kill Rock
Stars label, which also counts the first two Elliott Smith
albums as part of its catalog.

While we're on the subject of catalog, let us not forget that
Caroline once manufactured and distributed Sub Pop and
its then-soon-to-become-revolutionary roster of Nirvana,
Soundgarden, Mudhoney, 1.7, Afghan Whigs, Sebadoh and
many more.

“We had Matador from the beginning, too,” notes
Caroline director of purchasing and label relations Michael
Bull. “We had the first albums by Superchunk and Teenage
Fanclub. Then later on, Liz Phair’s ‘Exile In Guyville’ and
Pavement’s ‘Slanted & Enchanted’ were huge. We had
Beck’s ‘Stereopathic Soul Manure’ through Flipside an(l
Veruca Salt’s ‘American Thighs’ through Minty Fresh, too.”

But that was then, and this is now. Today, Caroline dis-
tributes Smells Like Records, Sonic Youth drummer Steve
Shelley’s imprint, which has relcased albums by Blonde
Redhead and Cat Power, and is in the process of reissuing
legendary ’60s singer/songwriter Lee llazelwood’s solo
eltorts. Caroline also is home to the SYR label, which pro-
vides a platform for Sonic Youtl’s most experimental musi-
cal forays.

Other labels currently in the Caroline stable include L.A -
based Emperor Norton, which issues everything from pop
to electronic/dance to—in the case of Dutch duo Arling &
Cameron'’s “All In"—something that appeals to both camps,
and San Francisco's Communion, which was just as sur-
prised as anyone when the Folk Implosion, featuring Lou
Barlow of Sebadoh, scored a hit with “Natural One” from
the soundtrack to the film “Kids” a couple years back.

Everyone at Caroline and Communior
albums from Barbara Manning, Chris Knox, and the
Thinking Fellers Local Union 282, among others—were
considerably less taken aback by their recent success with
Folk Implosion’s latest album, “Dare To Be Surprised.”

Meanwhile, New York City’s Jetset label has tasted recent
success with Macha and Black Box Recorder (the new pro-
ject from ex-Jesus And Mary Chain member John Moore
and former Auteurs frontman l.uke Haines).

Then there’s Germany’s Bungalow label, currently remix-
ing pop and dance into a brand-new “club-pop” bag;
Seattle’s eclectic Tooth & Nail imprint, which carries more

CEO David Paul predicts “is going to do for breakdancing Dooom. —DW. Continued on page 44
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tor of electronic music,” says Caroline Eastern

region sales manager Sean Gibbons. “And elec-
tronic-dance music is one of the styles that’s linked closest
to our history—going all the way back to Cabaret Voltaire
in the early "80s.”

That’s true, but the distribution company’s commitment
to the genre really took off in 1990, when, as Caroline
director of purchasing and label relations Michael Bull
explains, “We found that stores that were selling punk-
rock could also sell electronic music.”

“It’s been an unbelievably rewarding,
grassroots phenomenon,” says Caroline
Western region branch manager Jill Swan.
“We're experts in the development of niche
artists, but you can’t really point to one event
or promotion that makes these things hap-
pen. All we can do is stay active with our
account bases of independent retail stores,
knowing that an act that sells 3,000 this year
could be the one that sells 300,000 next year
with the help of the chains.”

Certainly, Caroline’s greatest success story
of late has come via its alliance with the
Astralwerks label, whose 1995 album from
the Chemical Brothers (“Exit Planet Dust”) kickstarted
a “big beat” revolution that led to their 1997 album
(“Dig Your Own Hole”) selling 500,000 units. Fatboy
Slim’s “Better Living Though Chemistry” and Air’s
“Moon Safari” sets complete the winner’s circle.

“I've heard that Air album coming out of retail shops
and restaurants for the past two years,” says Caroline
co-op advertising supervisor Rai Sandow. “I can’t wait
for our new Air album, ‘Premires Symptomes,” to hit
the street.”

