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As U.S. Moums Attack, Entertainment Industry Unites

A Billboard staff report.

Just as American music reflects
the soul of the nation, the U.S. music
industry this week mirrored the pain,
fear, confusion, and grief that gripped
the country’s collective psyche in the
wake of catastrophic terrorist attacks
Sept. 11 in New York City; Washing-
ton, D.C.; and Pennsylvania.

The business mourned its own—
at least three people among the
thousands presumed dead following
the airliner crashes that leveled the
World Trade Center in Manhattan—
and witnessed at close range the
horrific devastation that wiped out
countless businesses, including two
retail record stores at the foot of the
twin towers. Like the rest of the
country, the industry ground to a
near-complete halt in the wake of

the incomprehensible violence.

The U.S. music industry sum-
moned the same strength and com-
passion that poured forth from the
rest of America in the wake of the
tragedy, with companies moving
quickly to aid survivors and the fam-
ilies of victims with donations of
money and blood. (The impact of the
tragedy was also felt within the
international music community; see
story, page 9.)

Bertelsmann made a corporate
contribution of $2 million to a New
York City fund set up for the fami-
lies of the hundreds of firefighters,
police, and emergency teams lost in
the disaster. “Our answer to terror-
ism can only lie in solidarity and the
courage of our convictions,” says
chairman/CEO Thomas Middelhoff,
who also appealed to the company's

employees to donate blood.

Sony Corp. (Japan) and Sony
Corp. of America will be contribut-
ing $3 million to the New York chap-
ter of the Red Cross Disaster Relief
Fund and $1 million to New York

City Public Private Initiatives, which
aids families of city employees
involved in rescue efforts.

Vivendi Universal is also expected
to announce a “significant contri-
bution,” says VP of corporate com-
munications Anita Larson. “We have

been reaching out to city officials
and community leaders to deter-
mine where the need is greatest.”

Tina Valenti, a spokeswoman for
EMI in New York City, confirmed
that the EMI Group plans “a signif-
icant contribution to a yet-to-be-
determined relief fund. We’re cer-
tainly going to be involved.”

Wendy Goldberg, a spokeswoman
for AOL Time Warner in New York,
says, “We are in the midst of rolling
out a program that will encompass
[contributions] to different philan-
thropies for people who have been
affected by the tragedy, and we will
be involving both the corporation
and the employees.”

Clear Channel Worldwide, parent
of concert promotion powerhouse
Clear Channel Entertainment
(CCE), announced the establish-

ment of the ClearChannel.com
Relief Fund, which will benefit the
relief efforts of the American Red
Cross and appropriate New York City
and Washington, D.C., police and
fire department funds. Clear Chan-
nel started the fund with a corporate
donation of $100,000.

Donations will come from box-
office receipts and collections at
CCE venues. In addition, Clear
Channel’s 1,200 radio stations
across the country are raising
money. Corporate partners will
also be encouraged to participate,
as are Clear Channel employees.

At least $10,000 from ticket sales
for Sept. 12 dates by Lynyrd Skynyrd
in Raleigh, N.C., and Backstreet
Boys in Toronto—both of which
were promoted by CCE—has been

(Continued on page 8)

Performers Give Testimony Before Judges And Lawmakers
Record Labels, Artists At Loggerheads Over Contracts

In light of the overwhelming importance to both record
compantes and artists of recent challenges to the legal-
ity of long-held provisions in record contracts, Billboard
presents this first in a series of special reports on the
state of today’s record contracts that will cover
recent legislative and judicial developments,
an analysis of contract provisions, and an
examination of the ramifications to both

labels and artists.

BY BILL HOLLAND

WASHINGTON, D.C.—The Sept. 5 hearing
in Sacramento, Calif., on the record indus-
try’s 1987 amendment to California’s Seven-

Year Statute might serve as a landmark, artist

lawyers say, leading to changes in the way record

companies do business with music creators.

The hearing marked the first legislative forum in
which artists could discuss in detail their views that
record contracts are unfair—particularly the sub-
section B amendment to Section 2855 of the
Labor Code, which binds them to long-term
contracts. The amendment allows compa-

nies to sue for damages for “undelivered”
albums not yet optioned, while offering
no guarantees that labels must perform
their duties to release and adequately
market artists in return.
Of the industry’s amendment to the Califor-
nia seven-year rule, music attorney Stan Soocher
says, “Any recording contract that allows a label to

(Continued on page 94)

BY MELINDA NEWMAN

LOS ANGELES—When labels sign
minors to recording contracts, the
underage act is usually held to the
same standard as an adult. But
there are some important distinc-
tions that music companies and
artists need to know before signing
on the dotted line.

In California, New York, and Ten-
nessee—where the majority of
entertainment contracts are execut-
ed—the contracts must receive
court approval.

