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BY GORDON MASSON

COLOGNE, Germany—Rather than
bemoan the slump in German
music sales, attendees at this year’s
Popkomm trade fair here seemed
determined to look ahead, examin-
ing such issues as radio quotas and
copy protection as keys to reviving
the marketplace.

Exhibitors were fewer and visi-
tors were down, but the overall
mood at Popkomm was surprising-
ly upbeat. German companies and
exhibitors seemed to be of the opin-
ion that the industry here cannot
plunge much further, and delegates
tried to make the most of the busi-

GEBHARDT

German Biz Seeks Keys To Revival
At Popkomm, Attendees Eye Radio Quotas, Copy Protection

ness opportunities at the event.

Popkomm organizers said the
Aug. 15-17 trade fair was attend-
ed by 14,553 delegates, down 15%
from last year’s 16,922. Officially,
797 exhibitors from 29 countries
took part in this year's event, with
62.2% coming from outside Ger-
many. That compares with 838
exhibitors from 33 countries at
Popkomm 2001, when 54% were
international exhibitors.

Those who had attended previ-
ous Popkomm fairs painted a less
rosy picture, some estimating at-
tendance to be as much as 40%

(Continued on page 78)
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MARMADUKE

BY ED CHRISTMAN

NEW YORK—With discount de-
partment stores almost doubling
their share of the music market
in the past dozen vears, the major
labels are wary of long-
range implications on 4
the business but say
there is little they can
do about this market-
place shift.

As market shave con-
tinues its swing toward mass
merchants and away from inde-
pendent and chain music special-
ty stores, label and distribution

Labels Ponder Impact Of Discounters

Will Growth Of Mass Merchants Make It Harder To Break Acts, Sell Catalog?

executives concede that it will
become harder to break develop-
ing artists and sell catalog titles,
even as the shift makes it easier
to achieve multi-platinum suc-
cess for hit artists.

According to Nielsen
SoundScan, the mass
merchants’ year-to-date
market share is 31.7%,
compared with the
16.2% that the Record-
ing Industry Assn. of America (RIAA)
says the sector accounted for in
1990. The earliest SoundScan com-
(Continued on page 101)

Universal Star Iglesias

AUGUST 31, 2002

Returns To Latin Roots

BY LEILA COBO
MIAMI—After years of smooth sail-
ing with polished, commercial
Latin pop, Enrique Iglesias changed
course in 1999 to cross over into the
English-language market and be-
come an international star.

Two English-language albums
and 13 million units later (ac-
cording to label figures), Iglesias
is ready to return to his Latin
fans. But he is not simply pick-
ing up where he left off. Quizas
(Maybe), due Sept. 17 worldwide
on Universal, is Iglesias’ first

P

Spanish-language album in five
years and his comeback bid to
the audience that originally made
him a star—back when he was
presented as the next big Latin
balladeer in the mold of Christian
Castro and Luis Miguel.

These days, the balladeer comes
with a decidedly contemporary top
40 edge—a mix of dance with a fla-
voring of rock and a dollop of
singer/songwriter intimacy. It is a
sound that will be new to many
older Iglesias fans, even if it re-

(Continued on page 102)
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No ‘Limits’ For New Austin Music Festival

BY RAY WADDELL

NASHVILLE—The debut Austin City Lim-
its Music Festival, set for Sept. 28-29 in
Austin, boasts six stages of diverse enter-
tainment reflective of the long-running TV
show the fest commemorates.

Talent booked for the show includes Ryan
Adams, Emmylou Harris, Wilco, String
Cheese Incident, Los Lobos, Luna, the Blind
Boys of Alabama, Gillian Welch, James
McMurtry, Robert Ran-
dolph, Abra Moore, the Jay-
hawks, Patty Griffin, Pat
Green, Asleep at the Wheel,
G. Love & Special Sauce,
Kelly Willis, Jimmy Vaugh-
an, Nickel Creek, Shawn
Colvin, Allison Moorer, Arc
Angels, the Derailers, and
many others, The festival
will be held in Austin’s
Zilker Park.

Billed as the longest-running music show
in the U.S., Austin City Limits has been a
PBS mainstay for more than 25 years, show-
casing a wide range of talent that has won
the show credibility with music fans. For
those close to Austin City Limits, a larger
live format is a natural progression.

“For three decades, Austin City Limits
has been presenting original American
music on public television,” show produc-
er Terry Lickona says. “The festival gives
us an opportunity to showcase what the
show is all about-——music that moves you,
makes you think, and sometimes makes
you get up and dance. It's music for all
ages, and the festival allows us to open up
the show to a larger audience.”

Charlie Jones, director of producer Capi-
tol Sports & Entertainment’s (CSE) enter-
tainment division, says producing a large
multi-act music festival in Austin has been
about three years in the making. Collaborat-
ing with Austin City Limits is the brainchild
of Jones; the board of directors at the show's
host PBS station, KLRU; and the Austin parks
and recreation department and mayor’s office.

“Austin has been in need of a New Or-

leans Jazz & Heritage-type festival for a
long time, and tying in with this show
made the most sense,” says Jones, who
adds that bringing the show on board
gave CSE more firepower with agents,
managers, and artists.

“The response from the agents was very,
very favorable,” Jones says. “Some of them
took a little selling, and others got [the con-
cept] immediately. A lot of these bands are
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Festival talent
buyer Charles
Attal, who also
books the well-
known Austin
hangout Stubb’s
Bar-B-Q and
other venues,
agrees that ad-
ding the Austin
City Limits tag
brought clout.

“The great

thing about it
is I've been
working with a lot of these agents for
years, and when you bring in the Austin
City Limits name, it puts it over the top,”
Attal says. “We feel like we packed [the
lineup] with quality talent, and ticket sales
are reflecting that.”

Indeed, Jones expects the debut Austin
City Limits Music Festival to be a financial
winner, Ticket sales were at about 12,000
six weeks out, and Jones says he believes
they'll “definitely” hit their goal of 40,000
in attendance.

With two-day passes starting at $35, the
festival is reasonably priced, largely thanks
to sponsor involvement. Chevrolet is the
presenting sponsor; others include Heine-
ken, Austin Ventures, Jackson Walker, Star
Tickets, Fender Musical Instruments, and
Sweet Leaf Tea.

“A lot of these acts can come in and play

BY MATTHEW BENZ
NEW YORK—Though Vivendi Univer-
sal (VU) chairman/CEO Jean-René
Fourtou has said that Universal Music
Group (UMG) will not soon be sold to
help VU cut debt, its long-term fate
appears less certain.

In a letter to employees and share-
holders, Fourtou said that VU would
retain UMG for now,

UMG Safe—For Now

VU’s Long-Term Strategy Still Undecided

two years, including 5 billion euros ($4.9
billion) in the next nine months (Bi//-
board, Aug. 24).

Beyond that, Fourtou said various
“strategic options” are possible, includ-
ing expanding its media, telecommuni-
cations, or environmental services
operations. “Some will have to be sold
to find the financial flexibility needed
for the others.”

along with Vivendi
Universal Entertain-
ment (VUE), which

VIVENDI
UNIVERSAL

A VU spokeswoman
declined to comment
on published reports
that UMG and other

comprises U.S. film
and TV assets. Four-
tou said that in July, when he replaced
Jean-Marie Messier—who racked up
debts as he built VU into a large media
company—VU faced “a dramatic short-
term cash crisis.” Having secured a new
loan of 2 billion euros ($1.96 billion), VU
will look to shed at least 10 billion euros
($9.8 billion) in assets during the next

> Vice Presid Howard Appelb Marie
- & Gombenrt, Irwin Kornfeld, Karen Oertley,
_— Ken Schlager, Joellen Sommer

Billboard Music Group Director of Research: Michael Ellis

VU entertainment as-
sets could be spun off into a new entity
possibly run by VUE chairman/CEO
Barry Diller and partially owned by
media investor John Malone. Still,
sources say various options remain
under consideration. VU’s board 1s ex-
pected to settle on a long-term strategy
at a Sept. 25 meeting.

[Austin venues] Stubb’s or Austin Music
Hall with a $35 ticket,” Jones points out.
“Here [fans] could get a two-day pass and
about 70 bands for $35, and that's directly
related to sponsors.”

The total festival budget, including tal-
ent and production costs, is about $1 mil-
lion. “Most festivals of this size find it very
tough to break even the first year,” Jones
notes. “With the Austin City Limits name
and the push the city gave us, we think we'll
meet our expectations in year one.”

Quartararo To
Redesign EMI
Sales, Distribution

BY ED CHRISTMAN

NEW YORK—By appointing Phil Quar-
tararo executive VP of North America, EMI
Recorded Music is moving to redesign the
traditional sales and distribution model to
build a new “super-marketing” entity.

Quartararo, who begins his new job Sept.
3, will assume responsibilities for the EMI
Music Distribution
(EMD) national and
field sales staff, as well
as the catalog market- |
ing division and spe-
cial markets, but he
will not have the man-
ufacturing and distri-
bution facilities under
his umbrella. Those
responsibilities, previ-
ously Richard Cot-
trell’'s, were recently
assigned to global distribution head Alan
McElroy, who reports to executive VP John
Rose. Meanwhile, another executive is
expected to be named that will oversee the
financial and business side of EMI’s U.S.
operations. Cottrell, previously president of
EMD, is moving to London to head the
company’s fight against piracy.

“What we are talking about is building an
in-house super-marketing machine—an enti-
ty that encompasses sales but puts a market-
ing and promotion spin on it—that becomes
a palette for the labels to draw on,” Quar-
tararo explains. “In the past, there has always
been ‘us’ and ‘them’ between the labels and
distribution. What I want to try and do is
build something with the labels, which is an
‘us,’ so we can try to lose the schism.”

Quartararo, who most recently was pres-
ident of Warner Bros. Records, adds: “Of the
five majors, [EMI] is the one that is in the
position to really be bold and different.” He
says that chairman Alain Levy and vice
chairman David Munns are pushing for this
in all aspects of the business,

Quartararo says his first job will be to sit
with the labels and ask what works and what
does not. Beyond that, Quartararo says he
will have a broader general role serving as
a “swat team” for Munns. “If the labels have
apromotion issue or a marketing issue,” he
says, “my role is to be on call for them.”

Prior to his years at Warner Bros., Quar-
tararo, who emerged from the promotion
side of the business, was president of Virgin
Records. Current Virgin Records presi-
dent/CEO Matt Serletic and Capitol Records
president/CEO Andy Slater will continue to
report to Munns.
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WHEN ‘OCTOBER’ GOES: It’s good to know that singer/songwriters are
still appreciated. James Taylor enters The Billboard 200 at No. 4 with his
19th album to chart, October Road (Columbia). In a coincidence that
chart columnists live for, it’s his highest-ranking album since exactly 25
years ago this week, when /7' moved 5-4 on the Billboard album chart.

Only two of Taylor’s albums have charted higher than October
Road. His most successful work is Mud Slide Slim and the Blue Hori-
zon, which spent four weeks at No. 2 in 1971. [n second place is the
album that marked his first appearance on the Billboard album chart:
Sweet Baby James peaked at No. 3 in 1970. Incidentally, Taylor’s One
Man Dog also went to No. 4, in 1973.

October Road is Taylor’s first top 10 album since Hourglass peaked
at No. 9in 1997. Sales of this latest album have been fueled by the
song “On the 4th of July,” which is holding at No. 16 on the Adult
Contemporary chart.

on Philadelphia International Records, the label faunded by Gamble
and his most frequent songwriting partner, Leon Huff. Gamble and
Huff also wrote their label’s two other No. 1s, 1973's “Love Train” by
the O’Jays and 1974’s “TSOP” by MFSB Featuring the Three
Degrees. Gamble has six No. 1s in all; the other two were covers of
songs by Harold Melvin & the Blue Notes. In 1977, Thelma Hous-
ton offered her take on “Don’t Leave Me This Way,” and in 1989,
Simply Red reworked “If You Don’t Know Me by Now.”

Thanks to “Dilemma,” Gamble’s span of No. 1s exnands to 29 years,
eight months, and two weeks, putting him in fourth place among song-
writers with the longest spans of No. 1 hits. The top three are Bob Crewe
(38 years, six months, and two weeks, from “Big Girls Don’t Cry” by the
Four Seasons in November 1962 to “Lady Marmalade” by Christina
Aguilera, Lil’ Kim, Mya & Pink in June 2001), Chip Taylor (34 vears
and eight months, from “Wild Thing” by the Troggs in July 1966 to
“Angel” by Shaggy Featuring Rayvon in March 2001), and Luigi Cre-
atore, Hugo Peretti, and George David Weiss (31 years, eight months,
and three weeks, from “The Lion Sleeps Tonight” by the Tokens in
December 1961 to “Can’t Help Falling in Love” by UB40 in July 1993).

Gamble’s career chart span as a songwriter on the Hot 100 is 37
years and nine months, dating back to the November 1964 debut of
“The 81” by Candy & the Kisses.
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MARY MARY Incredible

KENNY, GEE! There’s no change at the top of The Billboard Hot 100, as
“Dilemma” (Fo’ Reel/Universal) by Nelly Featuring Kelly Rowland is No.
1 for the third consecutive week. That’s significant news for songwriter
Kenny Gamble, who gets credit on “Dilemma” because the song sam-
ples his collaboration with Bunny Sigler, “Love, Need and Want You,”
recorded by Patti LaBelle on her 1984 album /m in Love Again.
“Dilemma” is now tied with Billy Paul’s “Me and Mrs. Jones” as
Gamble’s longest-running chart-topper. “Jones” was the first No. 1 hit

MARY MARY
MEISIC VIDEO .
ELVIS PRESLEY  Elvis: The Great Performances Box Set
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U.S. Latin Market Joins Downward Trend Real Launches ‘Universal’ Application

BY LEILA COBO
MIAMI—The U.S. Latin music busi-
ness, long hailed as a healthy market
niche even in the face of a progressive
industry-wide slump, appears to finally
be singing the blues along with every-
one else. For the first time in recent
years, sales of Latin music have de-
creased sharply. This highlights prob-
lems and issues specific to Latin music,
from a disproportionate amount of
pirated Latin product to Latin radio’s
reluctance to play new music.
According to Nielsen SoundScan,
sales of albums with predominantly
Spanish content through Aug. 11 were
down 9.7%, to 11.1 million units sold
this year compared with 12.3 million
units in 2001. Mid-year numbers re-

InThe News

e Motown president/CEO Kedar
Massenburg confirms that Motown
and Universal Records are merging
their urban promotion depart-
ments. According to sources, Uni-
versal Records executive VP/GM
Jean Riggins has resigned, but
Massenburg declined to comment
on her status. “We found ourselves
in a market [where] having two pro-
motions staffs really didn’'t make
sense, because we were competing
against each other,” Massenburg
explains. “Now, we're one voice for
the black music that’s going to
radio.” At press time, Universal rep-
resentatives would neither confirm
nor deny Riggins’ departure nor dis-
cuss how many promotion staffers
the merger would affect.

¢ A source at Universal Music
Group (UMG) confirms that the
company has put a cap on the fees
it will pay to independent record
promoters. A published report Fri-
day indicated that UMG would be
cutting such fees by 50%, in a move
that will reportedly save the com-
pany $25 million per year. A UMG
spokesman declined comment.

¢ California Assemblywoman
Rebecca Cohn (D-Saratoga) plans to
chair a series of state hearings in Sep-
tember about CD piracy before intro-
ducing a number of bills in Decem-
ber to deal with the problem. “This
will be a package that will range from
what we can do to change behavior
among college students [who down-
load files] to the commercial end, in I
terms of going after high-volume |
sellers of pirated CDs at flea markets,”
she says. “We want to look at what
the state of California can do to dis-
courage people from copying CDs.”
Recording Industry Assn. of Ameri-
ca president/CEO Hilary Rosen ap-
plauded Cohn'’s efforts, adding, “Pira-
cy, both online and commercial, is
the pre-eminent issue confronting
the music industry.”

leased by the Recording Industry Assn.
of America (RIAA) were even worse,
with overall U.S. Latin shipments drop-
ping a whopping 26% against mid-year
2001, from 25.6
million net ship-
ments at mid-year
2001 to 18.9 mil-
lion units shipped
by mid-year 2002.
Likewise, the dollar
¢ | value of the Latin
™ music market
(A 5 shipments drop-
Al i ped 24%, from
FERNANDEZ $329.3 million at
mid-year 2001 to

$249.5 at mid-year 2002.

Shipments of Latin music CDs—
which were up by 9% as recently as six
months ago, according to the RIAA—
dropped by 20%, suggesting that the
boom enjoyed from consumers trans-
ferring their music from cassettes onto
CDs is finally coming to an end.

“All the accounts have been expand-
ing with Latin music,” says Sony Discos
VP of sales and distribution Larry Pal-
macci, noting the sustained growth of
Latin music sales since the “Latin
boom” of a few years ago. “I think it's
evening out now because the econom-
ic impact is starting to affect everyone.”

Univision Music Group VP of sales
Felipe Luna suggests another reason for
the decline: Most major releases, includ-
ing those from Mand, Los Tigres del
Norte, and Enrique Iglesias, are sched-
uled for the second half.

But executives overwhelmingly
agree that the biggest culprit in the

sales drop is piracy, with Latin music
accounting for 23.5% of U.S. seizures
in the first six months.

Piracy is partly to blame, concurs
RIAA VP of Latin music Rafael Fernan-
dez. But he also highlights other prob-
lems: “What kind of product are you
putting out? Are there any artists that
are really burning the charts? And is
radio playing the music that’s actually
coming out? Do the formats encompass
new artists? Labels’ marketing oppor-
tunities outside of radio are limited.”

The discrepancies between RIAA
and Nielsen SoundScan figures reveal
other issues specific to Latin music.
The RIAA measures net shipments
after returns, but it does not include
several smaller indies as its members.
This could account for undercounting,
particularly in markets like Puerto
Rico, where rap/hip-hop and reggeton
—music carried largely by small, inde-
pendent labels—dominate.

