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Play MPE is proud to give you the tools to 96 green.

Each year, billions of new compact discs (CDs, CD-Rs, DVDs and DVD-Rs) are
produced, while millions of them end up in our landfills and incinerators. You
can do your part to help save the environment by requesting new music be
delivered to you through the Play MPE Secure Media Delivery System.

Help spread the word and go green.

(Go Green. GGo D{giz‘a/ . o P/ay.

www.PlayMPE.com
mav’

To recycle your CDs or DVDs visit these websites:

I,@\* " l_c_h“-l'—l Disk

www.cdrecyclingcenter.org www.greendisk.com
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ReturnToGreenland

Meaningful Change Means Overcoming Hurdles

The Greenissue has become an annual favorite around these of-
fices. If not an outright chance to suspend cynicism—after all,
some downright puzzling ideas have been pushed in the

name of saving the planet—it's at least a chance to redi-
rect it a bit, and see how the greening of the music
business is going. (As opposed to the greenbacks of

the music business which, well . . . yeah.)

This being our second annual Green issue, one
advantage this time was the ability to look back at
promises made. Last year, we looked at the 2007 NARM
convention, where labels and retailers agreed to move
beyond that Satan-spawn, landfilling jewel case. As Ed Christ-
man reports in “Paper or Plastic,” page 26, the most recent meet-
ing of the NARM/RIAA operations committee considered
presentations from six packaging companies with an eye to-

ward new options.

These efforts come with logistical and financial hurdles. With
packaging, for example, the potentially increased costs don’t
arrive ata great time for the bottom line of the biz, and the card-

board sleeves that some see as an obvious solution don’t come
at a great time for the racks at Wal-Mart that someone would
have to pay to retrofit. [t's a challenge, but progress is being
made. Throughout this issue we tried to provide as many
contacts and companies as possible to help you along
that path. At billboard.biz/green you can find a
full list of companies mentioned, and a few others
that perhaps didn’t make the cut.

We would be remiss if we didn’t hold ourselves
up toour own (compact fluorescent) light. Last year’s
Green issue was, for the first time, printed on 10% re-
cycled paper, and this year’s issue follows suit. But we also
indicated last year that we were working with an organiza-
tion called CarbonNeutral to offset our carbon footprint. And
while those discussions did yield a measured footprint and

the cost to offset it, here at Billboard, we're still working to

hope you are, too.

offsel the offset costs. We're cominitted that in another 12
months, we’ll be that inuch further along in our goals. We

e

DoingYour Part, Digitally

Is It Really Still Necessary To Mail Promo CDs?

BY PAT BERRY

If someone left the music industry five
years ago and decided to return to it
today, that person would find it almost
unrecognizable.

At Six Degrees Records, we have always
tried to stay on top of new developments
in the music business and have prided
ourselves in embracing new technolo-
gies. Of course, it helps when you are
based in San Francisco and you can feel

like a Neanderthal when you are listen-
ing to conversations in the coffee shops
and the bars.

Since most of ourartists are not based
in the United States, we have utilized var-
ious digital technologies for many years
to receive music from them instead of
waiting for a CD to arrive in our mailbox.
I remember how amazing I thought it
was the first ime that we were listening
to a track completed in Indiajust 20 min-
utes earlier. Now, we receive most of our
demos digitally.

Last year, we realized that we were still
utilizing a very 20th century approach to
servicing our music to the industry. Al-
though we had substantially changed our
marketing strategies through the years,
we were still sending out promos in the
same way as when the members of our
staff were still interns: We first have quan-
tities of promos shipped to our office from
the manufacturer. Our staff then unboxes
them and puts them in a padded mailer
with a bio or letter. We then send thou-
sands of pronios to music writers, radio

4 BILLBOARD MARCH 29, 2008

stations, lifestyle accounts, retail, distri-
bution sales staff, eic. These packages ar-
rive at the person’s mailbox along with
numerous other packages (yes, we are all
pursuing the same people for their atten-
tion). That person opens it up (we hope)
and then throws away all of that packag-
ingand probably the bio and theletter. At
that time, he or she then decides if the
project is even worth a listen. More than
likely, the person will download it onto
aniPod and then putiton the CD shelves
but, if we are unlucky, he or she will sell
the promo to the local used record store.

If we were utilizing the currently avail-
able technology, we could just send an e-
mail with a link to download the album
and the package. The recipient could then
quickly download the albunt after open-
ing the e-mail. This would be more cost-
effective, while increasing productivity
and decreasing the amount of waste. Plus,
this provides instant gratification for the
listener. This also falls into line with sav-
ing money and the environment with a
green-friendly service.

We have the technology but the indus-
try needs to embrace a new school of
thought in the way it does business. Of
course, some people will still need a CD
and they should continue to receive them.

Six Degrees will starl testing our new in-
house digital servicing system within a
month. We are confident that our tech per-
son has created a good system. The chal-
lenge will be to convince our promo
recipients to accept this change. We will
initially offer people a choice of being serv-
iced digitally or with a CD. We will remind
them that the digital approach is good for
the environment and that it is a more ef-
ficient way of receiving new music.

I know that many other labels are look-
ing at this option. The more labels that
offer this type of servicing, the faster that
it will be adopted by the industry. I am
sure that the manufacturers of padded en-
velopes will be unhappy with this approach
but maybe now we can put our interns to
more constructive use of their time.

Also, I am sure thatevery publicist would
prefer to offer a link to downloading the
album instead of overnighting a package
to the panicked writer who needs the artist’s
album immediately. With technology mov-
ingatsuch arapid pace, it's about time that
the music industry catches up. .

Pat Berry is co-founder/co-president of
Six Degrees Records, an independent
label in San Francisco. For more info,
go to sixdegreesrecords.com.
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>>>MTV:
‘ROCK BAND’
SONG SALES
SOAR

MTV revealed that
more than 6 million
songs have been
purchased for the
popular “Rock
Band” videogame,
doubling the
number of
purchases as of
just two months
ago. In late
January, MTV
announced it had
sold 2.5 million
songs since the
game’s Nov. 20
release. The game
now has more than
70 songs available
for individual
download.

>>>REPORT:
IPHONE USERS
DO MORE
According to a
report from
research firm
M:Metrics, iPhone
users listen to
music, access
social networking
sites, watch on-
demand video and
mobile TV, and
access news and
other information
far more than
other mobile
phone owners,
including other
smart-phone
users. For
instance, 74.1% of
all iPhone users
report listening to
music on their
devices, compared
with 27.9% of
smart-phone users
and 6.7% of overall
mobile users.

>>>WMG
EXTENDS
DEAL WITH
BRONFMAN
Warner Music
Group chairman/
CEO Edgar
Bronfman Jr. re-
upped to run the
New York-based
major for another
five years, through
March 15, 2013.
The original terms
of the contract
continue, with
Bronfman having a
base salary of at
least $1 million
and bonuses that
can range up to
600% of his base
salary.

Pl-

Peace Without Profit

How Juanes Went Sponsor-Free For Massive Latin Concert

Wi/ BY LEILA COBO

The idea was born over lunch
and drinks. [t was early March,
and Colombia, Venezuela and
Ecuador were on the brink of
war, following a Colombian
anti-guerrilla raid into Ecuador.

For Colombian star Juanes,
the notion was incomprehen-
sible. “I'll go to the border with
my guitar and sing to fix this,”
he said.

“No,” his manager Fernan
Martinez replied. “If we do this,
we go all out.

Ten days later, Juanes-
along with fellow Colombian
Carlos Vives, Venezuelan Ri-
cardo Montaner, Spaniards
Miguel Bosé and Alejandro
Sanz, Dominican Juan Luis
Guerra and Ecuadorian Juan
Fernando Velasco—hosted a
massive concert for peace that
gathered nearly 100,000 fans
around a makeshift stage
built in the middle of the
bridge thai connects Colom-
bia with Venezuela.

The free concert was funded
entirely by donations and will
not generate a penny in profit;
all networks that aired it world-
wide could do so only without
commercials or sponsorships.

“The objective of this show
was utterly noncommercial,
and wedidn’t wantanythingto
distract from that,” Juanes says.

But, how does one get seven
Latin superstars to play gratis,
in the middle of nowhere, and
ata moment’s nolice?

The morning of Thursday,
March 6, following juanes’ con-
certat Madison Square Garden,
popular morning show “La W”
on the station of the same name
(heard in Spain and through-
out Latin America) announced

the Juanes-hosted Concert for
Peace in Colombia.

By the time Martinez woke
up, he already had 30 messages
of support on his cell phone.
The concert was officially on.

Also that morning, Juanes
sent a text message to his friend
Sanz. Would he play, for free,
for peace? “I'll be there, bro.”
Sanz wrote. “Just say where
and when.”

During a hastily arranged
press conference the same day,
Martinez got word that the
presidents of Colombia, Vene-
zuela and Ecuador had kissed
and made up. But by then,
Guerraand Bosé had also con-
firmed their participation. It
would be a celebratory concert,
then. And it needed to take
place as quickly as possible.

The following Sunday, Mar-
tinez flew to Clicuta, a border
city that’s the gateway between
Colombia and Venezuela. For
symbolic reasons, the concert
had to be in that city, on that
bridge. It had to be on a Sun-
day, the only day the bridge
could be closed without affect-
ing commerce, and it had to be
during the day to avoid light-
ing costs.

Looking around, Martinez
found a little bridge, sitting in
the middle of a garbage dump
with hovering vultures. “But |
could also see a stage,” he says.

The local government lent
tractors and clean-up gear, bul
it was the police and the local
200-man army brigade that
rolled up their sleeves and
cleaned up the place.

By then, companies had
started to call, offering services
and cash in exchange for ban-

JUANES (third from left) secured
MIGUEL BOSE (left), JUAN LUIS
GUERRA (seated) and EARLOS

VIVES on short notice fior the

Clcuta show (above).

ners, merchandising, advertis-
ing and TV rights. No dice, Mar-
tinez said. It would bea “white”
concert, without any commer-
cial messages whatsoever.

All told, they raised approx-
imately $400,000, which went
to pay for side musicians, work-
ers, hotels and production
crews. Everything else was do-
nated, including the material
to build the stage and the trucks
that transported sound equip-
ment and gear, rented in Bo-
gota, Colombia, 16 hoursaway
by car. Colombian flower grow-
ers donated 500,000 white car-
nations. Five private jets were
lent to fly in artists.

Although each artist would
bring three core musicians, the
house band was Juanes’ gui-

www americanradiohistorv com

tarist, percussionist, key-
boardist and drummer. Three
days before the show, each artist
e-mailed MP3s with their song
selections for the band tolearn.
On Saturday, March 15,
Juanes played a concert in
Puerto Rico, and at 4 a.m.
boarded a cargo plane bound
for Cucuta. That evening, he
and the musicians had their
one and only soundcheck.
The next morning, Vives and
Montaner arrived. At 1 p.m.,
minutes before curtain time,
Guerraand Sanz landed. There
was no rehearsal. There was no
plan, really. Just a performance
order and the notion that every-

one should wear white.

“We started to walk to the
stage along the bridge.” Juanes
says. “And all of a sudden, we
started lo see the people. There
were flags from Colombia,
from Venezuela, from Ecuador.
Everybody was dressed in
white. We could have not played
a note. and it would have been
enough. We were together for
music and to send a message
of peace.”

The next day, the troops
cleaned up theareaaround the
bridge. And with money left
over from the donations, the
former garbage dump will be
turned into a public park. - -

b- MOBILE: For 24/7 news and analysis on your cell phone
. |Z or mobile device, go to: mobile.billboard.biz.
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NOW THEY'RE GOING GREEN

INTRODUCING DISC BOX SLIDERS

New, eco-friendly packages of our hest-selling
“Greatest Hits” and “Best Of” collections...
no plastic, no booklet, just great music.

Qﬁﬂﬁ“}&‘?\m

TONI BRAXTON Ultimate SANTANA Best Of BARRY MANILOW

'STEVIE RAY VAUGHAN
Ultimate The Real Deal: Greatest Hits Vo!. 2

ol ‘7 . mmﬁ1
{ % THE
ULTIMAY -

LUTHER
ANDROSS

LUTHER VANDROSS
Ultimate

ALABAMA EARTH, WIND & FIRE
Ultimate 20 #1 Hits Greatest Hits

Eco-friendly versions of the
most popular titles in our
18 million-selling, career-

spanning Essentials series

now with a bonus third disc!
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BILLY JOEL The Essential ©2008 SONY BMG MUSIC ENTERTAINMENT
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>>>METALLICA
SETS PLANS FOR
‘RECORD STORE
DAY’

Metallica will make its
first in-store
appearance in nearly
a decade on April 19
as part of “Record
Store Day,” an event
aimed at celebrating
the indie record store
community. The band
will participate in an
in-store signing and
meet-and-greet at
Rasputin Music’s
Mountain View, Calif.,
store, near San
Francisco. The band
will also tout the 180-
gram vinyl rerelease
of such classic albums
as “Kill ’Em All” and
“Ride the Lightning.”

>>>WENTZTO
CREATE LINE FOR
NORDSTROM

Fall Out Boy bassist
Pete Wentz will create
an exclusive line of
graphic T-shirts,
hooded sweatshirts
and denim for fashion
retail chain
Nordstrom. The line
will be produced for
Nordstrom’s BP.
juniors department
and will be an
extension of Wentz’s
already established
Clandestine Industries
apparel collection.
Additionally, a limited
edition DVD, “Making
Mischief,” and bonus
CD will be available
April 9 at Nordstrom
locations and online,
free with any BP.
purchase.

>>>GROOVE
ARMADA
ONBOARD WITH
BACARDI

Groove Armada and
Bacardi have struck a
one-year partnership
that will see the
electronic act issue
its forthcoming
releases through the
liquor brand and
partner on its global
music events
throughout 2008. As
part of the deal with
Bacardi B-Live, the
company’s music
platform, Groove
Armada will perform
live at various
Bacardi-branded
events, which will
take place across 25
dates through the
year.

BY ANTONY BRUNO

Rise Of
The WiKIi

It’s High Time You Edited—
Or Perhaps Created—Your Entry

Search for an artist on any of the popu-
lar search engines and the top three re-
sults are practically guaranteed: the
artist’s official Web site, Wikipedia entry
and MySpace page—often in that order.

But while artists and their handlers
devote massive attention to the Web
site and MySpace, the Wikipedia page
is often overlooked. Recent data sug-
gests they may want to reconsider
their priorities.

According to data provided to Bill-
board from Yahoo—the second-most
popular search engine on the Web after
Google—those searching for artist in-
formation are selecting the Wikipedia
entry link over that of artists’ MySpace
pages by a factor of more than 2-to-1.
The Wikipedia entries are also more
popular than artists’ Web sites.

“The interest that people had to go to
MySpace to find out more about their
favorite band is waning in favor of going
to Wikipedia,” Yahoo head of program-
ming and label relations John Lenac
says. “In the last six months, it’s sur-
passed it.”

Yet when compared with the number
of artist profiles on MySpace, Wikipedia
entries are noticeably fewer. MySpace
claims 3 million artist profiles. Wiki-
pedia does not have an exact count of
artist entries, but estimates that it’s in
the “tens of thousands,” according to
Wikipedia Foundation head of commu-
nications Jay Walsh.

What's more, Wikipedia's low profile
relative to the MySpace hype machine
results in many managers and artists
woefully ignorant of the resources avail-
able to them.

“There’s been many people I've
talked to that didn’t even know they
could upload a Wikipedia page,” Lenac
says. “There’s been some managers that
didn’t even know what it was.’