“A lot of managers and lawyers
think, ‘I'll have the parent sign, and

- Underage Acts Raise Unique Issues

that will the bind the contract,””
explains New York attorney Wallace
Collins. “If parents could bind the
kid, what would be the point of the
law? The technicalities of the law
are, if you're 18—in some states it’s
21—you have to go through a court
proceeding and have a court certify
the contract. In effect, [the minor]
is affirming that he is entering into

this as if he were an adult.”
Although the specifics vary from
state to state, Nashville attorney
Orville Almon, who represented
then-11-year-old Billy Gilman in his
(Continued on page 96)

Post-Tragedy

International Coverage
SEE PAGE 9
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Billboard Live Unveiled In Miami

BY LEILA COBO
MIAMI—The official opening of Bill-
board Live Sept. 8—with performances
by Los Rabanes, the Marley Brothers,
Blu Cantrell, and Celia Cruz—present-
ed audiences with a venue whose capac-
ity and versatility may be unparalleled
in the world.

in effect be the only medium-size venue
for live music to be found in
Miami/Dade, and certainly the only
venue in the area with the technical
capacity to host a variety of entertain-
ment events, ranging from live shows to
live TV shoots.

Subsequent events should
capitalize on the successful
opening of the venue, when
more than 3,000 guests—
including promoters, artists,
and executives—flocked to the

llooardive

versality of Billboard Live—which
expects to open venues worldwide—and
the local influence of Miami.

“This is a prototype,” Lander says, not-
ing that Billboard Live is expanding the
Billboard brand and trying to select
cities that are also music centers and will
feed the club with local talent.
“Billboard is perhaps the only
unique business-to-business
publication that has a concrete
link to the consumer [through
the Billboard charts]. The club
had to duplicate the maga-

initial VIP party. [t kicked off as
a fireworks display marked the unveil-
ing of the exterior Billboard Live sign.

“Billboard magazine was founded in
1894,” says Howard Lander, COO of VNU
Business Media. “We’ve waited 107 years
for Billboard Live to open in Miami.”

Inside, Billboard Live president/COO
Mitch Chait was given the key to the City
of Miami Beach by Mayor Neisen Kasdin,
a big supporter of the 1,500-plus capac-
ity venue. In turn, Chait congratulated
Billboard Live honoree Emilio Estefan
Jr. for his contributions to music and to
the city of Miami.

“This is a major milestone in the city’s
progress,” Kasdin later told Billboard.
“It’s almost like the merging of the
glamorous nightclub life of Miami Beach
of the 1950s with the super internation-
al status the city has attained today. It’s
a very important complex. It will bring
live entertainment, and it will be broad-
cast around the world.”

Beyond glamorous, Billboard Live will

Other events slated to take place
before year’s end include a Sept. 22 show
featuring Colombian rockers Ater-
ciopelados and a series of Celebrity Jams
that Chait is producing with Bob DeBri-
no, formerly producer of Blatt Produc-
tions/Warner Bros. The first of those
Celebrity Jams, scheduled to take place
within the next six weeks, will feature
actors Dennis Quaid (of Dennis Quaid &
the Sharks) and Steven Segal, also play-
ing with his band.

“I play music all over the world. Music
is my first love,” Segal says. “I’'m anxious
to go [to Billboard Live] and put on a
good show.”

Peter Cohen, senior executive VP of
entertainment/media for Billboard Live,
says, “We're talking to independent pro-
moters, labels, artists, managers, and a
host of people interested in bringing
events here.”

Cohen says the choice of acts playing
opening night reflected both the uni-

zine’s integrity, versatility, and
dedication to the music industry.”

On Saturday night, artists were
pleased not only with the enthusiastic
throngs of people in attendance, but also
with a setup that allowed them space
and intimacy at the same time.

“You can play a lot with the different
levels [in the building]. It has great pos-
sibilities,” said Emilio Regueira, lead
singer of Los Rabanes, who brought
audience members up onstage during
his show.

Chait told Billboard, “I feel a venue of
this nature, considering its capacities
and its integration with Billboard mag-
azine and all of its resources, presents a
very dynamic opportunity.”

In the aftermath of the terrorist attacks
on New York City and Washington, D.C.,
the Billboard Live for Life New York City
Relief Fund was created, with Chait an-
nouncing plans to host a series of fund-
raising charity events.

Concerts West Steps Up Competition For Tours

BY RAY WADDELL

NASHVILLE—News that Concerts West has
followed up its acquisition of the Britney
Spears tour with two hard-music, multi-act
arena tours offers further evidence that the
Los Angeles-based concert company is in the
game to compete.