Nielsen SoundScan, on the other
hand, does not include many of the
smaller mom-and-pop stores and doesn’t
include swap meets, where large chunks
of regional Mexican music—the biggest-
selling genre—are sold. By some ac-
counts, this results in undercounting
that can reach 50% in that genre, ac-
cording to some Latin sales executives.

“We measure close to 90% of all U.S.
retail,” Nielsen SoundScan executive
VP/GM Rob Sisco says. However, he adds,
“we’re always working to enhance our
panel of retailers, and we are endeavor-
ing to cover as many retailers that sell
predominantly Latin product as we
can—and that’s an ongoing effort.”

ISPs: Next Target In Piracy War

BY BRIAN GARRITY

NEW YORK—The Recording Industry
Assn. of America’s (RIAA) recent at-
tempt to have a federal court force four
U.S. Internet service providers (ISPs)
to block consurmer access to a foreign-
operated music download Web site
previewed the next battlefront in the
music industry’s legal fight against dig-
ital piracy. The case also underscores
the mounting complexities of trying
to curb unauthorized file sharing as it
spreads across the globe.

With the cause of the suit—China-
based listendever.com—unexpectedly
going offline only days after the com-
plaint was filed, the ISP argument has
been rendered moot, at least tem-
porarily. The RIAA, which had sought
an injunction requiring the ISPs to
block users from accessing the site,
pulled back the court action against
the companies in question: AT&T
Broadband, Cable & Wireless USA,
Sprint, and UUNET Technologies.

But while that fight is on hold, it is
far from over. The RIAA noted that the
withdrawal “does not preclude further
litigation if www.listen4ever.com
should reconstitute itself under some
new name or move to another server.”

What's more, the industry is already
at odds with ISPs in a separate case.

On Aug. 20, the RIAA asked a federal
court in Washington, D.C., to force
Verizon Communications to reveal the
name of a consumer involved in the
illegal trading of a “significant” num-
ber of music files. Verizon has report-
edly balked at complying with an
RIAA-secured subpoena for the name,
citing privacy concerns and liability
issues. Company officials could not be
reached for comment at press time.

Regardless of their outcomes, the
suits set a precedent for future litiga-
tion against ISPs, should the industry
deem it necessary. The listendever liti-
gation marked the first time the indus-
try has specifically taken legal action
against ISPs rather than individual Web
sites or end users.

The two cases also draw attention to
the fact that more operators of pirate
networks are heading offshore to avoid
the reach of U.S. copyright law and that
the industry is left to pursue less desir-
able tactics to combat illegal down-
loading, such as court actions against
consumers and ISPs—some of which
are owned by media conglomerates
that also own major record labels.

In the listendever suit, the ISPs in
question were targeted because their
“backbone routers” were in the best posi-
tion to block the most access to the site.

BY BRIAN GARRITY
NEW YORK—In an effort to drive
greater interest in its player tech-
nology and associated premium
product offerings, Real Networks
has launched an updated version of
its RealOne player that plays back
the streaming content of —
competitors Microsoft and
Apple and features a new
premium radio offering.
Seattle-based Real Net-
works is billing the software
as the first universal media playback
application. Previously, separate
software was required for playback
of the rival technologies. The new
version of the RealOne player also
features a subscription radio offer-
ing known as RealOne RadioPass,
which comprises more than 50
commercial-free genre-based sta-

real

tions and access to more than 3,200
Internet stations. Additional fea-
tures include DVD playback and
high-speed CD burning.

In other RealNetworks news, the
company has tapped Merrill Brown
to oversee its RealOne subscription
—— businesses—a collection of
music, video, and gaming
initiatives that includes
RealOne Music, Real Net-
works’ version of Music-
Net—in the role of senior
VP. RealOne was previously over-
seen by Real Networks CEO Rob
Glaser and president/COO Larry
Jacobsen. Brown, who reports to
Jacobsen, was senior VP/editor in
chief of msnbc.com.

Day-to-day operations of RealOne
music initiatives will continue to be
handled by Erik Flannigan.

Market Watch

A Weekly National Music Sales Report
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New CCR Boss Hogan
Eyes Improved Relations

BY MATTHEW BENZ

NEW YORK—As the new CEO of
Clear Channel Radio (CCR), John
Hogan says one of his first tasks will
be to improve the company’s rela-
tions with music-industry executives,
recording artists, and legislators.

Hogan’s appointment came one
day after Infinity Broadcasting
named John Fullam its new presi-
dent/COO. Fullam reports to Infini-
ty chairmar/CEQ John Sykes and re-
places Dan Mason, __
who will remain as a [
consultant. Fullam
was senior regional
VP at CCR, where
he oversaw 40 large-
market radio stations. |

Hogan, who had
been COO of CCR for
the past year, suc- |
ceeds Randy Mich-
aels, who stepped
down last month
to oversee a newly
formed new-tech-
nologies division
within parent Clear
Channel Communications (CCC).
Hogan reports to CCC president/
COO Mark Mays.

Michaels is said to have butted
heads with music-industry execu-
tives over such issues as independ-
ent promotion. What’s more, CCC is
under scrutiny, via proposed legis-
lation and lawsuits from competi-
tors, for its market-leading positions
in radio and live entertainment.

CCR is the largest radio operator in
the country, with 1,200 stations.
Infinity is second, with 185.

“I think a lot of what’s at issue
today is a result of an inability to
effectively communicate,” Hogan
says. “I won’t assess any responsi-
bility for that or make a judgment,
other than to say that where we are
isn’t a great place. I think that
we’ve got an opportunity—and
almost an obligation, given our
size and so on—for
us to be really, real-
ly good citizens in
the radio industry.”

A top priority will
be “to sit down with
the major recording
labels and really be-
gin the process of
getting to know one
another. I don’t un-
| derestimate how
hard that will be to
actually do, but I
think in concept it’s
relatively simple. We
are inextricably link-
ed together, and I think we have an
opportunity to figure out how we
can provide great radio and at the
same time work to meet some of
the goals or desires the recording
industry has.”

In order to take fuller advantage
of CCC’s resources, Hogan and
other CCR managers are relocating
from Covington, Ky., to CCC’s San
Antonio headquarters.

RECORD COMPANIES: Neil Foster is
named executive VP of RCA Music
Group, reporting to chairman Bob
Jamieson. He was executive VP of
operations at BMG North America.

Lisa Ellis is promoted to senior
VP of R&B/rhythm-crossover pro-
motion for Columbia Records in
New York. She was VP of West
Coast national promotion and
crossover promotion.

Conor Farley is named radio
promotions coordinator for Re-
union Records in Nashville. He was
a member of the Young Life staff.

GONIALEZ

Bud Howey is named senior VP
of information technology (IT) for
Sony Corp. of America in New
York. He was senior VP/COO of
Sony Music Entertainment.

PUBLISHING: BMI promotes Jose
Gonzalez to assistant VP of opera-
tions, financial analysis, and media
licensing and Edward Oshanani to
assistant VP of international oper-
ations and IT in New York. They
were, respectively, senior director
of media licensing and senior
director of IT.

Nonesuch Reissuing ‘Explorer’Titles

92 World-Music Albums Returning To Stores, Many Making Their CD Debut

BY JIM BESSMAN

NEW YORK—On Aug. 27, None-
such Records kicks off a multi-year
reissue campaign that will see the
label reintroduce into the market-
place all 92 world-music titles in its
influential Explorer series. Most of
them will be making their CD debut.

The first batch will be 13 volumes
of African music originally issued
between 1967 and 1984. The re-
maining titles, all priced at $11.98,
will be reissued according to global
region, with 10 titles from Indone-
sia and the South Pacific slated for
January 2003. Nine Tibet/Kashmir
titles follow next June, and 11 Latin
America/Caribbean albums are due
next October.

In February 2004, 13 East Asia
titles will be delivered; the following
June yields seven Central Asia titles,
with October 2004 bringing 14
albums of music from Europe. Fif-
teen titles of varied music from India
complete the Nonesuch Explorer
release schedule in February 2005.

The series was instrumental in
introducing world-music genres to
a more mainstream marketplace,
long before “world music” was a rec-
ognized marketing category.

“It wasn't until I began working
here in the mid-'80s that I discov-
ered the extent of the catalog—and
the consistent sales history,” says

Peter Clancy, Nonesuch VP of mar-
keting. “There were titles that had
booked tens of thousands of units
just since 1975, which is emblemat-
ic of the lasting vitality of these
recordings in the marketplace.”
Because many of the musics, cul-
tures, and artists represented in the
series have since disappeared or been

diluted, Clancy says, “there’s no
substitute for what it has to offer.”

John Coughlan, world/Latin buyer
for the Tower Records outlet in New
York’s Greenwich Village, calls the
Explorer series “the precursor to
everything else that followed in world
music.” He adds that Tower will give
the series endcap placement.

For its part, Nonesuch has a con-

Piracy, Lack Of New Talent
Hinder German Industry

BY WOLFGANG SPAHR
HAMBURG—Rampant CD copying
and downloading by the key record-
buying 10- to 29-year-old demo-
graphic, combined with a lack of
developing talent, have pushed the
German record market into a seri-
ous crisis, according to BMG Europe
president Thomas Stein.

“It is crucial for anti-copying meas-
ures for CDs to be stan-
dardized on a global
basis in order to put an
end to this theft of in-
tellectual property,”
Stein says. “In addi-
tion, digital content
must be extended in
conjunction with re-
tailers to ensure that it
is easy to use and at-
tractive enough to pro-
vide technology fans with a legal alter-
native for listening to music.”

In the first half of 2002, unit ship-
ments decreased by 10.2% to 97.1 mil-
lion, down from 108.1 million in the
same period one year ago. Singles
were particularly affected, with ship-
ments down 26.4% from 22.7 million
in 2001 to 16.7 million in 2002.

But music DVD shipments surged
in the first half of 2002, rising by 225%

year-on-year to slightly less than 1
million, compared with 400,000 in the
first half of 2001, reports Gerd Geb-
hardt, chairman of the Federal Assn.
of the Phonographic Industry (BPW).

For Stein, the greatest challenge the
music industry faces in the immediate
future is the same as that with which
it has had to contend in the past—
namely, finding new artists that appeal
to the consumer.

Bodo Bochnig, own-
er of retailer Schall-
plattencenter in Wup-
pertal, agrees: “Good
young talent only has
one try and no oppor-
tunity of developing,”
he says. CD content is
mostly very poor, he
adds. He believes the
industry should go out
into the market rather than being
obsessed by the Internet. Bochnig says
the 30-plus age bracket should also be
given more consideration.

Other efforts to try to rebuild the
German music market include the de-
velopment and adoption of copy-pro-
tection technology (see story, page 5), a
call for radio quotas, new initiatives on
the Internet, and the introduction of a
two-track single format.

sumer ad campaign illustrating the
line, as well as a $9.98 16-track sam-
pler drawn from the initial African
reissues. Merchandising aids include
a laminated easel-back countertop
piece; a brochure and samplers will
additionally target specialty retailers,
and the label will solicit libraries.

The label's press campaign will
feature interviews with the original
producers; Clancy notes that early
commitments from NPR’s All Things
Considered and The Wall Street
Journal have been secured.

Series founder Peter Siegel says,
“Lots of great things have been done
in world music in the last 30 years,
but if you want to hear the traditions
that gave birth to them, they're all
in the Explorer series.”

The series’ lasting influence is sec-
onded by oud artist Hamza El Din,
whose 1971 entry Nubia: Escalay
(The Water Wheel) is among the
African reissue titles. “Over the years
I was surprised that I was always
referred to as the ‘Escalay’ artist,” El
Din says. “Apparently, it was a seminal
work in what became the minimalist
movement, as the Kronos Quartet
recorded ‘Escalay’ in 1990.”

El Din applauds Nonesuch's deci-
sion to reissue the entire series: “It’s
important not only for its ethnomu-
sicological value but also for the qual-
ity and beauty of the music itself.”

| Veterans Among |
Cuts At Mercury,
MCA Nashville

BY DEBORAH EVANS PRICE l
NASHVILLE--MCA Nashville and
Mercury Records eliminated nine
positions Aug. 22, in an effort to
“better maximr:ize the efficiency of
its operations,” according to a l
company statement.

The changes follow MCA Nash- |
ville chairman Bruce Hinton’s de-
parture and Mercury/Lost Highway
CEO Luke Leviis adding the MCA
Nashville chairman/CEO title to J
his duties (Biliboard, Aug. 17).

Among those exiting the com- !
pany are MCA Nashville senior VP |
of creative services Katie Gillon,
Mercury VP of A&R administration |
Claudia Mize, MCA Nashville VP of |
publicity Jennz Bohler, and MCA
Nashville senior VP of sales and l
marketing Dave Weigand, a 20-
year company veteran.

Marketing for the MCA Nashville,
Mercury, and Lost Highway labels
will now be overseen by Ben Kline,
Mercury senior VP of sales and mar-
keting. Creative services will fall un-
der the direction of Mercury senior
VP of creative szrvices Jim Kemp.
Other eliminated positions were at l
the director and assistant levels.
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DreamWorks’ Lifehouse Continues Its ‘Climb’ To The Top

BY CHARLES DAUGHERTY

When it comes to Lifehouse’s sophomore
effort, Stanley Climbfall (DreamWorks, Sept.
17), frontman/songwriter Jason Wade has no
intention of hanging on a moment in time.

“Hanging by a Moment” is the smash sin-
gle that propelled the band’s 2000 debut, No
Name Face, to sales of 2.3 million, according
to Nielsen SoundScan. With the new record-
ing, the band and label are unified in their
mission to ensure that they avoid the dread-
ed one-hit wonder albatross. For Wade, the
first step in the process was in assembling
strong material.

“I started writing songs immediately after
the first album was made,” he says. “I didn’t
want to be unprepared when it came time to
do the second record. As we toured, we gained
a stronger identity of who we were as a band,
and my writing grew from there. When put-
ting together Stanley Climbfall, we didn't have
the pressure to make another hit single. We
just concentrated on making a good album.”

Lifehouse manager Jude Cole agrees. “It
takes more than a single to define the char-
acter of someone’s art,” he observes. “This
record does a wonderful job of capturing the
identity of the boys and their music as a
whole. It’s a more confident record. The
songs are more married to each other than
their debut.”

“We couldn't be happier with the progress Life-
house has shown on the new album,” Dream-
Works president Michael Ostin says. “Jason has

A Tribute Album Is ‘All Relative’ For Lucky

BY DEBORAH EVANS PRICE
NASHVILLE—On her debut album for Sony’s
Lucky Dog label, /t’s All Relative—Tillis Sings
Tillis, Pam Tillis is carrying on the family tradi-
tion. For this tribute to her legendary father, Mel,
Tillis puts her own creative stamp on some of his
best-loved classics as well as reviving lesser-
known gems from his catalog.

The 13-song collection, due Sept. 3, was a labor
of love that was a long time coming. “I had to
establish myself first,” Tillis says, adding that it
wouldn't have been a “smart career move to come
out early on with something like this.”

From the beginning of her career, the artist
opted to chart her own musical course. Exiting
college, she moved to Sausalito, Calif., and began
performing as a jazz singer. Her debut album,
Above and Beyond the Doll of Cutie, was a pop
effort for Warner Bros. that drew critical acclaim
but not commercial success. In 1979, she moved
back to Nashville and reconnected with her
country roots.

After gaining a reputation as a songwriter, Tillis
signed with Arista Nashville in 1989 and, along
with Alan Jackson and Brooks & Dunn, put the
label’s start-up Nashville division on the map. She
went on to notch 13 top 10 hits, among them
“Maybe it Was Memphis,” “Shake the Sugar Tree,”
“Spilled Perfume,” and the chart-topper “Mi Vida
Loca (My Crazy Life).” She won the Country
Music Assn.’s {CMA) female vocalist of the year
accolade in 1994.

his own unique style
for writing songs and
has shown a real
growth in the maturi-
ty of his lyrics.”

Stanley Climbfall
also reflects a change
in focus in terms of
the band’s overall
message. Wade—who
prefers to distance
himself from most of
the pop culture that is
served on radio or TV
—penned most of the
set’s tracks during
downtime between
concerts while on tour
with Matchbox Twen-
ty and Pearl Jam.

MOVING FORWARD

“The album is about moving forward,” he
offers. “We had a lot of songs to choose from
when we started production of the album. It
was clear that some songs fit each other bet-
ter than others. Looking back, it was clear
we had a more proactive theme overall. On
No Name Face, we spent time identifying
where we were at. Stanley Climbfall is about
recognizing where we were at and deciding
what to do next.”

Like their debut, Stanley Climbfall was pro-
duced by Ron Aniello and mixed by Brendan

On [It’s All Relative,
Tillis incorporates her
years of artistic experi-
ence into interpreting
her father’s songs. What
is Dad’s assessment? “He
loves it,” she says. “He’s
so proud of it. He has his
favorites. He likes some
of the simpler, less-pro-
duced ones.”

In creating /t's All Rel-
ative, Tillis had a deep
well of material to draw
from, as the senior Tillis
(the CMA's 1976 enter-
tainer of the year) de-
buted on the country sin-
gles chart in 1958 and
racked up 36 top 10 hits, including “Southern
Rains,” “Send Me Down to Tucson,” “Ain't No Cal-
ifornia,” and “I Ain’t Never.” In recent years, the
70-year-old entertainer has been one of the top
attractions in Branson, Mo., although Pam says
he is selling his theater there and will perform
his last show at the venue Dec. 31.

On /t’s All Relative, Tillis breathes new life into
her father’s classics and, in some instances, serves
up an entirely different take on them. “Somebody
saw the CD jacket and said, ‘How can you make
“Heart Over Mind” six minutes [long]?’ " she says
of the 1970 uptempo hit she turns into an emo-

LIFEHOUSE

TILLI5

O'Brien, who helped
Lifehouse take Wade’s
four-track, back-of-the-
tour bus recordings and
develop them into the 12
final cuts appearing on
the record.

“Spin,” the first sin-
gle, has begun gather-
| ing support at such
1 modern rock stations as

WXRK New York, KROQ
Los Angeles, WZTA
Miami, and KITS San
Francisco, among nu-
merous others.

