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EU Chiefs
Rebuff Biz
On VAT Cut

Individual States Are Last Hope

BY LEO CENDROWICZ
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(loria Gets Personal

New Album Aims For Broad Market
As Enduring Star Bares Her Soul

BY LEILA COBO

5 Who's On DVD

To mark the 40th year since
the Who's first recording, its
rockumentary “The Kids Are
Alright” debuts on DVD.

BRUSSELS—The last remaining hope for the Euro-
pean music industry to see a cut in the value-added
tax on sound recordings now rests with the finance
ministers of the European Union member states.

On July 16, the European Commission unveiled
plans here to simplify its VAT rules, but it dismissed
appeals for CDs to be placed on the coveted list of
exemptions to the standard tax rates.

MIAMI—Rexnvention is often seen as essential for longevity
in pop music.

But for Gloria Estefan, the more things change, the
Tore her personal life and public persona seem

to stay the same.
It’s a paradox that has allowed
Estefan to remain relevant and
enormously popular during

7 Farewell To Cruz

Legendary salsa queen Celia
Cruz, a major influence on
Afro-Cuban music, dies.

11 Michael Does Motown

After 10 years, Michael
McDonald returns to the
charts with the lead single
from “Motown” on Motown.

$6.95US $8.95CAN
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more than two decades of
music-making. Her name is
recognized all over the globe,
and she has sold upwards of
70 millicn albums world-
wide, according to her label.
Still, ker individual album
(Continued on page 74)

As a result, the VAT rate applied on sound record-

ings in Europe will continue to be in the 15%-25%

(Continued on page 86)

Insurance Woes
Hinder Rap Tours

BY RAY WADDELL

High-profile terrorist attacks and recent
tragedies have led to an extremely difficult con-
cert-liability insurance market. Nowhere is that
being felt more than in the world of rap touring.

Rap concerts have long been a tough sell for
insurers, in large part because of a reputation—
deserved or not—for violence.

Many say the situation has reached a point
where rap promoters, venues and artists must
sometimes choose between staging shows with-
out insurance or forgoing a tour altogether.

“Hell yes, it’s a problem,” says Phil Casey, VP

(Continued on page TQ-17)

Web Leaks Spur Studio Clampdown

BY CHRISTOPHER WALSH

NEW YORK—Long an artist’s sanctuary, the
commercial recording studio is becoming a vir-
tual fortress, guarding against the potentially
devastating consequences of theft.

The thieves’ targets are the rough mixes, out-
takes, alternative takes and finished masters that
traditionally have been loosely handled, even by
the artists themselves.

Leaks of this material are nothing new, but the
advent of unauthorized file sharing on the Inter-
net has greatly increased the consequences of
this phenomenon.

Recent albums by Eminem, 50 Cent, Korn and

Radiohead were all available online prior to
release, because unauthorized copies were leaked
to unknown parties.

In such cases, marketing strategies are dis-
rupted, official release dates often must be
changed and, presumably, sales are lost.

For recording studios—already affected by tighter
recording budgets—this unfortunate reality has
demanded new, unprecedented layers of security.

“There’s a safe now in every studio, and eventu-
ally we're going to build those safes into the walls,
says Kelly Garver, studio manager at NRG Record-
ing Services in North Hollywood. “We are design-
ing a new studio with safes built right into the floor.”

(Continued on page 85)
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“hardest working manin country biz”-usa Tobar

“McGraw rules the roost, New King of country

Mmusic wears the crown with ease”
- CHICAGO TRIBUNE

shades of Elvis & The Beatles....” - BRMINGHAMNEWS

‘i entertainment is escapism, Tim McGraw
provided the ultimate getaway for Detroit fans.”

-DETROIT FREE PRESS
N Y,\‘ :‘ ° ‘l\* w \ ‘ ~ o ®
A ) R

A -

O opening et Nng heavy*handed patriotic

ovértures (justmafeful ones) and no
rﬂwmlcks morg |ke;a tradltlonal rock Concert

MR ith a Mt

'_ORANGE COUNTY REGISTER

“

‘McGrawhas clearlypicked up the mantle of the
leading® ountry arena rocker” *CINCINNATI 2OST

“McGraw) invokes the
spirits of Elvisand Hank”
- Lonésvu_LE COURIER JOURNAL |

“ENisl Elvis whg?”
-MIAMIHERALD

J

-~

:More spunk, more emotion, more poignancy,
more partying, more stage moves-more of every- ; ¢ ‘ B -

thing he needed to make#his a winning concert.” SOREENERE
-MINNESOTA STAR TRIBUNE # -

RO L o

........

“One of the marks of a great entertaineris the ‘; -

ability to capture a sense of |nt|macy iNnany S|ze,

venue. McGraw achieved this feat....
-GRAND RAPIDS PRESS

“...without having to worry about any time con-
straints due to opening acts, he simply got up
and sang...lt was what the near-capacity crowd
wanted to hear, as it greeted everything he offered
with a deafening roar of approval.” - Arizona Republic
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Recorded performance.
In-person performance.
Staging.

Public acceptance. .
Attitude.

Leadership.

Overall contribution to
the country music image.
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Top of the News

5 Merchandising deals for tours
have become more flexible, with
artists gaining better percentages
from gross revenue.

6 AOL launches its own in-
house music/video store to
capitalize on its members’
demand for music.

Music

11 After falling on hard times
and disappearing from music for
30 years, Howard Tate returns
with a new album, “Rediscovered.”

12 Jazz Notes: Blue Note
Records opens its vault wide for
Madlib’s remix album, “Shades of
Blue: Madlib Invades Blue Note.”

13 Higher Ground: Contempo-
rary Christian/gospel sales
dropped 10% in the first half of
2003.

14 In the Spirit: Producer
Percy Bady releases his first
artist project on Gospo Centric,
“Percy Bady Experience.”

)
LL COOLI

17 Touring: Blossom Music
Center, home of the Cleveland
Orchestra, gets a $17 million
renovation.

20A R&B: Tamia aims to forge
her own path with her third
album, “Still.”

22 Beats & Rhymes: LL Cool J
returns to Def Jam Records, the
label that launched his career.
24 Latin Notas: The late
Frankie Ruiz’s final track is the
first single from Universal’s Ruiz
compilation set, “Exitos Eternos.”
50 Country: Asleep at the
Wheel’s Ray Benson releases a
solo album.

53 Beat Box: DJ Danny Howells
has a new look to complement the
fresh sounds of new set“24:7.”
57 Songwriters & Publishers:
Multi-talented Kris Kristofferson

QUOTE OF THE WEEK

6 We have some Harry Potter merchandise in

the store, but | am ashamed of it.’

BRETT WICKARD, BULL MOOSE
Page 63

Global

67 Taiwan-based Rock Records

signs a four-year sales and distri-
bution deal with Universal Music
Southeast Asia.

69 Global Pulse: The Thrills”
love for the U.S. shines through
on their successful Virgin/EMI
album, “So Much for the City.”

Programming

66 Tuned In—The Tube:
Chicago performs a hometown
concert for PBS’“Soundstage.”
RAY BENSON

Features
6 Market Watch
18 Boxscore
55 Reviews & Previews
58 The Billboard BackBeat
58 Executive Turntable
68 Hits of the World
72 (lassifieds
75 Behind the Bullets
80 Chart Beat
87 Update
89 The Last Word

uses his new set as a platform for
his spiritual, social and political
concerns.

60 Studio Monitor: Elliot
Mazer remixes Frank Sinatra’s
1966 live album, “Sinatra at the
Sands,” in surround sound.

Retail

61 ESPN uses music to pro-
mote its annual action sports
competition, the X Games.

62 The Indies: MusicNet signs a
licensing deal with Orchard to
acquire indie content.

63 Retail Track: Bull Moose is
set to open its largest outlet as a
combination superstore/ware-
house.

64 Home Video: Warner Home

Video brings Looney Tunes car-
toons to DVD for the first time.

KRIS KRISTOFFERSON
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Promoter Celia Cruz
Perloff exits remembered
Clear Channel \ for her
Entertainment | contributions
Music West to salsa

Look: Whos On DVD

‘The Kids Are Alright’ Could Smash Sales Record

BY JILL KIPNIS

LOS ANGELES—Rock’n’roll was a
visceral, blood-and-guts way of life
for British rock band the Who in its
heyday. Pioneer Entertainment is
counting on that maverick spirit to
propel the sales success of Who
rockumentary “The Kids Are Al-
right” on DVD.

The Sept. 30 debut comes during a
time of heightened consumer interest
in classic rock DVDs.

“The Kids Are Alright” is timed to

\

honor the 40th anniversary of the
band’s first-ever recording and its first
performance of a song composed by
guitarist Pete Townshend. It docu-
ments the Who’s musicianship and
personality through live performance
footage and interviews.

The band’s trademark onstage
instrument smashing and the innova-
tive use of lasers are captured here on
a newly restored print, with remixed
Dolby Digital 5.1 and DTS sound.

The film debuted in theaters in
1979. It teatures Townshend along-

side fellow band members Roger Dal-
trey (lead singer), the late John
Entwistle (bassist) and the late Keith
Moon (drummer).

Rock from this era has energized
DVD retail of late. Atlantic’s “Led Zep-
pelin DVD" recently broke a first-week
sales record in the category with
120,000 units, according to Nielsen
SoundScan (Billboard, June 14).

Other recent successes include
Paul McCartney's *Back in the U.S.”
(Capitol), which sold 61,000 units in

(Continued on page 85)

Tour Biz Bends
On Merchandise

BY RAY WADDELL

NASHVILLE—Once etched in
stone, merchandise deals—specif-
ically, the percentage of gross
merch revenue

artists pay ven- |
ues to sell tour
product at shows
—have become
more flexible in
these increas-
ingly competi- R
tive times.

Merchandise [
percentages have
long been a bone
of contention be- |
tween touring ar-
tists and building
managers. Only a
few years ago,
deals in which
buildings would
receive as much
as 40% of merch sales were com-
monplace.

Generally, the artists’ side of the
table has questioned why such a
hefty percentage should be paid
merely for the right to sell their own
merchandise at their own concert,
while the building’s perspective has
been, in a nutshell, that without the

WILLIAMS: ‘SOMETIMES MERCH
TRUMPS RENTAL

venue, there is no show.

Where muscles were once flexed
flexibility is now the norm.

“Very few building [policies] are
in stone anymore,” says Matt Mc-
Donnell, assistant
director of the
Mississippi Coast
Coliseum in Bil-
oxi, Miss. “The
nature of the busi-
ness Now is you
have to be smart
about vour rev-
enue streams, but
vou also have to
realize there are
fewer shows out
now, and vou have
to be able to at-
tract the ones you
can get——particu-
larly for a second-
arv market.”

While 40% deals
still exist, negotiations are much
more fluid, and the merch percent-
age is viewed as onlv one part of a
multifaceted agreement.

“You can't be myopic and not real-
ize that for some artists, the merch
deal is more important than the rental
deal,” says Bob Williams, president of

(Continued on page 17)

Billboard has added two new charts, based on airplay from

Airplay Charts

Christian radio with the launch of these two charts,”

Christian radio stations, to its weekly menu on billboard.com.

The new charts—Ho~ Christian Singles & Tracks and Hot
Christian Adult Contemiporary—joined the Web site’s lineup
July 17. Both lists are audience-based charts, compiled by
Nielsen Broadcast Data Systems (BDS) in comjunction with the
Christian Music Trade Assn (CMTA).

The Christian Adult Contemporary chart is determined by
plays from a panel of 35 stations. Those stations, plus an addi-
tional seven top 40-lean ng Christian outlets. comprise the 42-
station panel for Christian Singles & Tracks.

A separate Christian top 40 chart will be considered if enough
appropriate stations car be monitored.

Like most of the radio charts that appear in Billboard, the
lists reflect play trackec on a Monday-Sunday schedule. They
are supervised by Wade . essen, chart manage - for the Billboard
Top Contemporary Chr stian Albums and Top Gospel Albums
charts and the country charts in this magazine and in sister
publication Airplay Monitor.

“It is exciting to ses Billboard recognize the impact of

A WORSHIP ALBUM

Gabriel Aviles, director of the Nashville-based CMTA. “We see
this as yet another indicator of Christian music's growing
importance as a major force within the music industry and in
society as a whole.”

Initially, the two new charts will be refreshed each Thurs-
day on billboard.com, but they will soon move to a Wednes-
day schedule.

Billboard subscribers and paid members of billboard.com can
access the full 40-position charts. (At no additional cost. Bill-
board subscribers can get a password to billboard.com by con-
tacting info@billboard.com or 800-449-1402.) Shorter digests
of those charts will appear in the Web site’s free area.

The charts are updated each Monday on Billboard Informa-
tion Network and are built throughout the week on BDS’
Encore system.

The first No. 1 on both Christian radio charts is “You Are So
Good to Me” by Third Day (Essential). The band has placed five
of its six albums inside the top five on the Top Contemporary
Christian chart. Its 1999 outing, “Time,” reached No. 1.

says |
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AOL Store Brings
Commerce In-House

BRIAN GARRITY

NEW YORK—AOL is getting into the
e-commerce business.

The company quietly launched a
music and video store on its site at
the end of June. Alliance Enter-
tainment is providing fulfillment
services.

AOL customers previously made
purchases by clicking on a link to
amazon.com. That relationship is
being phased out.

As part of the new shopping fea-
ture, AOL members will be able to
keep their credit card and shipping
information on file.

Transactions can be completed
in two clicks without leaving the

AOL environment.

“This is the first step in a strategy
the company is embracing overall,”
AOL Entertainment VP Bill Wilson
says of the commerce initiative.

He adds, “Commerce has [never]
been the most seamless experience.
Now we're integrating it directly into
the programming, where it’s almost
an impulse buy.”

The addition of integrated shop-
ping technology also lays the ground-
work for AOL to launch a digital
download store later this year.

The company says it plans to offer
downloads for less than $1.

AOL Music VP/GM Evan Harrison
says the company wants to capture
the existing demand for music and

video among its members.

He says that AOL programming
features regularly push business to its
e-commerce partners.

For instance, Harrison says, AOL
First Listen programming frequently
translates into the featured artist top-
ping the charts at amazon.com with-
in 24 hours.

Harrison says the company looks
to drive its own e-commerce business
through its First Listen, First Look,
Sessions @ AOL and BroadBAND
Rocks programming.

Members will also have the
opportunity to pre-order upcoming
releases.

A more formal launch of the AOL
store is expected later in the year.

Congress

BY BILL HOLLAND

WASHINGTON, D.C.—Senate and
House lawmakers are working to nul-
lify recent media-ownership rule
changes. The legislative bodies are
motivated by growing public concern
that the Federal Communications
Commission has given media giants
more power in the marketplace.

In one effort, a bipartisan group of
35 senators has started the legislative
clock ticking on a seldom-used strata-
gem that would allow Congress to
essentially veto the rules.

In another, the Iouse Appropria-

Targets FCC Rules

tions Committee voted July 16 in a sur-
prisingly lopsided 40-25 vote to de-fang
the FCC’s rule by withholding budget
funds to implement the new workload
created by the rule changes.

In a third, senators plan to bring leg-
islation already passed by the Com-
merce Committee to a floor vote in an
effort to roll back the rules.

Congress has discovered that a
surprising number of constituents
are concerned that the FCC’s rules,
approved in a June 2 vote, would
allow corporate giants more control
over America’s airwaves and other
media outlets.

A July 13 poll released by the Pew
Organization shows that 50% of Amer-
icans are now aware of the FCC rule
changes, and 70% of them disapprove
of more media consolidation. Only 6%
approve of the changes.

All of the Capitol Hill actions have
the support of such public interest and
artists’ groups as the Consumer’s
Union, the Future of Music Coalition
(FMC), the Recording Artists” Coalition
and the American Federation of Tele-
vision and Radio Artists.

“Today was a very important vote.
We're a lot farther along than I would

(Continued on page 86)

CCE’s Perloff Resigns

Departure A Blow To Company'’s Bay Area Presence

BY RAY WADDELL

In the latest defection of a high-
profile promoter, Gregg Perloff has
resigned his post as president/CEQ
of Clear Channel Entertainment
Music West/BGP.

Sources say Perloff will re-enter
the independent concert promot-
er ranks with substantial financial
backing. Perloff confirmed to Bill-
board that he had resigned from
CCE effective July 17 and added
there is no non-compete clause
with CCE that would affect his
next move.

But Perloff declined to discuss his
future plans and who might replace
him. CCE officials also declined to
comment.

A protégé of pioneering San I'ran-

cisco promoter Bill Graham and a
top executive of Bill Graham Pre-
sents (BGP) when SFX (which was

later acquired by CCE) absorbed it
in 1997 for $65 million, Perloff is the
premier promoter in the San Fran-
cisco Bay Area and is active through-
out the Northwest.

Perloff is one of several top-ech-
elon executives who have left CCE
either through resignation, con-
tract expiration, retirement or ter-
mination.

Among the previous CCE depar-
tees and their original companies
are Jack Boyle (Cellar Door), Irv
Zuckerman (Contemporary Produc-
tions), Louis Messina (PACE Con-
certs), Rodney Eckerman (PACE),
Steve Schankman (Contemporary),
Mitch Slater (Delsener/Slater Pre-
sents) and Nick Clainos (BGP).

There is also much speculation

(Continued on page 7.3)

A LUUL

BY GEOFF MAYFIELD

LOS ANGELES—Look for the sound-
track to “Bad Boys II” to borrow a page
from “8 Mile,” as the album is poised
to enter The Billboard 200 at No. 1 in
the same week that the film bows atop
the box-office chart.

Based on first-day sales figures
from leading music chains, retail
observers predict that the Bad Boy/
Universal project will open with at
least 250,000 copies, which should
be more than enough to lead the list.
By contrast, this week’s No. 1,
Ashanti’s “Chapter IT” (Murder
Inc./Def Jam), sold 135,000 during
the tracking week, according to
Nielsen SoundScan.

l The “Bad Boys 11" soundtrack fea-
'l tures a host of hip-hop and R&B stars,

R L

including 50 Cent, Jay-Z, Beyoncé,
Mary J. Blige, Foxy Brown, Justin
Timberlake and executive producer P.
Diddy. The bow will continue the
chart’s remarkable turnover, as new
albums have entered at No. 1in 12 of
the past 14 weeks.

Bows by rap rookie Chingy (Prior-
ity/Capitol) and Brooks & Dunn
(Arista/RCA Label Group) will add
bang to next issue’s Billboard 200.

The former—whose outing in-
cludes guest appearances by Ludacris,
Snoop Dogg and Jermaine Dupri,
among others—is expected to open
with about 125,000 sold, a good bet
for No. 2. Brooks & Dunn are on
course to start with a sum in the
neighborhood of 100,000, which
would be the veteran country duo’s
biggest sales week since 1997.

EAD S
‘Bad Boys' Do Good Business

Market Watch

A Weekly National Music Sales Report

| YEAR-TO-DATE OVERALL UNIT SALES |
002 2003
fotal 341,557,000 313,012,000 (<8.4%)
Albums 334,466,000 306,580,000 (=8.3%)
Singles 7,091,000 6,432,000 (<9.3%)
| YEAR-TO-DATE SALES BY ALBUM FORMAY
2002 2003
D 316,198,000 295,686,000 (<6.5%)
Cassette 17,454,000 9,936,000 (=43.1%)
Jther 814,000 958,000 (17.7%)
10,311,000 11,642,000
11,002,000 11.4%
=6.3%
10,020,000 11,457,000
10,680,000 <12.5%
<=6.2%
291,000 185,000
322,000 ©57.3%
=96%
\ 0-DATE CD ALBUM SALES BY GEOGRAPHIC REGIO!
16,844,000 16,073,000 {(<4.6%)
41,641,000 38,705,000 (=7.1%)
47,498,000 43,789,000 (<7.8%)
19,677,000 18,486,000 {(<6.1%)
60,720,000 57,187,000 (<5.8%)
46,963,000 43,768,000 (<=6.8%)
23,500,000 22,296,000 (<=5.1%)
59,355,000 55,384,000 (=6.7%)
ROUNDED FiGURES FOR WEEK ENDING 7/13/03

Compiled from a national sample of retail store and rack sales reports collected, compiled and provided by N Nielsen

SoundScan
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THE WEEK IN BRIEF

John Buckley, executive VP of corporate communications for AOL Time
Warner's online division, tells Billboard that he has been in discussions with
the search committee of the Recording Industry Assn. of America as a candi-
date to replace departed chairman/CEO Hilary Rosen. An RIAA spokesperson
had no comment. Previously, Buckley was VP of communications for AOL
Time Warner, where he served as company spokesman and strategist on poli-
cy and corporate communications issues. He also served for 10 years as sen-
ior VP of communications at Fannie Mae Corp. Prior to joining Fannie Mae,
he was senior VP at Robinson Lerer & Montgomery, a leading strategic com-
munications firm; press secretary for the 1988 Kemp presidential campaign;
and deputy press secretary for the 1984 Reagan-Bush campaign. While on
leave from Fannie Mae, Buckley was director of communications for the
1996 Dole-Kemp presidential campaign. Insiders here say Buckley, based in
the Washington, D.C., area, is a strong contender for the job.  BILL HOLLAND

Publishing giant Warner/Chappell Music has laid off a number of employees
across the U.S. as part of a domestic reorganization. The layoffs include
Tim Wipperman, who had been executive VP/GM of the company’s
Nashville operation, which he headed for 29 years. VP of A&R Dale Bobo,
another company veteran of more than 20 years, will run the Nashville
office and will be promoted to senior VP. One other person was laid off in
Nashville, along with staffers in New York and Los Angeles. A prepared
statement said the restructuring “reflects the ever-changing landscape of
the music publishing business and will provide Warner/Chappell Music
with the opportunity to refocus and better serve the writers and artists it
proudly represents.” PHYLLIS STARK

post, Samit will oversee digital distribution and new-media efforts in con-
junction with Sony Music chief technology officer Phil Wiser. Samit will
also work to develop joint initiatives between Sony’s hardware and content
arms. He reports to Sony Music corporate executive VP Robert Bowlin.
Samit recently left EMI Recorded Music, where he was president of digital
distribution and development. BRIAN GARRITY

Apple Computer has sold 6.5 million song downloads through its iTunes
Music Store, CFFO Fred Anderson said July 16. Speaking during a confer-
ence call on Apple’s financial results for the quarter ended June 28, Ander-
son said iTunes is “very close to break-even.” He declined to elaborate. The
service launched April 28. Anderson reiterated that Apple is on track to
debut a Windows-based version of iTunes by year’s end. MATTHEW BENZ

The July 11-12 Detroit shows by Eminem with special guests Missy Elliott
and 50 Cent were a huge success, grossing $5,585,562 and drawing 95,709,
according to Cara Lewis, senior VP at the William Morris Agency, which
reps all three artists. The two shows at Ford Field, promoted by Rick
Franks of Clear Channel Entertainment, were Eminem’s only North Amer-
ican concert dates this year. RAY WADDELL

lain Grant, head of enforcement for the International Federation of the
Phonographic Industry, told members of the House Committee on Interna-
tional Relations July 16 that “there is absolutely no doubt that organized
crime is firmly entrenched in music piracy” and that it is “not uncommon”
to find “a nexus between intellectual property theft and offenses such as drug
trafficking, fraud, illegal firearms and terrorism.” Grant says international
piracy gangs exploit “a high-profit, low-risk landscape inhabited all too often
by government apathy and corruption.” He says that the low risk may prove
to be the pirate gangs’ “Achilles” heel,” in that “ironically . . . they often fail lo
adopt the usual tactics that frustrate penetration and detection of their tradi-
tional activities.” Grant calculates the global pirate market, “at pirate prices,”
to be worth hetween $4 billion and $5 billion dollars annually. BILL HOLLAND

A series of remixes of the Rolling Stones’ 1968 classic song “Svmpathy for
the Devil” will be serviced to international radio July 21, ahead of a com-
mercial single release starting Sept. 1, The new mixes, commissioned by
ABKCO and marketed and distributed by Mercury/Universal, are by the
Neptunes, Fatboy Slim and Full Phatt. All are in radio-edit and full-length
versions. The mixes are timed to hit international radio as the Stones con-
tinue the lSuropean leg of their Licks tour. A video will be produced for one
of the mixes (to be determined) that will incorporate material from Jean-
Luc Godard’s film “One Plus One,” which features the Stones performing
the original “Sympathy” at Olvmpic Studio in London. Billboard under-
stands that the selected remix will be added to new copies of the Stones’
Virgin set “40 Licks.” PAUL SEXTON
e

BY LEILA COBO

The July 16 death of Celia Cruz,
77, following a year-long struggle
with cancer, marks the end of one of
the most prolific and enduring
careers in Latin music.

With nearly 60 albums to her
name—the last one recorded a scant
five months before her death—Cruz
was probably the single best-known
and most influential female figure
in the history of Afro-Cuban music.

Recognized worldwide as much
for her extravagant, flamboyant out-
fits and colorful wigs as for her
trademark cry of “Azucar!” {(sugar),
Cruz’s trump card was nevertheless
her extraordinary voice.

“Forget about getting her behind a
mic. She’ll turn anybody out,” singer
Marc Anthony once told Billboard.

Indeed, Cruz adamantly re-
fused to lip-synch, even during
live TV shows.

“I can’t go out there and pretend,”
she told Billboard in 2000. “In Cuba,
Iworked with a man named Rodrigo
Neira, who was the choreographer of

the Tropicana. He wanted a singer to
sing and a dancer to dance.”

Cruz’s recorded legacy is a verita-
ble history of Latin music, from her
days with Cuba’s legendary La Sono-
ra Matancera to her recent rap/salsa
hit “La Negra Tiene Tumbao.”

Cruz was still on the charts the
day she died. This issue, her “Hits
Mix” album is No. 1 on the Billboard
Top Tropical Salsa Albums chart.

The second-oldest of 14 children,

Cuban Salsa Sensation
Celia Cruz Dies At 77

she was born in Havana, Cuba, and
began singing in amateur contests
as a child.

Her big break came in 1950, when
she was called in to replace the lead
singer of the legendary La Sonora
Matancera, arguably the best salsa
band of all time. Cruz gained inter-
national acclaim with La Sonora and
remained with the group for 15
vears, eventually marrying lead
trumpet player Pedro Knight.

Following the Cuban revolution,
she settled in New York in 1962 and
was never allowed to return to her
home country.

Cruz’s career flourished in the
U.S,, first through her association
with Tito Puente’s Ticco Records and
later, more successfully. with Fania
Records. Cruz was especially fond of
her recordings with Johnny Pach-
eco, whose sound, she said, remind-
ed her of La Sonora.

