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pearchanners |~ Major Music Merger Deals — workfor-hire

ADVERTISEMENT
-

the new album featuring
“Why Pt.2,”
“Perfect Day” & “Skin”

STREET DATE OCTOBER 10

Sights On Web

BY FRANK SAXE
NEW YORK—Naturally, the |
wide reach that Clear Channel |

Communications apparently
aspires to includes the Web.
Clear Channel has completed
— its billion-dollar
( spending spree for
the moment,
obtaining 108
) radio stations from
AMFM in a $23.8
billion deal and 120 live enter-
tainment venues from SFX
Entertainment for $3.3 billion. ‘
Those acquisitions, along with
dozens of smaller deals, have
| given Clear Channel one of the ‘
most impressive media portfo-
| lios in the country. Soon it aims |
to begin leveraging that empire,
using the Internet to glue |
together its music and media ‘

| holdings.
| (Continued on page 92)

Web Firms Warned
In MP3.com Ruling

BY MARILYN A. GILLEN

NEW YORK—If there was one thing
that the parties in Universal Music
Group vs. MP3.com were in total
agreement on—
and there may

—

/
il have been only
7y L0l one—it was that
: all eyes were on
L ¥ | the New York

court Sept. 6 when it finally issued its
damages ruling in the long-running
copyright-infringement case.

Facing Sharp Scrutiny

Hearings Reveal Concerns | EU May Slow Transactions

BY EMMANUEL LEGRAND
and GORDON MASSON
LONDON—AnNd then there were . . .

five?

For several of
the most senior
executives of Time
Warner and EMI
Group, Sept. 6 was
a long day. While
they were attend-
ing extensive an-
titrust hearings in
Brussels, the dra-

(Wit

BY BRIAN GARRITY

NEW YORK—Ongoing regulatory
questions swirling around the three
major merger deals affecting the
music industry
have yet to scare

.
!Stﬂgmm off Wall Street

[EMI|

NEWS ANALYSIS

from endorsing
the likelihood of
the proposed cor-
porate combina-
tions. But analysts
caution that the
pending block-

VIVEND!

ma of the occasion was heightened by | busters in question—America Online
the fact that during the preceding
week, there had been widespread

(Continued on page 88)

(AOL)/Time Warner, Warner Music/
EMI, and Vivendi/Seagram/
(Eontinued on page 88)

' Radiohead Won’t Play By Rules

Unconventional Sound, Marketing In Store For Capitol’s “Kid A’

BY PAUL SEXTON
LONDON—TIt’s highly unusual in
these days of scientifically coordi-

f 3

T

nated market-
ing campaigns
to find an act
| that has no
qualms about
l risking com-
mercial gain to
‘ maintain its
creative self-
government.

RADIOHEAD IN CONCERT REHEARSAL, 2000

But “highly unusual” is Radiohead
through and through.

Capitol set. 1997’s “OK Computer;,”
has sold 1.2 million copies in the

' The British group—whose last

4.5 million worldwide by label esti-
mate—is preparing to release its |
hotly anticipated fourth album,
“Kid A,” with
some typically
nontraditional
tactics. There'll
be no single, no
conventional
video, and no
U.S. tour, at
least not until
next year—and
by then, there could even be anoth- |
er Radiohead album. 5
Even to consider such exceptions
to the marketing rule book is a
measure of Radiohead’s artistic

l
 Roliback Proceeds

BY BILL HOLLAND
WASHINGTON, D.C.—When |
House lawmakers introduced |
landmark legislation Sept. 6
requested by recording artists
to return a section of the 1976

Copyright
Act to its \
original state |
before the passage last year of |
a recording industry-backed
bill, the artists took a major
step closer to greater repre- ’
|

CROW

sentation on Capitol Hill and in
the corporate boardrooms of
the music business.
The earlier bill, backed by the
(Continued on page 89)

N Sync, Eminem
Top MTV Awards

BY CARLA HAY
NEW YORK—Retailers are expect-
ing ‘N Syne’s multi-platinum Jive
Records album “No Strings Attached”
to experience a
healthy sales
increase following
this year’s MTV
Video Musie
Awards, which
were held Sept. 7
at Radio City Music Hall here.

‘N Syne’s video for “Bye Bye Bye”

MUSIC TELEVISION®

What lessons those observers will U.S,, according to SoundScan, and (Conmtinued on page 87) topped the list of winners with three
(Continued on page 91) e e = (Continued on page 98)
. B e gk T = i 5 7
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blender the new album fromr

the band with more #1 rock songs than any other artist in the past decade

ectivesoul

PRODUCED BY: ED ROLAND AND ANTHONY J. RESTA
MIXED BY JACK JOSEPH PUIG & CHRIS LORD-ALGE
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ON SEPTEMBER 26 THE WRIT IS OVER!

- “Tonéx totally rocks and

he can dance too!”
Yolanda Adams

“Eve bodys been talking
about the ‘next level’ for |
Gospel artistry. Then Tonéx L
showed up to introduce us to %:
what it looks and sounds like.”