However, the revolution began even earlier—when
Astralwerks licensed the Lords Of Acids’ “Lust” from
the Belgium-based Antler Subway label. The album
sold 400,000 copies without any major press, radio or
video airplay.

While the “Excursions In Ambience” various-artists
compilations and the Future Sound Of London’s
“Lifeforms” were also historical highlights, the brightest
stars in today’s Astralwerks stable are sultry French house

" We are America’s largest and most diverse distribu-

Wired To The Floor:

Electronic

DANCE MUS

EMPEROR NORTON

stylist Casstus, Scotland’s psychedelic and prog-influenced
Beta Band, future-house groovers the Basement Jaxx—
who've just released their first full-length in the States—

and u-ZIQ’s blend of classical and electronics, “Royal
Astronomy.”

Founded in the early '90s by Brazilian native-turned-
New York City resident D] Soul Slinger, Jungle Sky is
America’s oldest drum ’n’ bass label. Two of its sub-
sidiaries—Home Entertainment Recordings and Liquid
Sky Music—specialize in trip-hop/experimental and tech-
no, respectively. However, the label is perhaps best known
for its six volumes of “This Is Jungle Sky” various-artists
compilations that feature everyone from DJ 1.8.7 to Afrika

Bambaataa to Yellow Note.

Other artist-owned operations in the
Caroline distribution family stretch from
Coldcut’s Ninja Tune label, which traffics in
everything from hip-hop and drum ’n’ bass
to ambient and beyond, house D] Armand
Van Helden’s new Armed Records label and
Detroit techno maestro Carl Craig’s Planet E
effort to the ESL Music imprint bossed by
D.C. duo the Thievery Corporation. There’s
also the Rephlex label, run by Richard James
(aka the Aphex Twin), and Nine Inch Nails
frontman Trent Reznor’s Nothing label.

Caroline also distributes several other elec-
tronic-dance labels of note, among them

New York-based Shadow Records, which licenses

. loads of European product for domestic release.

Then there’s City Of The Angels, an L.A.-based

imprint run by English and Scottish expatriates that

was the original home of the Crystal Method, and

Emperor Norton, currently riding high with the lat-
est album from the Fantastic Plastic Machine.

Finally, there’s Ultra Records, which not only brought
Sasha & Digweed’s “Northern Exposure” series to an
unsuspecting world, but also recently unleashed DJ Liquid
Todd’s appropriately titlted “Action” album.

And, while the Caroline label itself recently cut a deal
with the Play It Again Sam label, another pair of Caroline-
distributed labels that aren’t always associated with elec-
tronic dance music, Industrial/Goth giant Cleopatra—via
its Hypnotic Records electronic imprint—and hip-hop-
dominated Radikal Records—through their partners at
Arcade America and 360 Records—have made a signifi-
cant contributions to the genre as well. —D.W.
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the flavor of the month,” notes Caroline’s director

of purchasing and label relations Michael Bull.
“Historically, it's always been our bread and butter, starting
from the Caroline Records label with Bad Brains and
Suicidal Tendencies and Plan 9 Records with the Misfits,
on down to today.”

“It's a huge part of what we do,” seconds Caroline
Western region branch manager Jill Swan. “An act like
MxPx on Seattle’s Tooth & Nail will do many thousands for
us. And the Donnas, who are on Lookout, are our latest
success story.”

Incidentally, Caroline’s successes with Lookout
stretch back to Operation Ivy and Green Day and for-
ward to Screeching Weasel and the Queers, while
Caroline’s previous relationship with Epitaph-—home
of Rancid, Bad Religion, Pennywise and NOFX,
among others—resulted in the Offspring’s “Smash”
album selling 1.5 million copies back in 1994.

“Running your own label has always been part of
the punk-rock ethic,” says Caroline Eastern region
sales manager Sean Gibbons, “and we've always
believed that the artists themselves are of primary
importance.”