Although Cruz remained a popu-
lar and venerated figure—in 1987
she received a star on the Hollywood

(Continued on page 73)

Multi-Talented Jazz Legend
Benny Carter Dead At 95

BY CHRIS MORRIS

LOS ANGELES—Saxophonist/ar-
ranger/composer Benny Carter, one
of the pre-eminent jazz artists of the
20th century, died July 12 in L.A. of
complications from bronchitis. He
was 95.

Born Aug. 8, 1907, in the Bronx,
N.Y.,, Carter was a largely self-taught
musician who played c-melody saxo-
phone before taking up alto as his
principal instrument in the '20s.

He became known as an adept
soloist with a pearly tone second
only to that of Duke Ellington’s

BENNY CARTER

altoist Johnny Hodges, who called
Carter “the greatest alto saxophone
player in the world.”

Among the most versatile plavers
of his day, Carter excelled on trum-
pet, played trombone, clarinet and
piano, and even sang occasionally.

After stints with Earl Hines and
others, he made his first major mark
in 1930 as a member of Fletchey Hen-

(Continued on page 86)

The music world also lost Compay
Segundo this week. For an apprecia-
tion, see page 24.

One More ‘Blues’ For PBS

BY CHRIS MORRIS

LOS ANGELES—Martin Scorsese has no monopoly on

the blues at PBS this year.

Beginning Aug. 1—almost two months before the
premiere of “The Blues,” PBS’s heavily promoted seven-
part series executive-produced by director Scorsese (Bill-
board, July 12)—public TV affiliates will begin airing
“Blues Story,” a one-hour show produced and directed

The program, executive-produced by Levy and
Richard Foos, CEO of Shout Factory, will be released

Sept. 29 on DVD (the day after the debut of “The Blues”)

by the Sony-distributed catalog imprint, in an expand-

ed 90-minute version. The same day. the label will also
release a two-CD companion to the show.

“Blues Story” had its genesis 12 years ago, when
Levey, the former manager of Dr. Demento and current
manager of Weird Al Yankovic, approached Foos, then-

by Jay Levey.

(Continued on page 86)
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Beyond The Dixie Chicks

The Dixie Chicks are one of the hottest
acts going, but one of their lasting con-
tributions to the music industry may well
be contained in a record of a different
sort: the Congressional Record.

In the weeks after lead singer Natalie
Maines told a London concert audience
that she was ashamed that President
Bush was a fellow Texan, the group was
subject to an ugly crusade reminiscent of
the early days of rock’'n’roll and the
McCarthy era.

Even more disturbing was the role
that radio—and, more importantly,
large radio chains—played in retaliat-
ing against the group and fomenting
public outrage.

Whatever you may think about Maines’
comments, it’s clear that her First
Amendment rights were abused. In that
regard, her remarks should become the
catalyst for a much-needed wider debate
in Congress about how the radio industry
does business in the age of consolidation.

At Senate hearings July 8, Cumulus
Media—which owns some 270 radio sta-
tions—was the latest to be caught up in
the backlash over the power that large
radio conglomerates hold to curb free
speech and to punish those with whom it

disagrees politically.

In a riveting exchange, Senate Com-
merce Committee chairman John McCain,
R-Ariz., compelied Cumulus chairman/
chief executive Lewis W. Dickey to
acknowledge that the chain by corporate
fiat had ordered the Dixie Chicks off the air
at all 50 of its country stations.

Sen. Barbara Boxer, D-Calif., said the
decision by Cumulus and Cox Radio to
ban the Dixie Chicks was similar to the

Whatever you may think
about Maines’ comments,
her First Amendment
rights were abused.

blacklisting of Hollywood artists during
the McCarthy era in the 1950s and the
burning of books in 1930s-era Germany.
Simon Renshaw, who manages the
Dixie Chicks, told the committee how his
office had received death threats during
the ban and how he had uncovered evi-
dence that right-wing groups had
orchestrated the campaign. Renshaw,
who spoke on behalf of the Recording
Artists’ Coalition and other artists’

groups, should be commended for testi-
fying so candidly. He is clearly courting
radio’s wrath.

Today, the radio industry wields
tremendous power over the record
industry. This is especially true for coun-
try music, which has far fewer outlets to
publicize new artists compared with
popular music.

Unchecked music piracy, three years of
declining sales, record label cutbacks and
spiraling operational costs have only
served to tip the balance of power further
in favor of radio.

Last week in Nashville, the frustration
toward the industry was palpable on
Music Row. While the Dixie Chicks are
an extreme example, record executives
told Billboard that they face relentless
pressure from the large radio chains, if
in far more subtle ways, to pay for play.
As always, the implied threat is that
they won’t be able to get their records
on the radio.

By her outspokenness, Maines focused
public scrutiny on a dirty little business.
For that she should be commended. As
for Congress, it needs to look beyond the
Chicks episode and investigate how radio
as a whole conducts business.

Does something make you jump and shout? Write a letter to the editor! Send submissions to Keith Girard, Editor-in-Chief, Billboard, 770 Broadway,
6th Floor, New York, N.Y., 10003, or by e-mail to letters@billboard.com. Include name, title, address and phone number for verification purposes.

Letters should be concise and may be edited for length or content. Names can be withheld, if requested, at the discretion of the editor.
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Suicide Bombers And Harsh Regimes Can’t Stamp Out Hope, Freedom

When Terrorists Target Musicians

hen the Islamic suicide
bomber recently attacked
Mike’s Place, the most pop-

ular blues club in Israel, he hit the
fundamentalist version of the daily
double. Not only did he kill Jews, he
also killed musicians.

The modern-day Islamic terror
movement has a very broad agen-
da. They want to pave the way for

than the now very familiar X-ray of
a wounded terrorist victim with
nails throughout their body as if
they ate the metal instead of hav-
ing it burst into them in an instan-
taneous flash. Sometimes the nails
are dipped in rat poison.

When the Taliban seized power
in Afghanistan, they outlawed
music—not just Western music,

creation of an ideologically
pure Islamic state throughout
the entire Middle East and
arguably the world.

But they also want to
cleanse the world of all unholy
behavior. To them, nothing is
more unholy and anti-Islam
than decadent Western music.

According to the Jerusalem
Post, in addition to the
bomber, three Israelis lost

OnThe

Front Lir;eu

By Jay Rosenthal

their lives in the April 30

attack, and scores were wounded,
some seriously. Of course, Mike's
Place was a mess.

Many of the wounded had
embedded somewhere in their bod-
ies the trademark of the modern-
day Palestinian terrorist bomb-
maker—nails, shards of metal, ball
bearings—the added touch of a
murderer intending to inflict as
much death and pain as possible.

There is no greater sign of evil

but all music. Performing music or
even listening to music during the
Taliban reign of terror often result-
ed in a death sentence. Afghan
musicians kept their instruments
in secret hiding places.

Merchants buried their CDs,
tape decks, record players—what-
ever. But of course some were
found, and musicians were exe-
cuted, tortured or imprisoned.

When the U.S. liberated

Afghanistan, the first expression
of freedom for some Afghans was
to turn on the tape deck or to
start playing an instrument.

Of the three who died at Mike’s
Place, two were musicians and
one was a waitress. The house
band was onstage when the sui-
cide bomber hit. Yanay Weiss,
considered by some at the club to
be one of the best blues guitarists
in Israel, and Ran Baron, a come-
dian/musician, were killed
instantly, along with waitress
Dominique Hass. Other musi-
cians were wounded. No one
knows when they will be able to
perform again.

One week after the bombing,
the club reopened with a memori-
al service and celebration that
included moving speeches, reli-
gious music and, of course, a very
strong dose of blues music. The
club was packed with old cus-
tomers, musicians, politicians,
even foreign dignitaries, because
Mike’s Place was a favorite hang-
out for U.S. and British expatri-
ates and embassy personnel.

The Israeli blues band SOBO
performed. Videos of the dead were
shown, and tributes were abun-
dant. Orna Weiss, Yanay's widow,
was there with their two sons. A

M Weiss, top, Ran
Baron, below, and

tape of “Etmol”—a song written by
Baron—was played. When Baron's
body was found, the words to the
song were found on a piece of
paper in his pocket. Apparently, he
recorded the song for the first time
that very day.

The Jerusalem Post writes that
the story of Mike's Place has
touched Israel and the world in
ways that could not have been

foreseen. A filmmaker was in the
process of producing a documen-
tary on the club right before the
attack. Film clips of the performers
and others at the club were promi-
nent at the memorial service, as
they were on Israeli TV. The club’s
Web site received more than
80,000 messages of support.

One was from the original
owner of Mike’s Place, Mike Vigo-
da. His message is a stark
reminder that musicians. clubs,
music fans and all those doing
nothing more than having fun are
on the front line in the war
against terrorism. His message
was simple: “Keep on truckin'. Do
not lose hope. Remember, living
well is the best revenge.”

So while terrorism and modern-
day Islamic fascism continue to
confront us at every turn, includ-
ing a devastating attack on a rock
concert in Russia just a few weeks
ago, there are clear signs of hope.
They are playing music again in
Afghanistan, and Mike’s Place is
open for business.

Jay Rosenthal is a music attorney
with Berliner, Corcoran & Rowe
LLP in Washington, D.C. He is also
co-counsel to the Recording Ar-
tists’ Coalition.

Music Books Can Provide Education, Too

It was with great interest that I read
Chris Morris’ article, “Music Books: A
Tough Sell” (Billboard, July 19). T am
the managing editor of two imprints
that are devoted to music: Schirmer
Trade Books and Omnibus Press (part
of Music Sales Corp.).

There are two points that weren't
made in the article, and I feel they're
worth mentioning. The first relates
to marketing books about “block-
buster” artists. The second point
concerns music books and education
for musicians.

In the article, Bob Nirkind of Bill-
board Books pointed out that music
fans don't necessarily want to read
about the bands they listen to on a
daily basis. That is so true. Let’s face it:
A real fan (someone who will plunk
down $19.95 for a book) already knows
everything there is to know about the
band. Unless a book is penned by the
musician himself or by an author who
has insider knowledge, only the books
centered on “blockbuster” artists are a
sure bet.

Now consider that there are fewer

blockbuster artists because the major
labels put less emphasis on artist devel-
opment each year. If the music indus-
try doesn't focus on growing their
artists for the long term, music book
publishers have fewer icons on which
to wax philosophic.

It's also important to note that
today's musicians are incredibly savvy
when it comes to alternative promo-
tional vehicles, including books. Many
top-name [acts]—the Rolling Stones,
Gene Simmons, Yanni, Jimmy Buffett,
Britney Spears, Tim McGraw, etc.—
have written a book or two themselves,
making it more difficult to market less-
definitive works by other authors.

Selling books hasn’t been an easy
task for any publisher over the past
year or two, but those of us marketing
to a niche do have a slightly higher
hurdle to jump. That doesn’t mean,
however, that there aren’t sales records
to be broken.

For example, Morris’ article didn’t
mention the educational market.
Without adding that facet to the mix,
one can't get an accurate picture of
music book publishing. For us at
Schirmer, colleges with music pro-
grams and educational facilities offer-
ing technical certification to audio
engineers and the like make up a large
portion of our special sales.

Such titles as our “Listener’s Com-

panion: Great Composers and Their
Works” by Nicolas Slonimsky and
Electra Yourke and the industry
handbook “Music, Money, and Suc-
cess” by Jeffrey Brabec and Todd
Brabec stay healthy in our backlist
because of consistent orders placed by
learning institutions.

And let’s not forget that people want
to be inspired and entertained as they
are educated. An avalanche of “how-
to” books lands on reviewers' desks
every day. Books that demystify some
aspect of the music business or the
making of music are generally very
successful when written in a friendly,
authoritative tone by an expert.

Music enthusiasts at all levels are
interested in these books, whether
they are attending a college of music,
a continuing education course or sim-
ply honing their craft in the privacy of
their bedroom studio.

It's one thing to read about how Mét-
ley Criie got its first big break. It's quite
another to be handed the building
blocks from which to create your own
opportunities. Seriously, as amusician,

which book would you want to read?

I agree that this business of music
books ain’t easy, but neither is the
business of music itself. Publishers
who focus on the creation of products
that will inspire a new generation of
music fans and musicians will be the
heroes in my book.

Andrea Rotondo

Managing editor

Omnibus Press/Schirmer Trade Books
New York

No Fan Of Our

New Fonts

What are you all thinking with these
layout changes? The over-use of color,
kick boxes and the new cheesy-looking
fonts are interfering with my enjoy-
ment of the magazine. Please give me
some credit for having a fairly adult-
level attention span and cut the crap.

More text, less graphics, please!
Kay Clary
Commotion PR
Nashville
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Blue Note
Records allows
Madlib to
invade its
entire catalog
for a remix

RAGOVOY (LEFT) ANDTATE: AN EMOTIQNAL EXPERIENCE _

Back From ‘Dead’

Howard Tate Returns After 30 Years

BY CHRIS MORRIS

LOS ANGELES—The story reads like
the stuff of fiction: A soul singer cuts
some legendary recordings then dis-
appears. Many believe he’s dead. But a
series of chance encounters leads to
his rediscovery, and he cuts a new
album with his original producer and
begins a renewed career.

That’s Howard Tate's story, and
it's true.

Tate’s powerful new Private Music
album, “Rediscovered,” released July
1, is the Philadelphia-bred vocalist’s
first album in 30 years. It ends a long
period of obscurity and hardship for
the gifted soul performer.

Tate won fleeting fame and a devot-
ed cult of fans with his late-'60s work.
His 1967 debut, “Get 1t While You
Can,” spawned a renowned cover of
the title song by Janis Joplin. But. after
releasing a self-titled Atlantic album
in 1972—recorded, like his debut, by
Philly producer/songwriter Jerry
Ragovov—and a 1974 Epic single,
Tate disappeared.

Today. the singer says he exited the
music business because he wasn't get-
ting paid for his work. “I got really dis-

- TO OUR READERS

The Beat is on vacation and will
return next week. |
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gusted with the business, and that’s
what made me walk away.”

Tate began a long and often agoniz-
ing personal odyssey.

“I went back to college and majored
in business administration,” he recalls.
“We had a house fire, and [ lost a
daughter in the fire. I started drinking
and smoking marijuana, and that led
to cocaine. That's a downhill journey,
let me tell you. In fact, I ended up
homeless for eight, nine years.

“In "93, T had an experience with
God, and he brought me out of that
terrible subculture that I had fallen
into . .. He called me to the ministry
in 1994.

By 2001, Tate was heading the Gift
of the Cross Outreach Ministry &
Church in Willingboro, N.J. He had lost
all contact with the music business.

But a chance encounter in a church
with Ron Kennedy, a former member
of Harold Melvin & the Blue Notes, led
to an interview with Phil Casden, an
R&B DJ at oldies WNIC Sewell. N.J.

An English journalist subsequently
contacted Tate and then called Jerry
Ragovoy to interview him about his
work with the singer.

Ragovoy recalls, “I said to [the
writer|, ‘You know, I've been looking
for Howard for about 10 years. [ can’t
find him.” [He said], ‘Really? I spoke to
him yesterday!" I said, ‘What? You've
got to be kidding!’

Ragovoy, who now lives in the
Atlanta suburb of Alpharetta, invited

(Continued on page 15)
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Terry
Hemmings
responds

to the slip in
Christian
music sales

McDonald’s ‘Motown’
A Tribute To Classic R&B

BY MELINDA NEWMAN

It's nice to be wanted. Just ask Michael
McDonald.

After dzpartirg the major-label arena several
years ago, he has found his way back home
again: to a mgjor label, to the music that
marked Fkis childhood and early adult years and,
most impressively, to the pop charts.

With his remake of “I Heard It Through the
Grapevine,” McDonald returns to the Billtoard
Adult Contemporary chart after 10 years.

The track, which holds the No. 20 slot this
week, is the lead single from “Motown,” McDon-
ald’s tribate to the classic R&B songs
from the famed Detroit label. The
album came ou: June 24, appro-

| priately enough on Motown.

“Motown,” which debuted at
No. 78 or- The Billboard 200 in
the July 12 issue, marks
McDonald’s first appearance
on that chart since 1990’s
“Take It to Heart.”

“This is a little more
excitement then we’re used
to,” the low-key McDonald
says. First and foremost, he
gives credit to the mate-
rial: “The songs are
undeniable. Ard

www.billboard.com
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Simon Climie’s production really brought
something special to the remakes.”

Others credit all of the above but laud
McDonald’s inspired vocal performance as well.

“He does a better job of singing on these
songs than I've heard him do on anything,” says
Gary Havens, PD of AC WTPI Indianapolis,
where the song has reached top 10 status.

For the 30-plus set, McDonald’s throaty,
rangy vocals are instantly recognizable from
his previous solo work and his years fronting
the Doobie Brothers. However, Havens says,
“we have younger people in our music meet-
ings and they are not familiar with Michael

McDonald. This could be introducing him
to younger listeners.”

Some radio programmers are play-
ing both McDonald’s version and the

1968 rendition made famous by Mar-

vin Gaye, and they regard McDonald’s

faithfulness to the Gaye version as
part of its appeal.

“At one point, [ wasn’t sure whether
they had used the original instrument
and choral tracks,” says Bill Minckler,

PD for AC KKCW Portland, Ore.

The genesis for the McDonald
project came from Uni-

versal Music Interna-

tional in London.

(Continued
on page 16)
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Siouxsie & The Banshees Have ‘Itch’ To Return

Vocalist Siouxsie Sioux (leftl guitarist Chandler Knox,
bassist Steve Severin and drumrmer Budgie—collectively
known as the legendary Souxsie & the Banshees—

- recorded the live CD/DVD "Seven Year Itch” during two
" parformances last summer at Shepherd's Bush Empire in
London. The title reflects the lergth of time since the act,
which has been recording for more than 20 years, last
played in England. The Sanctuary Records set will be

rﬂ:ased in the US. Aug. 5.
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It’s that time of year when the tide gets its groove back.
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Madlib ‘Invades’
Blue Note's Catalog

Turning over the vaults of one
of jazz's most famed labels to a
rapper seems a little unconven-
tional, but that's just what Blue
Note Records has done.

The label provided access to its
repertoire to Madlib, an eclectic
MC/producer known for projects
like Lootpack, Quasimoto and Yes-
terday’s New Quintet, released
mainly on the Los Angeles indie
label Stones Throw Records.

The result of Madlib'’s time spent
with the Blue Note catalog is his
debut for the label, “Shades of
Blue: Madlib Invades Blue Note.”

log—every record they ever put
out and some stuff that was unre-
leased,” Madlib says. "I picked out
a bunch of stuff, and they sent me
what they could. There's a lot of
stuff that I have that didn't make
the album.

“I'wanted to take more of the
funkier stuff from the '60s and "70s,
the funkier side of stuff that vou
don't really hear about,” he adds.

Among the material he chose
were tracks from Gene Silver & the
Three Sounds (“Slim’s Return™),
Wayne Shorter (“Footprints”) and
Donald Byrd (“Distant Land™ and

“Stepping Into Tomor-
row"”).

By Rashaun Hall

rhali@billboard.com

Madlib says he really
enjoyed mixing down
the latter Byrd track.
“It's a Laurence Mizell
production. I listened to
every instrument and
everything they did up
in there, and it’s crazy!”
he observes. “There

were 48 tracks of that

Released June 24, the 16-track
set is a compilation of Blue Note
recordings that the California-
based Madlib has either remixed
or reinterpreted.

Madlib says he had been working
on some jazz tracks, which Stones
Throw founder and president
Peanut Butter Wolf shared with
Blue Note director of A&R Eli
Wolf. When the Blue Note exec
heard Madlib's jazz recordings, “he
had the idea of me doing some
remixes, so we linked up.”

Madlib was given free rein over
the entire Blue Note catalog to
choose the tracks for the set.

“He sent me the whole cata-

¥ s ]

stuff, and I just picked
out certain things that I wanted,
like the bass, the drums, a couple of
the vocals and a few other instru-
ments. Other than that [ just left it
raw. [ threw a couple of breaks in
there and just made it hip-hop.”

The project debuted last issue
at No. 9 on the Contemporary
Jazz Albums chart: it has sold
6.000 units to date, according to
Nielsen SoundScan.

So, will there be follow-up
“Shades of Blue™ compilations?

“We'll see how it goes,” Madlib
says. "I have a lot more stuff that we
could do, but we’'ll see what hap-
pens. Hopefully, the people can
relate to this one.”
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Christian Music Sales Dip 10% In First Half

Tough times are catching up ing the same period in 2002. There  music industry—an uncertain Amy Grant, CeCe Winans, Mich-  marketing and music at Vida Publish-
with the Christian music industry. were 12 million-plus units sold at economy and music piracy. ael W. Smith, Nicole C. Mullen ers, was named chairman. Tammy
Through the late '90s and early in mainstream retailers, representing Hemmings sees better music as Jump5 and Shirley Caesar are Gallegos Bennett, president of
the millennium, sales of contempo-  58% of all Christian music sales. the solution to improving salesand ~ among the acts with new product UpLink Entertainment, is vice chair
rary Christian/gospel music product Despite the downturn, the genre combating piracy. in the pipeline. man . . . Gaither Vocal Band member

continues to maintain its market “I think we’re producing records Styll also sees a continued inter-  David Phelps will perform 11 solo
share in the overall music industry.  that consumers are having difficulty  est in worship music and observes  dates this summer in addition to con-
Christian and gospel music sales assigning value tinuing with the Vocal Band. Phelps
represent 7.14% of all music sales, to,” Hermmings ] is currently in the studio recording a
which puts the genre ahead of Latin,  says. “If they can't - e y ! new solo album due in December on
jazz, classical and soundtracks. assign value to it, I |\ ,j ) -y r Word . . . Jumpb5 is touring this sum-
Provident Music Group president/  then ‘free’ looks e - mer with teen pop artist Aaron Carter
CEQ Terry Hemmings attributes the  like a pretty good on the Jukebox tour. Jump5 joins
sales dip to “a lack of major new deal. The fact that Carter July 27 in Las Vegas and will
artist product in the stores.” Hem- we're allowing o perform in 17 U.S. cities. The group’s
mings says Third Day’s “Offerings them to buy sin- . # fourth studio album, “Accelerate,” is

due Oct. 7 on Sparrow. First single
“Why Do 1 Do” bows Aug. 1

11" has done well, but “in terms of a gles—which are 1
studio record that has been explosive  the songs they BY Deborah Evans Price

or a new artist that has been explo- wanted from the dprice@billboard.com -
sive, we really haven't seen that this albums in the first SIGNINGS: Mars ILL has signed with
year. So store traffic is down. place—and they’re buying them that “nearly half of the top albums  Gotee Records and will have a new
Hemmings also observes that the  tells us [that] maybs we're not mak-  are worship records, telling us album, “Backbreakanomics,” out
‘general malaise in record sales is ing records with enough contentto  that our consumers desire a real Aug. 19 . .. Jars of Clay has signed
hitting us now. It’s the same pat- drive acquisition of the full album. connection to God with their with Nettwerk Management, the
HEMMINGS: MALAISE IS HITTING INDUSTRY tern that the mainstream experi Hemmings is optimistic that sales music and are actively seeking Vancouver-based company that also
- enced, but the first two years that will pick up during the second half. music that extends their church represents Avril Lavigne, Coldplay
were exploding. But in the first half  mainstream sales were down, we “We’ve got a big fall, not just our experience into daily life. and Barenaked Ladies . . . Erin
of 2003, sales have slipped 10%. weren’t impacted.” release schedule but EMI's and O’Donnell has signed with Inpop
According to Nielsen Sound Gospel Music Assn. president Word’s. There are some big records NEWS NOTES: The Elms will tour Records. Her label debut streets Oct.
Scan, sales of Christian and gospel ~ John Styll says the slowdown isn’t  coming, but it’s going to be pretty with legendary rocker Peter Framp- 21. It is being produced by Alain
music came in at slightly more a surprise, because “gospel music dry until September in terms of new  ton this fall . . . The Gospel Music Mallet (Jonatha Brooke) and Mark
than 21 million units, compared sales are being affected by the releases. Then [ think next year is Assn. has formed a new Latin music Hammond (Nichole Nordeman,
with almost 23.5 million units dur-  same issues as the rest of the going to be a fantastic year.” task force. Arturo Allen, director of Cindy Morgan, Jump5).
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Gospel Producer Bady Makes Vocal Debut

For nearly two decades, Percy
Bady has built a solid foundation
in the gospel music arena pen-
ning hit songs—for everyone
from BeBe & CeCe Winans and
Yolanda Adams to
the Thompson
Community
Choir—while
becoming one of
the industry’s most
sought-after pro-
ducers in the
process. But with
the July 22 release
of his debut proj-
ect, “Percy Bady
Experience”

(Gospo Centric),
Bady is finally
doing for himself
what he has so

ably done for others.

Gospo Centric CEO Vicki Mack
Lataillade—who had signed Bady
to a writer’s deal—overheard him
vocalizing tunes as he was laying
tracks for an upcoming project
when she decided to sign him to a
recording-artist deal as well.

“No matter how anyone else
sings his songs,” Lataillade

BADY: A NEW ‘EXPERIENCE’

points out, “no one can interpret
them like Percy.”

Bady says, “I come from a
more traditional background, but
my exposure over the years has
been so broad that
[ wanted to make
| sure this album
encompassed
everything I liked,
as well as things [
knew would move
people.”

As to whether
the success of this
project determines
the direction of
the veteran Chica-
| go-based producer,
he explains, “This
is not so much me
trying to start a
career as an artist as it is simply
having something to say and my
own way of saying it.”

JOE’S SEASON: Coming this
month from Integrity Records is
“Speak Life,” the latest project
from Joe Pace and his Stellar
Award-winning Colorado Mass
Choir. The project—featuring

guest vocals from Rance Allen (on
“Hold On”) and Take 6’s Joey Kib-
ble—has been generating buzz
throughout the gospel radio com-
munity because of the interactive
component of its title track.

As Pace “speaks life” in a closing
segment of the

There is so much more to him
than choir director—and that’s
what more and more people are
getting a chance to see.”

BLAZING NEW TRADITIONS: Don-
nie McClurkin’s Back to Holiness

track—speaking
about positivity—
gospel announcers
are encouraged to
do the same, as
are listeners, who
can call in to
share their own
experiences.
Response to the
song and cam-
paign has been

By Lisa Collins

eyed4gospel@aol.com

>

"

exceptional, ac-
cording to Integrity Gospel GM
Jackie Patillo, who adds that the
biggest part of the national market-
ing campaign is to brand the song
as gospel’s next national anthem.
“This is Joe’s season,” Patillo
says. “You can hear it in the
power of the song, and you can
see it in his growth. There’s real
maturity in the songwriting, and
the production is near-perfect.