Teresa Harriston
Publisher, Gospel Today
and Gospel _bzdustry

When I think of Tonéx, I think
of God,&tmtegy'rt-?mazes me
to see how God strategically
placedtimyin,a time like this.
With his music, he speaks
directly to issues that-confront
the entire household of faith. He
gives not only an alternative but
a sound solution. Many are
impressed by his artistic ability to
write, produce and perform; I
laugh and smile, because I know
he is a disciple well informed.”

Pastor John P. Kee ‘

THE HIGHlY HNTIBIDHTEI] MUSICAL PRODIGY.
ﬂﬂMEﬁ OUT WITH THE HlBlIM EVERYBODY'S BEEN TlllKlNI} fiBouT!
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Where He Belongs: ‘The One’ And Only Paul Simon

Back comes rhymin’ Simon, “over the bridge of time,” as he intones on
his new album, “You're The One” (Warner Bros., due Oct. 3). Paul Simon
sounds older but wiser, poetic as always, but rarely has he been more
blithe—or more powerful.

“I'm walking with my family/And the road begins to climb,” sings the
renowned songwriter in the semi-autobiographical allegories of “Hurricane
Eye,” whose lyric intermingles his latter-day roles as poet, parent, adult part-
ner, and child’s playmate, the man seasoned in each by a lengthy career in
which “the oldest silence speaks the loudest” and forged by a rare talent that
has become a fatherly responsibility: “Tell us a story/About how it used to
be/Make it up and write it down/Just like history.”

“My feeling at this point in my life was that if I didn’t make a record that
was extremely pleasant—if not seductively so—it might not get listened to,”
explains Simon wryly, as he and his wife and three small children (two boys,
ages 2 and 7, and a girl, age 5) spend Labor Day packing up to return to Man-
hattan after a Long Island summer at the beach. While lighthearted now;, the
composer is alluding to the rough eritical treatment he suffered when his bleak
but musically exceptional 1997 “Capeman” project excelled

herazade entertains her cruel husband, the legendary king of Samarkand,
with a tale each evening for 1,001 nights in order to deter him from killing
her:. For Simon’s part, the narrative impulse is entirely voluntary and kind-
ly, albeit urgent (as indicated on “Quiet”), the 58-year-old musician quick to
impart his tender insights while he’s spry enough to fully inhabit such fond
gestures. Most of all, when you've really got something searing to say, you
don’t need to shout it.

“The essence of the album is guitar duets superimposed on percussion
elements,” notes Simon, “with Vincent Nguini, who I've played with since
“The Rhythm Of The Saints’ [1990], and [bassist] Bakithi Khumalo, who I've
known since ‘Graceland,’ working with percussionists Jamey Haddad, who's
from a Lebanese family in Cleveland, and Steve Shehan, an American who
lives in Paris, with Steve Gadd, who's been recording with me since the days
of [1975’s] ‘560 Ways To Leave Your Lover.’ But the tracks’ colors and tempos
are pleasurable, using intuitive flashes, synaptic leaps, and shorthand logie
to help keep the story coming.”

But if prior records like “Graceland” and “The Rhythm Of The Saints”

were about emotional impressions and sensory abstractions,

as a recording but closed on Broadway after a brief run. I ——— —® 1 jewmaterial like “Darling Lorraine” and “Love”—each of

“If you're not someone who makes records meant for which originated as instrumental tracks—imparts respect
dance, and you're like me,” Simon continues, “then your for the power of the small truths fate and mortality make
records should consist of interesting stories. So the new precious. The rich ideas in the music are executed more sim-
album grows organically, using all these different struetures, ply than ever before, like the murmured, cadent deserip-

while I see how [ can still keep the pulse going. And it’s
meant to be a journey, with a lot of incredible experiences,
but told in a style that’s relaxed and calm.”

Underlying that serenity, however, are reverberant echoes
and answers from a life span of turmoil. Initial doses might
induce some to deseribe “ You're The One” as a mere gentle
gem of a record, exquisite in its meditative ease. But steady
exposure reveals the 11-song, 42-minute work to be more

tions of a lifelong companion who's succumbing: “Darling
Lorraine/Her hands like wood/The doctor was smiling/But
the news wasn't good.”

Whether it’s everyday heartbreak and regret (“Sefiori-
ta With A Necklace Of Tears”) or the epic pain of eult wor-
shippers & la Jonestown or Waco, Texas, who get devoured
by leaders’ deadly appetites (“The Teacher”), they get
examined with grace and care for the fading pulse of each

pointed in its purposeful self-awareness than any of the £ loss. Simon has learned to write and perform songs with
artist’s prior solo efforts, from the earliest sketches of his Z. the eye and touch of the enlightened appreciator.