Aside from the Misfits’ own Plan 9, Caroline has long
been aligned with two other artist-owned labels: Former
Dead Kennedys’ mouthpiece Jetlo Biafra’s San
Francisco-based Alternative Tentacles, whose roster
ranges from Lard, Nomeansno and the Dead Kennedys
themselves to spoken-word recordings by Noam
Chomsky and Mumia Abu-Jamat; and Fugazi frontman
lan MacKaye's D.C.-based Dischord, which issues
everything from Fugazi and (MacKaye’s previous out-
fit) Minor Threat to Jawbox and Shudder To Think.

7] P unk rock is always going great, even when it’s not

family include Dexter Holland of the Offspring’s Nitro
(the Vandals, Guitermouth and Jughead’'s Revenge),
Joe Escalante of the Vandals’ Kung Fu (Blink 182,
Assorted Jelly Beans and more recent Vandals record-
ings), and Youth Brigade members/brothers Sean and
Mark Stern's BYO Records (the Royal Crown Revue, the
Bouncing Souls and their own band).

While Fat Mike of NOFX’'s Fat Wreck Chords is yet anoth-
er artist-owned outlet for his own band, No Use For A

N

Other West Coast artist-owned labels in the Caroline %\

Caroline Is A

Punk-Rocker

Name, and others, his subsidiary label, Honest Don’s
Hardly Used Records, releases everything from the
Dancehall Crashers to the Muffs.

Back on the East Coast, Caroline has inked exclusive
agreements with New York City’s barely-a-year-old Triple
Crown, currently making waves with 25 Ta Life’s first studio

A &
WREEIICHOR

album; and Go-Kart, where the Meatmen and Westen pro-
vided the original spark and new releases from label veter-
ans the Lunachicks and a brand-new album from punk leg-
ends the Buzzcocks keep the flame of inspiration burning.

Then there’s SoCal-based Vagrant, home of Face To

Face and the newly signed the Get-Up Kids; Theologian,
noted for Pennywise, Grief and the 1997 various-artists
compilation/companion to Taylor Steele’s surf-video,
“Show Soundtrack”; and the Revelaticn family of labels,
where Gorilla Biscuits and Texas Is The Reason share the
warmth with Orange 9MM and a host of others.

Also earning their places at the Caroline table are Jade
Tree (Jets To Brazil), Hydrahead (Coalesce, Drowning-
man), Second Nature (Grade and more from Coalesce), In
The Red (Pussy Galore, the Bassholes and Andre
Williams), and the garage-rock enthusiasts at Crypt
(the legendary “Back From The Grave” and “Las
Vegas Grind” compilations). Cleopatra continues
to kick out the vintage-punk and hardcore comps
as well.

Finally, there’s L.A.-based Hopeless Records and
its Sub City imprint. New discs by the Queers and 88
Fingers Louie aside, the former is justifiably famed
for its intentionally inexpensive “Hopelessly Devoted
To You” compilations. The latter label applies the
same thinking—low prices, new bands and exclu-
sive tracks from established artists—to a series of
benefit comps. Their new “Take Action” compilation
will benefit the Foundation To Fight Blindness. (Label hon-
cho Louis Posen is visually impaired.)

Hopeless is also where the worlds of punk and ska come
together. According to Caroline co-op advertising director
Rai Sandow, “The latest album from [ska stalwarts]
Mustard Plug, ‘Pray For Mojo,” has already scanned
50,000-plus.”

Caroline’s commitment to ska extends to New
York City's Moon, bossed by Toasters mainman
Bucket and home to not only Mephiskapheles, the
Pietasters and the Toasters themselves, but also the
label’s bargain-priced Ska Satellite imprint. Out on

2 the West Coast, Liberation boasts Home Grown and

several successful ska/punk compilations.
Meanwhile, Asian Man, led by ex-Skankin’ Pickle
Mike Park, has shipped more than 45,000 copies of
Less Than Jake's “Pez-Core” LP. This success—No Idea
also has a pair of top-selling Less Than Jake titles—
inspired the band to form its own Fueled By Ramen label
(Jimmy Eat World and others). As Sean Gibbons says,
“Obviously, there’s a lot of crossover here.’ —D.W.