For those in the latter category,
Wikipedia is a free online encyclope-
dia that relies on everyday users to sub-
mit the information listed about a
given topic, using a collaborative soft-
ware system known as “wiki.” It con-
tains more than 7 million articles in
200 languages and receives some 300
million page views per day. While any-
one can contribute lo a given article,
they must first past muster from a team
of volunteer editors with a particular
passion about the subject before the
text appears live.

The result is a rather tight, focused
and vetted overview of the subject,
which some online marketing experts
feelis why fans are selecting Wikipedia
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over other options.

“Wikipedia is a fantastic landing
page,” says Juson Feinberg, owner/pres-
ident of On Target Media Group, a Web
promotions consultancy. “It’s so clear,
so concise, and it’s standardized. That’s
something | think is a draw over My-
Space, where you never quite know the
experience you're going to get. [s it
going to be a horrible jumble of im-
ages and video and text that’s difficult
to read? Also, [Wikipedia is] rooted in
fact. It's not promotional. Especially
these days when the Internet is full of
artists trying to essentially ram their
message down your throat, I think a
fanisalot more receptive to a simple,
no-hype approach.”

However, don’t expect to see Wiki-
pedia offering full-song streams or links
to buy digital songs anytime soon.

“That's not what we’re about,” Walsh
says. “We're about knowledge. We're
about bringing the reader to other free
content . .. content they can use and
enjoy without worrying about violating
any copyrights.”

Yet even fans of the site wish for more
multimedia features.

“It would be nice to have video; it
would be nice to have streaming music,”
says Rob McDermott, CEO of Mad Mac

Entertainment, which represents Linkin
Park. “Then it really becomes the one-

stop shop.”

There are multimedia opportunities,
however, and artists and labels seem to
be underutilizing them. Photos may be
subinitted to the site if they are free of
copyright or provided under a Creative
Commons license, which often limits
what's available. Perhaps more impor-
tant, considering Wikipedia’'s emerg-
ing role as a discovery tool, the site
recently incorporated the ability to add
short audio and videoclips (but not full
songs or music videos).

Few artist Wikipedia pages contain
such material. Of the top three artist
searches on Yahoo for the month of
March (excluding Britney Spears, who
tops every search engine’s search list
nearly every month)—Chris Brown, Flo
Rida and Soulja Boy—none include
audio orvideo links. Of the top 10 artists
on lastissue’s Billboard 200, only two in-

cluded 30-second song samples—]Janet
Jackson and Amy Winehouse—and
none included videos.

There is what’s called a WikiProject
under way where several editors involved
in updating artist-related pages are dis-
cussing how to improve and standard-
ize the common information listed. such
as how to list awards, discographies and
genre information.

Meanwhile, managers like McDer-
mott say that when addressing fans
online, it's important to realize how
they use Wikipedia versus how they
use MySpace. MySpace and official
Web sites are better for releasing
breaking news and information, as well
as for providing streaming audio and
video, while Wikipedia is a better
archival resource for fans who want to
go deeper and learn more about the act
and its history.

“Wikipedia is not so news-oriented
as it is historically oriented,” he says.
“People go there to learn more about the
band, not to learn when the latest sin-
gle is coming oul.”

So for those acts with MySpace pages
who are waiting to become more estab-
lished before creating a Wikipedia entry,
On Target Media Group’s Feinberg says
to get cracking.

“It's never too early. Any lype of site
that’s free and open to place awareness
for your band—doit,” he says. “The fact
is that this is becoming a useful tool for
music discovery. It's one of the places
where [fans] may stumble on you. If
you're not there, then that's a missed
opportunity to tell your story.” e

ENTRY POINTS Five Tips To Maximize Your Wikipedia Entry

LEARN THE ROPES

Wikipedia has arobust FAQ page that clearly explains the
process governing how information is added and re-
moved from articles. Get to know it before attempting to
make changes. “I strongly encourage people to get ed-
ucated about how Wikipedia works before creating a
page,” Wikipedia Foundation head of communications
Jay Walsh says. “We don’t want people to get frustrated.”

START SMALL

“Create what we call a ‘stub article,” ” Walsh says. “It’s a
very small article that has very little information init. You
want to foster a community of editors and writers to fill
in the blanks and grow the article with you or even for
you. Ideally if someone wants a Wikipedia entry, they
shouldn’t write it themselves.”

s 9

JUST THE FACTS, MA'’AM

Save the hyperbole for the press release. Wikipedia
only wants facts that include references and citations.
“If somebody who doesn’t understand our policies
goes in and submits a claim about a musician that can’t
be verified, it’s going to get removed,” Walsh says.
“It’s not a place for reviews. It’s a place for functional,
factual information. From an encyclopedic knowledge
perspective, it’s important that there’s neutrality and
no conflict of interest.”

BE THOROUGH

If an artist has toured with other acts, particularly if they
are better-known than the artist, be sure to add that to
the article so fans can find the artist’s entry via Wikipedia’s
contextual linking feature. Have separate entries on each
band member, particularly if they’ve played in other
bands or side projects, for the same reason.

“When people are searching for other things that
may share an interest to what you’re up to, you want to
make sure some of those phrases are in your entry so that
people can stumble upon you more easily,” On Target
Marketing Group owner/president Jason Feinberg says.
“The nature of Wikipedia is exploration and discovery.”

LINK, LINK, LINK

At the end of each Wikipedia article is a section for
“external links” to post whatever you like—links to a
Last.fm page, iTunes listings, fan sites, MySpace and
so on. Be sure to list as many links as possible, partic-
ularly those that make up for Wikipedia’s lack of multi-
media tools.

“That external link section is a free-for-all,” Feinberg
says. “That’s one of the few places you can list anything
... By the end of the page, I'm interested and | want
more information, and there’s the links. There’s so many
ways you can steer that traffic once they’ve reached the
end of the page.” —AB
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GRAMMY AWARDS

50 years in the making, one spectacular night

The Recording Academy* thanks everyone involved for making our
50th Annual GRAMMY" Awards a true milestone event.

As we look forward to our continued work advocating for the music community,

< supporting music education, and caring for the health and well-being of music people, «
® iff addition to launching our GRAMMY Museum:" later this year, it is with great pride that we say
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NEWS
FROM

>>>EMI AIMS
FOR NOKIA
OFFERING

EMI is in talks with
mobile handset maker
Nokia to offer its
songs as part of
Nokia’s new Comes
With Music offering.
Nokia will start selling
phones under its
Comes With Music
brand in the second
half of 2008, offering
unlimited access to
millions of songs.
Universal Music Group
signed up for the
program last
December.

>>>VAN HALEN
RESCHEDULES
TOUR DATES

Van Halen has
rescheduled tour
dates postponed
earlier this month
when guitarist Eddie
Van Halen was
undergoing tests for
an unspecified
medical condition.
The band will proceed
April 19 in Las Vegas
and play 20 shows in
all, with the last date
set for June 2 in
Grand Rapids, Mich.
Tickets for the band’s
previously scheduled
dates will be honored.
For a full list of dates,
go to biliboard.biz.

>>>0LE INKS
FEIST
Canada-based
publisher ole has
signed a worldwide
multiyear co-
publishing deal with
songwriter/producer
Mark Feist. As a writer
and producer, Feist’s
credits include
Destiny's Child, Kelly
Rowland, Celine Dion,
the Spice Girls,
OutKast and John
Legend. He recently
collaborated with
songwriters Evan Kidd
Bogart (Sean
Kingston’s “Take U
There”) and Mischke
(Mary J. Blige) for
upcoming projects.

Compiled by Chris M.
Walsh. Reporting by
Lars Brandle, Antony
Bruno, Susan Butler,
Ed Christman, Leah
Kauffman, Chris M.
walsh and Reuters.

For 24/7 news and
b- analysis on your
JOIZ  mobile device, go to:
mobile.billboard.biz.
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Canadian
Catch-Up

Lagging Digital Sales Pick Up Steam
Amid Calls For ISP Crackdown

TORONTO—The Canadian biz can fi-
nally report measurable signs of digi-
tal growth—but many in the industry
are arguing that legislation on Internet
service provider (ISP) responsibility may
be needed to protect the fledgling legal
download sector.

Canada has previously struggled to
establish a robusi digital download busi-
ness. But sales of digital albums in
Canada have soared by 83% year-on-
year in the first two months of 2008,
leading some to speculate the country
is finally starting to catch up with the
United States.

Nielsen Entertainment director of re-
search services Chris Muratore says dig-
ital album sales numbered more than
450,000 through the end of February—
a number not reached last year until
July. Digital albums represent 10% of
overall album sales, against just 4.7%
last year.

Inthe U.S,, digital albums represent
15% of'total album sales through March
16, according to Nielsen SoundScan.

“This trend mirrors what we're see-

ing in the U.S., except about a year be-
hind,” Muratore told an audience dur-
ing Canadian Music Week (CMW), held
March 5-8 in Toronto, where digital is-
sues dominated the debates.

The industry, still reeling from what
Muratore describes as “its worst holi-
day season ever” with just 9.7 million
albums sold, takes some solace from the
digital boost, but few Canadian execs
are getting carried away just yet.

Canadian Recording Industry Assn.
president Graham Henderson credits
recent albums from the likes of Jack
Johnson, targeted at an adult demo-
graphic that continues to purchase al-
bums in physical and digital formats.
Johnson’s “Sleep Through the Static”
(Brushfire/Universal) set sold 7,600 dig-
ital copies during its first week, about
18% of its total sales.

“We're delighted the numbers are ro-
bust,” Henderson says, but warns that
the rate of growth for digital tracks has
actually slowed, from 94% in January/
February 2007 to 58% in the first two
months of 2008. “If the pace [of digital
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track sales] continues to decelerate and
physical sales continue to decline, we'll
end up with a very small market.”

“I’m still skeptical that what we're
seeing is a revolution,” says Enrique
Soissa, co-founder of Toronto-based
indie label Paper Bag Records. “I'mm just
hoping this increase can be sustained
or improved upon to help with the drop
in physical sales.”

Likewise, Duncan McKie, president
of indies body the Canadian Indepen-
dent Record Production Assn., is reluc-
tant to suggest digital revenue will offset
physical losses anytime soon.

“We've found flat areas in terms of
sales before,” McKie says. “To make a
generalization based on two months
would be dangerous.’

Consequently, the musicindustry is
seeking other compensation for the

overall decline in revenue. During
CMW, many delegates, particularly
those from the music publishing sec-
tor, called for Canada to join recent gov-
ernment-led moves in France and the
United Kingdom to compel 1SPs to co-
operate on combating piracy (Billboard,
March 15). Last year the Songwriters
Assn. of Canada floated a proposal ask-
ing ISPs to impose a $5 Canadian
($5.08) monthly fee on broadband ac-
counts to compensate for piracy (Bill-
board, Jan. 12), and the issue was hotly
debated throughout the conference.
But Ken Thompson, director of copy-
right law for Rogers Communications,
one of Canada’s laurgest ISPs, says a
“market solution” is far better for con-
sumers than a levy. “f don’t think ISPs
or those that provide connectivity
should be gatekeepers,” he says. ...

BY WOLFGANG SPAHR

changing marketplace.

While France’s SACEM and the United Kingdom’s

STRAPPED
FOR CASH

Income Drop Riles German Publishers

MUNICH—Just 12 months after reporting the highest
earnings in its 100-year history, German collecting
society GEMA is facing a hefty revenue fall.

Members are calling for action after it became
known that GEMA anticipates a €30 million ($46.8
million) decline in mechanical royalties for 2007 due
to falling physical sales. In 2006, revenue from per-
formance and mechanical royalties
totaled €874.4 million ($1.15 billion).

GEMA confirmed the estimated
3.4% fall in February, but will not
publish its annual financial report
until April 22. CEO Harald Heker ad-
mits “a substantial loss in earnings
must be expected due to world-
wide decreases in the [physical]recordings market.”

Labels body Bundesverband Musikindustrie says
Germany’s recorded-music market fell 3.2% inretail
value to €1.65 billion ($2.6 billion) during 2007, de-
spite a 40% rise in downloads to 35.2 million tracks.
It's the 10th consecutive annual decline and, Heker
says, “there are [as yet] no real signs of compensation
from online sector earnings.”

GEMA has 60,000 author/publisher members
and distributed €752.7 million ($993.3 million) in
2006. Members now facing a fall inincome suggest
the society has been too slow in adapting to the
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30M

GEMA’s anticipated decline in
mechanical royalties for 2007

“It is [now] GEMA’s task to license new
business models as fast as possible,” Ham-
burg-based Roba Publishing CEO Christian
Baierle says.

Berlin-based Sony/ATV CEO Patrick
Strauch agrees that “earnings from digital
rights must finally flow in line with actual
use.” Strauch also wants “a more efficient,
leaner and overall less-costly administration.”

GEMA says its administration costs account for
14% of total revenue; in the United Kingdom—Eu-
rope’s largest music market—the equivalent figure
at GEMA’s counterpart the MCPS-PRS Alliance was
1% in 2006 (2007 figures are not available). GEMA
maintains a staff of more than 1,100 in Munich and
Berlin; London-based MCPS-
PRS employs 850.

Another Berlin-based pub-
lisher, Wintrup Musikverlag CEO
Walter Holzbaur, says GEMA “ur-
gently needs faster decision-mak-
ing processes and radical simpli-
fication of its distribution pian.”

The German situation is reflected to varying de-
grees across Europe. In Italy, Universal Music Pub-
lishing managing director Claudio Buja estimates
mechanical rights royalties declined 15%-20% in 2007.
“The dramatic fall in record sales is not being compen-
sated by the increased [digital] revenue,” he says.

In Spain, collecting society SGAE says its 2007
mechanical rightsincome was €65.6 million ($100.4
million), down 7.3% from 2006. Department of me-
chanical rights director Juan Palomino blames phys-
ical’s “unstoppable and systematic fall,” plus pay-
ment arrears.

www.americanradiohistorv.com

Mechanical Copyright Protection Society have not
yet published 2007 figures, they respectively reported
mechanical rights income declines for 2006 of 10.2%
and 3.8%.

“All collecting societies face identical major chal-
lenges,” Heker says. “They have to take account of
this by working together even more closely.”

Alongside a cost-cutting program, Heker is inves-
tigating possible synergies with its counterparts in
neighboring Austria.

Elsewhere, he notes that GEMA opened a joint New
York office in December 2005 with SACEM and SGAE
to promote their repertoire stateside. Although de-
clining to give specifics, Heker says that “the project
has been successful and will be continued.”

And at MIDEM in January 2006, GEMA teamed
with EMI Music Publishing and the MCPS-PRS Al-
liance to establish digital music “one-stop” the Cen-
tral European Ljcensing and Administration Service.

Recent CELAS agreements include a Pan-Euro-
pean deal with Omnifone’s MusicStation service for
EMVI’s Anglo-American catalog, plus a pact with Ger-
man online karaoke community TalentRun for all
GEMA repertoire.

Heker says GEMA has also improved its digital serv-
ices, pointing to its recent introduction of simplified
online licensing of GEMA repertoire for Web-based
radio stations.