1965 debut on “The Paul Simon Songbook” (CBS/U.K.) to 2 As with the melodie charm of “You're The One,” much
the acknowledged artistic acumen of “There Goes Rhymin’ Ll ] of the world’s loveliest contemporary musie, from George
Simon” (1973), “Still Crazy After All These Years” (1975), by Timoihy White Butterworth’s “The Banks Of Green Willow™ to Brian Wil-
and “Graceland” (1986). The whimsy, torment, and allegor- - son’s “Pet Sounds,” could almost be deemed at first blush

ical inventories of inner and outer questing that informed

those classic, self-referential releases are in refined evidence in “You're The
One,” but Simon’s latest turn is a rapt travelogue on finding home rather than
fretting over receding horizons.

Like the best of Hans Christian Andersen, Sholom Aleichem, or Carl
Sandburg, “You're The One” is related with the humble hindsight of one who
aims to engage a wondering child as well as a worldly elder: It's a small book
of parables about angels and bogeymen, daring human intent and lowdown
imposition, blue skies and black eyes, wolves and sheep, open wounds and
tender scars, and things that go bumptious in the gathering night—and one
more thing: the fragile gift of love in life’s brief flickering.

“‘Look at that” 1 say in the song of that name,” says Simon, “and then,
‘Look at this! or ‘Where'd he oI don’t know” in the song ‘Pigs, Sheep And
Wolves,” because that's the fun way you begin little stories when you try to
teach your kids to be observant and open to ideas. My children are all through
this record, running in all directions,” he admits with a chuckle, eager to
underscore his happiness with singer Edie Brickell, his third wife, whom he
wed on May 30, 1992. “But in a way the finished album is closer to ‘Arabian
Nights,’ where you try to keep someone fascinated as long as possible with
good stories.”

In the case of that Arabie hallmark of world literature, a trapped She-

as designed for children, but souls of all ages are moved
because they feel that the best or worst of what’s being so empathetically
played and sung about will surely come to pass.

The same could be said of the inevitability of aging itself—and Simon does,
on the smash-worthy first single from “You're The One,” the ingeniously
anthemic “Old.” Experienced on its own terms, “Old” is endearing in its self-
deprecation, but encountered in the context of the album, it's more stunning
for its wise personal testament to the immovable verities: the eternal score-
board of love and death. How much of the former did one generate before
the latter arrived?

“Let’s face it,” Simon says with a laugh, “everybody outside their teens
thinks they’re old—women in their late 20s, men in their late 30s—and [
remember once thinking musicians in their late 50s were really old, like B.B.
King and Sonny Rollins, but now I know better! It's an absurd, obsessive
thing, but when you get perspective and pull the camera way back above the
planet, you see we're all just links.”

And Simon’s proper place in that linkage is the ultimate theme of open-
ing track “That’s Where I Belong” and the sum total of “You're The One.”
The album is the brilliant diary of a storyteller who learned to embrace the
meaning of his own stories. “That’s true,” he says softly. “That was the out-
come of the journey.”

Peak And Goncord Announce Jazzy Joint Venture

BY CHRIS MORRIS

L.OS ANGELES—Contemporary jazz label
Peak Records in Calabasas, Calif., has sealed
a joint-venture agreement with the Concord,
Calif.-based independent jazz label Concord
Records.

The new deal takes effect Oct. 10 with the
release of “Life In The Tropics,” a new stu-
dio album by the Rippingtons, the top smooth
Jjazz sextet led by guitarist and Peak Records
partner Russ Freeman. On the same date,
Peak will issue a new Freeman-produced
album by the Denver contemporary jazz unit
Dotsero.

Peak, which was founded in 1994 and orig-
inally distributed through GRP Records,
came close to pacting with Concord in 1997.

According to artist manager Andi Howard,
Freeman’s partner in the label, she was intro-
duced at that time to Glen Barros, who had
taken the reins as president of Concord after
founder Carl Jefferson died in April 1995.
Jefferson had built a large catalog of tradi-
tional jazz and pop/jazz vocals. In 1996, Bar-

ros signed a distribution deal with Stretch
Records, the contemporary jazz label run by
pianist Chick Corea.

Howard says, “They were basically look-
ing to do what Windham Hill had been look-
ing to do, which was . . . to expand” into the
jazz/AC and adult R&B
markets.

Barros recalls, “We
really wanted to turn Con-
cord into a major force in
jazz—not to disregard its
history or its roots or her-
itage but to build upon it
and in doing so expand
upon the breadth of the
label and the spectrum of jazz in which we
record.

“It was always my plan to get into con-
temporary jazz and [adult R&B] and really
have the ability to create in all those formats,”
he adds. “One of the ways we envisioned
doing that, and the way I preferred, was to
bring on partner labels that I felt were real-

FREEMAN

ly entrenched and could do it right.”

However, as discussions between Concord
and Peak entered the final stages, Concord
parent Alliance Entertainment Corp., which
had purchased the label from Jefferson in
1994, collapsed in bankruptey in mid-1997.