AVAILABLE NOW ON
ULTRA RECORDS:

SASHA & DIGWEED
"EXPEDITIONS™

LIQUID TODD
“ACTION"

ULTRA RECORDS, 588 BROADWAY, SUITE 1003, NY NY 10012, F 212 343 9429

WWW.ULTRARECORDS.COM
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From Crosby Street, to West 26th Street, to
West 29th Street ... We've moved up and
grown together over the years. We're
proud to have been there with you from the

beginning for the fun, the excitement and
above all, the music. From Mark Miller
and all your old friends at Shorewood
Packaging ... Happy Sweet 16!

% SHOREWOOD PACKAGING

CAROLINE DELIVERS
Continued from page 29

ing tracks that didn't fit into mainstream radio formats.
Suddenly, “alternative music” proved capable of selling
hundreds of thousands of records witheut any hit singles.
It was a moment made to order for Caroline Distribution,
which was replacing its import business with this mush-
rooming new American movement.

Caroline signed distribution agreements with eccentric
little labels that showed a willingness to work their fingers

Garaline was among a small group of importers
that introduced acts such as the Human League,
Duran Duran, Gulturg Glug, Billy Idal and
Hieaven 17 to the U.5.

300,000 Misfits fans can’t be wrong:
Caroline’s reissue program sells well.

to the bone for music they believed in. As a result, the dis-
tributor introduced U.S. retailers to the music of Smashing
Pumpkins, the Offspring, White Zombie, Green Day,
Monster Magnet, Nirvana, Ben Folds Five, the Chemical
Brothers, MXPX, Fatboy Slim, Crystal Method, Hole,
Blink 182, Soundgarden and Less Than Jake.

SEIZING CLEOPATRA
Caroline prided itself on being more than a record dis-
tributor. “We really help people start their labels,” says Eric
Noren, Caroline’s VP of finance and operations. “When
our A&R people find small labels with the right kind of
sound, the right direction and a passion for music, we help
Continued on page 42
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RECORDS

AGORAPHOBIC NOSEBLEED + AMORPHIS |
| BENUMB + CEPHALIC CARNAGE + CORLESCE |
DECEASED + THE DILLINGER ESCAPE PLAN
EXHUMED + INCANTATION + MORGION
MORTICIAN + NASUM + NEUROSIS
NIGHTSTICK + NILE + SOILENT GREEN
TODAY IS THE DAY + UNSANE

Relapse Recorgls and our family of artists
congratulate Caroline Distribution on 16 years of
excellence. Thank you for helping us
contaminate the scene.

| oo §l
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NOleS dial Mich mare, 51 leen rare and exclusive Bad Brains classics covered by Moby, Sepallure,
Yision " Msorder. SKinfab. Nownsel. Snapease, Entombed. Will Haven. Boy Sers Fire and mang more.

STICK MOJO

Recorded {ive ar the Mesquerade in Atlanta and in Syain. AYY | iniroduces new hassist i Dryden and
ceatnees fa live racks and the wo ew Studio Songs “Reborn” and "My Will".
“Atch Stuck Mojo on four now with Haste
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140-A 1474 STREET #3¢4. ShaTm Howch, £4 90404
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| VEARS OF SUPPORTING NDEPENDENT HUSIC!
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FAGE OF ANGER ‘ocess

Meet the new Texas Killing machine! Faceless. 1he debul album from Face 01 dnger was produced by
Aaiy Sneap and features Ihe Single Tlead Man Walking”.

PUSSING ARZORS s Do oe Py

“The Staugh-ering drnm heats. firestorming rifs and wifitarisiic bark snll el S0l Gast Down The
Plague #ill hnoch you down like a ired boot camp cader™CWJ

SUBSTANCE D “Aoorcrions

Addictions are a par! of evergoue’s life.0is cecord will give you an idea of wha goes

hrough an dlIlIIEIS Mind.. Coming in Tbe,
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MUSIC NEVER
SOUNDED SO
GOoOD!

Congratulations
from your friends at
Newbury Comics

CAROLINE DELIVERS

Continued from page 40

them grow.”