Going forward, Heker is determined to push GEMA
through its current difficulties. “Only those who
change will survive,” he says. [

Additional reporting by Tom Ferguson in Lon-
don, Howell Llewellyn inMadrid and Mark Worden
in Milan.
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wmgreen

* Our conversion to recycled packaging has reduced
wood consumption by nearly five tons

* We were hailed by the Natural Resources Defense
Council for having “the most progressive set of paper
procurement standards of any music company on Earth”

{"g ‘ e Our company-wide recycling programs eliminated
- nearly 2,000,000 pounds of solid waste in 2007

.
*k

* We reject virgin fiber paper products from endangered
forests and paper produced with mercury processing

* We produce carbon neutral company-sponsored events

- _ * We were praised by California Governor Arnold
’ \" Schwarzenegger for progressive environmental programs

Creating a sound environment

warner | music | group
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$3,1/71,0/83 BETTE MIDLER

$250/$175/$140/
The Colosseum at Caesars Palace, 20,915 21257 f A

$95 Las Vegas, March 4.5, 7-9 S0l Ne. concerts West/AEG Live

$2,398,560 BALILERL 1213
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Rey, Puerto Rico, March 6-8 35757 three shows NO Limit Entertainment

$1,516,718 BRUCE SPRINGSTEEN & THE E STREET BAND
(31497224 Canatian) 130T
$116.50/36787 Bell Centre, Montreal, March 2 13,54 Glllett Entertainment Group, Live Nation
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$747,153 IRON MAIDEN, LAUREN HARRIS

$58.50/$39.50 1zod Center, East Rutherford, 14,154
.J., March 14 sellout

$711,368 RASCAL FLATTS, KELLIE PICKLER

$65/$49.75 FedEx Forum, Memphis, Feb. 29 E‘ggf Live Nation

$701,169 RASCAL FLATTS, KELLIE PICKLER

$63/$49 Alltel Arena, North Little Rock, 11,361
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PIOTYT. B RASCAL FLATTS, KELLIE PICKLER
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Live Nation

Live Nation

$649,350

$45 New Orleans Arena, 14,430
New Orleans, March sellout

POVPYYR KEITH URBAN, CARRIE UNDERWOOD

$75.75/$46.50 Giant Center, Hershey, Pa., Feb. 14 sgéﬁc];‘?t Live Nation

Join Billboard as we profile South Africa, a key
entertainment market, in our Experience the
Buzz series! Focusing on this year's South
African Music Awards, we will report on top
artists that have impacted the nation’s music.
We will also take a look at what the market
offers to international touring artists and the
touring outlook for the year ahead.

Beaver Productions
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$95/% Rey, Puerto Rico, March 14 8'801 Gianfi Communications

PV A RASCAL FLATTS, KELLIE PICKLER

$65/$49.75 Veterans Memorial Arena, 10,09:
Jacksonwville, Fla., Feb. 22 sellout

Live Nation

$566,256 G E]

$75/349.50 U.S. Bank Arena, Cincinnati, 8,721
March 1S ellout

ITLCIPPI BRAD PAISLEY, RODNEY ATKINS, CHUCK WICKS

$49/$29.75 Sommet Center, Nashvilie, Feb. 15 lg('lf)Zto Live Nation

Beaver Productions

Don't miss this opportunity to reach Billboard's
top-level global readership!
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$75.50/$45.50 Fox Theatre, Detroit, Feb. 29- 9,550 Live Nation, Olympia Entertainment
arc two sellouts !
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$85.75/$59.75 Cox Arena, San Diego, March 2 §,%§o Live Natlon

$434,859 MICHAEL BUBLE, NATURALLY 7

$75/%45 Freedom Hall Coliseum, 6,800
Louisville, Ky., March 1 seliout

IssucDatczMag

Beaver Productions
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phitheatre, Universal 8,747 :
$44.75 City, Calif,, Feb. 23-24 938 two snows V@ Nation

ISLIZI BRAD PAISLEY, RODNEY ATKINS, CHUCK WICKS
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$395,028 MICHAEL BUBLE, NATURALLY 7

75/$45 CenturyTel Center, Bossier City, 5,706
L La, Feg. 29 i sellout

Beaver Productions

$391650 AL Lo e

$75/$55 Dodg‘e Arena, Hidalgo, Texas, 5,878
March 1 5903

$388,215 MICHAEL BUBLE, NATURALLY 7
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CONNECTING
POINTS

At SXSW, Mainstream Brands Take Aim At Indie Bands

For the Mariah Careys and
Beyoncés of the world, waltz-
ing through a gifting suite at
the Academy Awards or the
Sundance Film Festival is

second nature.

But for indie bands at last
week’s South by Southwest con-
fab in Austin, the experience of
loading up on clothes and an

o o
+ 22T

array of lifestyle products was
a bit more unfamiliar.
Brooklyn electro-rock teen duo
Tiny Masters of Today were par-
ticularly jazzed about the “suite

scene,” says Koos/AG market-
ing manager Alissa Friedman,
who concedes, “There were ade-
centamount [of bands] that were
not used to being gifted, and they
said they’d pass along the word
about the product.”

Brands like Tigi (maker of
Bedhead hair products) and
Asics see their payoff from
aligning themselves early with
artists before they break into
the mainstream. For others like
Girbaud and Eastsport, the
suites offered the chance to
launch new campaigns.

“In theory, the folks who are
going to wear this stuff are
trendsetters and highly visible,”
MA3 Agency creative director
Jason Lannert says.

The suites are typically or-
ganized and hosted by the sales
and marketing departments of
such print magazines as Spin,
Blender and Nylon. Lifestyle
marketing companies like BMF
Media, whose sole purpose is
to conceptualize and host these
events, have also sprung up re-
cently to capitalize on the trend.

“Advertisers are buying the
audience [of the magazine), first
and foremost, and then the
bands, who they can’t get the
access to at South by South-

J

west,” Blender publisher Ben
Madden says.

AG Denim, which has hosted
gifting suites at the Emmy
Awards, Golden Globes and
Sundance, asserts that at SXSW,
musicians were setting fashion
trends that celebrities will then
adopt. So the company targeted
acts that it felt were poised for
a breakout year, including
MGMT, Robyn and Autolux.

For its suite at the Moonshine
Patio Bar and Grill, Eastsport
welcomed buzz bands like the
Big Sleep and the Ting Tings.

“We were selective and
wanted to target artists that do
get the press,” Friedman says.
She adds that several acts, in-
cluding Augustana, have al-
ready expressed interest in
“wanting to work with us on up-
coming photo shoots and press
opportunities they have.”

Brands are alsoaiming fora
trickle-down effect: young artist
uses product, fans take note
and do the same. Say farewell
to the traditional costs associ-
ated with printand TV airtime.

“The power with one of these
young bands having one of our
products goesalot further than
any traditional advertising,”
Eastsport senior VP of market-
ing and advertising Joseph
Janus says. “When it comes
from within the music commu-
nities, it’s like [teens] are dis-
covering it themselves. And
when they discover it them-
selves, there’s much more
brand loyalty.”

The “immediacy” of SXSW
also appeals to Janus. “It’s so
instantaneous with this crowd;
they go off to the tours, go off
to the buses, and influence the
teens,” he says.

Ultimately, the suites proved
avaluable steppingstone to fu-
ture opportunities. “It was not
our intention to align ourselves
with one specific band or have
them as spokespeople for the
brand,” Friedman says of her
brand’s Austin experience.
“We simply wanted to intro-
duce AG to this great new mar-
ket for us, and start branding
ourselves to them.” e

to billboard.com/sxsw.

For show reviews, video and artist
LOM interviews from SXSW 2008, go
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The BILL B. GONE LOAN from First Entertainment Credit Union helps you consolidate credit card

bills, department store bills, and more. Apply today at 888.800.3328 or members can apply online
at firstent.org for a 24/7 quick loan decision. Rates as low as 8.9% APR*

Loan omount-

| Up 10 520,009
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FIRST ENTERTAINMENT
CREDIT UNION

An Alternative Way to Banky,

*APR = Annual Percentage Rate. 8.90% is the preferred rate for loan amounts of $5,000 to $20,000. 11.90% APR is the preferred rate for loan amounts of $2,500 to $4,999. Not all members may qualify for the preferred rates; other rates and terms may
apply. All loans subject to credit approval. Loan offer valid January 1, 2008 through March 31, 2008. Loan proceeds may not be used to refinance existing First Entertainment Credit Union loans.
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inaugural Social Responsibility Summit to learn how to reach values-

driven consumers through socially responsible actions. KEYNOTES

This two-day event will offer key business information and thought
leadership ideas for building an eco-friendly and sociallv responsible
company infrastructure, and much more. Move your business in the
right direction today, and reap the rewards tomorrow!

Frances Beinecke Jonathan Greenblatt
HOSTED BY President. The Natural Co-Founder,
B : Resources Defense Counil Ethos Water
Billoeard Tse ReporTer _

SESSION HIGHLIGHTS

* When do social and environmental issues become strategic?

Roy Spence Kevin Wall
® How to transform corporate culture to boost productivity Founder, Chairman & CEO, Founder & CEQ,
S GSD&M Idea City Live Earth

and increase ROI
® How to develop an effective cause-marketing program to PANELISTS
build brand image B F
® Five things you can do today: Green business is good business
* How-to-do-it-better: Building authentic messaging to fatten
the bottom line

Bill Bass Ann Hand
CEQO. SVP. Global Brand Marketing

REGISTER BY APRIL 11 FOR ONLY 31093. SAVE 2000 """

10% of all registration fees will go to charity

FOR DETAILS, VISIT: WWW SOCIALRESPONSIBILITYSUMMIT.COM

- = e T g : 3 Jolm Replogle Paul Si tti
Registration: 646.634.7254 or almaweinstein@nielsen.com 2 :.:;1) Ogle 'D‘i“\:':“g':n“l‘
e ] 3 1 (41 and
Speakers: 646.654.4683 or rachelwilliams@nielsen.com Burt’s Bees Gommunications, Philips

Sponsorships: 630.759.8728 or john.grosfeld@nielsen.com
Hilton Riverside Hotel: 504.561.0500
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From artists remaking their studios to
promoters with an eye on changing the
world, the (recycled) pages of our second
annual Green issue showcase every sector
of the music business, blazing trails for
concertgoers, music diehards and casual
fans alike. The biz may be in the fiscal
doldrums, but it remains unparalleled

in its ability to inspire progress.

F
-m e
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Going green has
become top of mind
for artists big and small
in the past few years,
via everything from
carbon offsets to
philanthropy. Below,
Billboard spotlights 10
acts that, through their
actions in the past 12
months, are making a
major difference with
environmental issues
and inspiring their
peers to do the same.

JACK JOHNSON

“In this new eco-green world, every issue is a green issue,”
says Jack Johnson, who's taken steps to reflect that reality
in his recording and touring choices. At the Los Angeles
headquarters of his Brushfire Records—a cozy single-fam-
ily home on warm-and-fuzzy Larchmont Boulevard—this
Live Earth veteran and his business partners recently over-
saw construction of a new recording studio insulated with
used denim and powered in part by solar panels located on
the roof. “It was an investment for sure, which will take a
good number of years to get a return on financially,” Brush-
fire managing director
Josh Nicotra says. “Butin
terms of environmental
impact, the returns are
immediate, so we were
happy to do it.” {Recent
bookings at the studio in-
clude Neil Halstead
Mason Jennings and
Vampire Weekend.)
Johnson, a lifelong surfer
who splits his time be-
tween homes in Oahu and Santa Barbara, Calif,, says that
he inherited much of his ecological awareness from his dad,
who viewed recycling, reusing and repairing as simple facts
of life. Johnson also describes his activisin as the natural
outgrowth of spending his downtime in two of the world’s
most gorgeous locations. He will continue giving backio 8 THE GREEN |"SSUE
Hawaii with his April 19-20 Kokua Festival, at which he ¢
will perform with Dave Matthews. Proceeds benefit the

Kokua Hawaii Foundation, a nonprofit organization that -
supports environmental education in the state’s schools e I oa r ree n
and communities. And for his 2008 tour in support of '

“Sleep Through the Static,” Johnson has updated his so-
called “EnviroRider,” requiring venues to reduce waste
and recycle. In addition, the tour’s trucks and coacles will
run on biodiesel, while catering will emphasize locally
grown and organic foods. This guy means business: “You
will be required to notify the Jack Johnson organization
no later than 60 days prior to the event if there is any pos-
sibility of noncompliance with these requirements,” the
rider reads, before threatening to withhold 5% of payment
from venues that fail to produce documentation of cooper-
ation by 10 days after Johnson’s concert. Just call him the
jolly green giant. —Mikael Wood

16 BILLBOARD MARCH 29, 2008
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Pumps loaded with WILLIE NELSON'S—§

BioWillie fuel will be the centerpiece
of anew Texas truck stop.

WILLIE NELSON
Willie Nelson’s BioWillie biodiesel fuel,
which is already sold in Texas, Oklahoma,
Mississippi, Louisiana, California and Ten-
nessee, will add a key location when
Willie’s Place at Carl’s Corner, Texas, opens
this summer. The truck stop, built on the
site of the first outlet to carry BioWillie, is
located just off busy truck route 1-35,
which runs from the Mexican to the Cana-
dian border. Billed as the biggest green
truck stop in the United States, the facil-
ity will include 13 islands and 26 pumps,
and all fuel sold there will have some per-
centage of biofuel, ranging from 5% to
85%. The facility will feature two restau-
rants, a saloon, gift shop, a 750-seat per-
formance hall and an XM Satellite Radio
studio. Nelson, who does an XM radio
show every Wednesday with legendary
trucking D] Bill Mack, says biodiesel is
catching on with truckers. “I talk to all the
truckers going up and down the highway,
and they tell me they use it, they like it,
it's good for the engines and they get good
gas mileage,” he says. “Truckers have been
the ones who have spread the word about
biodiesel as much as anybody.”