Concord remained in the hands of
Alliance’s secured creditors until June 1999,
when the label was purchased by Act I11
Communications, the firm headed by pro-
ducer Norman Lear and Hal Gaba. Earlier
this year, Concord returned to the Alliance
fold when it finalized a joint venture with the
reorganized Coral Springs, Fla.-based com-
pany; Alliance’s distribution firm Innovative
Distribution Network now handles Concord’s
titles.

With new financing in place, Barros again
approached Peak, whose distribution deal
with Windham Hill Records (itself absorbed
in June by the RCA Music Group) ended in
February.

“T wanted to resume the plan to bring on

(Continued on page 91)
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be waning.
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BY EILEEN FITZPATRICK

LOS ANGELES—In spite of the flavor-
of-the-month status of file-sharing tech-
nologies offered by Napster and Scour,
Internet analysts say the legal firestorm
engulfing these companies has appar-
ently caused the investment community
to give them the cold shoulder until the
courts decide if the software application
is shielded by “safe harbor” provisions.

Charging that the copyright-infringe-
ment lawsuit brought by the Recording
Industry Assn. of America (RIAA) and
the Motion Picture Assn. of America
(MPAA) has prevented it from enticing
additional investors, Beverly Hills, Calif.-
based Scour laid off 52 of its 64 employ-
ees Sept. 1.

Privately held Scour is in its third
round of financing, and industry analysts
say the lawsuit, as well as Napster’s legal
problems, most likely contributed to
Scour’s financing troubles. “If [MPAA
president] Jack Valenti has a vendetta
against Scour, that would scare the

underwear off any venture capitalist,”
says Raymond James & Associates VP of
digital media research Phil Leigh.

About a dozen staffers remain at the
company, including its five founders and
a handful of engineers to keep the Web
site up and running.

YOUR DIGITAL ENTERTAINMENT UNIVERSE

Leigh suggests that MP3.com’s copy-
right-infringement trial with Universal
Music Group is also sending a message
to potential investors who are consider-
ing technologies that are under fire in
the courts. In that case, decided Sept. 6,
a judge ruled that MP3.com had willful-
lv committed copyright infringement in
conjunction with the Internet company’s
My.MP3.com service (see story, page 5).

“If you look at MP3.com, [Seagram
president/CEO] Edgar Bronfman has

Gourts, Not Investors, To Decide Fate Of file-SharEl:ns.

taken a very hard line,” Leigh says. “And
there might be a concern among finan-
cial backers that Bronfman may attempt
to pierce the corporate veil’—i.e., seek
additional damages from a company’s |
investors.

“I was surprised by the [Scour] lay-
offs, but I can see why investors were
unwilling to put money into it,” he says.

Forrester Research media and enter-
tainment analyst Eric Scheirer agrees
that the flurry of litigation has chilled the
investment community on file-sharing
technologies. “Napster only got its $15
million because at that time the RIAA
was suing everyone,” he says, referring
to Hummer Winblad Ventures Partners’
$15 million investment in Napster in May.
“But the climate is much more {righten-
ing, and it’s much more difficult now.”

Scheirer says that peer-to-peer file-
sharing applications are creating a lot of
“heat and smoke,” but like many Inter-
net ventures, there is no revenue source.

(Continued on page 91)
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GDs, Music DVDs,
Special Markets Rise

BY RAY WADDELL
NASHVILLE—A robust economy
and the huge success of youth-ori-
ented acts have helped boost CD
shipments to an all-time high, ac-
cording to midyear figures
released by the Recording Indus-
try Assn. of America (RIAA).
CDs shipped were
up by 6% from a

year ago (420

million units in

the first six

months of 2000),

and DVD music
video shipments

were up 71.3% (1.4 mil-
lion units). But with every format
declining except CDs and DVDs,
overall shipments decreased by
2.4%.

According to RTAA statistics,
CDs remain far and away the most
popular format, at 86% of the total
music-purchasing market. Dollar
value of CD product, pushed by the
unprecedented sales levels of such
acts as ‘N Syne, Britney Spears,
and Eminem, grew 9.9% to nearly
$5.7 billion.

The numbers indicate the CD
format remains king. “Despite the
excitement felt by music lovers and
record companies alike over the
positive potential of the Internet,
for the time being, loyalty to the
physical product remains, as is evi-
dent by these midyear shipment
numbers,” says Hilary Rosen, pres-

(Continued on page 99)

RIAA Posts Midyear Stats

Latin GDS Increase
For 4th Straight Year

BY LEILA COBO

MIAMI—As the Latin population in
the U.S. continues to grow, so does
Latin musie, according to the Record-

‘The nice thing
about the Latin
music market is
it’s very plump and
healthy, and it just
moves along every
year’

- ALEX WALSH -

ing Industry Assn. of America
(RIAA), whose midyear statisties
show increases in both CD shipments
and dollar value for the genre for the
fourth year in a row.

