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Bruce John Michael Denis Gregor David
Broughton Clausen Debney Giacchino Hannigan Narholz Vanacore

We are proud of the participation of our members in this year's conference:
Jon Brion, Bruce Broughton, Alf Clausen, John Debney, Michael Giacchino,
Denis Hannigan, Gregor Narholz and David Vanacore.

ASCAP is home to the greatest television and film music creators in the world, including...

E]) James Jimmy Jam & Rick Randy Howard Diane
Beltrami Foliart Newton Howard Terry Lewis Marotta Newman Shore Warren

Pamela Allen - Charlyn Bernal - Kevin Coogan - Darren Cusanovich - Sue Devine*
Jennifer Flett - Michae! Kerker* - Nancy Knutsen - Shawn LeMone - Jumee Park*
Oiana Szyszkiewicz - Mike Todd - Jeanie Weems

www.ascap.com
Los Angeles 323.883.1000  New York 212.621.6000%*

© 2004 ASCAP

Marilyn Bergman, President & Chairman of the Board
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HOT SPOTS

10 Hot Touring Topics

CCE chairman/CEO Brian
Becker participated in the Q&A
session at Billboard’s first
Backstage Pass confererce.

Photo: Steven Barston Photography

10 Digital Debut

Geoff Byrd performed for a
packed house at the inaugural
Billboard Digital Entertainment
Conference & Awards.

94 Wind Of Change

Fresh from the release of a new
album and DVD, Elton John
shares his view of the changing
music industry inThe Last Word.

For breaking news,
analysis, jobs and

newsletters visit:
| www.billboard biz

Eminem Photo: Kevin Mazur/Wirelmage.com

Eminem’s Back
With A Vision

BY TAMARA CONNIFF

Steve Berman, head of sa.es and mar-
keting at Interscope Geff2n A&M, is
driving arounc in a rental car equipped
with Sirius radic. e tunes i to Shade
45, Eminem’s uncensored, commer-
cial-free hip-hcp channel. “Orice you
hear it, you realize the futurz ‘s crys-
tal clear and there’s no way to go
back,” Bermar: says.

(Continued os page 91)

TUESOA?

Street Dates
Y Get Scrambled

BY ED CHRISTMAN

NEW YORK—While retailers have mixed

views on the prospects for the coming

holiday selling season, most agree it is

unfolding in a rush of unexpected
developments.

Already, industry plans for what
appeared to be back-to-back Super
Tuesdays on Nov. 16 and Nov. 23 are
out the wincow. Labels have moved

(Continued on page 91)

BY BRIAN GARRITY

The music videp business, long synonymous
with MTV and more recently identified online
with Yahoo Launch and AOL, is about to get
even more comrpetitive thanks to cable and
Internet convergence.

Horsham, Pa.-based cable network Music
Choice is the latest entry to the market. The
company announced Nov. 8 that its on-
demand service for videos will be available to
Comcast digital-cable subscribers and others

ArSst: The Darkness

Music

in the next year.
€CHOICE

Other TV networks, cable companies and
high-speed online services are plotting moves
into the music video space in the coming
months. Look for digital-music services and
even mobile-phone carriers to get in on the act,
too, sources say.

On-demand and personalized interactive
viewing will be a central component of these
new services—a major difference from the tra- |
ditional method of programming music videos

(Continued on page 80)

ROCK

[wokos | My susic cHoicE

ARTIST FACT
The Darkness have
refused to play this
- year's Glastonbury
Festival after a feud
W with the event's founder
Michael Eavis

Sowg : | Beliove in A Thing Called Love

Album : Permission To Land

MUSIC CHOICE: VIDEO-ENABLED
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Maintenance cost over 4 years/50,000 miles’

Oil changes

$0.00

Windshield wiper blades $0.00
Brakes, including rotors and pads $0.00
Scheduled service inspections $0.00

Belts
Lights

Roadside Assistance $0.00

$0.00
$0.00

Total

$0.00

If vou’ve dreamed cf owning a BNIW but thought it might cost tbo muck to mainteir, you’re in for a pleasant surprise. Of the top
W2 cover everything from oil cianges to wear-and-tear items | ke telts, brakes anc wiper blade inserts. So you don’t need to

Ful Maintenarce covers all factory recommended mairtenance on alt MY 2004 vehicles and newar vehzles, as determir=d by the Service Interval Indicator, for 4 years or 50,000 miles,
whichever comes first. S2e <he Senice and Warranty Irformation booklet for more details and specific terms, condtioas and Emitations. Exclusions from coverage: gascline, gasoline
zdctives, windshield waster Juid and add tives, ties, whaels, wheel alignmert, tire balancing and roftation. All work must De performed by an authorized BMW or BMW SAV center. Roadside
Assgsance previdad through Cross Comntry Motbor Club, Inc.. Boston, MA 02155, excedt in Alaske, Califcmia, Fawaii, Oregon, Misconsin and Wyoming. Services in these states are provided through
Cross Country Motar Clud cf California, inc., Boscon MA (2135,

www americanradiohietorv com
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2C04 BMW X3 SAV

The Ultimate
Driving Machine®

As shown: X3 3.0i SW

three luxury makes, only BMW ccmes with Full Mainterancz “or 4 years/50,000 miles (whichever comes first) — standard.
worry about the cost of maintenance. You're covered. YoL can jast enjoy the pleasures of ‘ The U timatz Drivirg Macaine.®”

©2004 BMW of North America, LLC. The BMW name and logo are registered trademarks 2M-SRP for X3 2.5i and 3.Ci includes d=tisation and hardling charges. Price excledes license,
registration, taxes and options. Actual price determined by your BMW center. As shown: 3002 »3 3.0i with optional Sport Package, Colc Yeather Package, 18° ¥-Si.oke whaels, fwetalic Paint, and
Leather interior has a MSRP of $41670.

www americanradiohietorv com
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ARTIST ALBUM PAGE

VARIOUS ARTISTS Now 17

RICKY SKAGGS & KENTUCKY THUNDER  Brand New Strings

GEORGE THOROGOOD & THE DESTROYERS  Greatest Hits: 30 Years O Rock

RELIENT K MMHMM

Top Albums

GEORGE STRAIT 50 Number Ones

THE POSTAL SERVICE Give Up

SMOKIE NORFUL Nothing Without You

Crossfade

CROSSFADE

YING YANG TWINS My Brother & Me

RELIENT K MMHMM

T

RAY CHARLES The Very Best Of Ray Charles

MARCO ANTONIO SOLIS Razon De Sobra

TRICK DADDY Thug Matrimony: Married To The Streets

Babylon

A

Top Singles

SKINDRED

Rfsy
ZAP MAMA Ancestry In Progress
ARTIST
USHER VAND ALI;IA KEYS My Boo
MAROO‘NSV She Will Be Loved
WLWOS LONELY BOYS Heaven
0 B
L:ONESTAR = ) Mr. qu
A;LICIA JK'EYsiFEAT. TONY! TONI!J’RNE! _ Diary
STFLLAR PROJECT Get Up Stand Up
KEVIN LYTTLE Turn Me 0n7
U?: ' ’ .V;r;;go
JUAVN;; _ S

Nada Valgo Sin Tu Amor

Top of the News

10 Soundtrack sales are down,
but professionals in the field see
reasons for optimism.

14 The National Assn. of
Broadcasters gathers in Europe
to discuss the impact of digital
technology on radio.

Music

17 The Beat: Madonna’s
longtime manager, Caresse
Henry, is in discussions to join
the Sanctuary Group.

18 In The Spirit: Vickie
Winans’ Destiny Joy Records
seeks new talent as the first
online gospel label.

18 Movies & Music: Producer/
director Taylor Hackford shares
the vision behind his musical
biopic “Ray.”

19 C(lassical Score: Peter Gelb’s
new role as GM of the Metropoli-
tan Opera creates a buzz.

20 Touring: Vans Warped tour
founder Kevin Lyman goes with
the flow of the tour’s target
demographic.

CHINGY

DIE FANTASTISCHEN VIER

52 R&B: Unfazed by competi-
tion and piracy, Chingy delivers

“Powerballin’ ” on its scheduled

release date.

54 Beats & Rhymes: German
rap act Die Fantastischen Vier
builds on its legendary stature
with a new release, “Viel.”

56 Latin: Roberto Livi dips
into the untapped market for
mature Latin acts with his new
Klasico label.

59 Beat Box: As major labels
step off the dancefloor, indies
can sign more dance acts for
less money.

61 Country: The performing
rights organizations honor their
top songwriters and publishers.
68 Words & Music: England’s
Boosey & Hawkes and Ger-
many’s Schott Musik Interna-

tional team up as European
American Music Distributors in
New York.

68 Studio Monitor: The strong
presence of indie production
companies and students at the
Audio Engineering Society’s
117th convention reflects high
demand for recording gear.

Marketplace

69 Trans World and AAO Music
launch Reality Records with a
roster of veteran acts.

69 The Indies: Merge Records
credits the Internet with ignit-
ing the initial sales surge of
the Arcade Fire’s debut album,
“Funeral.”

70 Retail Track: Alliance

Entertainment and Source Inter-
link may be considering a merger.

QUOTE OF THE WEEK

6 The sooner we’re out of
the CD business, the better.’

JIMMY [OVINE
Page 91

72 Digital Entertainment: A
variety of marketing techniques
allow wireless companies to
reach consumers.

Global

75 Canadian major labels are
increasing the number of music
DVDs they release.

77 Global Pulse: Italy’s Elisa
finds her new set, “Pearl Days,”
entering the country’s sales chart
at No. 2.

Features
22 Boxscore
65 The Billboard BackBeat
65 Executive Turntable
66 Billboard Picks
76 Hits of the World
79 Cd(lassifieds
81 Charts
81 Chart Beat
81 Market Watch
94 The Last Word

NELLY FEAT. TIM MCGRAW  Over And Over

U2 Vertigo

ARTIST & COMPANY INDEX |
(SIGNIFICANT MENTIONS IN THE NEWS)

/ENTS

: HOP 2 - CALENDAR
SNOOP DOGG FEAT. PHARRELL  Drop It Like Its Hot Artist Page(s) Company Page(s)
T The Hollywood Reporter/Billboard
SNOOP DOGG FEAT. PHARRELL DrupltrLikeIt'svHitﬁ Arcade Fire .. ... .. ... . . . . .. ... 69 AAO Music Inc 69 Film & TV Music Conference.
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Todd Rundgren
tells DECA
attendees the
CD model has
to change

Photo: Kevin Mazur/Wirelmage.com

The new BME/TVT album by Lil Jon & the East Side Boyz, ““runk Juice,” arrives Nov. 16.
Several artists make guest appearances on the collection, ircldding Usher, R. Kelly, Ludacrs,
Snoop Dogg and Nas, as well as comedian Chris Rock.

BY RASHAUN HALL

It is not easy being Lil Jon & the East Side
Boyz. It’s more than just screaming “Yeah,”
“What” and “OK.” The trio of Lil Jon, Big Sam
and Lil Bo are under a lot of pressure to top
the success of their multiplatinum sophomore
set and Jon’s ever-growing list of No. 1 hits as
a producer. And with the Nov. 16 release of
“Crunk Juice” on BME/TVT, the pressure is
really on.

“The whole mind-set was to make another
record just as hot as ‘Kings of Crunk,’ or bet-
ter,” Lil Jon says. “Really better because we
weren’t just living up to ‘Kings of Crunk,” we
were living up to ‘Yeah!,” ‘Freek-a-Leek,’

Lil Jon Is Juiced
For New Release

‘Damn!’ and ‘Salt Shaker.” ”

Indeed, those smashes for such acts as
Usher, Petey Pablo, Youngbloodz and Ying
Yang Twins, all produced by and featuring Lil
Jon, only increased the expectations for the
new project.

Add to that Jon’s self-proclaimed perfec-
tionism ard it can make for a volatile process.

“Then you got a producer who acts like
he’s the dictator of a damn foreign country,”
Big Sam says with a laugh. “If [Jon] ain’t on
it, it ain’t done. That's why we clash a lot.
He’s got an A&R background, and I've got a
criminal kackground.”

Jon agrees. “We have had many arguments

(Continued on page 92)

BY PAUL HEINE

In September, Infinity unveiled Street Date, a
new music marketing campaign offering some-
thing for radio and the record labels. The com-
pany has had a few takers already and

Radio Group Offers Labels Launch Promotion

14

Mel Karmazin
addresses
NAB Europe
gathering

tent for its radio stations, while giving back to the
music industry. He says that it is in radio’s inter-
est to “help create stars.”

Sykes believes the program can help make
Tuesday represent music the same way that Fri-
days are associated with movies. “Why

claims success.

For radio, Street Date taps new
sources of original programming,
offers special promo opportunities and
can make a station a few bucks. For
labels, it creates awareness and builds
buzz on new releases from marquee
artists on the day they arrive at
retail—much like a movie studio
orchestrates a I'riday-night marketing
blast before a major film opens.

Street Date is part of a new original
programming department the com-
pany launched this summer. At the
controls is recently recruited senior
VP Rob Barnett, a former rock radio
programmer who moved on to MTV and VHI
from 1989 to 2000. “The goal is to give listeners
branded destination programming and more
opportunities to get closer to the musicians,” Bar-
nett tells Billboard.

Infinity chairman/CEO John Sykes says Infin-
ity was looking for a way to create exclusive con-

SYKES: CREATING
EXCLUSIVE CONTENT

not celebrate the release of important
records the same way people focus on
the release of movies?” he asks. “Peo-
ple are just as excited about the new
Coldplay or Destiny’s Child record
coming out as they are about the next
Tom Cruise movie.”

So far, Infinity has “streel dated”
three acts (Duran Duran, John Mel-
lencamp, Brooks & Dunn) and plans
to take two more out on the town
(Bon Jovi, Kennv Chesney).

About 20 stations, most of them
adult top 40 outlets, took part in the
program for the Oct. 12 Epic Records
release of “Astronaut,” the first new
album in 21 years to teature Duran Duran’s orig-
inal lineup. One week later, many of the same sta-
tions joined the campaign for “Words & Music:
John Mellencamp’s Greatest Hits.’

Street Date involves five elements: live morn-
ing-show interviews with the artist, a time buy,
{Continued on page 74)

Kenny Chesney Takes
Top Honors At CMA Awards

BY DEBORAH EVANS PRICE

NASHVILLE—Backstage at last year’s Country
Music Assn. Awards, Kenny Chesney asked if he
could hold Kix Brooks’ trophy just to see what
the prize felt like. This year Chesney carried home
his own trophies: the album of the year award for
“When the Sun Goes Down” and the coveted top
honor—entertainer of the year.

“I didn’t think I was ever going to get to hold
one,” an elated Chesney tells Billboard. “T've been
through so much in 12 years. I felt like [CMA vot-
ers| were going to make me prove it to them in
away.

“When we sold the amount of tickets we sold
and the amount of albums we sold in the past
three years, the momentum kept building,” Ches-
ney continues. “It proved to them that we were
connecting with people out there. We were bring-
ing [in] a lot of people that maybe didn’t listen to
country music. [ think that was a deciding factor
... That’s what the entertainer of the year is sup-

(Continued on page 64)
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CONGRATULATIONS! we AR PROUD T3 SALUTE THE
SONGWRITERS & PUBLISHERS OF THE TOP 50 SONGS OF THE YEAR
ON AMERICAN RADIO AND TELEVISION. THE STRENGTH OF YOUR
MUSIC HAS MADE BMI THE WORLD'S #1 PERFOEMING RIGHTS
ORGANIZATION. WE'RE A TEAM... YOU KEEP MAKING THE MUSIC
AND WE'LL KEEP MAKING IT WORK FOR YOU!

LORETTA

"I'_;DF?EVEIZ% AND :
T B ICON

FOR ALWAYS”

WRITER:
PUBLISHERS: LOON ECHO, INC. // JNIVEISAL-SONGS OF POLYGRAM INTERNATIONAL. INC.

Song of the Year

TOBY KEITH CASEY BEATHARD

Songwriter./ Artist of the Year Songwriter of the Year
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ALMOST HOME

Craig Morgan

Magic Mustang Music, Inc.
Triple Shoes Music

AMERICAN SOLDIER
Chuck €annon

Toby Keith

Tokeco Tunes

Wacissa River Music, Inc.

BEER FOR MY HORSES
Scotty Emerick

Toby Keith

Big Yellow Dog Music
Sony/ATV Tree

Tokeco Tunes

BIG STAR

Stephony Smith
EMI-Blackwood Music, inc.
Singles Only Music

CHICKS DIG [T

Charlie Crowe
Casey Donovan Music

CONCRETE ANGEL
Stephanie Bentley

Rob Crasby

Glitterfish Music, Inc.
Hopechest Music
Universal-Songs of PolyGram
Intemational, Inc.

HAVE YOU FORGOTTEN?
Wynn Varbie

Warner-Tameriane Publishing Corp.

HELL YEAH

Jeffrey Steele
Gottahaveable Music
Songs of Windswept Pacific

HELP POUR OUT THE
RAIN (LACEY'S SONG)
Buddy Jewell

My Little Jewell Music
Sony/ATV Tree

HONESTY (WRITE ME A LIST)
Patience Clements

David Kent

New Works Music Co.

Sony/ATV Acuff Rose

HOT MAMA

Casey Beathard

Tom Shapiro
Sony/ATV Acuff Rose
Sony/ATV Tree
Wenonga Music

| BELIEVE

Skip Ewing

Donny Kees
Sony/ATV Acuff Rose
Write On! Music

IT'S FIVE 0'CLOCK SOMEWHERE
Don Roilins

R Joseph Pulslishing
Wamer-Tamertane Publishing Corp.

THE LOVE SONG

Jeff Bates

Casey Beathard

Smith Haven Music

Sony/ATV Acuff Rose
Wamer-Tameriane Publishing Corp.

MY FRONT PORCH LOOKING IN
Richie McDonald

Frank Myers

Frank Myers Music

Sixteen Stars Music

Sony/ATV Tree

NO SHOES, NO SHIRT,
NO PROBLEMS

Casey Beathard
Sony/ATV Acuff Rose

PERFECT

Sara Evans

Tony Martin

Tom Shapiro

Careers-BMG Music Publishing, Inc.
Gingerdog Songs

Goid Watch Music

Sony/ATV Tree

Wenonga Music

Sony/ATV Music Publishing Nashville

Publisher of the Year

COOL TO BE A FOOL

Steve Dean

Wil Nance

Bethar Music

Still Warking For The Man Music, Inc.
Wil Nance Songs

COWBOYS LIKE US
Bob DiPiero

Love Monkey Music
Sony/ATV Tree

DRINKIN' BONE
Casey Beathard
Sony/ATV Acuff Rose

A FEW QUESTIONS
Phillip Moore

Ray Scott

Green Dogg Music, Inc.

FOREVER AND FOR ALWAYS
Shania Twain

Loon Echo, inc.
Universal-Songs of PolyGram
intemational, Inc.

| LOVE THIS BAR
Scotty Emerick

Toby Keith

Big Yellow Dog Music
Sony/ATV Tree
Tokeco Tunes

| MELT
Wendelt Mobley

Warner-Tamerlane Publishing Corp.

] WANNA DO IT ALL
Rick Giles

Gilles Godard (SQCAN]

Tim Nichols
EMi-Blackwood Music, Inc.
Mike Curb Music
Sony/ATV Tree

Ty Land Music

iN MY DAUGHTER'S EYES
James Slater

Diversion Music

Songs of Nashville DreamWorks

* BMI songwriters and music publishers listed above.
Some works have shares not licensed by BMI.,

REAL GOOD MAN
George Teren

Teren It Up Music
Zomba Songs Inc.

RED DIRT ROAD
Kix Brooks

Ronnie Dunn

Buffalo Prairie Sengs
Showbilly Music
Sony/ATV Tree

SHE ONLY SMOKES WHEN SHE
DRINKS

Tony Martin

Tim Nichols
EMI-Blackwoed Music, Inc.
Mosaic Music

Sony/ATV Tree

Ty Land Music

wwWwW americanradiohistorv com
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SHE'S MY KIND OF RAIN

Tommy Lee James

Robin Lerner

Massabielle Music

Still Working For The Man Music, inc.
Tommy Lee James Songs

SHE'S NOT JUST A PRETTY FACE
Shania Twain

Loon Echo, Inc.

Universal-Songs of PolyGram
Internationat, Inc.

SPEED

Jeffrey Steele
Gottahaveable Music
Songs of Windswept Pacific

SPEND MY TIME
Clint Black
Hayden Nicholas
Blackened Music

STAY GONE
Billy Kirsch
Kidbilly Music LLC

STREETS OF HEAVEN
Sherrié Austin

Magic Mustang Music, Inc.
Write Em Cowgirl Music

SWEET SOUTHERN COMFORT
Rodney Clawson
Wamer-Tamerlane Publishing Corp.
Writer's Extreme Music

TELL ME SOMETHING BAD
ABOUT TULSA

Red Lane

Sony/ATV Tree

THEN THEY DO

Jim Collins

Sunny Russ

Make Shift Music
Wamer-Tamertane Publishing Corp.

THERE GOES MY LIFE

Wendeli Mobley

Lexi's Palm Tree Music
Warner-Tamerlane Publishing Corp.

THIS ONE'S FOR THE GIRLS
Aimee Mayo

Careers-BMG Music Publishing, Inc.
Silverkiss Music

THREE WOODEN CROSSES
Doug Johnson

Mike Curb Music

Sweet Radical Music

TOUGH LITTLE BOYS
Harley Allen

Coburn Music, Inc.
Harley Allen Music

THE TRUTH ABOUT MEN

Tim Johnson

Paul Overstreet

Marathon Key il Music

Scarlet Moon Music, inc.
Wamer-Tameriane Publishing Corp.

WALK A LITTLE STRAIGHTER
Casey Beathard

Carson Chamberiain

Everything | Love Music
Sony/ATV Acuff Rose
Universal-Songs of PolyGram
International, Inc.

WATCH THE WIND BLOW BY
Dylan Altman

Anders Osbome

Hope-N-Cal Music

Slowbome Music
Universal-Songs of PolyGram
International, Inc.

WAVE ON WAVE

Pat Green
EMI-Blackwood Music, inc.
Greenhorse Music

WHAT WAS | THINKIN®
Brett Beavers
Sony/ATV Tree

WHO WOULDN'T WANNA BE ME
Keith Urban

Cobum Music, Inc.

Guitar Monkey Music

WRINKLES

Ronny Scaife
Universal-Songs of PolyGram
International, Inc.

Virgin Timber Music

YOU CAN'T TAKE THE HONKY
TONK OUT OF THE GIRL

Bart Allmand

Bob DiPiero

Emrson Bignz Music

Love Monkey Music

Sony/ATV Tree

'S
VIRTUALLY INDISPENSABLE
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The State Of Soundtracks

Upbeat Trends Emerge Amid Sales Downturn

BY CARLA HAY

NEW YORK—There is good news and
bad news for soundtrack sales in 2004.

The bad news is that 2004’s sound-
track sales are down about 33% com-
pared with last year. The good news is
that soundtracks are apparently not as
reliant on radio airplay and superstar
acts as they used to be in order to
become best-selling albums.

This emerging trend could signal a
shift in what consumers prefer in
soundtracks and how the music indus-
try markets those titles. And the indus-
try appears to be cautiously optimistic
that soundtrack sales will experience
an upswing in 2005.

According to Nielsen SoundScan, for
the week ending Nov. 7, U.S. sales for
soundtracks in 2004 to date decreased
to 21.6 million, falling well short of U.S.
soundtrack sales of 25.2 million in the
same period last year.

Soundtrack sales in 2004 to date
comprise about 4.2% of total album
sales, compared with 5.1% for the peri-
od in 2003. Total sales of albums are up
this year so far at 516.7 million, com-
pared with 497.3 million during the
same period last year.