First, word came that Concerts West—the
concert-promotion arm of sports and enter-
tainment corporation Anschutz Entertain-
ment Group—had won out over Clear Chan-
nel Entertainment (once thought to be in the
running to acquire Concerts West) for
national promotion rights to Spears’ upcom-
ing North American tour (Billboard, Sept. 1).

Now, Concerts West will produce two fall
hard-music tours: Family Values and Pledge
of Allegiance. The former features co-head-
liners Staind and Stone Temple Pilots with
support from Linkin Park, Static X, and oth-
ers; the latter boasts Slipknot, System of a
Down, Rammstein, and others. Both tours
will play arenas.

“In a 10-day period, Concerts West did the
deal with [Pledge of Allegiance], the deal with
Britney Spears, and the deal with Family Val-
ues,” says Dave Kirby, who heads up the L.A.
office of the Agency Group, partners in Pledge
of Allegiance. “That’s pretty impressive.”

Of the two metal tours, the 33-date Fam-
ily Values is the most branded concept. It will
be the third incarnation of a partnership
between Korn, management company the
Firm, and New York/New Jersey-based pro-
moter Metropolitan Entertainment Group
(MEG) after a hiatus in 2000. Metropolitan
had been the national promoter, working
with regional and local promoters in many

markets. Now, following a shakeup at MEG
that removed John Scher as CEO, Family Val-
ues has been sold on a national basis to Con-
certs West.

“Concerts West made a compelling offer
to promote the dates,” Scher says. He is head
of MEG'’s Hybrid Records but is still involved
with Family Values. “There is still a produc-
ing partnership between Korn, The Firm, and

Anschutz Entertainment Group

Metropolitan, but the offer [from Concerts
West] was too good to be turned down.”

Jeff Kwatinetz, president of the Firm, tells
Billboard that Concerts West and Clear
Channel Entertainment were the only two
companies that made national touring offers
for Family Values. “It was clear [Concerts
West] would do a better job for this tour. This
wasn’t about money, vengeance, or politics.
[ co-own this tour, and it is important that it
keeps going.”

Family Values is booked by John Marks
and John Brannigan of the William Morris
Agency in L.A. The first tour, in 1998, with
Korn headlining, grossed $6.5 million. The
1999 tour, with Limp Bizkit headlining,
grossed $10.5 million. Family Values begins
Oct. 11 in Cleveland at Cleveland State Uni-
versity's Convocation Center and wraps Nov.
24 in L.A. at a venue to be determined.

Pledge of Allegiance, set to begin Sept. 21

in Denver, is a partnership between Kirby,
Steve Richards of No Name Management,
Beno Benveniste of StreetWise Concepts &
Culture, and Happy Walters of Immortal
Entertainment. According to Kirby, the first
objective was to pair Slipknot and System of
a Down in a co-headlining tour, and the sec-
ond was to bring the tour to arenas.

“We had many of our [Agency Group]
bands on the Ozzfest [shed] tour this sum-
mer, and they all had a good time and were
very well-treated by Clear Channel Enter-
tainment,” Kirby says. “But there is a real
feeling that this type of music is not well-suit-
ed for sheds. The concept of kids in reserved
seating, not allowed to stand up or not
allowed to mosh, is directly opposite to what
these bands are trying to achieve. With hard-
er-edged bands, general-admission seating
works best, and we were looking for arenas
that would co-operate with that environ-
ment.”

The deal between Pledge and Concerts
West includes the participation of regional
and local promoters with a history with the
band, including MEG, 462 in Dallas, Rose
Presents in Minneapolis, House of Blues and
Nobody in Particular Presents in Denver, and
Frank Productions in Madison, Wis.

Most see the aggressive movements of
Concerts West, which still declines comment,
as a positive for the industry. Scher says, “It
will be interesting to see how they step up.”

Co-CEOs of Concerts West are John
Meglen and Paul Gongaware, who report to
Anschutz Entertainment Group president
Tim Leiweke. Music-industry veteran Irving
Azoff is also involved in a key big-picture role.
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THE CHART BEAT GOES ON: While chart trivia may seem truly triv-
ial in an unprecedented week of tragedy, there is something to be
said for not allowing terrorists to interrupt our daily lives. In that
spirit, let's examine what happened on the Billboard charts during
one of the darkest weeks in American history.

‘AFFAIR’ OF THE CHART: Mary J. Blige collects her first top 10 hit
in more than five years, as “Family Affair” (MCA) moves 12-9 on
The Billboard Hot 100, It's the first top 10 hit for Blige since “Not
Gon’ Cry” spent two weeks at No. 2 in February 1996.

“Family Affair” is the fourth top 10 hit of Blige's career. Her sec-
ond chart entry, “Real Love,” went to No. 7 in December 1992. Her
collaboration with Method Man on the medley “I'll Be There for
You/*You're All [ Need to Get By reached No. 3 in June 1995.