Ministry and Music Conference
seems to be becoming another
industry tradition.

The third installment of the
annual three-day confab—which
features workshops, seminars,
ministries and showcases—is set
for Thanksgiving weekend (Nov.
27-29) in Orlando, Fla.

Some of gospel’s biggest names
have already signed on, including

Kirk Franklin, Yolanda Adams
and Tramaine Hawkins.

Also gaining steam is Dr.
Bobby Cartwright’s Gospel
Superfest, a series of four one-
hour-long TV specials scheduled
to air later this year on ABC,
CBS, NBC, Fox and UPN affiliates
in 174 markets, including Los
Angeles; New York; Washington,
D.C.; Atlanta and Chicago.

Now in its fourth season,
Gospel Superfest is gearing up
for its fifth TV taping, slated for
Sept. 26-27 in Atlanta. Headlin-
ers include Take 6, Karen Clark-
Sheard, Hezekiah Walker, Dottie
Peoples and Byron Cage.

BARNES’ TIME: Building on the
sentimentality of a tribute to his
father—Bishop F.C. Barnes—
Luther Barnes & the Sunset
Jubilaires’ June 24 release of
“It’s Your Time” is catching on at
traditional gospel radio. The
track “Tribute to Dad” is a med-
ley of some of Bishop Barnes’
greatest recordings, including
“God Will Heal the Land,” “Teach
Me to Wait” and “He Was There
Just in Time.”

American Urban Radio Networks invites you to...

THE MUSIC INDUSTRY'S MOST IMPORTANT
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Come join us at The
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Phair Leans Toward The Mainstream On New Set

BY TODD MARTENS

More than 10 years after the release
of her first album. 30-something Liz
Phair is positioned to be the next Avril
Lavigne—and she doesn’t mind a bit.

Her new, self-titled set on Capitol—
which takes the alt-rocker in a decid-
edly mainstream direction—*“repre-
sents me trying to get the voice of an
authentic woman where young girls
will hear it,” Phair says.

“I feel very frustrated with music
and women and their role. I hope to
God I can take my name at the end of
this and make my own little record-
ings, but nobody made me do any-
thing. If vou hate this, point at me.”

In fact, whether the new album,
released June 24 (to opening-week
sales of 63,000, according to Nielsen
SoundScan), fails or succeeds, Phair
insists she'll win either way.

“A few years ago, I waged a cam-
paign to get off the label,” Phair says.
“If Tonly sold 100,000 records, I'd still
make more money than if I sold 1
million on a major. Major labels give
you a lot of flattery and perks, but
you’re not an entrepreneur, and once
you get in your 30s, that bothers you.
It bothers me.”

Capitol, however, wasn't ready to cut
Phair loose. Her 1994 debut for the
label, “Exile in Guyville,” sold 401,000

PHAIR: ‘IF YOU HATETHIS, POINT AT ME’

copies, according to Nielsen Sound-
Scan; follow-up “Whip-Smart” moved
393,000; and 1998's “Whitechocolate-
spaceegg’ sold 269,000 copies. Con-
vinced that she could yet be made a
pop star, for the new album the label
introduced her to songwriting trio the
Matrix, which co-wrote and co-pro-
duced much of Lavigne’s Arista debut
“Let Go.”

The pairing resulted in four songs
on Phair’s fourth effort. The album
sees the singer/songwriter shying away
from the oddball melodies and con-
versational lyrics that marked her ear-
lier work. Instead, the new album
shimmers with major-label gloss.

“At one point [then Capitol presi-
dent] Roy Lott was like, ‘We want a

verse-chorus-verse-chorus-bridge-
double chorus.’ So I was like, ‘If that’s
what you want, fine.” I'm still writing
all those quirky, weird songs. They just
don't reach people.

Yet how can an artist who is frus-
trated with the major-label system be
comfortable as part of it?

“I'm in a win-win situation,” Phair
savs. “If this record goes, I can do
things on my own. But if this record
doesn't go, then Capitol will drop me
because of the amount of money
they’ve spent on it.”

While Phair is proud of her work
with the Matrix, she knew that there
would be compromises.

“The Matrix were told by Capitol

that they would only get paid if they
wrote hit-type songs,” Phair says.
“Don’t kid yourself—that’s what 'm
getting told, too. I knew if I wanted
promotional dollars, I would have to
turn in something to get on radio.”

It took some time for Phair to get
used to her new restrictions, the
Matrix’s Lauren Christy says. “For the
first single [“Why Can't I”], she was
like, ‘T love this, but this is such a big
chorus. Can I do that?” We're like, ‘Of
course you can.” The song might
sound a little bit like Avril Lavigne, but
what she’s saying is really edgy.”

Still, Phair anticipates a backlash
from faithful fans. To placate those fans,
Capitol will release a six-song, online-

only EP. collecting some of the less
mainstream fare that Phair recorded.
Purchasers of her new album can
download the songs with a special code.

Additionally, Capitol placed Phair on
tour with the Flaming Lips, where she
performed a brief acoustic set to intro-
duce the new songs.

“By touring with the Flaming Lips,
she’s really playing in front of her orig-
inal audience,” savs Sharon Lord, Capi-
tol’s senior director of marketing. “It
gdels her back in the minds of evervone
before her full tour,” which launches
July 21 in San Francisco.

“If I'm going to be on a major label,”
Phair surmises, “then I'm going to be
the queen bee and have fun with it.”

Tate

Continued from page 11

Tate to lunch while he was in New York
and asked him to visit his IF'unk Foun-
dation Studio.

“I didn’t even know if I could sing,”
Tate confesses.

“I'said, ‘Why don’t you fly down and
let me hear what you sound like?” ”
Ragovoy says. “I had no idea what to
expect. There is a reality: The older you
get, your voice goes. He opened his
mouth—I couldn’t helieve what [ was
hearing. I said, ‘My God, Howard,
nothing has changed!"”’

Using his own money and studio,
Ragovoy embarked on a new album
with Tate. Ragovoy, whose songs are
published by Tune Room In/ASCAP,
wrote or co-wrote 11 of the album’s 12
songs. (A cover of Prince’s “Kiss” fills
out the set.)

As the album was in progress, Tate
began performing live. He was intro-
duced onstage at the San Francisco
Blues Festival bv one avowed fan,
Elvis Costello.

Tate says, 1 said, ‘Elvis, would vou
write me a song?’ Just like that. ’Cause
I knew he was a great writer. He said,
‘Soon as I get home, Howard, I'm
gonna write it.””

The Costello/Ragovoy composition
“Either Side of the Same Town” was
the last song cut for “Rediscovered.”

Following a show at House of Blues
in Boston attended by several BMG
execulives, Tate’s album was picked up
by Private Music. ‘

Stacie Negus, director of marketing
at Arista Associated Labels, says the
amazing tale of Tate’s re-emergence is
the label’s chief hook.

“Our main thrust on this is defi-
nitely going to be publicity,” Negas
says. “It's a dream to have a story
like that.”

CNN ran a profile of Tate this
spring, and “CBS Sunday Morning”
filmed a performance at the Village
Underground in New York for an
upcoming segment. Rolling Stone is
among the publications that have
committed to a feature.

Tate—who 1s managed by Simon
Horrocks at TBA Entertainment in
Atlanta and hooked by Barron Ruth
at Skyline Entertainment in Atlanta
—has been hitting the blues festival
circuit since the summer of 2001. His
upcoming dates include an appear-
ance at the Bumbershoot Festival
Aug. 30 in Seattle.

“We're hoping to get him out on the
road as much as we can,” Negas says.

Tate acknowledges that he has
been overwhelmed by his homecom-
ing shows.

“I'll tell you, it is an emotional expe-
rience,” he says. “I just enjoy doing it
somuch. [ can relate it spiritually, with
God and the public, the fans, myself,
the band, and bring it all together. It's
just a spiritual high to work today.”

I want to be treated like a star,
even if 'm not one...yet.

WHAT'S YCUR REQUEST?™™ Some come to the Wyndham Bel Age to be discovered.
Others come to disappear for a little while. Just let our ByRequest Manager know how we can
make your stay exactly the way you want it. Do an interview at the rooftop pool and make a
late-night entrance at Diaghilev (you do know Dimitri, the most famous maitre d’in LA, don't
you?). Or lay low in your suite with a private balcony. Either way (or a combination of both)
is just fine with us. Call us or your travel planner. 1.800. WYNDHAM www.wyndham.com

WYNDHAM BEL AGE
WEST HOLLYWOOD

1020 N. San Vicente Blvd.
310-854-1111
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McDonald

Continued from page 11

After playing a gig in England in fall
2001, McDonald was approached by
UMI senior VP of marketing and A&R
Max Hole, international A&R manag-
er Tony Swain and international prod-
uct manager lain Snodgrass.

“Even though similar things have
been suggested to me in the past,
there was just something about the
fact that it was the Motown catalog,”
McDonald says. “It was a little differ-
ent than my bringing an idea to the
record company. It was liberating
that it wasn’t my idea.”

Hole says the concept was born
during an international A&R meet-
ing. “We came up with the idea of
trying to get a great singer to do
songs from the golden Motown era.
Michael McDonald’s name came up,
as he is an instantly recognizable and
wonderful singer. We are constantly
on the lookout for A&R concepts
that we can place with someone who
is a household name but perhaps has
lost their audience. Michael and
these songs seemed a perfect fit.”

The album, released May 6 in the
U.K., debuted at No. 29 on the al-
bum chart and has sold more than
50,000 units.

LABOR OF LOVE

Coupled with the “emotional
angst” that McDonald says he goes
through whenever he enters the stu-
dio, tackling some of the world’s best-
loved and best-known songs was
enough to give him pause.

“I don’t know that I really thought
that I could bring anything new to the
songs—but someone’s going to do
this record, and damn it, [ wanted to
give it a shot,” he says. “I figured if I
wasn'’t the right guy, everyone would
know it and we’d be out a plane tick-
et and they’d send me home.”

Climie and McDonald deliberately
stayed true to the originals while re-
cording outside of Nice, France. “There
were moments at first when we were
trying to keep them all in the original
keys, but we [ultimately] lowered ‘I'm
Gonna Make You Love Me.” It was just
stratospheric,” McDonald says.

While he was in the studio, UMI
began looking for the right U.S.
home among the Universal Music
Group’s labels. Initially, it seemed to
be headed for Verve.

“Our first impression is we love the
idea, but we're very scared sometimes
of messing with the Motown legacy,”
says Andrew Kronfeld, executive VP
at Universal Motown Records Group.
“But after the recording was finished,
we felt it was up to snuff for Motown.
He honored the tradition.”

In addition to airplay, the U.S.
campaign will be largely TV- and
touring-driven. McDonald will be the
focus of a “Soundstage” episode that
will begin airing on PBS stations July
24. Additionally, Motown has coordi-
nated a direct-response TV campaign

that began in mid-June.

While the music is different, Mo-
town is hoping McDonald’s project can
connect with audiences in the way that
Rod Stewart’s album of standards has
struck a chord with millions of fans.

“This is analogous to Rod in that
when you put the right record togeth-
er, there’s a sleeper audience out there
that will come to stores and support
the artist if you market it properly,”
Kronfeld says. “J Records did a top-
flight campaign for Rod, and we can
learn a lot from that.”

For McDonald, any exposure cre-
ates more opportunities for him on
the road. “The [airplay] makes a defi-
nite difference. It brings with it all
kinds of things that are positive, not
the least of which are the type of gigs
we’ll do. We could get the chance to
play before more people.”

He began a U.S. tour, booked by
the William Morris Agency, June 28
in Virginia.

“Motown” is the first in a three-
album deal with UMI. McDonald is
already looking forward to his next
project. “It could be an album of new

McDONALD: TRUETO ORIGINALS

material or it could be another
album of covers, if this is really suc-
cessful,” he says.

McDonald’s last studio album, “Blue
Obsession,” came out in 2000 on Ramp
Records, the label he started with actor
Jeff Bridges after departing his long-
time home, Warner Bros. (McDonald
released a Christmas album as a one-
off through MCA Nashville in 2001.)

“When we started Ramp, [ don’t
think I meant that I wouldn’t ever be
on another major label,” McDonald
says. “Ramp was an experiment for us
that was a good one. I think I learned
more about the record biz through that
process than I ever had before.”

For the past several years, McDon-
ald has found a new outlet through
smooth jazz stations, a format that
has been embraced by many adult
R&B fans. He's appreciative of any
audience and says that he long ago
quit being concerned about which
musical hole he fit into.

“I used to worry about things like
that—about being perceived in a cer-
tain way,” he says. “I've come to learn
that music speaks for itself. No mat-
ter what anyone else thinks, if some-
one appreciates what you do, whether
it'’s 10 people or a million people, it’s
all good—because the only reason
you make music is to have someone
appreciate it.”
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Blossom Renovations Raise Facility's Capacity, Profile

BY SUSANNE AULT

The 35-year-old Blossom Music
Center, one of the country’s oldest
amphitheaters, continues to bloom
following a $17 million renovation.

The restoration added 3,624 lawn
seats and 1,106 reserved seats, in-
creasing the Cuyahoga Falls, Ohio-
venue's total capacity to 23,500.

These changes instantly made
Blossom even more competitive in
the greater Cleveland marketplace,
where the only other music-centric
facility with more than 20,000 seats is
the 21,000-capacity Gund Arena in
nearby Richfield, Ohio.

Tom Consolo, manager for Jour-
ney and REO Speedwagon, notes that
his acts’ summer tour with Styx
would have headed to Gund if it had
not been for Blossom’s update.

“It's cool what they did. They made
it possible to bring more shows in,”
Consolo says. “Before, there was no
room to move things around for set
changes. So taking what already exist-
ed and making it better was a damn
good idea and money well-spent.”

“Blossom could have gotten along
the way it was for a long time. They
don’t have competition |because of]
the size of building that they are,”
says Styx manager Charlie Brusco.
(The band recently played a sold-out
show at the venue.) “But it seems
more comfortable backstage. There’s
a nice big catering area. Those little
things in the bump and grind of
being on the road make you remem-
ber which amphitheater is which.”

LARGER CAPACITY
The hiked capacity led Chip
Hooper, booking agent for Dave
Matthews Band at Monterey Penin-
sula Artists, to put up an additional
3,625 lawn tickets for sale about 10
days before the June 21 show.

That night, DMB corralled the
largest rock concert attendance in
Blossom’s history.

This potential for bigger sellouts
may mean juicier merchandise and
concession revenue for Blossom.

“We’re certainly hoping that,”
says Bob Shea, VP of House of Blues
Concerts, which manages and exclu-
sively books the building. “We took
great care [in] increasing the capac-
ity to make sure venue access was-
n’t a problem. But Dave [Matthews’
show] went off without a hitch—it
was flawless.

“I think when you talk about the
music business, the economy is always
a concern,” Shea adds. “But if you
enrich the consumers’ experience,
they will have that much more of an
enjoyable time seeing a concert. And
they will come back again.”

He is the first to admit the
changes weren’t urgent. “[Blossom]
was still incredibly functional. All
we can say is that what was one of
the most beautiful sheds is now
more s0.”

But HOB decided the renovation
was necessary for the continued
robust commercial and physical
health of the building.

“Because of the age of the facility,
we couldn'’t continue to operate it as it
was. In the long run, it costs you more
money if you put Band-Aids on every-
thing,” says David Carlucci, GM of
Blossom and HOB Concerts Midwest.

Because no repairs were urgently
needed, the time between the first con-
versation about renovation and its
completion was more than a decade.

Carlucci says he first began recon-
struction talks with the Cleveland
Orchestra, the venue's owner and main
tenant, 11 years ago, when he became
Blossom’s GM. However, it wasn't until
1995 that blueprints were developed.

Two years ago, 60-foot-wide stage

extensions were built. Then
between September 2002 and
last May, 80% of the other
improvements were complet-
ed. Together, these two phas-
es cost $17 million, which is
close to what an entirely new
small to mid-sized venue
would cost, according to HOB
executives.

Since Blossom has been the
permanent home to the world-
renowned Cleveland Orchestra
for 35 years, constructing
something new in its place was
out of the question.

“There is such a rich histo-
ry,” Shea says. “It was one of
the original outdoor sheds in
the U.S.”

RAISING MONEY

The nonprofit Musical Arts
Assn., parent company for the
orchestra, raised the lion’s
share of the money for the
project. Grants it received
between 2000 and 2002 includ-
ed $6 million from the state of

In Bloom. Renovations, including 1,106 additional reserved seats and 3,624 lawn spots, are
complete at the Blossom Music Center. There are plans for further development of the
grounds surrounding the venue.

Ohio and $3.1 million from the
Blossom Family Foundation.

Donations covered much of
Blossom’s main infrastructure
improvements.

Major lawn landscaping paved the
way for the new lawn spots. The
backstage area was overhauled by
installing an elevator and new
dressing rooms and hathrooms.
Giant video screens with two robot-
ic cameras were placed onstage, and
the lawn’s sound system was up-
graded as well.

HOB paid for enhancements that
it considered to be revenue-generat-
ing, Carlucci says. That included the
addition of the stage extensions. Plus,
HOB'’s contribution brought in the
new reserved seats.

“Raising money is a huge challenge,
especially in this economic environ-
ment,” says Gary Hanson, associate
executive director of the Musical Arts
Assn. “But we tapped into an extraor-
dinary love for Blossom in the com-
munity. The Cleveland Orchestra is
one of the most important local land-
marks in northeast Ohio.”

Hanson adds that the $17 million is
just half of an overall master scheme
to continue to renovate the complex.
Another building on the amphithe-
ater’s 800-acre grounds, Severence
Hall, was renovated in 2000.

“We’'re making sure that these
important local landmarks are in the
best possible shape,” Hanson explains,

although he declined to talk about
what specifically is being targeted for
further construction.

Beyond keeping the orchestra
sound, HOB wants to keep Cleveland
residents and touring acts happily
rocking and rolling at Blossom. As a
top 10 live-event market and home
of the Rock and Roll Hall of Fame,
the city is known for its love of music.

In addition to Blossom, HOB is
steadily making more moves in the
Cleveland market. Last year, HOB
spent $5 million to renovate Cleve-
land’s 4,000-seat Nautica Scene
Pavilion. Plus, the company will
open a new 1,000-seat HOB club in
the city's downtown region in 2004.

Tour Merch

Continued from page 5

the 20,000-capacity Philips Arena
in Atlanta.

Williams says a flexible deal posture
reflects a competitive environment.

“We used to have the luxury of say-
ing, ‘The deal is 60%/40%. Take it or
don’t play the building.” With the pro-
liferation of venues in our market and
outside of our market, we have to be
consensus-builders now.”

With merch percentages having
been a sore point with artists for so
long, a looser approach from build-
ing managers seems to have result-
ed. “The percentage |to buildings]
used to start at a much higher num-
ber,” says Alan Fey, director of mer-
chandise for Anshutz Entertainment
Group, which owns the Staples Cen-
ter in Los Angeles. “Now it starts at

60/40 or 65/35, where it used to start
at 70/30 or more.”

Key dynamics playing into the
percentage are the band’s history in
the building, the type of per-capita
spending on merchandise it is like-
ly to generate and the price of the
merchandise.

“If a band like Pearl Jam comes in
with a $15 shirt instead of the tradi-
tionally more expensive product, we
will take that into consideration,”
Williams says. “Obviously, the price of
the product and the negotiation of
percentage splits are intertwined.”

Attendance is another factor. “We'll
do deals based on the volume that the
show will bring,” says Peter Luukko,
president of Comcast-Spectacor Ven-
tures and chairman of Global Spec-
trum, which runs the First Union
Center and First Union Spectrum in
Philadelphia.

“If an act is going to do six shows
with per caps of $7-$9 per head, the

act can get a larger percentage,
because we'll make more money, too,”
Luukko says.

PIECE OF THE PUZZLE

What were once separate revenue
streams are now viewed within the
context of the bigger picture. “With
the dynamics of today's music deals,
you have to look at every revenue
stream and the total picture,”
Williams says. “You can't segment one
stream out.”

Luukko agrees. “You have to look
at each deal in terms of total dollars
you're going to make, including tick-
et sales, rent, merchandise, etc. You
can't separate it by segment. Bands
understand that you have to be able
to make a living."

McDonnell adds, “You have to con-
sider all ancillary streams of income
and determine where it's coming
from, including concessions, parking,
rent and merchandise percentage.

You look at the big picture, and you
make a valued judgment on how
important each particular piece of the
puzzle is to you.”

Aside from paying smaller percent-
ages to the buildings than they once
did, tours are getting more for their
money. At the First Union Center and
Spectrum, acts can expect to pay from
20% to 40% of gross merchandise rev-
enue to the building, but for that per-
centage they get more than just
booths from which to sell their wares.

“In most cases, bands use our sell-
ers,” Luukko says. “In fact, most deals
are inclusive today.”

A competent sales staff can be the
added leverage a building offers to help
wrangle a date on a tour. “On most
deals now, the band wants us to pro-
vide competent, quality, trained, expe-
rienced sellers,” McDonnell says. At his
Mississippi Coast Coliseum, merchan-
dising is outsourced to San Antonio-
based River City Merchandise.

“It’s important that your building
can offer that work force,” he says.
“For a show the size of the Eagles or
Fleetwood Mac, or any big tour, every
date is important—not just for the
building but for the show. It’s about
maximizing potential.”

As for who represents the act in
negotiating the merchandise deal with
the building, parties have included the
promoter, the tour manager, another
management representative or,
increasingly, the band’s agent.

“Promoters generally have a dis-
dain for negotiating merch deals,
because they don't get a piece of the
pie,” Williams says. “Now we're seeing
more and more agents negotiating
merch deals, and rent deals as well.”

Regardless of who is on the front
lines negotiating, merch percentage is
rarely a deal-breaker today. As McDon-
nell puts it, “A wise promoter, Tony
Ruffino, told me many years ago.
*100% of nothing is still nothing.” "
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VENUE/ GROSS/ ATTENDANCE/

ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER

SUMMER SANITARIUM TOUR: Pontiac Silverdome, $2,621,275 35,021 Clear Channel

METALLICA, LINKIN PARK, LIMP Pontiac, Mich. S75 59,545 Entertainment

BIZKIT, DEFTONES, MUDVAYNE July 4

DAVE MATTHEWS BAND, IGUANAS  Verizon Wireless Music $1,951.775 50,472 Clear Channel
Center, Noblesville, Ind. $52.50/835 two sellouts Entertainment
June 29-30

PEARL JAM, BUZZCOCKS_ Tweeter Center for the Pedforming  $1.680,872 39,719 Clear Channel
Arts, Mansfield, Mass. $44.50/$40.50 39,800 two shows Entertainment
July 2-3

JAMES TAYLOR Tweeter Center for the Performing ~ $1,502,761 39,809 Clear Channel
Arts, Mansfield, Mass. $52.50/$26.50 two sellouts Entertainment
June 28-29

JIMMY BUFFETT Alpine Valley Music $1,402,533 35,135 Clear Channel
Theatre, East Troy, Wis. $65/835 sellout Entertainment
June 28

DAVE MATTHEWS BAND, IGUANAS  Tweeter Center, $1,179.273 28,486 Clear Channel
Tinley Park, ill. $52 50/$35 28,589 Entertainment
July 3

JIMM; BUFFETT Tweeter Center at the $1,088,756 24,935 Clear Channel
Waterfront, Camden, N.J. $66/$36 sellout Entertainment
July 1

THE DEAD, WILLIE NELSON Tweeter Center at the $969,399 24,970 Clear Channel
Waterfront, Camden, N.J. $50/310 sellout Entertainment
June 28

OZZFEST: OZZY OSBOURNE, KORN, Verizon Wireless Amphitheater, $936,343 18,333 Clear Channel

MARILYN MANSON, DISTURBED, CHEVELLE, Selma, Texas $97/$16 20,000 Entertainment

CRADLE OF FILTH, VOIVOD & OTHERS June 28

OZZFEST: OZZY OSBOURNE, KORN, Cricket Pavilion, $786,405 19,714 Clear Channel

MARILYN MANSON, DISTURBED, CHEVELLE, Phoenix $100/$40 sellout Entertainment

CRADLE OF FILTH, VOIVOD & OTHERS July 2

50 CENT, JAY-Z, MISSY ELLIOTT, Tweeter Center at the $756,339 20,958 Clear Channel

BUSTA RHYMES, FABOLOUS Waterfront, Camden, N.J. $47/835 24,970 Entertainment
July 3

50 CENT, JAY-Z, MISSY ELLIOTT, Six Flags Darien Lake Performing  $666,685 20,758 Clear Channel

BUSTA RHYMES, FABOLOUS Arts Center, Darien Center, N.Y. $45/$29.50 sellout Entertainment
June 29

PEARL JAM, BUZZCOCKS Nissan Pavilion at Stone $666,230 17.060 Clear Channel
Ridge, Bristow, Va. $44.50/$38.50 22,661 Entertainment
July 1

DAVE MATTHEWS BAND, Alttel Arena, 5643533 12,353 Jam Productions

THE RED WEST North Little Rock, Ark. $52.50 selfout
July 13

KENNY CHESNEY, KEITH URBAN, HiFi Buys Amphitheatre, $617.848 19,449 House of Blues Concerts,

DEANA CARTER ?ﬂanta $49.50/$25 sellout The Messina Group

uly 3

CHER, DOM IRRERA Idaho Center, $593,907 9,019 Clear Channel
Nampa, Idaho $73/559.50 9,233 Entertainment
June 20

PEARL JAM, BUZZCOCKS Bell Centre, $589,453 15118 Paul Mercs Concerts
Montreal (793,695 Canadian) 15,504
June 29 $38.99

VAN MORRISON, FleetBoston Pavilion. $588.388 10.242 Clear Channel

SOLOMON BURKE Boston $80/$40 two sellouts Entertainment
June 14-15

COLDPLAY Madison Square Garden, $582,760 15,774 Clear Channel
New York $42.50/832.50 sellout Entertainment
June 13

LIVE 105 BFD: FOO FIGHTERS, THE WHITE  Shoreline Amphitheatre, $581,555 19,539 Clear Channel

STRIPES, AF|, DEFTONES, EVANESCENCE, Mountain View, Calif. $55/$13.75 21,895 Entertainment

TRANSPLANTS & OTHERS June 13

CHER, DOM IRRERA The Mark of the Quad $580,005 10,199 Clear Channel
Cities, Moline, Ml $66.50/346.50 sellout Entertainment
June 15

PETER GABRIEL, Tommy Hilfiger at Jones $576,657 9,439 Clear Channel

SEVARA NAZARKHAN Beach Theater, Wantagh, N.Y. $76.50/$34 13,944 Entertainment
June 24

NEIL YOUNG, LUCINDA WILLIAMS United Center, $576.310 9,195 Clear Channel
Chicago $85/835 14,138 Entertainment
June 17

THE DEAD, WILLIE NELSON UMB Bank Pavilion, $566.815 1431 Clear Channe!
Maryland Heights, Mo. $51.50/834.50 21,000 Entertainment
July 2

CHER, DOM IRRERA MetraPark Arena, 5560,013 7,945 Clear Channel
Billings. Mont. $79.50/$59.50 8,853 Entertainment
June 18

JUSTIN TIMBERLAKE & CHRISTINA ARCO Arena, $552,815 10,653 Concerts West

AGUILERA, BLACK EYED PEAS Sacramento, Calif. $62.50/$52.50/$39.50 12,200
June 13

PEARL JAM, BUZZCOCKS Verizon Wireless Music $547.51 13,_923 Clear Channel_
Center, Nobiesville, ind. $44.50/$38.50 24,131 Entertainment
June 22

POWERHOUSE 2003: WESTSIDE Arrowhead Pond, $546.331 8,976 Nederlander Organization,

CONNECTION FEATURING ICE CUBE, MACK  Anaheim, Calif. $78/$39.50 9,731 KPWR

10 & DUB-C, NAS, BUSTA RHYMES & OTHERS June 21

0©zzZY OSBOURNE, FINGER ELEVEN, Air Canada Centre, $540,250 13,003 Clear Channel

VOIVOD Toronto ($735,764 Canadian) 14,376 Entertainment,
June 11 $43.18 in-house

KENNY CHESNEY, KEITH URBAN, DTE Energy Music Center. $535,710 15.212 Clear Channel

DEANA CARTER Clarkston, Mich. $49.50/$29.50 sellout Entertainment,
July 6 The Messina Group

PETER GABRIEL. Chastain Park Amphitheatre, $532,992 6.700 Clear Channel

SEVARA NAZARKHAN Atlanta. $92/$30 sellout Entertainment
June 16

JOURNEY, REO SPEEDWAGON Blossom Music Center, $520, 16.778 Concerts West,

STYX Cuyahoga Falls, Ohio $69. 50/359 50/$25/810 19,373 House of Blues Concerts

June 27

ALABAMA 0ak Mountain Amphitheater, $513.706 10518 Clear Channe!
Pelham, Ala. $97/831 sellout Entertainment
June 21

JUSTIN TIMBERLAKE & CHRISTINA Pepsi Center, $513.210 10.838 Concerts West

AGUILERA, BLACK EYED PEAS Denver $66.50/$56.50/$43.50 12,428
June 23

JUSTIN TIMBERLAKE & CHRISTINA SBC Center, $507.977 11,002 Concerts West

AGUILERA, BLACK EYED PEAS San Antonio $63.85/$53.85/$40.85 12,800
June 28
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Ross To Be Named
IAAM Second VP

When the International Assn. of
Assembly Managers 78th annual
conference and trade show wraps
July 29 at the Ernest Morial Con-
vention Center in New Orleans,
David Ross, director of the Show
Me Center in Cape Girardeau, Mo.,

Worldwide Entertainment and is
based in Los Angeles. Eli Lande is
president of TouringPro Events.

