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a00 Are Out In First
Wave Of U.S. Layoffs

A Billboard staff report.

Months of uncertainty came
to an end for PolyGram and
Universal staffers on Jan. 20
and 21, as Universal Music
Group laid off 500 label employ-
ees in the consolidation of its
labels with those acquired from
PolyGram. It was the first big
wave of U.S. staff cuts that will
eventually total 1,200 this year.

Many artists are also expect-
ed to be cut from the rosters of

(Continued on page 94)

Dperations Regrouped
In Euro Territories

BY MARK SOLOMONS
LONDON—Universal Music
Group (UMG) is dealing its
hand in Europe, and the
strength of PolyGram’s suit is
clearly visible. With just a hand-
ful of smaller territories where
Universal Music had pre-merg-
er companies still to disclose
their plans for their newly
merged operations, a broad pat-
tern is emerging in the big ter-
ritories that reflects Poly-
Gram’s regional dominance.
Former PolyGram labels
become the principal home for
demestic repertoire, as well as
taking on the lion’s share of
responsibility for Universal’s
and PolyGram’s international
repertoire in Germany, France,
the Netherlands, and Spain, in
(Continued on page 93)

Record Glubs Utilize New Strategies

BY ED CHRISTMAN online, including a “club” of a differ- having “hassle-free membership.” BMG Direct, on the other hand,
and MICHAEL PAOLETTA ent sort—the membership-based Unlike the traditional “negative  has concentrated on trying to find
NEW YORK—After flying high  EveryCD (see story, page 6). option” tactic employed by record growth with existing members by
during the first half of the *90s and Any dulling of their own clubs, whereby members enhancing service and promotions,

have to send back postcards  including offering free sampler CDs
every month to stop delivery  to members, as well as targeting buy-
of the club’s “selection of the  ers through genre-based clubs.

month” title, Play members In addition, both record clubs
have two years to choose a  anticipate that the Internet will have
minimum of six titles for a dramatic impact on their business.

enjoying a new sales peak in 1994,  competitive edge is something
record clubs saw a slight 1995-96  the record clubs are now aim-
sales decline turn into tough times in  ing to change through innov-
1997. But after undergoing re- ative new tactics, aggressive
trenchment during those years, the advertising, and improved
clubs have seen their business stabi-  customer service.

lize in 1998 as they tried new selling Among the new business purchase, without worrying  Already, the two clubs have among
strategies and received a boost by  strategies being about automatic  the most highly visited World Wide
tapping the growing power of the employed is Play, NEWS ANALYSIS shipment of un- (Continued on page 105)
Internet as a music sales tool. a club created by wanted product.

None of this has apparently affect-  Columbia House, Play, which de-

ed the view of record retailers, who  the record club jointly owned by Sony  buted in June, was highly publicized ,sns H&B nanin Is
have long been foes of record clubs, Music and Warner Music Group. via TV commercials during De-

in any form and at any level of suc- Columbia House advertises Play as  cember. prnVing less npen
cess. The clubs’ decline from their

heyday, however, has made them less = I“ Brnssnver Aﬂts
of a competitive threat, some mer-

chants maintain, although other new This story was prepared by
competitors seemingly rise daily Dana Hall, managing editor of

BY HOWELL LLEWELLYN complex, highly danceable, and re- R&B Airplay Monitor
HAVANA—Compay Segundo and  flects the problems and contradic-

MUSIC TO MY Eﬁﬂs Afro-Cuban All Stars tions of contempo- NEW YORK—In the early '80s,
e may be Cuba’s inter- rary Cuban society. it was common for R&B stations
; national face, but the The world is set to to play such top 40 artists as
cutting-edge music on hear more of this
the island today is music through major- Label Pacts With Radio
timba, an evolved label involvement and Stations Draw Government
form of Cuban salsa the touring of key Attention ... Page6
that has little to do acts (see story, page |
with that of neighbor- 97). Culture Club, Exposé, or even
ing countries or of “In 15 years’ time, Cyndi Lauper when those acts
New York. music historians in the U.S. and released dance- or R&B-fla-
Timba is musically aggressive, (Continued on page 97) vored songs. Even at the

decade’s end, when the advent of

p “churban” radio forced main-
INSIDE THIS WEEK'S BILLBOARD stream R&B outlets to narrow
their focus, the format still sup-

EI""'I:II Eams ported a handful of white

artists, among them Lisa Stans-

ﬂl!VlltEﬂ faIIS field, George Michael, and

Sheena Easton, who worked in

ViaSetOnSony | anré&Bidiom.
- (Continued on page 103)
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ausan Tedeschi’s Blues ‘Burn’ New Path

Success craves a crowd, but the loneliness of daring to do some-
thing different ensures the degree of isolation that originality de-
mands. And if all this must occur in the uncertain, retrenching mu-
sic-business climate of the late *90s, you're bound to get the blues.

“You really can’t keep up a traveling and touring pace like this
indefinitely,” muses 28-year-old guitarist/singer Susan Tedeschi,
speaking into a crackling cell-phone connection as her speeding
van careens along a darkened Florida highway, “because 1 think
it would probably kill you. For 1999, I'm just hoping I can find the
time to do my taxes and to eventually find someplace to live, he-
-ause I don’t even have an apartment.”

There’s an extended, involuntary pause as the howling rumble
of a drifting phone signal drowns out any chance of discussion,
this modern noise of a human being in transit becoming the same
signature sound of unwonted seclusion as a train whistle or a dron-
ing delta-blues riff once was. We seem a nation on hold, each of us
alone and hurrying toward indistinct dreams as we struggle to
somehow keep our long-distance connections to

main highlights of her live shows, including “Gonna Write Him A
Letter,” “Locomotive,” and **Love Never Treats Me Right.”
When the *Just Won't Burn” album first appeared in '98, she
hit the road on assorted blues bills that included opening slots for
Jonny Lang, B.B. King, and Buddy Guy, but she's also been paired
with acts as diverse as John Hiatt, Rusted Root, and New Radicals.
That she shines in all settings is part of the magic of her passion-
ate, utterly unpretentious approach to her music. And if you've
never seen one of Tedeschi’s concerts, you won't appreciate the
depth of one of the best new artists of the "90s until you do.
Looking like a nice, mildly worldly Catholic girl attending
evening Mass, Tedeschi steps onstage dressed in spike heels and
1940s-50s sweaters and skirts found in secondhand shops, her hair
held primly back by barrettes. And she shyly proffers each selec-
tion as if it were the last cake at a parish bake sale. But when her
band erupts and she starts to sing, her vocals seethe, swoop, and
roar with enough sensual bluster to break the seals on whiskey
bottles and tear the leaves from trees.

almost everything. In Tedeschi’s case, she’s midway
from Orlando to Pensacola for another one-night
c¢lub stand in Florida. And when the striking young
redhead reaches the next bandstand on her unend-
ing itinerary, her tangled ruby tresses spill over her
blue eyes as she gets her Telecaster to spit out more
tales of need and frustration.

“It Hurt So Bad”—a broiling cut from “Just
Won't Burn,” her debut major-label album on Tone-
Cool/Rounder/Mereury—is gaining ground at rock
stations nationally. Airplay for the record’s title song
has also helped the album notch sales of some
106,000 copies since its release last February, ac-
cording to SoundSean. But the slinky/smoldering
way Tedeschi intones *“You Need To Be With Me,”
the woeful track that just went to triple-A radio, S
could be the reason “Just Won't Burn” is now aver-
aging sales of more than 4,000 copies a week.