Blige's album, No More Drama, slides 2-5 in its second week on
The Billboard 200.

On the R&B side, “Family Affair” increases in sales and airplay
but gets pushed down 3-4, as "Differences” (Epic) by Ginuwine
leapfrogs 6-3. On Top R&B/Hip-Hop Albums, No More Drama
maintains its lead and remains No. 1 for a second week. The title
track makes its debut on Hot R&B/Hip-Hop Singles & Tracks at No.
76-—good enough to earn Hot Shot Debut honors.

EPIC PROPORTIONS: There's no change at the top of the Hot 100,

where Jennifer Lopez and Ja Rule reign for a third week with “I'm
Real” (Epic). It's the first No. 1 on the Epic label proper since Michael
Jackson spent one week there in September 1995 with “You Are Not
Alone.” It's also the longest-running No. 1 on the Epic imprint in
almost 1() years, since Jackson had a seven-weex run with “Black or
White” beginning the week of Dec. 7, 1991. With Jackson breaking
into the top 10 this issue with “You Rock My World." there are two
Epic titles in the top 10 together for the first time since November
1995, when Jackson's “You Are Not Alone” and Groove Theory’s “Tell
Me” both had berths in the top 10. “I'm Real” is Epic’s first No. 1 by
a female artist since March 1991, when Gloria Estefan had a two-
week reign with “Coming Out of the Dark.”

MEET THE BLACKS: Actress/singer Lisa Hartman Black charts for the
first time in Billboard, as “Easy for Me to Say” (RCA), a duet with her
husband, Clint Black, debuts at No. 56 on Hot Country Singles &
Tracks. Hartman was featured on her husband’s “When [ Said [ Do,”
aNo. 1 hit in 1999. But she wasn't officially listed in the credits and
did not appear on a Billboard chart.

‘BROTHER’ REBOUNDS: The soundtrack lo O Brother, Where Art
Thou? (Mercury) returns to the top for its 20th week at No. 1 on Top
Country Albums. It's the longest-running chart-topper since Dixie
Chicks’ "Fly" racked up 36 weeks in pole position.

www.billboard.com
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BY PHYLLIS STARK
NASHVILLE—Atlanta-based broad-
cast and telecommunications com-
pany Crawford Communications is
making a major investment in
Americana music, forging partner-
ships with two established industry
executives in Nashville who have
been longtime champions of the
format. Plans call for 24-hour Amer-
icana radio and TV networks.

In partnership with Crawford, Jon
Grimson has formed Americana
Entertainment. Grimson is the owner
of CounterPoint Music Group, a 7-
year-old company specializing in
Americana radio promotion, market-
ing, and consulting. Grimson will be
president of Americana Entertainment
and will fold CounterPoint into that
venture. He is a founding member of
the Americana Music Assn., which
launched last year and now claims
close to 800 members.

This Week in Americana, the week-
ly, internationally syndicated show
Grimson has produced since 1998, will
now be syndicated by Americana
Entertainment, which also plans to
develop a syndicated, 24-hour Ameri-
cana radio format within two months.

Additionally, the company will contin-
ue to produce periodic radio specials.

Americana Entertainment will in-
clude music-publishing and artist-
development divisions. Industry vet-
eran Larry Shell has been hired as
director of publishing; he is perhaps
best-known as the co-writer of “Mur-
der on Music Row” and as a former
A&R executive with Polydor Records.
Shell’s own music will be part of a co-
publishing deal with Americana Enter-
tainment. Grimson hopes to add more
staff to the publishing division later.

“We will start small and stay fo-
cused,” Grimson says. The company’s
primary focus will be on songwriters
who are also artists.

Crawford has also partnered with
industry veteran Stanley Hitchcock for
the launch of Americana Music Televi-
sion (AMT), which will share Nashville
office space with Grimson’s company.
Hitchcock will serve as chairman/CEQ
of the network, which he hopes to
launch nationally in the second quar-
ter of next year after a sheltered roll-
out with part-time programming on
other networks. AMT’s programming
will include longform shows, concerts,
documentaries, and music videos
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encompassing country, bluegrass,
gospel, and blues.

Grimson says he found in Crawford
chairman Jesse Crawford and presi-
dent Paul Hansil executives with a
“deep-rooted understanding and
belief in what Americana is. They
were willing to look at it as not only
something they were fans of but also
good business that, with the right
team, we can be successful in.”

While he admits that the 7-year-old
Americana format is a “niche,” Grim-
son says it's “an important one [that]

Plan Eases l.:censmg For Broadcasters

BY JULIANA KORANTENG
LONDON—The International Fed-
eration of the Phonographic Indus-
try (IFPI) is trying out a new sys-
tem of reciprocal agreements to
enable radio and TV broadcasters
to simulcast music internationally
via the Internet.