According to Dream-
Works product manager
Diana Kass, the market-
ing plan for Stanley
Climbfall is similar to No Name Face—only
it's on a larger scale.

“There is a significant emphasis on lifestyle
marketing, on campus marketing and street
teams. The band has been personally involved
with promoting and interacting with fans
online at lifehousemusic.com via chat confer-
ences, etc.,” she explains. “We are also work-
ing with other Internet services regarding pro-
motions. We are focused on reaching an even
larger audience than before.”

Ostin adds, “The first album served as an
incredible platform for the band to make
this album reach an even larger audience

tional ballad. “When
these songs were written,
they were influenced by
the music of the time. I
didn't feel like it was out
of line to throw in some
modern influences in my
treatment.

“Some of them 1 did
by the book, but some 1
did with my influences.
Whether it’s old country
or newer country, |
| wanted it to be identifi-
ably country,” she con-
tinues. “There is an au-
dience out there for
this. This album en-
abled me to achieve two
goals at one time: to do a really traditional
album for my fans that want to hear that and
also do songs for my own personal satisfaction.”

Tillis enlisted participation from family,
friends, and musical heroes. Asleep at the
Wheel's towering frontman Ray Benson co-pro-
duced four tracks with Tillis in Austin (she pro-
duced the rest solo), and /t’s All Relative features
guest appearances from Emmylou Harris, Mel
Tillis, and others. Dolly Parton lends her vocals
to “The Violet and a Rose,” which also features
Marty Stuart on mandolin.

Tillis also covered “So Wrong,” a Mel Tillis song

domestically, as well as expand their inter-
national presence.”

SELF-DEVELOPMENT

Unlike their debut album, whose success
relied in large part on their one single, Dream-
Works expects Stanley Climbfall to yield more
than one hit. “The record has real depth in
terms of an overall body of work,” Ostin says,
pointing toward stand-out cuts “Wash,”
“Anchor,” and “Take Me Away”—all of which
showcase memorable guitar/drum-driven
hooks that complement Wade’s potent lyrics.

Lifehouse, ending a series of summer con-
certs in the U.S., will do a handful of interna-
tional concert dates in September and Octo-
ber before returning to the States for more
touring and finalizing decisions on adding a
guitarist to the band.

No one in the Lifehouse camp seems to have
any question about the future of Stanley
Climbfall. Cole emphasizes that “Lifehouse has
always been about the music. Their approach
and dedication to making this record is unde-
niable. DreamWorks Records is legendary for
letting artists develop themselves, and it’s clear
these guys are as real as they come.”

Ostin concludes, “They’ve outdone them-
selves. For them, there’s no such thing as a soph-
omore jinx. The caliber of the material. as well as
production, is so strong that we just can’t miss.”

Lifehouse is booked by Carol Kinze! at Cre-
ative Artists Agency in Los Angeles. Its songs are
published by DreamWorks Publishing, ASCAP.

Dog’s Tillis

recorded by Patsy Cline. The Jordanaires, who
sang on Cline’s recording, appear on this new ver-
sion as well. Trisha Yearwood and Rhonda Vincent
contribute vocals to “Honey (Open That Door).”

“Dad and the whole family sang on ‘Come On
and Sing,’ " says the artist, who is self-managed
and booked by the William Morris Agency. “The
whole album is a real family affair.”

Tillis admits it was daunting to record songs
previously cut by Cline, her dad, Ray Price, and
other legends. “How do you do something that
Ray Price and Dad sang?” she says of “Burning
Memories.” “It was scary to do something like
that and the one that Patsy Cline had done. You
can’t beat those versions, but you just try to sing
it with all the feeling and passion that you have.”

Brian Smith, VP of store operations for Mari-
etta, Ga.-based Value Music Concepts, says Tillis’
previous albums have sold well in his chain, not-
ing, “She’s always been great to work with.”

Sony Music Nashville president/CEO Allen
Butler, who worked with Tillis during her Arista
years when he was head of promotion for the
label, says: “She’s one of the best country singers,
in my estimation, ever.”

For Tillis salute to her father, Butler says,
“|the] timing is excellent for consumers to
embrace this music. It's something new to a new
generation, and the older generation remembers
these songs when they were huge hits. They’l!
really appreciate the treatment that Pam has
given them.”
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Grohl Serves As Drummer, Lanegan Guests On Sophomore Set For Interscope

BY JONATHAN COHEN

“The time is right for a good rock
record,” Queens of the Stone Age
(QOTSA) bassist/vocalist Nick Oliv-
eri says matter-of-factly of the Palm
Desert, Calif.-based group’s third
studio set, Songs for the Deaf.

The 15-track offering, due Tues-
day (27) from Interscope, is not only
among the most-anticipated releas-
es of the year but also one of the
most undeniably visceral rock al-
bums to drop in recent memory.

QOTSA core members Josh
Homme (guitar/vocals) and Oliveri
have always relied on a rotating cast
of players to bring its
sound to life in the stu-
dio and on the road.
But on Songs for the
Deaf, the supporting
staff glitters with the
star power of Foo Fight-
ers frontman Dave
Grohl on drums and
former Screaming
Trees leader Mark Lane-
gan on vocals. Ween's
Dean Ween also plays
guitar on three tracks.

Songs for the Deaf
comes out swinging
with a barrage of such
brutally loud, air-tight
melodic rockers as “Millionaire,”
first single “No One Knows,” and
“First It Giveth,” which features
astounding drum work by Grohl.

The band also affixes its sonic sig-
nature to retro garage riffs and har-
mony vocals (“Gonna Leave You,”
“Another Love Song”), dark boogie
rhythms (“God Is in the Radio™),
acoustic/symphonic weirdness (“Mo-
squito Song”), and outright aural
assaults (the Oliveri-screamed, 79-
second “Six Shooter”).

NOT A RADIO REBELLION

The songs (published by Board
Stiff and Natural Light Music/BMI)
are threaded throughout with mock
radio-station voice-overs for such
nonexistent stations as “KRDL” (“we
spoil music for everyone”) and
“KLON" (“we play the songs that
sound more like everyone else than
anyone else”). Naturally, the whole
album is already being misinter-
preted by those who perceive it as a
negative commentary on the state of
commercial radio, but Homme
offers another explanation.

“As these songs started to devel-
op, we realized they were all com-
pletely different from each other in
every way,” he says, noting that one
cut even dates back to Homme and
Oliveri’s beloved pre-QOTSA rock
act Kyuss. “We needed some way to
create a really nice flow, and this was
the only way to really stitch the
songs together. The radio plays 10
different bands with a song each.
Here, you get one band with 10, 12,
or 14 different songs.”

Grohl, whose Foo Fighters toured
with QOTSA in 2000, was only plan-
ning to drum on a handful of songs.
But when scheduling conflicts
forced QOTSA drummer Gene
Trautmann to exit just a week into
the project, he wasted no time fill-
ing the seat. “I called Dave and said,
‘Do you want to finish this record?’
And he said, ‘I'm in Malibu. I'll be
there at 6 o’clock,”” Homme says
with a laugh.

Anticipation for the project began
to reach fever pitch after Grohl
played live with QOTSA in March at
Los Angeles’ Troubadour. The

QUEENS OF THE STONE AGE

group, augmented by Lanegan and
A Perfect Circle guitarist Troy Van
Leeuwen, later wowed audiences
across the country during a three-
week club tour. A sundown set at
April’s Coachella Valley Music &
Arts Festival in the Palm Desert,
Calif., suburb of Indio was, Oliveri
admits, “the first time we ever
played in our hometown with a
stage and lights.”

‘We’re just trying fo
create music and
write songs we
can’t go get at the
local record store.’

—NICK OLIVERI,
QUEENS OF THE STONE AGE

Grohl played his final show with
QOTSA for the time being July 28 at
Japan’s Fuji Rock Festival. The
Queens camp is tight-lipped as to
the identity of his replacement, but
Homme says wryly of the new drum-
mer, “He could give Dave Grohl a
run for his money.”

Interscope is hoping strong word-
of-mouth will translate into break-
through success with Songs for the
Deaf, the follow-up to 2000’s Rafed
R. College radio was an early target,
having been serviced in late July
with the five-track Sample This,
Schoolboy EP. Modern-rock outlets
have been spinning “No One Knows”

since early August. A video, featur-
ing Grohl, Oliveri, and Homme on a
hunting trip gone awry, was lensed
by Michel Gondry (Bjérk, Radio-
head) and can be streamed on the
group’s Web site (qotsa.com).

MUST-SEE DVD

As a way to offer added value to
fans and counter illicit file-sharing
on the Internet, the label will bundle
Songs for the Deaf with a limited-edi-
tion DVD. “We’re doing anything we
can to get people into stores to buy
records instead of burning them,”
Interscope head of marketing Christi-
na Meloche says. The
DVD features three
| songs from the Trouba-
dour show, clips from
an in-store performance
in Detroit, and assorted
offstage footage.

“We had 27 cameras
filming the Troubadour
show,” band manager
Stu Sobol says. “It
turned out so cool, and
the fans will love it.
This was the kind of
| show where 500 people
were actually there but
5,000 people claim
they were!”

Other retail promotions are in
the works, including in-store per-
formances in San Francisco (26),
Los Angeles (27), and San Diego
(28). Earlier this spring, the label
identified 20 focus markets that
enjoyed success with Rated R and,
Meloche says, “we’'ve made sure
they are plastered with promo-
tional material.”

The process is supported by a
street team known as the Young
Toughs, which is distributing a dig-
ital postcard and tour information
across the Web.

Booked by the William Morris
Agency, QOTSA kicks off a fresh
round of touring Aug. 30 in Wash-
ington, D.C., with anarchic label-
mates . . . And You Will Know Us by
the Trail of Dead in tow. Meloche
says a poster advertising the tour
will be given away with the pur-
chase of Songs for the Deaf at select
stores. Afterward, “We’ll go to
Europe for six weeks beginning in
mid-October,” Sobol reports. “Then
we're heading to South America and
Mexico. There will be more shows
in North America in the spring.”

Mulling the inspiration for and
potential fortunes of Songs for the
Songs for the Deaf, Oliveri ack-
nowledges that “this record is all
over the place in a good way. But
we're just trying to create music
and write songs we can’t go get at
the local record store, [asking our-
selves], ‘What can’t we go buy? We
want to hear this.’ In that case, we’ll
just have to put it together and
make it available.”

WHAT I’'VE LEARNED ABOUT LIFE
FROM WATCHING ‘AMERICAN IDOL:
* Crocodile tears are mandato-
ry to get through life: As a con-
testant is voted off, the loser tends
to bite his or her trembling bot-
tom lip, then squeeze out a few
large tears before being quickly
surrounded by the remaining con-
testants faster than the runners-
up at the Miss America pageant for
a group hug as the audience
explodes into convulsive claps over
the loser's bravado. And then
there's the great “the-show-must-
go-on moment” at the end when
the eliminated contestant has to
sing through the tears as the show
closes. Don’t they know that five of
the contestants on Pop
Idol, the British
precursor, won
label deals and
that an album
featuring all
10 of Ameri-
can Idol’s final-
ists is to be re-
leased Oct. 8 on
RCA? Or maybe they
hate the thought that six months
from now they could be back work-
ing at the mall.

e It doesn’t matter how well you
sing as long as your stomach is
flat: While it’s no new development
that looks are far more important
than talent these days, American
Idol takes the concept to new
heights, from judge Simon Cowell
telling one contestant she’s too big
to Nikki McKibbin complaining
that the press is saying her hair is
pink when it’s red. (How dare they!)
While some of the contestants have
good voices—and in the case of
Kelly Clarkson, a great one—many
of them are style over substance
with serviceable voices coming out
of pretty, pretty shells. Which
brings me to my next point . ..

e Life can be very cruel for
those older than 24: Given that
contestants had to be between the
ages of 16 and 24, the message is
not only that labels aren’t interest-
ed in artists old enough to rent a
car, but it also makes the assump-
tion that audiences aren’t either.
Yes, the demographics for the show
are young, but wouldn't it have
been more interesting if there real-
ly wasn’t an age limit? Heaven for-
bid it gets moved up to 30 for the
next round, so at least most of the
members of 'N Sync or Backstreet
Boys would be eligible.

e Nothing has really changed
since the Monkees: The goofy
interstitial sketches, such as the

i AP g
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by Melinda Newman

one where Justin Guarini (who,
with those ringlets, looks like he
should be arpearing as Jesus in a
local repertory version of God-
spell playing above a bowling alley
somewhere—don’t laugh, I actu-
ally saw a version like that) gets
his clothes torn by unseen yet
ravenous female fans, recalled the
fun of The Monkees and is a gen-
tle reminder that prefab fame is
nothing new.

e Maybe there’s still hope for
non-writing singers these days:
Even though American Idol is real-
ly a glorified karaoke contest since
the contestants sing cover songs
from a certain era, it would be nice
if it somehow showed that there is
some value to being a
song stylist. Ever
since the mid-
"70s, few artists
who don’t write
their own songs
are given much
respect (country
remains the one
exception). Even

acts who have had great
success with their debut albums
chockful of songs penned by tune-
smiths generally feel compelled to
show that thev, too, can write on
their second album (usually to their
detriment). Frank Sinatra, Elvis
Presley, Barbra Streisand: three of
the greatest singers who seldom, if
ever, sang material they penned.

e Artist development now hap-
pens in 60-minute blocks: It may
just be a sad sign of the times,
but does American [dol’s revi-
sionist view of artist development
still leave room to convert fans
one club-full at a time, or is it
only cost-effective to grab them
by the millions? Clearly, RCA is
doing the right thing by rushing
an album out by the winner, but
by setting a Nov. 26 release date,
it leaves no room to develop the
winner's style at all. Clearly, the
purpose is to get a quick hit, but
this is probably the only chance
the winner will have to really get
it right.

STUFF: Billy Joel has been added to
the Timothy White tribute concert
in Boston, Oct. 7 at the FleetCenter
(Billboard, Aug. 24). Tickets for
that show, as well as the Oct. 8
Madison Square Garden concert,
are scaled from $250 to $45 and go
on sale Monday (26) . . . Daniel
Lanois has signed to Epitaph Rec-
ords’ Anti- imprint, which will re-
lease his fourth album (and label
debut) next January.
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Thank you for letting us be a part of your art,

your passion and offering us a glimpse of your soul.,

The Widespread Panic family 1s part of our family.

As a living memorial to Michael and his love of music, the family requests that

contributions be made to The Michael Houser Music Fund. Through this fund

the school will be able to provide children with the opportunities to discover the
richness and wonder of music that so enriched Michael's own life.

Memorials may be sent to:
The Michael Houser Music Fund,Athens Academy, PO Box 6548, Athens, GA 30604
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Collaboration With Janet Launches Beenie Man’s Latest For Virgin

BY RASHAUN HALL

It's good to be Beenie Man, espe-
cially right now. With “Feel It Boy,”
his duet with labelmate Janet Jack-
son, steadily climbing the charts,
the Jamaica native is primed for
the biggest debut of his career with
his sophomore Virgin set, Tropical
Storm (Aug. 20).

Beenie Man’s recent success has

not come without a price. Despite
the Grammy Award-winning success
of his last set, Art & Life, the dance-
hall star was unhappy with his label.
“The current president, Matt [Ser-
letic], is great. He meets with the
artist; he knows what you're think-
ing because he’s a musician, too.”
He adds, “The first album was all
about my choice and [Virgin A&R
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| Serletic’s idea to

BDMG2002

man Patrick] Moxey. Only Moxey
and the people who worked the
album knew how great I was. [No
one else knew| anything about me. I
couldn’t work under that regime.
The last album went gold, and we
won a Grammy Award, but the suc-
cess was not all
that. This album
is different. [Ser-
letic] worked on
the album. That
gives you a more
comfortable feel-
ing that this is
going to work.”
In fact, it was

approach Jackson
about singing on
“Feel It Boy.” “The
single was pro-
duced by the Nep-
tunes, and the
hook was originally sung by the
Neptunes,” says Beenie Man of the
cut which currently rests at No. 33
on The Billboard Hot 100. “Then, we
got Joe to sing the hook, but we
didn’t get a release from Joe. Matt
said, ‘Why don't we let Janet sing it?’
He called her, asked if she was inter-
ested, and she said yes. We sent her
the CD, gave her a week, and she
learned every part of the song.”

“A label, in the best sense, should

* BEENIE MAN

have a sense of family and commu-
nity,” adds Serletic of the collabora-
tion. “I thought it would be exciting
to think about Virgin artists working
together, only if they feel it is appro-
priate. This was the first time that I
talked among the artists to see if they
would work to-
gether, and it was
i) amazing. It was
natural.”

In addition to
Jackson, other
guests include
Lil' Kim, DJ Clue,
and Sean Paul,
making Tropical
Storm one of
dancehall’s more
diverse albums.

“The focus was
to build an album
that represented
him as the No. 1
dancehall artist but could translate
to the world in terms of hip-hop and
pop,” says Moxey, who also co-man-
ages Beenie Man for New York-based
Empire Management. “It has come
off as a great blend because you've
got tracks like ‘Miss L.A.P.” and
‘Party Hard,” which are dancehall
tracks, blended in with stuff like
‘Feel It Boy.” We walked a lot of dif-
ferent dogs on this record.”

Also managed by Patrick Roberts

for Jamaica-based Shocking Vibes
Production and booked by Peter
Shwartz of the New York-based
Agency Group, Beenie Man recog-
nizes the need for a diverse album.

“The pop stations are the stations
that broke reggae in America,” he
says. “The pap stations played Bob
Marley. It’s just a foundation genre.
They love the genre of music, and if
they get one that they love, they play
it. This time, we're just going for-
ward because you have Janet Jack-
son. who is already pop, and I'm a
dancehall superstar.”

With Serletic and company firm-
ly behind Tropical Storm, the label
president understands the impor-
tance of recognizing the dancehall
fan base. “Thare’s a lifestyle that this
music embraces, and it's about mak-
ing sure we're traveling those
avenues and reaching the people
who know who Beenie is,” Serletic
says. “That’s our building base for
this whole project—giving respect
to people who love this music.”