“I wrote the first part of ‘You Need To Be With

1

music

TO MY EARS

by Timothy WI_|iie

“I've had a belt in my voice since I was 10,” she
admits with a giggle. “I first heard my own vibrato
in my singing at 6, when I played a workhouse boy in
‘Oliver!, and then I did other musical theater as a kid,
| like ‘Grease, ‘Evita,’ and ‘Once Upon A Mattress."”
i Entering the world Nov. 7, 1970, at Boston’s St.
' Margaret’s Hospital—the last of three children

(and the only girl) born to retired video retailer
| Richard Tedeschi {(descended from a family of New
| England grocers) and the former Patricia Rae

Doherty—Susan grew up spinning her dad’s blues
| and folk records in the suburb of Norwell. She
wrote her first song, *“Somebody Watches,” at 14
(“Somebody watches over you/And everybody

-ants to be loved, too”), spent her pocket money on
John Lennon's “Imagine” and the first Led Zep-
pelin album, and dabbled in piano and clarinet while
playing guitar in local bands. She also sidestepped
her Catholic roots to sing in local Baptist and Meth-

Me’ in Somerville [Mass.],” says Tedeschi, “and 1

finished it on the ferry to Martha’s Vineyard. Its rhythm was influ-
enced by Bob Marley as much as the blues, and it’s a love song.”
Searching for a crowning passage to reinforce the message of the
Iyrics, Tedeschi borrowed words for the third verse from another
Massachusetts-bred chronicler of seclusion, Emily Dickinson.

“I just opened the book of her complete poems, which are most-
ly untitled,” she recalls in the smooth girlish soprano that is her
speaking voice, “and on the first page I saw, my eye went to a few
lines that fit perfectly: ‘I stepped from plank to plank/So slow and
cautiously/The stars about my head 1 felt/About my feet the sea.’

“It turns out,” she adds, a little sadly, “that the song was writ-
ten about somebody who wasn’t meant for me.” There's another
pause on the phone; even though its reception is now clear, all that’s
audible is the van's engine as it coughs into gear.

“I've been on the road nonstop since last February,” Tedeschi
suddenly resumes, shifting subjects. “And I guess I've been tour-
ing constantly since around 1995, when I put out my first album.”

That record is a 10-track, self-released effort called “Better
Days,” ¢redited to the Susan Tedeschi Band. It’s an admittedly
“raw” release, yet it includes several self-authored songs that re-

odist churches beside their largely black congre-
gations. Graduating in 1991 from the Berklee College of Music
(where she’'d studied jazz and rock), Tedeschi joined regular blues
jams in the Boston-area clubs Johnny D's and Wally's. In the
proeess, her distinet hybrid guitar style—incorporating folk
chording, bent-note leads, and {renetic finger-picking—acquired
a blues/gospel fierceness rooted in melody and rhythm.

“It's a version of my singing, really,” she says, “because it
evolved as my listening tastes moved from guitarists like Johnny
*Guitar’ Watson and Freddie King to singers like Irma Thomas
and Etta James. I like to sound pretty—or to sound evil and maybe
to squeeze the hell out of notes,” she says bashfully. “The guitar
and vocals are supposed to have the same kinds of dynamies.”

But what's so very special about Susan Tedeschi is not that she's
bringing a new voice to the blues or an honest investment to her
original love laments, but that, as audiences and other artists tell
her after every gig, “Boy, you sound like you.”

Today’s musicians toil in an industry without guarantees for
even the truly unique and gifted. But if there's any professional
or personal justice in the world for a lonely pilgrim like Susan
Tedeschi, she won't stay that way for long.

LETTERS ==

EXPLAINING E-COMMERCE LIABILITIES?
Can someone explain to me what Hilary
Rosen means (“E-Commerce Tops Indus-
try Agendas For 106th Congress,” Bill-
board, Jan. 16) when she speaks of con-
sumer eredit and E-commerce liability
being major topics for the Recording
Industry Assn. of America (RIAA) this
year and she states, “. . . you know; like, if I
were selling music online, and somebody’s
computer crashes.” Is the RIAA looking to
help online shoppers by giving them the
ability to sue an E-commerce site when
their browser crashes after using Shock-
wave or Real Audio and it causes their com-
puter to lose a document when writing, say,

the request of the Harry Fox Agency, Poly-
Gram Musie Publishing, and Warner/Chap-
pell Musice, that published users’ postings
of lyrics. | agree lyrics are the intellectual
property of the writer and publisher, but is
it illegal for the site to simply encourage
users to post lyrices, or to enhance shoppers’
buying experiences? These issues need to
be dealt with.
Rich Masio
CDnow Inc.
Jenkintown, Pa

WARNER BROS.’ ‘THE BOB MARLEY STORY’
Timothy White's kind words about a
seript (*Filming The Lessons Of A Reggae

Tt is rewarding in the most profound way
to know that someone who cares about this
complex genius has an understanding of
my take on the man—inspired and first
given life by Timothy in his book (*Catch A
Fire: The Life Of Bok Marley™).

Ron Shelton
Santa Monica, Calif

I enjoyed White's column in the Jan. 9
issue of Billboard on the sereenplay for Bob
Marley's life. As always. I learned more
about an interesting figure who has, in sonme
way. affected me. Because it's based on
White's book, whieh | thoroughly enjoyed
reading, 1 hope it reaches the sereen.
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Rock Is Still Relevant Music fFor The People

| BY MARY CUTRUFELLO

There has been a lot of talk lately about
the death of rock’n’roll. It’s an issue that’s
raised in just about every interview I do,
and in talking with people around the
country as I tour with my band, it strikes
me that it’s a question burning in a lot of
people’s minds.

Of course, I've always answered with
an emphatic “Hell, no”—a statement [
believe to be true. But in the wike of such
events us the recent firing of New York
radio legend Scott Muni from WNEW-
FM, one has to wonder: Has rock’n’roll
music, the voice and conscience of two
generations of Americans, ceased to be
relevant? Has the sound of loud guitars
ceased to stir the American heart? Are
the great mass of Americans so cynical as
to be unmoved by tales of everyd:y hero-

ism and the struggle to live with dignity in
a tempestuous world?

I think not. In fact, I know not. I spend
 lot of time on the road, and one thing
that’s constant in neighborhood and work-

‘One thing that’s con-
stant in neighborhood
and working-class bars
from Portland to San
Diego is the content of

"2 the jukebox’

Mary Cutrufello is a Mercury Records
artist.

ing-class bars from Portland, Maine, to
San Diego is the content of the jukebox.
You can count on seeing CDs from Tom
Petty, Bob Seger, Bruce Springsteen, John

Mellencamp, Creedence Clearwater Re-
vival. These artists’ message still res-
onates wherever people are looking for
something to believe in. They may not be
the hippest bands right now, but their
music was built to last. It was built to tell
the truth about what it means to live with
dignity in this world. And that’s the great
potential of rock’n’roll.

It’s very easy, [ think, to get caught up
with who’s on the cover of whatever mag-
azine or who's in the tastemakers’ CD-
changers this week. But it’s important to
remember the people who look to rock
‘n’roll to give their lives clarity and digni-
ty—or at least a sense that there’s some-
thing more. People fall in love with rock
‘n’roll because it moves them; because it
gives them something to believe in in a

(Continued on page 27)
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BY PAUL VERNA

NEW YORK—As the music busi-
ness undergoes unprecedented
consolidation, a round of acquisi-
tions is rocking the U.S. recording
studio industry in all its major
markets.

In the first
weeks of 1999,
New  York’s
famed Hit Fac-
tory Recording
Studio  pur-
chased Miami’s
Criteria, while
Cello Studios—
a new venture
headed by producer John Porter—
acquired three of the seven rooms
that make up Allen Sides’ Ocean
Way Complex in Los Angeles.