This year's soundtrack figures look
significantly worse when compared to

UMG In
Snocap
License

BY BRIAN GARRITY
and CAROLYN HORWITZ

NEW YORK—In a move that sets
the stage for the emergence of
major-label-sanctioned peer-to-
peer services, Universal Music
Group has become the first of the
Big Four music companies to ink
a licensing deal with Snocap, the
new P2P filtering venture from
Napster founder Shawn Fanning,
Billboard has learned.

Snocap isn't a P2P engine
itself. Instead, it is a technology
embedded in a P2P network to
block sharing of unauthorized
works—including unlicensed
music and pornography—and
facilitate commercial transactions.

Sources say the UMG deal
includes the major’s entire cata-
log. A UMG rep could not be
reached for comment.

San Francisco-based Snocap
has been quietly demonstrating

(Continued on page 93)

the peak year of 1998, when film music
moved 62.7 million units and accounted
for 8.6% of the U.S. album market.

A complete exploration of sound-
track sales is contained in “The

BRUNMAN

Soundtrack Market: From the '90s
Boom to Today's Realism,” a new
White Paper by Geoff Mayfield, director
of charts/senior analyst for Billboard.

(The White Paper will be released

Nov. 16 at The Hollywood Reporter/
Billboard Film & TV Music Conference
in Los Angeles. It will be available the
same day as a PDF download for $9.95
at billboard.biz/soundtracks.)

The soundtrack sales slide this year
could be a symptom of declining
record sales in general and increased
competition from other forms of
entertainment, Sony Music Sound-
trax president Glen Brunman tells
Mayfield in the White Paper.

“There are so many choices for
the consumers that I think their cri-
teria for buying a record have risen
somewhat,” Brunman says. “It’s not
about downloading. It’s just a nor-
mal evaluation of why you want to
buy something.”

Another grim statistic of this year’s
soundtrack slump: Not one such title
released in 2004 has hit No. 1 on The
Billboard 200 or sold 1 million copies in

(Continued on page 93)

Touring Pros Gather
At Backstage Pass

BY JILL KIPNIS

NEW YORK—After an abysmal sum-
mer concert seasons, tour-

“We need to create new business
models,” said Randy Phillips, pres-
ident/CEO of AEG Live. “But no

one believes that we can

ing executives say that they
need to come together to fix

took place Nov. 8-9 at the
Roosevelt Hotel here,
called on their fellow pro-

Billeoard

the industry’'s problems.
Participants at the inau-

gural Billboard Backstage

Pass conference, which

b

PA N

TOURING CONFERENCE

work together. We can’t
wait for others to come to
us with ideas.”

Some attendees said
that they are willing to
open up the dialogue.

“The business has to be
all about ‘us,” not all about
‘me," ” said Jerry Mickelson,

moters, agents, managers

and venue operators to have serious
discussions about high ticket prices,
excessive guarantees and venue
choices. More than 400 people
attended the event.

co-president of Chicago-

based independent promoter Jam
Productions. “We are cannibalizing
each other. The guys with the biggest
war chests will be the only ones left.”
(Continued on page 92)

In his Nov. 4 afternoon keynote address, artist/producer Todd Rundgren, founder
of the PatroNet subscription service, endorsed a shift to a subscription-based
model for music consumption. Pictured, from left, are Panacea Entertainment
CEO Eric Gardner, Billboard co-executive editor Tamara Conniff and Rundgren.

(For more photos, see page 73.)

DECA Confab:

Change

BY BRIAN GARRITY
and SCOTT BANERIEE

LLOS ANGELES—Revenue and re-
newed investment dollars are
starting to flow into the digital
entertainment industry, as con-
sumers begin to experiment with
paying for music, games and
video online.

Yet attendees at the first Bill-
board Digital Entertainment Con-
ference & Awards said that acceler-
ating the momentum of the
market’s development will hinge on
creating working business models
and effective programming for a
dizzying array of new distribution
opportunities on portable devices,
mobile phones and in the Internet-
wired home.

Much of the debate at DECA,
held Nov. 4-5 in Los Angeles in
association with Digital Media
Wire, centered on the push and
pull between content owners and
technologists over clearing copy-
rights at a pace that is in line with
consumer demand and the speed
of innovation.
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HDNet chairman Mark Cuban
urged content owners to view
new distribution models, includ-
ing peer-to-peer file sharing, as
a boon to the digital entertain-
ment industry.

“We look at all these distribution

(Continued on page 92)

DECA
Winners

LOS ANGELES—A half-dozen com-
panies were multiple winners at the
2004 Billboard Digital Entertainment
Awards, held here Nov. 5.

Among those honored at UCLA’s
Grand Horizon Ballroom were Apple
Computer, RealNetworks, XM Satel-
lite Radio, NCSoft, Maven Networks
and Nintendo.

Mutaytor, Geoff Byrd and Kansas-
Cali performed at the event.

A complete list of winners is
available at billboard.com/awards.

Supreme Court Pressed On P2P Ruling

BY SUSAN BUTLER

Forty state attorneys general and internation-
al organizations representing copyright holders,
educators, sports figures and other interests are
voicing their concerns over file sharing to the U.S.
Supreme Court.

They filed separate amicus briefs Nov. 8 urging
the justices to review an Aug. 19 Appeals Court deci-
sion that held that peer-to-peer services Grokster
and StreamCast Networks were not liable for copy-
right infringement committed by users of the
“decentralized” versions of their software. The

“friends of the court” filings—arguments offered by
those who have direct interests in the effect of a
court’s decision—are unprecedented in number.

Major motion-picture studios, record labels and
a class of 27,000 music publishers and songwrit-
ers brought the lawsuit in 2001. After the decision
by the Ninth Circuit Court of Appeals in San Fran-
cisco, which covers one aspect of the ongoing case,
the plaintiffs petitioned the Supreme Court Oct. 8
for a review.

The plaintiffs argue in part that the court misin-
terpreted the 1984 Supreme Court decision known
as the Sony/Betamax case, which held that makers

of videotape recorders are not liable for copyright
infringement by users of the machines, since the
devices are capable of legal use (to record programs
for private use).

In one of the amicus briefs, a group representing
“hundreds of thousands” of rights holders in more
than 100 countries argues that the decision has a
harmful effect on intellectual property law. The brief
encourages the Supreme Court to ensure “that the
United States does not falter in its responsibilities
under various international agreements . . . by per-
mitting a safe haven for entities to set up businesses

(Continued on page 80)
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BROADCAST DATA SYSTEMS

SPIN
AWARDS

TO EVERY SPIN AWARD WIiNNER

900,000 SPINS

How You Remind Me/

600,000 SPINS

All Star/ h /INTERSCOPE

500,000 SPINS

In Da Club J/INTERSCOPE

400,000 SPINS

This Love/ /JOCTONE/J
Let Me Blow Ya Mind/

300,000 SPINS

/ROADRUNNER/ISLAND/IDIMG

/RUFF RYDERS/INTERSCOF

Meant To Live/ ot /COLUMBIA
It's My Life/ /INTERSCOPE
Suga Suga/ § ash /JUNIVERSAL
200,000 SPINS
Goodies/ e /LAFACE/ZOMBA
Heaven/Cielo/ /EPIC/OR
Leon Back/ /SRC/UNIVERSAL
Dip It Low/ /DEF SOUL/DEF JAM/IDIMG
Seven Nation Army/ pes /V2
Days Go By/ /CAPITOL
| Can Only Imagine/ e /INO/CURB
Fallen/ /ARISTA
100,000 SPINS
My Boo/ /LAFACE/ZOMBA
Locked Up/ n /SRC/UNIVERSAL
Let's Get It Started/ y /A&M
Diary/ /J/RMG
Whiskey Lullaby/ y /ARISTA
On The Way Down/ JE.V.L.A./ATLANTIC
In My Daughter's Eyes/ /RCA
Girls Lie Too/ y « /MERCURY
Everytime/ /JIVE/ZOMBA
Whiskey Girl/ ; /DREAMWORKS
When | Look To The Sky /COLUMBIA
| Got A Feelin'/ B Curri on /MERCURY
A Few Quesnons/ ------ er /RCA
Thoia Thoing/ /JIWWVE/ZOMBA
Days Go By/ | an /CAPITOL

50,000 SPINS

Lose My Breath/ d /COLUMBIA/SONY URBAN
Breakaway/ Kelly C on /WALT DISNEY

1985/ i /JIVE/ZOMBA

That's What Ifs All About/ Brooks & Dunn /ARISTA

Feels Like Today/ Ras Flatts /LYRIC STREET

Stays In Mexico/ Toby Keith /DREAMWORKS

Fall To Pieces/ Velvet Revolver /RCA/RMG

American ldiot/ 'n Day /REPRISE

Just Lose 1t/ Eminem /INTERSCOPE

Getting Away With Murder/ Papa Roach /GEFFEN

Nothing On But The Radio/ Gury Allan /MCA

Let's Go (2004)/ Trick Daddy Feat. Lil' Jon & Twista /ATLANTIC
Let Me In/ Young Buck /G UNIT/INTERSCOPE

Charlene/ Anthony Iten /SO SO DEF/ZOMBA

How Am | Doin'/ Di ‘H'ks Be"lﬂey /CAPITOL

Taking My Life Away/ Default /TVT

Ave Cavutiva/ Conjunto Primavera /FONOVISA

Hands Down/ Dashboard Confessional /VAGRANT/INTERSCOPE
Signs Of Love Makin'/ Tyrese /J/RMG

Brother Down/ Sam Roberts /UNIVERSAL

Antes/ Obie Bermudez /EMI/LATIN

Will You/ P.O.D. /ATLANTIC

Mr. Mom/ Lonestar /BNA

N Nielsen

Broadcast Date
Systems
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NAB Talks Digital In Europe

Many Believe New Model Is Needed For Radio

BY EMMANUEL LEGRAND

LISBON, Portugal—The radio
industry’s future is digital—but that
same technology, used on other
devices, threatens the medium.

Many executives attending the
12th annual National Assn. of
Broadcasters Luropean Radio Con-
ference, held here Nov. 7-9, voiced
concern that digital technology
could adversely affect the business
of radio, the same way it did the
music industry.

“It is important that radio makes
the change to digital,” said keynote
speaker Mel Karmazin, former
Viacom COO, in his first public
appearance since departing the
company last summer. “Any other
media are digital—radio should not
continue to be analog.”

Many operators in Europe agree
with his diagnosis. They also believe
that the time has come for radio to
look at new models.

NEW TECH STEALS RADIO TIME

Kevin Cassidy, senior VP of inter-
national for Clear Channel-owned
radio research company Broadcast
Architecture, listed some of the tech-
nologies capable of affecting radio’s
future and bolstering its business.

Mobile phones, in his view, are one
of radio’s serious competitors, with
Europe and Asia leading on that
front. With the launch of 3G net-
works in Europe, consumers will
have access to such services as music
downloads and audio streaming.

Satellite radio and Internet radio
are growing rapidly, especially in the
United States, but Cassidy predicts
they will coexist with the terrestrial
format. The radio industry is also
seeing the effect of videogames and
portable devices like MP3 players.

“All these technologies steal time
from your listeners,” Cassidy said.

David Mansfield, CEO of British
radio group Capital Radio, said dur-

\3

KARMAZIN: DIGITAL RADIO’S TIME HAS COME

ing his keynote address, titled “Does
Radio Need a New Model?,” that the
industry needs to develop a new way
of thinking.

He added, “The old model [has]
had its day to a certain extent. If you
don’t keep up with changes and
technology, you will lose big time.”

Much debate focused on how
radio deals with “the iPod genera-
tion"—those who download music
and use portable MP3 devices—
which, according to recent U.S.

studies, is turning its back on radio.

Although Mansfield believes “the
iPod is not the death of radio,” he
warned that digital distribution has
caused “big trouble” for the record
business, and it could do the same
for the radio industry.

“You are not in control anymore,”
Mansfield said. “Technology is there
—the consumer is now in control.
They are not waiting for us to play
their favorite music.”

COMMON CHALLENGES

Simon Watt echoed Mansfield’s
comments in another session. He is
London-based senior director of
technology at eLabs, a division of
Universal Music.

Watt said one of the major threats
radio faces is “the disaggregation of
content,” which allows consumers to
pick through audio streams, build
vast libraries of music and skip radio
advertising spots.

“We are concerned at the ease by
which this can be done,” he said.

Watt also noted that the radio and
music industries have many inter-
ests in common. “We believe there
are synergies. It is all about avoiding
mass piracy that will hurt us both.”

Watt suggested that radio stations
use technology to their advantage, for
example, by adding a “buy” button to
audio streams or including links to
legitimate download services.

“There are ways to cooperate to
make business decisions that will ben-
efit hoth industries,” Watt observed.

(Continued on page 91)

Film & TV Music Confab Adds
McG To Marquee Speakers

The special challenges facing those who create, acquire
and market music for visual media will be the crucial con-
cerns at The Hollywood Reporter/Billhoard Film & TV Music
Conference, to be held Nov. 16-17 at the Renaissance Holly-

wood Hotel in Los Angeles.

The conference will gather hundreds of indus-
try professionals to discuss and plan ways to
improve the business of fitm and TV music.
Among the primary issues will be the decline of
soundtrack sales in 2004 (see story, page 10).

The conference also emphasizes the creative
side, with a program featuring some of today’s

leading composers.

The opening day will include a keynote speech
from McG, director of the “Charlie’s Angels” movies
and executive producer of Fox TV series “The O.C.”

Among the first day’s panels are “A View From the Top,”
a discussion among top industry decision-makers. The
ASCAP-sponsored “Simply Simpsonic Music” will feature
the team behind the music from Fox’s animated series
“The Simpsons.” And the first “Roundtahle Matinee” will
offer 12 simultaneous small-group sessions on a host of

essential topics.

Also on opening day, songwriter/producer Dave Stew-
art, who co-wrote the music for this year’s “Alfie” movie
remake, will deliver the Vanguard Address. Additionally,
there will be a live performance from Grammy Award-
nominated composer Jon Brion, a cocktail recep-
tion and an advance screening of “The Sponge-
Bob SquarePants Movie.”

Second-day highlights will include “The Bill-
hoard Q&A,” sponsored by BMI, with composer/
Devo co-founder Mark Mothersbaugh. ASCAP will
present “The Director/Composer Conversation”
with Garry Marshall and John Debney. Some of
TV’s top creative musicians will be on hand for
the panel “Across the Spectrum: Changing Trends
in Composing for Television.”

Other panels set for Nov. 17 are “The Boom in
Artist Biopics” and the Sony Pictures-sponsored “Anatomy
of a Movie: Spider-Man 2,” which will examine the music
in the blockbuster film.

The confab’s second day will also feature performances from
up-and-coming artists Kaki King and Alexi Murdoch. The con-
ference will conclude with a party for attendees. For more

information, visit billboardevents.com or call 646-654-4660.

NEVWSLINE « o

THE WEEK IN BRIEF

Sony BMG Music Entertainment Canada announced layoffs and a new slate of
executives Nov. 10. As many as 60 of 235 staifers reportedly received pink
slips or are leaving with payout packages, with further cuts expected Dec. 7.

Among the top-level executives leaving Sony Music are senior VP of
sales Don Qates, director of national promotion Vel Omazic and VP of A&R
Jennifer Price. Also departing is BMG vet Larry MacRae, who was VP of
national promotion.

Neil Foster is appointed to the newly created position of GM. He had
heen executive VP of operations for BMG North America.

Among several key Sony BMG Music Entertainment Canada appoint-
ments: Shane Carter is VP of marketing (from the same title at BMG
Canada). Dave Toomey becomes VP of domestic marketing and inter-
national exploitation (from VP of marketing at Sony Canada), Steve Simon
is VP of sales (from the same title at BMG Music) and Norman Miller is \'P
of digital business, information services technology and marketing services
(from VP of IS&T and new media at BMG Music).

Vito Luprano continues to head the company’s A&R in Quebec as senior
VP of Quebec A&R, a position he held at Sony.

BMG Music announced internally Nov. 4 that director of international
marketing Ivan Berry, who also handles domestic A&R, is leaving the com-
pany Dec. 15 to start his own firm, iB Entertainment, which will handle
management of Keshia Chante, Rupert Gayle and others.  LARRY LeBLANC

Dimensional Music Publishing, the New York-hased private-equity arm of
investment firm JDS Capital Management, has acquired DreamWorks
Music Publishing’s assets. Artists and songwriters in the DreamWorks cata-
log include the Byrds, John Denver, Stevie Ray Vaughan and Ricki Lee
Jones. It also boasts newer acts Jimmy Eat World, Lifehouse, Alien Ant
Farm and Papa Roach.

Music created for motion pictures and TV programs produced by Dream-
Works' affiliated companies was not part of the sale.

The DreamWorks Music Publishing acquisition follows JDS Capital’s pur-
chases of the Orchard in July 2003, eMusic in November 2003 and Digital
Club Network in May 2004. CHRISTOPHER WALSH

Billboard announced Nov. 5 that it will hand out its inaugural award for
best-selling ringtone at this year’s Billboard Music Awards. The honor—to
be presented during the Dec. 8 awards show, which will air live on Fox TV
from the MGM Grand in Las Vegas—will be based on sales tracked by the
new fillboard Hot Ringtones chart.

“We're thrilled to be the first awards show to recognize the best-selling
ringtone in the U.S.,” says John Kilcullen, president of the VNU Music and
Literary Group and publisher of Billboard. “Billboard has long been
synonymous with measuring the popularity of music. This award recog-
nizes the growth of the cell phone as a digital-commerce platform for
music consumption.” BRIAN GARRITY

CBS is calling on the Federal Communications Commission to cancel its pro-
posed $550,000 indecency fine against the TV network for the 2004 Super
Bowl half-time show.

“No one at the network knew, or had reason to suspect, that the half-time
show would end with a glimpse of nudity,” the company said in a 78-page
letter dated Nov. 5, referring to the infamous Janet Jackson incident.
However, it continued, the Notice of Apparent Liability issued to CBS in
September “is based on the premise that Viacom ‘planned’ and ‘touted’ what
it did not know would happen.”

The company argues that nothing in the record supports an indecency
finding and claims that the standard for indecency was not met.

Further, CBS claims, “Not only does the NAL violate existing First
Amendment doctrine . . . it also calls into question the continuing validity
of the entire FCC indecency regime.” PAUL HEINE

EMI Music Marketing is launching Las Vegas Centennial Records, which will
serve as the official imprint of the entertainment mecca’s 100th anniversary
in 2005.

The label, which EMM formed in partnership with the City of Las
Vegas, will release a series of CDs highlighting live performances
recorded at some of Sin City’s fabled nightspots. The collection, which
launches April 26, will include single-artist sets, as well as multiple-act
compilations. First releases include “Frank Sinatra: Live [F'rom the
Golden Nugget” and “Dean Martin: Live From the Sands,” which are
making their CD debut. MELINDA NEWMAN

For the latest breaking news, go to billboard.biz.
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BEGETALENTERTAINMENT

Conference & Awards

The best in digital MUSIC, GAMING AND FILM/TV!

We are proud to congratulate the winners of the inaugural Billbo‘aﬁfd 20[[4 Digital "_Entertaiﬂment Awards.

Through the rigorous judging of the industry’s top experts, th%e Brangs products and individuals
have been chosen as the very best in their field and
cutting-edge innovation that wu m :

The winners, as announced at a special awards ceremony and dinner on November 5th in Los Angeles:

BEST OF SHOW

VISIONARY OF THE YEAR
Steve Jobs - CEO, Apple / CEO, Pixar

INNOVATOR CF THE YEAR
Hugh Panero and XM Satellite Radio, Inc.

BRANE OF THE YEAR
Apple

MUSIC

BEST DOWNLOGDABLE OR
SUBSCRIPTION MUSIC SERVICE
Rhapsody, Real Networks

BEST USE OF TECHNOLOGY BY A MUSIC LABEL
LL Nation, Island Def Jam

BEST USE OQF TECHNOLOGY BY AN ARTIST
NPG Music Chub, Prince

BEST RADIO SERVICE
XM Satellite Radio

BEST USE CF TECHNOLOGY FO3 A MUSIC
MARKETING CAMPAIGN

Ben Harper =xperience, Virgin Records & Maven
Networks

MUSIC DVD OF THE YEAR
Rolling Stones Four Flicks, TGA Entertainment

BEST DIGITAL MUSIC COVIMUNITY
Napster

DIGITAL MUSIC INNOVETION OF THE YEAR
Harmony, Real Netwar«s

GAMES

PC OR CONSOLE GAME OF THE YEAR
City of Heroes, NCSoft

HANDHELD GAME OF THE YEAR
Mario & Luigi: Super Star Saga, Nintendo

WEB/DOWNLOADABLE GAME OF THE YEAR

Shraomz: Quest for Puppy, Game Trust, Inc.

MULTIPLAYER GAME OF THE YEAR
City of Heroes, NCSoft

ADVERGAME OF THE YEAR
The Subservient Chicken, Crispin Porter &
Bogusky for Burger King

BEST CHARACTER [N A GAME
Link from Legend of Zelda, Nintendo

BEST USE OF SOUND IN A GAME
True Crime: Streets of LA, Activision

GAME DEVELOPER GF THE YEAR
BioWare Corp.

he forward thinking and
al entertainment.

GAME INEBOVATIGN OF THE YEAR
Eyetoy, Dr. Richard Marks and Sony Computer
Entertai wiamt Arerica

FILM, TELEVISIUN & VIDEO

BEST INTEHACTNE. ‘[ELEVISIDN PROGFAMMING
NASCAR in Car, NASCAR Digital Entertainment

BEST USEOF TECHNDLOGY FOR
EDUCATIONAL PROGRAMMING

The Brain, Ball State University - Cente- for
Media Design

BEST USE OF TEGHNOLDGY IN A FEATHURE FILM
OR FILM-RELATED PRIJJECT

Pirates af the Caribbean: The Curse of the
Black Pearl, Wa't Disney

MOST INNOVATIVE USE OF TECHNOLOGY
FOR ADVERTISIG

Master and Commander: The Farside of
the World, Mave~ Networks

BEST VIDEO ON-JEMAND SERVICE
Mag Rack, Rainbow Media

TELEVIS!ON TECHNOLDGY OF THE YEAR
TiVo

BE gt e "V_"l dlgltalmedlawrre il SPINEE el AR
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diforials / Commentary / Letters

Opinion.

Bringing Back Artist Development

The ‘Antidote’ To File Sharing

ile sharing has been a touchy sub-

ject for the past few years, but lately

the argument for or against it has
begun to reach epic proportions. Music
executives around the country have prac-
tically resorted to violence in defense of
their opinions. It would be funny if it
wasn’t so sad.

For instance, when the Recording
Industry Assn. of America, on behalf of
the major record labels, took to suing
12-year-old girls and 80-year-old
grandmothers for copyright infringe-
ment, [ couldn’t help but laugh. It
kind of gives you that feeling you get
when you watch a dog chase its tail
over and over again; everyone but the
dog knows it’s not going anywhere
running in a loop like that.

If the RIAA continues to play “Whack-
a-Mole” with file sharers and shareware
companies, sending lawyers to San Fran-
cisco, or Australia, or Fiji to stop the next
wave of pirates, it will remain in a per-
petual loop of litigation, lobbying and
ludicrousness. Because the RIAA is
constantly fighting the wrong fight and
asking the wrong questions.

It is not a question of whether the
peer-to-peer sharing of music on a global
scale is legal—it ain’t. It is stealing, point
blank. But think back to the days of
Prohibition, when the government made
it illegal to consume alcohol. Did that
stop half the country from drinking? No.
Everybody was doing it, and you can’t
put everybody in jail.

I think the RIAA needs to examine file
sharing from another angle. Like,
“Hmm, I wonder why so many millions
of people have stopped buying records,
stopped listening to the radio and started
trading songs iilegally online?”