Recognizing the interest from both
his core audience and new fans, retail-
ers like Trans World urban music buy-
er Jim Stella have high hopes for the
album. “As a dancehall project, I think
this album will follow in the footsteps
of Shaggy’s Hotshot in terms of its
pop crossover appeal, thereby bring-
ing more fans into [dancehall] music.”

Sheik Returns To Pop With ‘Daylight’ On Atlantic

BY CHARLES DAUGHERTY

On Tuesday (27), Daylight (At-
lantic) marks the dawn of Duncan
Sheik’s return to the world of pop
music after a four-year absence to
pursue less commercial ventures.

He first registered on the pop
radar with his 1996 self-titled debut,
yielding the breakthrough hit “Bare-
ly Breathing.” His follow-up, 1998's
Humming, earned critical acclaim,
but it failed to surpass his initial suc-
cess. After Humming, Sheik decid-
ed to retreat from the pop world to
pursue other musical interests.

He notes, “At the time, I'd become
suspicious of what pop music was
becoming, and it was not a game |
wanted to continue to play.”

Instead, Sheik decided to focus on
playing and developing a more
acoustic sound. In 2001, Sheik
released Phantom Moon on None-
such/Atlantic, a collaboration with
playwright Steven Sater with a
decidedly more ethereal, dreamy
sound that led to Sheik composing
for the Public Theater/New York
Shakespeare Festival this past year.

“With every extraordinary talent,
there is a long winding road of de-
velopment,” Atlantic co-president
Ron Shapiro observes. “We're proud
of our support for Duncan to explore
other creative avenues. He is one of
the most talented musicians and one
of the most musical people I know

out there making music. He also has
great pop sensibility. That’s a rare
combination today. It was important
for him to take this journey to
choose what type of pop music he
wanted to play. It's made his music
more organic.”

Daylight is the culmination of
Sheik’s new approach to songwrit-

ing with the studio collaborations of
veteran producer Patrick Leonard
(Madonna, Elton John, Jewel).

“I'm used to writing songs about
the way I think things are supposed
to be,” Sheik describes. “With this al-
bum, I wanted to experiment with the
concept of writing songs with an
audience in mind—instead of myself
—by writing in a purely descriptive,
nonjudgmental way. I also wanted to

take advantage of new technology
out there today by making the most
modern album I ever had while still
keeping my love for acoustic music
present. [ am happy with the result.
We just all have our fingers crossed,
hoping the universe will make it pop
up on people’s radar.”

He notes that he doesn’t as though
he fits into one category—which is
a blessing and a curse. “I see evi-
dence that people can be receptive
to artists who are original and eclec-
tic. That's what I try to be. It’s hard
to be unique and universally appeal-
ing at the same time—but it’s a
noble battle to fight.”

Daylight’s first single, “On a
High,” shipped to hot-AC, modern-
AC, and triple-A radio formats July
16. It's bolstered by a video direct-
ed by Zoe Cassavettes that is get-
ting rotation on VH1. “Everyone
who hears the music loves it,”
Shapiro says. “We decided the best
marketing is to let the music speak
for itself.”

In September, for several weeks,
the artist will promote Daylight by
coordinating radio promotions and
in-store performances. Concert
dates are pending.

Sheik is managed by Dave Lory
and David Leack at Worldwide
Entertainment Group in Los Ange-
les. His songs are published by BMG,
BM], and Somerset Songs, ASCAP.
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MUPPETS MANIA: The Muppets are
back with an album that could be con-
sidered the ultimate musical collection
for Muppets fans.

The Muppet Show: Music, Mayhem,
and More: The 25th Anniversary Col-
lection—due Sept. 17 on Rhino Rec-
ords—includes many tracks available
for the first time on CD. The compila-
tion features various songs and sound
bites from The Muppet Show (the TV
series that lasted from 1976 to 1981)
and the numerous movies spawned by
the TV show.

It was not an easy task to choose
from the hundreds of Muppets songs
and narrow them down to the 27
tracks that made it on the album, says
Craig De Graff, Warner Strategic
Marketing (WSM)/Rhino Records
manager of A&R/pre-production and

special products.
“We did research and had gone to

THE MUFPETS

Web sites to see what the fans wanted
the most,” De Graff notes. “I knew that
this CD had to be uptempo and repre-
sent a lot of the Muppets characters.”

Characters featured on the anniver-
sary album are Kermit the Frog, Miss
Piggy, Scooter, Fozzie Bear, Dr. Teeth
and the Electric Mayhem, the Great
Gonzo, Mahna Mahna, the Two
Snowths, Marvin Suggs, Rowlf, Scoot-
er, Wayne and Wanda, and Simon
Smith and His Amazing Dancing Bear.

The songs that made the cut include
The Muppet Show's opening and clos-
ing themes, “Rainbow Connection,”
“He'll Make Me Happy,” “Mahna
Mahna,” “Can You Picture That?,”
“Bein’ Green,” “Happy Feet,” “Togeth-
er Again,” “Happiness Hotel,” “Lady of
Spain,” “Lullaby of Birdland,” “Movin’
Right Along,” “Wishing Song,” “Trees,”
“One More Sleep 'Til Christmas,” “Hey
a Movie!,” and “What Now My Love?”

“This is the first time that a compi-
lation has been done for all the Mup-
pets music,” says Michael Polis, sen-
ior VP of marketing for Jim Henson
Co., which owns the Muppets fran-
chise. “A lot of this music has been
incredibly hard to find before, but now

the fans will get the best Muppets
music in one collection.”

The album comes at a time when a
slew of Muppets products, including
new home videos, are being released
to commemorate the anniversary.

“The Muppets already have a built-
in awareness, and they have a big
crossover appeal that spans genera-
tions of fans,” WSM/Rhino senior prod-
uct manager Pamela Michaels says.
“For the 25th anniversary album, we’ll
have ads in magazines like People,
cross-promotions with other licensees,
and point-of-purchase displays at
retail. Sometime in October, there will
be a syndicated Muppets radio pro-
gram reaching about 280 markets.”

In addition, a new Muppets TV-
movie will be airing on NBC sometime
between Thanksgiving and Christmas.

WSM/Rhino’s De Graff says of the
Muppets 25th anniversary album:
“This is a good litmus test to see what
the audience demand is for Muppets
music. We'd love to see some of the
[older Muppets albums]| released on
CD, and a box set is very possible.”

‘SCRUBS’ AND ‘BUFFY’: After a few
delays, the soundtrack to the quirky
NBC medical comedy Scrubs is due
Sept. 24 on Hollywood Records. At
press time, the album was scheduled
to have 15 tracks, including songs
from Guided by Voices, Butthole
Surfers, eels, the Shins, John Cale,
Everything, Francis Dunnery, Nil
Lara, Jeremy Kay, Leroy, Jan Stevens,
and Shawn Mullins. Laslo Bane’s
“Superman” will be the first single.

Colin Hay, former lead singer of
Men at Work, has two songs on the
Scrubs soundtrack: “Beautiful World”
and a remake of Men at Work’s 1983
hit “Overkill.” In the second-season
premiere of Scrubs (airing Sept. 26),
Hay will make a guest appearance play-
ing a troubadour; he will perform an
acoustic version of “Overkill.”

The musical episode of the UPN
drama Buffy the Varmpire Slayer is get-
ting its own soundtrack: Once More,
With Feeling, set for release Sept. 24
on Mutant Enemy/Twentieth Century
Fox/Rounder Records. The Emmy
Award-nominated musical episode
aired Nov. 6, 2001, and it featured the
Buffy cast performing original songs
written by series creator Josh Whedon.

In addition to all the songs in the
episode, the album will include score
segments from three other Buffy
episodes and a previously unreleased
demo version of “Going Through the
Motions” performed by Whedon and
his wife, Kai Cole. The first Buffy the
Vampire Slayer soundtrack (released
in 1999 on TVT Records) peaked at No.
51 on The Billboard 200.

LynnMarie
Updates Polka
Classics On
Self-Issued Set

BY JIM BESSMAN

Nashville-based button box accor-
dionist LynnMarie’s 2000 album
SqueezeBox made history when she
became the first female to earn a
Grammy Award nomination for best
polka album.

But while the Cleveland native is
firmly grounded in that city’s tradi-
tional Slovenian polka style, her 2001
follow-up Al Over It was rejected by
the Recording Academy.

LYNNMARIE

“Four of the 13 songs weren't polka,
so it was ineligible,” says LynnMarie,
noting that the polka genre, unlike
others that include both traditional
and contemporary award categories,
is represented by only one trophy.

“I'm a progressive polka artist,”
she explains, and sure enough, her
new set The Polka Record contin-
ues her stated goal of “taking inno-
vative musical sounds of all con-
temporary genres and incorporating
them into the traditional polka
sound for a new audience.”

Hence, the album, which Lynn-
Marie releases Sept. 17 on her Squeeze
Records label, features such polka
standards as “Pennsylvania Polka”
and “Who Stole the Kishka” and
updates them with top Nashville pro-
duction values and non-polka musi-
cians “willing to work outside the
box,” says LynnMarie, who even
added a drum loop to the classic “The
Beer Barrel Polka” and “lo-fi-ed it as
a new rock thing.”

The Polka Record will be available
at lynnmarie.net while the currently
self-managed and self-booked Lynn-
Marie, whose original songs are pub-
lished through Squeeze This (ASCAP),
contemplates distribution options.
Meanwhile, her husband and label
president Jim Rink talks of taking “the
Moby approach” with promotion.

“We're looking for as many licens-
ing opportunities—television, film,
advertising—as we can generate,”
says Rink, adding that he’s close to
securing ad agency representation
for the album.

Score.

BEAUTIFUL SINGING: Though she’s
better-known these days for per-
forming Mozart and Strauss, mu-
sic of the early 19th-century bel
canto (literally, “beautiful singing”)
period of Italian opera has always
been close to soprano Renée Flem-
ing’s heart. Fleming discovered the
works of Rossini, Bellini, and
Donizetti through classic record-
ings by such lauded vocalists as
Maria Callas, Joan Sutherland,
Montserrat Caballé, and Beverly
Sills, and assumed that these
works had always been at the heart
of the operatic repertoire. Only
later did she discover that those
sopranos had been among the first
to perform and record works that
had fallen into neglect.

Now, Fleming herself takes a
turn with this florid, technically
demanding repertoire with the
release of Bel Canto, a collection of
scenes and arias from Bellini's
operas La Sonnambula and I! Pira-
ta, Donizetti’s Maria Padilla, and
Lucrezia Borgia and Rossini’s Semi-
ramide and Armida, recorded with
conductor Patrick Summers and
the Orchestra of St. Luke’s. The
release of the disc, which will be
issued Tuesday (27) by Decca, was
timed to herald Fleming's up-
coming appearances in I/ Pirata at
the Metropolitan Opera in New York
during October, November, and next
February. The Met is mounting its
first production of the piece, specif-
ically at Fleming’s request.

“When asked what I wanted to
sing from all of the bel canto
repertoire, after a lot of study,
thought, and searching I came up
with // Pirata,” Fleming explains
on the phone during a rehearsal
break in Paris. “I love the story; it's
aviable love triangle. The true test
of a soprano in this repertoire is
usually the final scene, and this is
my favorite, because it’s just so
powerful. And I love the orchestral
writing—it’s tragic that Bellini
died as young as he did, because |
think he would have gone on to do
even greater things.” Fleming’s
rendition of that thrilling final
scene is one of the highlights of
the new disc.

Though classic recordings helped
shape Fleming’s formative experi-
ence with bel canto opera, she
quickly learned that those record-
ings didn’t always do justice to the
works themselves. “In the record-
ings we have of I Pirata, l would say
40% of the opera is cut,” Fleming
says. “The cuts are everywhere, and
they are cuts that are shocking to
us today in the ways in which
they're made.” Fleming also notes
that where once a common per-
forming style would have been
applied to all three composers,

by Steve Smith

recently discovered references on
period performance practice has
revealed significant distinctions
among them.

In addition to increased techni-
cal understanding. Fleming feels
that public attitude toward these
operas has changed in recent years.
“Bel canto is no longer considered
to be just a vehicle for a singer,
which is what it was considered to
be 30 years ago,” she says. “Now,
the works themselves have their
own beautiful and highly respect-
ed integrity. Having said that,” she
adds, “they still are vehicles for
singers—they're still thrilling!”

A former jazz singer, Fleming
reveled in the opportunity to im-
provise cadenzas and embellish-
ments, much as the composers
would have expected of the lead-
ing ladies for whom the roles
were written. “Bel canto has real
structure and demands the exer-
cise of good taste, but within

FLEMING

these rules there is an exhilarat-
ing and creative freedom,” she
wrote in a lucid CD-booklet essay.
(Conductor Summers also sup-
plied an informative essay regard-
ing the art of achieving orches-
tral balance in these frequently
boisterous works.)

Though Fleming notes that she
has performed every role on her
new CD except for Semiramide,
don’t expect her to add most of
them to her heavy and varied work-
load. The technical demands of this
music would hinder her ability to
take on other kinds of roles, though
Semiramide is an exception that
she will likely add to her stage
repertoire in the future. Otherwise,
the Met Pirata aside, Fleming's
new disc will likely provide the sole
opportunity to hear the much
loved soprano in these delicious
roles. “It’s the greatest test of a
singer; it's so difficult and virtu-
osic,” she says. “I always want to
stretch myself this way continual-
ly ... but I don’t know how long
my nerves are going to hold up
doing this!”
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College Tour Packages Make The Grade

Bands, Sponsors, And Schools All Benefit From Well-Crafted Concerts

BY SUSANNE AULT
LOS ANGELES—With the Volks-
wagon Music Ed. tour revving up
this fall—closely tailing last spring’s
MTV Campus Invasion and Yahoo
Outloud—college tour packages
have graduated into the big leagues.

Generally, corporate sponsors put up
six-figure amounts each in order to

cover the $70,000-plus average col- |

legiate tour production costs per day.

These contributions, which are larg- ' %

er for bigger events, keep ticket
prices low for cash-strapped students
while still offering enough resources
to attract talent like Weezer for
Yahoo Outloud and Nickelback for
Campus Invasion.

Hard-touring Rusted Root is em-
bracing its first sponsored headlin-

ing gig on the 20-date Volkswagon

Music Ed., because “Volkswagon is
giving us the opportunity to have
an $8 ticket,” says Michael Glabicki.
lead singer of Rusted Root, which typ-
ically gets $20 a ticket.

Clear Channel Entertainment
(CCE), in fact, has brought its corpo-
rate sponsor game to the party with
Volkswagon Music Ed.. rather than
simply filling the promoter role as it
did on MTV's annual Campus Invasion.

TOUR MARKETING 101

“What our division has done over the
last couple of years is create a new rev-
enue stream,” explains Denise Kirk,
director of CCE’s college division,
which Volkswagon will pay to build the
outing kicking off in mid-September.
“What we saw in this company—
[whichis] so big it’s hard to know what
we own—{is that] we had all the com-
ponent pieces [to build a college tour].”

From its dominant stake in the con-
cert business, CCE “knows the school
venues, artists, and radio [advertising]
media,” Kirk continues. “But no one
was putting it together. We looked at
what MTV was doing and thought, ‘We
have all the pieces in-house.””

Kirk says CCE's college unit (which
has developed new tour proposals for
20 different companies, including UPS)
projects a 113% uptick in gross revenue
in October 2002 vs. what it tracked in
October 2001. Last fall, CCE's college
unit rolled out a seven-date Ford Focus/
Live package crafted along the same
lines as the Volkswagon tour.

“College marketing is huge,” Kirk
explains of why CCE has moved beyond
only taking a 10% agent fee on these
campus packages, which it does on the
annual Campus Invasion. She says
sponsors approach CCE in droves
because college students “are the peo-
ple who a couple of years from now will
have all this disposable income. They
are developing their brand loyalty now.”

Next spring, MTV heads into its
eighth Campus Invasion. The event
went from “ ‘Let’s see if we can put
together a couple of bands' to some-

thing that’s turned out bigger than
we ever thought possible,” MTV and
MTV2 executive VP of marketing
Tina Exarhos says. “College brand
packages are becoming somewhat
of a phenomenon.”

Campus Invasion is funded by
sponsors who receive MTV ad time in

k
RUSTED ROOT

return—a different setup from CCE’s
format, where sponsors are drummed
up on CCE-owned radio stations.
Exharos says it is just as successful,
pointing out that MTV becomes the
good guy by offering fans a cheap form
of entertainment and noting that the
major 2001 sponsors were Herbal Es-
sence and Nintendo. And thanks to the
tour, Nickelback’s support act, Sum
41, went from a virtual unknown to
an MTV staple during the course of
Campus Invasion 2002,

THE OLD COLLEGE TRY

Concert production outfits, includ-
ing Zilo Networks (of February's
Depo-Provera-sponsored Michelle
Branch Lotus tour) and Silent Part-
ner (Yahoo Outloud), aren’t the only
ones studying up on the college scene:
Universities are viewing these events
as future business ventures. Often, a
university dips into its student activi-
ty fund to offer about $10,000-$15,000
for a date’s costs, only seeing that
money return when the following
year's tuition fees roll in. But many
colleges believe they can shift from
being nonprofit to for-profit by build-
ing bigger and better facilities.

Volkswagon's tour will serve as the
grand opening of the University of
Rhode Island’s Ryan Center Sept. 12.
In the coming year, there will be fresh
concert digs at the University of Miami,
the University of Southern California
in Los Angeles, and Norfolk, Va.’s Old
Dominion University.

“When you jump from a 3,400 tick-
et base to 7,400, you can obviously do a
lot different work. I think we can afford
to go after some of the top-flight acts,”
says University of Rhode Island student
union director Bruce Hamilton, com-
paring the campus’ current Keany gym-
nasium to the roomier Ryan location.

By packing in more people, these
student-friendly tickets (Campus
Invasion tops out at $20; Outloud,
$15) should start adding up for college

venue staff. Plus, ticket prices could
very well rise as higher-caliber bands
are brought in.