News of these two purchases
closely follows the December
1998 mergers between two sets
of Nashville studios: Emerald
Recording and Masterfonics,
and Seventeen Grand Recording
and Love Shack Studios (Bill-
board, Jan. 16). Earlier in 1998,

TROY GERMANO

otudio Sales Gontinue

Consolidation Felt Throughout Industry

the consolidation trend was fore-
shadowed by a joint venture
between New York mastering
studio Sterling Sound and Lon-
don’s Metropolis (Billboard,
Sept. 26, 1998).

Cello Studios is a division of
Cello Holdings
Ine., a new firm
funded by a
silent partner
that entered the
recording indus-
try recently
with the pur-
chase of high-
end audio man-
ufacturer Cello Electronics. The
firm includes an independent label
named Jericho Records.

Both the studio operation—
which Cello purchased from Sides
for “close to $7 million,” according
to a statement released Jan. 20—
and Jericho will be overseen by
John Porter, an L.A.-based pro-
ducer whose credits include Bryan
Ferry, B.B. King, the Smiths,

(Continued on puge 99)

SIDES

Politicians Gall For FGG To
Examine Label/Radio Deals

This story was prepared by Frank
Saxe, veporter for Avrplay Monitors.

NEW YORK—A call for the Federal
Communications Commission (FCC)
to look into whether radio groups are
sidestepping federal payola laws by
cutting deals with record labels may be
more smoke than fire, although some
in the industry say they would welcome
such government intervention,

In a Jan. 14 Los Angeles Times
article, Sen. Paul Wellstone (D-
Minn.) and Rep. John Conyers (D-
Mich.) called on the FCC to look into
the matter and threatened to intro-
duce new legislation to close any
loopholes that may exist.

“The idea that radio stations may
have invented new ways of accepting
pay-for-play confirms my worst fears
about merger mania,” Conyers told
the Times, adding, “I don’t think

Congress should stand by idly.”

But Capitol Hill insiders believe
it’s unlikely that any legislation deal-
ing with payola will go far during the
first session of the newly sworn-in
106th Congress, particularly given
the Senate’s preoccupation with the
president’s impeachment hearings.

The issue has been raised in the
wake of a million-dollar exclusive-
access deal signed in December be-
tween independent record promoter
Jeff McClusky and Cumulus Broad-
casting. It gives McClusky access to
high-level Cumulus programmers
who have a say over which records
make it onto the airwaves at the
group’s 212 stations.

“Everybody’s looking for access to
PDs so0 they can influence their per-
spective,” McClusky says. “The
industry thrives on it. Broadcasters

(Continued on page 103)

Provident Faces Labor Dispute

BY DEBORAH EVANS PRICE
NASHVILLE—Officials at Nash-
ville’s Musicians Union are up in
arms over Provident Music Group’s
continued refusal to sign an AFM
Phonograph Record Labor Agree-
ment (BillboardBulletin, Jan. 19).
Harold Bradley, president of AFM
No. 257, is threatening repercus-
sions for Nashville’s union musi-
cians who perform on sessions for
Provident, the Christian music arm
of Zomba, which encompasses Re-
union Records, Benson Music
Group, Brentwood Musie, and their
affiliated labels.

Provident Musie Group chairman/

CEO Jim Van Hook says this is not a
new issue. As founder of Brentwood
Records, he says that his company
has never been signatory. Reunion
was a signatory to the agreement
under prior ownership. The compa-
ny was bought by Zomba in 1996,
and when its union agreement ex-
pires Jan. 31, the label says it will not
sign a new contract.

“Provident [has] always paid union
scale—even though we have not been
contractually bound to do so,” Van
Hook says. “This is not new. We've
taken this position all along.”

The source of contention in the

(Continued on page 94)

Edel, Intel Invest In Eagle Rock

BY DOMINIC PRIDE
LONDON—German indie edel and
U.8. microchip manufacturer Intel
Corp. are taking a stake in Eagle
Rock Entertainment, the British
label and TV syndicator.

The two parties will invest a total
of 3.3 million pounds ($5.4 million) in
the company, allowing it to proceed
with plans for signings, expansion in
the U.S., and exploring new avenues
for exploiting its copyrights via elec-
tronie means.

In the longer term, the cash from
Intel and its computer expertise will
allow Eagle to exploit audio and video
copyrights, according to the compa-

ny’s executive chairman, Terry Shand.

“Intel brings a wealth of experi-
ence and research,” says Shand. “We
want to get into electronic distribu-
tion of our product. We're looking at
the Internet, but also at broad-band
PC technology.”

Eagle Rock was founded two years
ago by Shand, former chairman and
founder of Castle Communications,
with colleagues Cliff Dane, Geoff
Kempin, and Julian Paul.

The company has a label, Eagle
Records, and an audiovisual arm that
owns and exploits TV and video rights.

BMG Entertainment Internation-
al UK. & Ireland, which distributes

EveryGD.com Dffers “Wholesale’ Glub

BY ED CHRISTMAN

NEW YORK—A 3'%-year-old online
CD merchant has captured the mu-
sic industry’s attention by stepping
up its marketing efforts with full-
page advertisements in national
newspapers.

EveryCD Inc., which trades at
EveryCD.com, is using the ads to
tout its adaptation of a tried-and-
true brick-and-mortar retail concept
to the E-commerce arena: It is imi-
tating warehouse membership clubs
and charging a yearly membership
fee of $39.95 for access to CDs at
what it says are wholesale prices.

Consumers who join the Stamford,
Conn.-based EveryCD.com get to
buy CDs at purportedly wholesale
prices. In a full-page advertisement
in the Jan. 13 issue of The New York
Times, it also dares potential mem-
bers to “name any CD we don’t have,
and we'll give you two free CDs.” In
addition, the company says, it recent-

ly took out full-page ads in The Wall
Street Journal and USA Today.

EveryCD is the brainchild of Rob-
ert W. Nesbit, co-founder and presi-
dent, and S. Pierce Ledbetter, co-
founder and director of marketing
and Web development.

According to information on the
site, EveryCD says that its average
CD price is about $9 and that mem-
bers typically save “approximately
25%-30% off of suggested list price
(or about $4-$5).” But an online check
of Mariah Carey’s “#1’s” album
found a price of $13.08, which is
about 75 cents to $1.10 higher than
what most one-stops were charging
during the holiday selling season.

In addition to its low prices, the
online site offers what it terms “con-
cierge services,” including a search
team that will look for desired out-
of-print recordings.

Ledbetter declines to reveal mem-
bership numbers or sales volumes.

Euro Biz Gains In G’right Fight

Telecoms, Hardware Cos. Prep For Feb. Talks

BY JEFF CLARK-MEADS
LONDON—The European record
industry has won a major victory in
the war for effective copyright law.
But now all eyes are on next month’s
final battle—and it promises to be a
brutal conflict.

The European Union’s draft Copy-
right Directive completed its com-
mittee stages Jan. 20, and the result-
ing document contains the bulk of
provisions that record companies
have pressed for (BillboardBulletin,
Jan. 21). However, this means that
the labels’ opponents—the telecoms
and hardware companies—are at a
disadvantage.

“They have nothing left to lose,”
says Frances Moore, head of Euro-
pean affairs for the International Fed-
eration of the Phonographic Industry
(IFPI). “They are going to try every-
thing they can in the next couple of
weeks to stop this going through. It's
going to be a dirty fight.”

The final chance of the telecom
alliance to change the draft directive
will be when the document is debat-
ed by a full session of the European
Parliament in the second week of
February.