Latin music now makes up 5.2% of
the overall market in list-price dol-
lars, compared with 4.9% at the same
time last year. With a 3% increase in
units shipped and a whopping 11%
increase in dollar value, Latin music
continues to represent the highest
overall growth in the music industry.

The gap between units and dollars
is due to a decrease in cassette ship-
ments that mimics the overall mar-
ket, as well as a nearly 70% drop in
video shipments, signaling the

(Continued on page 99)

Revised Advisory Label Scrutinized

BY BILL HOLLAND
WASHINGTON, D.C—A spokesman
for vice presidential candidate Sen.
Joseph Lieberman, D-Conn., one of
the Senate’s most vocal critics of the
the U.S. record industry for not trying
hard enough to keep violent and sexu-
ally explicit material out of the hands
of children, says the Recording Indus-
try Assn. of America (RIAA) has not
gone far enough in its revised volun-
tary labeling system, announced Sept.
1.

The revisions were released as a
Wednesday (13) Senate hearing
approaches to review the damaging
conclusions of a year-old Federal
Trade Commission (FTC) probe,
which found that U.S. record labels,
film studios, and video game compa-
nies market violent product to chil-
dren.

The FTC will release its full study
Monday (11). Leaked preliminary con-
clusions of the probe appeared in sev-
eral newspapers Aug. 28.

The RIA A’s revision of its labeling
system is the latest installment in a 16-
year saga that has involved the record-
ing industry and its critics in argu-
ments about the best way to inform
parents about language inappropriate
for children and yet protect recording
artists’ right of expression.

RIAA spokeswoman Amy Weiss
says the revision was agreed to and
forwarded to the FTC several weeks
ago. She also says the Sept. 1
announcement was not a response to
the forthcoming Senate hearing. “We
are constantly refining and updating
our policies, and these guidelines have
been in the works for quite some time.”

Changes in the revised program
still do not contain the specificity that
lawmakers and others have long asked

for, such as information on the label
itself that would clearly state whether
product contains violent or sexually
explicit material.

Lieberman plans to attend the
Wednesday (13) hearing. He has pro-
posed legislation for several years ask-
ing for both greater specificity in label-
ing and a uniform one-label-fits-all

‘We are constantly
refining and
updating our

policies, and these

guidelines have
been in the works
for quite some time

- AMY WEISS -

b4

change for sound recordings, film,
video, and video games.

A spokesman in Lieberman’s office
said the latest labeling revisions are
insufficient.

“The senator has stated over and
over that he believes parents want to
be able to tell at a glance whether a
product might contain violent materi-
al or sexually explicit lyrics, and that
means [the words appearing] on the
label itself,” said the spokesman. “He
wants uniform labeling for all enter-
tainment-industry product.”

The RIAA’s revised guidelines
include new voluntary marketing and
advertising standards for the use of the
parental advisory label that clearly sig-
nal to retailers and the public that a
stickered recording contains explicit

Warner Asks Gountry To Don Henley’s ‘Wedding’

BY DEBORAH EVANS PRICE
NASHVILLE—Country radio listen-
ers will get a special taste of Don Hen-
ley’s current “Inside Job” album Oct.
9, when Warner Bros. Nashville takes
a mix of the tender ballad “For My
Wedding” to country programmers.

The label is also readying a video for
release to CMT, Great American Coun-
try, and other country video outlets.

For Henley, working in the country
format is like a homecoming. “My
original band from Texas, Shiloh, had
a great pedal steel guitar player in it
named Al Perkins,” Henley says of the
pre-Eagles band, which included
Richard Bowden, his cousin Michael
Bowden, and current Warner Bros.
Nashville president Jim Ed Norman.
The group recorded one album, pro-
duced by Kenny Rogers.

“When Kenny Rogers took us to
California, we played lots of country
musie,” Henley says. “Al was, and
probably still is, one of the best steel
guitar players I've ever heard. So this
is not exactly new territory for me. It's
a bit like coming full circle.”

It was Henley's idea to take “For My
Wedding” to country radio. “I just
thought the song was appropriate. The
fellow who wrote it writes songs that
might be categorized as country/folk.
He's an excellent songwriter, and it's an
excellent song,” Henley says of the Larry

John MeNally tune, the only one on
“Inside Job” he didn't write or co-write.

“A songwriter named Jude Johnstone
sent it to me, and it just fit in with the
songs [ was writing about my family and
my relationships,” Henley says. “I said
to myself, Tve got to do this song.””

His desire to expose the song to the
broadest audience
possible was a fac-
tor in taking it to
country  radio.
“People love it, and
1 thought, “‘Why not
giveitatry? L have §
ahistory with coun- [
try radio. They #
played ‘Lyin’ Eyes’
thousands of times.
Then we had the ‘Common Thread’
album, the Eagles tribute album. I have
alot of friends in Nashville, and, last but
not least, I am after all a country boy. I
grew up in a town
of 2,500 people in
East Texas. 1 lis-
tened to ‘The Louisiana Hayride’ on
KWKH with my dad.”