You have to admit, making half the
country turn to criminal activity is quite
a feat. And don’t say it is just because
“it’s free.” Plenty of us will pay for a
quality product: That’s why the Beatles’
collections are always at the top of the
best-seller lists.

How did we get into this mess in the
first place? One explanation might be
because stockholders want more
money than God. Another could be that
mergers and acquisitions have become
more important than the product the
company creates.

When paranoia and complacency are
the norm and when executives are so
preoccupied with next quarter’s profits, it
simply stops the pipeline of artistic
expression. That pipeline’s main ingredi-
ent was artist development.

That phrase is a curse these days. It

translates to “no immediate profits.”

I have this recurring dream where the
public—the artists and listeners of the
United States of America—puts the
labels and media conglomerates on trial
for cannibalism.

My case would go something like this:

Exhibit A: “Your honor, just yesterday
there were countless independents like
I.R.S., Matador, Minty Fresh, Caroline and
Touch & Go roaming the countryside. By
next Tuesday, there will be two labels left,
Big Brother and Bigger Brother Records.
Case in point: Sony BMG.”

By David Fagin

Exhibit B: “Media giant Clear Channel
buys up everything in sight, thereby
turning our airwaves into generic strip
malls of sound. It then reduces the num-
ber of artists on its stations to 10. With
radio being the main source of public
access to new music, Clear Channel
shrinks the variety of artists available to
the size of a chickpea.”

Exhibit C: “Since the public is only
made aware of these few artists, record
stores have little choice but to stock
their shelves with copies of such artists’
product only, thus relegating everyone
else to the cutout bin. Tower Records and
others file for bankruptcy protection
because of low sales, which they blame
on file sharing.”

Exhibit D: “The record companies
become aware that P2P servers are start-
ing to sprout like mushrooms after a
good rain, and decide to ignore them
thinking, ‘They’ll just go away.””

Exhibit E: “Napster, Kazaa, Morpheus,
Gnutella, Soulseek, Grokster, etc., arrive as
the necessary evolution for a listening pub-
lic that has been pushed to its limits by
deafening monotony and pointless choice.”

Exhibit F: “The silent uprising begins.
The public begins to experiment with
guerrilla warfare. Record sales and the
number of radio listeners plummet;
concert attendance drops; thousands of
people at the labels are fired (which is
like blaming a weather vane for not pre-
dicting a hurricane). Labels get the urge
to merge. Thinking there is strength in

numbers, they pool their resources, fire
everyone, and group together—closer
than they ever thought they would be—
to wait out the storm.”

My closing argument: “I'm sorry, your
honor, but [ just had to start file-sharing
music. [ don’t mean to take money away
from the hard-working artist—I'm one
myself—and hardly any of us see anything
from record sales anyway. But, if I didn't,
the next time I turned the dial and heard
the same song whining at me for the 50th
time that day, I really believe I would have
turned my car into oncoming traffic.”

In a perfect world, the judge orders the
breakup of Big Brother and Bigger
Brother Records and the strict regulation
of radio station ownership. Just like the
phone companies. Soon we’ve got 30
labels to choose from again, A&R guys
actually signing artists and these new
labels, instead of putting $100 million
into one band, now put $1 million each
into 100 bands.

The result: Radio stations playing
more diverse music again, like when FM
was just beginning; record sales and con-
cert attendance reach record highs
because there are so many more choices
available; and label profits skyrocket.
Wouldn't that be glorious?

Then I wake up.

David Fagin is the lead singer of
the Rosenbergs.

U.K. Challenged
By Country

Very interesting Nashville Scene article
in the Nov. 6 issue about the stereotypical
attitudes found in New York vis-a-vis
country music.

If you can imagine, the image problem
for country here in the United Kingdom
(and the rest of Europe) is, if anything, far
worse. It is almost a daily battle correcting
perceptions and countering prejudices
based on ancient notions of the music.

I'm thinking of having a badge made
up with the legend “We don’t say ‘and
Western’ anymore.”

[ always enjoy the column.

Jon Philibert

Contributor

Country Music People magazine
London

l Let your colleagues know what’s on your mind. Send letters to Ken Schlager, Executive Editor, Billboard, 770 Broadway, 6th Floor, New Yo_rl-(, N.Y.,

10003, or e-mail to letters@billboard.com. Include name, title, address and phone number for verification. Letters should be concise and may be edited.
l All submissions published shall become the sole property of Billboard, which shall own the copyright in whole or part, for publication.
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Vickie Winans
launches
Destiny Joy
Records, the
first online
gospel label

IVIusIC

56

An exclusive
look into
Roberto Livi’s
new Klasico
Records

POP / ROCK / COUNTRY / R&B / HIP-HOP / LATIN / DANCE / TOURING

Henry Planning
Post-Madonna Gig

Following her parting with
longtime management client
Madonna, Caresse Henry tells
Billboard she is still in discus-
sions with Sanctuary Group to
join the company, and is seeking
other artists.

“Management is what I do
best,” she says, “and hope in a
short time [ will be fortunate to
find other brilliant people to
work with and endeavor to make
the music business more prof-
itable and interesting, culminat-
ing in success for all.”

She declines to comment on

McBeal” and in the movie “The
Singing Detective,” it is only
now that his own efforts are
coming to record stores. “The
Futurist,” which includes eight
songs that Downey wrote, comes
out Nov. 23 on Sony Classical.
The track “Broken” goes to radio
in January 2005.

But just as quickly as he
declares that he could possibly
trade acting for the concert
stage, Downey endearingly
admits that the world is not
waiting for him to come to
town. “I do have a real busy film
career and I'm a

The
Begt

By Melinda Newman

mnewman@billboard.com

dad, and I don't nec-
essarily see that a
tour is beneficial to
the public at large
or my desires in the
music industry.”
Music, and the
writing of these
songs, served in
many ways as a
“healing factor” for
Downey, who sounds

Madonna other than “we had a
remarkable span” together.
Henry, Madonna’s former assis-
tant, began managing the artist
after Madonna split with Freddy
DeMann in 1997. Henry co-man-
aged Madonna with Q-Prime
from 1997 through 1999, and
then assumed full-time manage-
rial duties. She has also briefly
managed Paulina Rubio and co-
managed Jessica Simpson.

DOWNEY GETS DOWN: One would
think that Robert Downey Jr. has
a pretty good thing going as an
Academy Award-nominated actor,
but a few days after playing a gig
in Los Angeles that he calls “pos-
sibly the most exciting four
hours in my life,” he tells Bill-
board, “nothing would please me
more than if [ could all but quit
my day job and go play the Mint
or the Pantages.”

Given what a great actor he is,
we're hoping that he’s just
caught up in the first blushes of
his current musical affections.
Even though he has been writing
songs for more than 20 years and
we heard him sing on “Ally

remarkably like

Peter Gabriel. But he says it
would be wrong to believe that
all the tunes are confessional.
“I'm not necessarily speaking
about myself,” he says. “I get
images in my head.”

Furthermore, he admits with a
self-deprecating laugh, as nice as
the emotional benefits of creat-
ing the music have been, he will
be watching the sales. “Do [ have
much of an attachment to its
material success?” he asks. “Well,
sadly, I do. I'm that shallow.”

STUFF: Former Soul Coughing
frontman Mike Doughty has
signed with ATO Records and is
recording his label debut with
producer Dan Wilson, formerly
of Semisonic . . . Look for
Warner Bros. head of publicity
Luke Burland to relocate from
Los Angeles to Nashville by
year's end as her husband, Bill
Bennett, helms Warner Bros.
Nashville (Billboard, Nov. 13).
She will continue to head the
company's PR efforts.

Additional reporting by Keith
Caulfield in Los Angeles.

BY JONATHAN COHEN

Famed producers Dan “the Automator” Nakamura
and Prince Paul are usually immersed in multiple
projects, so it is no surprise it took them five years
to complete the follow-up to “Sa . .. How's Your
Girl?,” their 1999 Tommy Boy debut as Handsome
Boy Modeling Schoal.

But when the pair began putting out feelers to enroll
collaborators for the album, little could they have pre-
dicted the diversity of stars that would heed the call
for “White People,” released Nov. 9 on Atlantic/Elektra.

“It is kind of like Batman,” says Nakamura, whose
goes by the Handsome Boy alter-ego Nathaniel Merri-
weather. “You throw up the ‘Handsome’ signal and
people respond. A lot of people feel it’s their duty to
bring handsomeness to the world.”

Beyond the joint singles “The World’s Gone Mad”
(featuring Franz Ferdinand vocalist Alex Kapranos, Del
the Funky Homosapien and Barrington Levy) and
“Breakdown” (featuring Jack Johnson), the irreverent
“White People” sports guest spots from De La Soul,
Cat Power, Linkin Park’s Mike Shinoda and Chester

Collaborators
Apply For Modeling School

The debonair pair of
Dan Nakamura, left,
and Prince Paul
strike a pose as
Handsome Boy alter
egos Nathaniel
Merriweather and
Chest Rockwell.

Bennington, the Neptunes’ Pharrell Williams, the RZA
and John Oates (“You've got to have respect for the
handsome people who came before you,” Nakamura
notes of Oates).

Interspersed are skits voiced by Father Guido Sar-
ducci and actor Tim Meadows as his “Saturday Night
Live” character, the Ladies Man.

“We’ll go through a billion ideas, but the main focus
is: Is this handsome?,” says Prince Paul, whose Hand-
some Boy alias is Chest Rockwell.

What separates “White People” from the glut of
superstar collaborations is the care its creators have
taken to match the right artists with the right tracks.
Nakamura says, “We’re not cookie-cutter rap produc-
ers who say, ‘Here’s a track, rhyme on it.” We have
ideas, they have ideas, and it ultimately becomes
something neither of us would have come up with on
our own.”

According to Atlantic VP of marketing and artist
development Dane Venable, music was initially serv-
iced in September only to modern rock specialty
shows, where “White People” was one of the top 15

(Continued on page 19)
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Winans Launches Web-Based Gospel Imprint

Vickie Winans is launching the
first online gospel label, Destiny
Joy Records.

Winans, who will remain on
Zomba’s Verity label, plans to sign
several new acts and will begin selling
product by second-quarter 2005. Her
goal is to nurture new talent and
employ innovative marketing tech-
niques to get their music heard.

The veteran gospel artist admits to
sometimes being frustrated with the
way major labels do business. “I'm a
really, really creative person, and [at
major labels] you have set budgets,”
she says. “Record labels don’t care
what kind of ideas you have. If they are
out of the parameters of your budgets,
they are just ideas. So I said, ‘How
about [if] T take some of this talent that
we have out here and use some of my
creative ideas on other talents?”

vl BT

WINANS: LOOKING FOR NEW TALENT

Winans is negotiating with new-
comer Aaron Fuller, whose album is
slated to be the first release on Destiny
Joy. “He’s 16 and he’s an awesome kid
out of St. Louis,” she says. “I also want
a choir, a group, a female and
[another] male artist. I'm going to

she performed in 58 cities.

Winans, who did 21 concert
appearances last month and has 17
slated for November, says she is slow-
ing down a bit to concentrate on the
new label.

“My husband and I are in the

[sign] more than
that, but that's
what I'm looking
for right now.”
Winans is also
talking with
Daimler-Chrysler
to launch a talent
competition next
year. Prizes will
likely include a
new Chrysler
automobile and a

NThe ¢
Splgt

By Deborah Evans Price
dprice@billboard.com

contract with
Destiny Joy. She’s also poring through
videos and CDs sent to her by hopeful
newcomers, and says she’s reveling in
the opportunity to find new talent.
Destiny Joy is set to be the latest
accomplishment in what has been a
banner year for Winans. She has
toured extensively, and her last album,
“Bringing It All Together,” topped the
Billboard Top Gospel Albums chart for
eight weeks. The set has sold 256,000
copies, according to Nielsen Sound-
Scan. She also wrote and starred in a
play, “Torn Between Two Loves,” that

process of buying a building so we
can house everything,” she says. “1
already have a recording studio . . .
I'm really excited about it. I'm going
to hire a few staff members, but you
don’t need as many as you would
|[with a conventional label].”
Winans says the label’s name has
special meaning for her. She lost a
baby daughter years ago and nearly
named her Destiny Joy, but instead
opted to name her Marvelyn Loreal
Winans after her father Marvin
Lawrence Winans Sr. Her son, Mario

Winans, later named his daughter
Skyler Destiny Joy Winans.

Winans will serve as CEO which
will be based in her hometown of
West Bloomfield, Mich.

Destiny Joy will be a full-service
label, providing marketing and pro-
motion. Winans tells Billboard the
new company will be very artist-
friendly, and she plans on giving her
artists unrecoupable advances. “I
know from experience how to make
an artist happy,” she says.

STELLAR HOSTS: Donnie McClurkin,
Yolanda Adams and Tonéx have
been tapped as hosts for the 20th
annual Stellar Awards set for Jan.
15, 2005, at the George R. Brown
Convention Center in Houston.
McClurkin and Adams are returning
as hosts, but this year's show marks
Tonéx’s first time in that role. In
addition to the awards, there will be
other events including a prayer
breakfast, kickoff reception, nomi-
nee reception and seminar.

Dottie Peoples, CeCe Winans,
Bishop Paul S. Morton, the Williams
Brothers and the Hawkins Family are
slated to perform during the awards.
This year's Trailblazer Award, previ-
ously known as the Hall of Fame
Award, will be presented to
McClurkin. The James Cleveland

Award will be presented to Richard
Smallwood. The Legend Award will
be given to Dr. Bobby Jones.

For a complete listing of this year’s
Stellar Award nominees, go to bill-
board/awards.com. The Stellars are
produced by Central City Productions
to honor the top acts in gospel music.
Nominations are voted on by the Stel-
lar Awards Gospel Music Academy.

The day before the awards, BMI
will host the sixth annual Trailblazers
of Gospel Music Awards Luncheon in
downtown Houston. The 2005 hon-
orees include Rance Allen and Pastor
John P, Kee.

NEWS NOTES: Radio veteran Mike
Gamble has been named director of
programming at Sheridan Gospel
Networls, known as “the Light.” The
Atlanta-based network is the first
African-American-owned, 24-hour,
nationally syndicated gospel network.
The Light has more than 40 affiliates
and can be heard online at sgnthe-
light.com. K.D. Bowe, previously
host of “Evenings on the Light,” has
moved to morning drive. Ace Alexan-
der has been tapped to host “After-
noon Praise Party.”

The Mississippi Mass Choir
taped its new Malaco Records proj-
ect Oct. 29 at Thalia Mara Hall in
Jackson, Miss.

Director Hackford On The Genius Of ‘Ray’

The late Ray Charles has been
called a legend and a genius, and
those who had the privilege of work-
ing with him may have picked up
some of his wisdom along the way.

Academy Award winner Taylor
Hackford—who directed and co-pro-
duced the Charles biopic “Ray,” star-
ring Jamie Foxx—tells Billboard
that the most important thing he
learned from Charles was to “trust
my instincts. That lesson served me
well when I cast Jamie Foxx. Jamie
was meant for this role.”

Hackford continues, “It helped
that Jamie is a real musician who
plays piano. When I first thought of
him to play this part, people believed
it would be a huge risk. But now
people can see why Jamie was the
right choice.”

Foxx and Hackford are getting
Oscar buzz for the Universal Pic-
tures film, which has been a hit with
audiences and critics. Most industry
pundits agree that the movie’s stand-
outs are Foxx’s performance and the
music, which we previewed in an
exclusive story (Movies & Music,
Billboard, July 3).

Hackford, along with Stuart Ben-
jamin and James Austin, produced
the “Ray” soundtrack (Rhino/
Atlantic/Warner Music Sound-
tracks), for which Charles rerecorded

many of his hit songs.

“Being in the studio with Ray
when he recorded those songs was
one of the greatest moments of my
life,” Hackford says.

He remembers vividly his first
encounter with Charles, in 1988.
“When I first met Ray, I didn’t think
of him as handicapped at all. He
didn’t need an aide or a cane, and at
first I thought it was almost a lie that
he was really blind.”

At one of the first meetings
between Charles and Foxx, the two
played piano together. Hackford
describes the encounter: “Ray wasn’t

HACKFORD, LEFT, AND FOXX: “JAMIE WAS
MEANT FOR THIS ROLE'

just testing Jamie as a musician; he
was testing him as a man.”

Luckily, Foxx passed the test.
Charles fully approved of the decision
for Foxx to portray him in the film.

That wasn't

Hackford says it was Charles’ faith in
the project that kept the filmmakers
going despite numerous obstacles.
After years of trying to secure major-
studio financing, Hackford and his

the only time
Charles exercised
creative control.
Hackford says he
asked Charles if
there was any-
thing that should
be removed from
the film. “I took
some creative
license and dram-
atized two things

Vovies & (@™
MUS.IC,. C

chay@billboard.com

By Carla Hay

that Ray said

didn’t happen,” Hackford says. “Origi-
nally T had Ray getting into music at
a much later age in life than what he
said really happened. He wasn't happy
with that, and 1 took it out.

“I also had a scene with his [mis-
tress] Margie shooting up heroin in
the band’s [touring van|, and Ray
said that never happened, even
though it has been written over the
years that it did happen. He was sure
it never happened, so I respected his
wishes and left those things out of
the movie. I'd known Ray for years,
and he trusted me to tell his story.”

“Ray” was 16 years in the making.

team decided to make the movie
independently. After it was complet-
ed, Hackford says, the filmmakers
“were turned down by every studio
except for Universal.”

The director continues, “We shot
much of the movie in sweltering
Louisiana heat that was draining on
many people’s energy...There were
times when the cast and crew would
come back from a concert scene and
they would be singing or snapping
their fingers, and I knew the music
was having a powerful, energizing
effect on them.”

Hackford, whose credits as director

or producer include “An Officer and a
Gentleman” and “La Bamba,” says
that although “Ray” was an extraordi-
nary experience for him, he may not
do another musical biopic for quite a
while. “Someone like Ray Charles
comes along once in a lifetime.”

IN BRIEF: Melee Entertainment, the
production company behind the hit
“You Got Served,” has a deal with
Paramount to produce music-based
films with an emphasis on casting
established recording artists. The
films will be released on DVD, with
the opportunity for theatrical release.

The “Blade: Trinity” soundtrack,
which New Line Records releases
Nov. 23, features Wu-Tang Clan
members the RZA, Ghostface Killah,
ODB (O’ Dirty Bastard) and Raek-
won, as well as Lil’ Flip, Kool Keith,
the Crystal Method, WC and E-40.
The RZA collaborated on the film’s
score with composer Ramin Djawadi.

The soundtrack will come in two
editions: a regular CD and a CD/DVD
deluxe package that will include
behind-the-scenes footage, an art
gallery, animation and a nine-panel
comic piece. “Blade: Trinity,” which
stars Wesley Snipes, is the third in
the “Blade” action-movie series. The
New Line Cinema release opens Dec.
8 in U.S. theaters.
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From Sony To The Met: Gelb Makes Waves

The recent announcement that
Sony Classical chief Peter Gelb is
leaving the company to replace
Joseph Volpe as GM of the Metro-
politan Opera has the classical
world abuzz. He will join the Met
in August 2005, working along-
side Volpe for one year before
Volpe steps down in August 2006.

Gelb has helmed Sony Classical
since 1995, leading his company
to solid financial success mainly
via soundtracks and crossover
recordings. Current Sony Classi-

GELB: WILL RUNTHE MET IN 2006

cal releases include the sound-
tracks to the films “Alexander”
(Nov. 9) and “The Phantom of the
Opera” (Nov. 23), as well as the
recording debut of actor-turned-
singer/songwriter Robert Downey
Jr. (Nov. 23). The label continues
to release occasional new albums
of mainstream classical reper-
toire, including Argentine tenor
Marcelo Alvarez’s recent arias CD,
“The Tenor’s Passion” (Oct. 19).
But the 51-year-old Gelb—who
worked as a Met usher while a
teenager——has little direct experi-
ence in live arts presentation,

and the Met is a
vast institution,
with an annual
budget of $204
million, 18
unions and 850
full-time and
1,200 part-time
employees, as
well as a large
roster of soloists,
instrumentalists

Classical
Scioge.,

By Anastasia Tsioulcas

atsioulcas@billboard.com

and chorus
members.

Gelb has been praised for his
fiscal expertise and his successes
at Sony as well as his previous
accomplishments at Columbia
Artists Management, his work as
pianist Vladimir Horowitz’s man-
ager and a three-year term as
assistant manager of the Boston
Symphony Orchestra.

Met chairman Beverly Sills also
commended his relative youthful-
ness, adding, “I'm certain that he
will lead this great institution to
further heights, using his talents,
experience and especially his love
for music as means for bringing
new audiences to opera.”

However, Gelb’s move came as a
surprise to many observers, and
undoubtedly brings repercussions
at the newly merged Sony BMG—
particularly because many watch-
ers believed Gelb would be tapped
as the choice to head the com-
bined labels’ classical company.

STOCKING STUFFERS: Every holi-
day season brings an avalanche of
new releases and reissues, and
this year is no exception.

For listeners yearning for tradi-
tion, there’s a first CD reissue of
“Christmas With the Von Trapp
Family Singers” (Deutsche Gram-
mophon, Oct. 12) and the Vienna
Choir Boys, who return with

Collaborators

Continued from page 17

most-played albums earlier this
month. But a number of modern
rock and triple-A stations have
jumped on the singles, including
KITS San Francisco and KJEE Santa
Barbara, Calif.

“It's cool, quirky and definitely
has hit potential,” KITS music direc-
tor Aaron Axelsen says of “The
World’s Gone Mad.”

As buzz builds, Atlantic will begin
drumming up airplay for the Lex
Sidon-directed video for “The
World’s Gone Mad,” which features
Del, Levy and Meadows. The clip will
also be available on Handsome Boy’s
forthcoming Web site.

“It shows more or less the deal-
ings of the runway, the preparation
for a show and how Nate and Chest
live,” Prince Paul says of the video.

While logistics for a short tour are
being hammered out, Nakamura will
host and serve as DJ at KITS’ Not So
Silent Night concert Dec. 10. Addi-
tionally, the pair is set for promo-
tional appearances early next year in
Europe and Australia, where the
album will come out in February.

Building on the idea that the
Handsome Boys are arbiters of style
in addition to music, Atlantic is
launching ruhandsome.com, a site
where fans can submit their photos
for evaluation.

“We’ll have before and after shots,
once the Handsome Boys have
‘transformed’ them and made com-
ments,” Venable says. “Hopefully
this will take on a life of its own.”

“Merry Christmas—Carols From

North America and Europe”
(Koch, Oct. 5).
An edgy homage to Handel

comes courtesy of “Messiah
Remix” on Cantaloupe (Oct. 12),
which features tracks by com-
posers Tod Machover, Eve Beglar-
ian, Charles Birkhanian, Phil
Kline and Paul Lansky, among
others.

If you just can’t get enough of a
beloved favorite, RCA Red
Seal/BMG Classics offers “The
Ultimate Nutcracker—
Tchaikovsky’s Greatest Hit” (Oct.
26), which ranges from a classic
Eugene Ormandy and the
Philadelphia Orchestra reading of
portions of the ballet suite to tran-
scriptions by the Modern Man-

dolin Quartet and the First Piano
Quartet to witty Tchaikovsky
interpretations courtesy of Spike
Jones & His City Slickers.

14,000 AND COUNTING: The New
York Philharmonic—the oldest
symphony orchestra in the United
States and one of the oldest in the
world—will perform its 14,000th
concert Dec. 18, a figure
unmatched by any other orches-
tra. The milestone concert fea-
tures American mezzo-soprano
Lorraine Hunt Lieberson in her
Philharmonic debut, and will be
conducted by Sir Colin Davis.

Peter Shane
Sr. Director, Film/TV Music
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Warped Success Based On Selective Sponsorship

BY MARGO WHITMIRE

LOS ANGELES—How does a corpo-
rate-sponsored tour maintain its appeal
to punk acts and their fans?

