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Report on the US Concert Industry 

2004 Fundraising and Concert-Rally Opportunities for the Howard Dean for America Campaign 

One Page Summary  

This is a report on the U.S. live concert industry and 2004 concert-rally opportunities for the Howard Dean for America campaign. It assembles key information and gives an industry overview, highlighting the major players and trends. Its goal is to point out the opportunity 

for the Dean presidential campaign to advance its Get Out The Vote goals by employing the recourses of the live concert industry. It seeks to highlight that by working with key concert promoters and professionals the campaign has the potential reach one million or more people and raise tens of millions of dollars in the six month window from May to October 2004.

The history of the Democratic Party and its presidential campaign concert fundraising events  is characterized by an overkill supply of super star talent and a very limited number of special occasion concerts that target the highest level donors and neglect both the small grassroots donors and new potential voters. A focus on $50-$100 ticket concert-events targeting new voters is the future of Democratic event fundraising. 

The concert industry has a large number of top touring artists who are active Democratic   Party supporters. There are plenty of performing artists at all industry levels that will perform for a Democratic win in 2004. Concert-rallies can be marketed and sold by the draw of the talent package and do not require personal appearances by Governor Dean. A focused initiative can produce shows of all sizes at theaters, amphitheaters and arenas featuring a variety of Jazz, Country, R&B, Latino, Hip Hop, and Rock artists. The Dean campaign is uniquely positioned to use its grassroots market reach combined with standard concert advertising to fill a hundred or more concert-rallies of all sizes. The key to producing concert-rallies is a strategic plan and the ability to access the resources of the concert industry.

The emotion and inspiration that people get from a concert-rally will motivate their voting.        A focused effort will get them to bring away Dean Campaign merchandise along with a commitment to get the vote out with their circle of friends and to donate again online. This is the key contribution that fundraising concert-rallies can make to the campaign’s strategy of getting a million small donors and several million new voters to the polls for Dean in 2004.   With a focused concert-rally initiative the Dean campaign can raise millions of additional dollars, reach and motivate millions of new voters and target key demographic groups in      key districts and swing states. It can also attract and motivating new voters and non-voters    by using the cultural influence of passionate performers and inspiring events.

The bottom line of fundraising concert-rallies is that they can be expensive but profitable.   How profitable depends on each show and a variety of things that are best projected and controlled by professionals experienced in the fundraising and concert business. The Dean campaign should arrange some meetings with concert industry professionals and decide if      it wants to dedicate a major focused initiative to concert-rallies as it has with Internet and television advertising. A focused organized initiative can employ key concert industry professionals and all the resources available in today’s modern concert industry. It can 

add to the synergy of other efforts and generate measurable results in terms of people 

reached and money raised.  

Information about the top six national concert promoters, their backgrounds and politics are detailed in this report. Key concert industry information, charts, concert-rally research and related news items are included in this report.
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2004 Fundraising Concert-Rally Opportunities for the Howard Dean for America Campaign 

Introduction

This is a report on the U.S. live concert industry and 2004 fundraising concert-rally opportunities for the Dean for America Campaign. It assembles key information to give an industry overview, highlighting the major players and trends. Its goal is to point out an opportunity that exists for the Dean for America presidential campaign to advance its election goals by employing the resources of the live concert industry. Specifically, it seeks to highlight the fact that by working with key concert promoters and professionals in a focused initiative, the campaign has the potential reach 1 million or more people and raise tens of millions of dollars in the six month window from May to October 2004. 

This report is written by Brian Webster, principle of Brian Webster and Associates, a consulting firm that specializes in marketing and special event production for commercial and non-profit groups. This report was not commissioned by the Dean for America Campaign and does not reflect the campaign’s views or opinions.  The views and opinions expressed in this report are strictly those of its author.

The Live Concert Industry Market 

Live music is an industry that's been around for 2,000-plus years. It is one of the oldest businesses in our civilization and, in fact, is often compared to that other oldest business in   our civilization. Live music fuels for the human soul, the human mind, the hearts and the emotions of everybody on this planet. Music is what we celebrate our lives by. Music is always there during the important moments in your life, from getting married to getting buried. Every documentary of every generation has a soundtrack. Politics and music have always been a natural marriage. Music is a key part of every political rally and every political rally uses the basic sound, stage and logistical elements of a live music concert.  

The concert industry came of age in the ‘60s and 70’s. It’s no longer dominated by pioneers and independents but by seasoned professionals and large corporations. It is a very people oriented business driven by the relationship between artists and fans, but dependent on the promoters, facility managers, agents, bookkeepers and roadies in the background. Concert industry professionals are passionate about their industry. Industry leaders know the business is vital and critical to our society, to the public and our ability to come together and celebrate. They believe it’s the greatest business in the world and dedicate themselves to the special knowledge, skills and relationships required to succeed at it. Bill Graham, the modern concert industry’s pioneer referred to his business as “adventures in human assemblage”. 

Today the concert industry is big business. The industry numbers, trends and key players are tracked and reported by Pollstar magazine focused on live concerts, and Billboard magazine, focused on the music and entertainment industry. Live concert ticket sales are topping $2.5 billion a year, and the biggest-name acts can pull in more than $1 million a night. There's been a 40 percent increase in concert gross receipts over the past four years. However It's not because people are buying more tickets. The difference is the price. In 1994, the average ticket price was $25, but by 2003 the average was $50. The average price for the top ten acts is $83.73. The top price for a Simon & Garfunkel ticket in 2003 was $250. 

Top acts can receive up to 80-90% of the money from ticket sales. Ticket pricing is a balancing act. Conventional wisdom has always been that it is better to sell out and turn people away than to overreach in price or volume and play a venue that can't be filled. Bruce Springsteen did the top tour of 2003 with $115 million from 47 shows selling 1.6 million tickets, averaging 54,000 tickets per show at $71. The Dixie Chicks did the top country tour in 2003 by playing to 1 million fans at an average price of $56. Cher, Dave Mathews Band and Toby Keith were the other tours to sell over 1 million tickets in 2003. 