An indication of the ferocity of the

arguments the alliance is likely to pre-
sent can be seen in its response to the
committee stages, the latest round of
which it says has “jeopardized the
future of the Internet.”

Four parliamentary committees
have now considered the draft Direc-
tive. The last and most significant of
them was the Legal Affairs Commit-

(Continued on page 99)

the company’s audio product in the
UK., already has a stake in the com-
pany. Edel, which last year had a
stock market flotation in Germany,
distributes the company’s audio
product in Europe outside the
Benelux region and Finland, a rela-
tionship that led to the present
investment, says the company.
Shand declines to specify the
breakdown of the new share hold-
ings, but sources close to the deal
suggest that the three outside
investors ewn close to half of the
company, with the remainder held
by Eagle Rock directors.
(Continued on page 101)

Gannes Pact
otill Awaits
DG4 Sign-0ff

BY JEFF CLARK-MEADS
LONDON—The Cannes Accord, the
document that brought peace to the
European rights arena, has still not
cleared its final hurdle—two years
after being signed at MIDEM 1997.
The European Commission’s compe-
tition department, DG4, is still con-
sidering the deal. It is within the de-
partment’s power to annul the accord
even at this late stage, although the
people who struck the deal say they
do not regard this as likely.

All multi-company, multinational
deals in the European Union must be
submitted to DG4 for approval. The
department has been considering the
accord, whieh is an agreement be-
tween Europe’s music publishers and
collection societies, since late '97.

Says Crispin Evans, director of
legal and business affairs at Poly-
Gram International Music Publish-
ing and 4 man at the center of the
issues the accord addresses, “The
power that DG4 has is to say ‘yes’ to
the document, to say ‘no,” or to say
‘yes—but.’”

Evans adds that neither he nor the
other parties have been given any
indication of what decision the de-
partment will make. He declines to
speculate on which parts of the ac-
cord DG4 might not aceept if it says
“yes—but.”

{Continued on page 101)

BY BILL HOLLAND
WASHINGTON, D.C.—A small,
nonprofit New Hampshire Inter-
net publisher;, backed by a Harvard
University law group, has chal-
lenged the constitutionality of the
new Sonny Bono Copyright Term
Extension and Fairness in Music
Licensing Act, passed by Congress
and signed into law late last year
(Billboard, Nov. 7, 1998).

The Harvard University Law
School’s Berkman Center for
Internet and Society is represent-
ing Eric Eldred, publisher of

Suit Ghallenges C’right Extension

Eldritch Press, who argues that
Congress’ three-time extension of
copyright term (1909, 1976, and
1998) ignored the specific lan-
guage of the Constitution, which
calls for a copyright term of limit-
ed duration,

Eldritch Press posts “improved”
versions of print books (with notes,
illustrations, Internet links, bibli-
ographies) on the Internet. Some
of the material is in the public
domain, often out-of-print and
unobtainable in other ways; the

(Continued on page 103)
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Tejano Awards Show Has Rival

BY RAMIRO BURR

SAN ANTONIO—The Tejano music
awards season is unfolding this year
with a dramatic twist: For the first
time in Tejano history, there are two
awards shows recognizing the most
popular artists. The question is, Will
there be enough artists to accept the
honors?

More trophies than ever will be
handed out in the upcoming, look-
alike awards ceremonies—the long-
standing Tejano Music Awards, or
TMAs, and its upstart rival, the
Tejano Entertainers and Music
Assn. Awards, now dubbed the
TEMA Awards.

The multiplication of awards
shows comes even as the Tejano
market is still sliding downward
from its phenomenal growth in the
early '90s. Industry executives are
reporting sluggish album sales,
uneven concert attendance, and a
conservative radio atmosphere.

Most industry executives say they
support both shows, although pri-
vately some are cautious.

“We're going to participate in both
for sure,” said Rick Longoria, direc-
tor of sales for Freddie Records. “But
the opinion is still out on the TEM As
because they are new, and we'll see

how well they are going to do.”

Among the many common denom-
inators of the two programs is Rudy
R. Trevifio.

Last year, Trevino founded TEMA,
a trade group, shortly after he left his
18-year post as executive director of
the original TM As, which he co-
founded. The TM As are presented
each year by another trade outfit, the
Texas Talent Musicians Assn.

The TEMA Awards are scheduled
for Feb. 27 at the Municipal Audito-
rium here, while the TMAs are
scheduled for March 20 at this city’s
Alamodome.

Both groups filed lawsuits last
September in 150th State District
Court here as part of a dispute over
who has the right to produce a Te-
jano musie awards show (Billboard,
Oct, 17, 1998).

In the complaints, the TMA
claims TEMA is unfairly producing
a mirror awards show with propri-
etary business information, while
Trevifio claims the TMA is unfairly
trying to stop his enterprise as well
as damaging his reputation. The
cases are still pending.

Certainly, each show strongly
resembles the other. Both cere-
monies will be preceded by industry

Recard V. For Musicland

BY ED CHRISTMAN

NEW YORK—The Musicland
Group capped its turnaround
effort of 1996 and 1997 by
achieving record earnings and
sales for the year that ended
Deec. 31, 1998.

According to a company
| statement, Musicland had a net
income of $38 million, or $1.10
per share, on sales of $1.85 bil-
lion last year,

The earnings total repre-
sented a 172% increase from
the $14 million in net income,
or 42 cents per share, earned
during the previous year, and
sales increased 4% last year
from ’97’s $1.77 billion.

For the year, earnings
before interest, taxes, depreci-
| ation, and amortization were
| $124.3 million, up 45.5% from

the $85.4 million generated in
1997.

Musicland posted a compa-
rable-store sales increase of

6.7% last year, up from the
4.5% rise turned in for 1997.
During the company’s fourth
quarter, Musicland’s net earn-
ings totaled $50 million, or
$1.42 a share, on sales of
$699.9 million. While that was
up 3.5% from last year’s sales

of $676.2 million, net income
was off 23.8% from the $65.7

million earned in 1997. ]

However, earnings were
affected in 1998’s fourth quar-
ter by corporate income taxes
totaling $21.4 million. For the
same time period in 1997, the
company paid income taxes of
only $300,000.

RECORD COMPANIES. Capitol Rec-
ords in Los Angeles names David
Linton senior VP of R&B promo-
tion and marketing. He was VP of
black music promotion at Arista
Records.

Jeffrey Harleston is named se-
nior VP of business and legal affairs
at MCA in Universal City, Calif. He
was VP of business and legal affairs
at Universal Music Group.

John Vernile is named senior di-
rector of promotion at Sony Classi-
calin New York. He was director of
promotion at Koch Records.

Chrissie Lindsey is promoted to
director of special markets at Arista
Records in New York. She was asso-
ciate director of special markets.

LINTON HARLESTON

Jeff Wooding is promoted to
marketing director and Alicia
Dumont is promoted to film and
television license coordinator at Qut-
post Recordings in Los Angeles.
They were, respectively, office man-
ager and an assistant.

Lucy Barragan is named man-
ager of crossover promotion at Elek-

awards ceremonies and daylong fan
fairs. Each awards show has an-
nounced the list of nominees based
on input from artists, radio, and
record label officials. And both
groups sent ballots to randomly
selected households throughout the
state to determine winners.
Despite the legal tussles, industry
players say they welcome both groups.
“The individuals involved with
both awards are reputable, respect-
ed members of the Latino music
community,” says producer Michael
Morales, who co-founded Mas Enter-
tainment and whose label, Barb
Wire, has Rubén Ramos and Amber
Rose. “For that reason, I think the
awards will be good things.”
Veteran booking agent Bill An-
gelini, who represents Jay Pérez,
also takes a sanguine view of the sit-
uation. “Whenever there is some-
thing promoting Latin musie, it can’t
be bad,” he says. “But if the other
show doesn’t offer anything differ-
ent and it’s more of the same, then
it’s a waste of money.”
But for now, Pérez is supporting
both shows.