The key is pairing with credible
sponsors, according to Vans Warped
tour founder Kevin Lyman, who spoke
during the What Teens Want Confer-
ence held Oct. 26-27 at the Regent Bev-
erly Wilshire here.

“We all had stickers that said, ‘Fuck
Corporate America,’ " Lyman said of his
punk-ethos youth. “As T grew older, [
realized that almost everything has a
[corporate] tie in some way. Now we
take the corporate dollars and put them
back into our brand.”

The conference was coordinated by
Billboard, The Hollywood Reporter,
Adweek, Brandweek and Mediaweek.

The Warped tour, which claims to be
the longest-running music and ex-
treme sports festival in the world, cel-
ebrated its 10th and most successful
year this summer. Attendance was
652,000, up 26% from 2003.

At $25 a ticket, a large factor of the
tour’s success is offering the lowest
summer-festival price around. Corpo-
rate dollars underwrite the bulk of the
fest’s expenses, keeping ticket costs to
a minimum.

Lyman passed up sponsors such as
Calvin Klein before partnering with
surf and skate lifestyle brand Vans in
the tour’s second year.

The partnership seemed authentic
to Lyman because the majority of the
tour’s crew wore the brand, and for
its popularity among the extreme

sports set.

“We keep it real,” Vans promotions
and event manager Kristy Van Doren
told the audience. “You have to be
aware of your [target demographic] and
be part of them, not try to sell to them.”

Lyman—who gives out his per-
sonal e-mail and has received up to
1,500 messages a day from Warped
attendees—says he received death
threats when he strayed from this
strategy in 1998.

That year, the tour had its biggest
sales slump, with Eminem as the
headliner. Though the rapper was the
biggest name on the bill, he wasn’t
what the punk and rock fans were
used to.

“You have to lead with what kids
want to see,” Lyman said.

Lyman doesn't believe in forcing the
bands to promote Vans or any of the
other tour sponsors.

Regardless of whether the musicians
are seen wearing its brand, Vans bene-
fits from the onstage signage during
the shows and the opportunity to see
firsthand what the target demographic
is responding to.

“Ticket sales quantify our sponsor-
ship,” Van Doren said. “It’s one big
focus group.”

Van Doren added that the year the
company pushed its old-school style of
shoe during the tour, it became Vans’
biggest seller.

KEEPING IT SIMPLE
The tour also maintains its credibil-
ity by keeping it simple.
“We've learned not to mess with the

brand too much,” Lyman said. “The
formula when we started was to have a
backyard party, and that’s what this
tour is all about. After 10 years we've
kept that same atmosphere.”

Keeping with the theme, audiences
do not know when a band is playing
until they come through the doors that
day, with the idea that if they came to
see one band like Good Charlotte, they
will leave as fans of two or three other
bands they saw by chance.

This also gives the tour a chance to
incorporate sponsors like Samsung,
which this year sent text messages
with the band schedule to fans the day
of the show.

The Warped tour further enhances
the show-going experience with
booths that feature such free activi-
ties as Punk Your Phone, where fans
can decorate their phones with
Bedazzle stickers.

Next year's tour will offer a trivia
contest through text messaging. The
fan who answers the most questions
correctly will spend a week with the
tour as a road reporter.

Lyman also credited the tour’s long-
standing success to its multigenera-
tional lineup. By booking veteran bands
like Bad Religion alongside such
younger groups as Sum 41, the tour
attracts kids and their parents.

T ———
e

Lyman said that next year’s tour
will include a Samsung-sponsored
Adult Day Care area, where kids can
drop off parents and have fun on their
own. But he notes he has also added a
stroller section.

The goal for next year, Lyman said,
is to expand the appeal to the third
generation. “Live touring and events
are in a bad state right now. If we can
get 11-year-olds in the trend of going
to shows, we’ll be in better shape in
the future.”

Lyman recently announced that he
is starting a winter indoor arena tour,
called Taste of Chaos, in February 2005
(Billboard, Oct. 30).

Green Takes The

BY RAY WADDELL

Pat Green: He’s not just for Texas
anymore.

Like Robert Earl Keen, Jack
Ingram, Cross Canadian Ragweed
and others, Green could make a nice
living touring the Lone Star State.

But, like those acts, he continues
to expand his draw geographically
with the release of each record. His
latest, “Lucky Ones,” bowed Oct. 12
on Universal South, and positioned
Green for another career boost.

“We’ve been playing outside the
state of Texas for about eight years
now,” Green says. “It’s a slow grind,
but we believe in the music so much,
it'’s worth it.”

“Grind” is an apt portrayal of
Green’s touring strategy. “1 guess the
best way for me to describe my tour-
ing schedule is ‘we never stop,””
Green says. “I take a week off in Jan-
uary to take a vacation with my fam-
ily, and other than that we pretty
much tour year-round.”

Green says he’ll end up with

220 days on the road in 2004,
which includes about 200 shows.
“I don’t know if I want to keep up
that pace for the rest of my life,”
he admits. “But when you're still
trying to establish yourself, it’s
worth the time.”

Green is managed by Jimmy
Perkins at Eight Twenty Three Man-
agement and booked by Greg Oswald
at the William Morris Agency. He
leaves the tour strategizing to them.
“They’re overpaid, so I might as well
trust them,” Green jokes. “Really,
they’ve done a great job for us.”

WMA VP Oswald returns the com-
pliment. “I love Pat Green,” he says.
“He loves to work. He is a tireless
touring artist and one of those rare
examples of the primary reason he is
as successful as he is is because of
touring. And that’s the exception to
the rule in our country business.”

Oswald and WMA have booking
Green down to a science. Oswald
explains the strategy.

“Here is the typical Pat Green
year: major headlining dates in

Long Road To Build A Base

Texas, where he draws 10,000 paid
or more per market; ‘smaller’ head-
lining dates in Texas in places like
Abilene or Corpus Christi, where
he’ll sell out anywhere from 3,500
to 8,000; third, there are headlining

dates we've discovered in primarily
college-driven markets all over the
South, some of the Midwest, some
of the East Coast and some of the
Mountain states. We know right
where we're going and right when
to go there, and every date is a
cherry-pick.”

Other bookings on a “typical”
Green year, according to Oswald,
include a significant number of
private dates, primarily in Texas,
and then “what I would call
‘straight-ahead country dates’ in
either country nightclubs or at
fairs and festivals.”

Finally, Oswald supplants Green’s
routing with “multiple-genre sup-
port positions when it makes sense.”

“We’ll open for a rap artist, as long
as they draw a big crowd,” Green
says. “I don’t think there's a crowd
out there we can't play to.”

SUPPORTING BOOST
The Green machine could get a
nice boost in 2005 thanks to a sup-
porting slot, along with Gretchen

Wilson, on Kenny Chesney's sum-
mer tour; Chesney played to 1.1 mil-
lion people in 2004.

“[2005] will be the first time Pat
has gone out on a complete tour as
a support act,” Oswald says. “We've
had some attractive offers, both
money- and artist-wise, but this is
the first time it really made sense.”

After watching a couple of new
country careers explode in 2004,
Green still is happy with his steady
improvement as a touring attraction.
“Slow growth is permanent,” he says.
“If you go skyrocketing up the charts
on your first record, it’s really hard
to hold on to those expectations, and
it's hard to deal with the depression
if you don't.”

Green likes to balance his record-
ing and touring careers. “One hand
feeds the other,” he says. “It’s harder
to sell records in a market that
you've never played in.”

Oswald believes Green will con-
tinue to grow as a headliner. “This
guy will be in big buildings coast to
coast before it's over,” he says.
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Bentley A Busy
Touring Man

Scott Kernahan, who helps
guide the career of Dierks Bentley
at the Erv Woolsey Co., thinks his
client may be the

Rupp Arena for a show with
Lynyrd Skynyrd, Trace Adkins
and Blue County.

hardest-working man
in country music.

Kernahan says Bent-
ley will end up playing
206 shows in 2004,
most recently with
Cross Canadian Rag-
weed on the perfectly
named High Times &
Hangovers tour.

That’s even more
shows than Pat Green,

On
Rga.d

By Ray Waddell

rwaddell@billboard.com

e

who tells Billboard

that he booked 200 dates for 2004
(see story, page 20).

If there is a country act out
there that topped Bentley, we
would like to hear about it.

ANNOUNCE IT, ALREADY! Joel
Peresman, longtime talent booker
for Madison Square Garden. will
join Ron Delsener Presents in
New York as COO, reporting to
newly named Delsener president
Jim Glancy. Neither MSG nor
Delsener would confirm the move,
but sources say it’s a done deal.

Peresman has been with MSG for
nine years, most recently as execu-
tive VP of entertainment. Before
joining MSG, Peresman was a book-
ing agent at International Talent
Group. MSG recently was named
top arena at the Billboard Backstage
Pass Awards in New York.

GOT PLANS FOR DEC. 31? Some cool
New Year’s Eve shows are being
announced. The Del McCoury Band
has booked a gig at the Ryman Audi-
torium in Nashville, with the Way-
backs, the Hackensaw Boys, King
Wilkie and Whitey Johnson.

In a show sure to have a tower-
ing beer per cap, Montgomery
Gentry returns to Lexington, Ky.’s

The Brian Setzer Orchestra will
be at Caesars in Atlantic City, N.J.,
Dec. 31-Jan. 1.

One of the most successful New
Year’s Eve shows eight years run-
ning is promoter Steve Moore’s
throwdown at the Gaylord Enter-
tainment Center in Nashville. For
the second consecutive year, Toby
Keith will count 'em down at the
GEC, along with Terri Clark and
Dierks Bentley. Previous headliners
were Tim McGraw and Kenny Ches-
ney, and past performers include the
Dixie Chicks and Willie Nelson.

And, dating back to the Grateful
Dead’s legendary year-end shows
at the Fillmore. jam bands still
take Dec. 31 shows seriously. New
York alone will host the String
Cheese Incident (Dec. 28-29 at the
Theater at Madison Square Garden
and Dec. 31 at Radio City Music
Hall), Wilco and Flaming Lips
(MSG), Gov’'t Mule (the Beacon
Theatre), Disco Biscuits (Ham-
merstein Ballroom) and Particle
and Buckethead (Irving Plaza).

Here'’s a sampling of other New
Year’s Eve shows listed at jambase
.com: moe. at the Cox Pavilion in
Las Vegas; Big Bad Voodoo Daddy
at the Marcus Center for Perform-
ing Arts in Milwaukee; Yonder
Mountain String Band, Keller
Williams and Snake Oil Medicine at
the Fillmore Auditorium in Denver;
Derek Trucks Band at the Variety
Playhouse in Atlanta; Robert Ran-
dolph & the Family Band with Big
Head Todd & the Monsters at the
Navy Pier Ballroom in Chicago; and
B.B. King and Dr. John at the
Mizner Park Amphitheater in Boca
Raton, Fla. Cheers, bro.

WARNING: To ensure that your artist,
company or building is accurately
represented in the special year-end
issue of Billboard, make sure you
report a/l hox-office data to Billboard
Boxscore manager Bob Allen, at
ballen@billboard.com. That means
you should report even the shows
that stiffed, so at least those num-
bers can be part of your yearly total.

NOVEMBER 20 [ ) #
200 |

VENUE/ GROSS/ ATTENDANCE/
ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER
ELTON JOHN The Colosseum at Caesars $9.823,975 59,155 Caesars Palace,
Palace, Las Vegas $250/$175/$100 fifteen sellouts Concerts West/AEG Live
Oct. 12-31
CELINE DION The Colosseum at Caesars $2,670,980 19,624 Cancerts West/AEG Live
Palace, Las Vegas $225/8175/8127.50/887.50 five sellouts
Nov. 3-7
VOTE FOR CHANGE FINALE: BRUCE MCI Center, $1,714,865 16,769 MoveOn PAC
SPRINGSTEEN, R.E.M.,, DIXIE CHICKS, PEARL JAM, Washington, D.C. $178/853 seliout
BONNIE RAITT, JOHN MELLENCAMP & OTHERS Oct. 11
ANDREA BOCELLI Wembley Arena. $1.568.272 10.871 Clear Channel
Londan (£844,383) 11,322 Entertainment-U.K.

PAUL MCCARTNEY, TONY BENNETT, RED

Mountain View, Calif.

$55.75/$38.75 44,000 two shows

Nov. 7 $232.16/$157.87/$92.87/532.50
METALLICA, GODSMACK FleetCenter, $1,504,100 26,396 OCESA Presents,
Baston $75/$55 34,014 two shows Frank Productions,
Oct. 24-25 one sellout Mass Concerts
BRIDGE SCHOOL BENEFIT: NEIL YOUNG, Shoreline Amphitheatre, $1,491,796 41,214 Clear Channel

Entertainment

HOT CHILI PEPPERS. BEN HARPER & OTHERS  Oct. 23-24

BACKSTREET BOYS Sports Palace, $1,439.701 32721 OCESA Presents
Mexico City (16,412,594 pesos) 34,978 two shows
Oct. 15-16 $166.66/526.32

BRYAN ADAMS, SPEEDWAY Wembley Arena. $1,370.263 22,724 Clear Channel
London (£748,983) 23,716 two shows Entertainment-U.K.
Oct. 29-30 $59.46 one sellout

VICENTE FERNANDEZ, Alistate Arena, $1,092.462 15,264 Hauser Entertainment,

ANA GABRIEL Rosemont, Il $100.50/345.50 15,790 Consultants Marketing
Oct. 24 Network

METALLICA, GODSMACK Continental Airlines Arena,  $1.090,490 18,986 OCESA Presents,
East Rutherford, N.J. $75/$55 sellout Frank Productions
Oct. 22

LIONEL RICHIE, NINA JAYNE Odyssey Arena, $1,078.384 16,736 Aiken Promotions
Belfast, Northern Ireland {£585,760) twao sellouts
Oct. 26, Nov. 3 $64.44

ROD STEWART Royal Albert Hall, $885,982 4416 Clear Channel
London (£494,575) 4,595 Entertainment-U.K.
Oct. 13 $403.07/5223 93/$134.36/$62.70

ANDREA BOCELLI Odyssey Arena, $870,574 6,308 Aiken Promotions
Belfast, Northern Ireland {£472,035) 7.000
Nov. 5 $175.21/$129.10/$82.99

BARRY MANILOW Office Depot Center, $861.451 9,481 Clear Channel
Sunrise, Fla. $135.50/$51.50 18,169 Entertainment
Oct. 28

VICENTE FERNANDEZ, American Airlines Center, $825.118 11,345 Hauser Entertainment,

Oct. 16

ANA GABRIEL Dallas $100.50/875.50/$50.50/840.50 12,762 Consultants Marketing
Oct. 15 Network

BRYAN ADAMS, SPEEDWAY Manchester Evening News  $817.453 14,684 Clear Channel
Arena, Manchester, England  {£447,160) 15,088 Entertainment-U.K.
Oct. 22 $54.84

METALLICA, GODSMACK Corel Centre, $782.333 12.875 House of Blues Canada
Ottawa (8985,033 Canadian) sellout
Oct. 7 $75.85/$63.14/839.31

VAN HALEN, ROSE HILL DRIVE Pacific Coliseum, $773.,520 8,952 House of Blues Canada
Vancouver ($954,138 Canadian) 11,639
Oct. 23 $96.47/$72 15/$47.83

BETTE MIDLER Wachovia Center. $751.316 12,006 Clear Channel
Philadelphia $177.50/$92.50/$62.50/$42 15,000 Entertainment
Nov. 3

BARRY MANILOW Palace of Auburn Hills, $729.298 12.453 Clear Channel
Auburn Hills, Mich. $135/889.50/$69.50/839.50 13,295 Entertainment, Palace
Oct. 23 Sports & Entertainment

JUAN GABRIEL The Arena at Gwinnett $705,960 7.916 House of Blues Concerts,
Center, Duluth, Ga. $125/885/$70/$50 sellout OCESA Presents, NYK
Oct. 16 Productions, LL Entertainment

CAFE TACUBA Sports Palace, $633,559 31.454 OCESA Presents
Mexico City (7,285,931 pesos) two sellouts
Oct.6-7 $52.17/817.39

BRYAN ADAMS, SPEEDWAY National Exhibition Centre,  $629,972 11.255 Clear Channel
Birmingham, England (£342,190) 11,299 Entertainment-U.K.
Jct. 26 $55.23

BRYAN ADAMS, SPEEDWAY Hallam FM Arena, $617.144 11,079 Clear Channel
Sheffield. England {£337,440) 11,340 Entertainment-U K.
Oct. 24 $54 87

BRYAN ADAMS, SPEEDWAY Metro Radio Arena. $613.035 11.051 Clear Channel
Newecastle, England (£335,560) 11,277 Entertainment-U.K.
Oct. 23 $54.81

VOTE FOR CHANGE TOUR: DAVE Palace of Auburn Hills, $607,118 13181 Clear Channel

MATTHEWS BAND, BEN HARPER, Auburn Hills, Mich. $49.50 sellout Entertainment, Palace

JURASSIC S, MY MORNING JACKET  Oct. 3 Sports & Entertainment

THE FINN BROTHERS Carling Apollec Hammersmith, $551.276 10,488 Clear Channel
London (£298,908) three sellouts Entertainment-U.K.
Nov. 5-7 $52.56

SLIPKNOT, SLAYER Carling Apollo Hammersmith, $495,114 10,038 Clear Channel
London {£276,045) two sellouts Entertainment-U.K.
Oct. 9-10 $49.32

ALAN JACKSON, Colonial Center, $489,142 8.044 The Messina Group/

MARTINA McBRIDE Columbia, S.C. $64.50/$51.50/$39.50 14,102 AEG Live
Nov. 7

PET SHOP BOYS Sports Palace, $484,207 12,860 OCESA Presents
Mexico City (5,568,379 pesos) 15,647
Nov. 3 $104.35/$26.09

BRYAN ADAMS, SPEEDWAY Nottingham Arena, $482,165 8748  Clear Channel
Nottingham. England {£263,680) 9,482 Entertainment-U K.
Oct. 28 $54.86

BARRY MANILOW Veterans Memorial Arena,  $460,129 7.069 Clear Channel
Jacksonville, Fla. $135/$11 14,262 Entertainment
Oct. 29

METALLICA, GODSMACK Copps Coliseum, $424,662 6,722 House of Blues Canada
Hamilton, Ontario {$520,553 Canadian) 10,000
Oct. 27 $77.50/$64.86/$40.38

R.E.M., NOW IT'S OVERHEAD The Arena at Gwinnett $420,665 6.399 Clear Channel
Center, Duluth, Ga. $75/$55 10,244 Entertainment
Oct. 23

VICENTE FERNANDEZ, AZUCENA Freeman Coliseum, $414,660 6,304 Hauser Entertainment,
San Antenio, Texas $95/335 7814 Consuitants Marketing

Network

Copyright 2004, VNU Business Media, Inc. All rights reserved. Boxscores should be submitted to: Bob Allen, Nashville

Phone: 615-321-9171. Fax: 615-321-0878. For research information and pricing, call Bob Allen, 615-321-9171.
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BY CHRISTA TITUS

Musicians, take note: If you're
asked to fill in with a band for just
a few weeks, don’t be too quick to
say no. You might be destined for
global success.

Jon Bon Jovi formed his name-
sake act in 1983 as an ad hoc group
to promote his song “Runaway.” He
had been cutting demos in his spare
time while working as a gofer at the
Power Station, New York’s famed
recording studio, when “Runaway”
wound up on a compilation of local
rock bands and began getting air-
play on now long-defunct New York
rock station WAPP.

“It was meant to be a short-term
thing to support that single at local
shows and in a contest that Miller

Beer was sponsoring with Atlantic
Records,” Bon Jovi recalls. “They
were really doing me a favor. We
just seemed to hit it off, and what
was supposed to be three weeks is
20 years.”

“They”—guitarist Richie Sam-
bora, bassist Alec John Such, drum-
mer Tico Torres and keyboardist
David Bryan—played their first
show with Bon Jovi at a bowling
alley. Within a few weeks, they knew
the band was no temporary gig.

Within another 12 months, their
first album, “Bon Jovi,” was
released. Within three more years,
they were international superstars.

On Tuesday (16), Island Records
will release “100,000,000 Bon Jovi
Fans Can’t Be Wrong . . .,” a five-CD
hoxed set featuring a wealth of rare

material that spans the length of the
band’s career (see story. page 4). The
collection includes 38 previously
unreleased recordings, 12 non-
album tracks and a DVD of inter-

BON JOVI: FAGT FILE

Founded: 1983

Members: Jon Bon Jovi (vocals),
Richie Sambora (guitar), David
Bryan (keyboards) and Tico
Torres (percussion)

Latest release: “100,300,000 Bon
Jovi Fans Can’t Be Wrong .. .,)” a
five-disc boxed set

Label: Island Records

U.S. distributor: Universal
International distributor: Universal

views and other footage (billboard
.com, Oct. 5).

The boxed set offers a unique per-
spective of a band that has shown
remarkable longevity and commer-
cial impact across two decades. The
set helps highlight the journey—
and the dedication—it took to turn
five New Jersey guys into one of the
world’s most popular bands.

“We really earned our keep by
going door to door, going to every
town playing in every club,” Brvan
recalls of Bon Jovi's relentless tour-
ing in the '80s. “We would say we
would play every pay toilet and use
our own change. Across America
and across the world, we just kept
going and going. | didn’t think it
would be that hard. Nobody thought
vou would be into it that much, and

N

you are. [You] have to go to every
city in America and every country in
the world and sell your wares.”

Bon Jovi is “a great touring act.,”
says Steve Bartels, president of
Island Records. “When they go on
the road, they sell out evervwhere.
Fans love them, and they keep
themselves in front of people. That’s
very important, especially as the
music business continues as it has.”

While the band has grown to
stadium-filling status through the
years, its appeal remains rooted in
the impact of its storytelling and
rock/pop hooks.

“Songs. It’s the only thing,” says
Paul Korzilius, who heads Bon Jovi
Management, crediting the cratt of
songwriting for the band's longevity.

(Continued on page 32)
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‘Always A Hard-Working Band’

Bon Jovi Survives And Thrives Across Two Decades, Amid Music Business Changes

BY CHRISTA TITUS

As one of the most popular rock
bands in the world, Bon Jovi hasn't just
made musical history during its 20-
year career: It has also been a close wit-
ness to music business history.

On the way to becoming one the
most famous acts from New Jersey,
Jon Bon Jovi, Richie Sambora, Tico
Torres and David Bryan saw changes
aplenty in the record industry, most
notably the merger of PolyGram and
Universal in 1998,

After releasing albums through
PolyGram’s Mercury Records for the
first half of its career, the band switched
to Universal’s Island Records label for
“Crush” in 2000.

Despite the shuffle, across two
decades, Bon Jovi has not only
endured, but thrived. On the eve of the
release Tuesday (16) of the boxed set
“100,000,000 Bon Jovi Fans Can’t Be
Wrong,” the group members spoke
individually to Billboard about their
long-lived career and their perspective
on the music business.

Additional excerpts from this inter-
view are available exclusively online at
billboard.com/bonjovi.

Twenty years after your debut, your
band is counted along with Bruce
Springsteen and Frank Sinatra
among the biggest musical acts from
New Jersey. How does it feel to be in
such company?

Jon Bon Jovi: It’s pretty incredible.
1,in 1983, never in my wildest, wildest
dreams, ever envisioned having the
conversation 20 years down the road—
forget 100 million albums later, God.
Nobody could even fathom those kinds
of numbers. So, it's awe-inspiring for
us, as a band, to know that those are
legit album numbers.

And Frank, certainly, is the role
model here for me. The E Street Band
was a huge influence, but Frank was
more of a role model.

David Bryan: Springsteen was the
lord of Asbury Park when [Jon and I]
were in high school, and it was just
neat to be able to see him come down
to the club, [and] now we’re a peer.
Now we’ve sold as many, if not more
records than he has, so it’s an honor.