Poco has signed with the Agency
Group for exclusive agency repre-
sentation, with Paul Lohr in Nash-
ville as responsible agent.

will be officially in-
stalled as the associa-
tion’s new second VP.

Ross will rise
through the IAAM
chairs, following new
TAAM president Mike
Kelly of NCC Ltd.,
Christchurch, New
Zealand, and first VP
Jimmy Earl of the
Frank Erwin Center
in Austin.

OnThe
Road

By Ray Waddell

rwaddeli@billboard.com

“This is a tremen-
dous honor,” says Ross, an TAAM
member since 1985. “Once the
reality sinks in that I'm going to be
in charge of leading this associa-
tion, the first thing I want to do is
protect it. [ want to protect what’s
come before and continue going
down the course set previously.”

Ross has plenty of time to
develop a strategy for leading the
[AAM, but says that “every past
president I've talked to has told

ROSS:-‘THIS IS ATREMENDOUS HONOR’

me the year is a time frame
you’ll never forget.”

Ross will assume the TAAM
presidency (“my year in the fish
barrel”) at the 80th TAAM con-
vention in San Antonio, home
of the Alamo.

A University of Tennessee Volun-
teers alumni, Ross draws a connec-
tion to being named president in a
town historically linked to David
Crockett and other famous Ten-
nessee Volunteers.

DEALS: Radio concert producer
TouringPro Events and Jack
Utsick’s Worldwide Entertainment
have signed an exclusive agree-
ment after working together for
two years on a non-exclusive basis.
TouringPro Events will now be
known as TouringPro Events/

PARTY LIKE IT’S 1979: The Styx/
Journey/REO Speedwagon tour is
putting up some serious numbers,
both indoors and out. Some high-
lights include $531,165 in Las
Vegas; $662,064 in Los Angeles;
$724,932 in Detroit; $654,714 in St.
Paul, Minn.; $498,125 in St. Louis;
$495,215 in Kansas City, Mo.; and
$520,124 in Cuyahoga Falls, Ohio.
Concerts West owns the national
promotion rights to the tour and
has grossed more than $12.2 mil-
lion to date. The dates Concerts
West sold off to other promoters
have taken in another $4 million.

ARTISTS AND TOURS: Tori Amos
and Epic labelmate Ben Folds will
begin their Lottapianos tour July
26 at Marymoor Amphitheatre in
Redmond, Wash., and stay out
until Sept. 4. The final date is at
Sound Advice Amphitheatre in
West Palm Beach, Fla.

Toby Keith has added dates to his
Shock’n Y'all tour, which begins.
July 25 in Toronto at the Molson
Centre and will play more than 60
cities in North America. Blake
Shelton will support the tour, now
set to end Oct. 5 at Sound Advice.

John “Johnny Retten” Lydon
and the Sex Pistols begin a summer
tour Aug. 20 at the FleetBoston
Pavilion in Boston. They have dates
on the books up to Sept. 7 at the
San Diego Street Scene.

Vonda Shepard begins her first-
ever acoustic tour July 25 at the Arts
Center in Glenn Ellyn, 1l1. The trek
includes two nights, Aug. 1-2, at the
Avalon Theatre in Easton, 111

Wayne Newton will receive the
Humanitarian Award during the
annual conference of the Interna-
tional Entertainment Buyers Assn.
taking place Oct. 5-8 in Nashville,

Artemis recording artist Jesse
Malin will join the New Amster-
dams on a nationwide tour
beginning Aug. 9 at Northstar
in Philadelphia.
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IN NORTHERN CALIFORNIA,
A FULL HOUSE

BEATS A ROYAL FLUSH.

Why gamble? HP Pavilion at San Jose (formerly San Jose Arena) is the San Fraricisco Bay Area’s
most successful concert venue. For more than a decade it's attracted the most affluent and
diverse audience in America — as well as promoters searching for re

. K/} pavilion
the largest crowds and highest grosses. In short, we draw more

people. It's the one sure bet in Northern California.
AT S AN JOSE

HP Pavilion at San Jose. Northern California’s Premiere Sports and Entertainment Venue.
m For availability call 408.999.5843, fax 408.999.5797 or visit hppsj.com

Neiwods &
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New York’s
Garden hosts
six nights

of Cher

A BILLBOARD SPECIAL REPORT

BY RAY WADDELL

As 2003 enters its busiest concert window,
it has already been a year of dizzying highs
and disappointing lows.

Superstars remain superstars and
major markets still outperform smaller
ones, but this year’s trends reflect price
sensitivity, a disdain for hype and a slow-
er buying pattern.

One trend that hasn’t changed? The
most consistent box-office draws often
remain acts that broke 20 to 30 years ago,
as Paul McCartney and the Rolling Stones
can attest.

Halfway through this year, some records
have already been set. Dixie Chicks reached
an unprecedented mark in March, when the
trio sold 790,000 tickets in one weekend for
its spring/summer tour and racked up a
gross of $45 million in advance sales. Addi-

THE INDUSTRY WONDERS WHO WILL REPLACE SUCH ROAD WARRIORS AS PAUL McCARTNEY.

Hit & Miss Market

Despite Smash Tours, Biz Has Its Struggles

tionally, Bruce Springsteen’s sold-ouf 10-
night stand at Giants Stadium in East
Rutherford, N.J., in July and August will
blow away all previous engagements with a
$38 million gross.

Other high notes include country music
concert grosses. As many as nine country
acts may rank among the top 25 tours of
the year.

In the hard rock genre, Metallica’s Sum-
mer Sanitarium, the Kiss/Aerosmith tour

and Ozzfest will be among the big winners |

this season.

Rap is making some noise, highlighted |

by the 50 Cent/Jay-Z co-headlining tour
that is turning in strong numbers, accord-
ing to promoters.

One weak spot is the pop world. The
Justin Timberlake/Christina Aguilera Strip-
ped & Justified tour is the sole arena-level

(Continued on page TQ-10)
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| /AAM’s Poe
focuses on
international
outreach

An Uneasy Union:
Labels, Live Music

BY JULIANA KORANTENG

LONDON—Can't these two just get along?

Imagine parents bewildered by their con-
stantly bickering identical twins with con-
trasting personalities. It gives you an idea of
the tensions hetween the record business and
the live-music sector.

The two entities have the same needs: tal-
ented, hard-working acts with commercial
appeal and an ever-growing number of fans
willing to pay for their music—recorded or
live. But cooperation between these two areas
of the music business often seems the excep-
tion, not the rule.

This issue knows no boundaries and is
a concern in any country. But it surfaced
at this year’s annual International Live
Music Conference (ILMC) staged in Lon-
don in March.

“Nobody can fill the chasm of [misunder-
standing] between the recorded and live busi-
nesses built in the last 20 years,” says Martin
Hopewell, managing director of Primary Tal-
ent International in London and organizer of
the ILMC. “This isn’t an indictment; it’s the
way the industry is.”

In the U.K,, the cause is more historical
than personal, he explains. Prior to the mid-
1980s, successful independent labels also

operated booking agencies, so they were
directly involved in the live business. As those
labels prospered. they spun off the booking
agencies as independent factions that devel-
oped separate cultures.

ELLIS: LABELS SHOULD TAKE ADVANTAGE
OF FESTIVAL MEDIA

“You reached a point where some labels
didn’t even know what the agencies did,”
Hopewell adds. “Human failure was facilitat-
ed by expansion.’

Paul Conroy, former president of Virgin

(Continued on page TQ-12)

IAAM Has Seen A Year
Of Issues, Achievement

BY RAY WADDELL

Overcrowding at a Chicago nightspot and
pyrotechnics at a Rhode Island rock club
brought tragedy to both venues. Lawmakers
took aim at drug use during concerts.
Heightened security marked all public gath-
erings in a year of war and in-

the National Fire Protection Assn. held a spe-
cial meeting, and the IAAM issued a “best
practices advisory” addressing fire- and
crowd-control practices at venues.

In response to proposed federal legislation
that would hold venue managers liable for any
drug use at their facilities, the IAAM success-
fully lobbied for modified

ternational tension. as

As the International Assn. of | ===¢
Assembly Managers convenes
its annual conference July 25-
29 in New Orleans, the trade
group can reflect on its involve-
ment in these events and issues
during a challenging year.

In the wake of the death of 21
patrons Feb. 17 at the overcrowded E2 club
in Chicago and the Feb. 20 fire at the Station
rock club in West Warwick, R.I, that killed
100, the IAAM stepped forward. In response
to those fatalities, members of the IAAM and

INTERNATIONAL ASSOCIATION OF
ASSEMBLY MANAGERS. INC

language in the bill. [AAM
president Joseph Floreano,
executive director of the
Rochester Riverside Con-
vention Center, reported
that the revised bill would
not “subject our members to
unwarranted prosecution,
yet put us firmly on the side
of not condoning illegal activities in venues
operated by our members.”

Meanwhile, the war in Iraq and concern
with terrorism at home continued to shape
(Continued on page TQ-14)
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Special Report

Arenas Are Still
Strong In 2003

BY RAY WADDELL

Despite fewer blockbuster shows
than last vear, arenas are still faring well
halfway through 2003.

Based on information that Billboard
Boxscore collected between December
2002 and May 2003, the Thomas &
Mack Center in Las Vegas leads the field
with almost $19.8 million. It has per-
formed well in an extremely competi-
tive environment, managing to boost
activity by booking a diverse slate of
concerts and events.

“There are four major venues with-
in two miles of us. along with a lot of
crazy money to bring in the ‘wow’
acts,” says Thomas & Mack Center
director Darren Libonati. “Including
me, that’s 80,000 seats of opportunity
for anybody. And that’s not counting
the smaller rooms like the Hard Rock
or the Palms that are not afraid to
spend $300,000 on a $100.000 act.”

Libonati credits a proactive posture,
along with membership in the Arena-
Network, for keeping the venue’s date-
hook filled. “It’s a credit to my team for
knowing how to find little things here
and there to keep us busy,” he says. “We
always say, ‘As long as we're turning the
turnstiles, it doesn’t matter what’s
printed on the ticket header.’

New York's 20,697-seat Madison
Square Garden (MSG) is second,
with slightly less than $19.4 million
in grosses so far. Two other New York
properties operated by MSG—the
5,901-seat Radio City Music Hall
(RCMH) and the 5,610-seat Theatre
at Madison Square Garden—are also
doing well.

“We were very busy in the first few
months of the vear, with a lot of shows
booked and done,” says Joel Peres-
man, MSG senior VP of entertain-
ment. “Then things slowed down a bit.
Butwe've [had] a lot of shows in June,
and fall seems like it has the potential
to be very big.’

MSG started the vear with a bang by
hosting the Rolling Stones’ live I1BO
special in January. Other highlights
include two Dixie Chicks shows and

single outings by Neil Young & Crazy
Horse, Pearl Jam, Kings and Queens of
Comedy and a number of metal shows.
Peresman also cites two June sellouts
from Cher, which will make six for the
building on her farewell tour.

Latin acts have also done well at
the Garden, which already boasts
four sellouts with top Hispanic artists
this vear. Several more are coming,
Peresman savs.

“We've also done very well with our
family show business, including Bar-
ney at Radio City Music Hall, and we
did extraordinary business with Dora
the Explorer and two Spiderman
shows,” he says.

At the midway point of 2002, First
Union Center in Philadelphia ranked
No. 1 among the nation’s largest are-
nas. The venue had grossed more than
$30 million, but the numbers were an
anomaly, says Peter Luukko, president
of Comcast/Spectacor Ventures,
owner/operator of the First Union
Center. The arena had one big winner
last year that tilted the tables: six Billy
Joel/Elton John dates, which grossed
$13 million.

This year, First Union has grossed
around $15 million. “As we went from
February [2003] right into the sum-
mer, things have picked right up
again,” Luukko says. “The difference
[from last year] is we don't have a lot
of multiples.”

Instead, Luukko says, it has been
“one night of Def Leppard, one night of
Yanni, one night of Pearl Jam, Tim
McGraw, Bill Gaither, Good Charlotte
and Matchbox Twenty. The good news
is there are plenty of dates out there;
they're just not all huge shows.

“I think ticket sales in general are a
little better than they were through last
fall and winter,” Luukko adds. “But I
don’t think we're completely out of the
hole. Buildings and promoters are
working hard to sell tickets.”

Among buildings in the 10,000- to
15,000-capacity range, the Atlantic
City (N.J.) Boardwalk Hall is making
some noise in the Northeast. Built in

(Continued on page TQ-11)

THE ROLLING STONES: STARTED MADISON SQUARE GARDEN'S YEAR WITH A BANG

No. Fadility, City
Venue Capacity/Total Gross/Total Attendance/Total Capacity/No. af Shows/No. of Sellouts

L

Thomas & Mack Center, Las Vegas
19,354 $19,722,169

. Madison Square Garden, New York

20,697 $19,394,535

. Palace of Auburn Hills, Auburn Hills, Mich.

20,654 §15,153,635

. First Union Center, Philadelphia, Pa.

21,000 §14,739,855

. Bell Centre, Montreal, Quebec

21,242 $14,012,887

Philips Arena, Atlanta
20919 513,879,160

St. Pete Times Forum, Tampa, Fla.
21,500 $13,543,097

352,651

568,656

528,710

424,770

421,184

354,299

267,885

Nassav Veterans Memorial Coliseum, Uniondale, N.Y.

17,000 §13,314,862

Pepsi Arena, Albany, N.Y.
18,500 512,843,822

21,000 $12,433,960

476,064

240,546

. Continental Airlines Arena, East Rutherford, N.J.

3821

490,195

945,533

796,635

620,414

486,824

464,195

428,305

678,483

308,286

609,692

35

54

59

43

51

37

K

61

3

39

13

No.
Venue Capacity/Total Gross/Total Attendance/Total Capacity/No. of Shows/No. of Sellouts

Facility, City

1. Atlantic City Boardwalk Hall, Atlantic City, N.J.

10.

13,800 $9,469,177

Van Andel Arena, Grand Rapids, Mich.
12,500 $6,597 569

Spokane Arena, Spokane, Wash.
12,500 $6,508,272

Worcester’s Centrum Centre, Worcester, Mass.
15,000 6,189,801

. Bi-Lo Center, Greenville, 5.C.

15,000 $5,636,801

Carolina Center, Columbia, S.C.
12,083 §4,804,001

San Diego Sports Arena, San Diego
15,000 4,242,832

Giant Center, Hershey, Pa.
10,500 $3,919,410

Sovereign Bank Arena, Trenton, N.J.
10,500 83,752,422

Bryce Jordan Center, University Park, Pa.
15,000 §3,596,676

98,378

21,08

231,527

174,260

226,643

71,409

163,384

173194

216,815

85,840

122,505

361,774

381,553

260,933

272,302

73,163

258,674

294,119

386,352

117,452

48

44

25

77

31

42

62
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LAS VEGAS

For booking information please contact: Steve Stallworth Vice President Orleans Arena (702) 365-7469

email; sstallworth@coastcasinos.net orleansarena.com
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No. Gross Ticket Sales Headliner, Support Act(s) A":::;::" ce To';;:;';‘}‘s'z '0':;’5 of Ticket Scale Promoter(s) Venue, City, Date(s)
1. 54,669,250 Elton John & Billy Joel 41,836 two sellouts 5197'5540; 287'50’ Clear (S}:)uo':_'::lé"E":r;:::i'::;'"/'?“'“e Palace of Auburn Hills, Auburn Hills, Mich., May 2-3
2. $4,462,200 Elton John & Billy Joel 27,418 two sellouts $300, $150, S75 House of Blues Concerts MGM Grand Garden, Las Vegas, March 28-29
94,050,389 . ..
3. (44,154,694 pesos) Shakirg, Cabas 88,163 two sellouts $137.61, 513.76 OCESA Presents/CIE Events Foro Sol, Mexico City, Feb. 14-15
4, 93,547,735 Billy Joel & Elton John 31,015 two sellouts $175, $45 AEG Live - NY Pepsi Arena, Albany, N.Y., April 24-26
Music Midtown Festival: Bob Dylan,
5. $2,772,270 Tony Bennett, Godsmack, Sheryl Crow, 189,000 300,000 three days $45 Clear Channel Entertainment Central & Renaissance Parks, Atlanta, May 2-4
LL Cool J, Def Leppard, India.Arie., & others
6. S L3Ss Clouseau 112,500 nine sellouts 329.90, 524.92, P.S.E. Belgium /King Sportpaleis, Antwerp, Belgium, Dec. 3-22
(2,780,400 euros) $19.93,514.95 9
7. $2,613,323 Eagles 22,789 25,586 two shows $177, $87, 547 Concerts West Philips Arena, Atlanta, May 19-20
8. $2,542,667 Eagles 24,315 3T $175,585,545 | Concerts West/Jack Utsick Presents |  Office Depot Center, Sunrise, Fla., May 16-17
two shows one sellout ¥
9. $2,213,900 Dixie Chicks, Joan Osborne 36,500 two sellouts $65, $45, $35 Jam Productions United Center, Chicago, May 29-30
10. $2,194,690 Elton John & Billy Joel 18,162 sellout $195, 985, $45 Jam Productions Xcel Energy Center, St. Paul, Minn., April 17
1. $2,187,660 Billy Joel & Eiton John 19,777 sellout $195, 545 Clear Channel Entertainment Gund Arena, Cleveland, April 15
12. $2,082,268 the Allman Brothers Band 35,809 38,880 18 shows, | 565.99, $45.99 Clear Channel Entertainment Beacon Theatre, New York, March 13-30
$2,078,350 Brisbane Entertainment Centre, Brisbane, Australio,
13. (93,674,593 John Farnham 42,300 54,023 six shows $57.30, $46.10 Glenn Wheatley/Talent Works Dec. 16-22
Australian)
14, $2,073,705 Billy Joel & Elton John 17,647 sellout $197, %47 Clear Channel Entertainment Bradley Center, Milwaukee, April 8
15. $2,043,984 Elton John & Billy Joe! 16,160 selfout $196.35, $46.35 Clear Channel Entertainment Compagq Center, Houston, Feb. 24
16. (g’g;;’g;z) Elton John 34,526 three sellouts 578-22,555511.03, Marshall Arts Lid. Wembley Arena, London, Dec. 11-13
17. $2,012,376 Fleetwood Mac 22,875 two sellouts $125, $75, $49.50 Concerts West Worcester's (enlrwuﬁe;;t;,BWor(ester, Mass.,
18. $1,996,750 Billy Joel & Elton John 18,727 sellout $175, 545 Clear Channel Entertainment HSBC Arena, Buffalo, N.Y., March 9
19. 51,964,765 Elton John & Billy Joel 18,247 sellout $195, 545 Clear Channel Entertainment Savvis Center, St. Louis, Mo., May 5
20. $1,941,910 Elton John & Billy Joel 17,87 sellout S175, 545 Clear Channel Entertainment Ford Center, Oklahoma City, March 2
21. $1,937,460 Billy Joel & Elton John 17,881 sellout $175, 585, $45 House of Blues Concerts American Airlines Center, Dallas, Feb. 28
$1,930,860 Elton John & Billy Joel 17.398 0 $175, 545 Clear Channel Entertinment Birmingham Jefferson Convention Complex,
22. ,930, on John & Billy Joe ' sellout , eqr Shannel[Entertainmen Birmingham, Ala., Feb. 21
. $1,893,685 Bon Jovi, Goo Goo Dolls 3105 | 34448 1w shows, §75, 540 Clear Channel Entertainment Continental ines Arens Eust Rtherfrd, N.L,
24. $1,877,400 Billy Joel & Elton John 23,782 sellout $175, $45 Clear Channel Entertainment Nationwide Arena, Columbus, Ohio, April 22
25. $1,861,195 Billy Joel & Elton John 18,505 sellout $185, $45 Clear Channel Entertainment RBC Center, Raleigh, N.C., March 16
TQ-4 www.billboard.com BILLBOARD JULY 26, 2003
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Special Report

Top- 25

Tours

| [T0f

No. Act
Total Gross/Total Attendance/Total Capacity/No. of Shows/No. of Sellauts

No. Promoter(s)/Total Gross—All Promotions/Total Gross—Sole Promotions/Totol Attendance/No. of Shows/No. of Sellouts

1. Billy Joel & Elton John

1. Clear Channel Entertainment $330,147,809 $260,957,868 8,562,855 2,656 749 $44,061,967 405,683 405,683 23 23
2. AEG/Concerts West $75,870,795 §31,554,729 1,155,484 145 45 2. Tim McGraw
$§31,151,632 601,973 701,822 50 14
3. House of Blues Concerts 960,972,681 $43,792,89 1,294 495 419 183
3. Cher
4. The Messina Group $42,548,633 $6,242,460 966,287 79 32 $29,400,365 437,897 489,081 46 il
5. Jam Productions $28,782,999 §25,364,489 676,830 232 17 4. Yanni
§24,171,519 422,033 517 541 59 8
6. Jack Utsick Presents $28,091,835 §7,315,088 568,126 151 4]
5. Bruce Springsteen
7. TalentWorks §19,721,001 0 393,731 80 0 $22,066,551 294,118 299,373 20 14
8. CIE Events $12,299,307 0 298,443 30 12 6. Kenny Chesney
$§20,367,159 569,182 646,974 51 29
9. Beaver Productions $11,329,714 $11,0211,274 281,449 4 20
7. John Farnham
10. Michael Chugg Entertainment $11,047 638 0 246,553 71 Yzl §19,721,00 393,731 465,301 80 0
11. OCESA Presents $10,123,532 0 270,436 22 13 8. Bon Jovi
$17,794,196 303,121 306,979 2 16
12. Nederlander Organization $10,112,361 $4,618,371 208,440 40 18
9. Shakira
13. Hauser-CIE $9,868,476 0 135,832 25 2 §14,598,819 304,252 309,173 18 15
14. Varnell Enterprises $8,914,231 $7,317,584 174,540 15 12 10. Dixie Chicks
$14,510,238 247194 252,009 7 13
15. Fantasma Productions §7,249,767 5,192,363 142,867 38 12
1. Fleetwood Mac
16. Apregan Entertainment Group $6,596,377 0 137,17 12 12 $14,207,398 161,729 164,184 13 1
17. Frank Productions 95,873,657 $805,051 110,258 9 6 12. George Strait
$13,825,379 250,949 267,072 19 7
18. TBA Entertainment §5,620,956 §794,036 109,803 9 5
13. Eagles
19. Marshall Arts Ltd. 95,583,895 $5,583,895 96,280 10 10 $13,634,563 13157 156,608 12 7
20. C&C Concerts 45,319,144 4,788,986 74,707 5 3 14. Red Hot Chili Peppers
§13,089,137 315,906 359,082 25 10
21. Outhack Concerts §4,437,407 768,757 95,683 29 7
15. Toby Keith
22. Goldenvoice 53,504,698 $696,571 94,342 18 10 $11,443,139 279,424 279,424 3?2 32
23. pS.E. Belgium 52,771,336 0 112,500 ¢ 9 16. Jimmy Buffett
$10,973,100 190,270 196,644 11 9
24. Police Productions 52,307,285 1,395,872 62572 14 2
17. Phish
25. Mischell Productions 51,862,169 0 50,104 6 3 610,456,555 277,611 277,889 16 14
I - _ 18. Neil Diamond
§9,268,167 171,438 171,438 15 15
19. Gaither Homecoming
§9,264,076 429,952 580,022 40 8
20. Pearl Jam
$8,656,467 238,727 297782 20 4
21. Elton John
$8,085,640 120,425 120,425 15 15
22. Avril Lavigne
wwwBOQUWPALACE TR
* g ® co 23. Dave Matthews Band
$7,394,860 155,691 157,199 V) 7
24. Def Leppard
§7.313,251 192,985 306,891 39 8
25. Trans-Siberian Orchestra
§7.264,818 198,027 232519 56 10
TQ-6 www.billboard.com BILLBOARD JULY 26, 2003
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19,000-Sezt Arena
3,000-Seat Cancert Hall
1,000-Seat Theater

Adjoining 770-Reom Sheraton Birmingham Hotel

State-of- the-£-t Facilities
10 Minutes from Birmingham International Airport

Over 3.4 Million Peaple Live within
100 Wiles of Birmingham

39th Lasgest DMA in the Nation

Bigger Market thea New Orleans,
Memphis, San Antonio & Buffalo

Knowledgeable and Attentive Service Staff

BIRMINGHAM-JEFFERSOM
CanNnvENTION COMPLEX
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Top 10 Venues

CAPACITIES 5,001-10,000

Special Report =
Six Questions Eaiadieisesm—"9"

W' h No. Facility, City
It Fran Poe VYenuve Capacity/Total Gross/Total Attendance/Total Capacity/No. of Shows/No. of Sellouts
1. Radio City Music Hall, New York
5901 $§74,777,146 1,338,186 1,585,718 268 3
Frank Poe, executive director of  ior touring writer Ray Waddell.
the Birmingham-Jefferson Civic 2. Universal Amphitheatre, Universal City, Calif.
Center in Birmingham, Ala., focus- How many international mem- 6,251 $15,262,885 280,207 315789 61 10
es on the “international” aspect of  bers does the [AAM currently have?
IAAM currently has 87 interna- 3. NextStage, Grand Prairie, Texas
tional members, up from 81 last year. 6,350 95,829,304 129,499 177,960 45 1
Because the IAAM comprises 4. The Theatre at Madison Square Garden, New York
some 3,400 venue managers, it is 5,610 2,766,768 82597 139,160 25 2
predominately a North American
organization. How, then, does the 5. Allen County War Memorial Coliseum, Fort Wayne, Ind.
IAAM reach out to similar trade 10,000 $2634,173 82,838 117,800 16 :
associations worldwide?
TAAM has, for a number of years, 6. Paul E. Tsongas Arena, Lowell, Mass.
been an active and founding partner 7,500 §2,343,545 69,217 75,062 12 6
in the World Council for Venue Man-
agement [WCVM]. For more than 7. World Arena, Colorado Springs, Colo.
eight years, IAAM has assumed the 9,700 42,001,486 80,689 134,508 24 2
duty of secretariat for WCVM.
The WCVM provides a forum for 8. Pensacola Civic Center, Pensacola, Fla.
USRI ERCMTAMRIR RS  its members—the European Associ- 9,536 61,929,951 78,705 120,128 18 2
ation of Event Centers, the Associa-
the International Assn. of Assembly  tion Internationale des Palais de 9. Mid-America Center, Council Bluffs, fowa
Managers. He is chair of the IAAM’s  Congres, the European Arenas Asso- 6,600 $1,856,870 34,709 42431 6 0
international task force. ciation, the Venue Managers Associ-
On the eve of the JAAM’s annual  ation in Australia and the Asia Pacif- 10. Kiefer UNO Lakefront Arena, New Orleans
conference July 25-29 in New ic Exhibition & Convention Council. 10,000 $1,840,680 87,168 147,736 33 3
Orleans, Poe talked to Billboard sen- (Continued on page TQ-16)
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GRAND OPENING NOVEMBER 2003 = _ACKSCNVILLE, FLORIDA

Now you have
16,000 reasons to book
Jacksonville.