Music publishers are studying
the implications of the new initia-
tive, whereby the labels’ body has
set up a one-stop licensing scheme
—involving collecting societies in
25 countries—allowing broadcast-
ers to transmit music online while
compensating recording labels in
those markets.

According to Universal Music
International chairman Jorgen
Larsen, “This system allows broad-
casters to obtain a single internation-
al license from one source for the
international repertoire of Universal
Music—or other record companies,
large and small.”

The number of countries signing
the new agreement is expected to
exceed 30, effectively giving broad-
casters global simulcast rights on
the Internet. Nick Henry-Stolz,
music analyst at JP Morgan in Lon-
don, says, “It’s a major step in the
right direction.”

The trial scheme, which runs
until May 31, 2002, has already
been given the green light by the
European Commission (EC), which
was informed of the plan last No-
vember. In August, the EC an-
nounced it had taken a “favorable
view” of the arrangement but
would still monitor the impact on
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interested parties, such as the
labels themselves.

Henry-Stolz points out that such
a move has been a long time coming.
According to the IFPI, there are an
estimated 5,000 simulcasters world-
wide, a 600%-plus increase since
1998. But until now, collecting soci-
eties have been limited to offering
terrestrial broadcast licenses within
their respective national borders.

A simplified system was needed
to license repertoire online inter-
nationally, says the IFPI's London-
based head of licensing and e-com-
merce, Nils Bortloff: “We are aware
of the broadcasters’ demand to get
their licenses streamlined. No one
wanted to travel around the world
to collect the licenses locally. This
is very much industry-led. We're
not reacting to pressure.”

The 25 signatories to the new simul-
cast agreement include the U.K.’s
Phonographic Performance Limited,
Denmark’s Gramex, Germany’s GVL,

and SENA in the Netherlands. A U.S.
agreement is pending, as talks between
the Recording Industry Assn. of Amer-
ica and the National Assn. of Broad-
casters continue on terrestrial broad-
casters paying performance royalties
for streaming music online.

JP Morgan’s Henry-Stolz points
out that such arrangements raise a
question about the fate of collecting
societies in the digital age of music:
“[The system] bypasses individual
collecting societies. So what is the
long-term future of collecting soci-
eties? That still needs to be clarified.”

Music publishers, whose role is
increasingly crucial if commercial
distribution of digital music is ever
to become viable, are keeping a close
eye on this deal, says EMI Music Pub-
lishing U.K. deputy managing direc-
tor Tom Bradley: “There have been
discussions about a reciprocal agree-
ment among the collection societies
to facilitate a one-stop license [for
publishers] to broadcasters.”

Some authors’ rights bodies, in-
cluding the U.K.’s Performing Right
Society/Mechanical Copyright Pro-
tection Society, have simulcasting
deals with local broadcasters, such
as British public broadcaster BBC.
Bradley says, “Even where some lo-
cal societies have not finalized those
arrangements, publishers are en-
couraging them to do so.”

Bradley says he thinks the existing
Santiago Agreement, which enables
local societies to license local pub-
lishers’ repertoire for performance
rights globally, might soon be ex-
panded to include broadcasters.

is strengthening as a grass-roots
movement.” Like most people associ-
ated with Americana, he is reluctant
to define it beyond calling it “Ameri-
can roots-based music based on the
traditions of country.”

Hitchcock previously worked at
CMT from its launch until it was sold
in 1990. During his time there, he says,
he discovered that “there is a large
appetite for roots music in the Ameri-
can public.” Hitchcock launched and
ran the national cable channel Amer-
icana Television Network (ATN) out of
Branson, Mo., for two years in the early
"90s before selling it to TCI, which sub-
sequently shut it down.

Hitchcock has named several key
executives for AMT. Donald Whiteman
is named president/COO. He previ-
ously was senior VP of Western Tele-
Communications and AT&T in Den-
ver. Joining AMT as executive VP of

distribution is Larry Scudder, who pre-
viously was CEO of Telia Internet.

Alan McLaughlin joins as VP of pro-
duction and programming. He previ-
ously was head of studio operations for
the Shop at Home cable network.
Roger Sarchet has been named VP of
music industry and will serve as a liai-
son with labels and artists. He will also
produce several shows for the network.
Sarchet previously headed artist man-
agement and production companies.

Ronnie Reno joins the network as
music director. Reno is host of the
cable TV show Reno’s Old Time Music
Festival. Denise Hitchcock is named
VP of administration and public rela-
tions. She is also president of Hitch-
cock Enterprises. Brenda Cherry has
been named director of product mar-
keting. She has worked in retail mar-
keting at department store chains
Neiman Marcus and Dillards.