Tico Torres: You can't get any bet-
ter company than that. Frank Sinatra
was always my favorite. Growing up
with Bruce [when] he was still
unknown, [it] was like seeing how the
music developed, and his type of music
actually set a tone for a lot of other
musicians to follow. To be part of that,
I think the best way to put it is [that it
is] an honor.

Richie Sambora: It feels extra-
ordinary. We never in our wildest
dreams thought anything like this
would have happened.

We've actually exceeded, I think, our

expectations. Can I say I'm surprised?
Yes and no, because we've always been
such a hard-working band in every
aspect of our business, whether it’s
been the live thing—I don't think any-
body has toured as much as we have,
except for James Brown [he laughs]—
[or] working on our craft as songwrit-
ers. And always expanding and becom-
ing producers and continuing to evolve
as a unit is what's kept this thing alive.

What do you remember from
recording the first album?

Bon Jovi: I remember taking pic-
tures of us in the studio going, “Wow,
this is real.” I remember having this 99-
cent mini-bottle of champagne that I
used to say I was going to open the day
I got a record deal and 1 put it in the
fridge to chill it and it broke before we
got to open it [he laughs].

I remember the producers and
engineers saying, “Well, you guys
aren’t very good are you?” Learning
about comping a vocal for the first
time and having the engineer tell you
that “it’s how it's done—everyone
sings a song more than once, you

BON JOVI, FROM LEFT: RICHIE SAMBORA, DAVID BRYAN, TICO TORRES AND JON BON JOVI

don’t have to apologize.”

It was all those great things about
making the early records. We were as
green as could be. It was just all part of
the joy of learning the process.

Sambora: We were very confident,
cocky. We were having a good time. We
were a young rock’n’roll band in the
’80s. We were getting into a lot of trou-
ble and having a lot of fun. [And] we
knew it was a great shot.

“Wanted Dead or Alive” makes the
analogy between being on tour and
being a cowboy. What was it about
such a character that you identify with?

Bon Jovi: In simplistic terms, here 1
was on a bus for a couple of years, find-
ing America for the first time, seeing
what it was all about, taking the dream
and making it a reality.

But another dawn on a highway,
there was a romantic version of that.
There was the feeling that you, in
clichéd terms, rode into a town, took
the money, met the girls, drank their
booze and left before they caught you,
and that was the cute way [ would
describe it as a 25-year-old.

As I got older, it was more the life of
a carny, and then as I got older still, it
was more the life of a traveling sales-
man |he laughs]. But the romantic ver-
sion in my 20s was that of a cowboy.

In forming your own manage-
ment company, were you concerned
that it was riskier than finding
another manager, or were you more
intent on having more control over
the band’s career?

Bon Jovi: Sure, it was a great risk,
and the gossip in the industry among
other management companies was
“That’s the end of them; they’re over.
Who are they to think they could do
this?” And (I read that] supposedly 1
thought that I was the smartest guy in
the music business.

But I had an idea of the direction of
the band, and I felt that deals were deals
and with the right people spot-check-
ing [our decisions], there's no reason
why we had to have an [outside] man-
agement company.

The band experienced one of the
major mergers in the industry when

Universal absorbed PolyGram in 1998.
What was the hardest part of dealing
with that, personally or professionally?

Sambora: Gaining our footing, Wait-
ing it out. Being a veteran band, hon-
estly, you know how many CEOs that
we’ve been through? Almost 10.

Jon and |, especially, we're not afraid
to sit down with the executives and
[ask], “What’s going on with the busi-
ness?,” and be involved. Jon and I were
always those kind of people. Some
artists don't like to get involved—they
have the manager do that stuff. We
want to be face to face with these guys.

I think that was a big part of what we
did. The merger has probably affected
[other] people more than us, and we felt
like we put the roof on the building after
80 million records, at that time.

Luckily [there were] a lot of acquain-
tances that we had at that particular
point. [It] actually worked out real, real
well, and we built a rock division for a
hip-hop company at that point.

Torres: You spend a lot of time build-
ing a relationship with people [in] the
ccmpany and different segments of the

(Continued on page 30)
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A Look Inside The Bon Jovi Box

Previously Unreleased Tracks Offer Surprises Galore

BY CHRISTA TITUS

The new Bon Jovi boxed set
“100,000,000 Bon Jovi Fans Can't
Be Wrong . ..” contains plenty of
musical surprises, especially since
it consists mainly of previously
unreleased songs. And waiting in
the wings is another treat for fans:
The group has recorded an album
of new material that is expected to
hit the market in spring 2005.

“People can’t believe that I'm
doing both things simultaneously,
nor can my record company,” Jon
Bon Jovi told Billboard one morn-
ing after spending the previous
evening working in the studio.

The label’s disbelief may be
caused by the scope of the boxed
set, which arrives Tuesday (16).
The five-disc package contains a
photo booklet, four CDs of music
and a DVD of interviews and other
footage. Three of the CDs are full
of previously unreleased material.
Its list price is $59.98.

Two days before the boxed set
arrives, on Sunday (14), Bon Jovi
will receive the American Music
Awards’ special Award of Merit, an
honor previously bestowed on Bing
Cosby, Johnny Cash, Stevie Wonder,
Elvis Presley and Frank Sinatra.

The honor will be conveyed dur-
ing the 32nd annual event, which
will be broadcast live on ABC (tape
delayed on the West Coast).

The Award of Merit is presented
in recognition of “outstanding con-
tributions to the musical entertain-
ment of the American public.” Oth-
ers who have been honored include
Michael Jackson, Irving Berlin, Ella
Fitzgerald, Chuck Berry, Paul
McCartney, the Beach Boys and
Willie Nelson.

The new boxed set “wasn’t a
record that needed a lot of attention;
overdubs, things like that,” Bon Jovi
says. “I don’t think that each of us
did a day on it, and when I say a day,
I mean a couple of hours. And then
[engineer] Obie [O'Brien] has gone
through things and mixed them.
Simultaneously, we were writing
and recording in the studio.”

The band stresses that what
makes its box different from others
is the amount of rare and unreleased
material it contains. Of the 50 songs
included on “100,000,000,” 38 have
never been released.

“Usually ‘boxed set’ means some
sort of rehashed greatest hits or
rearranged masters or some sort
of different packaged stuff you've
heard already,” keyboardist David
Bryan says. “Obie just went back
into the tapes and said, ‘Let’s
make something for the fans. If
[you were] a fan of a band, what
would you want to hear?’ You
wouldn’t want to hear stuff that

you’'ve heard already.”

“It’s funny, listening to some of
the stuff, you almost think, ‘Did we
do this?’ That’s how obscure some of
it is,” drummer Tico Torres adds.
“There’s a little bit of everything on
there. The nice thing is you're not
going to say, ‘T've heard this before.””
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The cover design is a wry tribute to the
1959 Elvis Presley set “50,000,000
Elvis Fans Can’t Be Wrong.”

Another reason Bon Jovi re-
frained from making a greatest-
hits album is that it has already
gone that route twice.

The first collection, “Cross Road,
was hugely successful. The 1994 set
has sold 18.5 million copies world-
wide, according to the band’s label,
Island Records. Of that number, 4.1

”

million were sold in the United
States. “Cross Road” contains the
No. 4 ballad “Always,” which spent
32 weeks on The Billboard Hot 100,
making it one of the biggest hits of
Bon Jovi’s career.

“This Left Feels Right” followed
in 2003. On it, the band completely
revamped such staples as “Living on
a Prayer” and “Born to Be My Baby,”
stripping them down and rearrang-
ing them. It has sold 382,000 copies,
according to Nielsen SoundScan.

For the boxed set, Bon Jovi had an
abundance of material. The band
wrote many songs that went unused
on previous studio albums, often
because they didn’t fit the overall
feel of a record.

“Jon and I have always been quite
prolific writers,” guitarist Richie
Sambora says. “To get to the 10 or 12
songs on the record, we would write
anywhere between 30 and 50 songs to
make sure we found a good direction.

“There was lots and lots of mate-
rial that we had in our vault, and we
thought that it would be great for
people to hear,” he continues. “You
know, you go back and listen to that
stuff and go, ‘Hey, why didn’t this
song make the record?””

Bryan, Torres and Sambora each
sing lead on one track in the compi-
lation, according to Bryan, a first for a
Bon Jovi package. Sambora’s song is
a demo from one of his solo projects,
Bryan’s is from a musical he wrote
called “Memphis Lives in Me” and Tor-
res is heard on “Only in My Dreams.”

Torres was so secretive about his
track that his bandmates didn’t even
know he had recorded it.

“Twelve years ago he went in and
sang on it and never told anybody.

Obie O’Brien found it,” Bryan says.
“It’s one of my favorite songs ever,
and Tico sings his ass off on it.”

Among the rarities are cuts from
film soundtracks, such as “Edge of a
Broken Heart” from the 1987 film “Dis-
orderlies,” and a recording of “Some-
day I'll Be Saturday Night” that differs
from the version on “Cross Road.”

“Being that we're at the 100-mil-
lion-records-sold-worldwide-and-
counting mark, it was time for us to
do this [boxed set],” Island Records
senior director of marketing Eric
Wong says. “For us to be able to cel-
ebrate and honor them with this col-
lection is something we're really
excited about.”

Via the band’s Web site, Bon Jovi
solicited fans around the world for
material featured in the booklet
packaged with the boxed set.

That material included “essays,
anecdotes, opinions and recollec-
tions of what the band means to
them,” Wong says.

Bon Jovi explains why it was so
important for the band to reach out
to fans for content. “They’ve been a
part of this journey,” he says. “This
has always been a band of the peo-
ple anyhow, and [we wanted to give]
back to those people who are the
ones that gave us the opportunity to
still be here 20 years on.”

Bon Jovi adds that in the first
week of the request, 4,000 to 5,000
e-mails were received.

The boxed set was released Nov.
10 in Japan and arrives Monday
(15) in the rest of the world outside
the States. Wong expects the initial
U.S. shipment to total 100,000
copies, and another 100,000 to ship
internationally.

New In 2005

Bon Jovi’s new album due in spring 2005 will be “a
loud guitar, big rock record,” Jon Bon Jovi says. “We're
very excited about it, and I'm very confident it’s going
to be a big record for us.”

Guitarist Richie Sambora says the band will launch a
world tour in late spring to support the album, although
dates have not yet been announced.

A NEW DIRECTION

Sambora adds, “I think we stumbled upon something
again on this particular record, kind of like what happened
with ‘It’s My Life.” When [that] came out, it seemed to give
Bon Jovi a whole new audience. We've always had a vast
audience base, but with this new record, what I'm feeling
[is] it’s kind of a new direction. It sounds very fresh, yet it
sounds like us.”

The band worked with producer John Shanks
(Michelle Branch, Melissa Etheridge), who also wrote
tracks with Bon Jovi and Sambora. The album was
recorded during the summer.

Bon Jovi notes that changes in the climate of the
country, and the state of the music business, influ-

enced the songwriting on the new album.

The songs reflect “personal and introspective views on
issues I may have had growing up that I certainly would
have never discussed publicly before. I've always kept this
‘chin up, glass is half-full’ kind of optimism, and [now] 1
showed some chinks in the armor.”

The song “Last Man Standing” depicts Bon Jovi’s unhap-
piness with the music industry. He says it reflects his “dis-
gust of the music business in general and its lack of true
vision when it comes to supporting the artistry of a song,
the songwriter and the bands on the road.”

“Instead of creating what Andy Warhol once called ‘15
minutes of fame,’ I think it’s down to just three minutes
and 30 seconds,” he says. “I don’t know how this industry
is ever going to have another Bob Dylan when it’s all about
the single, [not] the album and the vision and that inspi-
ration. (It’s] all for the sake of a 99 cent download so they
can sell bulk and make their bonuses. It’s heartbreaking.”

Eric Wong, senior director of marketing at Island
Records, notes: “|As] with every Bon Jovi release, it’s going
to get the full-on attention.”

CHRISTATITUS

Island
Ready For
'Fans’

Island Records plans a full-
scale promotional campaign for
the Nov. 16 release of the boxed
set “100,000,000 Bon Jovi Fans
Can’t Be Wrong . .. ,” including a
groundbreaking high-definition
cable TV concert.

According to Eric Wong,
Island Records senior director of
marketing, there will be a “huge
TV, print, radio and outdoor cam-
paign” plugging the set and its
kickoff event: a Nov. 21 concert
at the Borgata Hotel Casino and
Spa in Atlantic City, N.J.

“In partnership with Samsung,
we will cablecast the concert in
high definition over various cable
systems and have the concert
Webcast on the Samsung Web
site, samsungusa.com, as well,”
Wong explains.

The show is the debut of a new
cable concert series, “INHD’s
Center Stage” on the high-defi-
nition cable network INHD and

INI— .

ONLY ON CABLE

its spinoff, INHD2. It was creat-
ed through a partnership of
Samsung Electronics America
and OnlyCableCan, a cable TV
industry marketing initiative.

Another Internet initiative
involves supplying American XS
Platinum, a premium fan site
located on bonjovi.com, with
exclusive tracks and materials
like e-cards and banners. To view
this material, fans must first sign
up at bonjovi.com.

In addition, ads will be placed
in music magazines (such as
Rolling Stone), lifestyle publica-
tions (Entertainment Weekly)
and newspapers (USA Today). TV
ads will appear on music chan-
nels like MTV and VH1 and other
outlets such as Lifetime.

For radio, the label is giving
away 1,000 MP3 players loaded
with the boxed set that listeners
will have a chance to win from
various AC, rock and pop sta-
tions. A 10-song sampler will also
be serviced to radio and retail.

CHRISTA TITUS

Additional Reporting by Carla
Hay in New York.

26

www.billboard.com

www.billboard.biz

www.americanradiohistorv.com

BILLBOARD NOVEMBER 20, 2004


www.americanradiohistory.com

FOTRFEAEER I *Ilb

Like Fine ﬁéinf Jusf gets ’“’fetter (mn f
@ﬁaﬂﬁs for two degades of magie



www.americanradiohistory.com

AII The World's A Stage

NJ’s Favorite Sons Continue Filling Stadiums And Arenas

BY JILL KIPNIS

Since starting its touring career supporting acts like the
Scorpions and Ratt in the early 1980s, Bon Jovi has become
one of the strongest concert draws in the world.

Its popularity stretches from Japan and Australia to
Europe and North America because, simply stated, the band
puts on a great live show. But the promotional and booking
sawy behind the group helps as well.

“Without question, they are truly one of the best live acts,”
says Rob Light, Bon Jovi’s longtime domestic booking agent
and head of the music division at Creative Artists Agency.

Bon Jovi also has proven that smart concert promotion
and a keen understanding of touring markets pays off.

A DEDICATED NETWORK

The band has created a network of dedicated tour
organizers that it works with tour after tour. And it has
built a huge fan base in the United States and abroad
with the quality of its performances.

“Bon Jovi knows how to give fans a real show,” says Riley
O’Connor, senior VP of House of Blues Concerts in Cana-
da. “Everybody knows that when you buy a ticket to see
Bon Jovi, you will walk away off the ground. [It feels as

www.billboard.com

though] Jon could be your neighbor, your brother, your
best friend. He comes onstage and just projects that.”

O’Connor says that this energy is felt equally in North
America and overseas. “Bon Jovi represents the whole-
someness and goodness of America,” he explains. “The act is
an ambassador around the world.”

Recent U.S. tour grosses confirm the band’s appeal.

According to Billboard Boxscore, Bon Jovi generated
$42.4 million from just under half of its 2003 domestic
tour dates. The figure covers 34 out of 70 dates and
includes 22 sellouts.

In 2001, the act grossed some $16.2 million on tour.
That figure was determined by the 17 shows reported to
Billboard Boxscore, which included 11 sellouts. In 2000,
out of the 11 shows and 10 sellouts reported, the group
grossed $5.8 million.

International dates on those tours were not reported to
Boxscore.

Through the years, stadiums have become the norm for
Bon Jovi’s international shows, while arenas make up most
of its domestic dates.

This is a marked shift from the band’s booking strategy in
the mid- to late-'80s.

(Continued on page 48)
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Bon Jovi played the final show of their ‘Bounce’ tour on Aug. 8, 2003 at Giants Stadium in East Rutherford, N.J. shown, clockwise from upper left are: bassist Hugh McDonald, Jon Bon Jovi, percussionist
Tico Torres, keyboardist David Bryan, guitarist Richie Sambora and in individual photos, Sambora, Torres, the fans, Bryan and Bon Jovi. All photos: Theo Wargo/Wirelmage.com
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Continued from page 24

company around the world, and then
you find out some are gone.

In one sense it was good, because
that’s how we were able to have David
Munns help us with “Crush.”

The bad sense is that the long-last-
ing relationships you had built up [are]
no longer there. It's scary.

It took a little bit of bringing the new
people in to see what we do, and—not
to sound condescending, but to edu-
cate them on what we do, because
they’re not used to it. I think if it’s hon-
est, they'll get it, and the ones that did,
did, and there’s not much you can do
except to be yourself. For a minute
there, we were concerned, and I think
you have to be.

What advice would you give to acts
that face such a situation now that
Sony and BMG have merged?

Bon Jovi: Develop your relation-
ship with the fan base more than any-

thing and anyone else. You have to
build the fan base with the fan
because, they may come and go, but
how else do you continue to be able
to come back? What are you building
your foundation on, sand or stone?
For us, it was based on touring. For
a band these days, I'd love to recom-
mend to them to go out and do that.

Bryan: It’s inevitable and it’s tough,
and you just have to try to go back to
history and learn from it. Record com-
panies gobble each other up, and then
they become too big and then the inde-
pendents come in. It’s a cycle. Luckily
we’ve been fortunate enough to [ride
out] the cycle.

What would you tell a musician try-
ing to break into the business today?

Torres: [One idea] is doing your own
record and finding a distributor for it
and being your own label, because you
can sell 2% of what you would at a big
label [and] make more money, most
likely. That means you can do what you
want and make a living at it.

Some people do an independent film,
it becomes a smash hit [and] it didn’t

cost them a lot to do it; it was just the
ingenuity of how they did it. I think it
could be the same way with music.

Sambora: Make a great record. Be a
great songwriter. Really work on that
craft [and] make your choices wisely.
Management choices, production
choices, the way you go about booking
your band live, not making the mistake
of getting on a bad tour, playing to half-
houses—there’s a bunch of stuff you
have to know.

What is the upside to the music
business?

Sambora: Aw, come on—it’s the
greatest job in the world if you can do
what we've done. We get to do what we
love to do for a living, make a ton of
money and evolve as musicians, indi-
vidually and also as a unit.

Every time you work with somebody
different, whether it’s a producer or a
new CEO or a new promotion guy or
something, you're going to learn from
them if you keep your eyes open and
communicate.

Bryan: The upside is that you get to
do something you love. They don't call

it “working music,” they call it “play-
ing music’—key word being “play.”

The other stuff is work. Doing the
interviews, traveling—that stuff is
work. When you actually get onstage
and play? That’s the most fun you can
have with your clothes on in the world
|he laughs]. It’s wonderful.

Where do you see the band in the
next 10 years?

Bon Jovi: We [all] have other [cre-
ative] outlets, so though this is the
mothership, the thing that keeps [us]
secure, we encourage each other to do
those other projects so wholehearted-
ly that it allows us to never have to rely
on this, and therefore never break up.
And the only reason I would ever walk
away from this [is]—you will never see
this band on a nostalgia tour. You will
never see this band going down from
what it’s accustomed to, with regard to
the venues and the style of record
release; I'm not doing it. 'm walking
away. [I] said that from the beginning,
and I've stuck by that statement.

Torres: We have always said that
we're not going to be the old boxer

that’s still boxing when he can’t win
a match. We'll do it as long as we
have fun, and we’ll do it as long as
we can be as good as we can be. And
when that stops, we’ll stop. And if
it doesn’t, geez, we got a good
gauge. Look at the Stones; they’ve
been around forever. Look at jazz
artists and blues artists. You can
play all your life.

Bryan: More making records and
touring. We don't do it at the same pace
as we used to. We play fewer gigs to
more people. But we love making
music, and we love playing.

You don’’t lose your piss and
vinegar just because you’re down
the road a little further. I think if
anything, it means more to you. I
think we’re playing more on fire
than we did when we were 18 years
old. You always had to prove some-
thing to the world because you’re
just a bunch of kids from New Jer-
sey, and now we’re just a bunch of
older kids from New Jersey, and we
just want to prove something to the
goddamn world.

(Continued on page 51)

Bon Jovi’s Chart Action
Billboard 200 Albums

Rank  Title Peak Position  Debut Date
1 “Slippery When Wet” 1 Feb. 25,1984
2 “New lersey” 1 Oc. 8,1988
3 “Bounce” 2 Oct. 26,2002
4 “Blaze Of Glory/Young Guns IP’™* 3 Aug. 25,1990
5 “KeepThe Faith” 5 Nov.21,1992
6 “Cross Road” 8 Nov.5,1994
7 “Crush” 9 luly1,2000
8 “These Days” 9  uly 15,1995
9 “This Left Feels Right” 14 Nov. 22,2003
10 “OneWild Night: Live 1985-2001° 20 June 9, 2001

* (Soundtrack/jon Bon Jovi)

Hot 100 Singles

Rank Title Peak Position Debut Date
1 “Livin' On A Prayer” 1  March 4,1987
2 “Bad Medicine” 1  Sept. 24,1988
3 “You Give Love A Bad Name” 1  Sept. 6, 1986
4 “I'll BeThere ForYou” 1 March 4,1989
5 “Blaze Of Glory™* 1 July 21,1990
6 “BornTo Be My Baby” 3 Nov. 26,1988
7 “Always” 4 Oct. 1,199
8 “Wanted Dead Or Alive” 7  April 11,1987
9 “LayYour Hands On Me” 7  June 3,1989
10 “Living In Sin” 9 Oc.7,1989
11 “Bed Of Roses” 10 Jan. 23,1993
12 “Miracle” 12 Oct. 27,1990
13 “This Ain't A Love Song” 14 June 10,1995
14 “InThese Arms” 27 May 8,1993
15 “KeepThe Faith” 29 Oct. 24,1992
16 “It's My Life” 33  Aug. 12,2000
17 “Runaway” 39 Feb. 25,1984
18 “She Don't Know Me” 48 May 26, 1984
19 “Only Lonely” 54 April 20, 1985
20 “ThankYou For Loving Me” 57 Feb. 17,2001

* (From “Young Guns 11"} (Jon Bon Jovi)
Compiled by Keith Caulfield

top 40, depending on where the title peaked.

Titles on these charts are ordered by peak position on the Billboard 200 and Hot 100 Singles, respectively. If
more than one title peaked at the same position, ties were broken by the number of weeks spent at the peak.
If ties still remained, they were braken by the number of weeks on the chart, and ther in the top ten, and/or

Label

Mercury/Polygram
Mercury/Polygram
Island/IDIMG
Mercury/Polygram
Jambco/IDIMG
Mercury/IDIMG
Island/IDIMG
Mercury/IDIMG
Island/IDIMG
1sland/IDIMG

Label

Mercury/PolyGram
Mercury/PolyGram
Mercury/PolyGram
Mercury/PolyGram
Mercury/IDIMG
Mercury/PolyGram
Mercury/IDIMG
Mercury/PolyGram
Mercury/PolyGram
Mercury/IDIMG
Jambco/IDIMG
Mercury/IDIMG
Mercury/IDIMG
Jambco/IDIMG
Jambco/IDIMG
Island/IDIMG
Mercury/PolyGram
Mercury/PolyGram
Mercury/PolyGram
Island/1DIMG
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Twenty years, 50 countries, more than 2500
shows...over 100 million fans can’t be wrong!
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Continued from page 23

David Munns, EMI Music World-
wide vice chairman and EMI Music
North America chairman/CEO,
says, “I believe in melody, and their
songs always have great melodies.
It’s a rock band—when you see
them live, no doubt, they’re a rock
band—but there’s a little pop ele-
ment in their songs that make
them very playable on the radio,
and that’s what people want.”