In 2003 the top acts sold a total of 38.7 million tickets as compared to 35.1 million in 2002 and finally rising above the previous high of 37.1 million tickets sold in 2000. In 2003 the Top 100 acts performed on stage a combined 5,674 times, up from 5,113 shows in 2002. The concert industry's workhorses in 2003 were Willie Nelson, doing 127 shows in 123 cities, 3 Doors Down, with 121 shows in 121 cities, Toby Keith, with 104 shows in 104 cities and Cher, with 103 shows in 98 cities. Extended runs in one location are a developing trend, with Bruce Springsteen selling 500,000 tickets for ten shows at the Meadowlands and Celine Dion doing 145 shows in Las Vegas, grossing $80 million, second only to Springsteen, with her “one city tour.” The Top 100 Tours alone accounted for about $1.95 billion of the industry's $2.5 billion total. That provides plenty of fodder for those who adhere to the 80/20 theory of business.

The Pollstar and Billboard industry information section of this report has the most current numbers and top 100 / top 50 lists that give a clear view of the marketplace of concert artists, venues, promoters and gross ticket revenue. 

The Basic Opportunity 

The primary goal of the Dean for America campaign is to get the most registered voters to 

go to the polls and vote for Howard Dean on November 2nd, 2004. Obviously every effort, whether it is television, Internet, public rallies or concert-rallies, must serve this end result. 

The Dean campaign is uniquely position to use its grassroots market reach, combined with standard concert advertising, to fill a hundred or more concert-rallies of all sizes. With a focused initiative the Dean campaign can potentially reach and motivate millions of voters and target key groups in key states during the six months from May to October of 2004. The Dean campaign should consider meeting with concert industry professionals and evaluate creating   a focused initiative on fundraising concert-rallies, as it has with the Internet and television advertising industries. An organized initiative that employs the concert industry resources and engages concert industry professionals can add to the synergy of other efforts and generate measurable results in terms of people reached and money raised. Such a focused initiative will also be able to reach and motivating new voters, target swing states and key demographic groups, track the results, and be refined to respond to developing needs.

Ralph Nader and the Green Party 2000 Campaign “ Super Rallies”
At the end of Ralph Nader’s 2000 campaign, the Green Party produced eight “Super Rallies.”    The indoor arena rallies priced at $7 to $20 drew crowds of 10-15,000 - far larger than the   free rallies held by other presidential candidates. The rallies were typically four hour events focused on an hour-long speech by Nader.  Each super rally featured celebrities with social justice backgrounds and leading academics who were publicly supporting Ralph Nader and Winona LaDuke. Rally speakers included Phil Donahue, Michael Moore, Jim Hightower, Randall Robinson, Cornel West, Danny Glover, Howard Zinn, Studs Terkel, and former third party candidate John Anderson. At the Madison Square Garden Super Rally in NYC, Bill Murray told jokes, Suzan Sarandon spoke, Patti Smith, Ani DiFranco and Ben Harper sang. Eddie Vedder, the lead singer of Pearl Jam, was the biggest performing artist. He did acoustic sets at the rallies singing Dylan’s "The Times They Are A-Changin." 

Super Rally Arena          City                   2000 Date 
Memorial Coliseum        Portland           August 26
Target Center                 Minneapolis     September 22 
Key Arena                      Seattle             September 23 
Fleet Center                   Boston             October 1
UIC Pavilion                   Chicago           October 10
Madison Sq. Garden      NYC                 October 13

Kaiser Auditorium          Oakland            October 21

MCI Arena                      Wash. DC        November 5

At the beginning of October 2000 the Nader campaign had raised nearly $5 million with an average donation of less than $100. The Nader / LaDuke ticket was on the ballot in 44 states.

Democratic Party History and Recent Concert Fundraising Efforts

During the last presidential campaign my research shows that the DNC and the Al Gore 2000 campaign produced eight concert fundraising events that raised $45.1 million dollars (gross income) in the 13 months from September 1999 to October 2000. This was accomplished by two different styles of events, both featuring performances by major music artists.  One type was relatively open to the public concerts with the majority of tickets sold at $50 to $125 at venues such as the MCI Center in DC, the Shrine Auditorium in LA, and Radio City Music Hall in NYC. Thousands of tickets were sold at the relatively low general admission price while hundreds of high price ticket packages were at prices from $500 to $500,000 with special gold circle seating and opportunities to meet Bill Clinton and Al Gore. The other type was more of   a private performance and invitation only concert fund raiser with donors paying $1,000 to $25,000, such as Bon Jovi’s fundraiser for Al Gore at his estate in New Jersey. These events took place back in the soft money days before the McCain Finegold reforms and the large donation amounts reflect this. An estimated total of 29,000 attended theses eight events.

These eight concert fundraising events were all reported in the media and they are listed in this report. Non-concert fundraisers that simply use musicians and Hollywood celebrities for meet and greet opportunities are not covered here. The Democratic National Committee has been reported as intending to stage several low-priced concerts to fill the party coffers, hoping to lure in new donors willing to give just $50 or $100 rather than six-figures. During The 2000 campaign season, with only one concert selling tickets at $50 and just three selling tickets      at $100-$125, this strategy of targeting low end donors was largely unrealized.  