Yet college tours can foster some
testing times for those involved. By
plunking down considerable amounts
of money, sponsors want a promotion-
al presence on tours. For the most part,
concert folks say, sponsors do that
| in the form of unobtrusive free
product samples, information
booklets, and signage. Marketing
activities normally happen in tents
next to but not on the tour stages,
which lets musicians play in peace.
| Glabicki admitted he was “real
skeptical” about Volkswagon's
intentions, but the car maker
assured the band there would not
be any ad banners on the stage or
speakers.

“They're just trying to be cool,”
Glabicki says. “They know that five
years down the road, these kids might
be buying Volkswagons.”

But “sponsorship can make compa-
nies think that they have the right to
hobnob,” says one tour supervisor, who
“had to tell one sponsor to ‘chill out and
goaway' " after the Black Crowes yelled
expletives and threatened to leave when
a rep approached them on the tour.

Typically, the message is less obvi-
ous. Zilo was able to generate its Lotus
tour, which was entirely branded by the
controversial birth-control method
Depo-Provera. “We had to be very sub-
tle,” Zilo CEO David Isaacs explains.
“We weren't out there proselytizing
that people should use the product. We
Just gave out literature that said people
should visit their local health center for
more information.”

Purdue University program director
Sara Solloway did ask, “Are we selling
our soul?” in inviting company mes-
sages on campus when Lotus made a
stop at the school. “But we could never
have afforded Lisa Loeb [who was
included on a couple of Lotus’ dates|
without corporate sponsorship.”

Problematic for the college package
industry is the current economy. There
are no firm plans for another Yahoo
Outloud because Yahoo, dogged by the
same financial problems as many
online companies, bowed out as a
sponsor. “Times are tough right now,”
says Dave Frey, who managed last
year's Yahoo Outloud. “We sat in on a
meeting with one corporation for a
tour pitch. They said, ‘The branding on
this is perfect, but we want to keep 50
people employed for the year instead.’
It’s hard to argue with that.”

Frey is optimistic that he’'ll find a
sponsor to take Yahoo's place on Out-
loud. “Sponsors will always be there.
The [college-aged] audience is what
everyone wants, Between 16-21, you
find out if you'll be drinking Pepsi,
Coke, Bud, or Miller. Then, next thing
you know, you're 55 and drinking Bud
and don't know why.”

Cream Thinks Outdoor
Events Are Tasty Deal |

|

|

l

|

|

|

' BY JULIANA KORENTENG

| LONDON-—The Cream Group, a

‘ leading U.K. dance nightclub oper-
ator, recently hinted that it plans to
commit less to its well-known week-
ly indoor sessions and invest more
in large outdoor dance festivals.

| The owners of Cream, which be-

| gan as an obscure club night in the

| Beatles' native city of Liverpool 10
years ago, insist that the proposed
shift doesn't signify a business going
sour. It simply confirms that the

| sweetness in techno dance music
increasingly lies in the big outdoor

‘ festivals and events that Europe is
now famous for.

‘ “Ten years on, it is time to re-
evaluate where we are going as a

' company and assess where that fits
into today’s market,” Cream Group

CEO James Bar-

off events is Cream’s acknowledge-
ment of a trend in Europe. In July,
the free Big Beach Boutique, des-
cribed as Europe’s largest beach party
and partly backed by British mega-DJ
Fatboy Slim, attracted a mammoth
gathering of 250,000 dance fans. The
organizers had predicted 60,000.
Ministry of Sound, another U.K.
nightclub pioneer positioning itself
as a media and entertainment group,
has started putting on big-event |
dance festivals in recent years.

MTV Networks Europe has been
capitalizing on its high-profile music-
TV brand and extended its growing
links to clubbers this year with the
launch of Isle of MTV, an 11-city Pan-
European club tour. The tour’s flag-
ship main event took place July 20
outdoors near the Belem Tower in the
Portuguese capi-

1 ton said in a
statement. “It's
clear that young
people want so
much more from
the Cream expe-
rience.”

The Cream
Group stamped
| its credentials as
| apioneer in the

U.K.'s thriving
| dance culture
| with its weekly

Cream nights at
such venues as

| Liverpool's Nation. Five years ago, it
| expanded the brand by entering the
open-air dance-music festival scene
with its annual Creamfields events.
[t’s business as usual for the

Cream-promoted live music played
| at the Lomax Live Venue next door.
’ But on July 23, the company entered
a 30-day review to re-examine the
fate of its weekly DJ dance nights at
Nation, which will close down until
Aug. 31. Yet at a time when the
international media sector is bleed-
ing from a badly wounded advertis-
ing market and global record sales
continue to slump, Cream believes
large-scale outdoor events are really
the creme de la creme.

“This is evident from the massive
success of Creamnfields over the last
five years,” Barton continues. In
addition, he points to the popularity
of Cream’s summer residency at
clubs in Ibiza, the exotic island near
Spain that has become an interna-
tional club heaven (and haven) for
dance-music lovers in the summer.
And to celebrate its 10th birthday,
there is the Cream X 10 arena tour,
a combination of indoor and outdoor
dates packaged as a once-in-a-life-
time event to experience.

The increasing importance of the
Lbig-scale open-air festivals and one-

tal of Lisbon.

And it is this
trend for the big
picture, instead of
-1 a reliance on reg- '
| ular weekly in- |
i door gigs, that is
i encouraging the
{ Cream Group to
| take its Cream-
fields festivals glo-
bal. This year’s
Creamfields U.K.
and Creamfields
Dublin in the Re- |
public of Ireland
take place Aug. 24 and Aug. 31, re-
spectively. “This being our fifth
Creamfields [in the U.K.], we wanted
to once again try and push the event
forward, making it appeal to an even
wider audience.” Barton explains.
“This year will see more live acts play-
ing on an outdoor stage . . . we felt
that the bands nesded a bit more than
a tent can provide.”

The group tock the format to the
Czech Republic for the first time
Aug. 9. The Czech show, which was
held at the Roundnice nad Labem
Airfield Ground near Prague, enter- |
tained 20,000 fans. Dance favorites
Faithless and Underworld are head-
lining all three Creamfields dates.
Other high-profile DJs burning vinyl
include Pete Tong, X-Press2, Judge
Jules, and Sasha. Live performances
will come from British female
garage queens Mis-Teeq, Layo &
Bushwacka!, and Dirty Vegas.

Previous international forays for
Creamfields include Buenos Aires,
which will be repeated in November.
The only serious setback has been
attempts to conquer the U.S. market.

Ambitions to bring Creamfields to
Las Vegas and New York in 2001 col-
lapsed. But a spokesperson said the U.S.
objective is still intact, and a Cream-
fields might be staged there in 2003.
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AUGUST 31
s CONCER GROSSES
VENUE/ GROSS/ ATTENDANCE/
ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER
DAVE MATTHEWS BAND, Saratoga Performing Arts $1,708,896 50,144 Clear Channel
LOS AMIGOS INVISIBLES Center, Saratoga Springs, N.Y.  $46.50/$43.50/$31.50 two seliouts Entertainment
July 28-29
OZZFEST: OZZY OSBOURNE, SYSTEM DTE Energy Music Center, $1,565,845 28,092 Clear Channel
OF A DOWN, ROB ZOMBIE, P.O.D., Clarkston, Mich. $75/$49.50 30,404 two shows Entertainment, Palace
DROWNING POOL, ADEMA, & OTHERS Aug. 8-9 one seliout Sports & Entertainment
_THE WHO, ROBERT PLANT Hersheypark Stadium, $1,479.269 25,220 Clear Channel
Hershey. Pa. $91.75/$37.75 27,260 Entertainment
July 29
BARRY MANILOW, CURTIS STIGERS  Tommy Hilfiger at Jones $1,432,618 225717 Clear Channel
Beach Theater. Wantagh, N.Y.  $115/$10 28,058 two shows Entertainment
July 31-Aug. 1
BRUCE SPRINGSTEEN & THE E Madison Square Garden, $1.403.175 18,725 Radio City Entertainment
STREET BAND New York $75 sellout
Aug. 12
THE WHO, ROBERT PLANT Tweeter Center at the $1.365,585 24,228 Clear Channel
Waterfront, Camden, N.J. $156.50/835 24,916 Entertainment
July 27
BRUCE SPRINGSTEEN & THE E Thomas & Mack Center,  $1,064,700 12,19 in-house
STREET BAND Las Vegas $75 14,500
Aug. 18
DAVE MATTHEWS BAND, Nissan Pavilion at Stone $921,035 24,857 Clear Channel
LOS AMIGOS INVISIBLES Ridge, Bristow, Va. $46.50/$31.50 24,883 Entertainment
July 31
CHER, CYNDI LAUPER New Orleans Arena, $831.,611 13.053 Clear Channel
New Orleans $84.75/$34.75 sellout Entertainment
Aug. 18
CHER, CYNDI LAUPER Alltel Arena, $821,866 14,799 Clear Channel
North Little Rock. Ark. $77.75/857.75/$47.75/ seliout Entertainment
Aug. 17 $27.75
" CHER, CYNDI LAUPER Rose Garden, 818,024 11,855 Clear Channel
Portland, Ore. $79.75/$34.75 13,819 Entertainment
Aug. 1
EMINEM, PAPA ROACH, LUDACRIS,  Tweeter Center for the Performing ~ $691,303 19,900 Clear Channel
XZIBIT, X-ECUTIONERS Arts, Mansfield, Mass. $40.50/$28.50 sellout Entertainment
July 27
CREED, JERRY CANTRELL, Continental Airlines Arena.  $631,008 14,210 Clear Channel
12 STONES East Rutherford, N.J. $48 16,870 Entertainment
July 27
CHER, CYNDI LAUPER General Motors Place, $608,439 11,982 Clear Channel
Vancouver ($956,530 Canadian) 14,874 Entertainment. in-house
July 30 $54.07/541.35
TOM PETTY & THE HEARTBREAKERS, Ice Palace, $605,763 12,589 Fantasma Prods.
JACKSON BROWNE Tampa. Fla. $50/$40/$30 15,140
Aug. b
OZZFEST: SYSTEM OF A DOWN, Blessom Music Center, $571,96 11,769 House of Blues Concerts
ROB ZOMBIE, P.O.D., DROWNING Cuyahoga Falls, Ohio $76. 80/365/$50 30 15,000
POOL, ADEMA, & OTHERS Aug. 4
BROOKS & DUNN, DWIGHT Hersheypark Stadium, $552,357 13,236 Clear Channel
YOAKAM, GARY ALLAN, TRICK PONY, Hershey, Pa. $49.75/$39.75/$32.75 16,944 Entertainment
CHRIS CAGLE, CLEDUS T. JUDD July 27
EMINEM, PAPA ROACH, LUDACRIS, Verizon Wireless Music $518,786 19,515 Clear Channel
XZIBIT, X-ECUTIONERS Center, Noblesville, Ind. $41.50/$24.50 24,325 Entertainment
July 31
WIDESPREAD PANIC Hearst Greek Theatre, $498,734 12,971 Clear Channel
Berkeley, Calif. $30/$29.75 25,500 three shows  Entertainment
July 26-28
EMINEM, PAPA ROACH, LUDACRIS, CSU Convocation Centre, $461,598 11,033 Clear Channel
X2ZI1BIT, X-ECUTIONERS Cleveland $42.50/$39.50 11,400 Entertainment
July 30
TOOL, TOMAHAWK Compaq Center, $443,610 11,338 Clear Channel
Houston $39.85 seliout Entertainment
July 27
BOW WOW, B2K, IMX Allstate Arena, $425,565 12,159 Jam Prods.
Rosement, 1H. 335 sellout
Aug. 16
TOM PETTY & THE HEARTBREAKERS, HiFi Buys Amphitheatre, $412,250 14,975 House of Blues Concerts,
JACKSON BROWNE Atlanta $55/330 16,000 Hal Lazareff Prods.
Aug. 8
YES Radio City Music Hall, $391.055 N 5,756 Radio City
New York $85/$65/$45/$35 sellout Entertainment. Clear
Aug.5 Channel Entertainment
BONNIE RAITT, LYLE LOVETT Ch in Park Amphith e, $386,098 6,700 Clear Channel
Atlanta $67/$28.50 sellout Entertainment
July 30
EMINEM, PAPA ROACH, LUDACRIS, Thomas & Mack Center. $383,509 9,843 House of Blues Concerts
X2ZIBIT, X-ECUTIONERS Las Vegas $46/336 11,918
Aug. 17
VANS WARPED TOUR: MIGHTY MIGHTY Tweeter Center, $381,416 17.059 Clear Channel
BOSSTONES, BAD RELIGION, REEL BIG Tinley Park, IN. $24/817.24 17,100 Entertainment
FISH, GOOD CHARLOTTE, & OTHERS July 27
JEEP WORLD OUTSIDE FESTIVAL: DTE Energy Music Center, $363,733 11.403 Clear Channel
SHERYL CROW, TRAIN, O.A.R., ZIGGY Clarkston. Mich. $46.50/$26.50 15,202 Entertainment. Palace
MARLEY, SILVERCRUSH, & OTHERS Aug. 10 Sports & Entertainment
TOOL Radio City Music Hall, $353,175 5915 Radio City
New York $65/$55/$45 sellout Entertainment, Clear
Aug. 13 Channel Entertainment
BIG HEAD TODD & THE MONSTERS, Red Rocks Amphitheatre. $348,290 9,223 Clear Channel
NORTH MISSISSIPPI ALL STARS Morrison, Colo. $40/835 9,450 Entertainment, KSE
July 27
JOHN MELLENCAMP, Verizon Wireless Amphitheater,  $340.851 8.634 Clear Channel
SHANNON McNALLY Bonner Springs, Kan. $57/$10 18,000 Entertainment
July 28
SCORPIONS & DEEP PURPLE, DIO Chronicle Pavilion at $328.980 9917 Clear Channel
Concord. Concord, Calif. $40.75/$25.25 12,500 Entertainment
July 28
LENNY KRAVITZ, PINK, Polaris Amphitheater, 327,050 14,412 Clear Channel
ABANDONED POOLS ,(iolumhus, Ohio $61.50/$25 20,000 Entertainment
ug. 2
MAXWELL, VIVIAN GREEN DAR Constitution Hall, $322,640 6,206 Clear Channel
Washington, D.C. $54.50 6,408 two shows Entertainment
July 31-Aug. 1
BROOKS & DUNN, DWIGHT YOAKAM, PNC Bank Arts Center, $321.172 8,955 Clear Channel
GARY ALLAN, TRICK PONY, CHRIS Holmdel, N.J. $52.75/$13 16,988 Entertainment
CAGLE, CLEDUS T. JUDD July 28
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Phone: 615-321-9171. Fax: 615 321-0878. For research information and pricing, call Bob Allen, 615-321-9171
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GETTIN’ THEIR LICKS IN: While raising
ticket prices may put more money in
artists’ pockets, it has done nothing to
slow down ticket brokers, who are tak-
ing prices to the extreme for the Rol-
ling Stones’ upcoming Licks tour.
Woodstock, Ill.-based Internet ticket
hroker TicketsNow has tickets for New
York’s Madison Square Garden'’s Sept.
26 show priced as high as $5,400 each
for second-row seats (their face value
is about $350) and several tickets in the
$2,000-$4,000 range; the city's Rose-
land seats went as high as $4,050. Such
prices aren’t just relegated to the Big
Apple; the site had seats at Chicago's
Aragon Ballroom for $2,025, the
Wiltern Theatre in Los Angeles at
$3,580, the Tacoma Dome in Wash-

NES.

ington at $1,690, Gaylord Entertain-
ment Center in Nashville at $1,485, and
Mellon Arena in Pittsburgh at $1,015.

Such prices amaze even veteran
Stones promoter Michael Cohl, whose
Grand Entertainment is producing the
upcomning world tour with Clear Chan-
nel Entertainment. “This is unbeliev-
able,” he says. “I wish there was a way
to stop it. [ actually had a way, but the
lawyers and Ticketmaster stopped it.”

Cohl says that at first he wanted
to limit ticket purchases to one per
person. “People thought that was
ridiculous, so 1 said two tickets per
person, and the [ticket buyer] had to
show a picture of his date. Then the
lawyers said, ‘What if they break up,
and he wants to take somebody else?
They could sue you, the Rolling
Stones—everybody.””

Via e-mail, TicketsNow director of
business development Michael Freund
described the company as a host for “an
online ticket marketplace that repre-
sents thousands of sellers and hun-
dreds of brokers. All transactions are
handled by TicketsNow.com as a
licensed broker instead of consumers
having to buy from unknown individ-
uals.” He says the TicketsNow Stones
inventory represents what the general

by Ray Waddell

public has for sale, and the price is a
reflection of the marketplace.

Freund explains, “The problem with
the Rolling Stones tickets is that the
face value of the tickets is so high, and
after the tickets change hands three or
four times, the seller has to ask such a
high price just to recoup what they
have into them and to justify the risk
they have taken.”

Cohl points out that when the
Stones charged $50 for tickets, scalpers
got $350, so now that the face value is
$350, broker prices skyrocketed. Obvi-
ously, the band, producers, and anvone
else involved in making the show hap-
pen do not share in that excess revenue.

“I'm sure brokers would embrace
the idea of sharing the revenue if the
artist was willing to share part of the
risk or implement a return policy, but
the tickets should never go directly to
brokers,” Freund responds. “They
should always make it to the fans first.
Right now the artists couldn’t have it
any better: They name their price for
the tickets, and people buy them with
no way of getting their money back if
they can’t make the show, except
through companies like eBay or
TicketsNow.com. I don't like the direc-
tion things are heading. The thing that
nobody seems to realize is that if artists
would just charge a reasonable price
and sell the public all the tickets (the
good seats too), [then| you wouldn’t see
people asking $2,000 for a Rolling
Stones ticket. Promoters and artists see
people asking high prices, so they raise
their price and release even fewer seats
for sale to the public. Consequently,
prices go even higher on the second-
ary market, and the whole process
repeats itself again. It’s a vicious circle.”

High face value or not, Cohl says
that about 95%-96% of all Stones tick-
ets on sale have been sold (via “tradi-
tional” means), with the tour begin-
ning Sept. 3 in Boston. “We're about
the same at this point |as previous
tours}—maybe a little better,” he says.
“It’s hard to compare one tour to
another. What do percentages mean.
anyway? We're ecstatic.”