Assistance in preparing this story
was provided by John Lannert.

BY JEFF CLARK-MEADS
LONDON—British music industry
executives have begun to lend
weight to a campaign asking West-
ern governments to mark the mil-
lennium by canceling Third World
debt. They now hope their counter-
parts in other nations will join the
initiative in time for the pivotal G8
summit of world leaders in June.

The project, Jubilee 2000, is now
in its early stages in the U.K. The
music industry executives involved
in it say they are aiming for a
broad-based campaign that they
hope will embrace information
included in CD cases, a presence
in record stores, and support from
prominent artists.

London-based Jubilee 2000 is
backed by a number of charities
and other groups. Its special ini-
tiatives coordinator, Jamie Drum-
mond, says it is much like the anti-
apartheid movement in that it is
driven by a number of separate
bodies and individuals, including
the organization for which he
‘ works, Christian Aid.

UK. Biz Joins Debt Gause \

West Asked To Forgive 3rd World Loans

An experienced charity cam- ‘
paigner, Drummond says he is
aware that initiatives such as
Jubilee 2000 enter the public con-
sciousness only if backed by promi- l
nent public figures and well-known
companies. On that basis, he
sought help from the record indus-
try, a call answered by Beggars
Banquet founder Martin Mills,
Island Reeords U.K. managing
director Marc Marot, and Univer-
sal Music International general
counsel Richard Constant.

Constant, whose involvement in
the project is as an individual and
not on Universal’s behalf, says
Jubilee 2000 already has expres-
sions of support from two major
record companies in the U.K.

Discussions are under way with
the British Assn. of Record Deal- [
ers, the International Managers
Forum, the Concert Promoters |
Assn., and broadeasters to estab- l
lish levels of support from compa- |

nies in those sectors.
“We want to try to engage as
(Continued on page 99)

Two Firms Have Got The Ticket On Web

BY DOUG REECE

LOS ANGELES—While many on-
line music business ventures are
viewed as financial “black holes” by
skeptics, at least one endeavor—
Internet concert ticket sales—has
proved to be very lucrative.

Ticketmaster Online, for instance,
reported more than $10 million in
sales per month when it announced
last year that it would merge with
CitySearch Online Guides (Bill-
boardBulletin, Aug. 14, 1998).

Now two other companies are also
moving aggressively with online tick-
eting solutions in order to satiate
consumer demand.

Oakland, Calif.-based TicketWeb,
an Internet ticketing pioneer with
three years’ experience, recently
announced it had solidified exclusive
online ticket sales relationships with
popular London venues Shepherd’s
Bush Empire and the Brixton Acad-
emy. In 1998, TicketWeb sold

URN

VERNILE LINDSEY

tra Entertainment Group in Los
Angeles. She was music director at
KCAQ Oxnard, Calif.

RELATED FIELDS. MTV Latin Amer-
ica in Miami names Jorge L. Diaz
de Villegas VP of marketing and
communications. He was director of
circulation/marketing at Miami

T A

$600,000 worth of tickets monthly.

TicketWeb also has a strong pres-
ence in South Africa by virtue of its
partnership with African Media
Entertainment, owner of the coun-
try’s largest concert promoter, BIG
Concerts.

The global expansion, says Ticket-
Web president Andrew Dreskin, at
least partially reflects the company’s
desire to sidestep Ticketmaster’s
U.S. dominance.

“It was a natural extension for us,
and we find that the barriers to en-
try that typically exist in the U.S.
don't typically exist outside the U.S.,”
says Dreskin. “Generally, there are
more nonexclusive deals.”

Meanwhile, Tickets.com, which
launched Jan. 19 at www.tickets.com,
is taking an all-inclusive stance by
offering everything from airline tick-
ets and $3,000 Super Bowl packages
to Rolling Stones and zoo ducats.

“Qur cutoff is high school basket-

ball,” quips Tickets.com president/
CEO Jim Caccavo. “We've got tick-
ets for 50,000 venues across the Unit-
ed States, and that includes commu-
nity theater, NASCAR, and on- and
off-Broadway shows.”

Through links to Ticketmaster
Online, the site is also offering tick-
ets to shows by such acts as Rob
Zombie, the Rolling Stones, Garbage,
Bob Dylan, and Lauryn Hill.

Though Tickets.com does not make
any money from sales generated via
these links, Caccavo is hopeful that
the companies can reach an agree-
ment in which they will be cross-
channeling traffic for various events.

But why should Ticketmaster pair
with the company when it is already
driving consumers to the site for free?

“If they don’t want to work with
us, we'll work with everyone else, and
at some point we'll either turn off
traffic to them or leave it on,” says

(Continued on page 105)
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WOODING DUMONT
Herald/Nuevo Herald publications.

Advantix in Newport Beach,
Calif., names Dan Cooper senior VP
of national operations and Steve
Perrin senior VP of technology.
They were, respectively, director of
operations for EDS Global Sports
and director of development for
EDS France.

BARRAGAN DIAZ DE VILLEGAS

Ticketmaster in West Hollywood
names Brian Kabatznick executive
VP/director of international devel-
opment. He was VP/GM of Ticket-
master Midwest.

Ticketmaster Southeast in Char-
lotte, N.C., names Geoffrey Carns
GM. He was regional marketing di-
rector at Feld Entertainment.

8
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BY THOM DUFFY

When Charlotte Church steps
up to the microphone March 9 at
the opening session of the Nation-
al Assn. of Recording Merchan-
disers (NARM)
Convention in w
Las Vegas, the SONY
classically 7J
trained soprano
will be one of the youngest per-
formers ever to sing at the annual
gathering of U.S. music mer-
chants. She'll certainly be the only
13-year-old Welsh schoolgirl to
have done so.

Church’s Sony Classical debut
album, “Voice Of An Angel,” re-
cently topped the U.K. classical
ehart; she became the youngest
artist to claim that achievement. It

- _—

a0ny’s Young Soprano
Ghurch Prepares U.S. Bow

also became a top five pop album
hit in the U.K., with double-plat-
inum (600,000) certification.

In the U.S., “Voice Of An Angel”
will be released March 16 by Sony
Classical. In
recognition of
the project’s
crossover poten-
tial, the label
will work with
sister label Epic
Records on the
marketing of
the album.

Chureh, who turns 13 on Feb.
21, is due to make her American
performing debut Tuesday (26)
with a New York showecase. She
has already sung at the 50th -

(Continued on page 101)

CHURCH

Golin James Eyes U.S. Swing Fans

Genre’s Longtime Canadian Proponent Offers New Elektra Set

BY LARRY LeBLANC

TORONTO—The acceptance of
swing in the U.S.—as evidenced by
the success of swingsters like the
Brian Setzer Orchestra, Squirrel
Nut Zippers, Big Bad Voodoo Daddy,
and Cherry Poppin’ Daddies—may
have primed the market for Canadi-
an Colin James, whose second set in
the genre, “Colin James & The Lit-
tle Big Band I1,” is slated for U.S.
release by Elektra Entertainment
Group on Tuesday (26).

James says that, unlike now, there
was little interest in swing-styled
music in the U.S. when his first such
album, “Colin James & The Little
Big Band,” was released worldwide
by Virgin Records in 1993. While
that album has sold 220,000 units in
Canada, according to Bill Banham,
VP/GM of Virgin Musie Canada,
SoundSean reports that it has sold

only 17,000 units in the U.S.