In 2002, the DNC launched a new “Every Vote Counts” campaign aimed at persuading United States citizens to register to vote. Fundraising concerts at the Apollo theater in New York and 
the Warner Theatre in DC raised $3 million from 1,400 donors and $4 million from 1,800 donors respectively. At the Apollo pop stars Michael Jackson, Tony Bennett and KD Lang performed, with appearances by comedian Chris Tucker and actress Cicely Tyson. In DC James Taylor, Janet Jackson, Don Henley and John Mellencamp performed. The “Every Vote Counts” voter registration campaign was reported to include an extensive voter education project, monitoring polls for possible fraud on election day, and a dial-in system to record allegations of voter fraud and intimidation and connect callers to the appropriate local election authorities. PSAs were produced on voting rights featuring Russell Simmons, Chris Tucker, Martina Navratilova, Greg Louganis, and Ruben Blades.
Today in the new political environment governed by campaign finance reform, the DNC has begun experimenting with low ticket fundraisers targeted to young urban voters.  On October 27th, 2003, it held a fund-raiser at Washington DC’s Dream nightclub, a sleek four-story dance club. $220,000 was raised from 4,400 donors who bought $50 tickets. The club was packed and blasting hip-hop music was the entertainment. Politics was hipped up to make it sexy for the 18-to-34 crowd. Some local television and sports celebrities made the scene, but the only live performance was a short greeting by DNC chairman Terry McAuliffe and former president Bill Clinton, who made a brief appearance. 90% of those who bought tickets where first-time party donors and it was estimated that only 20% voted in the last presidential election.  Justin Pascal, 29, a DNC staffer who directs McAuliffe's office and created the event, has plans for similar $50 ticket fundraisers in LA on Super Bowl weekend and in Atlanta in February. 

The history of the Democratic Party and Democratic presidential campaign concert fundraising events is characterized by an overkill supply of super star talent and a very limited number of special occasion concerts that target the highest level donors. It is a history of neglecting the $50 - $100 donor level democrats and neglecting mass outreach to new potential voters. That was understandable in an environment that allowed Clinton and Gore 2000 to raise $26 million dollars in one night from a concert for 12,000 donors at Washington’s MCI Center by charging $50 to $500,000. There, 10,000 $50 tickets raised $500,000 and 2,000 tickets raised $25.5 million. But those days are over.  

The DNC’s new focus on $50-$100 ticket events targeting new voters is the future of democratic fundraising. However, if the events are produced by staffers in DNC or Dean headquarters, they will only reach a small number of the potential market due to the limited skills, time and resources that can be applied by political organizing professionals. Even if the lead is taken by democratic volunteers who are very well connected in the entertainment industry such as “The Concert” at Radio City Music Hall for Gore 2000, organized by VH1 chief John Sykes, Rolling Stone publisher Jann Wenner and Harvey Weinstein - co-chairman of Miramax Films, that will still not be enough to reach millions of new voters and millions of new donors required to win in 2004. Only a top-level professional concert promoter working as a contactor and using all the professional resources available in today’s concert industry can do that. They can be directed by political professionals, but the potential market is too great and the work required is too specialized and long term to be accomplished with less than a dedicated professional effort.

The Big Picture - 2004 Fundraising Concert-Rally Opportunities and Considerations
Again, the size of the pie is large. Live concert ticket sales are over $2 billion a year, the biggest-name acts are grossing more than $1 million a night.  Average ticket prices are $46.  35 million tickets were sold in 2002 by the top acts, and the Top 100 Tours alone accounted  for about $1.6 billion of the industry's $2 billion total.  In 2002 the Dave Matthews Band was  the most popular act in terms of ticket sales, putting more than 1.5 million fans through the turnstiles. Cher, a big Democratic Party supporter, sold 1.1 million tickets. 

In July of 2003 Bruce Springsteen sold out ten shows in ten days at Giants’ Stadium in New Jersey – grossing $38 million dollars by selling 56,000 tickets per night to 560,000 fans at   $55. to $75. Later in his 2003 tour Bruce sold 40,000 tickets for one date in San Francisco at Pacific Bell Park. On June 24th, 2003, Jimmy Buffet, another Democratic Party performer, sold out a show in Clarkston, MI, grossing $687,000 from 15,000 tickets at sold $36 to $66. Also    in 2003, the Dixie Chicks played 31 cities in three months with an average per show gross of $1.1 million, selling an average of 19,000 tickets at $60. James Taylor played 24 dates in 3 months with an average gross of $597,000 and average audience of 15,000. The multi-band festival tours of OzzyFest and Lollapalooza played an average of 24 dates each in three months with 15,500 people paying $45.50 for an average gross of $746,000 per show. The concert industry is large and it has large numbers of top touring artists who are active Democratic Party supporters. 

The Dean for America campaign has a potential six-month window from May to October of 2004 to implement a large scale concert- rally fundraising strategy. With a focused organized initiative and working with key concert promoters and professionals, the campaign has the potential to reaching one million or more people and raising tens of millions of dollars. If only 15% of that audience goes home inspired enough to donate another $50-$100 dollars online and encourages their circle of friends and family to register, vote for Dean and donate, then  the ripple effect will be huge.  

Concert Promoter Gregg Perloff, in a conversation about customer service, describes the ripple effect of a concert on a community this way, “You have to remember that when someone goes to a show, they go back to their neighborhood and they each might tell 20 people either how great or how terrible it was. Well, that kind of word of mouth builds after a show. It’s really staggering when you see the geometric progression.  You have to remember that if you sold 15,000 tickets, that’s the number of people who are going to spread the word out across your community after the show and create the public’s perception of whether it was a good or bad experience.  As a promoter, you must be concerned if the fans got off on the show and also if they found things like parking to be a huge hassle. “

A “concert-rally” as opposed to a traditional rally, is short on words and long on music. The emotion and inspiration that people bring away from it will get their vote. A focused effort can also get them to bring away a program, DVD, t-shirt, poster, button, and a commitment to get the vote out with their circle of friends. And of course, a URL to donate again online. Every person should be able to bring home an appropriate package that they can use to plug into  the Dean campaign and get their friends to vote for Dean. This is the key contribution that fundraising concert-rallies can make to the Dean campaign strategy of getting a million small donors and several million new voters to the polls for Dean in 2004. The other key contribution

is the ability to attract and motivating new voters and non-voters by using the cultural influence of passionate performers and inspiring events.