Flexib e Seating up to 15,000 Seats in Jacksonvillz,
~ Half house curtzin and rigging system
High tech sound, ighting and viceo capability
3 fully enclosed load ng bays with direct arena access
Total rigging cagacity 120,00C bs

State of the Art Amenites —

For More Information Contact:
Bob Downey ®904.630.0335
bdowrey@coj.net
: = — > : :
n".uv i ‘ For Baoking Informazion Contact:
Private Manageremt 0. Publit Fredlde ]AC KS DN Vl L L E A R E NA RObm Til’rOthy B 904.630-3933
www. acksonvillearena.con VETERANS MEMDRIAL

rtimothy@coj.net
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offering. In short, this year is like
most others.

“It's the same trend: The top 30
markets are where most of the vol-
ume and grosses are,” says Randy
Phillips, CEO of AEG Live, produc-
er of tours by the Eagles, Fleet-
wood Mac, Timberlake/Aguilera
and Mariah Carey. “Established
acts are selling, and newer acts are
often struggling.”

Arny Granat, co-president of
Chicago-based Jam Productions,
agrees. “It is still hard for new acts to
break. I wish more acts were out and
more new acts could break through.
Maybe ‘American Idol’ is the only
way to break acts now.”

BOX OFFICE DOWN

Gross dollars and attendance are
down from a similar period last year.
In 2002 from January to May, $702.3
million had been reported to Billboard
Boxscore, along with more than 17
million in attendance. For the same
period this year, Billboard Boxscore
has taken in concert reports totaling
$645.9 million and attendance of

slightly more than 15 million.

But even with an 8% decrease in
dollars and a 12.6% decrease in
attendance, many feel the business
is holding up well in difficult eco-
nomic and political times. Much of
the downturn reflects a decrease in
show volume, as 2002 was a par-
ticularly heavy year for concert
traffic. Last year by this time, Bill-
board Boxscore had reports from
4,762 shows, compared with 4,398
this year.

Bon Jovi, the Rolling Stones and
McCartney have each dominated the
international tour scene this year,
the last two after ringing up millions
in the U.S. in 2002.

In the States, many acts—
including Dixie Chicks, the Eagles,
Tim McGraw, Cher, Fleetwood Mac,
Yanni, Billy Joel/Elton John,
Springsteen, Kenny Chesney, Bon
Jovi, George Strait, Red Hot Chili
Peppers, Pearl Jam and Toby
Keith—came out of the gate ex-
tremely strong.

“Initial on-sales were very good.
Then came the war in Iraq,” Phillips
says. “It took about six weeks for
things to gain momentum again.”

Some tours are still struggling.
“We're seeing a bit of resistance to
the higher-priced tickets one can

(Continued on page TQ-14)

Top 10 Venues

CAPACITIES 5,000 OR LESS
Ranked by Gross. Compiled From Bilthoard Boxscore December 2002—May 2003.

Ne. Facility, City

Venue Capacity/Total Gross/Total Attendance/Total Capacity/No.

of Shaws/Na.

of

1. The Colosseum at Caesars Palace, Las Vegas, Nev.

4,900 $22,099478

2. Temple Hoyne Buell Theatre, Denver, Colo.
2,830 $15,262,918

162,963

294 975

162,963

393,692

3. Tampa Bay Performing Arts Center, Morsani Hall, Tampa, Fla.

2,600 14,597,457

4. Fox Theatre, Detroit, Mich.
4,800 812,059,617

5. Fox Theatre, Atlanta, Ga.
4,600 $11,886,300

6. Murat Theatre, Indianapolis, Ind.
2476 $9,467,269

7. Rasemont Theatre, Rosemont, Hil.
4,300 §7,667,736

8. Dodge Theatre, Phoenix, Ariz.
5,000 §7.057,431

9. Orpheum Theatre, Minneapolis, Minn.

2,745 6,409,200

10. Grand Ole Opry House, Nashville

4,400 $6,182,493

251,680

344,280

315,285

233,802

206,975

162,516

130917

142,547

297972

549,845

668,522

355,219

346,820

237,152

192,780

211,310
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1929, the 13,800-seat room under-
went a three-year, $90 million reno-
vation at the turn of the century and
since then has increasingly been on
the touring radar.

“When we reopened, we wanted
to do three things,” says Bob
McClintock, SMG’s GM of the com-
plex, which also includes a 3,600-
seat ballroom. “We wanted to pro-
vide entertainment for the local
community and, in effect, build a

PERESMAN: MSG HAS BEEN BUSY

new market. We wanted to do
events for people in this region.
And, finally, we wanted the support
of the gaming industry.”

Box-office success has validated
the promise seen by New Jersey state
Senator Phil Gormley, R-District 2,
who spearheaded the project. Last
year, the arena finished fifth among
buildings its size at $5.6 million in
concert grosses. Midway through this
year, it’s at the top of the list, at more
than $9.4 million.

Gaming-industry players, primarily
Park Place Entertainment, and nation-
al promoters like Concerts West, Jack
Utsick Presents and Clear Channel
Entertainment, have produced events
in the arena since its reopening, includ-
ing sellouts by Paul McCartney, Brit-
ney Spears, Andrea Bocelli and Neil
Diamond.

“We’re pleased with the depth in
this market and their willingness to
come to the venue,” McLintock

says. “Atlantic City for a long time |

didn't have a real viable venue and
as a result was not on the radar
screen for a lot of these tours. Now
the agents and artists see the busi-
ness we do here, and we’re getting a
lot of focus.”

So far this year, the Atlantic City
Boardwalk Hall has hosted home-
town faves Bruce Springsteen and
Bon Jovi, as well as Alan Jackson,
Fleetwood Mac, the Ultimate Fight-
ing Championships, boxing events
and family shows.

“We’re |capable of] doing every-
thing the rest of the arenas are
doing,” says Greg Tesone, assistant
GM. “We're looking at this as [mar-
keting] a brand-new building.

AT L SAYVIS CENTIR

INTRODUCTION OF THE CONCERT CLUB. NOW, WHETHER IT'S AN
INTIMATE CLUB SETTING FOR 4,800 OR A ROCKING, 21,000-SEAT
SELL-OUT, SAVVIS CENTER PROVIDES THE IDEAL VENUE FOR ANY ARTIST.

Called “an :ntimase pleasure” by fans, The Concert Club is more than a scaled down arena configuration. It
creates an entirely new atmosphere, and offers unmatched sightlines from virtually any seat in the house.

The St. Leuis Post-Dispatch had this to say:“.... fans gave Savvis Center’s new Concert Club rave reviews,
Fraising tke venwme’s atmosphere, sightlines and sound.” And from the fans: “It’s a lot more intimate. It
fzels & lot ciffe~ent than the regular Savvis Center” and “I felt like this was more informal and I was closer
td the stage ... this is more like a club.”

The Concert Club at Savvis Center. This is what a theatre in an arena was meant to be.

SAVVIS CENTER. THE CONCERT CLUB AT SAVVIS CENTER.
CLUB INTIMACY. WORLD CLASS ARENA BENEFITS.

+ "he heart of Amexica - 120,000 pound rigging capacity For booking information, contact Dennis
- “he heart of you- tcur - 1,100 feet to low steel Petrullo, senior vice president/general
+ Lozatedat the ¢ ossroads of four major - Mward winning catering manager, at 314-622-5425 or

mrerstate highways: - Exceptional, experienced front and back dpetrullo@savviscenter.net.
- Within aday’s deive of ove a third of the of house staff

country s populstion

e ——— i) JRSS S — —— S —— — b s —

V\AS CENTER AND THE CONCERT CLUB AT SAVVIS CENTER - 1401 CLARK AVENUE - ST. LOUIS, MISSOURI 63103 - WWW.SAVVISCENTER.NET
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‘Uneasy

: Union
theres ONLY ONE piace o PLAY G g T

~nSOUTH FLORIDA.. Records UK, s exprssed frus

tration with the failure of the
major labels and the concert
industry to work together. “The
relationship with live music has
broken down,” Conroy told ILMC
delegates. “Contact with people
like yourselves has fallen.”

Conroy believes smaller, inde-
pendent music companies can
work better with their counter-
parts in the live sector. Since leav-
ing Virgin, he has launched
Adventures in Music as an in-
dependent recording, publishing
and artist management company.
“We're going back to little cottage
industries that can build up
artists,” he says.

| Bands can often sustain a career

| through touring after record sales
fall. One example is long-established
British folk-punk band the Levellers.
The group first made headlines with
its surprising popularity at the 1992
Glastonbury Festival, traditionally
the preserve of mainstream rock
acts. The band remains a consistent-
ly strong draw on the European con-
cert and festival circuit.

If the Levellers had relied on con-
tinuing record-company support,
manager Phil Nelson says, “I doubt
they would still be here today. They
have a larger live fan base than [record-
ed-music] fans.”

One concert promoter longing
for a stronger, more productive rela-
tionship with labels is Michael Bisp-
ing, managing director of ASS Con-
cert and Promotion in Hamburg.
He offers the example of how coop-
eration between his company and
Virgin Records Germany helped
make a small act called Vivid into a
chart-topper.

“We had our first meeting nine
months before the release of Vivid’s
first album, with every discussion
involving the label, the publisher, the
manager and the promoter,” Bisping
recalls. “Within 14 months, the band
had 110 performances in Germany. By
the time the first album came out, it
sold 80,000 units straight away.”

But when Vivid's second album
arrived, Bisping’s contact at Virgin was
no longer working with the band, and
his successor wasn't interested in col-
laborating with the promoter. “The
labels think, ‘We're paying the money;
it’s our album, our act.’ They don't see
how the right plan with the right live
festivals can make an act.”

AmericanAirlines Arena Miami s uliimate sports and entertainment showplace Amid declining music sales

7 worldwide, he argues, label execu-
For booking information cortact Eric Bresler bv phone (786)777-1122, fax (786)777-1600 tives cannot afford to forget that live
= 1 - gigs, especially the music festivals in

or e-mail ebresles '@hcat.com, Europe, can help boost CD sales.

@ But executives at some record

companies clearly appreciate the
value of live performances. Matthias
(Continued on next page)
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Lumm, director of alternative and ATE RF RONT
urban international at Sony Music

Germany in Berlin. keeps a close eye ’
on the festival scene to see how it can T H E A T R E
help U.S. acts with new releases to

promote in Europe.

“I've been with Sony for six years,” %AmericanAirlines Arena
he says, “and I've learned that you
have to have strong relationships with
promoters because they also do regu-
lar tours as well as the festivals.

FFestival performances constitute
an important part of the tightly
scheduled world tour for Bon Jovi in
support of the band’s Universal Music
album “Bounce,” particularly in mar-
kets requiring extra promotion. For
example, in mid-June, Bon Jovi
played the Heineken Jammin' festival
in Italy, promoted by Clear Channel
Entertainment.

“The timing of that festival hap-
pens to be in the middle of the tour,”
says Eric Leddel, VP of marketing for
Motown and Island Def Jam at Uni-
versal Music International. But the
record company saw that as an
advantage.

“There are a lot of media people at
the festivals, so you can do a lot of the
[promotional] interviews in one day,”
says Dante Bonutto, UMI internation-
al marketing and A&R consultant.

Geoff Ellis—CEO of promotion
company DF Concerts and founder of
the T in the Park festival, which took
place July 12-13 this year in Scot-
land—wants record companies to cap-
italize on the presence of the media at
festivals even more.

Several major media organizations,
such as the BBC, cover T in the Park,
which features such hit-makers as
Coldplay, Eminem, Bon Jovi, Oasis and
Travis. “With a few exceptions, [ don’t
think the labels are on the case enough
to maximize on artists’ appearance at
the festivals,” Ellis says.

He attributes the indifference to the

U.K. labels not taking the Scottish Tt:e new Waterfront Theatre at AmericanAirlires Arena is an intimate theatre ' For booking information
market seriously enough, compared

with France, where record-company within the AmericanAirlines Arena. Located in downtown Miami alongside contact Eric Bresler by phone
publicity executives are more proac-

tlv?\f)t)tt]iiielsit\l/\:—l:’ls].usic oBruredlidt Biscayne Bay and minutes from South Beazh. This new state-of-the-art (786)777-1122,
could benefit labels is the recently
launched European Talent Exchange
Program (ETEP) in the Netherlands.
The initiative originated from that
country’s Eurosonic Festival for - ;
emerging European acts. chandeliers. The Waterfront Theatre is designed to stand alone as a

IETEP makes it possible for pro- FEEE
moters of more than 30 festivals to completely separate venue from the AmericanAirlines Arena with its own =302
guarantee a slot for up-and-coming AmericanAirlines
artists outside their home markets. special entrance and convenient on site parking. fb, W

3000 to 6000 seat theatre comes complete with a ceiling to floor acoustic fax (786)777-1600 or

curtain, proscenium stage, theatrical lighting, carpeted aisles and beautiful e-mail ebresler@heat.com.

The goal is to boost the cross-border

reach and international profile of

those acts. Promoters, agents, man-

agers and 21 public radio broadcast-

ers in Kurope support the initiative. AHTG
Promoters select which acts The Waterfront Theatre at AmericanAirlines Arena 601 Biscayne Blvd. Miami, FL 33132 www.aaarena.com =

to feature. But record companies

should present their recommenda-
{Continued on page TQ-16)
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Continued from page TQ-1

the agenda of venue managers. The
IAAM held threat-assessment work-
shops during its regional district
meetings (Billboard, April 12), with
input from the FBI/New York Police
Department Joint Terrorism Task
Force. Law enforcement officials
urged security directors at venues to
liaise more closely with local FBI
offices and adopt practices recom-
mended by security trade associa-
tion ASIS International.

Floreano says the IAAM’s efforts
to work more closely with related
associations—or “partners for the
future,” as he says—was a goal of his
year leading the group. He praised

FLOREANO: [AAM MEANS A GREAT DEAL

the work of IAAM executive director
Dexter King, saying, “In his first full
year, he has done a great job.”

Of his partnership goals, Floreano
continues: “I wanted to help develop

relationships by bringing many dif-
ferent factions together, and it is
working out really well.”

He cites new partnerships with
Homeland Security Administration
and all of the major sports leagues
as major developments for [AAM.
“We have also renewed our partner-
ship with the European Arenas
Assn., which is very important for
the long haul.”

The TAAM’s annual conference
will feature more than 650 booths
by exhibitors serving the venue busi-
ness, along with numerous seminars
to discuss strategies and facility
managers' concerns.

Among the other challenges fac-
ing the industry are a dearth of new
products for entertainment venues,
according to Floreano. “If you look
at all the acts that came out when I

®

Now you've got a choice.

© 2003 Tickets com. nc. The Tickes com lago 1 1 trademark of Tickets com Inc
Al other trademarks are property of thewr respective companies

9:30 CLUB
HSBC ARENA

THINK THEY
NEED THE
SAME TICKETING
SOLUTION?

Venues come in all shapes and sizes. Ticketing solutions should too.
That's the thinking behind our new suite of ProVenue™ Ticketing Solutions.

Whether your ticketing is online, offline, in-house or outsourced, our
suite offers the industry’s widest range of software products and services. Our
lineup of ProVenuePius™, ProVenueMax™, ProVenuetElite™, ProVenueOnline™
and ProVenueServices™ can accommodate any size venue and ticket volume —
from the best live music club in Washington D.C. to Buffalo's state-of-the-art live
entertainment arena.

So why settle for a “one-size-fits-all” approach, when you can have a
solution ideally suited to fit your venue! For complete product information, visit
www.tickets.com/provenue, or call 888.397.3400.

To find the best ticketing solution for your venue,
visit booth #1129 at IAAM in New Orleans.

started in this business, a lot of them
are on their final tours—maybe
that’s a hint,” he says. “A lot of facil-
ities are suffering from a lack of
events. That’s not new this year, but
it needs to get better.”

SARS has affected the interna-
tional convention business, “partic-
ularly in Hong Kong, Singapore and
Toronto,” Floreano notes. “Eventu-
ally, that will impact business world-
wide. The safety and security of our
patrons is a global issue.”

Several JAAM committees will
offer input to the association’s Safe-
ty and Security Council, which Flo-

Special Report

reano will chair following the end of
his term as TAAM president. He says
the development of “best practices”
for every facility, such as those pub-
licized after the Chicago and Rhode
Island tragedies, have been a “tre-
mendous help” to the industry.
Floreano says his tenure as [AAM
president has been fulfilling, both
professionally and personally.
“This association has meant a
great deal to my career, and I've
always looked for any way possible
to give as much back as I can,” he
says. “To serve as president has
been an outstanding experience.”

Hit & Miss

Continued from page TQ-10

charge in arenas,” Phillips contin-
ues. “When we make an offer now,
we’re very, very scale-conscious.”

That coincides with the ticket
price strategy followed by Clear
Channel Entertainment. During
the past several years, CCE’s aver-
age concert ticket price has risen
by between $1 and $1.50 a year,
according to Don Law, co-CEO of
CCE’s music division. “This year,
we're down at least $1.50 on the
average ticket price,” he says,
adding that an increased number
of $10 tickets at amphitheater
shows has been very enthusiasti-
cally received.

HODGES: 'FANS ARE HOLDING ONTO THEIR MONEY'

Obviously, such a response is a
result of economic conditions:
“People can’t afford to go to five
big shows any more,” Jam’s
Granat says.

Alex Hodges, executive VP of
House of Blues Concerts, says, “Fans
are holding on to their money a bit
longer than normal and responding
to some discounts for lawn tickets,
or early-bird discounts, indicating
some price sensitivity. But overall,
the fans are coming to concerts in
better numbers.”

Law adds, “We're all aware that
this is a very difficult economic cli-
mate. It’s tough to sell things
through these days.”

LOOKING AHEAD
Industry members say the year is
heating up as the thermometers
rise.
“This is really a pretty decent

summer,” says Dennis Arfa, presi-
dent of Artists Group International,
the agency for such acts as Metalli-
ca and Billy Joel. “There are some
losers out there, but in general the
live business is a lot better off than
the record business.”

Hodges agrees. “This summer is
stronger than last summer for us.
It'’s an uncanny thing that last win-
ter to spring was strong, but the
summer was light. And this year, the
summer is very strong.”

Hodges cites Dave Matthews
Band, Jimmy Buffett, John Mayer/
Counting Crows and Phish as “espe-
cially hot” this summer. “We also see
the Dead, Toby Keith, James Taylor,
Foo Fighters, 50 Cent, Coldplay, Red
Hot Chili Peppers and Warped as
very hot. And the on-sales for Steely
Dan are strong.”

HOB is doing well with shows of
all genres, including R&B and
Latin. “We have Vicente Fernandez
again on sale at [Los Angeles’] Uni-
versal Amphitheatre, and it’s hot,”
he says. “And we have plans for
another six headliners, who will do
multiple nights.”

HOB also did very well at Univer-
sal with Frankie Beverly and Maze.
“Patti LaBelle did two days and
grossed in excess of $730,000,”
Hodges adds.

CCE’s Law cites Dixie Chicks,
Kenny Chesney, Bon Jovi, Dave
Matthews Band, Joel/John, Pearl
Jam, Mayer/Crows, Cher, 50 Cent/
Jay-Z, Ben Folds/Jack Johnson
and Radiohead as winners for his
company.

“Also, James Taylor’s tour this
year will be stronger than [his last
tour in] 2001,” Law says. “Cher is

(Continued on page TQ-15)
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still doing unbelievable business. It
just goes to show you the extensive
sustainability of certain key artists.”

Other returns are hit or miss.
Lollapalooza got off to a slow start
in several markets but is showing
signs of catching fire, according to

FLEETWOOD MAC: VETERAN TOURING ACT

a source close to the tour. AEG
tours like the Eagles and Fleetwood
Mac are generally solid, but the
company’s Aguilera/Timberlake out-
ing is more uneven, sources say.

Sources also indicate that Beck’s
tour is very slow, and the Mariah
Carey arena tour was scaled back
from arenas to theaters, organizers
said, offer fans a more intimate set-
ting (Billboard, May 31).

Business conditions may get
tougher for the industry as it heads
into August and September. “We're
concerned about how much has
been taken out of the market,”
AEG’s Phillips admits. “I wouldn’t
advise anyone to go into August or
September with a ‘business-as-
usual’ approach.”

TOO OLD TO ROCK?

A concern for most in the concert
business is the heavy reliance on
classic rock and pop talent. Of the
top 25 tours generating dollars so
far this year, at least half are by bona
fide classic acts.

“This business is still dominated
by baby boomers,” Arfa says. “It
will be very interesting to see what
the concert business looks like in
15 years.”

Most feel the industry will sore-
ly miss perennial box-office win-
ners like the Rolling Stones, Aero-
smith, the Allman Brothers,
Lynryd Skynyrd, Hall & Oates, the
Dead, Kiss, the Eagles, Fleetwood
Mac, Jimmy Buffett, Springsteen,
Boston, Heart, Yes, Jethro Tull
and Taylor.

“Who’s going to replace them?”
Arfa asks. “You get beyond [a handful
of acts and] who do you have that’s
going to be touring in 15 years?”

But Arfa is optimistic about the
youthful trends he sees in rap, metal
and country—genres that he notes
are not currently dominated by fans
older than 30.

LAST YEAR WE HAD
OVER 8.4 MILLION TICKETS SOLD AND
OVER $340 MILLION IN GROSS SALES.

37 ARENAS...

ONE PHONE CALL.

EN

Arrowhead Pond
Anaheim, CA

Philips Arena
Atlanta, GA

Arena at Harbor Yard
Bridgeport, CT

U of | Assembly Hall
Champaign, IL

Gund Arena
Cleveland, OH

World Arena
Colorado Springs, CO

Schottenstein Center
Columbus, OH

American Airlines Center
Dallas, TX

Joe Louis Arena
Detroit, Mi

Breslin Events Center
East Lansing, M!

Resch Center
Green Bay, Wi

BI-LO Center
Greenville, SC

WWW.ARENANETWORK.NET

T \%Y% O

Houston Arena
Houston, TX

Conseco Fieldhouse
Indianapolis, IN

Pan American Center
Las Cruces, NM

Thomas & Mack Center
Las Vegas, NV

Staples Center
Los Angeles, CA

AmericanAirlines Arena
Miami, FL

ldaho Center
Nampa (Boise), 1D

Gaylord Entertainment Center
Nashville, TN

Omaha Convention Center & Arena
Omaha, NE

America West Arena
Phoenix, AZ

Rose Garden Arena
Portiand, OR

RBC Center
Raleigh, NC

Rockford MetroCentre
Rockford, IL

FOr MORE INFORMATION CONTACT: 323-930-7180

ARCO Arena
Sacramento, CA

Delta Center
Sait Lake City, UT

SBC Center
San Antonio, TX

HP Pavilion at San Jose
San Jose, CA

Spokane Arena
Spokane, WA

Savvis Center
St. Louis, MO

Xcel Energy Center
St. Paul, MN

Bryce Jordan Center
State College, PA

Leon County Civic Center
Tallahassee, FL

Air Canada Centre
Toronto, ONT

MCI Center
Washington, DC

Lawrence Joel Vets Mem Col
Winston-Salem, NC
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Six Questions

Continued from page TQ-8

What has the WCVM accom-
plished in the past year?