—Ken Tucker

“SHE BLE A

MANA

in 1993, Mexican rock quartet Mana released “Vivir Sin Aire,”
a song that likened not having a loved one to living without
air. It was a deliberate parallel that few people got, even when
the song became a regionwide hit. “We were already lalk-
ing about global warming, but no one understood,” front-
man Fher Olvera says. “Now they understand perfectly.”
Long before being green was cool, Mana was a tireless ad-
vocates for environmental causes through its nonprofit Selva
Negra foundation, launched in 1994. Selva Negra's projects
range from saving endangered species like the sea turtle to
massive reforestation efforts. in tandem with programs that
seek to change the way entire communities live and use their
land. But the group’s most ambitious and potentially tar-
reaching endeavor is a proposal to make environmental and
ethics classes part of the curriculum for all of Mexico's school-
children. The project, developed with government officials
and Mexico's Universidad Auténoma, was put before Con-
gress last year, and included the development of textbooks
and special teacher training. This March, it launched in
5,000 schools with plans to go nationwide by year’s end.
‘“This is what's needed to raise a generation that sees things
different. That understands that one thing leads to another,

Olvera says. —Leila Cobo

o] =g OLVEDRA MANA

www americanradiohistorv com

DAVE MATTHEWS
BAND

Dave Matthews Band doesn’t want to go green alone: It is
willing to go green for everyone else, 100. The band. through
environmental nonprofit Reverb, has calculated the CO2
emissions from every stop on its upcoming extensive sum-
mer tour and has purchased the renewable energy credit:

through NativeEnergy to make up for the footprint left by
each venue, hotel, flight, tour vehicle and even fan travel.
But DMB devolees can make their own contributions by
signing up to a carpool service online. Tour buses and trucks
this summer will run on biodiesel and, backstage. the band
plans to feast on local and organic foods on their reusable
catering products. The five-piece plans to continue erect-
ing an “eco-village” at each show to inform concertgoers of
ways they can help save the environment. Bassist Stephan
Lessard also told Billboard recently that the band wants to
integrate issues of water conservation into the mix. His in-
terest extends from his contributions to scoring the recent
IMAX documentary “Grand Canyon Adventure: River at
Risk,” which brings to light water economy and ecology in
the United States. —Katie Hasty
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KT TUNSTALL

Last September,
KT Tunstall part-
nered with her
record label,
Virgin, to create
a 100% post-
: consumer waste

LONE . recycled _and
chiorine-free book-

LVE

LOVE let for her soph-
omore CD, “Drastic Fantastic.” This
followed closely on the heels of the
Scottish singer/songwriter’s July 2007
Live Earth performance, during which
she greeted the crowed at New Jersey’s
Giants Stadium in a T-shirt imploring
“Save the Future.” Tunstall, who has
taken steps to reduce the impact of her
own success on the environment since
the production of her debut album, told
Billboard last year that getting the
opportunity to take part in Live Earth
“meant so much. I would have been
ashamed not to have been part of it,
really, because environmental issues are
so important to me and that’s some-
thing I really want to share.” 2007 also
saw Tunstall beginning work on the
greening of her London home, as well
as completing a carbon-neutral U.K.
tour. Currently Tunstall is planning an
environmentally friendly U.S. outing
for May. Although details are still being
hammered out, it’s likely the singer
will travel on a biodiesel-fueled tour
bus, something she did in 2006 while

touring the States.
—Susan Visakowitz

PEARL JAM

Long one of the
more green-
conscious acts in
music, Pearl Jam
- spent the past year
donating to local
causes withanen-
vironmental slant
and further hon-
ing the greening
of its touring and overall business.
Dovetailing with the more than
$120,000 the band has donated to organ-
izations devoted to climate change and re-
newable energy since 2005, drummer Matt
Cameron played a January benefit for flood
victims in Central Washington, while gui-
tarist Stone Gossard, in tandem with Green
Seattle Partnerships, planted vegetation
in a Seattle park ravaged by English Ivy.
Pearl Jam is also poring over ways to make
its Seattle-based office/warehouse more
environmentally friendly and is already
taking steps to reduce the carbon footprint
its 2008 concerts will leave. “We like the
idea of philanthropy being part of our nor-
mal business day. We’re not going to make
ahuge impact on any particular issue, but
by being involved in numerous things, the
broader network of businesses will have a
big impact on what’s going on in the
world,” Gossard says. —jJonathan Cohen

THE GREE!

TheBillboard Q&A

18 BILLBOARD MARCH 29, 2008 TUNSTALL: BARRIE THOMPSON; PEARL JAM: DANNY CLINCH

www americanradiohistorvy com


www.americanradiohistory.com

SERJ TANKIAN

Afew dﬁﬂ?ﬂéforeﬂ 1e fifth anniversary of the Iraq War,
Serj Tankian is sitting in an Austin hotel room and rumi-
nating on the costs of the endless battle. But Tunkian isn't
talking about dead soldiers or civilians; he’s talking about
the cost to the Middle East’s environment, an issue that few
people have raised. “The topsoil there has been destroyed,”
he says, “and who knows what kind of damage all those
bombs have caused to the ecosystems in the Middle East?”

Many bands these days are claiming the “green” label,
but their concern often starts at the merch table and ends
at the recycling bin. Not so for the System of a Down front-
man-turned-solo artist, who sees beyond silos and realizes
thatissues like electoral reform, recognition of the Armen-
ian genocide, poverty and the environment are all reluted.
As the four-day industry party that is South by Southwest
rages below him, Tankian is serious but not humorless;
clad in jeans and a T-shirt, he fiddles with his iPhone and
shows off pictures of his dog before settling in to ponder
weightier issues. Later that night, he brings the seething,
schmoozing Stubb’s crowd to a halt when he plays three
haunting acoustic tracks at a show to celebrate the release
of the “Body of War” documentary.

For Tankian, preaching about taking action is notenough.
Rather than simply paying lip service to green issues, he
founded a Web site, skyisover.net, to connect his funs to en-
vironmental and social justice organizations. He ulso fuses
the message to his music and the accompanying visuals; the
video for “Sky Is Over” shows him literally erasing the sky,
acommenton the growing delerioration of the ozone layer.

He also founded a nonprofit, Axis of Justice, with for-
mer Rage Against the Machine guitarist Tom Morello. “Ser;j
and Tom ate really committed to getting music fans to get
involved with local organizations and be active on a grass-
roots level,” AOJ mediua director Juke Sexton says. “Serj is
extremely informed about how the way we live our lives
impacts others and the need to 4 change in consciousness.”

“The organization has grown and morphed, and we re-
ally see the environment as being tied to social justice and
human rights causes,” Morello says. “We both realize that
while people can do things on a person-by-person basis to
make the world more green, massive levers need to be
thrown to cause any reul change.”

Tankian is spreading his green message on the roud and
working with environmental nonprofit Reverb to make
sure that his current tour leaves as small a carbon footprint
as possible. With the organization, he ensures all the food
served backstage is organic and locally grown, that recy-
cling bins are available throughout the venues and that fans
can buy energy credits to offset their travel to the show.
Still, Tankian recognizes that it's not enough. “This is all
great,” he says, “but it’s not going to stop the destruction.
Right now the Earth hus a fever, and based on the acceler-
ated rate of population growth, the way we live now is corn-
pletely unsustainable.”

Many artists are becoming more active in promoting
green issues, but you seem to be one of the few who
actually go a step beyond and connect environmen-
tal issues to issues of poverty and war. How do you
see the relationships between these causes?

For me, it ull stems from the need to promote justice. 1
called my organization Axis of Justice because I didn’twant
to focus on only one issue. The connections can be drawn
because they are present in so many places; for instance,
poorurban neighborhoods have higher asthma rates. When
a city wants to build i dump or get rid of radiouctive waste,
they don’t put it in the nice part of town. Even materials

for years. | have a place in New Zealand, and [ was really
impressed with a Greenpeace action that took place down
there recently. Greenpeace folks boarded a Japanese whal-
ing ship to try to shut itdown, and in the midst of the con-
flict, both ships ran out of fuel. When a rescue ship came,
the Greenpeace people tried to disconnect the fuel lines to
the whaling ship, even though it meant they’d be stuck as
well. It was kind of crazy, but sometimes you have to be
ballsy and put yourself out.

Do you ever worry that you are just preaching to
the choir and the people who are driving around in
Hummers and living in McMansions are just ignor-
ing the message?

Isat next to an oil executive on rhe flight to Austin, and he
sturted talking to me about how absurd it was that every
day when he drives to work, the highways are full but trams
and buses are empty. | think people are starting to hear
what environmentalists are saying. “An Inconvenient Truth”
was a huge wike-up call for a lot of people.

Have you ever been confronted with having to eat
costs to be greener? Have you paid extra upfront for
organic merch or greener touring? If so, how much?
Absolutely. Awareness always has a built-in economic cost,
though in some cases green materials have become more
competitive as tar as pricing. We pay
more for our merch items so that we
can be sure that they are made with
equitable labor and ecological prac-
tices. As far as investments [go],
going green means that the return
on your investment is less than in-
vesting in the corporate world, at
least for now. This does not mean
thatyou can’t be profitable and con-
scious. It just means that there is a
real-life cost to being more aware;
hybrid cars cost more than non-
hybrid cars of the same make, for ex-
ample. It would be great to
encourage large industries to reverse
this policy. For example, if car companies made hybrids
the same price as regular cars. more hybrids would be sold
and that would have a positive effect on pollution.

Whatis the dynamic of those business decisions? Do
you see a payoff further down the road or just eat the
cost because being good to the planet matters more?
The payoft for those decisions is not somewhere in the fu-
ture, it's now. I feel better about the way | live now and
that’s my payoff. 1 do things because it’s the right thing to
do now. I don’tknow what the future brings. In reality, the
future never really exists. It’s a design of the logical mind.

This is all great, but I’'m wondering how you justify
being part of an industry that produces so much waste
every years. You’ve sold more than 10 million CDs,
and many of those were in plastic containers that had
to be shipped to stores.

Basically, we're all hypocrites unless we go out and live off
the land. That way of living is a model for me, because |
think those people are clued in about climate change and
the way we’re going lo have to alter our lives. | spend a lot
of the record talking ubout the end of civilization, and I
don’t mean an apocalypse. I think that we are going to have
to come to terms with the fact that the way we live now will

that arc supposed lo be environmentally friendly capbe_ not exist in 5Q years, period.

harmful to poor communities. Biodiesel, for example, uses
up farmland that could otherwise be used to grow food for
starving people.

How did you first get involved in green issues?
I've been a supporter of Greenpeace and the Sierra Club

PHOTOGRAPH BY JEANEEN LUND

Along those same lines, you have been touring for
this record, and while you have carbon offset pro-
grams in place, you are still using a lot of resources
and putting a lot of goods out there. How do you rec-
oncile that with your belief system?

www.americanradiohistorv.com

‘ want
to look into
holographic
touring. We
could reduce
our need
to travel’

For This Veteran Rocker, Making An Environmental
Impact Is A Way Of Life by Cortney Harding

Again, | realize L am a hypocrite by going on the road and
doing this. I've had an idea for a long time, which might
sound a little crazy, but I really want to look into holographic
touring. | think we could reduce our need to travel it we
could project ourselves into meetings and concerts. We
have the technology, and we’re not using it right now.

For instance, | have a studio next to my house and a live
performance room in the studio. | could broadcast a show
in real time and could interact with the audience as if we
were in the same room. After all, it’s not like the audience
can touch me, anyway [laughs). It would open up « whole
new world for touring—shows wouldn’t have to be limited
to bars or clubs. There would be no travel costs, so bands
with very little money could play shows, and tickets would
cost less.

Well, even though that is still in the future, at least
bands right now are starting to become more con-
scious. Do you worry, though, that being green might
just be another trend for musicians and will be for-
gottenin a few years? After all, how many people do
you hear still talking about Tibet?

1'm not a big trend follower. so | don’t know if this is just
another blip. | think that with the ice caps melting and
everything changing, bands and everyone else on the
planet won't have much of'a choice abour becoming green.
I look at a place like New Zealand,
which is ecologically one of the most
progressive places on earth. People
down there are unconsciously con-
scious—they don’t get self-congrat-
ulatory when they recycle, they just
doitasaway oflife. I think we need
niore education to get us to that
place.

While bands are also becoming
greener, they seem to be less in-
terested in otherissues, like elec-
toral politics. Would you agree
with that?

I think i lot of bands are comingout
for this election, many more than the previous few. Howard
Deun had some good support and momentum in 2004, but
it collapsed quickly. I'm an Obama fan, but have to say |
was disappointed when | found out he wanted to expand
the defense budget. Still, he has done a good job gelting
younger people invested in the process and teaching them
about the way party politics work.

You just performed at a concert for the anti-war
movie “Body of War” and have a song on the sound-
track. What other musical plans do you have for the
near future?

I’'m going to continue touring behind the new record.
and I'malso working on some music for film. [ might be
working on a score for a theatrical production, too. My
next record will be a jazz orchestral record; | want it to
have a whole different vibe than the last one. [ want to be
able to play Carnegie Hall with the new one. I'm plan-
ning on releasing it in 2009. [ never studied music; | ran
a software company before | did any of this. I've been
lucky thal I’'ve done so well and been able to make the
music I want to make.

You’ve used your position as a popular musician to
spread the word about anumber of causes. Have you
gotten any backlash or flack from your fans?

| wrote an essay called “Understanding Oil” after 9-11 that
led to me being called a traitor and stations dropping our
songs. The sad thing is, now that the war has been on for
five years, people are com-
ing up to me and telling me
I was right.

L For a full transcript of
.b|z this interview, go to
billboard.biz/green.
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Radiohead’s THOM
Environment Commissio
at a recent environmental conference in Brussels.

RADIOHEAD

Radiohead’s most meaningful environmental contribution
last year might’ve been something it didn’t do: release “In
Rainbows” in a conventional manner. Though hard figures
are practically impossible to come by, delivering the album
as a price-optional digital download two months before pul-
ting a physical product in stores no doubt prevented the man-
ufacture (and eventual disposal) of tens of thousands of CDs.
And the band’s unwillingness to travel kept tens of thousands
of miles’ worth of airplane exhaust out of the aimosphere.
“What they won’t do—and haven’t done for a while—is fly
around the world and do promotion,” says Bryce Edge, one
of the band’s managers. “Thom [Yorke] just won't do that

When they do leave home, Yorke and his bandmates take
steps to offset their impact. They've partnered with Best Foot
Forward, an Oxford-based consulting firm dedicated to help-
ing organizations reduce their carbon footprints. BFF re-
cently analyzed two Radiohead tours to find out which sort
of show makes a bigger ecological impact: large ones held on
the outskirts of cities or smaller ones held in urban areas.
The goal? No fake plastic trees. -MW
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MISSY HIGGINS

Nostranger lo keeping things eco-friendly while on tour, Aus-
tralian singer/songwriter Missy Higgins is looking to further
her green efforts on her current U.S. jaunt. Leading up to the
Feb. 26 release of her latest album, “On a Clear Night,” Hig-
gins spent two weeks traveling across the country in a hybrid
Prius and posied Web documentaries of her stops at various
forward-thinking locations, such as the National Center for
Atmospheric Research in Boulder, Colo., and the Mountain
View Montessori School, a green elementary school in Reno,
Nev. “It was very inspirational; such great life lessons to be
learning at that age,” she says. While the current leg of her
tour is kept carbon-neutral by offsetting CO2 emissions with
buying wind power credits, her upcoming run in May along-
side Brett Dennen and Mason Jennings will be powered by
biodiesel-fueled buses. Clif Bar's GreenNotes program will
aid in greening their touring initiatives, and among the things
Higgins plans to implement is allowing fans the option to
offset their ticket purchases, which the singer has done for
previous Australian gigs. “I try to do everything | can with-
oul quitting altogether,” she says. “l want to try and make my
career as environmentally friendly as possible and try and in-

fluence other people along the way. Jill Menze

MISSY HIGGINS

www.americanradiohistorv.com

THE ROOTS

Musicians have been known to scrawl
their names on just about anything fans
shove in their faces, but the Roots have
taken autographing to a new level: At
this year’s edition of their annual pre-
Grammy Awards all-star jam session
(dubbed the Green Carpet Bash), the
Philadelphia-based hip-hop crew gave
away signed compost bins in an effort
to promote the practice. Devoted ani-
mal lovers, the band members have also
worked frequently with PETA, most re-
cently on the “Stop the Violence: Go
Veg!” campaign. And their activism has
caught on among Roots fans. Check
out Okayplayer.com, an online com-
munity led in part by drummer Ahmir
“?uestlove” Thompson, where recent
discussion-board topics included
“Should horticulture replace agricul-
ture?” and “Anyone know any recipes
that are rich in vitamin B17?” —MW


www.americanradiohistory.com

MITCHELL HENRY DILTZ/CORBIS; SEEGER: CHRISTOPHER FELVER/CORBIS; R.E.M :PAUL NATKIN/WIREIMAGE.COM

YORKE: YVES HERMAN/REUTERS: HIGGINS: ADRIENNE OVERALL; ROOTS: UNIVERSAL MUSIC GROUP:

Pete Seeger clearly hoped to open a few eyes about
how polluted the Hudson River had become when he released
“My Dirty Stream” in 1966, but little did he know he’d be help-
ing spawn a movement in environmentally conscious song-
writing that’s now in its third wave.