Targeting, Reach and Opportunities

Past Democratic and Green party efforts have been limited to a dozen large events for the broadest audience in major cities with a sprinkling of small events driven by local opportunities.  

Performing artists have been used on a feast or famine basis.  Super shows that reach critical mass get an oversupply of me-too star talent offers, and while small cities that could fill venues with just one of those acts as a headliner never get a chance. The Dean campaign is uniquely positioned to use it’s grassroots market strategy for concert-rallies and produce a hundred or more of them in all sizes. 

There are six distinct original American music cultures: Blues, Jazz, Country & Western, Rhythm & Blues, Rock & Roll, and Hip-Hop. A seventh key music culture is Latino music. Based on the population of swing states, targeted districts, and the musical tastes of key demographic groups, the Dean campaign should take advantage of concert artists and 

music fans in all of these seven musical cultures. 

There are six distinct types of venues that the touring concert industry uses: 

Clubs                               500  to  1,000 average capacity 

Theatres                        1,500 to  4,000 average capacity 

Amphitheatres               5,000 to 25,000 average capacity 

Arenas                           7,000 to 18,000 average capacity 

Stadiums                     20,000 to 50,000 average capacity 

Large Urban Parks      60,000 to 300,000 average capacity 

There are 240 American cities with a population over 100,000.  California has 56 cities,  Florida has13 cities, Arizona has nine cites. Connecticut, New York, Massachusetts, Georgia, Tennessee, Indiana and Washington all have five cities with a population over 100,000.

The Dean campaign should have a strategy for using all types of live music, in all size venues,

in as many cities as it needs to get out the vote and win. Pollstar publishes detailed concert industry directories of all concert venues, current performing artists in all musical categories, their managers and agents, and touring histories of tickets sold - box office grosses. This is all standardized information used by concert production specialists whose business is producing one show after another, all year long. 

Based on the direction of Dean campaign management, a fundraising concert-rally plan and schedule could be developed with input from concert industry professionals, that can then be successfully produced by those same professionals. The formula is simply coming up with a goal, making it a priority, and then employing the industry resources that exist to meet that goal.  

This requires the meeting and mutual understanding of two teams. One is the political team that understands the campaign’s base of support and its specific need to reach voters in strategic districts and swing states. The other is the concert-rally production team that understands the concert market in those cities and states, what artists and talent packages can sell in those markets, and what is the best venue to work with.  A successful plan can be made that realistically maximizes the opportunity: a plan that reaches a million or more people, targets swing states and key demographic groups and tracks the results.

Talent – Performing Artists and Live Music

There are plenty of performing artists at all industry levels that will perform for a Democratic win in 2004. They key is the ability to produce quality fundraising concert-rallies successfully on an ongoing basis. Artists at any level, whether Cher, Los Lobos, Macy Gray or the Dixie Chicks, need to feel assured that their fan base is understood and will be well served. They need feel confident that the production elements are in place for everything to go smoothly.     If they are confident in the production standards and that what they have to offer is valued, then they will work hard for the campaign and encourage their artistic peers to do so too.         If Los Lobos knows they are going to be the headliners for a Dean fundraising concert-rally   for 2,450 people at Centennial Hall in Tucson, Arizona, where they have played and sold out shows before, they will be better used and feel more appreciated than being just one more act at a super concert-rally in Madison Square Garden. The best way to get the confidence of artists, their agents and managers is to work with an experienced professional concert production organization with a good track record at producing successful shows of all sizes.

Performing artists and talent packages can be used and presented in various ways. One is the mega-event all star lineup which the democratic party used at Radio City Music Hall and LA Shrine Auditorium in 2000.  The most traditional is to have one headlining artist or band with one or two lesser-known opening acts.  A third format is presenting two stars or bands of almost equal stature, with a shared fan base, grouped together, such as the recent Elton John and Billy Joel tour. A fourth presentation format is an all-star band of top artists that like to play together and are brought together for a special show or tour. The Traveling Wilburys are a good modern example of this format with Bob Dylan, George Harrison, Roy Orbison, Tom Petty and Jeff Lynne all playing as one band for a limited time.  A fifth common format is the modern festival tour format with four or more bands, with a common fan base such as Heavy Metal or Modern Rock, all touring together with set headline bands and a few line-up changes in different cities. This format is as old as touring Rock and Soul reviews and today we see it in summer festival tours of amphitheatres such as Lollapalooza, OxzzyFest, Van’s Warped Tour, and Lilith Fair. 
The Dean campaign should be able to use several of types of talent packages based on        an overall 2004 plan to reach several types of audiences in various sizes of venues.  It is ambitious, but entirely possible, that in one week next summer, several shows with one headliner could be presented at theaters in different cities, while a Latino version or a    Country version of the Traveling Wilburys was performing for Dean in city arenas, while a Dean Summer Youth Festival tour was playing at amphitheaters, and an all-star concert-rally was being promoted at Central Park or the Capital Mall. 

Talent recruitment is a specialized part of any fundraising concert-rally initiative. Each candidate has its own list of celebrity supporters. A list of Democratic Party supporters in the concert and Hollywood entertainment industries is included in this report. This is compiled from media reports of democratic fundraising events. This is only a list of who has been publicly committed in the past. There is a much larger pool of talent at all levels that would commit to   a democratic presidential campaign but have never been approached in an organized way. Talent recruitment is always best done by artists’ peers who are working with an experienced production team. They are then much more likely to say “Yes, put me on the committed list and work with me and my manager.”  