The most significant task com-
pleted recently has been a global
evaluation of the economic impact
of the convention/exhibition indus-
try. Further, WCVM has catalogued a
number of venues as part of its mis-
sion to share data with its member
organizations.

What is the status of the pro-
posed international training pro-
gram for venue managers (Bill-
board, July 27, 2002)?

Over the years, the Venue Man-
agers Association in Australia and

IAAM have created an instructor
exchange program. Instructors
from the two organizations have
taught in each other’s profes-
sional-development venue man-
agement schools. During the past
three or four years, IAAM and the
European Arenas Association have
[formalized]| training oppor-
tunities for the members of each
organization.

Also, during the past two years,
Imembers of the WCVM] have been
exploring the opportunity to devel-
op a European Venue Management
Institute. It would follow the tem-
plate of IAAM’s Public Assembly
Facility Management School.

A step of this magnitude, with the
diversity of interests [that is involved],
has been approached methodically.
European venue managers |are]

steel vall covners

vecesseX twist
hasp latrches

vubbev-gvippéA
handles

Y, Y

developing a variety of programs to
address training needs. IAAM’s role
has been one of facilitating discus-
sion, developing a possible template
with our principal European associa-
tion partners and responding to cur-
riculum development.

The IAAM’s international task
force will be making a number of
recommendations to the IAAM board
during its 2003 annual conference
[to move the European Venue Man-
agement Institute forward].

Are international concerns ad-
dressed during the IAAM’s annual
conference?

Last year, in a concerted effort to
provide a forum for information
exchange and discussion on specific
topics of interest to our interna-
tional membership, the TAAM’s
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international task force [launched|
the Global Issues Summit during its
annual conference. This program
will continue to expand.

The TAAM will host the next meet-
ing of the WCVM during its annual
conference.

Additionally, the IAAM will host
a reception for its international
members and discussions regard-
ing safety and security cooperative
training opportunities between
IAAM and VMA. It also will conduct
meetings in support of facility stan-
dardization concerns for venue
managers in Central and South
America. Organizations in [these
regions] are looking for help from
the IAAM on facility design issues.

Any parting thoughts on the
international aspects of IAAM?

[AAM, as an international asso-
ciation with the majority of its
membership based in North Amer-
ica, has been seeking and will con-
tinue to seek its proper role among
like-minded venue management
organizations.

Although [the association is]
more than 75 years old, IAAM’s for-
ays into the international arena
have heen a more recent venture in
its history. Recognizing the respon-
sibility IAAM has as the largest and
oldest venue-management organi-
zation, [AAM has become and witl
continue to be a leader in venue
management worldwide. Organiza-
tionally, JAAM must project its
international role with sensitivity to
the wonderful venue management
associations in Asia, Europe and
South America.

Uneasy
Union

Continued from page TQ-13

tions, says Ruud Berends, ETEP’s
project manager.

“There’s no doubt that the record
and live sides are two different worlds
with their own agendas,” Berends says.
“But if I were at a label. it would be
appropriate for me to follow up oppor-
tunities created at ILurosonic and
ETEP. We'd like to see more label peo-
ple at Eurosonic. It is a good opportu-
nity for them to meet the different par-
ties involved in live music, such as the
managers and agents.”

Danish dance act Junior Senior
offers an example of a new act bene-
fiting from the combination of record
company and live-sector promotion.
Signed to Universal, the act is partic-
ipating in ETEP.

Junior Senior’s first hit single, “Move
Your Feet,” scaled the charts in sever-
al Kuropean markets late this spring;
it peaked at No. 8 on the Hot 100 Sin-
gles Eurochart published by Billboard
sister publication “Music & Media.”

Thanks to ETEP, Junior Senior’s
bookings this summer have included
the U.K.’s Glastonbury Festival,
Pinkpop in the Netherlands and Fin-
land’s Provinssirock.

Increasingly, new music business
ventures require the involvement of
both record companies and concert
promoters. The Download Festival,
inaugurated by Clear Channel En-
tertainment Europe May 31-June 1 in
the U.K., offered ticket holders the
opportunity to download artist-
approved tracks from the Internet
(Billboard, June 7).

Another venture that aims to bring
the record labels and live sector clos-
er together is stageaccess.com. The
online live-music directory features
information on artists, managers,
venues, agencies and equipment
rentals, among others.

The site is partly funded by IE
Music, the management company that
represents Robbie Williams. It enables
different participants on a tour to com-
municate in real time using e-mail or
cell-phone text messaging in a secure
environment. Such speed is vital for
informing a touring crew about
changes during a gig, for example.

Faster communication is essential
in a tough business climate, says Lee
Charteris, managing director of
stageaccess.com. “If you can commu-
nicate more quickly, cheaply and eas-
ily, that’s a plus for labels at a time
when they're tightening the purse
strings,” he says.

[E Music’s involvement in a venture
linking the record business and con-
cert business is appropriate. Perhaps
the most high-profile evidence of the
need for synergy between the two busi-
ness sectors is Williams’ recent deal
with EMI Recorded Music for a report-
ed $80 million. The agreement sees
EMI gaining a share of revenue gener-
ated by Williams’ live performances
and his record sales.

Outside the realm of mainstream
pop and rock, labels may work more
closely with the live business, par-
ticularly to promote their artists
across borders.

Paulina Ahokas, director of label-
and publisher-funded Music Export
Finland, says collaborating can help
push Finnish acts overseas, especial-
ly in the neighboring Nordic coun-
tries. Ahokas points out that acts spe-
cializing in electronic and club music
need to go on the road to reach their
audiences.

“For fans to learn about an artist
in different countries, you need live
performances,” he says. “For some
acts, you need heavy rotation on
music radio or TV. But others need
to go out and play to get records into
the stores.”

Hopewell believes that mainstream
record executives can take a tip from
their counterparts at specialty labels.
“Look at the recording and live sides
of niche genres like jazz,” he says.
“They have always worked together
and always will.”

TQ-16

www.billboard.com

www americanradiohistorv.com

BILLBOARD JULY 26, 2003


www.americanradiohistory.com

TOURING QUARTERLY 3 S ique rt

Insurance

Continued from page 1

and head of the Los Angeles office
for International Creative Manage-
ment (ICM), agency for such hip-
hop artists as DMX and Nas. “It’s
forcing some in the hip-hop busi-
ness to possibly do shows with no
insurance.”

In other cases, Casey says that
promoters use unreliable insurance
sources that would make it “virtu-
ally impossible to cotlect” in the
case of a claim.

The insurance business in gener-
al is under siege. “The insurance
market has been tough since [Sept.
11, 2001]—there’s no question
about that,” says Jeff Insler, North
American CEO of international
entertainment insurance hrokerage
Robertson Taylor.

Beyond terrorist concerns,
high-profile club tragedies in
Chicago, where 21 people were
trampled at a hip-hop club, and
Rhode Island, where 100 concert-
goers died in a fast-moving fire at
a Great White show, have added to
insurers’ caution.

“The insurers have pulled their
horns in,” Insler says. “They are
much more selective, and there
are fewer insurers providing tour
insurance.”

James Chippendale, president/
CEO of CSI Entertainment Insur-
ance, agrees the market is dicey.
“We’'ve seen more programs stop
writing [concert insurance| than
we've seen enter the market,” he
says. “That creates a supply-and-
demand issue, so pricing is going
up, and insurers are cutting some
coverage.”

Such companies as Robertson
Taylor and CSI act as brokers, find-
ing insurance coverage from among
a limited number of carriers willing
to deal with musical events,

Chippendale says that in 10
years of writing insurance for such
acts as Master P, DMX, LL Cool J
and Ludacris, “I've not seen it as
tough as it is right now. 1 know of
only one [carrier] that will look at
hip-hop or rap tours. Hip-hop/rap
and, to be fair, heavy metal, are the
toughest coverages 1 have to get
right now—and the most expen-
sive by far.”

Casey says the situation is sti-
fling business. “We had a situation
where a national tour promoter
wanted to make a deal on a big rap

tour, and their insurance provider |

refused to insure it,” he says. “So
it didn't go out.” (Like others inter-
viewed for this story, Casey would
not name acts that were unable to
get insurance.)

Still, the biggest rap tour of the
year—and possibly ever—is out
now, doing big business and in-
sured to the teeth. The Rock the
Mic tour, featuring Jay-Z, 50 Cent,
Snoop Dogg, Busta Rhymes, Missy
Elliott, Lil’ Mo and Fabolous, was

(Continued on next page)
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THE HOUSTON ARENA

Houston’s premier sports and entertainment
venue opens in September 2003

« 4th largest market in the United States

« Home of the NBA Houston Rockets and WNBA Comets

» Flexible seating configurations accommodate up to 19,000 patrons

« 2,500 car dedicated parking garage

« 10,000+ parking spaces within just a few blocks

= 120,000 Ib. end-stage and 100,000 Ib. center-stage rigging load capacities
« Seven loading docks on the arena event level

«  QOver 5,000 square feet of back of house production space

» Six star dressing rooms

- Dedicated in-house marketing, advertising and group sales personnel
« Easy access to all major highways

- Walking distance from downtown business district

- Adjacent to expanded convention center

- Adjacent to new four-star 1,200 room hotel

For more information contact General Manager Doug Hall by phone at
(713) 963-7365 or email at dough@rocketball.com.
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booked by veteran urban agent
Cara Lewis, senior VP at the Wil-
liam Morris Agency.

Lewis recognizes that others
have had a problem with insur-
ing rap tours. “I'm told that
many insurance carriers have rap
exclusions, but with the promot-
ers I'm working with, we haven’t
run into that,” she says. “We ran
into one situation, and it worked
itself out.”

Lewis says the promoters she is
working with on Rock the Mic,
including Clear Channel Enter-
tainment, House of Blues and
regional independents, have rap
coverage “grandfathered” into
their policies.

She admits that “if it’s a new
policy, a new promoter, it might
be tough [to get liability insurance
on a rap tour]. In that situation,
you just partner two promoters
together.”

Casey confirms that when it
comes to rap shows, “if you're try-
ing to buy a new policy, it's damn-
near impossible.”

PICKING ON RAP?

But why should hip-hop pro-
moters have to jump through
such hoops in the first place?
Casey thinks rap is, well, getting a
bad rap.

“If someone chose to go out and
sing instead of speak their lyrics,
they could get around this exclu-
sion,” he says. “Take Usher and
Jay-Z or Nelly. They’re about the
same age, they have the same
audience, etc., but Usher sings, so
he is insurable.”

If rap concerts are tougher to
insure, some feel the genre has only
itself to blame for cultivating an
image of thuggery.

So, are rap concerts actually a
greater liability risk, or is it just
a perception problem? According
to Chippendale, it is likely “a little
of both.”

Insler takes a similar view. “Rep-
utation is what it is,” he says.
“There is a perception, not neces-
sarily supported by facts, that there
could be a problem, and that scares
off insurers.”

Casey isn’t buying it. “Couldn’t
we ask the same questions of John-
ny Cash or Merle Haggard when
they first came out?” he asks rhetor-
ically. “They were singing about
fighting, shootings, prison.”

There is more to the issue than
perception and image. Chippendale
explains, “When writing policies,
insurers check history, and occur-
rences at rap shows are higher. Even
if it occurs in the parking lot or after
the show, the promoter or event
producer can still get pulled in.
There have been some claims and
lawsuits filed.”

(Continued on page TQ-20)
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Crowd Management = Event Staff = Ticket Taking
Ushering = Guest Services = Executive Security
Credentialing Services = Museum Security
Concierge Services = Parking Services

Times have changed. Venue management and event operations are more
complicated than ever. What hasn't changed is the security of Contemporary
Services handling your crowd management needs. CSC and its sister
company, The APEX Group, provide the full range of professional services
at an exceptional level. Allowing you to focus on your other tasks, confident
your guest services needs are well-managed.

e APEX Garour

EXECUTIVE SECURITY MANAGEMENT

Contemporary Services Corporation/The APEX Group = 17101 Superior Street s Northridge. CA 91325

v.800.754.5150 = £.818.885.0369
www.contemporaryservices.com s www.apex-grp.com
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Again, Casey takes exception.
“Where are the claims? Where are
the problems? I would bet any
one of these insurance companies
that if you go city by city, build-
ing by building, the number of
fights and injuries at NHL and
[World Wrestling Federation]
events is significantly greater in
terms of numbers of incidents,”
he says. “Where is the NHL or
WWF exclusion?”

Chippendale says caution is not
limited to rap tours, and there is
no discrimination against hip-hop
artists. “These companies deal in
facts. They look at the history of
an event, the history of the artist,
and the history of the concert,
tour or festival. If an artist is
going on tour, they look at what
happened last time they toured.
And if there were 16 occurrences
at 15 venues, they’ll probably pass.
It doesn’t matter if it's rap or
heavy metal. They look at Korn
just as hard as DMX.”

Sometimes there is no history.
“The flip side of this is, for many,
many years, rap and hip-hop artists
never really purchased insurance. So
if there is no history, {insurers| don’t
have any means of judging it. I
imagine they may weigh $100,000
in premiums against the chance of
paying $500,000 in a claim.”

Still, insurers have other ways of
weighing risk. “They search the
Internet and databases for occur-
rences or even police response at a
concert,” Chippendale notes. “They
absolutely do their homework on all
the youth-oriented, harder stuff,
including heavy metal and harder
alternative music.”

Casey wants to see the figures.
“We’ve put together 70%-80% of all
the hip-hop/rap tours at the arena
level for the last 10 or so years,” he
says. “If I sat here and thought about
where we had a problem, incident or
claim, I bet I couldn’t come up with
10 of them.”

WHO NEEDS INSURANCE?

Generally, the promoter is re-
sponsible for securing liability
insurance for a concert or tour,
but the venue is wise to make sure
it is covered as well. When and if a
lawsuit does erupt, trial lawyers
tend to name any and all parties.
In cases of multiple injuries,
claims can quickly add up to mil-
lions of dollars.

“What’s happening now for all
special events and concerts is every-
body has insurance, including the
booking agency, venue, promoter
and artist,” Chippendale says.
“What you’re seeing with the Rhode
Island [club fire] incident is that
everybody’s being named in those
lawsuits. They’re looking for the
deepest pockets.”

According to Casey, “If you want

(Continued on page TQ-22)
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IN OKLAHOMA,
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FOR BEING EASY.
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to put a tour out properly, you
want to make sure everything is in
place. You want the building deal
to be right, the advertising, the
marketing and, most importantly,
liability insurance.”

And while he says insurance is not
the agency's responsibility, Casey
says. “we would not book a date
knowing it was not insured. That
would be too great a liability, not
only for the client but for the
agency, as well.’

From a venue perspective, build-
ing managers have to be covered,
above and bevond their own pricey
general liability. “With us, [concert
liability] is a promoter issue; they
have to provide proof of insurance,”
says Peter Luukko, president of
Comcast-Spectacor Ventures and
chairman of Global Spectrum,
which runs the First Union Center
and First Union Spectrum in
Philadelphia. “Frankly, we haven’t
had any issues with rap in years.”

Philips Arena president Bob
Williams, based in Atlanta, says, “If
they can’t produce a good certifi-
cate of insurance, we don’t open
the doors.’

But what appears to be a legiti-
mate certificate may not be. “Some-
times artists are either going under
the venue’s policy or going without
insurance, or somebody’s selling
them an insurance policy that
doesn’t exist,” Chippendale says. “I've
heard of fraudulent certificates being
sold out there. It's just a piece of
paper with an insurance company’s
name on it.”

Which could be disastrous in the
event of a major claim. According to
Chippendale, “The rudest awaken-
ing of all could be for the venue who
thinks the promoter has coverage,
and then there’s an incident and
claim and he finds out the promot-
er has no coverage.”

Large corporate promoters are
obviously better-equipped to handle
insurance costs than local or inde-
pendent promoters.

A company like Clear Channel
has a huge amount of buying power,
and they can afford an overall blan-
ket policy or master program,”
Insler says. “If there is an instance
where they feel the premium is too
high, they can self-insure—just say,
‘If something happens, we’ll pay for
it ourselves.” The smaller guys don’t
have these kinds of resources.

ICM’s Casey adds, “I know when
we do a show with Clear Channel,
insurance is rarely an issue. But
other promoters, including other
national promoters, are unable to
obtain insurance that covers rap.

Rates are usually figured on a per-
admission basis, and a rap admission
gets charged at a higher rate. One
source tells Bil/board that a rap tour

www.okfordcenter.com AN SMG MANAGED FACILI could cost as much as $1.10 per
@ A b T admission, while the typical main-

(Continued on page TQ-24)
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stream tour costs about 20 to 40
cents a head.

A large national promoter would
likely get a bulk rate, insurance pros
say. For example, a national pro-
moter may pay as little as half per
admission of what a local promoter
might pay.

Those national promoters with
affiliates in the trenches on a local
level are less affected by the insur-
ance market. “I've never lost a
show over insurance,” says Jason
Miller, Denver-based House of
Blues promoter specializing in rap.
“Insurance is definitely a show
cost, but as far as I'm concerned,
it’s the same for Bon Jovi as 50
Cent. If it’s more, it’s handled on a
corporate level.”

Often, insurance complaints fall
back to the agent.

Peter Schwartz, New York-based
urban agent with the Agency Group,
says, “I've had insurance companies
say they won’t insure, so we find
someone who will.”

Schwartz says he has never lost a
date to insurance issues but adds,
“A lot of what I do is on the club
level, and not every club insists on
insurance. [ imagine a lot of groups
are out there without it.”

If a venue or promoter insists on
insurance, “sometimes booking the
date is worth the cost of insurance,’
Schwartz says. “It’s better to be safe
than sorry.”

Despite the difficulties, it appears
that those desiring of liability insur-
ance can get it—if they’re willing to
pav the price. “We’ve been able to
write a few [policies| over the last
six months,” Chippendale says.
“We’ve been able to find coverage,
but with strict underwriting and on
a case-by-case basis.”

Chippendale does not expect the
general market to become more
favorable in the coming months. “I
don’t see it easing up in the short
term. It has gotten worse before get-
ting better over the last year. Insur-
ers pick and choose their markets
these days.”

Insler finds a similar situation for
the market at large. “The availabil-
ity of insurance companies you can
approach is limited. Most of the
insurance companies that provide
for the entertainment industry
don’t want to provide promoter cov-
erage. There are four or five at the
most who will actually give you a
quote for the promoter.”

Still, Chippendale says, “the car-
riers still in this segment are the
ones that know the business and
have been doing it for years. They
know how to underwrite it and rate
it with a fair premium and coverage.
We're able to place 90%-95% of all
concerts that come into our office,
it's just a little more difficult.”

The brokers declined to divulge
the names of the carriers with
whom they deal.

TQ-24

www.billboard.com

www americanradiohistorvy com

BILLBOARD JULY 26, 2003


www.americanradiohistory.com

This is vour wallet before
playing Van Andel Arena

This is vour wallet afterg

Q
\n

|

plavmg “Van Andel Arena

West Michigan's

Must Play Destination |

For booking information call | VAN ANDEL
Richard MacKzigan at 616 742-6600 AN

or www.vanandelarena.com



www.americanradiohistory.com

Music

Tamia 'Still’ Looks F

BY JEFF LOREZ

Competition is always a factor in
the music business. But the compe-
tition is especially fierce this summer
in the female R&B/hip-hop ranks.

With the Aug. 19 release of her
third album, “Still,” Elektra Enter-
tainment’s Tamia finds herself up
against Ashanti, Beyoncé, Mary J.
Blige, Monica, Blu Cantrell and Mya.

Although it has been three years
since her last album, “A Nu Day,” the
singer aims to secure her niche by
focusing on song substance and
vocal delivery vs. jumping on the
bandwagon du jour.

“I don’t want to be on the trend of
‘What’s the hottest thing now?””
Tamia says. “I want to have a career
like Luther Vandross, where 10 years
from now people can hear one of my
songs and remember exactly what
they were doing and who they were
seeing when they first heard it.”

Assisting Tamia in that endeavor are
afew heavyweights: R. Kelly, Jermaine
Dupri, Aurelius 7 and Babyface.

The first single, “Officially Missing
You,” was written and produced by
Aurelius 7 (Ashanti). It's a departure

for the hip-hop producer, because the
song is a melancholy lament built
around an acoustic guitar.

“It was different than what I
thought he was going to bring,” Tamia
says. “Initially, [ was a little nervous
about working with him . . . But when
we met in the studio, we instantly
clicked. The song was very bare—just
a guitar and a click track. That's the
best way to record, because you can
really put emotion in there.”

Tamia’s career has been built on her
success with emotional ballads. “You
Put a Move on My Heart,” “Spend My
Life With You” (with Eric Benét) and
“Stranger in My House” have set the
course for her new album.

“I love songs that allow me to
work,” says Tamia, who is published
through Plus 1 (ASCAP). “Nowadays,
with Pro Tools, songs are so thin you
really don’t need a good [voice] to sing
them. A good singer might ruin them
because it’s too much.”

Tamia’s reputation is something
retail owner Dedry Jones of Chicago's
Right Track Entertainment believes
will give her a competitive edge.

“She has been biessed with the one
thing that many singers lack—talent,”
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BMETVT
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VP/ATLANTIC

Lil Jon & The East Side Boyz Featuring Ying Yang Twins <
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AN W A
TAMIA: WANTS TO AVOID TRENDS

Jones says. “Hopefully, that wili serve
her well, because the competition will
be very tough. If she connects with a
great song following her duet with
labelmate Fabolous [“Into You™}, she
will definitely be back in the mix.”
Elektra’s marketing campaign is

or Longevity

also designed to “confirm Tamia’s cre-
dentials as one of the most powerful
R&B/pop voices,” says Michelle Mur-
ray Gee, VP of marketing and artist
development. “Her music has a very
broad appeal, cutting across age, gen-
der and geography.”

The marketing push kicked off April
6, when Tamia’s voice and new image
were introduced in a massive TV cam-
paign for Verizon Wireless.

The label’s radio campaign began
with a series of e-mail blasts to pro-
grammers, music directors and radio
listeners of adult R&B, R&B/hip-hop
and rhythmic stations. Limited-edi-
tion posters were designed and per-
sonalized by Tamia.

Elektra is introducing Tamia to a
younger audience through a cameo on
Fabolous’ latest single and video, “Into
You,” which originally appeared on
Tamia’s 1996 self-titled Warner Bros.

debut. The two have made several high-
profile appearances together, including
the July 4 premiere of their video on
BET’s “106 & Park.” They also plan to
perform on MTV2’s “Hard Rock Live”
Aug. 20 in Orlando, Fla.

A remix by Midi Mafia is available for
play at clubs and on mix shows and
mainstream radio. In addition, Elektra’s
street team launched a national lifestyle
contest in 16 of Tamia’s key sales mar-
kets at barbershops, beauty parlors and
nail salons. The campaign will empha-
size custom merchandising visibility
and in-store airplay.

Dance remixes of “Officially Missing
You” by Mike Rizzo and Felix Da House-
cat were serviced to radio June 20.

To support national radio and club
airplay, an alternative lifestyle market-
ing campaign has also been launched.
[t covers the multi-ethnic, mainstream
and gay and lesbian audience.

Getting It On .. . The Radio

AURN Panel At Billboard Confab Tackles How To Maximize Airplay

“Let’s Get It On” is the intriguing
title of an Aug. 6 panel presented by
AURN at the upcoming Billboard
R&B/Hip-Hop Conference. Sharing
views on how to maximize airplay
avenues on local, syndicated and
satellite radio will be AURN director
of entertainment programming
Ron Atkins; adult R&B WHUR
Washington, D.C., PD Dave Dickin-
son; J Records senior director/
national promotion Stephanie
Lopez; Soundcheck CEO Ken Spell-
man and adult R&B WHQT Miami
music director Karen Vaughn.

For the latest conference updates,
visit billboardevents.com.

PRODUCERS WATCH: Chicago-
based production duo Spike &
Jamal say their aim is to make
“timeless music.” The team is well
on its way to doing that, having co-
produced Monica’s “So Gone” with
Missy Elliott. The song spent five

weeks atop the Hot R&B/Hip-Hop
Singles & Tracks chart.

Together since the mid-"90s, the
pair strives for music that’s “soulful
but doesn’t follow a trend,” Jamal says.

ti, Mary J. Blige and Jill Scott.
Amid reported plans for an
August public memorial for Barry
White comes word that a greatest-
hits compilation will bow that

“We don't stick
to one sound.
The Monica
record is real
emotional,
while our work
with Cam’ron
and the Diplo-
mats (“Ground
Zero”) is
charged and

Spike adds,

sBlues.
@

By Gail Mitchell

gmitcheli@billboard.com

nm

energetic.”

Managed by John Menopoly of
Hustle Period and Violator Manage-
ment, Spike and Jamal are busy
producing songs for Mario, Blaque,
Memphis Bleek and J Records new-
comer Smitty.

Two years ago, the duo created
Bobby Drake Entertainment with
the intent to develop future pro-
duction talent.

“There’s so much talent here in
Chicago,” Spike says. “We want to be
able to open doors and bring as many
opportunities here as possible.”

ON THE RECORD: RCA singer/song-
writer Heather Headley signs with
Universal Music Publishing Group
for worldwide publishing. Headley’s
debut, “This Is Who I Am,” has sold
494,000 units, according to Nielsen
SoundScan, and she is already
working on a new album. It’s slated
for release in June 2004. Headley
joins a UMPG urban roster that
includes 50 Cent, Common, Ashan-

month. The collection is part of Uni-
versal Music Enterprises’ ongoing
series, “20th Century Masters/

The Millennium Collection” . ..
Floetry’s second DreamWorks
album, “Floetry—Live in New
Orleans,” is due Nov. 28. Prior to
that (Nov. 11), Ron Isley steps out
solo with an as-yet-untitled album
of standards. Isley is preceded Nov. 4
by prodigal artist Dave Hollister,
who exits Motown for a return
DreamWorks engagement.