Norman and Stan Lynch, who co-
produced the album with Henley, went
into a Nashville studio earlier this
summer with acclaimed musician Paul
Franklin to add steel guitar to the cut.

“The day I had a discussion with Don
about the kind of character he would like

HENLEY

from the steel, I said to him, ‘We have
one of the best steel players in the world
in Paul,’ ” says Norman, who has known
Henley since their college days in Den-
ton, Texas. “Don described to me a bit of
what he was thinking and feeling about
the sound. I think of Paul as somebody
who naturally does some of the things
Don was describing.
It ended up being a
perfect fit.”
F Henley is equally
* pleased with Frank-
* lin's contributions to
the cut. “Paul Frank-
lin is one of the best
there is. Stan and 1
were thinking we
should have done it
[with steel guitar] in the first place. It
just didn’t occur to us recording in L.A.
It fits like a glove.”
Franklin’s deft steel touches per-
fectly complement
heartfelt

BILLBOARD EXCLUSIVERLGE
integrity in Hen-

ley’s vocals. The combination of song,
performance, and subtle country fla-
voring should make the track a winner
at country radio.

“It’s an honest wish for people to be
happy, and I think Don’s voice is so in
character with that statement,” says
Lynch. “I really hope that resonates.
I hope people will slow down enough

to let that song sink in, because it’s not
a fast little ditty.”

Warner Bros. Nashville senior VP of
promotion Jack Purcell believes coun-
try programmers will be open to “For
My Wedding.” “His ties and influences
to the format have been incredible, the
most recent with Trisha Yearwood and
‘Walkaway Joe’ and the ‘Common
Thread’ album,” he says, citing the Year-
wood hit that featured Henley’s vocals
(the two performed the tune on the 1993
Country Music Assn. Awards show) and
the tribute album “Common Thread:
The Songs Of The Eagles,” which fea-
tured Travis Tritt, Tanya Tucker, Clint
Black, Alan Jackson, and other country
artists covering Kagle tunes.

That 1993 release stayed atop the
Top Country Albums chart for 13
weeks. The Eagles appeared with
Tritt in the “Take It Kasy” video,
which received widespread airplay.

Henley has already garnered coun-
try radio airplay as part of the EKagles.
“Lyin’ Eyes” peaked at No. 8 on Bill-
board’s country singles chart on Dec.
6,1976. “New Kid In Town” charted in
1977 and “Seven Bridges Road” in
1981. The reunited Eagles once again
graced the country chart in 1994, when
“The Girl From Yesterday,” a cut from
“Hell Freezes Over,” peaked at No. 58.

Norman believes the new single has

(Continued on page 99)

content. The RIAA says that if a
record label decides a sound recording
merits an advisory sticker, “all con-
sumer print advertising should com-
municate the presence of explicit con-
tent” by displaying the parental
advisory label in the ad.

Additionally, it recommends that
advertising for such labeled recordings
should not appear in publications or on
Internet sites for which more than
50% of the targeted demographic is 16
years old or younger.

The revisions also reach out to k-
tailers, setting up a voluntary guide-
line for prominent online display of
current parental advisory label warn-
ings by Internet retailers. The RIAA
has also established a more uniform
standard for label executives and
artists to use in deciding whether the
contents of a release warrant a label,
“keeping in mind that we believe that
artists’ freedom of expression must be
protected,” says Weiss.

The guideline eriteria include con-
sideration of the context of words or
phrases that parents might find offen-
sive; the context in which the artist
may be performing the material; the
varying interpretations of the mater-
ial; depictions of violence, sex, or sub-
stance abuse; and application of the
labeling to single-track releases as
well as full-length albums.

The goal of the revisions, according
to the RIAA announcement, is “to
ensure that consumers are able to
expect uniformity regarding the appli-
cation of the parental advisory label
when making purchasing decisions
and [to ensure they are] consistently
informed when a recording being
advertised contains explicit content.”

Says RIA A president/CEO Hilary
Rosen in the announcement, “The
basic system in place works for artists
and parents and guardians. But from
time to time, we have revised the
implementation of the system and
reflect the changing marketplace
because we take seriously our respon-
sibility to let parents or guardians
know when discretion with regard to
music purchases is advised.”

In forging the changes, the RIAA
worked closely with the National Assn.
of Recording Merchandisers (NARM).

Last June, President Clinton, react-
ing to increased concerns that media
violence may influence youth behavior,
called for the FTC study after the
shooting tragedies at Colorado’s
Columbine High School. Clinton had
also held a House Youth Violence Sum-
mit with top entertainment executives
last year after the shootings.

Opposition by legislators against the
easy availability of explicit or violent
recordings and other violent media to
America’s youth from Republicans and
Democrats—including both Democra-
tic presidential candidate Al Gore and
vice presidential candidate Joseph
Lieberman, as well as former Repub-
lican presidential candidates Orrin
Hateh, R-Utah, and Sen. John
McCain, R-Ariz., began long before
Clinton’s call for a probe.