It is important to be aware that when an artist commits to doing a show in a city that is advertised to the public, and they donate all of their normal performance fee, or even a reduced percentage of it , they are effectively giving up a revenue opportunity in that local market for a significant time period.  If Los Lobos or Santana play in Arizona cites, they may not be able to return to that market and fill the same size venues for 12 months or more. Even avid fans have limited live music entertainment budgets and often spend it on live music they can most rarely see. Frequent supply equal less demand. Another thing to be aware of is that artists’ agents and others often work on a percentage of the artist revenue and may not be motivated by causes that reduce their personal income.  

Revenue Opportunities

Specific net revenue potentials and projections are beyond the purview of this report. Just like any other big ticket items (television advertising or printing), concert production is expensive. Many artists, managers and promoters may be wealthy or dedicated enough to donate their services, but many of their staff and people who work for them are not. Even if they are politically willing, they may not be financially able to sustain an extensive effort. The current legal issues related to what can and can not be donated in terms of professional services is also beyond the purview of this report. 

Benefit concerts and fundraising events are a well established part of the concert industry. often falling under the category of Special Events or grouped with Corporate Special Events. Promoters, artist and venues are all very familiar with them.  Charitable causes are often given a special low non-profit rate and corporations are often given an inflated rate. Regardless, everybody pays something because everything costs something. Benefit concerts and fundraising events are just like a business but with different margins. Artist revenue is a very large part of the gross of any commercial show. From that slice of the pie they have their own

expenses of staff, logistics and annual overhead. Promoters, producers and venues are all in the situation of having similar expenses that they alone are responsible for. 

The Dean campaign is uniquely positioned to maximize the potential of fundraising concerts. The fundraising concert events should be used as part of the overall strategy to get millions of people to make small donations to the campaign. Plugging every concert donor into local Dean groups and offering additional ways for them to continue making small donations is key. While the vast majority of concert tickets may sell for $50 to $100, individual high end donors can still add to the profit margin of each show by paying a premium for Gold Circle seating and artist Meet & Greet receptions.  

Governor Dean’s appearance or participation in these events is not necessarily required.         If the events are advertised and presented correctly, the draw of the talent package and the Dean cause should be enough to fill the house. Pre-recorded video projections are a regular part of concerts today. Governor Dean’s message can be delivered to an audience of 2,000   in Tucson Arizona by pre-recorded video without his being there. Live video-conferencing is another common option. A live phone call should not be under-rated in a concert format.   Bono pioneered the use of live phone calls to celebrities and world leaders into one of U2’s touring performances. The audience loved it and each night the press reported on Bono’s latest on-stage phone conversation. 

Gold Circle seat pricing is used at multi-price concert venues where best seats up front or in    a “Gold Circle” get the top price. It can often include added value things like programs and posters.  At political fundraising concerts, Gold Circle seat pricing can go for several hundred dollars to $2,000 with the current donation limits.  Added value at fundraising concerts is often a before or after show reception with the artist.  Performing artists who are active supporters  of specific charitable groups often use Gold Circle seat pricing combined with special          Meet & Greet opportunities to raise funds for their favorite cause.  For example, this notice was recently sent out to members of the National Resource Defense Council in Northern California:

NRDC Fall Benefit -- Northern California: James Taylor Concert
As part of his October Road tour, James Taylor will perform in a concert at Shoreline Amphitheatre in Mountain View, California, on October 4, 2003. That night, James will make a rare personal appearance at an exciting pre-concert backstage VIP event with      a "Zen Garden" theme, including supper, drinks and entertainment. James, an NRDC Trustee who has long been a voice for the environment, has made a limited number of tickets available as a fundraiser for NRDC. Concert-only tickets can be purchased for  $250 and $500; VIP event concert tickets can be purchased for $1,250 and in packages for $6,000, $12,500 and $25,000

This is an important fundraising strategy that allows artist to support their favorite cause without all the time and energy involved in producing a stand alone benefit concert. It is simply an add-on activity that is negotiated with the local concert promoter and does not cost the promoter or artist much, as the normal ticket price is often still included in the show’s revenue. The Dean campaign can use this strategy extensively with many touring artists in 2004 as part of its fundraising efforts targeting higher dollar donors. Again, the Meet & Greet opportunities can use the artist as the main draw and will not require Governor Dean’s participation. These events are not concert-rallies and are likely to have no political statement made to the general audience. They are simply a cost effective a way to engage high-end donors and artists who want to support the Dean campaign. 

A very important part of concert revenue is merchandising. In the ‘70s, concert merchandising came of age and touring bands often used it to pay for all of the expenses of taking their act on the road. An upfront licensing fee and revenue split would be paid from a t-shirt merchandiser like Winterland Productions, which would manufacture and sell programs, t-shirts and buttons at every show of the tour. This is another specialized and established part of the concert industry. Every venue has a merchandising fee and takes a cut of sales. Vending booths are built into the venues. Handling and accounting systems for merchandise and professional merchandise people are used by artists, promoters and venues to maximize and account for this revenue. This again is both a cost and profit center and the best strategy is having an experienced professional paid to maximize the merchandising opportunities and profits. Currently Del Forano, founder of Winterland Productions and now CEO of Signatures in      San Francisco, is perhaps the most experienced and powerful professional in concert merchandising and the related licensed products industry. Again, the Dean campaign should get all the merchandise revenue it can at each concert event and have a follow up strategy   for additional online and mail order sales. 

The Bottom Line 

The bottom line of fundraising concert-rallies is that they can be expensive but profitable.   How profitable depends on each show and a variety of things that are best projected and controlled by professionals experienced in the fundraising and concert business. The major revenue opportunities are from: Artist donating all or significant percentages of their normal performance fee, Gold Circle pricing and artist Meet & Greet opportunities for larger donors, merchandise sales, and reducing the margins of production costs by negotiating “worthy-cause” fundraiser rates. Of special significance but harder to measure are the campaign donations and merchandise sales that follow in the wake of each show from new people reached and established supporters newly inspired, and the shows’ regional political impact. 