Market Watch

A Weekly National Music Sales Report

YEAR-TO-DATE OVERALL UNIT SALES

2000 2001
Total 524,594,000 504,352,000 (=3.9%)
Albums 484,958,000 479,313,000 (=1.2%)
Singles 39,636,000 25,039,000 (<36.8%)
YEAR-TO-DATE SALES BY ALBUM FORMAT
2000 2001
cD 430,471,000 444,175,000 (©3.2%)
Cassette 53,343,000 34,204,000 (=35.9%)
Other 1,144,000 934,000 (=18.4%)
= OVERALL UNITSALES
12 51 2 000 ' 12,983,000
14,217,000 <=3.6%
<>12%
\LBUM S e
12,111,000 11,990,000
13,731,000 1%
<11.8%
R, g ok SINGERE SALES 3 faly TR LK
N 401,000 993,000
486,000 <59.6%
<>17.5%
YEAR-TO-DATE SINGLES SALES BY GEOGRAPHIC REGION
2000 2001
2,233,000 1,513,000 (<32.2%)
6,531,000 4,618,000 (<29.3%)
6,011,000 3,803,000 (=36.7%)
tral 2,170,000 1,194,000 (<45%)
8,234,000 5,222,000 (<>36.6%)
6,745,000 3,602,000 (<46.6%)
2,122,000 1,316,000 (<=38%)
5,590,000 3,771,000 (<32.5%)
ROUNDED FIGURES FOR WEEK ENDING 90801
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SOMETHIN'’ ELSE presents

Radio / Audio production

Tv / Video production Multimedia production

RADIO SHOWS TO MAKE YOUR AUDIENCE GO BOOM!

HOTO CREDIT: TIM BRET-DAY

MTV EUROPE MUSIC AWARDS 2001

Now your station can be part of Europe’s biggest and most exciting
music event on 8th November in Frankfurt.

Build up the excitement with any or all of these shows:
The Story So Far, 10 Best Performances, Countdown to Frankfurt,
Nominee Spotlights.

Then be part of the live action - choose from:
The awards live on your station by satellite, interview clips for your
breakfast show, 2 hour recorded highlights show.

THE SOUNDZ OF NOW with RONI SIZE

D], Performer, Producer. Now Roni Size comes to radio with his own twc
hour weekly show throwing down the real beats. The very best in Hip
Hop, R n B, Drum and Bass.

Each week:
An exclusive mix from Roni, an exclusive guest mix from the biggest
names in dance, an exclusive interview.

Roni Size Reprazenting The Soundz Of Now for your audience.

GILLES PETERSON WORLDWIDE

Already in 17 countries with left-field dance-floor tracks fusing sounds
from around the globe. The ultimate show to chill to.

Exclusive mixes, live sessions and guest appearances from the likes of:
Jazzanova, Basement Jaxx, LT]J Bukem, Peter Kruder, Masters at Work,
Jill Scott, Nitin Sawhney, Zero 7 and India Arie, weekly for two hours.

Gilles Peterson Worldwide, the original global chill-out.

With all these shows you are free to get your own local
sponsor and keep all revenues.

For details of these and other great shows contact:

Steve Ackerman

Tel: +44 (0) 20 7204 1939 email: steve.ackerman@somethin-else.com
or Justine Hendry

Tel: +44 (0) 20 7204 1924 email: justine.hendry@xynetwork.com




Attacks

Continued from page 1

donated to the fund by the bands.

Steve Smith, COO for CCE, says
that creating a Web site was the most
efficient way “to use all our media to
drive people to a place where we can
collect toward the fund.”

Online retailer Amazon.com allowed
its customers to make direct contri-
butions to the American Red Cross
through a link on its Web site. By Sept.
13, donations made through Amazon
totaled more than $2.6 million.

Artists also stepped forward to sup-
port the relief effort. Earth, Wind &
Fire announced that it was making a
$25,000 donation to the American Red
Cross, earmarked to aid New York City
firefighters, police, and their families;
metal band Queensryche said it would
sponsor a blood drive Sept. 25 at Sta-
dium Exhibition Center in Seattle. All
proceeds from Robert Cray’s Sept. 15
show at Seattle’s Moore Theater were
also to be donated to the Red Cross.

As U.S. radio stations were offering
listeners morale-boosting and patriot-
ic programming, they were also mobi-
lizing relief-effort assistance, including
numerous blood drives. Many stations
also organized prayer vigils and hand-
ed out American flags.

A GRAVE TOLL

Among the 91 killed onboard when
terrorists piloted an American Air-
lines flight from Boston into the
north tower of the World Trade Cen-
ter was former Walt Disney Records
senior VP Carolyn Beug, 48, wife of
Warner Bros. Records executive VP of
music video John Beug. She was re-
turning to Los Angeles after dropping
twin daughters, Lauren and Lindsey,
off at the Rhode Island School of
Design. Her mother, Mary Alice
Wahlstrom, 75, was also killed.