Recent years have seen the beginning of a watershed mo-
ment, as such acts as Arcade Fire and Jack Johnson are not only
championing the environment but also writing songs about it.
And artists across the timeline agree that there is no issue more
universally important.

“It comes down to the simple fact that we all live on the same
planet,” Pearl Jam guitarist Stone Gossard says. “There’s al-
ways a liberal or conservative view of any particular issue. It's
really about how you frame it and navigate it.”

THE AGE OF AQUARIUS

Seeger, now 88 and still an activist, figures into any discussion
of the grass roots of environmental concern in music. “1 was
anearly nature nut,” he says. “When I got to prep school in my
teens, [1] started reading Thoreau and took him as my guid-
ance.” As part of his efforts to preserve New York’s Hudson
River, he released “My Dirty Stream (The Hudson River Song)”
as the focal point of an entire album of green songs in 1966. By
1969, he had formed anti-pollution organization Clearwater
and was sailing the riverina slo?p of the same name, pulling
over for concerts to raise awareness of the issue.

“Partofa folk singer’s role is to go out and write songs about
topical issues,” says the Byrds’ Roger McGuinn, who cites Seeger
asa friend and continual influence. The Byrds' 1970 song “Hun-
gry Planet” talks about “people . . . poisoning my oxygen, dig-
ging into my skin; taking more out of my good earth than they’ll
ever put back in.” Like Seeger, “the environment has long been
one of my concerns,” McGuinn says. He released a song called
“The Trees Are Gone” in 1991 when the second generation of
earth-conscious artists were at the fore, and is currently an ad-
vocate of solar power. He was glad to see the issue come up in
R.E.M.’s music at the time, and “Generation Y is there now.”

The turbulent, fertile late-’'60s/early-"70s moment is best rep-
resented by such classics as Marvin Gaye’s 1971 “Mercy Mercy
Me (The Ecology),” Joni Mitchell’s “Big Yellow Taxi” and Neil
Young’'s “After the Gold Rush,” which had a major impact on
the songwriters of tomorrow.

“Certainly Neil Young is enormous,” Pearl Jam’s Gossard
says of artists who have influenced singer Eddie Vedder and
the group in general to incorporate green issues into their music.
“All of our favorite artists sing about how the personal and the
political blend in the world to some degree. It's such an impor-
tant way for people to create art but also have an impact on the
planet at large; by telling stories about the realities some peo-
ple don’t necessarily hear about or see.”

SELL THE SKY

Between R.E.M.’s litany of global ills on 1987’s “IU’s the End of
the World as We Know It” (“slash and burn return”), Talking
Heads’ wry 1988 song “Nothing but Flowers” and the B-52s’ 1990
track “Channel Z” (“market crash! polar shift!”), several bands
during the second Reagan term and the Bush Sr. years blended
the political and the personal into their environmental storytelling.

“In the '80s, 1 was starting to write about political topics
and the environment was one of the things that really needed
to be addressed and discussed,” R.E.M. frontman Michael
Stipe says. “I think a lot of that had to do with basically rec-
ognizing that the Reagan administration may well turn into
the Bush administration.”

Stipe cites a science class in the early '70s for helping spark
his lifelong attention to the issue, but says 10,000 Maniacs
singer Natalie Merchant was “a huge influence on [me] on how
socially relevant topics, in the hands of a good writer, can go
hand in hand with music and writing lyrics.”

E G N I5SUE

A Movement Continues

Three Generations Of Artists, Audiences And
An Environmental Message By Jessica Letkemann

But listeners still weren’t quite sure what to make of the mes-
sage, as evidenced by a 1991 Earth Day show in Boston featur-
ing Jackson Browne, Queen Latifah and Bruce Hornsby, among
others. The crowd of 37,000-plus cheered the musicians, but
loudly jeered the political speakers, among them Jesse Jackson
and Sen. John Kerry.

“They’re booing the speakers and applauding the musicians,”
Indigo Girls’ Amy Ray told Billboard in 1991. “But many of us
have the same views and the same message.”

NO CARS GO

As this first decade of the millennium draws to a close, the po-
litical nature of the crisis has become far more accepted. In-
deed, Al Gore’s environmental documentary “An Inconvenient
Truth” enjoyed nonpartisan support, and spawned a best song
Academy Award for its closing track, Melissa Etheridge’s “1
Need to Wake Up.”

Now, Arcade Fire and Jack Johnson are among the current
crop of acts writing to fit the times. “No Cars Go,” from the for-
mer’s 2007 album “Neon Bible,” says, “We know a place where
no planes go. We know a place where no ships go. No cars go”
and then “Let’s go!”

Just as Seeger wrote a ditty called “Garbage” and sang it on
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a “Sesame Street” album with Oscar the Grouch in 1974, John-
son put his voice and acoustic guitar to use in a children’s song.
“The Three Rs {Reduce, Reuse, Recycle)” appeared on the 2005
soundtrack to “Curious George.”

Guster guitarist Adam Gardner, whose company Reverb over-
sees the greening of major tours, says Johnson “is truly com-
bining [it all into] an environmental campaign . . . It's an
environmental campaign simultaneous with a Jack Johnson
rock tour. That's just who he is.”

But is it an issue for blue state bands? Red state bands? “It has
to be nonpartisan. | think we need to be green states; I'm push-
ing for that,” McGuinn says. He believes music “is becoming like
a little plant coming through the crack in the sidewalk now; the
green things are breaking through the cracks. I would love to see
it get greener and less paved over, like the Joni Mitchell song.”

“It may be the rising of the oceans [that is] the wake-up call
the whole human race needs,” Seeger says. “The harder you
bounce a ball down on the sidewalk, the higher it bounces.
Whether a Republican ora Democrat getsin, I think some of the
best things are going to happen in the next few years.” s

. For a full Q&A with
b|z Roger McGuinn, visit
" billboard.biz/green.

Additional reporting by Jonathan
Cohen and Gary Graff.
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Meaningful Merch

Eco-Friendly Gear Is Appealing, But Expensive By Cortne

When it comes time to hit up the merch table at some
concerts, you might think you've stumbled into an Earth Day rally.
One such table at a John Mayer show, for instance, features
organic cotton and bamboo T-shirts, posters printed on recy-
cled paper and carbon-offset certificates that help fund green
energy firms. The greening of the merch biz has entered the
indie world, too—labels like Kindercore are selling American
Apparel organic T-shirts and eco-friendly reusable tote bags.

Green merch is nothing new; according to Music Matters di-
rector Michael Martin, a series of Earth Day concerts he worked
on in the early '90s featured green shirts provided by now-
defunct organic clothing company O-Wear. Martin says the dif-
ference between then and now is that “more nonpolitical bands
are starting to get into the game. It’s not just the big green play-
ers anymore.’

“Selling organic shirts and posters helps a band build their
image as being socially responsible,” says Ron Katz, who
founded Organic Apparel, a screen-printing shop in Denver.
“It’s definitely a way for them to build their brand, but I also
think most of them really do care about the issues and they
aren’tjust pretending.” The trend has also been good for Katz's
botiom line: “We grew 40% from February 2007 to February
2008,” he says.

Katz pins his growth on the new crowd he’sable to attract by
offering green options. He had a nonorganic business before
he founded Organic Apparel, and when he made the switch, he
says, “I lost almost all of my former customers. But now | have
a great new base—the kids play in bands and make art, and
they’re smart and stylish and informed.”

Part of the reason for the growing interest is that more con-
sumers are becoming aware of the impact of traditional cotion
on the environment. “Cotton is one of the most toxic conven-
tional crops,” Organic Consumers Alliance national director
Ronnie Cummins says. “[t uses a huge amount of pesticides
that hurt farm workers and communities and impact public
health. 1f bands made the switch and communicated their val-
ues to their fans, I think more people would switch to buying
organic cotton and bamboo.”

But even as green merch begins to pop up with more fre-
quency, there are still a number of bands that find themselves
shut out of the revolution due to the higher cost of environmen-
tally responsible goods.

“Green merch is really an image generator,” says Aaron Rosen,
director of business development at Toronto’s Kill the 8 Merch
Co. “We do green merch here, but the price point is much higher.
Ifyou're someone like Ben Harper or Jack Johnson, with a green
rep and huge crowds, you can do it. But for other bands, it just
makes more sense to get Hanes Ts.”

“I do consulting work for a green company, and yet | don’t
do green merch,” San Francisco psychedelic folk musician

Nathan Moomaw says. “I just can’t afford it—some orgunic T-
shirts cost twice as much o manufacture as regular ones.
Kindercore co-founder Dan Geller says, “We use the green
American Apparel shirts, and they are very expensive. We find
that shirts can be sold for a good markup and that people are
willing to pay the extra dollar for a green shirt. But [ do under-
stand thata lot of indie bands are struggling anyway, and green
merch is one of the lasi things they worry about.” e

KNOWING YOUR GEAR

-
NNA TENG

i CARAYAN TOUR

1E

ar®

SHIRTING THE ISSUE

According to the Organic Consumers Al-
liance, shirts should be sweatshop-free
and made of organic cotton or bamboo,
with a guarantee that pesticides weren’'t
used during the growing process. Big
companies like American Apparel and
Patagonia sell shirts that meet these
guidelines. Printing should be done with
water-based ink—screenprinting shops
like CONTEMPL8 (CONTEMPLS8.net) and
Organic Apparel (organicapparel.us)
both use it.
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NOW YOU'’RE INKING

Craig Minowa, who works forthe OCA in ad-
dition to fronting Cloud Cult, says posters
and printed materials should be printed with
soy ink on 100% post-consumer recycled
paper. Greenprinter.com offers a variety of
rates and options.

A LITTLE HELP FROM YOUR FRIENDS
There are many potential do-gooders ready to
accept donations from green-friendly bands.
Guidestar.org provides a starting point in the
form of a list of IRS-recognized charitable or-

ganizations. Among others, the Dave Matthews
Band has sold green energy credits through
Native Energy (nativeenergy.com).

STICK IT OUT

If green stickers and green buttons exist, none
of the sources Billboard spoke to for this story
had ever come across them. According to Mi-
nowa, stickers are printed on PVC paper, which
has been shown to release cancer-causing diox-
ins during manufacturing. And while the images
in buttons can be printed on recycled paper, the
back is made of tin or aluminum. —CH
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SHOPPING
SPREE

STAINLESS STEEL BOTTLES

The Fray loved the Sigg reusable stainless
steel water bottles it used toreplace bot-
tled water backstage so much that it part-
nered with the company to produce aline
for fans. The silver-and-black bottle sold
for $20 and featured a promotion for en-
vironmental organization Reverb along
with the band's logo.

ECOBAGS

Singer/songwriter Vienna Teng had her
name and logo screened on the large
bags, which can be
used to carry gro-
ceries or as book-
bags. “They were so
popular that we sold
out of them and had
to reorder
Teng’s manager Amy
Cox says. “We sold
them for $20 and
people loved them.
We made our money
back and then some.”

more,”

PREWORN
SHIRTS

Broke punk bands
have been doing this
for years. Buying a pile of $1 T-shirts
from Goodwill and screenprinting their
names over faded logos saves money
and guarantees one-of-a-kind items
For acts that are priced out of the or-
ganic cotton and bamboo lines, this is
a way to keep their merch from mak-
ing too much of a negative environ-
mental impact.

ORGANIC COTTON T-SHIRTS

A number of bands, including indie
rockers like Cloud Cult and Andrew
Bird, have begun selling shirts made
out of this environmentally friendly
material. “The fans loved it and bought
them, even though they were priced
up to $5 more than the other shirts,”
Andrew Bird’s manager Andrea Troolin
says. “The fans would request them
not by saying they wanted a certain
color or design, but by asking for ‘the
organic shirt.

CANVAS PATCHES

A DIY and green alternative to stickers,
they’ve been used mostly by punk bands
like Hot Water Music, Moss |con, Still Life
and His Hero Is Gone. “The patches
worked really well for them, and they
have great staying power,” says Erin Ab-
bott, who has sold merch for several
bands. “I still have a huge collection of
patches from the '90s.” —CH
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Sustaining the supply of natural materials
isn’t a new idea in the musical instrument industry,
which depends on old-growth wood to achieve the best
tonal quality.

“The paradoXis that musicians as a group tend to
be pretty progressive and ecologically savvy and con-
cerned—until it comes down to their guitar,” C.F. Mar-
tin & Co. head of artist and public relations Dick Boak
says. “They don’t want to take the chance that they won’t
have the absolute best tone. It requires a little bit of ed-
ucation and it requires them to see the product.”

Some of the most sought-after woods come from
trees that can take hundreds of years 1o develop their
acoustic characteristics. So through the years, instru-
ment companies have developed everything from clar-
inets that can be ground up and recycled into new
ones to Martin acoustic guitars and Gibson Les Pauls
sourced from responsibly managed forests.

Buta collective effort by Mar-

Instruments Of Change

Greenpeace And Guitar Companies Unite
To Save The Forests By Ayala Ben-Yehuda

like this: “If 1 is totally plentiful and 10 is completely
unavailable, I think spruce is a 6, and I'd put ma-
hogany at 7.5 and ebony at 8.” Demand from China
and political pressure within certuin countries to re-
strict rare-wood exports after decades of mismanage-
ment means “the price will go up and they will become
rarer and rarer.”

Natural Resources Defense Council senior resource
specialist Debbie Haminel says that just a fraction—
less than 5% by some estimates—of the continental
United States’ old-growth forest is still standing, forc-
ing buyers of that wood to look to other regions and
countries such as Russia.

“We do believe that marketplace demand has a lot
of potential for directing the market in a more sus-
tainable direction,” Hammel says.

Still, instrument makers sayitisn’t widespread con-
sumer demand for green instruments that’s been driv-

ing their eco-friendly measures.

lin, Gibson, Fender, Taylor,
Yamaha and others to
preserve their supply of
old-growth wood from
clear-cutting—in which all
trees within a designated
area are removed—is be-
ginning to bear fruit.
The industry heavy-
weights have partnered
with Greenpeace on its
Music Wood campaign,

A DIFFERENT DRUM

e Martin’s Boak says the com-
; s pany required all 750 author-
ized Martin dealers to stock its
sustainable wood acoustic
guitars after it found
some dealers un-
willing to take a
risk on them.
Thirty percent
of Martin’s total
manufactured
units are made of

e i _ i
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with an initial focus on
Sitka spruce, a key mate-

The Yamaha Steve Jordan Signature Snare
is made of maple that gets replanted,

high-pressure [am-
inate, a material

|

i
i
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A GUITAR
TO PICK

First Act Custom “Green” Guitar, created
especially for Guster guitarist/vocalist
Adam Gardner.

HARDWARE

Made from recycled and salvaged parts,
such as salvaged Bigsby tailpieces, as well
as pickup rings, tuners and pots (where
the knob goes into the guitar). Some parts
were bought used from vendors and oth-
ers were repurposed from guitars that
were damaged in shipping.

BINDING

Instead of plastic or fiberglass, the ma-
hogany is bound in ebony and bloodwood
on the top and back rims.

FINISH/PAINT

Chosen for their low toxin emissions, the
exterior paint and finish are water-based
instead of oil-based.

_ ENERGY USE

Electricity used during the guitar’s lifetime
will be offset with carbon credits from re-
newable energy company Native Energy.