Among professional political campaign consultants, I am sure a matrix exists that compares

the relative costs and results of television advertising and campaign rallies in terms of dollars raised, dollars spent, and voters voting at the polls. I am not sure if one exists for concert-rallies. However the scale of what was done during the 2000 presidential campaign and

can be done by a focused concert-rally initiative during the 2004 Dean presidential campaign  is like comparing what was done with the Internet in 2000 with the results of the Dean campaign’s focused Internet initiative. Many of the “Perfect Storm” elements that have

come together to drive the ground-breaking Internet initiative can be harnessed by a focused and scaled concert-rally initiative and make even more ground breaking campaign history. 

The Dean campaign should arrange some meetings with concert industry professionals and decide if it wants to dedicate a major focused initiative to it, as it has with the Internet and television advertising. If it does, it should line up an experienced and visible board of advisors. More importantly, it should contract with a professional promoter to take the lead of the fundraising concert-rally production effort. This should be a world-class promoter that has a successful national track record of quality productions and making profits. This promoter should be totally on board with the campaign’s mission and strategy. They should be able to communicate opportunity, create win-win situations, negotiate deals, and take full advantage  of all the professional resources in today’s concert industry. Their production team should be able to work with the Dean campaign’s political team to come up with clear goals, and a realistic plan to generate measurable results in terms of people reached and money raised.  

The Bush campaign may or may not be working with the Clear Channel and AEG on a comprehensive concert-rally strategy for 2004. If they are not, they are missing a boat the 

size of the Queen Mary II.  

Promoters and Live Concert Companies

The US national concert industry is dominated by a few concert promotion giants, largely due to the acquisition of many independent promotion companies in the late ‘90’s by Clear Channel and House of Blues Entertainment.  Of the top US concert promotion companies only the top five sell more than a million tickets a year. The largest concert promoter, Clear Channel Entertainment, sells five times the volume of tickets of the second largest, the AEG/ Concerts West/ AEG Live /Goldenvoice consortium. The House of Blues is the third largest concert promoter with a national network of clubs and amphitheatres. The Messina Group is a regional independent promoter headquartered in Texas. Jam Productions a regional independent promoter headquartered in Chicago.

Top 10 US Promoters

	1
	Clear Channel Entertainment
	11,102,316

	2
	Concerts West / AEG / Goldenvoice
	2,152,970

	3
	House Of Blues Concerts
	1,629,106

	4
	The Messina Group
	1,129,015

	5
	Jam Productions
	864,057

	6
	Mojo Concerts
	487,113

	7
	Jack Utsick Presents
	479,422

	8
	Gillett Entertainment Group
	447,852

	9
	Palace Sports & Entertainment
	335,849

	10
	OCESA Presents / Hauser / CIE Events
	263,762


Figures are for tickets sold worldwide as reported to POLLSTAR

for shows played between 1/1/03 and 6/30/03.

Starting in 1996, SFX Entertainment acquired 18 of the countries largest independent promotion companies, including Houston based Pace Concerts, Ron Delsener's Delsener/Slater Enterprises in New York, John Scher’s Metropolitan Entertainment Group in New Jersey, Bill Graham Presents in San Francisco, Cellar Door Concerts in Washington, D.C., Electric Factory in Philadelphia, and Don Law Presents in Boston. These independent promoters made millions from selling their companies and then signed lucrative contacts for running the regional operations of the SFX national organization. Clear Channel then bought SFX Entertainment in a 3.3 billion dollar acquisition and effectively secured its position dominating the national live entertainment industry.
Today Clear Channel’s consolidated grip is beginning to slip as its contracts, that turned world class independent promoters into employees, start to run out. In 2001, co-founder of Pace Concerts and veteran music promoter Louis Messina jumped the Clear Channel ship and set up The Messina Group in Texas. Recently Debra Rathwell, former EVP of Metropolitan Entertainment Group left Clear Channel to open a New York office for AEG Live and took her bookers (Michael Donovan and Mark Shulman) with her. With John Scher waiting in the wings for his non-compete to lapse it is only a matter of time before he is back in the game. In July of this year Gregg Perloff, president of Bill Graham Presents, left Clear Channel with his longtime colleague, Sherry Wasserman, a 31-year BGP veteran, to start a new independent concert production company called Another Planet.

1. Clear Channel Entertainment 

Clear Channel Entertainment (CCE) holds center stage as the world's largest producer and promoter of live entertainment. It is a subsidiary of radio giant Clear Channel Communications, which owns more than 1,250 radio stations, 39 TV stations and 775,000 billboards. Clear Channel owns, leases, or exclusively books more than 200 concert venues across the country.  It produces concerts, touring Broadway shows, and sports events. Annually, about 66 million people attend the company's 29,000 events. In addition, CCE provides sports marketing and talent representation services through the SFX Sports Group. CCE has spent nearly $2 billion on acquisitions over the last five years. 