According to Island, Bon Jovi has
sold 100 million records worldwide
and counting, thus the title of the
boxed set.

On The Billboard Hot 100, the
band has had four No. 1s, two top five
hits, four top 10 songs, one top 20
and six more in the top 40. Its first
four studio albums have been certi-
fied for total shipments of 22 million
copies, according to the Recording
Industry Assn. of America, and total
sales for its last seven releases have
exceeded 7.5 million copies, accord-
ing to Nielsen SoundScan.

BORN TO BE A STAR
Jon Bon Jovi grew up wanting to
be a rock star. Two heroes of the
Sayreville, N.J., native were Bruce

Springsteen and Southside Johnny &
the Asbury Jukes, local acts that had
made good. But he never dreamed he
would reach such heights.

“My vision of big, in '83, was
Southside Johnny,” Bon Jovi recalls.
“Up until 1983, the E Street Band was
not a big band. So I didn’t have any-
thing to base what was big on. I didn’t
want to grow up and be in Kiss or Led
Zeppelin. I wanted to be a Juke.”

Bon Jovi did not merely break
through when its third album, “Slip-

-

BON JOVI PLAYS A BENEFIT SHOW IN
RUMSON, N.J. IN 2002

pery When Wet,” arrived in Septem-
ber 1986: It exploded. “Slippery”
spawned the No. 1 hits “You Give

Photo by Dimitrios Kambouris/Wirelmage.com

Love a Bad Name” and “Living on a
Prayer” along with what became
Bon Jovi’s anthem, “Wanted Dead or
Alive,” which peaked at No. 7.

Within one month of its release,
the RIAA certified the album plat-
inum, and it topped The Billboard
200 for eight weeks. After a year it
was eight times platinum—and that
was only in the United States.

From the start, Bon Jovi and the
band’s then-manager, Doc McGhee,
envisioned the world as their
potential market.

In the mid-"80s, the stars were
aligned in the group’s favor. Metal acts
like Iron Maiden and Judas Priest
were on the rise, and McGhee, who
managed Bon Jovi from 1983 to 1992,
was also managing Motley Criie.

As a rock band, Bon Jovi had
plenty of guitar and drums to please
male audiences, so it opened for
groups like Ratt, Kiss and the Scor-
pions for months on end, gaining
fans around the globe.

“Our [third] tour, we opened for
Judas Priest in Canada,” Bryan says.
“And we’re singing, ‘0000, she’s a
little runaway.” We got thrust into a
heavy-metal situation where we had
hostile audiences. They hated us [at
first]. They didn’t want us. They
wanted the main act, and we won
them over almost every time.”

(Continued on page 38)

An MTV Moment

The music video for Bon Jovi’s
“You Give Love a Bad Name,” directed
by Wayne Isham, marked the band’s
breakthrough at MTV and began an
important promotional partnership
that has lasted through the years.

Bon Jovi’s previous videos “had
Velveeta all over them,” former
manager Doc McGhee says with a
laugh. “They were as cheese as it
gets. When ‘Slippery [When Wet]’
came, [ said, ‘There is no more
Velveeta on this stuff. This is about
a rock band, this is going to be an
infomercial to our live shows.””

The clip emphasized the band play-
ing live. With bright lights, energy
and close-ups of five good-looking
guys, the video turned Bon Jovi into
a mainstay on MTV and, as a result,
on radio.

At MTV, Bon Jovi “opened the door
for showmanship and staging and big
tours and big contests,” says Tom
Calderone, executive VP of music tal-
ent and programming at MTV and
MTV2. “The show business and the
bigness of rock gets people excited
about Bon Jovi.”

An acoustic performance by Jon

Bon Jovi and Richie Sambora during
the 1989 MTV Video Music Awards is
considered to have helped spark the
network’s “Unplugged” franchise.
McGhee says that when he told MTV
about the idea, “they freaked out.
‘Can’t do it, you can’t do it.” And we
did it anyway.”

“It was certainly a great moment
for the VMAs,” says Calderone, who
saw the show before he joined MTV.
“It certainly took an opportunity to
say to bands, ‘Let’s see how you stack
up by sitting there without all the
bells and whistles of the pyro and
everything else and see if you can
actually sing and perform,” and they
nailed it.”

Bruce Gillmer, senior VP of music
and talent relations at VH1, was an
MTV intern when “Slippery” hit. He
says, “Through their partnership
with Wayne, they produced some of
the most influential performance-
driven videos and also the ‘band on
the road’ theme. ‘Dead or Alive,” ‘Liv-
ing on a Prayer,’ ‘You Give Love a Bad
Name,’ those videos were absolutely
huge and influential and, I think,
copied for years.” CHRISTATITUS

Business Management

(ongratulations!?

"100,000,000 BON JOVI FANS
CAN’'T BE WRONGY'

GELFAND, RENNERT & FELDMAN, LLP

Los Angeles * New York * London

Royalty Examinations

Tax Services

Tour Accounting
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Spotlight

Int’l Relations Just As Vital For Music

By Working Beyond U.S. Borders, Bon Jovi Has Maintained Its Stronghold Abroad

BY PAUL SEXTON

LONDON—Bon Jovi has heen din-
ing at the top table of international
rock attractions for two decades.

While other rock bands pay lip
service to overseas territories and
discover too late that they have failed
to invest sufficient time abroad, the
New Jersey warriors have always cul-
tivated a foreign fan hase with tire-
less touring and promotion.

The pavoff has been immense—
and invaluable, as Bon Jovi’s legion
of supporters in Europe, and espe-
cially the United Kingdom, helped
see it through some quieter times in
its homeland.

The first time the name Bon Jovi
appeared on the British charts, vou
might have missed it if you
hlinked. The group’s self-titled
1984 album tip-toed onto the U.K.
best sellers in April of that year,
peaking at No. 71 during a three-
week stay. Bon Jovi's first [Luropean
tour, in the autumn of 1984,
included a live broadcast of one
British date, bv BBC Radio 1

The first showing on the U.K. sin-
gles survey. in August 1985, was even
more tentative, a one-week appear-
ance at No. 68 with “Hardest Part Is
the Night.”

Nevertheless, by then, a top 30
placing for its “7800° Fahrenheit”
album showed the act was on the
right track. In those days, the band’s
releases appeared internationally on
Vertigo, the rock label operated by
the (pre-Universal Music) Phono-
gram company.

EARLY GROUNDWORK

That early groundwork would
prove crucial in Bon Jovi's interna-
tional hreakthrough vear of 1986,
when the anthemic “You Give Love
a Bad Name” and “Livin’ on a Prayer”
hecame widespread hits along with
the “Slippery When Wet” album.

To this day, that set is the hand’s
longest-running album on the British
charts, by far, at 123 weeks in total.

That early attention to working
outside North America has sustained
Bon Jovi ever since.

(Continued on page 49)

Photo by Ken Goff Phiotos/Wirelmage.com

BON JOVI PLAYS ONTHE BRITISHTV SHOW ‘CD:UK’

Congratulations, Bon Jovil!
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From your family at Henson Recording Studios.

www.hensonrecording.com

1416 North Ia Brea Avenue Hollywood, CA 223.856.6680
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SEEN A MILLION FACES
AND YOU'VE ROCKED TH EM ALL.
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CONGRATULATIONS. BON JOVI. YOU'VE ROCKED THE WORLD.

From the clubs on the Jersey Shore to the great venues across the globe, you have shown the world how to rock. Congratulations,
Jon Bon Jovi, David Bryan, Richie Sambora and Tico Torres, as you celebrate the release of your highly anticipated career retrospective.
We're thrilled to have been part of ycur rock 'n’ rcll road show.

Thank you, Bon Jovi, for playing 13 cancerts over the years at Tne Meadowlands in front of 500,000 screaming fans. meadowlands.com

IT'S ALL ABOUT BEING HERE

GIANTS STADIUM »x CONTINENTAL AIRLINES ARENA * MEADOWLANDS RACETRACK THE MEADOWLANDS
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Bon Jovi

Continued from page 32

McGhee recalls “Slippery When
Wet” as “a really fun, up record,”
particularly compared with its
predecessor “7800° Fahrenheit”
(1985), an album darkened by the
band’s heartaches.

While working on the songs for
“Slippery When Wet,” Bon Jovi and
Sambora collaborated with song-
writer Desmond Child. The collabo-
ration grew out of their frustration
with the greater success other metal
bands were achieving.

SLIPPERY SESSIONS

They saw another rocker, Bryan
Adams, gaining acclaim as a song-
writer for Tina Turner and thought
it would boost Bon Jovi’s profile if
they collaborated with a songwriter
on hits for another artist. Instead,
the sessions yielded songs for “Slip-
pery When Wet.”

“One of the first ones was ‘You
Give Love a Bad Name,” ” Bon Jovi
says. “And I thought, ‘Not giving
that one away.” ”

Sambora explains, “Desmond had
a pop side to him that we didn’t have
yet. I think we just didn’t want to go
there so explicitly and kind of

melded it into our own style and our
own sound.”

Child recalls, “I was impressed with
Jon and Richie. They were amazingly
professional for their age, they were
very clear about their concepts.

“When you meet winners, that’s
not every day. I felt they were going
to go places,” says Child, whose rela-
tionship with the band has grown
into a close friendship.

Bon Jovi ushered in a peak com-

mercial era for pop metal. They
toured with a raft of bands that
benefited from the association,
including White Lion, Cinderella,
Warrant and Poison.

But Bon Jovi is one of the few
bands with roots in that era that
went on to gain a broader pop audi-
ence and never scaled back to clubs
and theaters for tours.

Jon Bon Jovi “transcended the
hair-band moments,” says Tom

Calderone, executive VP of music tal-
ent and programming at MTV and
MTV2. “What set him apart was his
songwriting, his penchant for a hit.
He knows how to write great music.”

Bon Jovi got played not only on
rock radio, it broke through at top
40. Korzilius at BJM notes that most
of the band’s airplay is at those two
formats, along with adult top 40 and
modern AC.

The multiplatinum success of

“Slippery When Wet” also made
Child more in demand as a song-
writer. He observes that, in many
ways, Bon Jovi changed the course
of pop music.

BIMBOS AND CORVETTES

“I remember it was very difficult
to get rock played on the radio,” he
says. “At that moment, they had the
right combination of image and
melody and lyric to break through. A
lot of the music at that time was
strictly about bimbos and red
Corvettes going down Sunset Strip.

“If you listen to the lyrics of the
bands that were coming out at the
time,” Child continues, “none of
them had the depth of Bon Jovi. But
then, every single one of those bands
started copying Bon Jovi.”

Bon Jovi recalls the band’s rise. “It
was so meteoric and it came at you,
not in giant steps, but in leaps,
bounds. Every day was another-
record-set kind of time in our career:
Fastest sellout, quickest No. 1—you
couldn’t even bask in the moments
because another had come.”

Torres remarks, “It’s that point in
any band’s career when you go,
‘Wow, this is as good as the Beatles.’
That level where the frenzy is going
on, it’s like the revival meeting: One
person gets into it, then two, then

(Continued on page 18)

Jon, David, Richie and Tico

Our Family to Yours

4 ever and Always

Congratulations

and Continued Successes

Ellen Barkin and Ronald O. Perelman
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Bon Jovi

Continued from page 38

three, then you've got 200.”

The band’s 1988 album, “New Jer-
sey,” was another triumph. The RIAA
certified the set triple-platinum
within two months of its release. (It
is now seven times platinum.) It
included two No. 1 hits on Billboard
Hot 100. “Bad Medicine” and “I'll Be
There for You,” along with the hits
“Born to Be My Bahy” (which peaked
at No. 3), “Living in Sin” (No. 9} and
“Lay Your lHands on Me” (No. 7).

BACK INTHE U.S.S.R.

Bon Jovi returned to the road to
support the album. From 1988 to
1990, the band crisscrossed the
globe, making history internation-
ally (the first rock band sanctioned
by the former U.S.S.R. to perform
in the country) and personally
(playing its first homecoming
show at Giants Stadium in East
Rutherford, N.J.).

But the road took its toll. After
touring for six years, the band was
exhausted. The final shows in
Guadalajara, Mexico, almost marked
the end of the group.

“It just about killed us,” Sambora
recalls of the 232 shows on the Jer-

sey Syndicate tour. “We couldn’t
even speak to each other. We
couldn’t even speak English at that
point. We were just dead from the
whole trip.’

Bryan says, “Everyone around us,
they wanted the machine to keep
going because they were making a
lot of money. At that point, we didn’t
care what the money was. You're
tired of the same channel.”

Bon Jovi also was overwhelmed,
from a business standpoint and by
his role as leader of the band.

“You were a 20-year-old kid that
got a record deal. Suddenly, when
you're 25 you're running this cor-
poration, and by the time you're 30,
your whole life changed,” he recalls.
“It was really confusing. Suddenly
you're being asked your opinion as
though it matters as the head of a
big company, making decisions that
employ 100 people at a time. That
was a lot to ask.

The band went on hiatus. Bon
Jovi and Sambora made their first
solo records: Bon Jovi’s 1990 album
“Blaze of Glory,” which was the
soundtrack to the movie “Young
Guns II,” and Sambora’s 1991 set
“Stranger in This Town.”

The title track to “Blaze of Glory”
topped The Billboard Hot 100, won
a Golden Glohe Award and earned a
nominations for a Grammy Award

LIGHTING

Previously Light & Sound Design and Fourth Phase.
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and an Academy Award. The album
went double-platinum.

HEALING THROUGH THERAPY

But more hits weren’t going to
mend the band. When Bon Jovi
regrouped, “it wasn’t as if we said,
“This is over’ or ‘[ hate you, vou stole
my money, you're doing too much
drugs.” It was, ‘Why don’t I like this
anymore?’ ” Bon Jovi says.

He and Sambora credit Lou Cox,

AMAVW americanradiohistorv co

a psychologist who worked with
Aerosmith, with reviving Bon Jovi by
helping the band members learn to
better communicate with each other.

Torres adds, “We realized you
don’t have to kill yourself. ‘Make the
best music you can, tour without
depleting yourself and have a better
quality of life.””

To better control the pace and
direction of the band’s career, Bon
Jovi parted ways with McGhee and

formed BJM in 1992. “The vision
was clearly to have one company
focusing on one thing,” Korzilius
says. “BJM’s primary and only goal
1s to manage Bon Jovi.”

Bon Jovi's next album was
1992°’s aptly titled “Keep the
Faith.” Amid the onslaught of
grunge in the early '90s, Bon Jovi
stayed true to its style, and the
album went double-platinum.

(Continued on page 28)

Congratulations Jon, Richie, David & Tico!
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The Industry Says Congratulations

Those Who Know Bon Jovi Best Praise Band’s Talent, Work Ethic, Humanitarian Efforts

“The worldwide stature that
Bon Jovi has achieved over the
course of these past two
decades has assured the band
a place at the very top of con-
temporary rock’s pantheon.
Bon Jovi has worked harder
than anyone can imagine to
evolve their signature style
and attitude, always staying
faithful to their deep Jersey
roots. Their litany of career
milestones, encompassing the
'80s, "90s and beyond, on the charts, on the road and in the
hearts of one of rock’s most loyal followings, is truly the stuff
legends are made of.”

Antonio “L.A.” Reid

Chairman, Island Def Jam Music Group

“Iam thrilled to be able to work with Bon Jovi in this phase
of their illustrious career. I have been a fan of their music since
their very first album, and I am looking forward to helping
with their continued success.”

Steve Bartels

President, Island Records

“They’re a band that always wants to be in a new market
first. They're always ready to try something new that nobody
has done before, so they’re always quite adventurous like that.

“I still see them and talk to them, and they’re my friends.
This is absolutely a fantastic milestone for them. God bless
Bon Jovi, I've got to say. They’re a band other artists can bench-
mark themselves against.”

David Munns

Chairman/CEO, EMI Music North America

Vice Chairman, EMI Music Worldwide

“Until Bon Jovi, I had never seen a rock band mesmerize an
entire stadium filled with screaming fans. For me, it was a
transformational experience, and I've been a huge fan of these
guys ever since.”

Lyor Cohen

Chairman/CEO of U.S. recorded music,

Warner Music Group

“I think Bon Jovi will go down in history, after being noted
as great songwriters, as an amazing live show. The band invests
heavily in it. They will go out on the road with the best design,
the best equipment and do everything they possibly can to
make sure every customer leaves that venue totally satisfied
that they experienced one of the best, if not the best, enter-
tainment experiences of their entire life.

“Congratulations to the greatest rock’n’roll band on the face
of this planet. Good luck, and let’s get another 100 million.”

Paul Korzilius

BJM (Bon Jovi Management)

“Tico is one of the best drummers I've had a chance to work

with. Richie is such a great artist ,and Jonny’s just a star. And
Dave is as solid as it gets. {In deciding to work with them], it
was one of those things where the sum is greater than the
parts; all of them together were just great.

“Always, gobs of congratulations from me. They're just one
of the top-class acts in the business.”

Doc McGhee

Founder, McGhee Entertainment

“Not only is Bon Jovi a great band, but the guys are very
loyal friends. Jon and Richie were the first artists to pledge
their support for the Concert for New York City. David Bryan
has personally raised hundreds of thousands of dollars for VH1
Save the Music, and Tico has donated artwork for every silent
auction we've had. Last year, the band played a sold-out show
in New York and gave every dollar to the Robin Hood Foun-
dation. They never say no to the people close to them.

“As a band, Bon Jovi has shown the same kind of loyaity to
their fans, so it is no surprise that they have made it onto that
rarified short-list of artists who emerged in the '80s and remain
relevant today. I think their success is due to a combination
of great talent and good karma.”

John Sykes

Chairman/CEOQ, Infinity Broadcasting

“Jon Bon Jovi is the most determined, professional perfec-
tionist. He's an amazing artist and businessman. He is so focused
and punctual . . . He is an amazing leader, and whatever he sets

(Continued on page 44)

(=8

g
2
3
=
[&]
g

]
&

...AND WE PROVIDED SOUND
FOR EVERY ONE OF THEM.

We're proud to be your souRidsompany -

From the Worldwide Family of Clair.Brothers Audio

LITITZ | NASHVILLE | LOS ANGELES | TOKY.Q_I t_MSEL__J’ SYDNEY
‘ t";

\ (Y

42

www.billboard.com ¢ www.billboard.biz

wwwW americanradiohistorv com

BILLBOARD NOVEMBER 20, 2004


www.americanradiohistory.com

4 ' ’ 0 AI' UM
ZZP ROCKINY Comeoast . & GHGFECTR™



www.americanradiohistory.com

Spollight + wrrsranuarmimrmmes o or e =

Congratulations

Continued from page 42

his mind to, he executes to perfection. It's amazing what he’s
doing with his football team. And he’s an activist, a politician.

“The formula for Bon Jovi is Jon Bon Jovi, because he has
kept his band together. He is the most loyal person I've ever
met. No matter what, he stays with his friends and the people
who are part of his life.

“What I would like to say to Bon Jovi is ‘thank you.’
Thank you for the friendship, the loyalty, the inspiration
and the laughs.

“They've been an amazing beacon of light in my life, and
they've been a band that has actually stood for something—
[to which] they've stayed true. And for that reason, I find them
very inspiring as people and as a band.

Desmond Child

Songwriter and co-founder, Deston Songs

“Jon cares about family, friendship and better lives for all
Americans. I admire and respect him, especially for all he is
doing to rock the youth vote. And I've been lucky enough to
hear him rock in person!”

Sen. Hillary Rodham Clinton, D-N.Y.

“Jon'’s vision, passion and energy know no limits. He is one
of the most successful people I know and a legend of the indus-
try. I'm proud to call him my good friend.”

Bill Belichick

Head coach, New England Patriots

“] have had the misfortune to be a friend of Jon Bon Jovi’s,
lo, these many years. It’s painful for an old dog like me to
watch a young pup grow into a better performer, especially

SOUTHSIDE JOHNNY: DEDICATED ROCKERS

when the pup used to open for him.

“Jon was always one of the most dedicated rockers who
cared about his audience. After 25 years of recording, he still
has more energy then any five guys I know. I wish he would
slow down and stop making me look like the old man I am.
Hey Jon, give me a break, will ya?

“Keep pumpin’, JB and all the guys. God knows you could
never handle a real job!”

Southside Johnny

“We love Bon Jovi for their great music that just keeps
getting better. We also love them for who they are. Jon, in
particular, has become a close friend we respect enor-
mously. He and [wife] Dorothea and their family are all very
special to us.

“Jon and Richie had the loyalty and courage to help in the
2000 campaign when the chips were really down, and we will
never forget it. At times during the campaign, Jon would join
our bus trips and jump ahead to warm up the crowd so that

Phote by Theo Wargo/Wirelmage.com

by the time we arrived they were at a fever pitch. Then he
would take off for the next stop without even pausing for rest.

“We have also seen the way he quietly pitches in to help lots of
good causes in his home state of New Jersey—such as providing
community-based health care to a lot of families that wouldn’t
have it otherwise—and the way he has used his arena football
team, the [Philadelphia] Soul, to make Philadelphia a better city.

“He really is a great guy who is passionate about music (and
acting) and compassionate toward people.”

Al and Tipper Gore in a joint statement

“Bon Jovi is the most viable of all the 1980s bands—as a
matter of fact, of the '70s, '80s or "90s [bands].

“When I was signing bands at Geffen, I first saw Bon Jovi on
‘American Bandstand.’ I thought they were interesting [and]
different. When I heard ‘Slippery When Wet,’ I thought it would
be the record that would change the course of music in the
1980s. And it did.

“I've been with Jon through all these years and have a lot of
memories. When no one would produce Cher in 1987, Jon and
Richie would. I've seen Jon and Richie play for 100 people in
a record store and 100,000 people in Moscow. And in both
cases, they gave their all.

“I also think back to dinners at Jon's house when we worked
at his home studio. We’d walk to his house for dinner [and after
dinner] Richie, Jon and I did the dishes in Jon's kitchen in New
Jersey! Jon is the most ‘un-prima donna’ person you'll ever meet.

“The ‘Behind the Music’ show on Bon Jovi was one of the
most boring, because there are no bad or crazy things to say
about the band. They are fun to work with and super profes-
sional, and they know how important it is to give people their
money’s worth. Jon always does. He was always a beautiful rock
star but now has become a world-class performer.”

John David Kalodner

Senior VP, Sanctuary Records

(Continued on page 46)
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THE NEwW JERSEY “FaB Four”...

JON, RICHIE, DAVID AND TICO,

100 Million

Congrotulations!!!!

FROM YOUR FRIENDLY NEIGHBORHOOD “POPE”,

JOHN°TITTA

P.S.

TO THOSE WHO SAID IT COULDN’T BE DONE...

"HELLO, LOSERS!!!”

Katie Agresta Vocal Studio

Private and Group Instructions - All Styles

“I've gotten results (with Katie) like I've never
seen with anything I've ever tried to do in my
life.” —Jon Bon Jovi

“Katie’s credentials are staggering. She is truly
a master teacher.”— CNN News

“The work we did together has been invaluable
to my career.” Cyndi Lauper

Students: ;
Jon Bon Jovi Steven Tyler Dave Matthews i
Cyndi Lauper Roger Daltry Richie Sambora
Annie Lennox David Bryan Phish

Lenny Kravitz Jackson Browne  Hiram Bullock

Paul Young Ernest Kohl Phoebe Snow

Peter Frampton Carole King Adam Clayton (U2)
John Pizzarelli Meatloaf Henry Rollins

Celebrating 20 years of teaching together!