GGy ™ |

water-soluble glue and minimal finish, to
reduce use of polluting chemicals.

rial in guitar and piano
soundboards.
After meeting with

made of euculyptus S
and fast-growing do-
mesticwoods. Yamaha
Greenpeace and the instrument makers lastsummer,  once manufactured a popular snare drum and
Sitka spruce supplier Sealaska agreed to a prelimi-  guitar made out of bamboo, which replenishes
nary audit of its logging practices. A full assessment  itself quickly. But the company that supplied
by third parties accredited by the Forest Stewardship  the bamboo parts went oul of business,
Council is set to take place this summer, and if Sealaska ~ Yamaha Drums product manager Jim
decides to implement their recommended reforms ~ Haler says.
and apply for full FSC certification, it will be on the Still, Boston-based First Act, which
road to more selective logging and consideration of  built an environmentally friendly
surrounding habitats before it cuts. electric guitar for Guster's Adam
Greenpeace started Music Wood after it traced clear-  Gardner, is rolling out its Bam-
cutting of Alaskan spruce to a variety of industries,  busa line of electrics to instru-
particularly home constructionin Japan. “Instrument-  mentstores this year. The $399
making is a very small percentage of the problem,”  guitar, currently available via
Greenpeace forest campaign director Scott Paul says.  firstact.com and at the com-
But the companies’ leadership on the issue “can have  pany’s retail store in Boston, is
really significant implications on the ground,” since  made of bamboo and covered
Music Wood supporters “are arguably the highest-end  with a water-based finish, rather
and highest-profile consumers of any [tree] species  than traditional polyurethane.
coming from this forest.” Rather than a reaction to di-
Paul says Sealaska’s own numbers showed that, with-  minishing wood supply, First Act
outsignificant changes, “they would be outof theirold-  marketing VP Jeff Walker says that
growth within 15 years,” and credits the company with ~ “this is more of a charge led by our
showing “alotof leadership and a lot of willingnessto  head of product development for gui-
explore” sustainability solutions. tars who was seeking alternative ways to
Boak pils the level of threat to old-growth woods ~ come out with an exciting new product.” «--
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Made with Forest =

Stewardship Council v : |

certified woods: A
mahogany, maple (for.
the neck) and ebony
(fretboard) with maple
inlay. The FSC seal of
approyval means the forest
is managed in a way that
ensures its long-term
viability as a wood
source and a home
for wildlife.
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His Nonprofit's
Mission: Greening
The Tour Industry

And Spreading The

Biodiesel Gospel To
Fans—And Congress
By Mitchell Peters

Adam Gardner has come
a long way since nicknaming his
band'’s tour bus “the Earth Eater.” Last
October, the Guster guitarist/vocalist,
who also co-founded environmental
nonprofit Reverb, traveled from his
home in Portland, Maine, to Capitol
Hill to testify in front of Congress
about the benefits of biofuel to the
music industry. “I’ve never been more
nervous in my life,” Gardner recalis.
But after wiping the sweat from his
brow, he successfully relayed his
Earth-friendly message to curious
politicians in Washington, D.C. “I ba-
sically said, ‘We’d love for Reverb to
be out of business, as far as coordi-
nating biodiesel for tours,” ” he says.
“[Artists] should be able to pull up
to any ol’ truck stop and get it. it
shouldn’t be something we have to
find for tours.”

Since co-founding Reverb in 2004,
Gardner, who runs the nonprofit with
his wife, environmentalist Lauren Sul-
livan, has helped green more than 50
tours, reduce 30,000 tons of carbon
dioxide, distribute approximately
250,000 gallons of biodiesel and
spread the Earth-conscious message
to 4.5 million music fans. And his ef-
forts won’t stop there.

“The environment is on the fore-
front of everybody’s mind right now,”
Gardner says. “Qur job is to keep it
there until it’s no longer a problem.”
Having already greened tours for such
acts as the Dave Matthews Band, Jack
Johnson, Linkin Park, Maroon 5, Bare-
naked Ladies and John Mayer, among
many others, Gardner says interest
continues to rise among artists and
fans who are interested in helping
Mother Earth. With a baby on the way
and a new Guster album in the works,
Gardner found time to speak with Bill-
board about the benefits of biodiesel,
educating concertgoers and afford-
able ways to green a tour.
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ADAM
GARDNER

How did your invitation come
about to speak in front of Congress
about the benefits of biofuel?
They wanted to hear my perspective
as somebody who uses biodiesel and
also travels around talking about the
challenges in finding it. They were
very interested in what Generation Y
thinks about biodiesel. So I was able
to show all of the stats in how many
fans participate on these tours. Orig-
inally. I think they were like, “Oh, my
God. Here comes some other pseudo-
celebrity who wants to show their sup-
port.” But they learned that my head
is really in this and I’'m not just here
to raise a flag.

One of Reverb’s main focuses is
outreach to fans via eco-villages
at concerts. What progress has
been made on that front?

Fans have a huge impact on a tour.
Eighty-five percent of a carbon foot-
print [at a concert] is from fans driv-
ingtoand from it. We have volunteers
going out there and they let fans know
to check out all of the stuffthat’s hap-
pening in the eco-village and to talk
to the local nonprofit groups. Wealso
encourage them to carpool and off-
set their drive to and from the show.
We receive donations for carbon off-

sets from fans at the shows. On the
Dave Matthews Band’s tour last sum-
mer, over 1.2 million miles of driving
were neutralized by the fans.

You’ve been playingin Guster for
16 years. When was the turning
point to consciously reduce the
negative environmental impact
of your touring?

Before I started thinking about envi-
ronmental stuff, [ remember hear-
ing about Neil Young traveling around
the country on biodiesel. That was
the first time I heard about biodiesel.
Of course, I assumed that biodiesel
was only for superstars, because it
would be too expensive and too hard
to figure out. But afier Reverb formed,
and we sent out bands like Guster.
who are not superstars, we showed
that if you have a bus, you can do this.

Some say biodiesel isn’t as great
as everyone may think. What are
your thoughts?

There are some recent question
marks about biodiesel, but the bio-
diesel we seek out isn’t being im-
ported from the rainforest of Latin
America. It’s made here in the
States. It's domestically produced
fuel that not only decreases our de-
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pendence on foreign oil, which ob-
viously has political implications,
but also is a more environmentally
friendly fuel that has way less emis-
sions than petroleum.

There are a number of feedstocks
for biodiesel. A lot of it in this coun-
try is made from soybeans. But some
places—like a biodiesel plant that’s
about to go into business here in Port-
land, Maine—collect wasted vegetable
oil from restaurants that would oth-
erwise be thrown away. So that’s re-
ally eco-friendly. Even when you
consider soybeans, a recent study
from the Department of Energy
shows that there's a 74% reduction
in carbon dioxide emissions from
using biodiesel. That takes into ac-
count the growing of the soybeans.
I’s pretty significant.

Using biodiesel can sometimes cost
more than petroieum-based diesel.
How are artists paying for it?

We lay it all out for them. Therearea
lot of ways it can be paid for. Bonnie
Raitt, for example, auctions off 10
seats in the fourth row [of concerts]
to go toward green expenses. Some-
times it goes toward the charity of her
choice. Serj Tankian is doing ticket
auctions. He also added something
called an eco-fund, where 50 cents of
every ticket will be put toward the
greening of his tour. The Fray also do-
nated 50 cents of their ticket [sales].
And if you sell enough tickets, you
can end up doing more than just cov-
ering your green costs.

There’s a band called Stars, which
is a cool band from Montreal with
members of Broken Social Scene.
Somebody from Stars called, saying,
“We'd love to have a tour, but we don’t
know how to pay for it.” So we have
a program called the Green Grants
Mentoring Program, where if there’s
overage from another band’s tour, we
can then put that toward bands that
want to tour greet1 ona smaller level.
It’s musicians helping each other,
which is really cool.

Have you worked with bands that
have taken a DIY approach to
greening a tour?

Hot Buttered Rum converted the
diesel engine of their van to run on
straight vegetable oil, so they go
around getting a bunch of grease
from restaurants that would normally
be thrown away. They basically go
dumpster-diving in various Chinese
restaurants around the country and
fill up their van. The gas mileage is
the same as diesel. For smaller bands,
that’s a really good way. Another band,
Oakhurst, bought an old Greyhound
bus and converted it to run on grease.
There’s a bit of an upfront investment
to do the conversion but once it’s done
you have free fuel. But for bigger
bands, they don’t own their buses or
trucks, so they can’t make the modi-
fications to them.

Where is the music business lack-
ing in greening efforts?

The things lacking most are knowl-
edge and help. And that’s the void Re-
verb is trying to fill. A lot of people
think it's too hard or too expensive.
For example, we've done some work
with Warner Music Group. We have
them looking at energy efficiency in
their headquarters in New York City.
They're going to save money by tak-
ing a closerat their energy and water
usage. It's just a matter of getting the
information out there and having peo-
ple facilitate it.

Are greening efforts in the music
business a trend, or do you ex-
pect environmental awareness
to continue?

It’s notatrend. It's something that has
been building momentum for a long
time. And now that we're seeing the
actual effects, more and more people
are becoming aware and want to take
action. So we're just trying to help peo-
ple, whether they’reinaband ora fan
ofthe band. It starts with the artistand
reverberates out to their fan base.  « -+

. For a full transcript of
b|z this interview, go to
b billboard.biz/green.

PHOTOGRAPH BY C. TAYLOR CROTHERS
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Paper OrPlastic

Jewelboxes Lose Their Luster By Ed Christman

The music industry’s year-old journey to find envi-
ronmentally friendly packaging to replace the unrecyclable jew-
elbox is still being slowed by the problem of achieving that
goal in a cost-effective manner—Dbut some answers finally
may be coming into sight.

The journey began at last year’s NARM convention, when
music retailers and suppliers acknowledged that environ-
mentally friendly packaging should be embraced before con-
sumers start forcing the issue on the industry, and formed a
committee to try and establish green packaging standards.
Indeed, a consumer survey released in early March conducted
by NPD Group on behalf of NARM identified such packag-
ing as the No. 3 desired trait for physical music products.

The challenge, according to Entertainment Distribution
Co. customer operations director Rod Streeper. is to develop
a cheap, high-quality package with a quick manufacturing
turnaround that holds up to the consumer’s packaging ex-
pectations, inan environment where people are Irying to cut
costs and where the CD market is declining. “That is quite a
balancing act,” Streeper says.

There are even those who doubt that the polystyrene-based
jewelbox will soon be history. While executives at all four ma-
jors say their goal is to finally be rid of the jewelbox, a top ex-
ecutive at one of those majors says it would be too expensive
to move to alternative packaging. [nstead, that executive ar-
gues that the industry should just let the ongoing conversion
to digital reduce, if not eliminate, the problem of the non-
green jewelbox.

Nevertheless, Warner Music Group is forging ahead look-
ing for a replacement. Chairman Edgar Bronfman Jr. “has ex-
pressed a strong desire to switch out of plastic,” WEA executive
VP/COO Mike Jbara says.

In February 2007, WMG switched to using 30% post-
consumer recyclable paper for all of the booklets and tray
cards in its CD jewelboxes. That swap alone saves nearly 4.7
tons of wood per year, the company estimates.

But beyond that, the company has “undertaken an analy-
sis to estimate the cost impact of the elimination of the poly-
styrene jewelcase and replace it by an all-paperboard
equivalent,” Jbara says. He adds that WMG will make a de-
cision on packaging sometime this year.

Likewise, the same types of discussions are occurring at
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Universal Music Group, where three prototype packagesare
being circulated among the company’s labels to see if a con-
sensus can be achieved, according to Universal Music Group
Distribution president/CEO Jim Urie. Once a package is cho-
sen, UMG will work with its vendors to allow for the auto-
mated insertion of a disc into the package.

In the meantime, UMG’s Universal Music Enterprises
{UMe) has issued its “Millennium” se-
ries in Eco-Pak packages made of not
only recyclable paper, but with recycla-
ble paper-foam trays. Next month the
Eco-Pak will be upgraded and the tray
replaced by a cardboard one. But up until
now, “more than 10 million of these
nearly carbon-neutral packages have now
been manufactured,” the company said
N a statement. “Since they utilize eco-
friendly materials, it is estimated that
the division reduced its carbon footprint
by 2,400 tons.”

In Canada, UMG has initiated its
“Green Series,” which places CDs in mini-
vinyl album gatefold covers made of re-
cyclable paper.

Sony BMG didn’t malke any of its exec-
utives available to discuss the issue. Ina
statement, the company said it “has is-
sued numerous releases in plastic-free,
eco-friendly packages, many of which use
recycled materials. Upcoming efforts in
the United States involve more than 50
titles in various eco-friendly packages, in-
cluding . . . DBS Discbox slider packs,
BioD packs and softpacks, slated for the
spring of 2008.”

In Canada, Sony BMG’s operations have adopted a European
packing format: the ECO-Slipcase, which is simplya CD within
a biodegradable card wallet without a booklet or a traditional
case. So far, 40 of the company’s best-selling titles have been
issued in this packaging, with another 12 slated for release in
March. In the United Kingdom, Sony BMG recently released
22 classic titles in eco-friendly wrapping.

www.americanradiohistorv.com

—MIKE JBARA, WEA

Like WMG, Capitol Music Group has been using 30% post-
consumer recyclable paper in all of its CD packaging since
January. Moreover, the Capitol Nashville label issued the lat-
est Keith Urban release with an inlay card and CD booklets
printed with soy ink on paper made from 30% consumer
waste, 30% pre-consumer waste and 40% sustainably man-
aged wood fire.

“We are very actively exploring op-
tions, including configurations that use
less plastic, plastic substitutes derived
from agricultural wastes and no plastic,
with the goal of finding a viable alterna-
tive to the standard jewelcase for all re-
leases,” CMG COO Jeff Kempler says.
“We have released numerous new high-
profile records in non-jewelbox con-
figurations in the last year or so,
including [albums] from Lenny
Kravitz, 30 Seconds to Mars, KT
Tunstall, Beastie Boys, Ben Harper,
A Fine Frenzy, etc. We have also
purchased or bartered carbon off-
sets for some projects, such as the
upcoming Tristan Prettyman
! album.” For the Tunstall album

carbon offsetting paid for 5,000
trees to be planted in Scotland.
. But moving away from the
| jewelbox could prove expensive.
The problem is that the case has
‘such a mature production and
delivery arc” that it has reached a
level of nearly unparalleled eco-
nomic efficjency, Kempler says.
Switching from the traditional
jewelbox to new packaging that is environmentally
friendly and can be auto-loaded and sorted is challeng-
ing from a cost perspective, he adds.

Moreover, since CD production is diminishing and it
looks as though the industry won’t be embracing a univer-
sal packaging solution, there is not much incentive to in-
vest in finding innovations that will solve such problems,
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other executives say.

One executive who is studying the issuc of converting toa
paperboard equivalent says the costs include adapting ma-
chinery that can load and sort the proposed packaging. That
could cost as much as 5 cents per unit for every CD manu-
factured in the next three to five years. In addition, the change
in packaging would include a 5 cent-20 cent increase in ma-
terial costs.

On the other hand, the extra cost would be offset by the
25 cents per unit that companies currently pay to hand-
assemble paper packages. But warehouse executives esti-
mate that only 10% of all CD units come in paper packaging
instead of jewelboxes.

Given that so far a clear paperboard wrapping hasn’t
emerged that solves all of the industry’s problems, some won-
derifan interim step might be warranted.

At the very least, the industry should put CD booklets on-
line, executives say. “Booklets are becoming a thing of the
past,” UMe executive VP Mike Davis says.

Others suggest a swilch to a polypropylene package like
the DVD Amuaray case. it's recyclable and is 30% lighter than
the jewelbox, one executive says.