Headquartered in San Antonio, Texas the Clear Channel media juggernaut is a family affair. Chairman and chief executive, Lowry Mays (67), runs the company along with three children. His sons Mark and Randall are, respectively, president and chief operating officer, and executive vice-president and chief financial officer. Lowry’s daughter, Kathryn, is senior vice-president for corporate relations. Lowry Mays, ensured that the majority of the half-a-million dollars in political donations made in 2001/02 landed in the Republican party's coffers. His company's links with the Bush family run deep, as media watchdog takebackthemedia.com showed when it recently published the elaborate web of connections that align Clear Channel with the Bush family. Mays, who took advantage of radio deregulation and transformed Clear Channel into a global multimedia player, is associated with the president through the University of Texas Investment Management Company (UTIMCO). Mays sits on the governing board, alongside Clear Channel vice-chairman Thomas Hicks, whose family is believed to have contributed over 500,000 to Bush campaigns over the years. Hicks also bought the Texas Rangers [baseball] team from Bush for $250 million in 1998, three times the amount that Bush and his partners had originally paid. George Bush Jr. walked away a very rich man with close to $15 million. Today the commerce that flows to Clear Channel and its principles is enhanced by favors they enjoy, such as the removal of the public's FCC protection. Clear Channel has more to offer Bush than just money. A number of the company's radio stations hosted rallies supporting the war in Iraq. 

CCE is the concert industry’s 800 pound, billion-dollar gorilla. It can be your friend or foe.   Clear Channel buys outright entire tours by artists such as Janet Jackson, Madonna, Pearl Jam,     'N Sync and Aerosmith. Several plaintiffs in lawsuits filed over the past two years say that Clear Channel used heavy-handed techniques to muscle smaller promoters out of the market and pressure pop acts to sign with it. 

2. AEG / AEG Live / Concerts West / Goldenvoice

AEG is a consortium with 3,000 employees and considered to be one of the world's leading presenter of sports and entertainment programming. AEG is a rapidly expanding its live entertainment division that is based in Los Angeles, New York and Dallas. It promotes major music tours such as the Eagles, the Dixie Chicks, Yanni, and Fleetwood Mac. 

The Anschutz Entertainment Group (AEG) is the live events production and promotion arm of Denver billionaire, entrepreneur and sports fan Philip Anschutz. He owns seven professional soccer teams, the Los Angeles Kings hockey franchise, 25 percent of the Los Angeles Lakers, major sports arenas in London, Berlin and Los Angeles, oil refineries, oil pipelines, a Hollywood production company and a huge stake in the fiber-optic and data transmission company Qwest Communications.              

Anschutz's connections to the Hollywood business community are quite deep. In his 20s, he reportedly made $100,000 from Universal Studios by allowing them to film a famous airborne fireman dousing an out-of-control fire at one of his father's oil wells. The trail from oil to railroad to sports leads back to Los Angeles, where he has quietly become the king of sports and     live entertainment. Since early 2000, the Anschutz Corp. and its partner Oaktree Capital Management has been steadily acquiring controlling debt positions in exhibitors United Artists, Regal Cinemas and most recently Newport Beach, Calif.-based Edwards Theatres. When the deals and bankruptcy proceeding conclude, the company will have purchased control of close to 20 percent of the screens in America.

Phillip Anschutz owns the majority share of the Staples Center in downtown Los Angeles,  home of not only the Kings and the Lakers, but also the city's other NBA franchise, the Clippers. AEG has booked the Staples Center with top concerts and events, including the Grammy Awards, the MTV Music Awards, and ironically, the Democratic National Convention. 

A lifelong Republican and patron of religious and conservative causes, Anschutz has given $336,000 in soft money to the Republic National Committee since 1997, according to the Federal Election Commission. He has supported groups working to promote Colorado's highly publicized Amendment 2, which would overturn laws protecting gay rights, and with groups working to stop a ballot initiative promoting marijuana legalization.

Tim Leiweke, President of AEG, runs its live music division with his partner, Irving Azoff,         in   Los Angeles. Leiweke played a major role in bringing such one-of-a-kind events to         Los Angeles and Staples Center as the 2000 Democratic National Convention, the 2002 United States Figure Skating Championships, the 44th NHL All-Star Game, the last three Grammy Awards shows, the first ever Latin Grammy Awards and Barbra Streisand's final    Los Angeles concerts. But Phil Anschutz is very actively involved in the company. According  to Leiweke, when he and Irv Azoff were working through final tour promotion details with the Eagles’ manager Randy Phillips, Phil was on the other end of the phone so he knew exactly how much money they were spending on his behalf. Notoriously media shy, Anschutz has  only given one substantial interview -- in 1974, to a historical organization in Colorado. 

3. House of Blues Entertainment


HOB Entertainment is a Los Angeles-based global entertainment company. Founded in    1992, the privately owned company is comprised of five unique businesses, including House  of Blues Clubs and House of Blues Concerts. In 1999 HOB Entertainment purchase Universal Concerts, a unit of Seagram's Universal Music Group controlling 20 premier concert venues throughout the United States and Canada and conducting a leading concert promotion business. Today HOB Entertainment is the 3rd largest US concert promoter and can offer     the artist exposure from the small club level to an amphitheater, partnered with live digital broadcasts over the internet

The original House of Blues in Cambridge, Massachusetts, was designed as a home for       live music and southern-inspired cuisine in an environment celebrating the African American cultural contributions of blues music and folk art. It opened its doors to the public in 1992    after serving a group of homeless people on Thanksgiving Day, Original investors included Dan Aykroyd, James Belushi, Aerosmith, Harvard University, River Phoenix, Paul Schaffer and Isaac Tigrett. Today HOB Entertainment’s club and restaurant chain has expanded its reach into radio, television, a record label and the Internet, with a book series deal and HOB hotel chain pending.

HOB Concerts operates 1,000 - 2,000 capacity club venues in New Orleans, Los Angeles, Chicago, Myrtle Beach, Orlando, Las Vegas and Anaheim. It owns, operates or exclusively books arena and amphitheatre venues throughout North America, including Los Angeles,    San Diego, Denver, Dallas, Austin, Seattle, Atlanta, Cleveland, Toronto and Vancouver. 