The issue has also touched Texas
governor and Republican presidential
candidate George W. Bush, who in
1997 signed a budget bill that includ-
ed a provision to disallow major state
investments in companies that release
explicit recordings.

(Continued on page 99)
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(LIQUID AUDIO'S INTERNET MUSIC SOLUTIONS: )

Digital Asset Management

encoding in leading formats - catalog synchronization with music databases - hosting

Digital Rights Management

copy control - territory management - multiple DRMs - watermarking - timeouts

Internet Distribution

retailer sites - radio sites - lifestyle sites - portals - instore kiosks

Retail Site Integration

commercial and promotional downloads - song previews - customer support systems

Commerce Capabilities

customized online store - shopping cart - clearinghouse - daily reports

Consumer Product Support

personal computers - digital music players - CD recorders

Liquid Audio’s systems for delivering digital music are currently being used by more

4 (G
than 1,400 labels and 800 retailers worldwide. For more information visit ? )
www.liquidaudio.com or email sales@liquidaudio.com. | “
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Amazon Targets Speakers Of French
With Launch 0f Its Latest Web Site

BY EMMANUEL LEGRAND
PARIS—The lure of a potential 160
million new customers prompted
leading U.S. online E-tailer Ama-
zon.com to target France as its third
localized site in Europe, after the
U.K. and Germany.

Amazon.fr, a French-language site,
will offer books, music CDs, DVDs, and
videos. It targets customers in France
and in French-speaking countries
around the world, a population esti-
mated at 160 million by Amazon’s
founder and CEO, Jeff Bezos.

The arrival of Amazon was antici-
pated in France for some months, but

the company only disclosed its plans
two days before the Aug. 31 launch.

Without revealing finaneial details,
Bezos said Amazon is making “a sig-
nificant investment” in France.
Observers estimate that Amazon
start-up costs in that country have
been heavier than anticipated because
the E-tailer had to create from seratch
a massive books database. Initially,
Amazon had sought to acquire a com-
pany providing the database but had
no suceess.

Amazon claims to have 1.8 million
clients in the UK. and 1.2 million in Ger-
many. Bezos said that “23% of our sales

BY CHRISTOPHER WALSH
NEW YORK—Amazon.com, in
announcing changes in its privacy
policy, has sparked concern among
consumers and criticism from con-
sumer advocates.

At issue is Seattle-based Ama-
zon’s admission that personal
information—ecritical ammunition
for an Internet-based retail busi-
ness—could be shared with other
companies.

The move is significant in the
wake of the collapse of several E-
commerce companies. Those that
remain are struggling

Amazon.com Policy Ghange
Raises Privacy Goncerns

events that have caused apprehen-
sion among online shoppers and
Web surfers at large. In July, the
Federal Trade Commission opened
an investigation when online retail-
er Toysmart.com filed for bank-
ruptey protection and proposed
selling its customer list, after
promising customers it would
never do so. Internet advertising
broker DoubleClick.com also drew
criticism when it planned to mar-
ket a record of Web pages that

individuals have visited.
“Our basic position with regard
to Internet privacy

to attract and retain
investors as the initial
wave of speculation in

{ amazon.com

has not changed in
light of the Amazon
privaey policy,” says

new-media businesses
wanes.

“As we continue to develop our
business, we might sell or buy
stores or assets,” reads one pas-
sage of Amazon’s Privacy Notice.
“In such transactions, customer
information generally is one of the
transferred business assets. Also,
in the unlikely event that Ama-
zon.com Inc. or substantially all of
its assets are acquired, customer
information will of course be one
of the transferred assets.”

The move follows two recent

Andrew Shen of the
Washington, D.C.-based Electron-
ie Privacy Information Center.

“We think some baseline stan-
dard for privacy protection is nec-
essary,” Shen continues, “and 1
think Amazon’s privacy policy—
and the recent revisions—are just
an example of why. Internet con-
sumers should not be forced to
continuously go back and check a
Web site’s privacy policy. Internet
companies should not be able to
change how they protect your per-
sonal data—and at their whim.”

B AES WA VE
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are outside the US.” He forecast that by
2003 only 35% of the company’s cus-
tomers will be in the U.S.

Bezos said Amazon already had “a
few hundred thousand customers in
France” but declined to disclose his
target. The site will be launched with
a massive advertising campaign, but
Bezos said that, most of all, he counts
on the site’s brand name to attract
customers.

In a statement, Diego Piacentini,
Amazon.com senior VP and GM/inter-
national, says the site was “created for
and designed by French people, which
for the first time will allow French lit-
erature, music, film,
and culture to be
accessed easily and
quickly by people
around the globe.

“This is one fur-
ther step in our
plans to become a
global merchandis-
er;” adds Piacentini.