James concedes that the U.S.
industry wasn’t then geared up for a
swing set.

“I remember being in the Virgin
office in L.A. saying I wanted to make
an R&B swing
record,” he recalls.
“It was like, ‘You
guys get it,
right?’ [Despite
poor sales], we
got strong U.S.
press, and the
record infiltrated
swing societies
and small organizations that started
the [current swing] movement going.
Hopefully, with this record, people
will understand that the approach
we're taking is quite musical.”

Working with many of the same
musicians who played on the first set,

W,

JAMES

James once again explores the jump
style of horn-dominated R&B on
“Colin James & The Little Big Band
I1.” The album was released last
June in Canada by WEA Records
and has sold 110,000 units there to
date, according to
| SoundScan.
“This is the
‘ music Colin’s audi-
| ence wants to hear
l him do,” says Tim
Baker, buyer with
| the 33-store Sun-
| rise Records in
Canada. “The al-
bum just keeps moving for us.”
“Colin’s a great musician, and he’s
playing in a style that is now having
some popularity here,” says Nancy
Jeffries, senior VP of A&R at Elek-
tra Entertainment Group in New
(Continued on page 102)

Judie Tzuke Acts As Her Own ‘Agent’ With Big Moon Album

BY PAUL SEXTON
LONDON—ASs she approaches the
20th anniversary of her British
breakthrough, Judie Tzuke is defi-
antly nurturing her career via her
own cottage industry.

The English singer/songwriter
may forever be associated with “Stay
With Me Till Dawn,” her 1979 top 20
U.K. hit for Elton John’s Rocket
label, but she continues to rebel
against the all-too-familiar margin-
alizing of artists of that generation.

“Secret Agent,” Tzuke’s latest al-
bum for her own Big Moon label, was
released in December and, like its
predecessors “Over The Moon” and
“Under The Angels,” will not be
found in any record store.

The distinguished 12-song set is
available only via the singer’s World

Wide Web site (www.tzuke.com), E-
mail (orders@bigmoon.demon.co.uk),
telephone orders, and by mail order.

While she and her partner, co-pro-
ducer Paul Muggleton, agree that
running a do-it-yourself operation
with the help of three friends is ex-
hausting work,
the creative free-
dom and direct
contact it gives
Tzuke with her
audience are beyond value.

“It’s very gratifying,” says Tzuke.
“On a good day, I feel I did the right
thing and it’s all going to work out. I
get direct reaction to everything I
do; I can look at the database and see
where it goes. With a big company,
you do all the hard work, you hand it
over, and no one might listen to it.”

Such had become Tzuke’s experi-
ence in a variety of previous deals.
After her tenure at Rocket, she
charted three albums in the UK. on
Chrysalis and one each on the inde-
pendent Legaey and on Polydor. Her

last relationship with a major was at
Columbia, which issued 1991’s “Left
Hand Talking.”

After “Wonderland,” for indie
Castle Communications’ Essential
label (Music to My Ears, Billboard,
Dec. 12, 1992),
Tzuke sang on a
number of pro-
jects for friends
before launching
Big Moon with
Muggleton and
her longtime co-
writer and pro-
ducer, Mike Paxman, recording at
her own Big Ocean studio in Surrey.

“I feel really good about this
record,” says Tzuke, “even though
everything went wrong last year
when I was making it. I had bronchial

pneumonia and pleurisy in May, and I
had flu twice. It took me ages to get
my voice back.” Those setbacks
delayed the album’s planned Septem-
ber release; Tzuke is now on a 19-date
U.K. tour, running Jan. 20-Feb. 20,
promoted by CMPE
Financial restrictions oblige Big
Moon to remain, for now, an entirely
in-house operation, but Muggleton says
that he and Tzuke are not averse to
securing retail distribution for Big
Moon, both in the U.K. and interna-
tionally. Pressings of Tzuke’s three
albums for the label have run to some
5,000 copies each; they are priced at
13.50 pounds in the UK. and Ireland
and 15.50 pounds outside ($22.35 and
$25.60, respectively). Tzuke’s songs
are published by Bop Music.
(Continued on page 102)
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After 25 years of great music and
75 million copies sold, we your family at
BMG feel proud of your continued success.

1983 Best Mexican
1984 Best Mexican
1994 Best Latin
1995 Best Mexican
1998 Best Latin

American Performance
American Performance
Pop Performance
American Performance
Pop Petformance



www.americanradiohistory.com

) siamel®
Juan Sabriel

Me siento muy agradecido de haber nacido en
este siglo por el bello hecho de habetrlo
compartido con ustedes, con la gente a la cual le
debo estos 25 afos cerca de mi corazon.

Gracias a la musica nos hemos conocido.

I am very grateful of having been born in this
century because of the beautiful fact of having
shared with you “the people” of which I owe
these first 25 years and hold close to my heart.

Thanks to the music we have met.
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CHRIS WHITLEY’S ‘DIRT’ TAKES ROOT

(Continued from page 14)

out to about 10,000 people).

Regarding the Internet’s role in
Messenger’s promotion of “Dirt
Floor,” Kessler says, “We sent con-
stant updates about each review
that was coming out, every TV ap-
pearance, tour announcements. The
E-zine and Web board—where fans
post messages to one another—
were instrumental in reaching
Chris’ fan base without having to
take out thousands of dollars in
advertising.

“And we were relentless in get-
ting our Web site address on every-
thing: posters, stickers, fliers,
other Internet sites,” Kessler adds.
“We also did more than 10 cyber-
casts so fans all over could hear

Chris’ shows via our site. The
Internet really served as our mar-
keting hub.”

Embracing Whitley fans is a key
aspect of the “Dirt Floor” cam-
paign, with Kessler counting more
than 200 grass-roots marketing
aides among those who helped
spread the word.

“T’ve worked with just about
every independent marketing com-
pany in the business, but nobody
promotes an album like these fans
have,” Kessler says. “We were in
constant contact with them and
sent them promo copies of the dise,
along with stickers, fliers, posters.
They not only helped alert retail,
they hooked us up with in-store

performances and getting reviews
written. We guided them, but the
fans did a tremendous amount on
their own initiative.”

Although songs from “Dirt
Floor” like “Scrapyard Lullaby”
garnered airplay on such triple-A
stations as KGSR Austin, Texas;
KMTT Seattle; and KPIG Salinas,
Calif., Kessler and company could-
n’t depend on commercial radio to
take the album to heart. So retail
was Messenger’s focus, from mom-
and-pop stores to chains. On the
phones daily, Kessler called stores
around the country to encourage
in-store play. And Whitley played
20 in-stores from coast to coast.

Whitley gave one of those in-

“Pre Yo 25

Rex Reed - New York Observer

San Francisco Examiner

Entertainment News Service

ANTERTAINMENT, MG

fill here?

= Ak

"...a unique, gifted and versatile singer...in his best form. .
a work of deep sincerity and impeccable taste.”

“Vocals are phrased superbly...summons up the blue smoke
and last-call ambiance of a...Manhattan jazz joint.”
Robert Oermann - Music Row Magazine

“One of the five best male singers ever!”

“Warm and intimate...Jack Jones has never sounded better.”
Chick Watkins - Westwood One Radio Network

“The voice of Jack Jones is a national treasure.”

“This album is one of the best I've heard this year.”
Kate Malloch - Canadian Broadcasting Co.

joneé

Vﬂc’n"‘é a Tribute

10

Gray® Nominee

Best Traditional Pop Vocal Performance

many ideas.”