An example i1s Caroline’s pact with Cleopatra Records in
1992. “He kind of found us,” recalls Rick Williams of label
founder Brian Perera. “He only had one record at the time,
but we invited him over to the oflice to talk. We got a good
vibe fromn him. He was young
and energetic and had good
ideas. So we took a chance
on him.” Fast forwarding to
1999, Cleopatra has a 1,200-
title catalog, releases a cou-
ple hundred records a year
and is Caroline’s second-
largest distributed label.

The largest is Astralwerks,
created in 1993 to tap into
the electronic dance market.
Astralwerks became the
nation’s premier label with-
in the genre and Caroline’s
No. 1 cash cow. But Astral-
werks has a new relationship
with Caroline.

Eric Noren

FATBOYS AND CHEMICALS
In 1993, EMI purchased the Virgin Music group, and
Caroline was split into two companies: Caroline
Records, which became part of EMI’s Virgin Records,
and Caroline distribution, which aligned with EMD. For
the first time, EFMD had access to a distribution line

©1999 ERnST & YOUNG LLP

CONSULTING -

The best things in
life get better with time

Congratulations to
Caroline Distribution on
reaching Sweet 16

Il ERNST & YOUNG

FROM THOUGHT TO FINISH."

TAX - ASSURANCE

EMPEROR NORTON

motormouihmedia J%f

NINJA TURE

WOULD LIKE TO
WISH

<]

all the hard working groovy-assed
folks over at

Happy Sweet 16
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Ciockwise from bottom: Monstr

geared to altzrnative product.

“Caroline brings us closer to the
indm»s and provides us with a
chamnel to develop more eclectic
tastes,” says Richard Cottrell, pres-
idert/CEO of EMD. “They give us
access o new talent and an alter-
native to our niainstream distribu-
tion.” Later this year, EMD plans
to route a couple of 1ts alternative releases through the
Caroline system, instead of 1ts own. And certain Caroline-
distributed titles that warrant mass marketing have trans-
lerred into the EMD sysiem, such as the recent Fatboy
Slim and Chemical Brothers albums.

No matter how mainstream 1ts parent company,
Carcline has a knack for hanging on to its “indie” status.
When it captured the electronic-dance and metal markets,
it was part of the splashy Virgin empire. Now it’s part of an
even larger and more traditional organization, but some-
how keeps the edge that brings in the talent. In February,
Rolling Stone ran a story titled “Metal: The Next Gen-
eration,” which showcased “the 10 most mmportant hard
and heavy bands right now.” Four of those acts—
Meshuggah, Scilent Green, Candiria and Morbid Angel—
are distributed by Caroline. l

RICK WILLIAMS: THE BILLBOARD INTERVIEW

Continued prom page 31

get reallv lucky and are part of something really, really big.
We sold Nirvana when nobody really knew who they were.
We had the Oftspring’s record. Smashing Pumpkins was
on our own label, and Hole.

will in the future, but it’s going to require most people who
have systems now to buy new systems; as the market grows,
the systems will be available, and the people will have the
systems to do it. But i’s not going to happen overnight.
Even the delivery systems are not 100% sure yet.

We have a little ways to go yet, but it’s good that every-
body is preparing for it in the industry, because it’s defi-

The next fig thing for us is to mave ino @ new genre. | think tat hip-hop i @ genre in which we Have
not been in a big way until very recently, and obviously you ean’t go on ignaring the Diggest genre in
{he music industry forever. However, it was pointless for us t just jump in and do what everybody
BIse was doing; we didn’t seg the point in doing it. However, our world ias changed now.

Let’s look at the present and near future for a
moment. All you have to do is look at the front
page of Billboard in any given week, and you
see that the industry is in a real state of flux.
Home delivery is staririg everyone in the face;
we’re in the computer age. How will new
trends in music delivery affect your business in
the immediate future? Have they affected it to
date?