Katie Agresta- Published author and founder of
Agresta Vocal Technique

Patrick Pfeiffer— Electric Bass and Author of
“Bass Guitar For Dummies”

“We've got your art down to a science”

119 W.88th Street-Suite 1B, NYC 10024

212-724-1083
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BON JOVI

Jon, Richie, David & Tico

WORLD LEADER IN AUTOMATED
XENON LIGHTING SYSTEMS

214.350.7696

SYNCROLITE.COM

Spoflight == e smsaame s

Congratulations

Continued from page 44

“Jon Bon Jovi is known around the globe as both a rock star
and a movie star. But to millions of Special Olympics athletes
worldwide, he is more than a star; he is a hero. He has believed
in our athletes and supported their efforts consistently over the
last 18 years, producing the kind of life-changing effects that
will outlast even the greatest of fame.”

Timothy Shriver

Chairman/CEOQ, Special Olympics

“First and foremost, why Bon Jovi was successful in the
1980s, 1990s and into this decade is the great music. And they
are great showmen. It’s nice to see a band so devoted to their
fans; they give it their all every night.

“Bon Jovi's music stands the test of time. Usually after five
years, the songs won’t test anymore. ‘Livin’ on a Prayer,” how-
ever, is one of the best-tested [WHTZ] Z100 [New York]| songs
of all time.

Tom Poleman

Senior VP of programming, Clear Channel Radio New York

PD, WHTZ New York

“I've been friends with Jon and Richie since 1983. You won’t
find two classier, more cooperative people in the business. I
know a lot of people in the business, and almost everybody
changes, but Jon and Richie are basically the same guys they
were when I met them.”

Scott Shannon

DJ, WPLJ New York

“Before I moved to Dallas, I was living on the Jersey shore.
I got to know Jon when I was coaching the Giants—he’s a
diehard Giants fan. He was just a young guy making his way in
the music business at the time.

“Through my travels around the NFL, he visits me. I saw him
in Dallas when he was doing a concert. He’s just a nice young
man. But, being a Jersey guy myself, I guess I'm a little preju-
diced.”

Bill Parcells

Head coach, Dallas Cowboys

“I've known Jon Bon Jovi since the early '80s, when he was
arunner at Power Station studios in New York. One thing’s for
sure, he’s a far better rock star than he was a delivery boy!”

Bob Clearmountain

Producer/sound engineer

“Jon Bon Jovi is a great talent, but more importantly, he is
a tremendous friend. He’s loyal, gracious, smart, fun and always
there.”

California Gov. Arnold Schwarzenegger and first lady Maria
Shriver in a joint statement

“Every time I have worked with Jon in any capacity, whether

BILLY JOEL: TREMENDOUS RESPECT

it be a benefit performance or a music-business function, he
has always been the consummate professional. He is what we
call a ‘good guy.’

“I have tremendous respect for Jon and his bandmate Richie
Sambora, who is an extremely knowledgeable musician. I wish
them all the best in their future endeavors.

“P.S.: Jon ain’t a bad actor, either!”

Billy Joel

“My relationship with Bon Jovi dates back to ‘Slippery When
Wet.” They were the opening act for .38 Special, and they were
coming into Atlanta. We were promoting that show. By the time
they got here, Bon Jovi was really the headliner.

“Right after that show played, we brought them back to the
Omni as the headliner. I think it sold out in 20 minutes, which
was unheard of back then.

“When [the band was] on hiatus and nobody knew if they'd
get back together or tour again, I got a call from Paul Korzil-
ius. He said Jon and Richie were coming into town and were
going to start working on writing a new record. They wanted
to know if I'd hang out with them for a few days.

“They always stayed at the Ritz Carlton, so I kiddingly said to
Paul, ‘Oh, I'm going to be running back and forth from my
house to the Ritz Carlton—for those guys I'd do anything.’

“Paul calls me back the next day and says, ‘I've got it all
worked out for you. They’re not going to stay at the Ritz Carl-
ton, they’re going to stay at your house. Jon figured that vou
were offering your house.’

“When the guys landed [in Atlanta], we picked them up
and made a phone call to 96 Rock [WKLS]—the guys want-
ed to say hi to DJ Katie Kylie. She asked, ‘What are you doing
in town?’ Jon says, ‘Richie and I are writing songs, and we're
staying at Charlie’s house.” By the time we got to my house,
there were kids all over waiting for us. It was ridiculous!

“lJon and Richie] were there for the weekend, and we had
a great time! You can't have a bad time with those guys. They
ended up writing some of the songs for ‘Keep the Faith’ that
weekend.”

Charlie Brusco

President, Alliance Artists Entertainment

CONGRATULATIONS JON,
RICHIE, TICO, DAVE & HUGH.

GLAD TO HAVE HELPED YOU SAFELY ARRIVE AT YET ANOTHER MILESTONE.
RAIN OR SHINE. DAY OR NIGHT. YOU KNOW WE'LL BE THERE FOR YOU.

LEO, RAY AND THE GANG AT PINNACLE LIMOUSINE INC.

PINNACLE LIMOUSINE INC.
771 ROUTE 34
MATAWAN, NJ 07747
877-765-1800
PINUMINC@AOL.COM
WWW.PINLIMINC.COM

46

www.billboard.com ¢ www.billboard.biz

www americanradiohistorvy com

BILLBOARD NOVEMBER 20, 2004

3
8
s
&
2
E
&
2
S
5
3
3
=
=
3
=
=
o
g
=3
£


www.americanradiohistory.com

One does not need to be a Wizard to be a fan

rYs

uce, _JEINWS . Y

\ ¢ .
s e e
i - AT
. 5 T :’
- . =
L R = §
2 } o : }
:;"
o e L &
{ &= -
Y M AL _
- “"v - ‘\

t? . | 7’ -

...but great rock music never goes out of fashion!

| am proud to have been your promoter and friend
for over 20 years

Ossy & the whole team at

/ wizard.promotions

KONZERTAGENTUR GMBH

Bruehlstr. 37 - 60439 Frankfurt - Germany - Phone +49 (69] 904359-0 - Fax +49 (69) 904359-11 - E-Mail: infol@wizardpromotions.de
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Communications, Inc

To: Jon, Richie, Tico and especially David

This Jersey girl has never been so proud to be one of 100 million
| am honored and humbled to be a part of the process.

With all my love,
Jir

p.s. My love to Paul, llene Cheryl and everyone else who makes it happen over
and over!

www.DavidBryan.com

Jill Siegel Communication, Inc. e Tel: 212.289.8533 o Fax: 212.410.0189 e tojsc@aol.com

305 East 86th Street, Suite # 2MW  New York, NY 10028

CONGRATULATIONS

JON, DAVID,

| RICHIE & TICO

FROM ALL OF US AT

count us among the 100 milliow.
thawmks, BON Jovi,
for letting us hitch a vide.

Rock-It Cargo USA | S438 W. [04+h Street | Los Angeles, CA 70045
West coast: 1-800-973-1529 | East coast: 1-800-973-1727 | www.vockitcargo.com

LAX o JFK ¢ ORD o PHL » SFO o MiA ¢ ATL « DEN ¢ LHR » TYO « MEX & more than 100 agents worldwide :

Spotlight mmes
Stage

| Continued from page 28

“Jon focused on international {markets] as much as domestic
|ones| throughout his career,” says Chris Dalston, the act’s inter-
national booking agent at CAA. “I>uropean and international audi-
ences are more loyal—they know they're going to get three hours
of rock'n’voll at a Bon Jovi show.”

Light attributes the shift to larger overseas venues to chang-
ing musical tastes in the United States. “America went through
a dramatic change in the late '80s and early *90s,” Light says. “The
advent of Nirvana and Pearl Jam was a huge shift, but Europe
didn’t feel that.

“Here our musical dynamic changed, and certain artists
were left unable to fit in,” he adds. “|U.S.] radio was extremely
fickle, but Jon continued to tour overseas in a fervor, and he
continued to make great music. So he was right there when
the pendulum swung back.”

There have been a number of large U.S. venues throughout
the band’s career that have brought in huge crowds every tour.
The most notable is Giants Stadium in East Rutherford, N.J.,
in the band’s home state.

The band has ended legs of its last two domestic tours at Giants
Stadium and has also played multiple shows at Continental Airlines
Arena, which is part of the Meadowlands Sports Complex that
includes Giants Stadium.

Light says that one of the highlights of Bon Jovi’s touring career
was the act’s Crush tour, which began as the single “It’s My Life”
broke through as a hit in 2000.

MAGICAL NIGHTS IN JERSEY

“Jon was convinced that it would be one of the biggest singles
[of the year], and he wanted to finish the tour at Giants Stadium,”
Light recalls. “At that point, it had been close to a dozen years since
they had played a U.S. stadium. To be at Giants Stadium for two
sold-out nights was pretty magical.”

Rob VanDeVeen, associate GM for Continental Airlines
Arena/Giants Stadium, says that seeing Bon Jovi at Giants Stadium
is the ultimate experience for a fan because it is a homegrown act.
He notes that the band has sold out a total of five stadium shows and
eight arena shows at the complex. “Bon Jovi is the No. 6 act of all
time at the Meadowlands Sports Complex,” he adds.

According to many promoters, Bon Jovi has been so successful
in the touring business because it has learned how to promote itself
and understands what will bring fans to its shows.

HORB's O’Connor notes that he has always supported Bon Jovi
because “they have always been fantastic about promotion and what
they can do in the marketplace. They have a philosophy of looking
at each market and how they stand there.”

Jerry Mickelson, co-president of Chicago-based Jam Productions,
also notes that Bon Jovi has been conscious of ticket prices through-
out its career.

“They have not forced fans to stay home because they have been
reasonable with their ticket prices. And they still earn money,” Mick-
elson says.

“Since 1997, when concert prices rose dramatically, we have seen
gross ticket sales increase and attendance decrease. This disturb-
ing trend continues to happen because people get greedy, but Bon
Jovi has not gone along with that philosophy.”

Additionally, the act has been adamant about playing both major
markets and secondaries. Light adds that the group will show up
in small venues when it is promoting a record and has played a show
in New Jersey almost every year specifically for charity.

Bon Jovi’s agents say that a big tour is expected next vear in sup-
port of the forthcoming boxed set, 100,000,000 3on Jovi Fans Can’t
Be Wrong . . .” Jam’s Mickelson and O’Connor already say that they
want to be on board.

“They have remained loval throughout the years, so I'd partici-
pate without a doubt,” says Mickelson, adding that a feeling of cama-
raderie between Bon Jovi and tour organizers began in the '80s.
“There was one tour |where| we would [have| courts to play bas-
ketball after the shows. They'd finish a show, take their showers and
then at one in the morning we’d all be playing basketball.”

Light notes that there are few bands that make their tour
cohorts feel welcome. “Jon has created a family around him,” he
says. “It’s like being in a fraternity. He gives out ‘Slippery When
Wet' medallions made from gold and diamonds—you have to
have worked on two tours to get one. [ am really part of some-
thing special.”
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Continued from page 34

“They keep coming, they always give great value for the
money and no matter what promo thing they’re doing, they
malke it something special,” says Greg Castell, managing direc-
tor of Mercury UK.

“I've worked [with] them three times,” he adds. “When [
was in the sales team in 1986, then around ‘Keep the Faith’
[1992] and the ‘Cross Road’ compilation [1994]. Then I left
again to go to Polydor, then I've done the last two albums.

“Without being corny,” he continues, “they’re among the
top three most professional bands I've ever worked with.
Whether it comes down to doing a full Wembley Stadium or
Hyde Park show or busking [street entertaining], you know
you're going to get something electric from them.”

U.K. LEADS GLOBAL SALES

Matt Voss, VP of international marketing at Universal Music
International, confirms that in terms of record sales, the Unit-
ed Kingdom is indeed Bon Jovi's best international market,
followed by Germany, and then Japan.

The band’s best-selling album worldwide is the greatest-hits
set, “Cross Road,” at 18.5 million, according to Island Records.
“Keep the Faith” comes next, with 8 million, and then 2000’s
“Crush” at 7.4 million.

“It’s rare to have an artist which not only defines its genre
as Bon Jovi did, but can then go on to transcend that genre
and find a whole new generation of fans,” Voss notes. “Bon
Jovi have the ability to connect to their audience at every level.

“Look at the show in [London’s] Hyde Park last year,” he
continues. “The band [members] were as comfortable playing
their music to 90,000 people in London on a Saturday night
as they were in the relative intimacy of a few hundred diehards
in Atlantic City [N.J.] four months later for the recording of
the ‘This Left FFeels Right’ DVD.”

Castell also recalls the massive Hyde Park gathering as a
high point. “I've got a great picture in my office of the hand
playing [that show|, and it was taken from the air, so all you
see is Hvde Park full of people. It’s incredible.”

The band’s 1986-87 touring season was crowned with a per-
formance at the Monsters of Rock show at England’s Castle
Donington. By early 1990, Bon Jovi was ending another enor-
mous global tour that had lasted through 16 months and 237
shows. The end of that year brought a further huge event
emphasizing the band’s global reach, as it played a New Year’s
Eve show at the Tokyo Dome in Japan, broadcast by MTV.

ADMIRABLE WORK ETHIC

“I remember doing an in-store with them once in Scotland,”
Castell says, “and they literally flew from Portugal, did the in-
store and got back in the plane so they could get to Spain the
same day to do the gig there in the evening. It’s that relentless
push to make the most of every opportunity that | admire. I'm
sure many record companies would like to train that work
ethic into all their bands.”

Castell also points to the band’s remarkable run of five con-
secutive No. 1 albums in the United Kingdom from 1988's
“New Jersey” to 2000’s “Crush.” The 2002 album “Bounce,”
released in urope two weeks before its U.S. debit, opened at
No. 1 on the Pan-European Top 100 Albums survey. 2003’s
“This Left Feels Right” opened on that chart at No. 3, fuelled
in particular by debuts at No. 3 in Germany and No. 4 in
Britain. Further afield, it was, typically, an instant top five
record in Japan.

Castell is convinced that the band’s commitment to travel-
ing and attention to detail are the secrets of its extraordinary
survival across two full decades.

Remembering one imaginative promotional gambit in Lon-
don, he says: “They decided they were going to go busking,
and we had real problems getting any kind of permit to busk
anywhere.

“They managed to find a church step in Covent Garden
which wasn’t technically on council land, and they busked on
the church step. The whole of Covent Garden was packed with
people, and there was nothing anyone could do.

“It’s that kind of inventiveness about them, it’s really special.
We always look forward to them coming, because we know we
can rely on them.”

Jon, Richie, Tico, David & Hugh,

Thanks for the wild ride
(on that steel horse).

It has been indescribable.....
and we'll leave it at that.

Y ou have been great friends,
clients and inspirations.

Here's to a hundred
million more.

Love and respect,

Michael Guido, Rosemary Carroll, Elliot Groffman
Jennifer Justice, Janine Small, Rob Cohen,
Gillian Malken and everyone at
Carroll, Guido & Groffman, LLP
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JON, RICHIE, TICO, DAVID AND HUGH

FROM 1986 AND INTO 2006

NOTHING BUT THE BEST TIMES

P.S. JON, THANKS FOR DOING THE DISHES, YOUR MOM ALWAYS SAID YOU
WERE A GOOD BOY!

CHARLIE BRUSCO
&
ALLIANCE ARTISTS, LTD

PHYLLIS CINDY JULIE STERLING
MCLAY BRUSCO ANDERSON BACON

Spetiight mms

Bon Jovi

Continued from page 40

A greatest-hits set, “Cross Road,” arrived in 1994. It yielded

the top five hit “Always,” which was certified platinum and.

stayed on the Hot 100 for 32 weeks. The album has sold 18.5
million copies worldwide, according to the label.

Bon Jovi’s fan base “grew up with them and stayed with
them,” says Joe Nardone Jr., head buyer and co-owner of
Wilkes-Barre, Pa.-based chain Gallery of Sound. He describes
the act’s catalog as “very strong,” particularly “Slippery When
Wet” and “New Jersey.” He adds, “Every day we sell something.”

The album “These Days” arrived in 1995 amid more change.
Sonic shifts were apparent: The CD’s production had less bom-
bast but still rocked, its lyrics evidenced heightened social
awareness and the love songs were less optimistic. Bassist Such
was no longer with the band, and hip-hop and nii-metal rose
on the charts. Nevertheless, Bon Jovi again reached platinum.

“Along with some really great songwriting, they know when
to put a fresh coat of paint on themselves,” says Bruce Gillmer,
senior VP of music and talent relations at VH1. “They don’t nec-
essarily ever have to reinvent themselves, because they have such
a successful formula, but they know when to freshen it up a bit.”

The band realizes there is more to reaching the top than enjoy-
ing the view. “Every time you’re a band like us that [has] the kind
of record sales we were having, you need to go work your ass off
all over the globe to catch [those] record sales,” Sambora says.

While on tours to support “These Days” and “Cross Road,”
Bon Jovi played in 42 countries, including India, across the
Pacific Rim and Central America.

Although boy bands and teen pop knocked rock off the radio

BON JOVI SIGNS AUTOGRAPHS AT THE LAUNCH OF THE PHILADELPHIA SOUL
ARENA FOOTBALL LEAGUE TEAM

in the late '90s, Bon Jovi experienced another boom. It turned
anew generation on to its music with the 2000 album “Crush,”
thanks to the success of the single “It’s My Life,” which peaked
at No. 33 on the Hot 100.

After Universal and PolyGram merged in 1998, Bon Jovi’s
longtime label, Mercury Records, was dissolved and the band
moved to Island Records. Munns, who was PolyGram’s global
head of marketing at the time, left the company. But Bon Jovi
recruited him as a consultant to oversee marketing for “Crush.”

The band “did the work again,” Munns recalls, describing his
strategy as a grassroots plan that Island Records supported. “They
did the work sort of like all the things a new artist does. Bon Jovi
is never too proud to do what it has got to do. Its ego doesn’t get
in the way of what it needs to do to be a successful band.”

Bon Jovi followed “Crush” in 2002 with “Bounce,” a studio
album greatly influenced by the events of Sept. 11, 2001, and
then “This Left Feels Right,” a 2003 release that featured rere-
cordings of a dozen of the band’s greatest hits.

The hiatus in the early "90s taught the band that taking time
off to pursue other interests keeps it strong as a unit. Sambo-
ra has scored music for TV and film. Bryan writes music for
theatrical productions. Torres is a painter/sculptor and art
gallery owner who also created the Rock Star Baby line of infant
clothing. Bon Jovi is involved with politics and co-owns the
Arena Football League team Philadelphia Soul.

And he is an actor, appearing on TV series “Ally McBeal” and
in movies including “Moonlight and Valentino” (1995), “Lead-
ing Man” (1996), “Little City” (1997), “No Looking Back”
(1998), “U-571" (2000), “Pay It Forward” (2000) and “Vampires:
Los Muertos” (2002).

(Continued on page 51)
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Continued from page 30

What has enabled the band to remain together, either musi-
cally or in terms of personalities?

Bon Jovi: As a band? I think that first and foremost, we were
friends. We were always friends. The greatest compliment I can
tell you about Richie Sambora is that you'd be lucky to call him
your friend. That’s how loyal the guy is.

[ think that we see through each other’s faults. That’s been part
of the learning process of truly becoming friends and not just busi-
ness associates. This has never been one of those bands that [took]
separate cars to the gigs and [stayed in] different hotels. We truly do
enjoy each other’s company. We still laugh when we're together.

Sambora: It's impossible to pinpoint one thing. Everything that
we’ve been talking about: just our dedication to songwriting, our
dedication to our fans, our dedication to our live performances,
our dedication to evolution, just to continue showing up. You have
got to show up. No. 1 thing: Try. [You] can't be afraid. Do whatev-
er it takes to stay up there, to be an important part in the business

Bryan: [ would say musically the reason we’ve endured, it goes
right back to 1984. [The] musicianship in this band supercedes
the music of this band. We're wildly talented in different direc-
tions, and vet we can play rock'n’roll.

We're in it too long to get divorced, you know? It’s too much fun,
and I think Richie said it best when he said, “We need to get out
of the house.” We just need an excuse to get out of the house. We
can’t break up the band, we got to get out of the house! 1t’s too
much fun. It’s a blast.

Bon Jovi

Continued from page 50

The outside projects don't hurt the band’s visibility, either.
“This is a band that continues to do things for their fans and
certainly is always keeping [a high] profile,” Calderone says.
“Even when they’re not in |a record] cycle, you always hear
about them, or Jon’s in a movie or a TV show . . . Staying in
front of people—I think that’s really important and the fans
really appreciate that.”

Bon Jovi does go to significant lengths to connect with its fans.
Whether it’s a contest to win the house that belonged to Bon
Jovi's parents (a legendary MTV promotion), a backyard barbe-
cue with the band or kicking off the NFL season with a free con-
cert in Times Square, Bon Jovi remembers who supports it.

Torres says, “When I sit in front of an audience, there could
be 50,000 or 100,000 out there, and I'll find that one person,
it’s usually a guy that’s not into it because his sister or girl-
friend or wife dragged him down. And [ work on this guy. 1
look at him, and 1 work and work and work, and then finally
by the end of the night he’s clapping and he’s singing.”

The band’s commitment to fans is evident again in the
preparation for “100,000,000 Bon Jovi Fans Can't Be Wrong
..." The band invited fans to offer comments that are includ-
ed in the boxed-set package. It also launched American XS
Platinum, a premium level of membership in its fan program
that allows participants to gain access to exclusive footage
online, additional boxed set content and passwords for pre-
sales on concert tickets.

And the band already has recorded its next studio album,
with a release planned for spring 2005.

When asked which band or individual achievernents he is
most proud of, Bon Jovi replies, “There’s too many to list, and
I don’t mean that lightly.

“The Soviet Union, when the wall was still up, playing
Lenin Stadium, that was pretty big. The three nights at
Wembley [Arena in London] at the stadium or the nine
nights in the arenas here in the New York area, and the ‘Slip-
pery’ tour or the 51 singles or the 100 million albums, it
goes on and on and on,” he says.

“Just being here is the greatest accomplishment of all. And
being here not in a nostalgic kind of way, not in a career ret-
rospective. It's just one chapter in the book.”

Additional reporting by Troy Carpenter in New York.
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Stakes Are High For Chingy's Second Set

BY GAIL MITCHELL

Chingy literally hit the jackpot in
2003.

The rapper’s first single, “Right
Thurr,” mushroomed to reach No. 2 on
The Billboard Hot 100 and the Hot
R&B/Hip-Hop Singles & Tracks chart.

Then, his debut album, “Jackpot,”
spun off the top five R&B and pop
hits “Holidae In” (featuring Snoop
Dogg and Ludacris) and “One Call
Away,” propelling its sales to 2.8 mil-
lion copies, according to Nielsen
SoundScan.

Can lightning strike twice? The
answer will begin taking shape Nov. 16
with Capitol's release of “Powerballin’.”

This is no ordinary street date: Nov.
16 and 23 have been dubbed “super”
Tuesdays, because new projects from
several major acts will roll out on or
around those dates (see story, page 3).
Thus, Chingy finds himself up against
Eminem, Destiny’s Child, Lil Jon & the
East Side Boyz and Snoop Dogg.

Eminem, Destiny’s Child and Snoop
pushed up their release dates to break
free of the juggernaut and help quell
the illegal downloading frenzy. But
Chingy and Capitol are holding steady.

“I'm not intimidated; I can hold
mine,” Chingy declares during a
break in taping an appearance on
“The Tonight Show With Jay Leno.”
“If you make good music, people will
appreciate it.”

Capitol senior director of market-
ing Robert Redd says, “At some point
you have to draw the line and put out
the record. We couldn’t count on
where anyone would be, so we held
our ground.”

Joining him are producers the Trak
Starz (also behind “One Call Away”),
David Banner, Keith McMasters, Vudu
and the Beatstaz. The set also features
cameos from Janet Jackson, R. Kelly,
Nate Dogg, Lil’ Wayne and Chingy’s St.
Louis clique, the Git It Boyz (G.1.B.).