Jane Simpkin, a member of ASCAP’s
Northeast music licensing team, was
a passenger on the United flight out of
Boston that crashed into the Trade
Center’s south tower, killing all 65
onboard. Based in Wayland, Mass., 36-
year-old Simpkin had worked at
ASCAP since 1998.

Danny Lee, a roadie for the Back-
street Boys, died on American Air-
lines flight 11. After breaking down
the group’s Sept. 10 show in Boston,
Lee had temporarily left the tour to
be by his wife’s side for the birth of
their daughter. The baby girl was
born on Thursday.

Two music retail outlets—a Borders
Books & Music unit located at 5 World
Trade Center and a Sam Goody store
in the shopping center concourse—
were completely destroyed when the
towers collapsed. But no employees or
customers lost their lives.

Opening at 7 a.m. Sept. 11, the
Borders store was staffed with about
30 employees. “As soon as the first
explosion occurred, all customers and
employees were evacuated,” says Ann
Binkley, director of public relations
for Ann Arbor, Mich.-based Borders
chain. “All employees in the store at

the time are safe, and no one was
hurt. It was an absolute blessing that
everyone got out.”

Musicland spokeswoman Dawn
Bryant says the Sam Goody location
was “a total loss, but all our employ-
ees are safe and accounted for.” The
store had opened at 8 a.m., and when
the first plane hit about 45 minutes
later, there were four employees in
the store but no customers. The staff
immediately evacuated the store.

Reports indicate that J&R Music
World’s nearby Park Row store also
sustained damage, although no em-
ployees or customers were hurt.

Some artists contacted by Billboard
report that they witnessed the day’s
horrific events first-hand. Columbia
artist Mary Chapin Carpenter, who had
just flown into New York to tape an
episode of the new PBS-TV series Life
360, said she saw one of the planes
crash into the World Trade Center.

Capitol Nashville’s Garth Brooks, his
manager Bob Doyle, and publicist
Karen Byrd were in midtown Manhat-
tan on their way to meetings when
they saw smoke billowing from down-
town. Brooks had been slated to later
fly to Washington, D.C., to be honored
by ASCAP with the Golden Note
Award. The event, set for the Dirksen
Senate Office Building, was postponed.

Following the Manhattan attack,
indie label 75 Ark withdrew album art
for Party Music, a Nov. 6 release by
hip-hop act the Coup, which depicted
a group member detonating explo-
sions in the Trade Center towers. “Re-
cent extraordinary events demand that
we create new artwork for the album,”
said a statement from the label. Elek-
tra prog-metal band Dream Theater
also pulled its Sept. 11 release from
shelves due to an inappropriate cover;
Live Scenes From New York will be
reissued with new art.

BUSINESS AT A STANDSTILL

Across the country, the industry
came to a stunned stop. Almost every
music-business event of consequence
was postponed or canceled.

The second annual Latin Grammy
Awards—scheduled for Sept. 11 at the
Forum in Los Angeles, after its reloca-
tion from Miami as a result of securi-
ty concerns there—was postponed,
along with all surrounding events. A
new date has not yet been set. Asked
about the cost of the postponement,
Latin Academy of Recording Arts &
Sciences senior VP Enrique Fernandez
says, “We won't at this moment be
thinking about that. This is really
beyond any thinking of cost to anyone.
This is a national tragedy.”

Seven-time Latin Grammy nomi-
nee Juanes—whose home country
Colombia has been torn by guerrilla
violence for years—remarked, “I can’t
believe this could happen here.”

The violence left many New York
record company executives in Los
Angeles for the Grammys stranded.
Sony Music chairman Thomas D. Mot-
tola resorted to hitching a ride on a
tour bus back to New York.

The National Assn. of Recording
Merchandisers (NARM) Fall Confer-
ence, which had been set to begin Sept.

12 in Bal Harbour, Fla., was initially
postponed until further notice and
then canceled altogether. NARM exec-
utive VP Jim Donio says the decision
was reached after polling its retail advi-
sory council and board of directors.

CMJ chairman Robert Haber an-
nounced that the CMJ Music Mara-
thon, which had been set to run Sept.
13-16 in Manhattan and Brooklyn, has
been postponed until Oct. 10-13. The
rescheduled event will take place at the
Hilton New York. Most of the clubs
that were to host CMJ events are locat-
ed below 14th Street in lower Man-
hattan; on Sept. 11, that area was
ordered closed for several days by
Mayor Rudolph Giuliani.

Merge Records and Saddle Creek
Records, despite the CMJ cancellation,
decided to present a show Sept. 15 at
the Bowery Ballroom featuring many
of their acts. Proceeds went to New
York City area fire departments.