No, they haven’t aftected 1t to date. Just for the record,
[ truly beheve that there’ll always be brick-and-mortar.
That is 110t going to go away. A lot ol the husiness that is
being fone online is, 1 think, people who both buy in

record stores and will buy from home. I think that a lot of

it is also people who never go to a record store, anyway.
Thut business will grow. There’s definite room for it. Tt will
bring people back to music who had stopped purchasing
it, your older demographic.

As far as the downloading of music, that’s there, and it’s
going to happen, and of course people will do it. I think it’s
going to be much slower conung than perhaps people antic-
ipate. Although the penetrations into the average household
with compucer equipment is way better than it used to be,
with the equipment that people have, it still takes half an
hour 1o dewnload a song or CD or whatever. Although the
people have computers, most people don’t have computers
that are capable of doing it quickly or conveniently. They

nitely something that’s going to happen. How exactly it’ll
get used by the consumer—how broadly and in what man-
ner—I don’t know. Is everybody going to start making col-
lections? People do that at home now, and I know there
have been, in the past, companies that have tried 1o set up
operations. 1 remember, in LA, there were a couple of
places that would make a collection for you. They’re not
around anymore.

That said, what do you see looming on the hori-
zaon for distribution companies like your own?
We went through a very bad period three or four
years ago—retail bankruptcies, floods of
returns, the biggest bankruptcy of an indepen-
dent distributor in history. Are things on an
even keel now, or is there something on the
horizon that will produce some more bumps for
this side of the business?

1 think independent distribution is strong. One of the
signs of that is not only our own success—and certainly the
success of a couple of other independent distributors—but
if you look at the recent situation with M.S.—they just got
bought by Movietown.com. Obviously, a company like that
wouldn’t have bought an unhealthy company. Perhaps,
independent-wise, there may be some other acquisitions
by other people. M.S. may not be the only one.

Continued on page 44
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Continued from page 43

Most of the independent distributors who have sur-
vived over the last few years are healthy. They have rang- | S
ing levels and niches, but 1 think, overall, independent Smashing Pumpkins
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ol 3 We've been careful about what we do musically. We've
not spread ourselves all over the place. The areas we’ve
gone into, we’ve made sure that we’ve gone in knowing
what we're doing, being able to deal with that particular
genre, having an expertise in it. The next big thing for
us is to move into a new genre.

1 think that hip-hop is a genre in which we have not
been involved in a big way until very recently, and obvi-
ously you can’t go on ignoring the biggest genre in the
music industry forever. However, it was pointless for us to
just jump in and do what everybody else was doing. Other
distributors were being very, very successful, and we didn’t
see the point in doing it. However, our world has changed
now. We feel capable of being able to do that, and so we are
moving into that genre.

But we'll be doing it in a different way. We’'ll be doing
it in the way we’ve handled metal, punk, ska, electronic,
all the other genres that we’ve gone into over the years,
and that’s by finding the people who are on the cutting
edge. We're not looking for the gangsta rappers or the
commercial rappers; we’re looking for the people who
are working on a street level, working underground,
which I think has changed. That’s another reason we're
getting into it—the street-level scene itself has changed.
It's become a lot more positive than it was in the past,
which makes it certainly nicer to deal with. The people
we're dealing with are very positive, and they don’t hate
the world, and they’re not trying to shoot cops or any-

HOPP)’ SweeT SlXTeen COFOhne! thing. That’s really the biggest change genre-wise that
) | we’ll be doing. B
Here’s o many more!

INDIE/ALTERNATIVE ROCK

Continued from page 34

than its fair share of parameter-pushing popsters; Scat
Records, home to several early Guided By Voices eflorts;
and Chicago space-rock specialists Kranky Records.

Caroline also distributes select titles from the Chicago-
based Drag City label, ranging from Palace (and all its Palace
Brothers, Palace Music, Will Oldham permutations) to Jim
(O’Rourke, Gastr Del Sol and David Grubbs.

“Then there are labels with crossover appeal,” says Sean
Gibbons, “such as Ipecac—Mike Patton of Faith No More
and Mr. Bungle’s co-ventur<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>