BONNAROO 10U? Rock Solid Securi-
ty and its catering subsidiary, Cook-
ing Creations, filed suit Aug. 7 in Cof-
fee County, Tenn., Chancery Court
against producers of this summer’s
Bonnaroo Festival, including A.C.
Entertainment and Superfly Produc-
tions, for $285,000 in unpaid invoic-
es, plus interest and damages. The
June 21-23 multi-artist jam band fes-
tival held near Manchester, Tenn.,
drew a sellout crowd of more than
75,000 and grossed about $9 million
(Billboard Bulletin, July 13).
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Edited by Michael Paoletta

» DUNCAN SHEIK

Daylight

PRODUCERS: Patrick Leonard, Duncan Sheik
Atlantic 83569

Despite his videogenic image and flair
for crafting memorable melodies,
Sheik is not your average pop star. He
continually bucks convention, opting
to experiment with left-leaning con-
cepts (2001’s glorious, if sometimes
confounding Phanfom Moon) when
others would desperately cloy and claw
for continual top-40 approval. With
Daylight, the artist once again flirts
with mainstream listeners, but he does
so with a decidedly subtle hand. Every
song sparkles with a hook or lyrical
element strong enough to permanently
embed the brain upon impact. But, un-
like most current pop music, Sheik
and co-producer Leonard trust their
audience to not require hammerhand-
ed execution. Instead, they assume lis-
tener intelligence and patience, and
they let songs unfold in sprawling,
often complex arrangements that are
ultimately more satisfying than more
obvious fare. That said, there’s plenty
here for top 40 to embrace, starting
with the elegant first single “On Her
Mind,” as well as the bubbly, guitar-
etched “On a High."—LF

* PULP

We Love Life

PRODUCERS: Scott Walker, Peter Walsh
Rough Trade/Sanctuary 83204
Storytelling is largely a lost art in
rock’n’roll, but no one seems to have
told Pulp frontman Jarvis Cocker. On
We Love Life, he and his U.K.-based
bandmates give life to some of the
most astonishing narratives imagina-
ble, be they told from the perspective
of plants (“Weeds”) or a grieving lover
lashing out at nature (“The Trees”).
Cocker paints vivid pictures like no
other. never better than on the eight-
minute “Wickerman.” Nearly tangible
images (sludgy rivers, dilapidated
amusement rides, empty factories)
are wed to bittersweet memories and
crowned with emotive, string-laden

—

COLDPLAY

A Rush of Blood to the Head
PRODUCERS: K. Nelson, Coldplay,

M. Phythian

Capitol 7-2435-40504

Coldplay's 2000 debut, Parachutes,
earned critical raves for such crossover
hits as “Yellow” and “Trouble,” but the
praise seemed a bit much for a young
band still so beholden to its influences
(Jeff Buckley, Radiohead). On A Rush
of Blood to the Head, the U K. four-
some proves worthy of the superla-
tives, crafting a stronger, more distinc-
tive album than its predecessor in
nearly every respect. The breathtaking
“Clocks” and the magical piano ballad
“Amsterdam” are the band’s finest
achievements to date, showcasing
more confident vocals from Chris Mar-
tin and a refreshingly stripped-down
approach to modern rock. The em-
phatic downstrokes of “Politik” and
the urgent “Daylight” add a little mus-
cle to the mix, while “The Scientist”
and “Warning Sign” improve on the
gentle love songs that dominated
Parachutes. Throw in the single “In
My Place,” and you've got an excellent
collection of tunes with universal
appeal. Platinum status awaits—JC

S P O T L I

ORIGINAL BROADWAY CAST
RECORDING

Hairspray

PRODUCER: Marc Shaiman

Sony Classical SK 87708

In 1991, R.EM. (and guest vocalist
Kate Pierson of the B-52’s) scored a top
10 hit with the buoyant “Shiny Happy
People.” Such a song title epitomizes
the very essence of Hairspray, the new
Broadway smash based on the 1988
film by John Waters, set in 1962 Balti-
more. Equal parts Holland-Dozier-Hol-
land, Phil Spector, and Up With People,
the musically smart and lyrically clever
Hairspray—featuring an original score

ORIGINAL
BROADWAY

CASY
RECORDING

by Marc Shaiman (who co-wrote the
music/lyrics to the film South Park:
Bigger, Longer & Uncut) with lyrics by
Scott Wittman and Shaiman—is the
most festive and fierce musical to
arrive on the Great White Way in eons.
Just try nof smiling and singing along
to such shimmy-shake confections as
“Mama, I'm a Big Girl Now,” “You
Can’t Stop the Beat,” “Run and Tell
That!,” and the ultimate showstopper,
“Welcome to the 60s.” Shiny happy
musical, indeed —MP

G H TS

UNCLE KRACKER

No Stranger to Shame

PRODUCER: Michael Bradford
Lava/Atlantic 83542

From the opening strains of “In a
Little While,” the sweetly soulful
single that sets No Stranger to
Shame in motion, one thing is
undeniable: this former Kid Rock
protegé has found his own distinc-
tive voice. Save for the swaggering
“Keep [t Comin’,” the iffy, often
derivative rapping that propelled
2000’s Double Wide has been re-
placed with the gruff, yet earnest
singing that made that album’s
twangy standout, “Follow Me,” a
deserved pop smash. It's a shift that
positions Kracker as a potentially
enduring artist who brings much-
needed vintage blues and soul to
the pop mainstream. Cuts like the
funky, horn-laden “l Do” and the
swaying, single-worthy “Memphis
Soul Song” mine classic sounds
and rhythms without ever sounding
quaint or retro. If anything, such
time-worn concepts wash over the
senses like fresh air at a time when
pop music is glutted with sound-
alike hip-hop records.—LF

backing that drives it all home with
uncommon power. The music here is
just as compelling, from the glorious
romantic kiss-off “Bad Cover Ver-
sion,” the spacious guitar rock of
“The Night That Minnie Timperley
Died,” and the mystic trip-hop and
whispered intonations of “Weeds I1
(The Origin of the Species),” perhaps
the sexiest song ever written about

botany. One of the year’s best.—JC

% BLACK SABBATH

Past Lives

PRODUCERS: Black Sabbath

Divine Recordings/Sanctuary 06076 84561 2
With all things Ozzy Osbourne equal-
ing pay dirt these days, it's logical for a
record label to exploit the opportunity
in order to move some of his catalog.

But with Past Lives, Divine Record-
ings/Sanctuary offer Prince of Dark-
ness die-hards a real find. The live dou-
ble-CD captures the original Black
Sabbath lineup in concert in 1975—a
rarity, as this incarnation of the band
never released a live album in America
during its peak. Its 19 cuts include the
requisite staples “Iron Man,” “Para-
noid,” and “War Pigs,” along with solos

by Tommy lommi and Bill Ward that
will surely inspire much air-guitaring
and air-drumming among their coven.
Although remastered, Past Lives still
retains some of the fuzziness that in-
evitably clouds recordings as they age,
but it makes Sabbath's classic sound
even more poignant.—CLT

KIRSTIN CANDY

Another Sweet Mess

PRODUCER: Don Smith

Liquid 8/Escalator/BMG 12033
Vivacious Santa Barbara, Calif., song-
stress Kirstin Candy’s first album with
major distribution (following a pair of
self-releases) shows an uncommon
command of self-penned pop-rock,
expertly produced by Don Smith and
performed with aplomb by Candy and
stellar guests (including Jim Keltner,
Steve Ferrone, fvan Neville, Cracker’s
Johnny Hickman, and Counting Crows'
David Immergli:ck). Among plenty of
highlights are lead cut “Crazy (About
You)"; the autohiographical “Money,”
which features vocals from both Fer-
rone and Neville; the noir-ish “It Ain’t
Pretty”; the Kate Bush-like “Flesh and
Blood”; and the mandolin-infused and
appropriately ethereal “Heaven.” Inci-
dentally, the disc ends with hidden
track “Whisper,” the Smith-produced
single from last vear that earned Candy
secondary-market radio play and initial
press acclaim.—JB

R&B/HIP-HOP

P> ANGIE MARTINEZ

Animal House

PRODUCERS: various

Elekira 62780

With experience comes confidence. At
least that seems to be the case for
Angie Martinez. For her sophomore
set, Animal House, the New York radio
personality/rap artist takes a decidedly
more aggressive stance to her music.
Unlike her debut, Up Close & Personal,
this set, with a few exceptions, keeps
the guest appearances relegated to
singing a hook or two here and there.
With years of radie experience under
her belt, Martinez clearly knows what
makes a hit song. The Rick Rock-pro-
duced lead single “If I Could Go,” fea-
turing newcomer 3acario and Lil’ Mo,
proves just that. (Sacario, by the way,

(Continued on next page)

—-

GREAT CONDUCTORS OF THE
20th CENTURY

Fritz Busch

PRODUCERS: Stephen Wright, John Pattrick
IMG/EMI Classics 7243 575103 25

Serge Koussevitzky
PRODUCERS: Stephen Wright, John Pattrick
IMG/EMI Classics 7243 575118 27

André Cluytens
PRODUCERS: Stephen Wright, John Pattrick
IMG/EMI Classics 7243 5 75106 2 2

Ernest Ansermet
PRODUCERS: Stephen Wright, John Pattrick
IMG/EMI Classics 7243 5 75094 2 8

The mid-20th-century was a Golden
Age for orchestral conductors—a fact
underlined by today’s dearth of larg-
er-than-life maestros. As a surpassing
follow-up to its seven-CD boxed-set
adjunct to the 1996 IMG Artists film
The Art of Conducting, EMI Classics
has joined with IMG to produce 60
double-disc titles surveying the era's
most inspiring podium artists. The
series draws on the archives of EMI,
RCA, Sony, and Universal’s Deutsche
Grammophon, Decca, and Philips
labels, as well as from Czech indie
Supraphon and, most important,
previously unreleased live radio
tapes; remarkably, much of the mate-
rial is new to CD. The first round of

T A L

R E |

15 sets features bona-fide legends
(Bruno Walter, Erich Kleiber, Sir
John Barbirolli), as well as names

S U E S

known only to connoisseurs (Ataulfo
Argenta, Nicolai Golovanov). Four of
the most compelling titles showcase
the divergent talents of Fritz Busch
(1890-1951), Serge Koussevitzky
(1874-1951), André Cluytens (1905-
67), and Ernest Ansermet (1883-
1969). Steeped in the Central Euro-
pean way, Busch excels with Brahms
and Mozart; the rare postwar live
recordings with the Danish Radio
Symphony sound surprisingly good.
With his flair for color, the Belgian
Cluytens was an expert conductor of
Debussy but also of much else, as we
find here in a Boris Godunov excerpt.
A key value to this series is the
chance to compare different inter-

pretations of the sume repertoire,
such as with Koussevitzky's vivid,
almost-wild version of Rachmani-
noff’s Isle of the Dead and Anser-
met’s more-painterly rendition.
While the Ansermet set provides
wonderful listening from start
(Stravinsky's Song of the Night-
ingale) to finish (a Chabrier encore),
the Koussevitzky album is perhaps
the most revelatory title so far; his
powerful takes on symphonies by
Sibelius and Roy Harris remind us
why he was one of his era's most
influential musicians. Furtwingler,
Klemperer, and Toscanini will be
covered in future “Great Conduc-
tors” installments.—BB

nn“““n“'"lns. Bradley Bambarger, Jim Bessman, Jonathan Cohen, Deborah Evans Price, Larry Flick, Steven Graybow, Rashaun Hall, Moira McCormick, Gail Mitchell, Michael Paoletta, Christa L. Titus, Philip van Vleck,

= Ray Waddell. SPOTLIGHT: Releases deemed by the review editors to deserve special attention on the basis of musicat merit and/or Billboard chart potential. NOTEWORTHY: Releases of critical merit. VITAL REISSUES: Rereleased albums of special artistic, archival, and commercial inter-
est, and outstanding collections of works by one or more artists. PICKS (B»): New releases predicted to hit the top half of the chart in the comresponding format. CRITICS’ CHOICES (% ): New releases, regardless of chart potential, highly recommended because of their musical merit. MUSIC TO MY EARS (J72): New refeases
deemed Picks that were featured in the Music to My Ears column as being among the most significant records of the year. All albums commercially available in the U.S. are eligible. Send review copies to Michael Pacletta (Billboard, 770 Broadway, 6th floor, New York, N.Y. 10003) or to the writers in the appropriate bureaus.
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was discovered by Martinez via a
freestyle contest on her afternoon drive
show on New York’'s WQHT.) “Take U
Home,” featuring Kelis, carries its own
spicy vibe, lifting the hook from Lisa
Lisa & Cult Jam's “I Wonder If | Take
You Home."—RH

> BEENIE MAN

Tropical Storm

PRODUCERS: various

Virgin 13134

Beenie Man (see story, page 18) pulls
out all the stops on his sophomore Vir-
gin set, Tropical Storm. Serving as the
follow-up to his Grammy Award-win-
ning Art & Life, Tropical Storm finds
the dancehall star combining elements
of pop, R&B, hip-hop, and, naturally,
reggae. For lead single “Feel It Boy,”
Beenie teams with labelmate Janet Jack-
son and the Neptunes; the result is a
pop-friendly radio hit that has scored, in
part, to its red-hot video featuring Ms.
Jackson. Fear not dancehall aficionados,
Beenie hasn't forgotten his roots. Tracks
like “Bossman” (which features Sean
Paul and Lady Saw) and “Party Hard”
offer a more traditional, yet contempo-
rary dancehall sound. As dancehall con-
tinues to grow in popularity at both top
40 and R&B radio, the timing couldn’t
be better for Beenie Man. Tropical
Storm should be the album that blows
away fans and critics alike—RH

% SOULIAHZ

The Fault Is History

PRODUCERS: Souljahz, Tonéx, Chris Rodriguez
Word/Warner Bros. 86199

This refreshing sibling trio from San
Diego—17-year-old Rachael Washing-
ton and brothers Joshu'a (22) and
Je'Kob (21)—brings an original,
streetwise, and energetic vibe to inspi-
rational music that can’t help but tap
into the mainstream consciousness
(the group already has an MTV credit
to its name). On this self-assured
debut, the singing/rapping/songwrit-
ing members of Souljahz (think “sol-
diers”) dive head-first into heavy life
situations (teenage pregnancy, racism,
child abuse, poverty), simultaneously
pumping in uplifting messages of
hope, faith, and love punctuated by
hip-hop beats and funk, rock, folk,
soul, disco, and Latin grooves. The
threesome’s acoustic-based presenta-
tion especially shines on the put-your-
troubles-down anthem “Let Go,” the
*70s-etched “Jubilee,” the calling-all-
disciples testifier “Souljahz Don’t
Stop,” and the folk-pop ballad “True
Love Waits.” Taking praise and wor-

ship to the next level, Souljahz kicks
in the door opened by such inspira-
tional hip-hop peers as Tonéx, who
helped produce this effort.—GM

DANCE/ELECTRONIC

p MARY J. BLIGE

Dance for Me

PRODUCERS: various

MCA 088 112 959

Unbeknownst to many of Ms. Blige’s
ardent R&B/hip-hop fans, the singer is
also hugely popular in house music
clubs around the world—where
incredibly savvy, uptempo remixes of
her smash singles have taken on lives
all their own. Dance for Me brings
together many such moments, focus-
ing on tracks from the artist’s Mary,
No More Drama, and Share My World
albums (why, oh why, wasn't E-
Smoove's remix of “You Bring Me Joy”
from My Life included?). Remixers on
board include Thunderpuss (“No More
Drama” and “Rainy Dayz”), Hex Hector
and Mac Quayle (“He Think I Don’t
Know”), Junior Vasquez (“Your
Child”), Phillip Larsen & Hiten Bhara-
dia (“Give Me You”), and Curtis &
Moore (“Everything”). Now, do what
the title demands.—MP

THE FUTURE SOUND OF LONDON

The Isness

PRODUCERS: the Future Sound of London
Hypnotic 1206

Groundbreaking ambient dance duo
the Future Sound of London (aka
Garry Cobain and Brian Dougans) is
back with its first new studio album
since 1996’s Dead Cities. Lush and
panoramic, The Isness pulsates with
the sounds of '60s and '70s psyche-
delia, which FSOL creates organical-
ly—utilizing live musicians playing
real sitars, flutes, strings, horns, and
more—as well as electronically. With
song titles like “The Mello Hippo
Disco Show,” “The Galaxial Pharma-
ceutical,” and “High Tide on the Sea
of Flesh,” The Isness gently pokes fun
at, while simultaneously celebrating,
head-trip music of yore. Vocalist/gui-
tarist Cobain and producer Dougans
are joined by a vast array of guest per-
formers, from former Captain Beef-
heart guitarist Gary Lucas to master
sitarist Baluji Shrivastav; the duo's
sample sources are similarly varied,
from Deepak Chopra to a friend'’s
answering machine message. Sweep-
ingly beauteous and mesmerizingly
rhythmic, The Isness offers pleasures
equally suited to explorers of dance-
floors or headphones.—MM

COUNTRY

> LEE ANN WOMACK

Something Worth Leaving Behind
PRODUCERS: Mark Wright, Lee Ann Womack
MCA 088 170 287

Lee Ann Womack is unquestionably
one of the top female vocal talents in
country music, and she’s fresh off an
“event” record in the megahit “I Hope
You Dance.” They can’t all be “event”
records, though (for which the ambi-
tious, string-laden title cut, among
others here, clearly aim), nor does an
image overhaul turn a country star
into a pop diva. Womack is at her best
when she follows her keen interpreter’s
instincts, wrapping her breathy,
expressive tremolo around subtle
nuggets like the dreamy “You
Should've Lied,” the gently rolling
“Talk to Me,” the confessional ballad
“Blame It on Me,” and the charming
“Forever Everyday.” High points are a
brace of songs by Julie Miller: the pow-
erful, dirge-like “Orphan Train” and
yearning rocker “I Need You,” with
Womack more than up to the consider-
able challenge of both. “He’ll Be Back”
is gorgeously rendered country lounge;
less effective are “When You Gonna
Run to Me,” which comes off like an
America retread, and the too-busy
“Surrender.” Womack is brilliant vocal-
ist who is at a career crossroads; here’s
hoping she leans toward substance
over style.—RW