“When you have a marvelous instrument coupled

with warmth and sensitivity to the story you're telling,
you have it all. Just listen

Alan & Marilyn Bergman

This one’s going to stay in my personal collection for

along time.”

Thank you for your consideration-Jack Jones, Best Traditional Pop Vocal Performance.

THE GOLD LABEL-HONEST ENTERTAINMENT, INC.

33 Music Square West ¢ Suite One Hundred ¢ Nashville, TN 37203
Phone: 615.242.4452 o Fax: 615.242.4453 ¢ e-mail: info@onemusic.com
For on-line catalog: www.onemusic.com

Tony Pennell

‘Album...is simply superb!"
Mark Fox - Tony Bennett Appreciation Society

“Jack Jones, on this CD, is singing with his guard down.
His improvisational heart is therefore able to express its

Jonathon Schwartz - WQEW, New York, NY

Laura Emrich - Chicago Sun Times

“I'm not leaving
T till | get
my Grammye.”

...........

store performances at the Sam
Goody in New York’s Greenwich
Village, where he played for an
hour to more than 200 people. Since
then, Chris Nadler, the chain’s
senior divisional advertising coor-
dinator for the East Coast, has
worked closely with Messenger.

“We were fans of Chris before,
but Messenger’s grass-roots ap-
proach has really been irresistible
and contagious,” Nadler says.
Because Whitley’s Sam Goody stop
was a week before the release of
“Dirt Floor,” the store let fans re-
serve purchase copies of the
album—and, in return, Whitley
autographed each of the dises.

One break that followed Messen-
ger’s efforts was Alanis Moris-
sette’s handpicking of Whitley as
the opening act for the East Coast
leg of her fall tour. Still enthused,
Nadler took this opportunity to
renew his efforts for “Dirt Floor”
by making Whitley a featured
artist in October—with print ads in
local weeklies, in-store play, and
strong positioning.

Sam Goody also took out radio
ads that encouraged listeners to
“come early” to Morissette’s shows
to see Whitley, putting spots on
such stations as WFNX Boston—
even though the station wasn’t play-
ing anything from “Dirt Floor.”
Nadler says the result of all the
efforts was that “Dirt Floor” was
“a major buzz title” in his stores for
the month.

Whitley was on tour in North
America and Europe for most of
last year and is playing shows in
Europe this month and next. In
March, he opens for Jonny Lang on
the young blues star’s West Coast
tour. Whitley is making plans to
tour Australia in the summer, as
Messenger is negotiating for a
Down Under licensee. The label
issued “Dirt Floor” in Europe via
German indie Ulftone, selling 4,000
copies since the fall, aceording to
Kessler.

The European version of “Dirt
Floor” features three stellar bonus
tracks: a cover of Kraftwerk’s “The
Model” recorded in Whitley’s home
studio; a live version of “Alien,”
from “Terra Incognita,” recorded
at New York’s Brownies (with
Whitley’s 11-year-old daughter,
Trixie, stealing the show on back-
ing vocals); and a live version of the
title track from “Living With The
Law,” recorded at First Avenue in
Minneapolis.

Whitley’s roadwork and radio
promotion for his album have bene-
fited from financial support by
Warner/Chappell—which was im-
pressed by Messenger’s savvy and
enthusiasm and has striven to take
a complementary approach.

“Messenger and Chris have
come to be a real success story—
and we have tried to be as proac-
tive as possible in doing our part,”
MacPherson says. “It’s all about
having realistic expectations and
the power of the personal touch,
which is something you can never
underestimate.

“Although I'm sure Chris is mak-
ing more money off of this record
than he did on any of his Sony al-
bums, I think there can be a place
for Chris at a major label down the
road,” MacPherson adds. “And the
powerful distribution and position-
ing that he would get from a major
could help make the most of this fan
base of his. I also think people like
Brandon can be a real talent source
for majors, one that they should
really work with.”

Messenger has just issued
“Wood,” the debut disc from New
York power pop act Johnny Society
(led by singer/songwriter/multi-in-
strumentalist Kenny Siegal). Whit-
ley played dobro on two “Wood”
tracks. He also recently shot four
videos for “Dirt Floor” in one day

Chris Whitley has spent much of the
last year on the road promoting his
Messenger Records album, “Dirt
Floor.” Pictured at an appearance at
Sam Goody in New York, from left, are
Seth Unger, Messenger; Chris Nadler,
Sam Goody; Whitley; Connie Bom-
bace, Proper Distribution & Sales;
Brandon Kessler, Messenger; and Dan
McGarvey, Sam Goody.

with photographer Frank Ocken-
fels 3; the clips are to be collected
on a video for European promotion
and possible sale via Messenger.

Whitley has also been working
up demos for his next record with
drummer/producer Tony Manguri-
an (Luscious Jackson). After the
sparse “Dirt Floor,” Whitley has an
eye toward making a more elabo-
rate, “produced” follow-up. The
pairing of contrasted albums in the
future, one simpler and another
more involved, is a method that in-
spires him.

“I know the market was smaller
back in the ’60s, but it was so much
more organic the way Hendrix or
Dylan or the Beatles made two or
three records a year,” Whitley says.
“Now you're expected to work for
two years on this big product, and
if it doesn’t take off in three
months, you're serewed.”

To be fair, Whitley says, Sony
would have probably fared better
with “Dirt Floor” than the more ex-
perimental “Terra Incognita.” Still,
his experience with Messenger has
been eye-opening.

“With a big record company, it's
simply a fact that some people are
going to be working on your record
just because it’s their job,” Whitley
says. “With Brandon, it has been
pure enthusiasm. He isn’t a rebel;
he’s just incredibly unjaded. To him,
it’s always, ‘Who says I can’t do
this?"”
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“The impact of VH1’s programming has heen substantial. Their shows have broadened
fans’ knowledge and helped increase sales of both current releases and catalog significantly.”

- Marc Reiter, § Prime Management
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MUSIC FIRST

“YH1’s Behind The Music has become a powerful marketing force....It is helping to sell albums.
- Adam Sandler, Variety

- Lew Garrett, YP of Purchasing, Camelot Music

More than 62 million music fans are watching VH1
every month to get all the stories behind the music.
The feedback is deafening.

©1999 Viacom International Inc. All rights reserved. vh1.com aOL keyword: ~hl
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Tone-Gool’s Piazza Reaps Rewards Of Awards

BY JIM BESSMAN

NEW YORK—West Coast blues
harmonica ace Rod Piazza had
been plugging along steadily in a
career spanning more than 30
years until achieving a break-
through last year. Not only did his
musicianship garner his first
Blues Foundation W.C. Handy
Award, but he and his band, the
Mighty Flyers, won the BAM Cal-
ifornia Music Award for out-
standing blues band.

With Tone-Cool/Rounder/Mer-
cury’s March 2 release of “Here
And Now” by Rod Piazza & the
Flyers, the goal now is to fully
exploit this long-awaited recogni-
tion.

“Winning the Handy was a big
help in getting my name out there
and opening doors at festivals,”
says Piazza, previously a frequent
nominee. “Even with countless

nominations, winning sets you on a
shelf. So it’s a milestone after 30
years of playing and being a white
guy from California, where you're
dealing with the Southern and
Midwest [blues]
mentality, where
they don’t think
of blues when
they think Cali-
fornia.”