Billionaire Isaac Tigrett, founder and former Chairman of House of Blues Entertainment is no longer actively involved with the company. He started the hugely successful Hard Rock Cafe themed restaurant chain in '71, sold it in '87 and later founded HOB. Today Disney, JP Morgan - Chemical Bank and billionaire Paul Allen are among HOB investors. Greg Trojan is President and CEO of HOB Entertainment. Adam Friedman, Alex Hodges and John Van Zeebroeck are the executive management team of HOB Concerts.   

On August 15, 2000, House of Blues produced a concert of Latino artists at the Universal Amphitheater for Democratic National Convention delegates. The event was organized by California Lt. Gov. Cruz Bustamante to showcase Latin musical talent and pay tribute to the late civil rights leader and union organizer Cesar Chavez. Los Lobos, Enrique Iglesias, Little Joey La Familia and La India performed, along with comedian Paul Rodriguez. Celebrity appearances were made by actors Edward James Olmos, Jimmy Smits and the cast from the film Luminarias. The Pueblo Corporation sponsored the event which was a private event for democratic delegates and party insiders.

4. The Messina Group
In 2001, co-founder of Pace Concerts and veteran music promoter Louis Messina jumped the Clear Channel Entertainment ship and started the Messina Group. According to a Billboard article, a legal dispute between Clear Channel and Messina was settled out of court, leaving the passionate music mogul with a two-year non-compete agreement that ended in August of 2003. Messina is now officially an independent promoter with his own company using his more than 20 years of experience as a national concert promoter. 

Messina's rise to promotion fame started in New Orleans in the early 1970s. By 1975, he moved to Houston and started Pace Concerts, a division of Pace Entertainment, a large entertainment company founded by Allen Becker. Messina was responsible for such popular acts as the Texas Jam, an all-day heavy-metal music event held annually at the Astrodome, and the Houston Thrill Show featuring Evel Knievel. As head of Pace Concerts, Messina oversaw a nationwide empire, which included booking and managing outdoor amphitheaters and producing hundreds of concerts each year. The company became one of the top promoters in Texas before its purchase by SFX. Messina continued working with SFX, but became increasingly disenchanted with the way the business was run, according to published reports. SFX was later sold to Clear Channel, where Messina focused on booking country music bands, including George Strait, the Dixie Chicks and Tim McGraw. The Messina Group is currently producing several official 2004 Super Bowl events in Houston.

5. Jam Productions

Founded by Jerry Mickelson and Arny Granat in a North Side apartment 29 years ago, Jam Productions books nearly all of Chicago's major concert venues and is one of the country's leading promoters, including public concerts, theatrical performances and private and corporate events. Jam Productions established its special events division in 1988 with offices in Chicago, Minneapolis and Phoenix. 
Jam works with the top names in the music industry, including Garth Brooks, Dolly Parton, Michael Jackson, U2 and The Rolling Stones. They have produced shows at major arenas across the country, and are the preferred production group at both Soldier Field and the  United Center in Chicago.

Jam productions has produced many political events including events at both Republican and Democratic conventions. They produced Vice President Al Gore's Democratic Leadership for the 21st Century event at the 2000 Democratic National Convention and several MTV Rock the Vote events. They produced 13 events in the Midwest for Clinton and Gore in 1996. They produce all the Inaugural events for the Illinois Governors. They have experience working   with the Secret Service on events.

6. Another Planet Entertainment

In July of 2003, Gregg Perloff, president of Bill Graham Presents, left Clear Channel with his longtime colleague, Sherry Wasserman, a 31-year BGP veteran, to start a new independent concert production company called Another Planet Entertainment. Perloff and Wasserman have been major players in San Francisco and national concert production for over 25 years. 

Perloff went directly from promoting Boz Scaggs concerts as a UC Berkeley student to booking shows for Bill Graham Presents in 1977. He took the company's reins after Graham's 1991 death in a helicopter crash and, with 14 other BGP executives, bought the organization from Graham's estate for $5 million in 1995. Two years later, Wall Street financier Robert Sillerman purchased the company from the partnership for $65 million as he consolidated the nationwide network of maverick promoters that comprised the country's concert production industry with his SFX Entertainment, which, in turn, was acquired shortly thereafter by radio conglomerate Clear Channel. 

As president of Bill Graham Presents, Perloff oversaw the operations of one of the biggest, most successful and probably best-known concert-production enterprises in the world. 

As regional head of Clear Channel he produced 1,500 concerts a year in the San Francisco Bay Area, Los Angeles, Sacramento, Eugene, Portland, Seattle, Spokane, Nevada and Colorado.  Perloff now envisions running a small boutique organization that produces as   many as 100 concerts per year with a small staff. 

In an industry where personal relations qualify as a business asset, Another Planet has the experience and relationships required to do big things. A week after opening its doors, Another Planet landed San Francisco’s biggest rock show of the year - Bruce Springsteen at Pacific Bell Park, as the production firm’s first event. The show sold out all 40,000 tickets. The Pollstar Concert Industry Awards has already nominated Perloff and Another Planet for the industry’s top honor, the 2003 Bill Graham Award for Promoter of the Year. "Gregg Perloff and Sherry Wasserman are among the elite of concert producers in the world today," said John Scher in a news story about the new company, "There are artists, agents and managers who are clearly going to want to work with them." Tony Demetriades, longtime manager of Tom Petty, agreed that their long-standing relationships will serve Perloff and Wasserman well. "He was Clear Channel," he said.  "Before that, he was BGP. He and Sherry are the company." 

With the Perloff and Wasserman team, Another Planet also has years of experience at producing Grateful Dead shows. Dead shows are often produced in venues that are not self-contained, such as outdoor fields where there is not really a facility. Those shows basically require building a venue, figuring out the access and egress, and adding portable toilets and amenities, in addition to building a stage. This is a critical skill set for staging massive outdoor events in places such as New York’s Central Park, Golden Gate Park and the Mall in Washington DC.                                           
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