Such a middle step may allow time for the developmentof

alternative packages like sugarcane- or cornhusk-based pack-
ages—but all steps along the way are fraught with issues that
still need to be resolved. “A corn-based plastic is still a bit
flimsy and would need a hardener and clarifier,” that execu-
tive adds.

And even if the right paperboard package is found, what
kind of glue would be used on it? “Apparently, some glues are
worse than plastic,” he adds.

These are the types of issues that the NARM/RJAA com-
mittee is still wrestling with, and while no one expects a uni-
versal solution, during a Feb. 21 meeting the committee was
presented with some options and learned of the trade-offs on
cost objectives and automation that are available today.

All these issues are important concerns for the industry to
consider, says Natural Resources Defense Council senior source
specialist Darby Hoover, who serves as an adviser to the
NARM/RIAA commitlee. “What is positive is the movement
the industry is making on behalf of its environmenta! footstep,”
she says. voe

BEN HARPER 8 THC INNOCENT CRIMINALS

Major Initiatives

The Big Four’s Efforts Extend Far Beyond Packaging

While CD pac‘kaging proposdls tend to get the most attention from ecologically thoughtful music
consumers, there are many other ways the industry is embracing an environmentally friendly stance.
“Beyond packaging, the issue has caused the company as a whole to think aboul a whole suite of ways we
can influence environmental behavior,” Capitol Music Group COO Jeff Kempler says.
For instance, EM 1 Music has formed a task force in the United States and Canada to examine “the paper we
use for the printer, cups, plates and even toilet paper; the light bulbs; how windows are sealed; our bottled
water service; turning our stereos off at night so as not to waste energy; und to look at the mini-refrigerators

that are so popular in offices.”

Likewise, Warner Music Group doesn’t consider its job done just because it is exploring packaging alterna-
tives. WMG “has taken a very aggressive look at the carbon footprint of our company,” WEA executive VP Mike

Jbara says.

Here's how each of the majors is addressing the bigger picture:

Sony BMG’s headquarters ut 550 Madison Ave. are
part of an environmental management program that
focuses on waste reduction, energy conservation and
emergency preparedness. The facility has been tested
and audited by an outside entity four times since 2001
and maintains an 1SO 14001 certification for environ-
mental practices. Receiving such a rating means the
company has a framework in place to track and im-
prove on its environmental impact.

To date, 550 Madison has reduced its base building
energy demand by 31%,; its greenhouse emissions fell
by the same percentage. In addition, the building re-
cycles approximately 565 tons of waste annually. The
company is now beginning the process of securing
ISO certification for its other U.S. operations.

EMI

According to its 2007 “Sound Vilues” social respon-
sibility report, EMI has significantly changed its en-
vironmental footstep in the last three years.

Forone, it has stopped manufacturingaudio prod-
uctand now outsources production to third-party sup-
pliers. (With the closure of its last factory in Canada,
it brings an end to the compuny’s 1992 program that
resulted in its manufacturing facilities achieving [ISO
14001 certification.)

In addition, 24% of its electricity globally came from
renewable sources, a 3% increase over the prior year,
and carbon dioxide emissions from the company’s
transport operations and business travel fell 14%.
In Canada, the company has made an effort to ship
product on the ground, reducing air freight by 58%.

EM1 also recycles paper in 90% of its global offices,
glass in 40% of its offices, metal in 47%, electronic
equipment in 77% and toner cartridges in 90%.

Capitol Records has worked with the National Re-
sources Defense Council in lending marketing and
technology expertise to help that organization reach
consumers and educate the public. As part of that,
Capitol developed a tool called a “gvdget”—a customiz-
able widget—that it created for the NRDC and allows
the company’s content to spread across social network-
ing sites.

Likewise, the company and its artist Tristan Pretty-
man helped the Bonneville Environmental Founda-
tion by donating a song to a DVD the organization
created to demonsirate the benefits of renewable en-
ergy, Kempler says.

WMG

WEA’s |bara reports that the company’s headquarters
have been carbon-offset and now that procedure will
be extended to the rest of its facilities. What's more,
in the past two years, WMG has implemented an ex-
tensive nationwide waste reduction and recycling pro-
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gram and has helped save nearly 2 million pounds of
solid waste, according to a company statement.

As part of that, WEA stopped printing its new-
release book, offering it instead as an online ver-
sion for the company’s retail partners.

Recently, WMG celebrated a carbon-neutral post-
Grammy Awards event for the second consecutive
year. By working with various California and Los An-
geles agencies, WMG used energy-efficient lighting
and biodiesel generators, recycled paper products, eco-
friendly soaps and detergents, and had invitations
printed on 100% recycled paper that was manufac-

tured with wind power.
) -
.l

——
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When Universal Music Group Nashville decided to
consolidate its label from two separate buildings on
four different floors to a new space, it opted to go green
allthe way, label GM/CFO Ken Robold says. The label
hired interior designers to help pull it oft, requesting
stats on what percentage of each item and building
material was recyclable.

The company’s chairs, desks and workstations are
cradle-to-cradle products, which means they are
made of materials that can be taken apart at the end
ofits functional work life and converted back toraw
materials for new products. Likewise, the space’s
flooring and post-and-beam architectural system are
100% reusable.

In addition, the company has moved aggres-
sively io reduce its daily paper output, including
double-sided printing and reducing the number
of printers, copiers and faxes in the oitice, Robold
says. And instead of having upwards of 40 TVs
around the office that use 175 watts each, the com-
pany has installed technology that allows employ-
ees to watch TV on their computer monitors, which
use just 30 watts. —Ed Christman
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TheBiodieselDebate

The Fuel Is A Panacea Or A Pariah, Depending On Who You Ask By Ray Waddell

If the road to hell is paved with good intentions, it’s still a siretch
to say biodiesel may be powering tour buses down that road.

The touring industry has in many ways embraced biodiesel, a
cleaner-burning alternative fuel produced from domestic, renew-
able resources.

“[Biodiesel on tours] is on the rise and has been over the past
several years,” MusicMatters president and green louring guru
Michael Martin says. “I would estimate that close to 20% of this
summer's tours are planning or evaluating the use of biodiesel.”
This compares with the 2% of the overall transportation industry
that Martin estimates uses biodiesel currently. “The music indus-
try sector is the most public-facing component of the transporta-
tion industry and therefore offers one of the greatest opportunities
to be a catalyst for massive change,” he says.

Biodiesel is simple to use, biodegradable, nontoxic and is said
to reduce harmful emissions by as much as 50%. Asa petrol diesel
substitute, bio works better in warm weather, by happy coinci-
dence when more than 70% of touring takes place.

But naysayers have posited that burning biodiesel might, in the
big picture, not be as favorable to the environment as previously
imagined. In fact, according to recentarguments and studies, the
end results of large-scale biodiesel use may even be harderon the
Earth than plain old petrol.

This chatter has not been lost on the early adopters. “I've
been hearing that a little bit and I'm waiting to get some more
information,” says Vans Warped tour founder Kevin Lyman,
whose tours have been on the front lines of adopting biodiesel-
powered tour buses, semis and generators. “But we have to fig-
ure out something, and, right now, we still think [biodiesel] is
the best alternative.”

CONFLICTING REPORTS

It's clear that the touring industry and the world at large are buy-
ing into the notion of alternative tuels. In the United States, the
Energy Policy Act of 2005 includes a renewable fuels standard that
is predicted to double the use of ethanol and biodiesel by 2012 up
to 7.5 billion gallons. Government programs mandate certain fleets
use alternative fuels and offer tax credits to others. The National
Biodiesel Board (NBB) says the U.S. biodiesel industry has either
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doubled or tripled in each of the past four years.

But some schools of thought argue that the transition toward
oil-producing plants has led to unfavorable farming techniques
and deforestation in such regions as the Philippines, Malaysia and
Indonesia, resulting in loss of habitat for plants and animals.

Also, the actual production of biodiesel requires large quanti-
ties of land and water, as well as no small amount of energy in it-
self, much of it with a significant carbon footprint. In short,
opponents say, it lakes more energy to produce biodiesel than it
provides. A Cornell University ecologist led a study that he says
shows that producing ethanol and biodiesel uses significantly
more fossil energy than the resulting fuel generates.

Martin says there are challenges. “In addition to sustainable
biofuel, many European countries and the United States are im-
porting large quantities of unsustainable biofuel over great dis-
tances, which can have a negative impact on the environment,”
he says. “The gold-rush approach to developing biofuels can re-
sultin increased GHGs [greenhouse gas emissions] through bio-
fuel transportation, deforestation as more land is cleared for the
cash crop, and both food shortages and price hikes as we convert
agricultural land to grow fuel. Bottom line is that we need to think
of the impact with regards to everything we do, because everything
we do and every decision we make has an impact.”

Finally, it has been suggested that the agricultural shift toward
oil-producing crops (as well as ethanol-grade corn) creates short-
ages in other areas that ultimately are driving up food prices.

But the NBB maintains “the use of biodiesel in a conventional
diesel engine results in substantial reduction of unburned hydro-
carbons, carbon monoxide and particulate matter compared to
emissions {rom diesel fuel. In addition, the exhaust emissions of
sulfur oxides and sulfates [major components of acid rain] from
biodiesel are essentially eliminated compared to diesel.”

Environimental Protection Agency testing indicates biodiesel
reduces emissions by as much as 50%. But whatemissions remain
arenotall good. [f burned without additives, biodiesel may produce
about 10% more harmful nitrogen oxide tailpipe-emissions than
traditional diesel, according to numerous published reports.

As for the “uses more energy to creale than it produces” argu-
ment, an analysis by the University of Minnesota showed that
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corn-grain ethanol and soybean biodiesel produce more energy
than is needed to grow the crops and convert them into biofuels.

Biodiesel supporters say it's the best option, at least for now.

Chris Fussell, production manager for Sheryl Crow and a major
proponent of biodiesel, notes that there will always be cynics to-
ward any alternative fuel source. “Bottorn line is we need to make
changes to utilize all the various resources to lower the environ-
mental impact as a whole,” he says.

Tim Allyn, environmental consultant/activist and green adviser
on such tours as Warped and Taste of Chaos, admits things could
be better, citing a need for more efficient fuel stock and improved
labor practices in countries where much of the stock is grown.

But, he disagrees that biodiesel represents a net negative to the
environment. “A lot of those arguments, if you take them on their
own, out of context, there is a ring of truth,” he says. “But if you
bring them into the broader picture, when you talk about depend-
ence on fossil fuels globally, global warming and the dirty envi-
ronment that comes from fuel, that doesn’t stay in one place. It
spreads through the air, through the water.

“Biodiesel is offering us a bridge, and maybe ultimately some-
one will find a way to keep the efficiencies growing. Asin any new
type of fuel, it takes a gazillion dollars in R&D to get it right.”

Lyman adds, “Until we get great big lithium batteries in our buses.
which I think we will eventually, biodiesel is the answer for us.”

LOGISTICAL CHALLENGES

Thinking green on tours for Fussell is second nature and he be-
came moreenlightened on a Crow tour with Laurie David geared
to spread education on global warming. The most important les-
son was “that there were very few places artists could go that
wanted to run their fleet on biodiesel,” Fussell says. So Fussell
and Allyn joined forces on Fussy International (fussyintl.com),
a Web site that helps interested artists find where, how and why
to get their biodiesel.

Of'late, cost has become an increasing factor—the price of bio-
diesel fluctuates more than regular diesel simply based on supply
and demand. When it comes to B20, the most aggressive blend
you can run without voiding most engine warranties, prices have
ranged from $3.70 to $4.25 per gallon, Fussell says. Allyn’s data
says per-gallon costs ave up sharply this year, from $2.36 on aver-
age in the United States in February 2007, to $3.49 on average in
February 2008. Regular diesel went from $2.59 on average to $3.44
per during the same period. The NBB maintains that the high cost
of feedstock led to the temporary shutdown of a number of facil-
ities in recent months that are now coming back online.

“When an oil facility is shut down, that raises the cost of oil every-
where,” Allyn says. “A lot of the bio stock for fuel being grown in this
country is leaving this country. So all this idea of reducing our de-
pendence on fuel from foreign nations, we're sending ours offshore
because other countries are paying higher prices than we're paying.”

It does seein biodiesel is more of a premium overseas, partic-
ularly in Europe, where specific legislation to promote and regu-
late the use of biodiesel is on the books in such countries including
Austria, France, Germany, Italy and Sweden, along with straight
diesel in the $9 range, have greatly increased demand. “Some-
where in the equation, Europe is willing 1o pay a higher price for
the [biodiesel] contracts, probably to meet a demand that currently
exceeds ours,” Allyn says. “It's economics.”

Not only is Europe importing bio, but it’s also producing bio.
According to the European Biodiesel Board, today, there are ap-
proximately 120 plants in the Ewropean Union producing up to
45 million barrels (1.8 billion U.S. galions) of biodiesel annually,
compared with an estimated 250 million gallons produced in the
United States at more than 170 plants.

While some artists have complained about difficulty finding
biofuels when touring Europe, “We've had a number of artists suc-
cessfully tour on biodiesel throughout Europe,” Martin says, “and
often times tours abroad are smaller in both vehicle and fleet size.”

Ultimately, the touring industry is buying into biodiesel, and
no orie more so—and earlier—than Lyman with his tours. “Three
years ago when we went to this people said, ‘You're crazy, you can’t
get that much biodiesel,” and we were able to pull it together,”
Lyman says. “We can handle it. The supply chain of biodiesel is
much better than ever.”

Naysayers notwithstanding, when it comes to biodiesel, “we got
to keep pushing it,” Allyn says. “Even though prices are high . ..
people are getting more accepting of that price.

And “thanks to education, [interest is] certainly growing,”
Fussell says. “More artists want to do their part to make a change
for the better.” o

ILLUSTRATION BY PATRICK LEGER
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Live Music Giant Tests
Greening Plan In San Fran
By Ray Waddell and
Katie Hasty

When the big players go green, that’s when
change is significant. And in live music, the
biggest player is Live Nation, whose compa-
nywide effort to be more environmentally
friendly is reaching its apex in San Francisco.

Live Nation San Francisco (LF SF) is in the
midst of an environmental pilot program ex-
pected to result in a significant reduction of
greenhouse gas emissions, energy use and waste
generated by its six Bay Area venues and the 1
million fans who attend its events each year.

The participating venues are Shoreline
Amphitheatre at Mountain View, Sleep Train
Pavilion at Concord, the Fillmore, the War-
field, Punchline Comedy Club and Cobbs
Comedy Club.

LN SF chairman Lee Smith says the process
began about two years ago and eventually
led to the office hiring California Environmen-
tal Associates as a green consultant.

“It’s a very daunting task.When you start,
you don’t even know where to begin,” Smith
says. “You can't just flip aswitchand go from
whatever you were originally and be green
overnight. It’s an evolution, not just a change.”

One of the first goals was to offset carbon
emissions, not just those generated in pro-
ducing events but what’s generated by peo-
ple traveling to them, “which is probably 85%-
90% of all offsetting,” Smith says.

LN SF also looked internally to greening it
operation. Recycling was upped 15%, and water
consumption reduced by 5 million gallons.

Educational outreach includes messages
on video screens, tabling on concourses, a
dedicated page on LN SF’s Web site and lots
of contact with artists, including backstage
battery recycling and offering a list of Bay
Area biodiesel providers. A dollar from each
ticket sold at Sleep Train and Shoreline bene-
fits local environmental causes.