The legendary
Piazza, who was
born in River-
side, Calif., and
recently moved
to Tenaja, Calif,, formed the Dirty
Blues Band in Los Angeles in 1965
at age 18. He became one of the first
white musicians to sign with ABC/
Bluesway—the one-time home of
B.B. King and T-Bone Walker—and
later formed the band Bacon Fat
with his blues-harp mentor, George

PIAZZA

; BOXSCORE
b u s in e 5 SKEINEEit
Gross Attendance
ARTIST(S) Venue Datels) Ticket Price(s) Capacity Promoter
BLACK SABBATH Target Center Jan. 17 $575,384 14798 Delsener/Slater
PANTERA Minneapolis $39.50 sellout Enterprises
INCUBUS Rose Presents
BLACK SABBATH KeyArena, Jan. 12 $563,155 12916 Delsener/Slater
PANTERA Seattle Center $55/835 seliot Enterprises
INCUBUS Seattle Bill Graham Presents
Chuck Morris
Presents
RATDOG Kaiser Arena, Dec. 31 $395,000 1,500 Bill Graham Presents
MICKEY HART'S PLANET Henry J. Kaiser Can- $50 sellout
DRUM vention Center
HOT TUNA Oaktand, Calif.
STRING CHEESE INCIDENT
KVHW
AMY GRANT ARCO Arena Dec. 20 3342875 11324 Bili Graham Presents
MICHAEL W. SMITH Sacramento, Cafif. $35/825 seltout
CECE WINANS
NASHVILLE SYMPHONY
ORCHESTRA
BARENAKED LADIES Blue Cross Arena Dec. 29 $340,081 12,819 Dels Slate
DUNCAN SHEIK Rochester, N.Y. $31/827.50/825 selfout Enterprises
‘N SYNG Universal Amphithe-  4an. 5, 8 $297,330 12,385 Universai Concerts
BRITNEY SPEARS atre $25.50 two sell-
B*WITCHED Universal City, Calif. outs
'N SYNC Mississippi Coast Jan. 17 $213,504 10,336 Beaver Prods.
BRITNEY SPEARS Coliseum $26.50 seliout
B*WITCHED Biloxi, Miss.
‘N SYNC McNichals Sports Jan. 13 $260,170 10,783 Bill Graham Presents
BRITNEY SPEARS Arena $24.75/$22.50 seffout Chuck Morris
B*WITCHED Denver : Presents
ALAN JACKSON Freedom Hali Colise- Jan. 15 $245,123 10,898 Vamell Enterprises
SARA EVANS um $24.50 14,200
CUNT DANIELS Louisville, Ky.
DANN! LEIGH
ANDY GRIGGS
‘N SYNC Riverside Centroplex  Jan. 16 $233,174 8799 Beaver Prods.
BRITNEY SPEARS Baton Rouge, La. $26.50 seliout
B*WITCHED
4
Copyrighted and compiled by Amusement Business, a publication of Biliboard Music Group.
Boxscores should be submitted to: Bob Allen, Nashville. Phone: 615-321-9171,
Fax: 615-321-0878. For research information and pricing, cali Bob Allen, 615-321-9171.

“Harmonica” Smith.

With his wife, Honey Piazza, on
piano, he performed in the *70s
with the Rod Piazza Blues Band
and the Chicago Flying Saucer
Band before forming the Mighty
Flyers. Besides the couple, the
band features longtime bassist Bill
Stuve, guitarist Rick “L.A.
Holmes” Holmstrom, and drum-
mer Steve Mugalian.

Tone-Cool had previously re-
leased the group’s 1997 album,
“Tough And Tender,” and last
year put out Piazza’s “Vintage
Live 1975,” which was taped that
year in a Los Angeles nightelub.
Cuts from both discs will be
added to the first single from
“Here And Now,” “Don’t Make
Your Daddy Dizzy.” The result-
ing sampler will be sold at gigs
for $2 and sent to triple-A sta-
tions in February.

“The plan is to keep Rod on top
of the blues world—and to move
him into other markets by explor-
ing marketing and promotional
activities not normally associated
with a blues artist and release,”
says Tone-Cool’s label manager,
David Bartlett.

The single will include a cou-

‘There’s a handful
of blues acts who
consistently put out
great records, and
Rod & the Flyers
are one of them’

pon redeemable for $2 off the
album price when purchased via
the label’s mail-order service,
says Bartlett. The single will
also be available for download-
ing from Tone-Cool’'s World
Wide Web site prior to street
date; it may also be available on
Rounder’s site and others.

A week before the album’s
release there will be a “listen-
ing party” on the House of
Blues Web site to hear it, and
the syndicated, Dan Ackroyd-
hosted “House Of Blues Radio
Hour” will spotlight Piazza to
generate further awareness of
“Here And Now.”

The label will also take out ads
in the blues print media and will
record and send Piazza’s person-
alized program identifiers to more
than 50 blues radio shows.

But Gray Chiachi, special
events coordinator at jazz/blues
station KLON Los Angeles and
producer of its “Nothin’ But
The Blues” program, is already
aboard.

“There’s a handful of blues acts
who consistently put out great
records, and Rod & the Flyers are
one of them,” says Chiachi. The
group’s new album, he adds,
shows “a little experimentation—

(Continued on page 20)
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SUN’ BEAMS: Newcomer Tommy Henriksen has the leading role on

Capitol Records’ Feb. 9 soundtrack to the romantic comedy “Blast From ‘
The Past,” which also includes songs from the Cherry Poppin’ Daddies,
Dishwalla, Sonichrome, and Squirrel Nut Zippers. The ultra-positive
“] See The Sun” already has made a splash at modern rock radio and
has the potential to do for the New Line film what Peter Gabriel’s “In
Your Eyes” did for “Say Anything.” Exposure for the track—which also
will be featured on Henriksen’s solo Capitol debut, due Feb. 23—has
been four years in the making, and Henriksen hopes it signals a break
from a frustrating musical past.

After enduring several false starts and only partially opened doors,
Henriksen says he never imagined that a movie would be his ticket to a
shot at the big time.

“T wrote this song four years ago and tried to get a record company
deal, and everyone turned me down,” he says. Yet persistence and untar-
nished talent eventually secured him a recording deal with Capitol and
a publishing deal with Warner/Chappell; the “Blast From The Past” con-
nection followed soon after.

“When I first saw the movie, there was no dialogue yet,” he says. “I'm
watching Brendan [Fraser] on the screen at Venice Beach [Calif.] expe-
riencing water for the first time, and here’s this song I wrote four years
ago playing in the background. I was almost going to cry. After all the
time and everything you put into it, how can you not be emotional?”

Although “Sun” seems tailor-made for its movie scene, Henriksen says
he actually wrote the song about that magical relationship that’s greater
than the sum of its parts.

“Everyone has different characteristics, and they aren’t always won-
derful,” he says. “You have your bad days and your good days, and the
song is about seeing past that.”

SMOKIN’: Speaking of a blast from the past, Mercury Records’
soundtrack to “200 Cigarettes” doubles as an excellent collection of
new wave tunes from the late '70s and early '80s. Included among
the 15 songs are Roxy Music’s “More Than This,” Elvis Costello’s
“(What's So Funny 'Bout) Peace, Love And Understanding,” Bow
Wow Wow’s “I Want Candy,” and Joe Jackson’s “Different For
Girls.” The first single will be a Harvey Danger cover of the Eng-
lish Beat’s “Save It For Later,” one of three new recordings on the
album. There’s also a cover of “Boogie Wonderland” by Girls Against
Boys; the band has a cameo role in the film, as do Costello and
Buster Poindexter. Also featured is a mega-mix of Blondie’s “Rap-
ture” with two songs (“No Exit” and “Maria”) from the recently res-
urrected band’s new album.

Michael Krumper, senior VP of marketing at Mercury Records, says
the label is working closely with the movie’s co-producer, MTV Films,
to promote the album’s Feb. 16 release. As with most MTV-gilded pro-
ducti