More than a hun-
dred people are employed by Ama-
zon.fr, whose managing director is
Denis Terrien, a former consultant for
McKinsey. Logistics of the site will rely
on two facilities in France, with oper-
ations and administration at Guyan-
court, in the suburbs of Paris, and a
distribution center in Orleans, an hour
away from Paris. Customer services
will be handled through Amazon’s Pan-
European customer service center at
the Hague in the Netherlands.

In France, Amazon will compete
head to head with other established E-
tailers, among them fnac.com, the
online operation of leading retailer
FNAC, which offers 400,000 CD titles;
alapage.com, which specializes in
books and offers 140,000 music titles;
and bol.fr, the French portal jointly
owned by Bertelsmann and Havas
(part of Vivendi), which claims to have
800,000 CDs available.

Amazon.fr will source CDs of local
repertoire through French distribu-
tors but also claims to be able to offer
240,000 imported titles of internation-
al repertoire. The site is understood to
be offering 100 top sellers in France
as well as the top 25 best-selling U.K.
and U.S. albums at an “attractive”
rate. In addition, a few top-line albums
will be sold at a zero margin.

BEZOS

RECORD COMPANIES. Steve Barnett
is promoted to executive VP/GM of
Epic Records Group in New York.
He was executive VP of worldwide
marketing for Epic Records and
550 Music.

Victor McLean is named man-
ager of national urban promotion
for the Verve Music Group in New
York. He was urban marketing spe-
cialist for the Florida region for
Universal Musie and Video Distrib-
ution.

Holly Hutchison is promoted
to director of A&R research for
Capitol Records in Hollywood.
She was associate of A&R
research.

MCLEAN

BARNETT

PUBLISHING. Claribel Cuevas is
named senior creative director/
Latin for Famous Music in Los
Angeles. She was A&R director
for EMI Latin.

Caroline Davis is promoted to
director of media and editorial
director of the Intranet for BMI in

i

HUTCHISON CUEVAS
Nashville. She was previously
media relations coordinator.

RELATED FIELDS. Jeffrey Jacobs is
named director of publicity for
S.0.B.’s Productions in New York.
He was founder of Twenty20
Media.

BY JIM BESSMAN

NEW YORK—Motown Records
founder Berry Gordy Jr., in mak-
ing a $750,000 donation to the
Rhythm & Blues Foundation, pre-
sented a challenge to the current
and future owners of his label and
other record companies to join the
fight for royalty reform and uphold
the foundation’s basic principles.

Gordy, who
made the donation
at the Sept. 6 Pio-
neer Awards 2000
presentation at
the Hammerstein
Ballroom in New
York, brought up
the lingering issue
of royalty reform.
Gordy lauded
such industry executives as Ahmet
Ertegun, Jim Fifield, Irving Azoff,
and Richard Foos for “having the
guts to lead the way.”

He said he hoped his donation
would prompt French conglomer-
ate Vivendi, which is expected to
become the new owner of the
Motown catalog with its purchase
of Seagram and the latter’s Uni-
versal Music Group, to institute a
royalty reform policy.

The contribution sets up the
Gwendolyn B. Gordy Fuqua Fund,
honoring Gordy’s late sister.

“She gave me money to follow
my dream,” Gordy said, noting that
the new fund would assist in meet-

GORDY

Gordy Sets Up Fund

Grant Provides Benefits For R&B Pioneers

ing the “pressing needs” of the
many R&B artists still lacking
basic health and life insurance and
pension benefits.

Indeed, master of ceremonies
and Motown legend Smokey
Robinson said that his own dreams
were made possible by the fulfill-
ment of Gordy’s and that the Pio-
neer Awards could be called the
Survivor Awards. The recent “Sur-
vivor” television series, Robinson
added, was “child’s play” compared
with the survival techniques
required to stay alive in a “tough
business where the rats eat yow.”

But Gordy’s grant goes a long
way toward helping artists in need
and keeping the foundation—
formed in 1988 to promote and pre-
serve R&B and offer finanecial
assistance to its creators—viable.

“Berry’s putting us back on the
map,” said Asleep At The Wheel’s
Ray Benson, a member of the foun-
dation’s board of directors and
chairman of the Pioneer Awards
Committee. “We've received over
$2 million in grants but were
beginning to deplete our resources.
Now we're starting to get more
money.”

The foundation, Benson added, is
being “revitalized” by Gordy and
other benefactors, including
Prince, who gave $100,000 this past
year to help establish the founda-
tion’s Financial Assistance Fund.
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Impressions, Wright Honored
As R&B Foundation Pioneers

BY RASHAUN HALL

NEW YORK—The Rhythm &
Blues Foundation again paid
homage to R&B legends at the
Pioneer Awards 2000. Held at New
York’s Hammerstein Ballroom, the
ceremony honored pianists John-
nie Johnson and Huey “Piano”
Smith, songwriters Sylvia Robin-
son and Clyde Otis, and recording
act