TWO DOLLAR PISTOLS

You Ruined Everything

PRODUCER: Pete Weiss

Yep Roc 2332

Two Dollar Pistols bust through the
bat wings on North Carolina indie
Yep Roc with a twang-fueled retro
sound that they pull off with confi-
dence and aplomb. The title cut,
“There Goes a Heartache,” and
“Where Was Love (When You Needed
Me)” are crackling, Bakersfield-
styled shuffles; “I Will” is powered by
chicken-pickin’ and a slurry vocal
from John Howie Jr.; and “I Can See
It in Your Eyes” is a closing-time
ballad. The Pistols can get downright
melodic when they want to, as they
do on the expansive “Gettin’ Gone”
and the softly swaying “You've
Grown Tired of Me.” Later, “In My
Mind” is sparse and effective, and
reverb-drenched ballads like “All the
Good’s Gone” and “The Other Side”
go down like a shot of whiskey. Un-
pretentious and rough around the
edges, these boys know what they're
about. Racked by Redeye.—RW

WORLD MUSIC

% TAMA

Espace

PRODUCER: Tama

Real World 7087 6 17437

Englishman Sam Mills (guitar), Malian
Toumani Diakate (kora), and Guinea-
Bissau’s Djanuno Dabo (percussion)
comprised the original Tama trio that
tracked the excellent Real World debut,
Nostalgie. With Espace, the trio became
a quartet with the addition of Malian
vocalist Mamani Keita. Her inclusion
not only brings a captivating voice to
Tama but also adds a fourth songwriter.
One of her most striking vocal perform-
ances on the album comes on her origi-
nal song “Bora.” Dabo also makes his
singing debut on Espace, and it's Dabo's
voice we hear on the opening track,
“Oka,” a song with a catchy groove,
enlivened by Regisse Gizao’s accordion
(Dabo wrote the song as well). While
there are certainly Western influences at
work in this music, the melodic, fluid,
vibe of Tama’s core sound—beautifully
expressed on “Yalala” and “Credit"—is
more contemporary West African than
anything else. Racked by Narada.—PVV

% LOKUA KANZA

Toyebi Te

PRODUCER: Lokua Kanza

Sunnyside 3003

Lokua Kanza is a native of the Congo
Democratic Republic (formerly Zaire)
now living in Paris, where he’s been an
item since his European debut album in
1993. Toyebi Té is his U.S. debut release,
and Kanza proves that he not only pos-
sesses a distinctive, emotionally redolent
vocal style, but he’s also a fine composer.
All of the tracks on Toyebi Té are
endowed with a marvelous sonic atmos-
phere, and Kanza's tunes cover an amaz-
ing stylistic range. “Good Bye" is a retro-
jazz number with English lyrics.
“Ndagukunda Tshane™ is actually a spell-
binding love song sung in French to a
minimal accompaniment (including
some nicely placed thunder). “Kumbo,”
essentially a piece for voice, is like a vocal
tone poem. “Na Mileli” is a gentle folk
lament. This is a brilliant U.S. debut for
Lokua Kanza. Distributed by Ryko.—PVV

JAZZ

% JEFF “TAIN” WATTS

Bar Talk

PRODUCER: Jeff “Tain” Watts

Columbia CK 86358

Drummer extraordinaire Jeff “Tain”
Watts—an alumnus of Branford

Marsalis’ bands, among others—has
conceived a project with keenly urban,
fully adult sensibilities; in other words,
the relaxed, good-time vibe doesn’t
preclude serious musical content, with
the sly humor and occasional sweet
lyricism here part-and-parcel with
tough, post-hard-bop harmonic/rhyth-
mic complexities. Bar Talk showcases
Watts’ attractive, involving tunes
(aside from a couple of ballads by his
late Marsalis partner, pianist Kenny
Kirkland, and current keyboard foil,
David Budway), as well as the leader’s
tireless groove power. But the main
solo voices stem from a starry cast—
Marsalis on tenor and soprano saxes,
Ravi Coltrane and Michael Brecker on
tenor, plus fresh sounds from Paul
Bollenback on guitar and Gregoire
Maret on harmonica. Budway and
bassists James Genus and Eric Revis
partner Watts in a lithe, virile rhythm
section. Speaking not only of seduc-
tion but also of real substance, Bar
Talk is jazz for all hours.—BB

CHRISTIAN

> GAITHER VOCAL BAND

Everything Good

PRODUCERS: Bill Gaither, Guy Penrod,
Michael Sykes

Spring House 0033

Everything Good is the first Gaither
Vocal Band album following the
departure of longtime member Mark
Lowry, and Southern Gospel music
aficionados have been anxious to see
how the group would incorporate new
member and five-time Grammy
Award-winner Russ Taff. Gaither’s pro-
duction plays to Taff's vocal strengths
(especially on the Larry Gatlin-penned
“Heartbreak Ridge and New Hope
Road"). Taff exudes the same strong
vocal character he’s known for, yet
also manages to blend into the quar-
tet's signature sound. The group
boasts some of the most expressive
voices in any genre—Guy Penrod,
David Phelps, and Gaither himself.
This collection of songs is likely the
best the group has ever recorded.
Highlights include the rousing “I'm
Gonna Sing,” the patriotic “I Pledge
My Allegiance,” and the touching “The
Really Big News,” which was penned
by Gaither’s daughter, Suzanne. A
stunning album, for sure, Everything
Good is filled with great songs and
potent performances, both of which
demonstrate why this group contin-
ues to set the standard in the South-
ern Gospel industry. Racked by Chor-
dant Distribution Group.—DEP

MORELENBAUM’/SAKAMOTO
Casa

PRODUCERS: Morelenbaum’,

Ryuichi Sakamoto

Sony Classical 89982
Composer/pianist Ryuichi Sakamoto
takes a musical holiday from his recent
classically oriented projects with a new
trio featuring the Brazilian husband-
and-wife pair of singer Paula Morelen-
baum and cellist Jacques Morelen-
baum. The three are fully familiar: The
cellist collaborated notably with
Sakamoto on his masterful chamber
music album 7996, and both appeared
on his elecro-pop disc Smoochy. With
Casa, they have done the world a favor
by recording an album of rarely heard

N O T

MORELENBAUME SAXAMOTO!
CAsA

songs by bossa nova master Antonio
Carlos Jobim; the “open window” ses-
sions took place in the late songwriter’s

E W 0 R

home overlooking Rio de Janeiro, with
Sakamoto playing Jobim's piano. The
result is intimately atmospheric and
utterly idiomatic; the Morelenbaums
worked with Jobim in his last decade,
and Sakamoto’s great affinity with the
French Impressionist composers gives
him a real feel for bossa nova’s pastel
harmonies and lilting rhythms.—BB

BRANFORD MARSALIS QUARTET
Footsteps of Our Fathers

PRODUCER: Branford Marsalis
Marsalis/Rounder 3301

The Marsalis Quartet has long been
considered one of the most adventur-
ous working ensembles in jazz today.
Here, bowing for its leader’s own label,

T H Y

the ensemble makes walking the line
between artistry and accessibility look
so easy that one is apt to wonder why

every project can't explore these dia-
metrically opposed roads so comfort-
ably. Well-worn compositions by four of
the saxophonist’s musical forefathers—
Ornette Coleman, Sonny Rollins, John
Coltrane, and John Lewis—are tackled,
each interpreted with equal doses of
reverence and free-spirited creative
license. The fact that Marsalis, pianist
Joey Calderazzo, bassist Eric Revis, and
drummer Jeff “Tain™ Watts take on
Trane's entire four-part A Love
Supreme suite—true jazz sacred
ground if ever there was such a thing—
bespeaks their willingness to simulta-
neously pay tribute to the past while
never making the music an untouch-
able museum piece.—SG
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P> NINE DAYS Good Friend (4:07)
PRODUCER: Ron Aniello

WRITER: J. Hampson

PUBLISHERS: WB Music/Hazel Songs,
ASCAP

Epic 59433 (CD promo)

Nine Days became one of the true-life
breakthrough bands of 2000 with its
maddeningly catchy top 40 chart-top-
per “Absolutely (Story of a Girl).” The
preview to the band’s So Happily Un-
satisfied is another rock-solid guitar-
seeded number, written by lead singer
John Hampson about a relationship
facing a pivotal crossroads: Will it end
or will the couple reconcile? (It’s actu-
ally based on the true story of the near-
split between Hampson and his fiancée;
they're now married.) The quintet has
turned down the tempo this time
around, allowing the focus to revolve
around the sensitive message, which is
relatable on some level to listeners of
all ages. Adult top 40 is the logical
starting point for this track, which also
fits in nicely with mainstream pop's
current penchant for gals and guys
holding guitars. A pleasant outing from
an act that has the goods to score in
the delicate second round.—CT

R&B

LL COOLJ LuvYou Better (4:02)
PRODUCERS: the Neptunes

WRITERS: J. Smith, P. Williams, C. Hugo
PUBLISHERS: LL Cool J, ASCAP/Sony/ATV
Tunes, ASCAP/Chase Chad, ASCAP/EMI
April, ASCAP/The Waters of Nazareth,
BMI/EMI Blackwood, BMI

Def Jam 15626 (CD promo)

Don't call it a comeback. Rapper/actor LL
Cool J returns to his musical roots with
his first single in nearly two years. In
usual LL fashion, the Neptunes-produced
track is dedicated to the ladies. With its
guitar-tinged backbeat and R&B hook
(courtesy of Marc Dorsey), “Luv You Bet-
ter” follows in the tradition of “Hey Lover”
and “Doin’ It.” Granted, the single is in no
way a step forward in the MC's legendary
career—which has lasted almost two
decades—but the single offers the kind
of hip-hop smooth talk that lately has
been missing from the genre. And there's
obviously a market for it: Witness the
recent success of Nelly's “Dilemma.”
“Luv You Better” has a great shot at
breaking at all formats. Looks like LL
still knows how to knock them out.—RH

COUNTRY

P> ANDY GRIGGS with MARTINA MCBRIDE
Practice Life (3:42)

PRODUCER: David Mailoy

WRITERS: A. Griggs, B. James
PUBLISHERS: Sony/ATV Songs/Mo Fuzzy
Dice Music/Famous Music, ASCAP

RCA 69161 (CD promo)

The follow-up to Andy Griggs' hit single
“Tonight I Wanna Be Your Man” is anoth-
er solid record from his current Freedom.
Griggs is joined by labelmate Martina
McBride on background vocals, and the
interplay of his edgy, textured baritone
and her ever-pristine voice makes for an

FAITH HILL Cry (3:46)

PRODUCER: Marti Fredericksen
WRITER: A. Aparo

PUBLISHER: Poty Mouth
Publishing/Round Tower/Warner-Tamer-
lane, BMI

Warner Bros. 100965 (CD promo)

A new project from crossover super-
star Faith Hill is a major event for
all variables of the music busi-
ness—and country radio has
launched the battle cry for first sin-
gle “Cry” smacking this baby onto
the Hot Country Singles & Tracks
chart last issue at No. 32 after only
four days of airplay (it vaults to No.
24 this week). This is signature
Faith, a fervent ballad that pushes
all the expected buttons—melodra-
matic emotion, a skyscraping
bridge. and enough pop flavor to
flood all format shores. Lyrically,
Hill is lost in heartbreak, wondering
why the feeling isn't shared by her
MIA lover: “If I had just one
moment at your expense/Maybe all
my misery would be well-spent.”
“Cry” was written by L.A. pop/rock-
er Angie Aparo, an Arista artist who
released this song as a single from
his fine The American; sadly, radio
didn’t respond, so it's nice to see
him finding well-deserved success.
Hill also denied the Nashville estab-
lishment on the producer front via
Marti Fredericksen, who has worked
with Def Leppard and Aerosmith. It
all adds up to a rich new adventure
for a cherished artist whose star
continues to beam. It's only a mat-
ter of weeks to No. 1.—CT

S P O T L I

KIM RICHEY This Love (3:53)
PRODUCER: Bill Bottrell

WRITERS: K. Richey, B. Bottrell,

B. MacLeod, Birdie & Chuck Prophet
PUBLISHER: not listed

Lost Highway 02349 (CD promo)

Kim Richey is one of those wildly
talented musicians who walked the
line between country, triple-A, and
mainstream pop—and nearly
became a casualty of the "90s
because she wasn't neatly, easily,
mindlessly categorized. “This Love”
is the first new material we've heard
from Richey since the turn of the
decade, and boy, was it worth the

wait. As usual, she surrounds herself
with a delectable instrumental
palette—mandolin, the snap of real
percussion, acoustic guitars—com-
plementing her gorgeous, crooning
voice, which sounds utterly relaxed
and confident, as if she just decided
to pick up a mike and jam with a few
backyard friends. But “This Love"
also possesses a melodic sophistica-
tion that you just don't often find in
the record racks these days. Thus,
Richey continues to elude simple for-
mat pegging, although with proper
promotion from Lost Highway, this
great music will find its deserving
audience—one that's probably not
listening to contemporary radio
these days anyway. A fine, fine
achievermnent from one of the scene’s
true treasures. This feels so good.
Now let's cross our fingers that a full-
length project will soon follow.—CT
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UNCLE KRACKER In a Little While
(3:54)

PRODUCERS: Michael Bradford, Uncle
Kracker

WRITERS: M. Shafer, M. Bradford
PUBLISHERS: Gaje Music/Warner-
Tamerlane, BMI; Chunky Style/Seven
Peaks, ASCAP

Lava 300803 (CD promo)

There’s an easygoing, frat-house fri-
volity about “In a Little While,” the
sophomore outing from Kid Rock
buddy and fellow Detroit native Uncle
Kracker, who broke in 2001 with the
crossover hit “Follow Me.” Like that
massive hit—which spurred his
debut, Double Wide, to double-plat-
inum status—this midtempo
acoustic rocker sounds so accessible

at first that you wonder if it's not a
remake of some song from your |
good ole days. Truth be told. the out- |
put from this rock-meets-funk-
meets-MOR act is precisely the kind
of gentle-on-the-ears beach music
that propelled Hootie & the Blowfish
to stardom not so many years ago:
and that image is only fortified by
the presence of the Dobie Gray 1973
pop/R&B classic “Drift Away” on
Kracker's upcoming No Stranger to
Shame, due Aug. 27. It’s hard to {
believe that this one-time rapper is
now making quintessential yuppie
music. but melodies like the one put
together here by Matthew Shafer and
Uncle Kracker collaborator Michael
Bradford work—uwithout losing the
cool factor that's essential for the top
40 kids. This Kracker seems to have
the flavor to make the grade.—CT

appealing combination. Written by Grig-
gs and Brett James, this great song con-
tains a powerful message about living life

to its fullest because, as the chorus says.
“This ain’t no practice life. We only get
one shot.” Each verse paints a scenario

that shows someone taking control of
their life, putting their priorities in order,
and going for what they really want. Grig-

NEW

DANA GLOVER Thinking Over (3:52)
PRODUCER: Matthew Wilder

WRITER: D. Glover

PUBLISHER: Dana Glover Music, ASCAP
DreamWorks 43971 (CD promo)

While any number of young, female
singer/songwriters are making their
mark at top 40 radio, none have cho-
sen to take the big ballad/budding diva
route—until now. And that actually
sets Dana Glover apart from the many
young ladies focusing on image, com-
plete with guitar in hand. Glover
seems to prefer the company of a
piano. a la Tori Amos. She weaves an
enchanting melodic spell with debut
“Thinking Over,” in which she search-
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es out advice about whether she's
ready to go the long haul with her
man: “Am [ ready for forever/Oh God,
show me a sign/'Cause if we're to be

ORTHY

together, then it's got to be divine/
There are two roads to walk down and
one road to choose/So I'm thinking
over the things that you said.” Glover
commands a mighty vocal presence,
tender and pleading in the verses, then
fervent with emotional uncertainty by
the final chorus. “Thinking Over”
showcases a powerhouse performance
and is an admirable release against the
grain of what top 40 radio favors nowa-
days. Let's hope that adult top 40 takes
this one for its own and nurtures it to
full bloom. A dynamic debut with lim-
itless promise and a welcome relief for
grown-up music fans. From the
upcoming Testimony —CT

gs delivers a passionate performance that
drives home the meaty message. This is
contemporary, commercial country
music that really says something. It's
wonderful when that happens.—DEP

ROCK

GOLDFINGER Tell Me (2:14)
PRODUCER: John Feldmann

WRITERS: John Feldmann, Amy Feldmann
PUBLISHER: Vegan Boy Music, ASCAP
Mojo/Jive 40045 (CD promo)

“Tell Me,” the lead single from Goldfin-
ger’s fourth studio album, Open Your
Fyes, comes from the cookie-cutter
batch of new-school punk that is regu-
larly inserted as the musical bed in
such popular teen movies as American
Pie and any Adam Sandler picture. It's
both a shame and an irony, as the band
contributed an inspired cover of Nena's
1984 smash “99 Red Balloons™ to last
year’s Not Another Teen Mouvie sound-
track. At 2 minutes and 14 seconds,
“Tell Me" is practically a drive-by, and
it could be interchanged for any Blink-
182 ditty, save for the brief ska inter-
lude of a plunking guitar a la Joe Jack-
son’s “Is She Really Going Qut With
Him?"—and even that seems to be lift-
ed from the original, given that
Goldfinger covered this song live on its
collection of concert tunes, Darrin’s
Coconut Ass: Live From Omaha. We
reply in kind: Tell us why none of these
post-punk bands appear to have a
vocalist that can actually sing?—CLT

AC

BENNY MARDONES 1| Need a Miracle
(3:53)

PRODUCER: not listed

WRITERS: B. Mardones, R. Tepper
PUBLISHER: not listed

Crazy Boy/Go-Kart (CD promo)