Ann Nesby—whose duet with Al
Green, “Put It on Paper,” should
have won a Grammy Award—is
back July 22 with her third solo
album, “Make Me Better.” The
inspirational-themed project serves
up R&B, house and hip-hop. On
Nesby’s own It’s Time Child Records
through RT Entertainment/Navarre
Records, the set is just one of sever-
al projects on the singer’s plate. She
also appears in the film “The Fight-
ing Temptations” this fall.
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s27 PLM.P. 27 Say Yes 53 How You Want That
SCENT [SHADY/AFTERMATH/INTERSCOPE) FLOETRY {SOLJAZ/DREAMWORKS} LOON FEAT KELIS {BAD BOY/UMRG)
S Magic Stick 26 4 Ever 47 Fire (Yes, Yes Y'all}
LIL' KIM FEAT 50 CENT (QWUEEN BEE/ATLANTIC) ‘ LIL' MO FEAT FABOLOUS (THE GOLD MIND/ELEKTRAVEEG) JOE BUODEN FEAT BUSTA RHYMES (OEF JAM/IDJMG)
4 Rock Wit U (Awww Baby) 32334 My Love Is Like... Wo 57 3 60 Crazy
ASHANTI (MURDER INC./DEF JAM/IOJMG} MYA (A&M/INTERSCOPE] JAVIER (CAPITOL)
818 Get Low 33] 38 What Up Gangsta 56 Far Away
LIL JON & THE EAST SIOE BOYZ (BME/TVT 50CENT (SHAOY/AFTERMATHINTERSCOPE) KINDRED THE FAMILY SOUL (HIDDEN BEACHEPIC)
919 Never Leave You - Uh Ooh, Uh Oooh! 25 Snake 64 Feelin' Freaky
LUMIDEE (UNIVERSAL/UMRG] R, KELLY FEAT BIG TIGGER (JIVE] NICK CANNON FEAT. B2K (NICK/JIVE]
10413 Frontin' 35 2 55 Light Your Ass On Fire 50 4 61 Lights Out
PHARRELL FEAT JAY-2 (STAR TRAK/ARISTA) BUSTA RHYMES (STAR TRAK/ARISTA) WESTLIDE CONNECTION (HOO-BANGIN/BABY REE/BUNGALD
10 Love At 1st Sight 35 Step In The Name Of Love 518 — Rain On Me
MARY J BLIGE FEAT. METHOD MAN (GEFFEN) R.KELLY [JIVE} ASHANTI (MURDER INC/OEF JAM/IOJMG)
12111 Like Glue 23 Pump It Up Y8 58 Fanatic
SEAN PAUL {VP/ATLANTIC) JOE BUDOEN {DEF JAM/IDJMG} VIVIAN GREEN {COLUMBIAI
13114 Come Over 40 How You Gonna Act Like That 53 0 62 Ice Cream
AALIVAH (BLACKGROUNO/UNIVERSALUMRG) TYRESE (J/RMG) JS (DREAMWORKS)
14418 Into You 39 145 Dance With My Father 163 Cop That Sh#!
FABOLOUS {OESERT STORM/ELEKTRAVEEG) LUTHER VANDROSS (J/AMG] 1 TIMBALAND & MAGOD (BLACKGROUND/UNIVERSALUMAG)
15117 Like A Pim| 39 Superstar | 59 Flipside
0AVID BANNER FEAT. LIL' FLIP (SRC/UNIVERSALUMRG) RUBEN STUDDARD (J/RMGI | FREEWAY FEAT. PEEDIE CRAKK (ROC-A-FELLA/DEF JAMIDIMG]
B 12 21 Questions Yol 33 If I Can't I — Summertime
50 CENT (SHADY/AFTERMATH/INTERSCOPE) 50 CENT {SHADY/AFTERMATHANTERSCOPE} BEYONCE FEAT. GHOSTEACE KILLAH (NO LABEL)
15 | Wish [ Wasn't v 8 37 La-La-La (Excuse Me Again) {73 The Only Thing Missin’
HEATHER HEADLEY (RCA/RMG) JAY-Z (BAD BOYAIMAG) ARETHA FRANKLIN {ARISTAI
19 Put That Woman First 43} 42 Can't Stop, Won't Stop | 65 Ridin' Spinners
JAHEIM (DIVINE MILLAWARNER BROS.} YOUNG GUNZ (ROC-A-FELLA/DEF JAM/IDJMGH THREE § MAFIA (HYPNOTIZE MINOSALOUO/COLUMBIAI
16 Can't Let You Go 46 Still Ballin Na Na Na
FABOLOUS (DESERT STORM/ELEKTRAVEEG) 2PAC FEAT TRICK DADDY |AMARWDEATH 0°E) 112 FEAT, SUPER CAT (BAO BOY/DEF SOULIOJMG)
S 20 Never Scared 45§ 52 Miss You Shoulda, Woulda, Coulda
BONE CRUSHER (BREAK 'EM OFF/SO SO OEF/ARISTAI AALIYAH (BLACKGROUNO/UNIVERSAL/UMRG BRIAN MCKNIGHT {MOTOWN UMRG)
22 Get Busy 4¢ } SO Damn! Where The Hood At
SEAN PAUL (VP/ATLANTIC) YOUNGBLOODZ FEAT LIL JON (ARISTA) OMX_(BLOODLINE/DEF JAM/I0JMG)
21 Act A Fool 4 44 Love Calls | Want You
LUDACRIS (DISTURBING THA PEACEDEF JAM SOUTHADIMG) KEM {KEMISTRYMOTOWN/UMAG) THALIA FEAT. FAT JOE (EMI LATINVIRGIN)
23429 Thoia Thoing 4§ 43 in Da Club Find A Way
RKELLY (JIVE) S0CENT (SHADY/AFTERMATH/INTERSCOPE) DWELE (VIRGIN)
(24 11 30 Signs Of Love Makin' 4% )} 54 Pon De River, Pon De Bank Faithful To You
| TYRESE (J/RMG) ELEPHANT MAN (VP) SYLEENA JOHNSON (JIVE}
25436 Let's Get Down 18 41 Beautiful Nas' Angels... The Flyest
BOW WOW FEAT. BABY (COLUMBIAI SNOOP 00GG (DOGGYSTYLE/PRIORITY/CAPITOL) NAS FEAT. PHARRELL {COLUMBIA)
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Track service. 140 stations are electronically monitored 24 hours a day, 7 cays 8 week Songs ranked by gross impressions, computed by crosu.-referencing exact times of airplay with Arbitron listener data.
This data is used to compile the Hot R&B/Hip-Hop Singles & Tracks chart
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RUBEN STUDDARD (J/RMG) HITMAN SAMMY SAM (ROCKY ROAG/COLLIPARKUMAG) JOE BUDDEN FEAT BUSTA RHYMES {DEF JAM/IDIMG!
Let's Get Down 13 Never Leave You - Uh Ooh, Uh Oooh! 46 Uh-0h
BOW WOW FEAT BABY {COLUMBIA} LUMIDEE (UNIVERSAL/IUMAG) THE PROJECT 2B {NYCE/ORPHEUS
2 Right Thurr 28133 Like A Pim 53 — Thoia Thoing
CHINGY {DISTURBING THA PEACE/CAPITOLH 5 DAVID BANNER FEAT. LIt FUP (SRC/UNIVERSALUMAG)H R KELLY (JIVE)
4 145 Crazy In Love 29 150 Made You Look 41 Yeah Yeah U Know It
BEYONCE FEAT JAY-Z [COLUMBIA) NAS (ILL WILL/COLUMBIA] KEITH MURRAY FEAT DEF SQUAD (DEF JAMADJMG!
4 My Love Is Like... Wo 30335 Be About Yours 5: ) — Bump, Bump, Bump
MYA (ABM/INTERSCOPE) JAVEL IF HEUS) B2K & P.DIDOY (T4 G/EPIC)
6 K All Night Long 31349 Get Low .M 56 Dream Eyes
SEDUCTION WITH SADDLER (JENSTAR} . UL JON & THE EAST SIDE BOYZ (BME/TVT) AXFEAT KILLER MIKE (1972 ENTERTAINMENT)
5 Don't Wanna Try 22136 Through The Rain 5. § 67 Naggin
FRANKIE J (COLUMBIAJ MARIAH CAREY {MONARC/ISLAND/IDJMG) e YING YANG TWINS (COLLIPARK/TVT)
17 Blowin' Me Up (Callin' Me) - 10 Snake/l'll Never Leave S5¢ 4 — Hell Is A Flame
ZION (ZION/NATIVE/PAL) R KELLY (JIVE} BIG C (SOUTHPAW/KES.
9111 Never Scared <132 Act A Fool 43 Flipside
BONE CRUSHER (BREAK ‘EM OFF/SO S0 DEF/ARISTA) LUDACRSS THA PEACE/DEF JAM SOUTHIOUME) FREEWAY FEAT PEEDI CRAKK {ROC-A-FELLADEF JAMAOUMG)
10 21 26 Starting With Me & 31 Like Glue o — PLM.P.
BRANDY MOSS-SCOTT (HEAVENLY TUNES| ! SEAN PAUL (VP/ATLANTIC) | 50 CENT (SHADY/AFTERMATH/INTERSCOPE)
1 8 In Love Wit Chu 25§53 In Da Club Wl 62 Dipset Anthem
DA BRAT FEAT. CHERISH (SO SO DEFARISTA! Tt 50 CENT (SHADY/AFTERMATH/INTERSCOPE) 0l THE DIPLOMATS (ROC A-FELLA/DEF JAMVIDUMG)
12] 37 If You Let Me LA 29 Stop/Excuse Me Miss Again — Way You Do ft
LOU MOSLEY {JENSTAR) JAY-Z (RQC-A-FELLADEF JAM/IDJMG) LITTLE BROTHER (ABB)
13121 Beware Of The Boys {(Mundian To Bach Ke} 14 Rock Wit U (Awww Baby) 57 Come Close (Closer)
PANJABI MC FEAT. JAY-Z (SEQUENCE} = ASHANTI (MURDER INCJDEF JAMIDJMG) . COMMON (MCA)
9 Frontin' 297447 1 Can T8 40 Emotional Rollercoaster
PHARRELL FEAT. JAY-Z (STAR TRAK/ARISTA) 2 NAS (LL WILL/COLUMBIA) VIVIAN GREEN {COLUMBIA]
5142 Respect My Pimpin' 3 30 | Love You 68 The Jump Off
GRAFIC INTERNATIONAL (GRAFT) Iz DRU HILL (DEF SOULIDJMG) | UL KIM FEAT MR. CHEEKS (QUEEN BEE/ATLANTICI
6128 Chow, Chow, Chow L8127 Beautiful i 63 Nice Girl, Wrong Place
|1 SHOTGUN THE REPAESENTER (BLACK 5 ENTERTAINMENT) SNOOP DOGG (DOGGYSTYLE/PRIORITY/CAPITOL GANG STARR FEAT. BOY BIG [VIRGIN)
17 ) 48 63/64 3 20 21 Questions 51 Hot Damn
ROEZ BOYZ (GREEN TEETH/BAYSIDE} 50 CENT (SHADY/AFTERMATH/INTERSCOPE} CLIPSE (STAR TRAK/ARISTA)
12 Pump it U #4125 So Gone 13 52 Call The Ambulance
JOE BUODEN {DEF JAMADIMG) : MONICA [/RMG; BUSTA RHYMES (J/AMG)
— I'm Glad 34— Into You L 55 Guess What {Guess Again)/Faithful To You
JENNIFER LOPEZ (EPIC) i FABDLOUS FEAT. TAMIA (OESERT STORM/ELEKTRAVEEG) SYLEENA JOHNSON FEAT. R, KELLY (JIVE)
0 BB Miss You 45 4 — Get Down LB 69 The Essence
AALIYAH {BLACKGROUND/UNIVERSAL/UMRGH ==k NAS (ILLWILL/COLUMBIA] ) 1_ C-RAYZ WAL (DEFINITE JUXI
21 W Get Bus 45 454 Can't Let You Go/Damn £3 Candi Bar
SEAN PAUL (VP/ATLANTIC) | FABOLOUS (DESERT STORM ELEKTRAVEEG) KEITH MURRAY {DEF JAM/IDJMG!
16 Breathe 65 24's Star
BLU CANTRELL FEAT. SEAN PAUL (REDZONE/ARISTA) E T1_{GRAND HUSTLE/ATLANTIC) 702 FEAT. CLIPSE {MOTOWN/AIMRG!
rxll 18 Angel 38 Roll Wit M.V.P. (We Be Like! The La La Song} — | Stin
AMANDA PEREZ (POWERHOWSENVIRGIN) STAGGA LEE (M VP/ARTISTDIRECT! ol GINUWINE (EPIC)
34 Jimmy Mathis 44 0K 7 — Belly Dancer
5 BUBBA SPARXXX_(BEAT CLUB/INTERSCOPE) SHEEK LOUCH (0-BLOCK/UNIVERSAL/UMRG] » KARDINAL DFFISHALL IMCA)
22 How You Want That — Girlfriend 75 X | Know What You Want
= BUSTA RHYMES & MARIAH CAREY {/MONARC/RME/IDJMG)

LOON FEAT. KELIS (BAD BOY/UMRG)

82K (TUG/EPIC)
—
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LL Cool J Returns
To Def Jam Records

Multimedia superstar LL Cool J
has re-signed with Def Jam Records,
the label where he got his start.

LL released his debut album,
“Radio,” with the label in 1985 and
followed that with a long list of

to carve his own niche while staying
true to his roots. Platinum Records
artist Big Boss is no exception.

The 24-year-old German-born rap-
per grew up in Chicago and California
before settling in College Park, Ga,,
near Atlanta. Big

Beats&

Rhyr.nc-.zsm

By Rhonda Baraka

rbaraka@comcast.net

Boss is making
big noise in and
around the Dirty
South, likening
himself to another
Southern hip-hop
icon, Scarface.
“I'm the new-
age Scarface,”
he boasts. “I feel
as though 1
speak with a

albums, including “Bigger and
Deffer,” “Walking With a Panther,”
“Mama Said Knock You Out,” “14
Shots to the Dome” and “Mr. Smith.”
His latest releases on Def Jam are
2000’s chart-topping “G.OA.T Fea-
turing James T. Smith: The Greatest
of All Time” and 2002’s “10,” which
featured the hit “Luv U Better”
According to Nielsen SoundScan,
“G.O.AT" and “10” have sold 815,000
and 922,000 copies, respectively.

LLs next big-screen appearance
will be in “S.WA.T,” which opens
Aug. 8 in the U.S. He will also per-
form on the “Today” show that day.

WHOLISTIC HIP-HOP: Erykah Badu,
Common and Stic from Dead Prez
are among the artists featured in
“Wholistic Wellness for the Hiphop
Generation,” a documentary focus-
ing on health and well-being.

The 110-minute documentary is
produced by Heal Thyself Produc-
tions. The film is meant to teach
the hip-hop generation how
wholistic methods and principles
can aid them in warding off men-
tal, emotional and physical stress.

Supa Nova Slom (aka the
Hiphop Medicine Man) produced
the documentary with renowned
author Queen Afua (“Heal Thyself
for Longevity and Health,” “Sacred
Woman”), who executive-produced
the project.

“Wholistic Wellness for the
Hiphop Generation” is presented
in three phases: mind, body and
spirit/soul. It includes testimonials
by Badu, Common, Stic and actor
Ben Vereen.

“Discipline is important. We
need to be more focused on what
we put into our bodies,” Badu says
in the film.

Common adds, “I think and speak
clearer since I cut the dairy out. |
can breathe better and perform at a
better rate, and my voice is clearer.”

WHO’S THE BOSS: The South keeps
churning out rappers, each one trying

Southern voice
but with a universal heart. That
makes my appeal more attractive
to a diverse audience.”

Big Boss’ album, “The Big Bang
Theory,” will be released Aug. 19.

He will hit the road this summer
doing shows from Birmingham,
Ala., to Memphis and Miami.

THE NAME LIVES ON: The rap commu-
nity mourned Savannah, Ga., rapper
Camouflage when he was shot and
killed May 19. But in Philadelphia, a
rapper by the same name was grind-
ing in the studio on his debut release.
Kamaflaj’s CD, which will be
released by New York-based Sowa
Records, features beats from Team
PB (producer for Freeway and State
Property) and Leon Huff Jr. (aka
Pop Tracks), son of one-half of the
legendary Philly International pro-
duction duo Gamble & Huff.
Kamaflaj says of the unfortunate
death of his colleague, “My deepest
sympathy goes out to Camouflage’s
family. I've always had this name,

although it’s spelled differently.

Now every day I find myself telling
people that it wasn’t me.”
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A BILLBOARD SPECIAL REPORT

ALARCON SR.: BOUGHT FIRST STATION WITH ‘A MILLION SACRIFICES AND $3 MILLION’

How One Chain Grew

Entrepreneur Proves American Dreams Come True

BY LEILA COBO million sacrifices and $3 million.”

Once Alarcén realized he would not be

SBS: 20 Years
Of Success

For Raul Alarcén Jr., president/
CEO/chairman of Spanish Breadcast-
ing System, news from two different
sources arrived this past month like
an anniversary gift.

The U.S. Census Bureau announced
June 18 that Hispanics now ccmprise
the nation’s largest minority com-
munity, estimated at 38.8 million as
of July 1, 2002.

And last month, Arbitron issued
“Hispanic Radio Today 2003,” its lat-
est analysis of trends in that market.
Based on audience data from Arbitron
and consumer data fron Scarborough
Research (a sister company of tae Bill-
board Information Greup), the report
advised advertisers that “radie is the
ideal medium for reaching Hispanic
Americans anytime or anyplacz.” The
report also documented the rapid
growth of Hispanic radio stations in
the U.S. (see chart, page 26).

Ad one of the naticn’s dominant
broddcasting companies serving the
Hispanic market, that’s we come
news for SBS, which marks its 20th
anniversary this year. SBS is a pub-
licly traded company (NASDAQ:
SBSA) that owns or operates 27 sta-

interest in the owner of lamusica.
com, a bilingual Web site focused on
the Hispanic market.

Yet in many ways, SBS remains a
family business. Founded in 1983 by
Cuban exile Pablo Ratl Alarcé with the
purchase of a single AM station in New
York, SBS is now run by his son.

Alarcén Jr. had not planned to fol-
low in his father’s steps. He was a pre-
med student at New York’s Fordham
University and expected to pursue a
career in medicine.

But blood, and radio waves, can be
thicker than water. As he learned
more about the business, the young
Alarcén began his career in broad-
casting. After starting in sales, in
1985 he became president/director of
SBS. Since 1994, he has been the
company’s CEO.

(Continued on page 28)

MIAMI—Pablo Raul Alarcén likes to say
the success of Spanish Broadcasting Sys-
tem Inc. is a classic American dream story.
And it is.

In 1960, the Cuban broadcasting entre-
preneur fled his homeland in the

tion. He left behind 14 ra-
dio stations. But he held
fast to the notion of
someday returning. i
Alarcon arrived in <
\

wake of Fidel Castro’s revolu- oy ’@

3081wy

New York in 1960 with
his wife and son. He did
not speak a word of \
English. So he got a job @
that required only Span-  #mm
ish, in the business he knew

“There were two or three stations
in Spanish at the time, and I started as an
announcer at one of them,” Alarcén recalls.
‘I remained there [at WBNX 1380 AM| until
1983, when I bought my first station with a

well: radio. o

returning to Cuba anytime soon, he sought to
re-create his radio business in the U.S. Today,
from the acquisition of a single AM station in
New York, tropical WSKQ (97.9 FM), SBS has
expanded to include 27 owned or operated
stations in seven of the country’s top
10 markets: New York, Los
ZJ  Angeles, Miami, Chicago,
@ Puerto Rico, San Antonio
and San Francisco.
%f‘“ Asingle loan launched
Alarcon’s company in
€@ 1983, By then, he had
-3% risen through the ranks
for his employers at
M WBNX, from announcer
: to programming director to
sales director.
“When I went to the Royal
Bank of Manhattan, I told them I
managed the station and that I had tripled
sales and utilities,” Alarcon says. “So the
bank manager said, ‘What do you need?’
(Continued on page 38)

tions in seven of the ration’s zop 10
markets, as ranked by Hispanic pop-
ulation. SBS also has a controlling

Alarcon Jr. succeeded his father as SBS chairman in 1999.
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Special Report
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Chicago’s WLEY-FM (LalLey 107.9) presents concerts by popular regional Mexican artists.

SBS Stations Draw Fans In Key Cities

What sets SBS stations apart from their competition?
William B. Tanner, SBS executive VP of programming, pro-
vided an encapsulated look at the outlets that SBS owns
or operates in seven of the nation’s top 10 markets, as
ranked by Hispanic population. Tanner spoke with Bill-
board contributor Karl Ross.

NEW YORK

WSKQ-FM (La Mega 97.9) and Latin pop WPAT-FM (Amor
93.1) provide a one-two punch that makes SBS a major play-
er in this premier media market. At the peak of the Latin
crossover movement of the late '90s, WSKQ, with its tropical
format, was the first Spanish-language station to become the
city’s top-rated outlet.

Although it eventually slipped from that slot, La Mega
remains one of the market’s outstanding performers, with
weekly cumulative listenership of nearly 1.3 million people.
Tanner credits part of that success to the station’s morning
show, “El Vacilon,” which he describes as “edgy” and “earthy.”
Hosts Luis Jimenez and Moonshadow made headlines when
a caller identified himself as a Puerto Rican hitman and pro-
ceeded to confess his alleged crimes on-air.

Sister station WPAT is not far behind in terms of market

SURGE IN HISPANIC
RADIO STATIONS

700

600| - - ———

NUMBER OF STATIONS

SPR '00
SPR ‘01 [
SPR '02

DATA: ARBITRON

share, with a weekly listenership of slightly more than 1 mil-
lion. Its AC format mixes Spanish-language ballads with occa-
sional English-language pop tunes. Both stations are broad-
cast from the Empire State Building.

“There are really only three Spanish FMs in New York, and
we have two of them,” Tanner says. SBS's primary competi-
tor. the Hispanic Broadcasting Corp., owns the city’s third
Spanish FM station, pop/tropical WCAA-FM (Latino Mix 105.9).

“New York is a big market for us,” Tanner adds. “It's where
a lot of our cash flow comes from. Various stations have come
in over the years to compete with [us], but we always come
out on top.”

LOS ANGELES

SBS clearly has its
eye on the prize in |
this, the largest and
most lucrative His- I
panic market in the
U.S. Three years ago, |
Tanner and Pio Ferro,
SBS’s national PD, |
were hired from rival
HBC to recapture the
city’s listeners.

“It’s a very competi- |
tive market out here,” |
says Tanner, who is |
based in Los Angeles.
The success of SBS in
the market is clear, as
KLAX-FM (La Raza
97.9), with its playlist of
regional Mexican favo-
rites, has clawed its way
to the top of the Hispanic radio market. By appealing to
younger Mexican audiences, La Raza can claim a significant
share of the city’s coveted 18-34 demographic.

In 2001, SBS entered a deal to acquire Lation pop/regional
Meican KXOL-FM (El Sol 96.3) for a reported $250 million. With
an AC format, the station has become a favorite among Hispanic
female listeners. Until the purchase is finalized, the station has
been operating under a lease agreement with its former owners,
the International Church of the Foursquare Gospel.

While covering the city’s traditional Mexican audience, SBS
is also seeking new markets with start-up station KZAB-FM
(La Sabrosa 95.3). The station targets immigrant audiences

FERRO: EYES ONTHE PRIZE IN L.A.

from Mexico’s southern region and Central America, where
genres like punta and soca hold sway. Launched early this year,
La Sahrosa is ranked the 13th-highest-rated station in the mar-
ket among 18- to 34-year-olds, with a 3.2 share. La Sabrosa
was conceived by SBS president/CEO Ratil Alarcéon Jr.

“It’s Ratl’s special insight,” Tanner says. “He said to me,
“You know, there's a huge Central American market out there
that no one is aiming at.””

CHICAGO

Among Spanish-language competitors in Chicago, SBS is
second to none. The city’s mostly Mexican audiences get their
quota of banda, norteria ranchera and other south-of-the-
border sounds on WLEY-FM, better-known as La Ley 107.9.

“When we acquired it in the mid-"90s, it immediately went
to No. 1 among Spanish-language stations, and it’s stayed
there ever since,” Tanner says. He adds that La Ley has
claimed the top ratings slot among all listeners, Spanish or
English, in the 18-34 demographic.

La Ley’s AC companion, WKIE-FM (Honda 92), debuted
earlier this year. “Our stations are very visible,” Tanner says.
“They participate in a lot of shows and that sort of thing. All
the DJs are local and live.”

MIAMI

SBS has the hometown advantage in this city, where it is
based. The company’s three stations recently drew a combined
10.4 market share, eclipsing the 8.2 share of rival HBC. “In
Miami, our group has the top position. It’s a critically important
market for us. There’s a lot of money in Miami,” Tanner says.

Leading the way for SBS is WCMQ-FM (Clasica 92.3), a for-
mat-bending addition to the Spanish-language market. Where
else can a listener find the Beatles and Julio Iglesias on the
same playlist? Spanish-speaking DJs play pop music in Span-
ish and English from the ’60s, "70s and ’80s. “It’s basically a
period piece, designed to appeal to people who've lived in this
country for a long time and like a mixture of Spanish and
English music,” Tanner says.

Next in the SBS lineup is WRMA-FM (Romance 106.7), with
its softer AC format that dominates the 18-34 demo among
Hispanics, according to Tanner.

SBS’s third Miami outlet is WKDJ-FM (El Zol 95.7), which
features a tropical format and a morning crew led by DJs
Enrique Santos and Joe Ferrer. The pair made international
headlines last year with a prank call to Venezuelan president
Hugo Chavez. Using a doctored audiotape of Fidel Castro’s

(Continued on page 43)
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Special Report

SBS: 20 Years
Of Success

Continued from page 25

Alarcon Jr. spoke with Billboard on the occasion of his com-
pany’s 20th anniversary.

How did your interest in a radio career develop?

I started when I was in high school, working after school
in my father's recording studio and advertising agency in
New York. My father started as a radio announcer, and he
worked his way up to programming director and then sta-
tion manager. Of course, I was a child, but I grew up in that
environment: My dad coming home at night with a bunch
of records under his arm. He would be listening to records
until the early morning. As I became older in high school, I
started helping him.

Was it a thrill to turn on the radio and hear his voice?

Oh yes. For me it was a very exciting industry. [ was always
listening to the radio station. I remember in the '60s, his sta-
tion had a promotion in Palisades Amusement Park in New
Jersey, just across the George Washington Bridge, and they
would do a radio broadcast from the amusement park. I met
all his colleagues and the music people and the artists. All of
that of course affected me. 1 grew to like it. I grew to love it.