The 111th convention of the Audio
Engineering Society (AES), the pro
audio industry trade group, was post-
poned until Nov. 30-Dec. 3. The con-
vention was to run from Friday (21)
through Sept. 24 at New York’s Javits
Center. But AES executive director
Roger Furness noted in a statement
that much of the venue has been taken
over for the foreseeable future by the
New York Mayor’s Office of Emergency
Management and the Federal Emer-
gency Management Agency, which are
coordinating emergency services.

The second annual Americana
Music Assn. Conference, scheduled for
Sept. 14-15 in Nashville, was post-
poned until Nov. 2-3. But the South-
ern gospel music community’s 44th
annual National Quartet Convention
(NQC) continued as scheduled
through Sept. 15. According to NQC
VP Clarke Beasley, the board of direc-
tors felt an obligation to attendees to
proceed with the event, at which near-
ly 70 top acts were to participate.

In Washington, D.C.—where at
least 200 were presumed dead after a
jetliner crash at the Pentagon—Alanis
Morissette’s scheduled Sept. 11 testi-
mony before the Copyright Arbitration
Royalty Panel was canceled. The
national headquarters of the Record-
ing Industry Assn. of America and the
National Assn. of Broadcasters both
closed early. The Washington Area
Music Assn. decided to cancel its city-
wide WAMA Jam, scheduled for Friday
and Saturday (21-22).

DARK OFFICES AND ARENAS

New York was instantly paralyzed
by the calamitous events in its streets.
Manhattan-based record labels Sony,
EMI, BMG, and Universal quickly shut
their doors Sept. 11. With virtually all
forms of public transportation halted
and bridges and tunnels closed,
employees who made it to the office
that day made their way home as best
they could; at Universal Music, those
who wished to stay in the offices were
provided with sleeping bags, food, and
other provisions. Most companies
were attempting to reopen Sept. 13 in
New York, but a rash of midtown
bomb threats prompted many em-
ployees to leave work early.

Nationwide, touring was crippled by
the prohibition of commercial air trav-
el (which slowly began resuming Sept.
13), as well as the emotional impact of
performing in the wake of the tragedy.
Predictably, New York was hardest hit
in terms of lost music events. Few ven-
ues could be found purveying live
music, and Broadway theaters went
dark for two evenings.

At the Beacon Theatre, a Sept. 12
show featuring Lil’ Romeo with
Dreamstreet was canceled, as was a
Sept. 15 “Twist of Marley” concert, fea-
turing Lee Ritenour, Jonathan Butler,
Patti Austin, and Gerald Albright. Met-
ropolitan Entertainment, promoter of
the Lil’ Romeo show, postponed a Sept.
11 show at the Hammerstein Ballroom
by O-Town and canceled a Sept. 14
Beacon concert by Nanci Griffith.

At New York’s Lincoln Center, a
three-night stand at Avery Fisher Hall
by London’s Philharmonia Orchestra
Sept. 13-15 was postponed, largely due
to logistical difficulties. But at the Cen-
ter’s Alice Tully Hall, a Sept. 13 per-
formance by classical pianist Ruth
Laredo was to proceed as scheduled.

Major promoters CCE and House of
Blues Concerts canceled all events for
Sept. 11, with acts ranging from
Madonnaand Janet Jackson to Tool and
Godsmack. U2 postponed their week-
end on-sales for their return to North
America, and Britney Spears pushed
back the on-sale date for her fall tour.

“We had a few events that were
loaded in and ready to go [Sept. 11],
but we canceled everything out of sen-
sitivity to the victims and their fami-
lies,” says Rodney Eckerman, CCE
president/co-CEO of music. He adds
that things are slowly getting back on
track: “Our objective is to return to
normalcy as soon as possible.”

Eckerman says several events were
on for Sept. 12 but that others were
lost because “with the transportation
systems shut down, the logistics are
tough. Obviously, the sensitivities in
New York and D.C. are unique, but
most of the mayors and municipalities
are saying, ‘Let’s move on.””

House of Blues Concerts’ canceled
or postponed events included Sept. 12-
13 Blink-182 dates at Long Beach
(Calif.) Arena and the Arrowhead Pond
in Anaheim, Calif.

Some acts rethought their tour
plans: Slipknot and System of a Down
postponed the start of their co-head-
lining Pledge of Allegiance tour. Citing
safety concerns, Pantera withdrew
from the Tattoo the Planet tour of
Europe, set to begin Sept. 13.

AMID CHAOS, SOME PLAY ON

Linkin Park canceled a Sept. 11
date in Hamburg, “out of respect for
what was going on back home,” ac-
cording to manager Jeff Kwatinetz of
the Firm, but the band played Sept. 12
in Berlin. Kwatinetz says, “The goal of
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