Benny Mardones is one of those rare
artists to score twice with the same hit:
The scandalous teen/adult love story
“Into the Night" reached the top 20 of
The Billboard Hot 100 in both 1980
and 1989. With ancther decade gone,
the singer/songwriter returns with col-
laborator Robert Tepper—vep, the
same guy with whom he wrote “Night.”
“I Need a Miracle” is clearly a post-
Sept. 11 anthem of hope and persever-
ance, and the midtempo showcases the
edgy vocalist delivering an emotive
performance—think a slightly more
mellow Joe Cocker. But the real appeal
for many AC stations is the “tribute”
version of the song, which contains
numerous statements of overt patriot-
ism from “random™ Americans. It's a
tried-and-true formula that has
worked before—remember Dennis
DeYoung's “Desert Moon"?—and while
it may be perceived as pretty cheesy at
points (particularly with teary, melo-
dramatic statements like, “We may not
even be here tomorrow” and “We're
Americans and nothing's going to get
us down”), the song certainly works
hard to tug at the heartstrings—and at
what better time, with the first
anniversary of our nation's greatest
tragedy a mere month away. Almost
four dozen AC outlets are believers in
the song in its first week out—that’s
rare for the format—so this record is
already garnering major attention.
Look for Mardones to release the full-
length A Journey Through Time Sept.
17. Contact 718-384-9892.—(CT

n""]’nln"]’nns- Deborah Evans Price, Rashaun Hall, Chuck Taylor, Christa L. Titus. SPOTLIGHT: Releases deemed by the review editors to deserve special attention on the basis of musical merit and/or Billboard chart potential. NEW & NOTEWORTHY: Exceptional releases by new or
* upcoming artists. PICKS (): New releases predicted to hit the top half of the chart in the corresponding format. CRITICS’ CHOICES (3): New releases, regardless of chart potential, highly recommended because of their musical merit. Send review copies to ChuckTaylor (Billboard. 770
Broadway, 6th floor, NewYork, N.Y. 10003) or to the writers in the appropriate bureaus.
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he economic and technical travails of the
mainstream music industry have trig-
gered only faint repercussions in the &
thriving niche market of Native
American music, according to sev-
eral leaders in this small but vital field. In
marked contrast to the uncertainty, insta-
bility and general retrenchment that has
swept the business in the last year, labels
cdedicated to the diverse and eclectic artistry
that has gathered under the indigenous-
music banner have by and large maintained
their audience and even expanded in some
key stylistic arenas.
"The continuing battle over intellectual-prop-
erty rights and copyright protection has, how
ever, not left Native American music completely
unscathed. While the widespread practice of illegal
downloads has so far left the bottom lines of the major
players essentially intact, a growing bootlegging nend,
especially on the reservations, signals a troubling new trend.,
“We've been tracking counterfeiting on Navajo reservations
in the Southwest for some time,” asserts Tom Bee, founder of g
Albuquerque-based Sound of America Records (SOAR), one of the
most innovative and influendal purveyors of Native American music
“Mostly, it seems to be traditional titles that are copied and then sold to tourists
at cut-rate prices. While the economic incentive for young people on the reservations
is certainly understandable, our business doesn’t operate on a large enough margin to toler-
ate this infringement. I’s hurting the legitimate artists and the whole cause of indigenous
music, and 1 think the only way it’s going to stop is through some kind of federal intervention.”

THE PROBLEM WITH PIRATED PRODUCT

Robert Doyle, president of Phoenix’s Canyon Records, home to last year’s Native Amer-
ican Grammy winners Verdell Primeaux and Johnny Mike, also sees inroads by reservation-
based bootleggers on the company’s Native American product. “We've seen some of our
product copied by CD-R and sold for $4 at flea markets and garage sales,” Doyle remarks.
“1U’s got to stop, but, of course, in a
market as specialized as ours, iUs difhi-
cult to get the proper agencies moti-
vated.”

Has pirating and the plague of free
music downloading had an impact on
Canyon's P&L? “1t’s hard 1o quantify,”
Doyle admits. “Owr regular customers
are generally an older demographic
than the ones engaged in these activi-
ties. They want the real CDs, not some-
thing burned in a basement, Having
said that, however, our distributors
have remarked on a falling off of sales
this summer, which is usually our
strongest season. We're doing our best
to determine whether this is indeed a
result of illegal copies being manulac-
tured on the reservation.”

While counterfeiting certainty has the potential to sink a specialty market like Native Amer-
ican music, most exccutives agree that their audience doesn't fit the pirating profile. “A large
portion of our sales occur in niche retail outlets, national parks and museum gift shops,”
observes James Marienthal, president of the Boulder, Colo.—based Silver Wave Records.
“Thesc folks are looking [or a souvenir of their visit, not cheap, poor-quality music, which
often doesn’t even have the original artwork and liner notes.”

Far from fretting over the possibility of lost revenue and copyright infringement, Mari-
enthal, like most other indigenous music entrepreneurs, has focused his attention on cre-
ating a widely diverse artist roster and production schedule to reflect the extraordinary
range of styles that has come to characterize the genre. At the same time, the industry 1s
actively seeking marketing and promotion opportunities, which proniise to take the bur-
geoning music to a whole new audience. "We had great success recently with Bears, the
soundirack to the IMAX film that we put together in partnership with the National Wildlife
Federation,” Marinethal explains. “We're currently preparing a follow-up release, called
Wolves, In addition, we're releasing a new album by singer-songwriter Robert Mirabal, who

Holding Steady In A
Time Of Much Expansion
And Uncertainty

BY DAVIN SERY

we've recently signed. Robert had a breakthrough performance
last year with his PBS special, Music From « Painted Cave, and
we're very excited about the prospect of taking this excep-
tional and accessible artist to the next level.” Cross-mar-
keting of indigenous product, according to Marienthal,
“gives us another way to tell our story. From the IMAX
experience to the listening posts at Borders and
Barnes & Noble, we're exploring a lot of new
avenues to reach a larger audience.”
One avenue that has yielded impressive results
for Native American labels has been the con-
scious cultivation of contemporary artists. A
prime example of the new creative spirit inform-
ing indigenous music is Cheroke vocalist-song-
writer Rose Moore, whose upcoming Higher
Octave Records debut, Spirit of Silence, promises
o introduce this “Native American Enya” to a
new and apprediative audience. The album was
produced by German studio wiz Claus Zun-
del (aka The Brave) who previousty
worked with Moore on the platinum-
selling Sacred Spirit.
At Canyon Records, for example,
an established reputation for the sta-
ple of the traditional market, Pow
Wow recordings, has not stopped Steven
Butler, just named to a new A&R position, from seeking out distinctly
modern variations on the indigenous theme. Among Canyon’s latest signings are the Alas-
ka-based rock group Medicine Dream and Blackfire, a Navajo alternative-punk outfit whose
independently released album, One Nation Under, has just been picked up by Canyon for
wider distribution.

NEW RELEASES ON THE WAY

Al SOAR, Bee continues his relentless search for the best and brightest young artists in
the genre. “People have yet to fully grasp the diversity that is represented in Native Amer-
ican music,” the outspoken former musician enthuses. “We need to show respect for our
hevitage. This is not just about the old
ways. There’s too inuch exciting new
music being made to try and narrow it
down into one or another category.
There’s a Native American expression
for everv sound out there today, and,
combined with our own music, it
makes for a very dynamic scene.”

As proof, Bee ollers up a potpourri
of new and upcoming SOAR releases
that highlight the depth and range ot
the genre. From Music Is the Medicine,
the new album from Mohawk guitarist
Derek Miller, a former collaborator
with famed producer Daniel Lanois,
to Red Heart, a smooth-jazz duo of
Navajo lineage, whose new release,
Sacred Season, blends saxophone and
native flute into a beguiling blend of holiday favorites, it’s obvious that indigenous sounds
span a full stylistic gamut. “We've got an album on tap from a Cree folk-rock band called
Chester Knight & The Wind,” Bee continues, “and an mspirational album called Faith in the
House, with classical guitarist Abraham Marcor and saxophonist Vincent Redhouse. from a
well-known family of Native American jazz performers.”

Bee also has a special attachment to a live album from the vintage Native American rock
band XIT, formed in 1970 and signed to Motown, with the record executive himself as part
of the lineup. “We're putting out a concert album called Without Reservation,” Bee explains,
“which has a lot of our old material cut live in Minnesota. We're also releasing a documen-
tary about the band, which was really one of the very first Native American rock groups,
narrated by the actor Floyd Redcrow Westerman.™

Interest in the roots of Native American rock and country sounds has prompted the
release of a CD by another intriguing heritage artist, this time on feisty Etherean Music
imprimatur. “We are in the process ol putting together a tribute to Buddy Redbow,” reveals
“Tar Darnell, president of the Colorado-based World Music label. "Buddy was a Lakota Sioux

Conlimued on page 26
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Increased Exposure

The Genre Is Gaining Ground On The Touring Circuit
While Trying To Find More Room In Retail Bins

BY CATHERINE APPLEFELD OLSON

ative American music con-

tinues to beat a path to the

mainstream retail and per-

formance markets, while
holding its own through the cloud
of uncertainty that hangs over the
general music industry.

A wave of unprecedented pub-
lic recognition—via the now four-
year-old Native American Music
Awards, renewed interest from
Hollywood and, most saliently,
the establishment of a Native
American Grammy category—
has brought the genre increased
attention and, at the same time,
magnified some of the music’s
longstanding growing pains.

“As a category, Native Ameri-
can music has gotten a lot of
recognition in the last few years
in the mainstream, and there
have been a number of artists
and labels who've jumped on
the bandwagon and released a
lot of product,” says James
Marienthal, president of Boul-
der, Colo.-based Silver Wave
Records. “We have to be careful
not to saturate the market. It is

more important than ever to
put out quality music. 1f a label
has a new artist, they need to

ing it through lack of knowledge
or haste.

“A lot of records that aren’t
Native American end up in the
Native American bin because of
their graphics or something like
that. And if there are titles there
that shouldn’t be there, it takes
away space from the music that
really should be there,” says Tom

of acts branching solidly into other
genres. SOAR, for example, dis-
tributes music from Native Amer-
ican bands across the board, in
terms of genre, ranging from rock
to hip-hop, jazz to new age.

“All people hear is that the artist
is on SOAR, so they assume it is
[traditional] Native American
music, when it is really straight-
ahead rock or hip-hop,” Bee
says, noting as an example
recent signee Derrick Miller.
“That music should be in the
rock section, but we are having
trouble getting stores to bring it
in at all.”

Not surprisingly, best-sellers
at mainstream retail accounts
tend to be crossover artists such
as Robert Mirabal and R. Car-

songs that meld traditional and
contemporary elements. This
trend toward contemiporary is
common across many world-
music genres, according to
Aaron Dysart, music buyer for

the I45-store Hastings chain.
Hastings racks Native American
music as a subcategory of world
music, with its own bin card, in
most stores.

have a plan of how to break
that artist.”

GETTING IN A BIN

Indeed, even in a time of
increased exposure, an indus-
trywide answer to the ques-
tion of just what constitutes
Native American music and
how it should be categorized
at mainstream retail remains
elusive. The majority of sales
for the category still derive
from such niche markets as
powwow vendors, gift shops
and direct sales.

“Some retailers are very
enlightened,” says Robert
Doyle, president of Phoenix-
based Canyon Records.
“There are some Virgin
stores, for example, that have
gone out of their way to create
special sections. In other stores,
you have to go to ‘Miscetlaneous’
to find Native American music
because the manager just did not
want to bother with it.”

Ironically, some of the very
stores that are giving the music its
due on the shelf are short-chang-

“It’s the Native American
music where they mix elec-
tronic and traditional ele-
ments that has really done
well and continues to do well
for us,” Dysart says. “It is
more contemporary, and it’s
easier to get a broader audi-
ence forit.”

Dysart says powwow music
is also growing in popularity,
although he notes it s difficult
to establish firm trends in the
genre. “In our markets, a lot
of people are not sure exactly
which kind of world music
they are interested in, so they
are just experimenting with

Robert Mirabal (top), and Blackfire

Bee, president of the Albu-
querque-based SOAR Corp.
record label and SOAR Distribu-
tion Ltd.

Bee and others also note retail-
ers’ stone-etched mindset that all
music from a Native American
band must be traditional Native
American music, despite the fact
that there are a growing number

what they are buying,” he

says. “The buying trends are

really random.”
Given that a consumer might
literally stumble on to a Native
American album, there are those
in the industry who believe that
not having the music in a specif-
ically designated section can be
a plus.

“We've found the path of least
resistance with [traditional] retail
Contined on page 32

los Nakai or compilations of

HOLDING STEADY

Continued from page 25

country singer who died seven years
ago without every really getting his
due. He had a tremendous influ-
ence on a lot of country artists in the
70s and ’80s, but, because of the
controversial nature of his music,
dealing with native issues, he never
found the audience he deserved.”
This tribute, with participating
artists still to be named, is tentative-
ly set for release next summer.

FINDING BALANCE
Another evocative and original
musical concept anchored to the rich
history of indigenous music is Sounds
of Discovery, tracing the legendary
Lewis & Clark expedition in songs
of the period and released by
Makoché Records of Bismarck, N.D.
“We researched the expedition from
a musical point of view,” explains
David Swenson, Makoché CEO and
the project’s producer. “In the
process, we discovered that they had
a fiddler along. The pennywhistle
was also a popular instrument back
then, so that’s what we used, record-
ing the tracks on location along the
expedition’s route.”
Makoché, home to such respect-
ed native artists as Joseph Fire
Crow, Annie Humphrey

realms. “We've just finished a new
album by the Grammy-nominated
group Black Eagle,” reveals Bee.
“We've really set some new stan-
dards for sound this time. It’s cut in
the studio with state-of-the-art
equipment and a lot of special
audio effects.” Bee makes no apol-
ogy for tinkering at the margins of
tradition. “We want to get this
music heard,” he insists. “Audiences
today are more sophisticated.
They’re not going to be satisfied
with the field recordings of yester-
day. You've goi to bring something
new to the table.”

Good to his word, Bee singles out
his rap and hip-hop subsidiary,
Urban Skins, as well as his new-age
imprint, Visions & Rhythms, as
proot of a forward- looking policy
toward new indigenous expressions
in music.

Studio craft does indeed bring
new dimensions to a sound that, for
too long, was relegated to special-
ized ethnic audiences. “I'm more
optimistic about the health of this
company now than any other time
since I founded it,” asserts
Makoché’s Swenson. The reason?
“We're operating the only state-of-
the-art studio in this region of the
country. We've gotten a lot of busi-
ness from local bands, as well as

and Andrew Vasquez, has
also joined forces with best-
selling Sioux author Joseph
Marshall [11 on a music and
spoken-word rendition of
his recent book The Lakota
Way, with accompaniment
by flutist Keith Bear and
others.

To a large extent, the
Native American music busi-
ness has achieved an
admirable balance between
discovering and promoting
contemporary artists and
maintaining its vital culeural
mandate to champion tradi-
tional music. One ol the
standouts in the latter cate-
gory 1s Indian House
Records of Taos, N.M.,
owned and operated by
Tony Isaacs. “Our job is to
keep alive the music of indigenous
people,” he explains. “We leave the
modern stuff to others.”

Underscoring his contention,
Isaacs points to a raft of recent
releases by his company, together
comprising a virtual compendium
ol modern powwow practitioners.
“We've got two great releases by the
Canadian groups Big Bear and
Mountain Soul,” he continues, “as
well as the Crow group, Mandaree
and Yellow Hammer from Okla-
homa. We've also just released the
first of four volumes of Kiowa Peyote
Songs.” 'The market for traditional
music is, Isaacs reveals, becoming
increasingly crowded. “A few years
ago, there were a handful of com-
panies doing what we do. Now, you
can hardly keep up with the new
arrivals in the field.”

Yet, even such mainstays as pow-
wow recordings, often done on site
with minimal recording equipment,
is undergoing something of a trans-
formation within Native American

Tom Bee

soundtrack work from documen-
tary producers like Ken Burns.
There is nothing like us between
the Mississippi and the Rockies, and
that gives us a unique profile when
it comes to attracting quality talent.”
It is, as always, the intangibles
that keep the business both inter-
esting and occasionally disconcert-
ing. “We were hurt a lot when Val-
ley Entertainment went under,”
Swenson continues. “They han-
dled a good 30% of our distribu-
tion, and we've really had to
scramble to find another way to get
our product out there.”
Regardless of the challenges rep-
resented by a rapidly transtorniing
business climate—from pirating
and downloading to distribution
challenges and the constant search
to stay on top of the taste of its small
but sophisticated au.dience—Native
American music continues to thrive,
blazing new creative trails that reach
both back and forward into a rich
and continuing musical legacy. B
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JimM BOYD, THIS IS YOUR YEAR.

2002 NAMMY NOMINATIONS:

Songwriter of the year
Artist of the year
Record of the year

Morthern Cuest Casino, owned and operated by the Kalispel
Tribe of Indiars, congratulates Colville Tribal member,

Jim Boyd, and all other Mative musicians on dheir

Native American Music Award nominations,

Thank you for your song and your inspiration.

northernquest.net
SPOKANE, WA

INCREASED EXPOSURE

Continued from page 26

(o be that of featuring the spiri-
tual aspects of the music and put-
ting 1t alongside world and new
age.” savs Sharon Shevman, pres-
ident ol Redway, Calil.=based
EarthBeat! Records, which
releases compilations of licensed
Natuve American music under its
Ivibal series. “We think these sece-
tions are where we can introduce
it to a consumer who might not
be shopping [or a Native Ameri-
can product per se but is looking
tor something spirritually uplili-

mg.”

PUNK TO POWWOW

Performance opportumities for
Native American acts are as varied
as the music they represent. The
primary vehicles today are fesu-
vals. college campuses. casinos and
the powwow cireuit.

“The powwow really ahmost has
its own top-40 song chart.”
Canvon’s Dovle savs. "All the
groups come out with new songs,
and the [attendees] just have to
have them.”

Asign of the popularity of per-
formance music is the birth ot

R. Carlos Nakai

Gathering of Nations Records,
which came on to the scen