RED CARPET ROLLOUT

With an eye on fortifying Chingy’s
urban base while maintaining his
mainstream appeal, Capitol is mount-
ing an aggressive marketing campaign.

In association with the label, EA
Sports is spotlighting tracks from
“Powerballin’ ” on two new video-
games. “I Do” can be heard on “Need
for Speed,” while “Fall-N’,” featuring
G.I.B., appears on “NBA Street.”

R

| CHINGY: SCOREDTHREE TOP FIVE HITS
~ " FROM HIS DEBLT ALBUM

Taking the sports connection further
is a Brand Jordan promotion that
included Chingy presenting the ball at
the TVT-televised Nov. 11 Denver
Nuggets game and manning a post-

game meet-and-greet with the
Nuggets’ Carmelo Anthony.

Chingy is participating in Target Red
Room, a series of private after-parties
sponsored by the retailer. Among the
holiday radio shows on tap are top 40s
WNOU Indianapolis, WIOQ Philadel-
phia and WLKT Lexington, Ky., as well
as R&B/hip-hop WAMO Pittsburgh. He
is also discussing a possible tour with
Juvenile at the top of the year in 1,500-
to 2,500-seat venues.

A multitiered retail campaign will
encompass major chains and mom-
and-pop stores. The cornerstone is a
special-edition CD featuring three
bonus tracks and a bonus DVD. Only
150,000 copies will be available.

A slew of TV appearances are set,
including the American Music Awards,
the Vibe Awards, “Total Request Live,”

“106 & Park” and “The Ellen De-
Generes Show.” DeGeneres will appear
in an American Express ad that airs
later this month with Chingy's “Balla
Baby” as its musical backdrop.

Avideo for the remix of “Balla Baby”
will bow on BET the week of Now. 15,
according to Redd. The single is No. 19
on Hot R&B/Hip-Hop Singles & Tracks
and No. 20 for a second consecutive
week on The Billboard Hot 100.

Chingy was Launch’s artist of the
month for October. He is also a fixture
in the ringtones marketplace, with
“Balla Baby™ at No. 8 on the Billboard
Hot Ringtones chart this issue.

“You're being heard, and that’s
cool,” Chingy says about the ringtones
hook-up. “When people’s phones ring
and your beat pops up, it keeps you in
their heads.”

West Makes Nonprofit Call

Exclusive Ringtone For Boost Mobile Raises Funds For Charilies

Signaling the potential of the fast-
growing ringtones market, Boost
Mobile has raised more than $20,000
for three youth organizations
through sales of its “Anthem” mas-
ter ringtone. The track, produced
exclusively for Boost by Kanye West,
features original lyrics by Ludacris
and Dr. Dre protégé the Game.

“Anthem” doubles as the sound-
track for Boost Mobile’s TV ad
campaign, which incorporates the
tag line “Where You At?” Cus-
tomers can download the ringtone
from the company Web site for $1.
Proceeds benefit United Negro
College Fund, the Ludacris
Foundation and Chicago State
University Foundation.

“This is a fully integrated cam-
paign,” Boost Mobile VP of marketing
Darryl Cobbin says. “Our desire was
to create content that doesn't just
compete in wireless but in any [for-
mat] that targets young people. And
instead of just marketing to these
young people, we also wanted to
give something back.”

Boost Mobile is a division of
Nextel Communications.

Ludacris' new set, “The Red Light
District,” bows Nov. 23. The Game

sits at No. 58 on the Hot R&B/Hip-
Hop Singles & Tracks chart with his
first single, “Westside Story.”

Billboard introduced its Hot
Ringtones chart in the Nov. 6 issue.
Currently holding down No. 1 on
the chart is “My Boo” by Usher and
Alicia Keys.

WHERE THERE’S A WILL: Dionne
Warwick isn't the only R&B artist
harboring visions of sugarplums
(billboard.biz, Sept. 3). R&B/smooth

Sample guest on the album.

Also contributing a song is Brenda
Russell, who co-wrote Downing’s
recent single, “Don't You Talk to Me
Like That.”

“Iwanted to do an album like the
holiday albums I grew up listening to
... in the vein of Nat ‘King’ Cole,” says
Downing, whose next studio project is
due in summer 2005. I just want peo-
ple to feel good when they hear the
record now and 20 years from now.”

In support of the album, Downing

Downing has
also recorded his
first Christmas
album.

GRP Records
unwrapped
“Christmas, Love
and You” Nov. 9.
In addition to
rendering such
standards as
“White Christ-

jazz vocalist Will

sBlues.
Jd

By Gail Mitchell

gmitcheli@billboard.com

hm

mas” and “The

First Noel,” Downing sings three orig-
inal tunes that he co-wrote, including
“Christmas Time After Time.” Reggae
artist Jabba, guitarist/vocalist Jona-
than Butler and keyboardist Joe
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< " E Systems
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Attending a Miami press conference that previewed Boost Mobile’s “Anthem”
TV ad are, from left, Boost Mobile VP of marketing Darry! Cobbin, New Orleans
Hornets’ Baron Davis, G-Unit newcomer the Game, Kanye West and DJ Clue.

will embark on a holiday tour. A Soul-
ful Christmas . . . and More will
include special guests Vesta, Kirk
Whalum and Phil Perry, along with
musicians on the new album. The
limited engagement starts Nov. 26 in
Washington, D.C., and ends Dec. 10
in Atlanta.

MUSICAL NOTES: R&B icon Isaac
Hayes was inducted into Holly-
wood’s RockWalk Nov. 4 . . . Stevie
Wonder’s ninth annual House Full
of Toys benefit concert decks the
halls of the Los Angeles Forum Dec.
18 ... Singer/songwriter/producer
Leon Ware does “R&Bossa” on “A
Kiss in the Sand,” due Feb. 1, 2005,
on his own Kitchen Records.
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German Rap Is
Fantastischen

This week’s column was written by
London bureau chief Emmanuel
Legrand.

It has now been close to 15 years
since German rap band Die Fan-
tastischen Vier made its mark in
Germany, and the act’s popularity
shows no signs of waning.

What the quartet brought to the
local scene was the notion that home-
bred. German rap could be popular,
and that it was possible to express
oneself in the hip-hop genre using
Germany’s own language. '

Since then, the German rap scene
has blossomed, but the Vier occupy a
special place. They are revered as god-
fathers of the scene, and still one of
its most potent forces.

On Sept. 27, the band released its
latest album “Viel (More)” (Four
Music/Columbia). It bowed at No. 2
on Media Control's German and Aus-
trian sales charts and debuted at No.
12 on the Billboard European Top
100 Albumns. It has since taken up
residency in the German top 10.

The band has built a small, Berlin-
based business empire, which includes
a label (Four Music, formed in 1996,
affiliated with Sony), a publishing unit
(also named Four Music) and a talent
agency (Four Artists). The band mem-
bers are co-owners of the companies.

“Die Fantastischen Vier have a
special status in Germany,” explains
Berlin-based radio consultant/
researcher Mario Colantonio at Radio
Research Europe. “When they started
in 1991, they were really cutting edge
and it took them a while to get radio
airplay. The real break for urhan music
in general took place in Germany in
the late '90s. Now, there's a new gener-
ation of more hardcore hip-hoppers
that has emerged. They probably are
not as relevant and their music is
almost considered mainstream, but
they have played a key role.”

A RASCAL WORTH A TRY: Long con-
fined to the underground, the British
rap scene shows stronger signs of
reaching the mainstream.

The Streets have so far been the
most successful act in the new gener-
ation of homegrown hip-hop acts, but
another artist grabbing a lot of atten-
tion lately is Dizzee Rascal. a 19-year-
old rapper from East London.

Rascal, aka Dylan Mills, first rose to
attention when he won the Mercury
Prize in 2003 with his debut album,
“Boy in Da Corner,” beating in the
process such heralded acts as Radio-
head, Coldplay and the Darkness.

Rascal emerged from the London
pirate radio scene and was spotted
by A&R executives at XL Record-
ings, home to Prodigy and part of
Beggars Group.

Beatss
Rhyl;nga

A year after the groundbreaking
“Boyv in Da Corner,” which has
shipped 250,000 copies. according to
British industry body BPI. Rascal
delivered “Showtime™ (XL Record-
ings) in early September. The new
album provided similar cutting-edge
music, deeply rooted in UK. garage
and jungle styles, with Rascal’s dis-
tinctive high-pitched voice and
staccato delivery.

“Showtime” was certified gold in
the United Kingdom at the beginning
of Novemnber for shipments in excess
of 100,000 units, according to BPI.

The set’s second single, “Dreams,”
released Nov. 8 in the United King-
dom, uses part of the chorus to
“Happy Talk,” a tune from the Rodgers
& Hammerstein musical “South
Pacific.” It is sampled from a 1982 ver-
sion by Captain Sensible, a former
member of punk band the Damned.

Rascal recently opened for Jay-Z at
the 15.000-seat Wembley Arena, and
he has just started his first headling
tour of the United Kingdom.

The rapper says he is inspired by
the works of production team the
Neptunes. He is also remixing a track
from Beck’s forthcoming album,
“Hell Yeah,” due early next vear.

Rascal’s debut album has made
him one of three British acts nomi-
nated for the Shortlist P’rize, along-
side Franz Ferdinand and the Streets.
The awards will be held Nov. 16 at the
Wiltern Theater in Los Angeles.
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7 Breathe 46 Only U Karma
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Diary 32 M35 Knuck if You Buck Flap Your Wings
ALCIAKEYS (J/RMG] || CRIMEMOB (BME/REPRISEAARNER BROS) NELLY (DERRTY/FU' REELUMRG!
Shorty Wanna Ride 128 Take Me Home Bridging The Ga
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Goodies 33 Used To Love U 163 Dammit Man
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New York 47 } 61 Whatever Forever, For Always, For Love
JARULE {THE INC/DEF JAM/IDJMG) gl | JILL SCOTY (HIDOEN BEACHEPIC/SUM) LALAH HATHAWAY {GRPIVERVE]
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LIL SCRAPPY (BME/REPRISEWARNER BRUS ) o PRINCE (NPG/COLUMBIA/SUM) R KELLY & JAY-Z (DEF JAM/JIVE/ZOMBA!
Dangerously In Love You're My Everything Make U
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Oye Mi Canto Gotta Go Solo I've Got Your Man
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Travk service, 142 stations are electronically monitored 24 hours a day. 7 days a week. Songs ranked by gross impressions, computed by Cross-referencing exact times of airplay with Arbitron listener data
Tri:. data is used to compile the Hot R&B/Hip-Hop Singles & Tracks chart. frindicates titte earned HitPredictor status in research data provided by Promosquad
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| FABOLOUS {DESERT STORM/ATLANTIC) 5 Lose My Breath
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RESENTLY TESTED SONGS WITH TOP 10 CALLOUT POTENTIAL

LL COOL. J
Bash IDJMG

CIARA

", 2 Step ZOMBA

Lil. JON & THE EAST SIDE BOYZ
What U Gon' Do TVT

LUDACRIS
Get Back DIMG

TERROR SQUAD
Take Me Home UMRG

KEYSHIA COLE
i Changed My Mind INTERSCOPE

-ADAKISS
L Make Me Wanna INTERSCOPE

GUERILLA BLACK
Yau're The One VIRGIN

URBAN MYSTIC
V{1ere Were You WARNER BROS.

MNELLY
Over And Over UMRG

MELLY
Nz-NaNa-Na UMRG

NE®™ RELEASES WITH TOP 10 CALLOUT POTENTIAL
NO NEW SONGS SHOWED
TOP 10 CALLOUT POTENTIAL
THIS WEEK

|22 Baby It's You
: J0J0 (DA FAMILY/BLACKGROUND/UMRG]
18 Sunshine
I LIL' FLIP FEAT. LEA {SUCKA FREE/COLUMBIA/SUM)}
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22 My Place/Flap Your Wings
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413 Lean Back

Compiled from a national sample of data supplied by Nieisen
Broadcast Data Systems. 59 rhythmic airplay stations are elec-
tronically monitored 24 hours a day, 7 days a week. Songs ranked
by number of detections. @ Songs showing an increase in detec-
tions over the previous week. regardiess of chart movement. A
song which has been on the chart for more than 20 weeks will
generally not receive a bullet, even 1if it registers an increase in

TERRDA SQUAD [SAC/UNIVERSALUMAG}
— —a

@ eords with the greatest sales gains. € 2004, YNU Business Media,
Inc. 2 d Nielsen SoundScan, Inc. All nghts reserved. Compiled by Nielsen
SounaSean from a national subset panel of core R&BMIp-Hop stores. This data
is us’ to compile the Hot R&B/Hip-Hop Singles & Tracks chart

detections. The rhythmic airplay chart runs at a deeper length in
Airplay Monitor, ~ Billboard  Information  Network, and
billboard.com. rindicates title earned HitPredictor status in

REZNTLY TESTED SONGS WITH TOP 10 CALLOUT POTENTIAL
LIL. WAYNE
G3 D.J. UMRG

Li_ JON & THE EAST SIDE BOYZ
Wtat U Gon' Do TvT

LUDACRIS

Get Back IDJMG

CUERILLA BLACK
Yen're The One VIRGIN

JADAKISS
U Make Me Wanna INTERSCOPE

research data provided by Promosquad. © 2004, VNU Business Qther radio formats and hitpredictor [egend located in chart section

Media, Inc. All nghts reserved
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& Alhums with the greatest sales gains this week @ Recording Industry Assn Of America [RIAA] certification for net shipment of 500,000 aibum units {Goid). A RIAA certification for net shipment of 1 mil-
o E?IIIBL/IXTEIN%EJBR(mgzuD)EZ Todo El Ano | 49 lion units {Platinum). @ RIAA certification for net shipment of 10 mitlion nits (Diamand} Numeral foilowing Platinum or Biamond symhol indicates album's muft-platinum leve!. For boxed sets, and double
albums with a running tme of 100 minutes or more, the RIAA multipiies shipments by the number of discs and/or tapes RIAA Latin awards: © Centfication for net shipment of 106,000 units {Oro}. /1 Certifica-
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LATINFLAVA 1014 (.98 CO} marked EQ, and &l other CD prices, are equivalent prices, which are projected from wholesale prices. Greatest Gainer shows chart’s largest unit increase. Pacesetter indicates biggest percentage growth.
2 Heatseeker Impact shows albums removed from Heatseekers this week. l[N] indicates past or present Heatseeker title. © 2004, VNU Business Media, Inc., and Nielsen SoundScan, Inc. All rights reserved.
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RIAA, SoundScan: Latin Sales Up

BY LEILA COBO

For the first time in two years, the
growth in Latin music sales reported
by Nielsen SoundScan is mirrored by
shipment numbers from the Record-
ing Industry Assn. of America.

According to the RIAA's midyear
figures, released Nov. 4, shipments of
Latin music grew by 21.5% in units
and 18.2% in value in the first six
months of 2004, compared with the
same period last year.

This is the first time in four years
that the RIAA has registered growth in
shipments of Latin music. The good
showing is attributed to a strong
release schedule coupled with new
anti-piracy efforts aimed specifically at
the Latin market (Billboard, April 10).

The upswing in the market was led
by CDs. Shipments of the format
went from 17.7 million units in the
first six months of 2003 to 21.2 mil-
lion in the first six months of 2004.
The value of CD shipments rose
15.9% to $277.9 million.

Total shipments of Latin music for
the first six months of the year were
21.9 million units, with DVD ship-
ments making up the remainder of
the total.

The RIAA's numbers are significant
not only because they finally point to
an upswing in the marketplace, but
also because they jibe with Nielsen
SoundScan data.

Since 2002, Nielsen SoundScan
has reported increasing sales of Latin
music, mostly attributed to the

January-June 2004

Format Units  Dollars
CcDh 21201 A¥T 938
Cassette =53 -474
Music Video 2 40 |
DvD 726 12,481
TOTAL | 21873 2894904

Latin Music Shipments: Midyear Scorecard

{In thousands, at suggested list price, net after returns)
lanuary-June 2003

Linits  Dollars Units  Dollars
17,663 239723 20,0%  15.9%
132 1,642 -140. M -128.9%

2 41 | -192.8% -1992%

208 3,570 24950 222.5%
18,005 245275 2150  18.2%

Source; Becoeding Industry Assn, of America; Latin music is defined a5 product 55% or mose in Spanish language.

Percent Change

genre’s growing presence among
mass merchants. Conversely, since
2000, the RIAA has registered a steady
decline in Latin music shipments,
attributed to the general music-
industry crisis, coupled with the
genre’s disproportionate physical
piracy and the decline of Latin mom-
and-pop retailers.

Now, the RIAA and Nielsen Sound-
Scan numbers are at least trending
the same way.

According to Nielsen Sound-
Scan, 14.1 million Latin units were
sold from January to June, vs. 12
million in the same period the year
before. If the trend continues, 2004
will end as the strongest year ever
in Latin sales, according to Nielsen
SoundScan.

As for the RIAA's numbers, despite
the rebound, shipments are not even
close to their glory days. In 2000, for
example, net shipments of Latin
music were 49.3 million units. In
2003, they were 38.6 million.

But Rafael Fernandez, VP of Latin
for the RIAA, calls the growth
“impressive and encouraging.”

“The Latin street piracy problem is
still severe, but our investment in new
anti-piracy initiatives and our ex-
panded work with law enforcement
agencies is beginning to pay off,” he
said in a statement.

Recap: Notable Latin Chart Bows

BY LEILA COBO

The past 12 months have seen a
surge of new Latin record companies
on the Billboard charts. Here is a look
at new labels that are seeing their first
chart activity, as well as slightly older
imprints that are making their debuts.
Labels are listed alphabetically.

¢ El Cartel Records: Based in Puerto
Rico, El Cartel is home to its founder,
Raymond Ayala, aka Daddy

e Latinflava: The newly launched
New York-based label belongs to the
larger Contemparary Holdings and
Equities, whose acronym, not coinci-
dentally, is CHE (as in Ché Guevara).
The company was founded by British
producer Adam Kidron. Latinflava,
headed by Ney Pimentel, specializes in
urban Latin music and is distributed
by CHE’s Urban Box Office. Latinfla-
va's first success story is the debut
release from Mosa. The act is enjoying
strong sales thanks to

Yankee. Ayala runs El Car-
tel with help from his wife
and brother. He is the
label’s only artist. Market-
ing and promotion are
overseen by independents,
and Universal Music &
Video Distribution handles

Perfect Image

e Perfect Image Records: Originally
launched as Real Music late last year,
Perfect Image’s first signing was reg-
gaeton artist Ivy Queen. Based in Miami,
the label specializes in urban Latin
music, and its roster now includes Ile-
gales, Tribales, Top 4 and Fito
Blanko.The label was founded by TV pro-
ducer Anthony Perez. Perfect Image is
distributed by UMVD through an agree-
ment with Universal Music Latino.

e SGZ Records: The Miami-based
company founded earlier

this year by former WEA
Latina president George
Zamora and Grammy
Award-winning producer
Sergio George specializes in
tropical music. Chart suc-

distribution through a deal
with VI Music.

e Flow Music, Mas Flow: Founded
in 1996 by DJ Nelson, reggaetin label
Flow Music was previously independ-
ently distributed. The label recently
signed a deal with UMVD, which will
give Flow’s acts prominence. Current
chartings are Nelson, Noriega and
Lunnytunes, who records on Flow
spinoff label Mas Flow. Flow Music is
based in Puerto Rico with Danny San-
tana acting as GM.

unorthodox distribution
and a $6 CD price.

® New Records: Although it launched
four years ago, New Records debuted
on the Billboard Top Latin Albums
chart this summer with Baby Rasta &
Gringo's “Sentenciados.” The Puerto
Rico-based label, founded by impre-
sario Luis “Nando” Caballero, spe-
cializes in reggaeton. It is now dis-
tributed by UMVD but handles its own
marketing and promotion. Other acts
include Cheka.

cess has been quick, with
Tito Nieves' single “Fabricando Fan-
tasias” peaking at No. 1 on the Tropical
Airplay chart in August.

e Vene Music: The indie labe] that
belongs to entertainment company
Venevision International, Vene Music
launched in early 2003. Initially, the
Miami-based label released compilations
and concept albums. But last spring, it
released Juan Luis Guerra's “Para Ti.”
Vene is now signing new acts. The label
distributes its releases through agree-
ments with different distributors.

The Thriving Sound
Of Thrive Records

Los Angeles-based, RED-
distributed Thrive Records has
been on a roll this year, culminat-
ing with two high-profile North
American signings: Grammy
Award-winning Deep Dish and
Mercury Prize-winning Roni Size.

Deep Dish—DJ/producers Ali
“Dubfire” Shirazinia and Sharam
Tayebi—will deliver three studio
albums and two DJ-mixed sets.

SIZE; THRIVE 15 THE RIGHT SIZE

The pair’s hotly anticipated
sophomore studio album, due in
March 2005, is preceded by the
global dancefloor smash “Flash-

More recently, the Thrive record
label released a handful of success-
ful DJ compilations, including
Sander Kleinenberg’s “This Is
Everybody Too,” Paul Oakenfold’s
“Creamfields” and Seb Fontaine’s
“Perfecto Presents . . . Type." Oak-
enfold’s Perfecto label, which is
licensed to Thrive in the United
States, put out the “Creamfields”
and “Type” albums.

Perfecto/Thrive releases for
2005 include new signing DJ
Skribble’s “Perfecto Presents . . .
Skribble: Spring Break 2005" and
the Oakenfold-helmed sound-
track to the Spike TV reality
show “The Club” (Beat Box, Bill-
board, Nov. 13).

Simply put, Vinas wants
Thrive to be a label for “viable
electronic artists—while also
evolving from that. With these
new artist signings, the label’s
wheels are turning and shifting.
In today’s industry, the possibili-
ties are many for an independent
label like Thrive.”

TIDBITS: Morel’s “Cheerful”—
from the artist’s sophomore
album, “Lucky Strike” (Yoshitoshi
Recordings)—has been licensed
by Electronic Arts for use in its
interactive videogame “UEFA
Champions League 2005.”

dance,” which arrives
in January. (The single
was available for a
short time from the
duo’s own label, Yoshi-
toshi Recordings.)

On Nov. 2, Thrive
issued “Returnto V,”
the new recording
from drum’n’bass pio-
neer Size, whose
licensing deal covers
three discs.

Beat
Bo‘xm

By Michael Paoletta

mpaoletta@billboard.com

With the majors
“streamlined to do huge records,”
Thrive founder/president Ricardo
Vinas says, it is an exciting time to
be an indie, “particularly for those
of us that got through the last
couple of difficult years.”

This has greatly affected the
signing and licensing of bands,
Vinas acknowledges. “The playing
field has become more realistic
and more fair,” he explains.

With majors no longer an inte-
gral part of the dance music
equation, independent labels can
spend less money to get the acts
they want. “Then, it was difficult
to compete with the big mon-
sters. You needed a huge wallet.
Now, you can get more with less.’

Earlier this year, Vinas launched
Thrive Pictures, which has several
projects in development. Vinas hopes
to have Thrive's first feature film
ready for mass consumption in 2006.

H

Speaking of Yoshitoshi
(again), the Deep Dish-helmed
label—in a special arrangement
with distribution/label manage-
ment firm Prommer—is now
distributed by Caroline in the
United States. The deal covers
CDs (exclusively) and 12-inch
vinyl singles (nonexclusively).

Home Vision Entertainment will
release a DVD of Dutch director
Robert Jan Westdijk’s 1998 black
comedy “Siberia” Jan. 18, 2005.
The film was scored by one of his
fellow countrymen, DJ/producer
Junkie XL.

FOR THE RECORD: In the Nov. 6
issue, we reported that “The
Underground” by Celeda peaked
at No. 2 on the Billboard Hot
Dance Club Play chart. We stand
corrected. The track topped the
chart in the Jan. 13, 2001, issue.
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