But you had not planned to work in radio?
I graduated from Fordham University with a Bachelor of

i “%‘T‘ iR
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‘SBS stands for more than just
business. It really is making a
statement in this country about
Hispanic ownership in the media.’
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Science. [ was actually a pre-med student, and 1 was going to
study medicine. But as [ became more involved in the busi-
ness aspect of helping my father, I started leaning that way
more. And of course, in 1983, my father bought [his first U.S.]
radio station, WSKQ. He [created] a very modern, aggressive
format, and it blew the market wide open and did very, very
well. That, of course, was the beginning of his entry into radio,
and [ entered along with him. I originally had a job in the
sales department.

How could a would-be doctor like sales?

I loved it! The first account I sold on radio was for an elec-
trical repair shop on Broadway. And that was my first con-
tract. It was very exciting. They would hear it on the air and
it was like, wow! It was a very exciting time for me.

i
n
r
s
T

SBS has proudly described itself as a Hispanic-owned
company and an independent company. I would imagine you
were not happy with the Federal Communications Com-
mission’s recent ownership-rules decision?

The FCC attempted, as far as radio is concerned, to try to
keep that consolidation in check. They really didn’t, in my
opinion, affect radio greatly. They did allow cross-ownership,
which they didn’t allow before.

I will tell you that I believe certainly in radio, and Hispan-
ic radio. With the loss of Hispanic ownership, it’s been a very
dangerous few years. I was very encouraged that one of the
things the FCC did do, as part of the new rules, is [decide]
that companies owned by minorities and women will have
the opportunity to buy some of these clusters [of stations]
that have been incorporated in some cities across the U.S. if
those owners decide to sell. And | encourage that.

[ think it's very important to have diverse viewpoints. And
if there's one thing I was very encouraged by, it was the com-

(Continued on page 40) SBS MOVED IT5 HEADQUARTERS TO CORA_ GABL=S, FLA,, IN 1997.
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Special Report

Alarcon Sr. Still Shaping The Airwaves

After 16 years as chairman of Spanish Broadcasting Sys-
tem. in 1999 Pablo Ratl Alarcén stepped down. His son.
Raul Alarcén Jr., succeeded him.

But as chairman emeritus of SBS and a member of its
board of directors, Alarcon Sr. remains active in the com-
pany he founded.

At the same time, the SBS patriarch keeps other irons in
the fire, including his own Southern Broadcasting System.
a separate business entity from SBS, and its new venture,
La Gran Cadena.

Alarcén Sr. recently answered six questions for Billboard.

You were a successful radio man in Cuba. But when
Fidel Castro came into power, you left with your fam-
ily, leaving your business behind. What happened to
all those stations?

That all stayed there. We're waiting for Castro’s fall,
which we hope will be this year, and when that happens,
I'm going to reclaim my stations. I have 14 stations, and
['m going to rescue them from that system—once we
have a free, democratic system in place that respects
human rights.

Tell me about La Gran Cadena. This is a project of yours
separate from the SBS network, broadcasting from three
different cities?

We have a station in Miami we're diversifying toward pol-
itics, democracy, human rights and respect. It's WZMQ (La
Gran Cadena 106.3 FM). In Key West [Fla.], it's WMFM at
107.9 and it’s also heard at 96.3 FM in Managua. Nicaragua.
L.a Gran Cadena plays lots of beautiful [top 40 Latin pop|
music and also provides a lot of information. We think it

ALARCON SR.: CAREER BEGAN IN HAVANA

will be our contribution for those of us who have suffered
for 44 years working like dogs. It will be the voice that tells
the world that the only thing that works is democracy—
everything else is transitory. The only [place] the people get
rich is in a country like the U.S. That's why they call it the
American dream.

When you purchased the first radio station in 1983, did
you ever imagine your company would grow this much?

When you arrive here with so many difficulties—begin-
ning with the fact that I wasn't a U.S. citizen and couldn’t
own a radio station—at that moment, you think you're
going to go back. We thought [Castro] would be overthrown,
and we could return and retake our stations in Cuba.

When we realized Castro was not an easy problem to
solve, we began to build this network that we have today.
and it's thanks to God and all the Latins that live here and
to the U.S.

What plans for growth do you have now?

We're looking for stations in Spain so that the voice of
Latins who live here reaches Spain. And we're negotiating
an offer in Santo Domingo for La Gran Cadena. These are
two networks, but the owners are the same.

What else are you working on?

There is another project I want to make successful that
goes hand in hand with radio for the entire world. But
instead of radio, it's television. It's a network that will be
called “Teleamigos.” It will also be a satellite network and
will originate from Miami. So Miami will be the mecca of
Spanish-language communications. We already have the
satellites in place to reach Spain and every country in
Europe and Latin America.

How involved are you today in SBS?
I'm involved with everything. I still think I'm 25
years old!
LEILA COBO
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Special Report

A Who's Who Of SBS

Execs And Programmers

Joseph Garcia
SBS CFO
Joseph Garcia has
been CFO of SBS since
1984. When SBS went
public in 1999, he also
assumed the titles of
executive VP/secretary.
In his role, Garcia has
supervised the growth
of SBS from a one-sta-
tion company in 1984
to a 27-station net-
work today. Because
the company initially
was small, Garcia says,
part of the challenge was “finding the necessary funds to be
able to acquire those [new] stations.”
Garcia also played an instrumental role in taking SBS pub-
lic, an achievement of which he is particularly proud.
Today, he says, aside from ensuring the smooth financial
operation of the company, “my main job is being the custo-
dian and protector of the company'’s assets and the preserva-
tion of the investment our public shareholders have put in
this company.”

E i
GARCIA: HELPED 585 GO PUBLIC

Carroll Larkin
SBS senior VP

Carroll Larkin has
known SBS founder
Pablo Radl Alarcén Sr.
since September 1962,
when both worked to-
gether at WBNX New
York. As station manag-
er/VP for that station,
Larkin appointed Alar-
con to the job of PD.

“It was a multi-lan-
guage station, and we
converted it to all-
Spanish,” recalls Lark-
in, who parted professional ways with Alarcén when he
bought his own station in 1971.

But in 1988, Alarcén sought Larkin out to join him at SBS.
“I've been here ever since,” he says. Larkin joined the com-
pany as VP of sales for New York and eventually became VP of
sales for the entire company. He spent two years in Los Ange-
les managing regional Mexican KLAX and then moved back
to corporate headquarters, where he has been based since. He
was named senior VP in 1993.

LARKIN: HAS KNOWN ALARCON SR, SINCE 1962

William B.Tanner
SBS executive VP of
programming

William B. Tanner
led the management
team that turned the
company'’s Los Angeles
stations into market
leaders. Then he re-
peated that success in [
other SBS markets.

“We did it by bring-
ing in good people,”
Tanner says, specifical- [§
ly citing Pio Ferero,
SBS’s national PD. &
Ferro and Tanner left |
SBS’s primary com- ‘
petitor, the Hispanic [
Broadcasting Corp., in
late 2000 for high-pro-
file positions with SBS.

A look at Tanner's background shows he was primed
for radio at an early age. He entered the radio business
at 13, taking a job in his hometown of Vicksburg, Miss.
In 1992, he launched the first privately owned radio sta-
tion in the Bahamas (100 JAMZ Nassau) and hosted “Tan-
ner in the Morning.”

Praising Tanner’s experience as a programmer in both
general and Hispanic markets, SBS president/CEO Raul
Alarcén Jr. said at the time of his hiring: “Bill Tanner
enhances the strategic and operational aspects of SBS's
programming and promotional efforts by bringing vast
and varied experience and an unequaled success record to
the company.”

TAMNER: MADE L_A. STATIONS MARKET LEADERS

(Continued on page 36)

Warner Music Latina

Congratulates SBS for 20 Years

WARNER MUSIC
LATINA

of Continuous Success.

J

32

www.billboard.com

www americanradiohictorv com

BILLBOARD JULY 26, 2003


www.americanradiohistory.com

Dear Raul Sr. & Raul Jr.

With vision, creativity and the precision
of an illustrious Matador,
you have made a dream that began five decades ago in Cuba,
an American reality over the past twenty years,
building SBS into the #1 Hispanic
owned and operated major media
in the United States and Puerto Rico.

Wishing you continued success in the years ahead.
With great admiration,
Your friend,

Orcar Llovd

Oscar Llord Entertainment
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Spec|c||ReporI SBS 20TH ANNIVERSAR.Y
SBS Entertainment Takes Its Show On The Road

Division Stages Concerts In The Seven Markets Where Company Has Stations

MIAMI—The latest venture of Spanish Broadcasting System is an
entertainment division, created to present concerts in the seven
markets in which the company has stations. The concerts will help
promote those stations in their markets and raise their profile
within the wider music, broadcasting and advertising industries.

John Sepulveda, a veteran artist manager/concert promoter,
is GM of SBS Entertainment, which launched last year with con-
certs featuring Juan Luis Guerra and Ricardo Montaner. Sepul-
veda does not have his own production staff; instead, he presents
the shows in partnership with concert promoters Felix Cabrera
and Ralph Mercado.

“That’s what we're going after,” Sepulveda says. “Big events
that, with full promotional support from the radio stations, will
be successful.”

SBS stations still hold their own local radio festivals, featuring
dozens of artists in the company’s seven markets: New York, Los
Angeles, Chicago, Miami, San Francisco, San Antonio and Puer-
to Rico. SBS Entertainment concentrates on select high-profile
shows. “We want to put our stamp on these concerts,” Sepulveda
says. His division aims to present two major events per month.

SBS Entertainment staged the June 28 SBS 20th anniversary
concert at New York's Madison Square Garden, headlined by Ricky
Martin. Upcoming SBS concerts include Tega Calderon headlin-
ing the El Reggaeton Mega Summerfest at the Garden Aug. 9,
the Fania All Stars headlining a Salsa Festival at the Garden Sept.
6, the Mega 10th Anniversary Concert at New York's Flushing

Meadows Park Sept. 21, and the Viva EI Merengue show at the

LEILA COBO

Teloectedes

Al Sr. Raul Alarcon ]Jr.
y todo el personal de SBS por todos
sus exitos en estos 20 Anos y que
su futuro siga como hasta ahora.
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SPANISH BROADCASTING ISYSTEM

POR SU 20 ANIVERSARIO

En especial a los sefiores Alarcon
Les desean que sigan adelante y mucho éxito en todo lo que realicen.

Disa, LLC Disa, LLC Disa, LLC
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Special Report

A Who's Who Of
SBS Execs And
Programmers

Continued from page 32

Carey Davis
VP/GM, SBS New York
In many ways, Carey
Davis, who oversees
SBS's New York proper-
ties, went into the fami-
ly business. As he says,
he had a “dinner-table
education” from his par-
ents, both of whom were
in the radio industry: his
mother as a radio actress
and his father as a station
operator. His brother
owns 35 radio stations in
Wisconsin, and two cousins and a nephew are also in the busi-
ness. Davis joined SBS in 1997 after a stint as VP of sales at a
CBS radio station and later at WINS-FM New York, the city’s top-
billing station. A phone call from SBS president/CEO Raul Alar-
con Jr. added a flavorful twist to his already flourishing career.
“This is not just a format of salsa and merengue or
romantica,” Davis says. “This represents the Hispanic com-
munity, and for me that was a tremendous opportunity and
a great responsibility.”
Within a year, the Hispanic crossover hoom had begun. WSKQ-
FM became the first Spanish-language station to reach No. 1 in

DAVIS: FAMILY AFFAIR

the New York market. That got the attention of advertisers, plan-
ners and media buyers, Davis says. Still strong, WSKQ's morning
show (“El Vacilon”) recently beat Howard Stern in the ratings.

“I'm proud to work for the Alarcéns,” Davis says.

As in other markets, SBS’s involvement in the New York com-
munity extends far beyond its broadcasting duties. AM DJ Luis
Jimenez was “padrino” at this year's Puerto Rican Day parade. The
company holds an annual toy drive for Three Kings Day that deliv-
ers 5,000 toys to needy children. SBS stations are especially active
in times of emergency, whether it be hurricanes in Honduras and
Puerto Rico or an earthquake in Colombia.

Marko Radlovic
VP/GM
SBS Los Angeles

“Moving the sales
needle” is what Marko
Radlovic says he does
best.

“What 1 do is create
value and demand for
the radio inventory,”
says this executive, who
runs SBS’s Los Angeles
properties. “It's all
about knowledge of
your radio properties
and the L.A. marketplace. There's more to radio buying than
just going down the Arbitron book.”

Radlovic joined the company in 2001 after managing a clus-
ter of six stations in the Santa Barbara area for Cumulus
Media. Before that, he was VP/GM at Los Angeles KCMG
(Mega 92.3), a jammin’ oldies station.

Radlovic says accepting his SBS post was a challenge because
of the highly personal nature of the Hispanic marketplace. He
says the company’s dramatic growth in L.A. was a testament,
in part, to his ability to cultivate new relationships. He also

RADLOVIC: CREATES "'I."JIILLLIE AND DEMAND'
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Happy 20th anniversary from your friends at Balboa Records Co.
You are pionners in spanish broadcasting.
You are an asset to the Latino Community.
We are proud of you.

Thank you for your support and friendship

BALBOA RECORDS CO.
10900 WASHINGTON BLVD. CULVER CITY CA 90232
(310) 204-3793 FAX (310) 204-0886 WWW.BALBOARECORDS.COM

RSARY

credits SBS executive VP of programming William B. Tanner.
"Bill and I have a great working relationship,” he says. “We
have a great cross-platform between programming and sales.”
Radlovic also oversees operations at SBS’s San Francisco dance
station, KPTI-FM.

Mario Paez

GM, regional Mexican
WLEY-FM/

Latin pop WKIE-FM
SBS Chicago

Chicago’s top SBS
executive, Mario Paez—
who also serves as GM of
sales for both stations—
joined the company on
April Fool's Day 1998.
But the company’s suc-
cess during Paez’s ten-
ure has been no joke.

“We are the market
leader and have been consistently since 1998, Paez says. He
adds that the company has dominated the Mexican regional for-
mat, despite a competing station in the format owned by HBC.

The key to SBS's success, he says, is that the company
understands the market. “We realized the Hispanic mar-
ket is 80% Mexican, and most are from the northern part
of Mexico,” he says. That means “nortefia,” “banda” and
even some “corridos” (Mexico's answer to gangsta rap)
make it on to the playlist, though the corridos are care-
fully screened for content. “They're edgy, but we're very
selective,” Paez says.

A Chicagoan of Mexican descent, Paez takes pride in SBS's
community involvement in the Windy City. “We sponsor a big
Cinco de Mayo festival, ‘fiestas patrias’ and El Grito, which is
Mexico's Independence Day,” he says.

PAEZ: 'THE COMPANY UNDERSTANDS THE MARKET'

Maria Elena Llansa
VP/GM
SBS Miami

Since taking charge
of SBS’s cluster of Mi-
ami stations in 2000,
Maria Elena Llansa has
made her mark. In her
first year as VP/GM, she
helped turn tropical
WXDJ-FM (El Zol 95.7)
into the top-billing sta-
[ g SRR tion in the market for
LLANSA: ‘WE'RE INTHE STREETS EVERY DAY IR €e0 AR sO LA R 120 0141 LR

Her Midas touch was
evident during her previous SBS posting in New York, where,
as sales team leader, she helped double sales revenue for three
years, starting in 1996.

“Bringing in some very talented management and sales
people is definitely what made it happen on both occa-
sions,” Llansa says.

Under Llana's leadership, SBS’s Miami properties play a
vital part in the local community. “We're in the streets every
day of our lives,” says Llansa, who estimates SBS will spon-
sor more than 300 events this year, ranging from Dominican
“bachata” festivals to Colombian Independence Day, Venezue-
lan political rallies and, of course, the Calle Ocho street party.

Prior to joining SBS, Cuban-born Llansa ran her own tal-
ent agency, served as president of Cadena Sur and worked as
a sales executive at WQBQ-AM/FM Miami.

Jacqueline Nosti-Cambo

SBS Liaison

Puerto Rico

Jacqueline Nosti-Cambo’s hands have been full since she took

charge of SBS's 11 stations on the island, which include five dif-

ferent formats. In fact, she jokes that one of her top accomplish-

ments is “being able to run a difficult market and remain sane.”

One of her biggest challenges has been learning how cus-

toms differ in Puerto Rico from those on the mainland. “It’s

so different from anywhere in the [contiguous| U.S.—the

agencies, the way you deal with clients, the employee laws.
We need to check everything with our attorneys.”

(Continued on page 43)
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How One
Chain Grew

Continued from page 25

['said, ‘T'm being offered a station for $3.5 million. If you lend
me that money, I'll be abte to pay in one lump sum, and they’ll
give me a discount.” And that's what happened.”

The first station in what became SBS was WSKQ (La
Super 1380). It introduced a modernized Spanish-language
format in New York. It did so well that it gave Alarcén the
confidence to strive for growth. In 1986, he purchased his
first FM station, Latin oldies WCMQ (Clasica 92) Miami,
which also aired in AM.

‘When he bought the AM and the FM, he saw for the first
time the synergies you can achieve by operating multiple
stations under one roof,” Radl Alarcén Jr. says. “You have
the same infrastructure, the same operating costs, but vou
have another 24 hours to program and another 24 hours to
sell. And by that time, FM was really very popular and had
become dominant.

From that point, SBS expanded quickly. In 1988, Alarcén
Sr. purchased his first FM station in Los Angeles, regional
Mexican KLAX (97.9 FM) and in 1989, he purchased anoth-
er in New York. He gave it the same call letters as his first
AM station, and today, WSKQ-FM (La Mega 97.9) is the
most-listened-to Spanish-language radio station in the U.S.

“And of course, that was a huge turning point, because
that was the first permanent FM in New York for the Span-
ish market,” Alarcon Jr. says.

Despite its position in New York, SBS—which at that
point was still a family-owned business—moved its head-

quarters to the Miami suburb of Coral Gables in 1997. The
move followed SBS’s purchase of two additional stations
serving Miami: WRMA-FM (Romance 106.7) and tropical sta-
tion WXTJ-FM (El Zol 95).

“The decision was also made to relocate the head-
quarters because Miami was such an important mar-
ket and because it is the gateway of Latin America,
Alarcon Jr. says.

SBS grew further with investment capital. The company
completed its initial public offering Nov. 2, 1999. Alarc6n
Jr., who became president/director of the company in 1985
and then CEO in 1994, continued in those roles. Although
SBS is publicly traded, the father and son have a control-
ling interest in the company.

“With time, I realized my son had certain knowledge
about the business,” Alarcén Sr. says. “He spoke English
perfectly, so I said, ‘You should be the president of this
company.’ And that’s the way it’s been.”

Alarcon Sr. admits that he remains intimately involved in
the day-to-day operation of the stations, down to making
programming decisions.

In Miami, despite its romantic format, WRMA-FM also
programs more contemporary pop from newer acts. And
although WXTIJ-FM (EI Zol 95) plays very mainstream trop-
ical music, its morning hosts have staged outrageous stunts,
duping Castro into picking up the phone and broadcasting
the convoluted interview in morning drive time.

Most recently, at the insistence of Alarcon Jr., SBS
launched KZAB-FM (La Sabrosa 93.5) in L.A. to cater
almost exclusively to that city’s Central American popula-
tion, with programming distinct from anything else avail-
able in the market.

The Alarcéns have been vehement about their desire to
maintain control over their stations—SBS is repeatedly
described in its corporate literature as the biggest “Hispan-
ic-controlled network in the country”—but they remain

RAUL ALARCON, SR. -

RAUL ALARCON, JR.
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SPANISH BROADCASTING SYSTEM

WE ARE PROUD TO CELEBRATE 20 YEARS OF SUCCESS
ALONGSIDE OF YOU

SON CALLEJERO

“No Se”

From the LP release
“Don't Get It Twisted”
Cmd-5019

E-REAL

“Sola”

From their forthcoming
Debut LP release

16 Penn Plaza ® Suite 1518 ® New York, NY 10001 » (212) 868-3154 o fax (212) 868-1061 * www.cuttingnyc.com

aggressive in their desire to expand. For that reason, dur-
ing the spring of 2002, SBS was negotiating a merger with
its archrival, the Hispanic Broadcasting Corp.

Instead, HBC announced June 12, 2002, that it would
be acquired by Univision Communications, pending
approval from the Federal Communications Commis-
sion. Immediately following its announcement, SBS
filed an antitrust suit in U.S. District Court in Miami
against HBC and its largest shareholder, Clear Channel
Communications.

Alarcén Jr. says the suit was not lodged specifically against
the merger but to contest what SBS perceives as anti-com-
petitive and illegal actions taken against the company for
the past several vears. HBC and Clear Channel have coun-
tered SBS’ claims.
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The Department of Justice gave conditional approval
to the HBC-Univision merger in March, pending Univi-
sion’s sale of a “significant portion” of its ownership stake
in Entravision Communications, according to Dow Jones
Newswires. The FCC notified [1BC and Univision July 2
that it had restarted an informal merger review “clock.”
a sign that a decision by the FCC is drawing closer,
reports Dow Jones.

Whether the HBC-Univision merger proceeds or not, Alar-
con Jr. says, “we will continue to compete to make sure
[SBS] survives, is profitable and grows. I believe we will need
to make adjustments and alterations to our operation to be
able to continue to succeed in the Hispanic marketplace.

Already, SBS has diversified by purchasing a majority own-
ership stake in lamusica.com, a bilingual Spanish/English
Web site offering Latin music, entertainment, news and cul-
ture. In addition, last year the company created SBS Enter-
tainment, a concert-production arm (see story, page 10).

“I'm very proud of the accomplishments of the com-
pany,” Alarcén Jr. says .“And I'm absolutely convinced of.
and committed to, the viability, strength and vitality of
the Hispanic market in the U.S., which should grow in
the next 20 years. I'm very proud to be in the position
that I'm in.”
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SBS: 20 Years
Of Success

Continued from page 28

mission noticing that minority ownership is important.

I'm very proud of the fact that SBS, in its 20th year, is a
successful Hispanic-owned, -controlled and -managed radio
company. And I'm a little saddened that we are the last His-
panic-owned radio company of national consequence. Hope-
fully, we have done a good job in providing entertainment,
information, news and service to the Hispanic market in the
U.S., and we plan to do so for many years.

Would you sell SBS?

No. I do not want to sell SBS because now, more than ever,
I think SBS stands for more than just a business. It really is
making a statement in this country about Hispanic owner-
ship in the media. I had a discussion with a gentleman who
said Hispanic ownership wasn’t important. And I said, ‘I dis-
agree. You are wrong.

In 1989, a Hispanic owner, |my father], had the courage to
put an FM station in New York. People said, ‘You're crazy.
You'll never be able to recoup that.’ It was a Hispanic station.
No one else had done that before.

And in 1992, when we went on the air in [Los Angeles] with
a Mexican format as opposed to a romantic format, no one
had taken that risk before. And a Hispanic company, again,
took that risk.

And just [four] months ago, in March, the company inaugu-
rated another FM station in Los Angeles, [tropical KZAB-FM]
La Sabrosa. No one had thought to take the risk of launching
an unproven format for the Central American audience in Los

‘Radio programming continues to
be an art. It is not a science.’

—RAUL ALARCON JR., SBS

Angeles. This is what I'm talking about; why I'm so proud that
this is a Hispanic company and Hispanic owners are owners of
the media.

Launching La Sabrosa was a very intuitive move,

e and it was your
o] - e onevers or 24l

idea. How do you
]

reconcile intuitive-
ness with research

when it comes to
programming?

Sitar Years of

Botmmine Juggling,

My opinion is that
radio programming
continues to be an art.
It is not a science. I
will not argue with the
fact that research gives
you a good indication,
a good road map. But
you still have to get
into the car and drive.
For example, La Sa-
brosa. The only reason
La Sabrosa is on the
air is because we knew there was a Central American audience.
They loved cumbia. We knew no one was giving it to them. So
when we went into research, there were questions: “Well, I'm
not sure, we don’t know, maybe yes.” Anyone has to make the
decision to say, ‘Yes.” I believe there is an instinctive way to

i a."fLRal;f Alarcon turns
38E into 2
Finzncial
Wimer

approach a marketplace and a radio station. And of course,
there’s the other side, which is research, testing the music.

How about rock en espafiol? Do you think there’s space for
that format down the line?

['ve been hearing about rock en espanol for many, many
years. We have tested that throughout the years with cer-
tain programs, and I have to tell you that the reaction,
from my point of view, has been mixed. When we tested
that particular genre, we found it has a very fanatical fol-
lowing but, in light of the overall population, a very small
following. I wouldn’t say it’s not a potential format for the
future, though.

What has been your experience with programming in
Spanish and English?

Where we do that mostly is in Puerto Rico. And the reason
we do it in Puerto Rico is almost the flip side of why we don’t
do it here. In Puerto Rico, you have more than 100 stations.
So you're trying to find the format that would be different,
the format that would be unique. Radio thrives on unigue-
ness. In Puerto Rico, we have five formats, and one of them
was already playing some English music. It’s like an urban
format. I do not think we’ll be [programming in English and
Spanish] in mainstream Hispanic radio in the U.S. We're
going to be concentrating [on] Spanish music. And that is
what we're going to be continuing to do.

You have expanded aggressively in recent years. Are you
looking at other stations now?

We are always looking for opportunities. In the last two
years, we have concentrated a lot in Los Angeles. We had one
station there in 2000, and we were not happy with our posi-
tion or what we had achieved with the one station. So we
decided to retune that station, and we bought a second sta-
tion. Then we inaugurated a third station. And in the audi-

(Continued on page 44)
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Special Report
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SBS: ‘Always True To Latin Music’

“From its beginning—20 years ago, when Don Raul
ran Super KQ, an AM station in New York—until
today, as Raul Jr. runs a corporation that encompasses
27 radio stations in seven of the largest U.S Hispanic
markets, SBS has always been true to the Latin music
community. We at EMI Latin are proud to be part of
their success and their continual commitment to

excellence in Latin music.”
JORGE A. PINO, EMI LATIN USA PRESIDENT/CEO

We bring a different culture to the U.S. It’s a place that
we love, but we never want to forget where we come
from. For 20 years, SBS has been remembering our
heritage and promoting our music. They play music
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from all the different
Spanish cultures and have
helped make a lot of the
new voices, like Ricky
Martin and Shakira,
become well-known. We're
thankful to Raul Alarcén
and all of the DJs. They
spend many hours in the
studio so th