Twenty-five cents from each ticket sold
helps Live Nation defray costs of going green,
including hundreds of thousands of dollars in
offsets. “It costs a lot of money to change out
2,000 light bulbs, but over the course of the life
span of those bulbs there's an energy and re-
placement-cost savings,” Smith says. “There
is an upside to some of it, but what we do find
in the normal everyday operational basis
[with] things like kitchens, concessions, etc.,
when you try to find products that are more
appropriate, it is costlier.”

Smith won't go as far as to call any LN SF
venues “green.” “Some may consider them
green, others may have a stricter interpreta-
tion,” he says. “I don’t make any claims. | just
keep moving forward.”

Live Nation senior VP of communications
John Vlautin adds, “We’ve learned a lot from
San Francisco, and those learnings are cer-
tainly guiding our approach on a national level.”
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More venues are finding that going green is
not only a worthy cause, but a cost-efficient
one as well. Below, a sample of venues ap-
proaching eco issues in new and interesting
ways. Each plan to become, or already are,
LEED (Leadership in Energy and Environmen-
tal Design) certified.

Sandstone Amphitheater, Kansas City, Kan.
This year, longtime promoter Chris Fritz of New
West Presentations plans to make this 18,000-
capacity shed into the Midwest’s first LEED-
certified amphitheater. He’s tearing out seats
to make room for more general admission, but
also ripping ground to plant trees in the lawn
section. The cups that will be used will biode-
grade in 30 days, drivers will be rewarded with
discounts or free parking if they drive hybrid or
carpool, and local/organic food and beverage
purveyors are welcomed onboard—without
upping ticket prices one penny.
NONPROFIT RAISES THE CEILING
Freight & Salvage, Berkeley, Calif.

As the folk venue has been preparing to move
to a new location, organizers are renovating
from the top down—literally. Once finished,
the new space will feature native trees and
grasses planted on the roof (the first green
roof of its kind in the city), serving as natural
insulation and draining rainwater to be filtered
for other uses in the building. Executive di-
rector Steve Baker estimates the money saved
by such measures will double in 10 years.

OUTDOOR PROMOTER

CONTAINS ITSELF

Charlottesville Pavilion, Charlottesville, Va.
Recycling is key for the pavilion, both money-
wise and for the environment. Organizers sell
concessions in No. 1- or No. 2-grade recyclable
plastic cups, aluminum cans or 100% post-
consumer recycled paper, and specifically
sought waste contractors that would sort trash
after shows to maximize the recyclable return.
According to GM Kirby Hutto, the venue has re-
duced its waste by 85%, which eliminates tip-
ping fees to local landfills. The money it gets
back from recycle centers often makes up for
the cost of purchasing the higher-cost materials.

a
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Going green doesn’t mean compromising
beauty. According to Galapagos director
Robert EImes, the venue’s new space in Brook-
lyn’s DUMBO neighborhood (opening in May)
will contain a1,600-square-foot indoor pond,
an element around which the venue’s utilities
and interior design will revolve. The pool con-
trols the performance space’s heating and
cooling but may also attract the art-savvy eye.
Elements from the gutted building will be re-
cycled, such as using unused wood to build
the new bar and stage.
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Leave it to the gadget industry to turn
concern over electronic waste into a sales
opportunity.

Simply put, they're offering to buy back old
devices to recycle or resell, in return for cash
or in-store credit.

Coming to consumer electronic retailers na-
tionwide this spring is the ecoNEW program
from NEW Customer Service Cos., the com-
pany that provides extended warranty plans
and protection programs for such retailers as
Best-Buy and Wal-Mart.

Participating retailers (which have not yet
been announced) simply advertise that cus-
tomers can return any electronics products
they own-—even if they weren’t purchased at
the store—to the program and in return re-
ceive an in-store credit gift card for a prede-
termined amount based on the type and
condition of the device. ECONEW handles all
the collection and evaluation details and is-
sues the gift cards directly.

Another company is TechForward, which of-
fers a guaranteed buyback program similar to
the optional extended warranty services offered
by many consumer electronic retail stores. But
instead of buying extra coverage in case the
product breaks, you're buying insurance of
sorts against future upgrades.

TechForward VP of operations Marc Lebovitz
says the program enjoys a 12% conversion rate
on the devices covered. Close to 70% of all the
devices covered under the plan are returned
for the agreed-upon fee.

Both ecoNEW and TechForward then eval-
uate the condition of the devices returned, wipe
clean the hard drives and either resell the re-
furbished devices online via used MP3 sites or
even eBay or harvest the components and sell
them as salvage parts.

The money gained from this process osten-
sibly pays for the rewards given to the customer.
While TechForward hopes the difference will
make a tidy profit, ecoNEW will be happy to
just break even.

“It's not necessarily the revenue opportunity,
because frankly it's not that great,” NEW senior
VP of strategy and corporate development Kevin
Porter says. “If you look at the imargins . . . they're
razor thin. Until we have more experience on
the flow rate of product, we're not quite sure yet
if this will be a positive moneymaker. We're hop-
ing to at least make it neutral.”

The benefit, ultimately, comes in encourag-
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Trash To Cash

A New Life For Old Devices By Antony Bruno
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ing more sales.

“Itallows people to purchase now with more
confidence,” Lebovitz says. “Sometimes peo-
ple will wait to make a purchase because they
know a new device will come out in three or six
months. This allows them to purchase now and
know they can upgrade to the new one when-
ever they're ready.”

But environmental responsibility is also a
driving factor, and both companies are gam-
bling that end-of-life programs like these will
become more profitable in the years ahead as
demand increases for safe disposal programs
for consumer electronic products.

Followingis a quick snapshot of companies
providing buyback programs.

TECHFORWARD

How it works: Customers buy the plan at point
of purchase for a guaranteed rate, then return
the item using the program’s free packaging
and shipping.

Supporting stores: Los Angeles-area inde-
pendent electronics stores

Cost to consumer: About $9 for MP3 play-
ers, more for other devices

Reward rate for an MP3 player: The guar-
anteed buyback on an iPod Touch is $240 for
a 3-month-old device, $190 for up to six months
and $160 for up toa year. Prices may vary if the
units are damaged or inoperable.

ECONEW

How it works: Customers fill out an online
survey detailing what devices they want to get
rid of and the condition of the product, and
ecoNEW provides an estimate for the buyback,
as well as free shipping.

Supporting stores: TBA, but warranty clients
include Best Buy and Wal-Mart

Cost to consumer: None

Reward rate for an MP3 player: $20-$60
range depending on model; in-store credit only

APPLE

How it works: Customers can return iPods to
any Apple store for a discount on a new iPod
bought that day. Also offers a mail-in recycling
program for iPods and mobile phones.
Supporting stores: All Apple retail locations
Cost to consumer: None

Reward rate for an MP3 player: 10% dis-
count on new iPods when returning to the store.
No reward if mailed in.
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THE GREEN ISSUE

Festivals Fly TheEcoFlag

Events Seek To Ease Environmental Impact From Crowds By Mitchell Peters

With upwards 0f 60,000 people in attendance per day,
the potential for negative environmental impact at large-scale
music festivals is huge, what with fans arriving in gas-guzzling
cars and then proceeding to litter the grounds with thousands
of water bottles.

But that same gigantic number of festivalgoers represents a
powerful platform to spread a green message, says Adam Gard-
ner, guitarist/vocalist for rock act Guster (see Q&A, page 24).
Gardner is co-founder of environmental nonprofit Reverb,
which focuses on greening tours for artists. “People are there
for multiple days,” he says, “and you can take greening a lot
further because you’re in a stationary place.”

Gardner has witnessed environmental efforts firsthand while
performing with Guster at such green-friendly festivals as Man-
chester, Tenn.’s Bonnaroo Music & Arts Festival and the Austin
City Limits in Austin—festivals that are exploring everything
from carbon offsetting to solar energy to reduce their environ-
mental itnpact.

Reducing a massive festival’s carbon footprint can happen in
a number of ways—from small measures to large endeavors.
Sending away concertgoers with educational pamphlets (printed
on recycled paper with soy ink, of course) that give suggestions
on saving Mother Earth could make a significant impact, but
perhaps even more important are the larger steps that can be

Guster’s tour bus biofuels up.

taken to ensure the festival itself is as eco-conscious as possi-
ble, be it through recycling, transportation efficiency, solar-pow-
ered stages, landfill reduction or biodegradable cups and cutlery.

The festival promoters interviewed for this story declined
to give a specific dollar amount for how much of an invest-
ment it takes to go green, but “it’s in the six-figure number.”
says Charlie Jones, one of three partners at Austin-based C3
Presents, which produces Chicago’s Lollapalooza and Austin
City Limits. “IU’s a significant line item in our budget that’s
not recoupable.”

But there is always room for innovation to improve the fes-
tival greening process. Most producers of multiple-day music
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festivals employ in-house “green teams” and outside consult-
ants to ensure that their events are environmentally sound. As
the 2008 music festival season approaches, here is a look at
what is being done to raise environmental awareness and re-
duce the carbon footprint of large-scale fests.

THE COACHELLA EXPRESS

Nearly 187,000 concerigoers attended last year's three-day
Coachella Valley Music & Arts festival at Enipire Polo Field in
Indio, Calif. Paul Tollett, presidenr of Los Angeles-based con-
cert promoter Goldenvoice, which produces the annual festi-
val, does not have an exact count on how many cars passed
through the gates each day, but one thing is certain—it was
enough to raise concern.

To reduce that number of automobiles at this year’s fest, set
for April 25-27, Tollett did what any eco-friendly promoter would
do: “We cut a deal with Amtrak,” he says.

Based on the European model, where “everyone takes the
train” to festivals, Tollett says 500 campers—who sign up at
coachella.com on a first-come, first-served basis—will geta free
ride from Los Angeles’ Union Station to a temporary train plat-
form in Indio (billboard.biz, March 19). The free train, dubbed
the Coachella Express, departs April 24 and returns to L.A. April
28. “In a small way, what we're trying to change is the way peo-
ple are going to music festivals,” Tollet( says.

In the United Kingdom, “all of the surveys we’ve done say
that aboul 80% of a festival’s environmental impacl is getting
to and from the site,” Live Nation U.K. environmental serv-
ices manager Andrew Haworth says. For this June’s three-day
Download Festival at England’s Doningion Park, which last
year drew 70,000 attendees, Live Nation will cut down park-
ing availability. The frequency of shuttle buses from local train
slations to the festival will increase by about 40% from 2007,
according to Haworth.

ROTHBURY’S CARBON OFFSET

For this year’s inaugural Rothbury Festival, to be held July
3-6 in Rothbury, Mich., producers Madison House Presents
and AEG Live are allowing ticket buyers to pay above the set
ticket price to offset the estimated carbon dioxide produced
during travel to the event. When buying tickets, users can
check a $3 box to offset the impact of traveling to
the festival or a $7 box, of which the first $3

will go toward offsetting travels and the
remaining $4 will benefit a program
that aims to bring solar power lo
schools in Michigan. As an incen-
tive, festivalgoers who check the
$7 donation box will automati-
cally be entered into a raffle
where the grand prize is a two-
person eco-friendly trip to
Costa Rica.

Since Rothbury Festival tick-
ets—which are printed on
100% recycled materials—went
on sale in early March, approxi-
mately 20% of purchasers checked
one of the two boxes, according to
Sarah Haynes, founder of green-friendly
marketing and promotion company the Spit-
fire Agency.

Similarly, Live Nation U.K. will give concert-
goers the chance to tack on 40 pence (for Hard
Rock Calling and O2 Wireless) and 50 pence
(Download Festival) to ticket prices as a way to offset transport
emissions. “None of that money goes to Live Nation,” Haworth
says. “The money goes to an approved charity that works on
offsetting projects.”

Reverb volunteers
greet fans and distribute
educational pampbhiets
at venue entrances.

According to a 2008 survey published by AGreenerFestival
.com, 48% of music fans in the United Kingdom said they
would pay more for greener events, while 36% would consider
a festival's environmental policy before deciding to buy a ticket.
The survey, conducted by the Buckinghamshire New Univer-
sity, was based on responses from 1,407 festivals across Eu-

rope—approximately 500 of which were trom the
United Kingdom.

RENEW AT BONNAROO
With 5,000 staffers and 20 department
heads, producing the annual Bon-
naroo Music & Arts Festival is “lil-
erally like creating a small city,”
says Richard Goodstone, a part-
ner with Superfly Productions,
which co-produces Bonnaroo
with A.C. Entertainment.
And, like all cities. festivals
need power too. Although it prob-
ably won’t be functional for the
2008 edition, scheduled for June
12-15, organizers are looking to build
solar-powered renewable energy
sources on the festival’s site, located on
700 acres of farmland about 60 miles south
of Nashville.

“We're looking to put infrastructure into the
site,” Goodstone says, adding that he’s unsure
how much such an endeavor would cost. “We'd
be creating energy throughout the year with the goal of being
energy-neutral, and putting as much energy into the grid as
we take out.” Bonnaroo currently relies on energy produced
through generators.
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Live Earth: ALook Back

Measuring The Lasting Impact Of A Landmark Day By Ray Waddell

The Live Earth concertin
Shanghai, China: July 7, 2007.

Remember Live Earth? we thoughtso.

Last summer’s global megaconcerts were precedent-setting on
many fronts, from the clarity of the cause and the mammoth lo-
gistical challenges faced, to the ambitiously green staging of the
shows and the multiplatform mass-messaging.

They pulled off their primary goals: raising awareness, execut-
ing as green an event as possible and setting a new standard for
environmentally friendly live entertainment. Live Earth was a car-
bon-neutral event on a global scale, reaching an estimated 2 bil-
lion people with a message about climate crisis.

While artists have for decades supported environmental is-
sues, Live Earth in many ways galvanized the live music indus-
try toward a common cause. “Live Earth was that great big spotlight
on an issue we all were kind of working on and aware of,” says
Jason Garner, CEO of North American Music for Live Nation.
which produced Live Earth concerts in new York; London; Ham-
burg; Washington, D.C.; and Shanghai, China.

“Live Earth united the industry behind this movement,” Garner
continues. “We were already on our way to sorting through it, but
they took it and moved it to the forefront as a major issue that every
entertainment company has to be aware of because it's important
to the fans and the artists, and that's what we’re all here for.”

The question is, Does Live Earth’s message live on? Its execu-
tive producer, Kevin Wall, whose extensive résumé includes Live
Aid in 1985 and Live 8 two decades later, is obsessed with mak-
ing that happen, though it’s a process fraught with challenges.

“When we worked on Live 8 or Live Aid, we could say, ‘“This
young person here in Africa is starving and they’re going to die
unless you send $20.” A person at home could have a feeling of
emotional attachment, reach into their pocket and pull $20 out,
giving itto you and that kid would live for a year,” Wall says. “With
the environment, the reason this has never happened before on a
global basis is there’s no immediate result you could look for. It's
about the air we breathe, the climate, etc. That made it very tough.”

Live Earth has now transitioned from a one-time event pro-
ducer toan “ongoing advocacy organization harnessing the power
of entertainment to deliver a solutions-driven, action-oriented
message to a global audience 1o combat the climate crisis,” ac-
cording to Live Earth marketing/PR director Elirin Cummings.

So now that the concerts are a memory, this clearly isn’ta case
of problem solved. “There are changes happening. . . butin gen-
eral when you read these scientific reports that keep coming out
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you realize that these problems didn't just go away because we
did a concert, ora movie won an Academy Award, or Al Gore won
the Nobel Peace Prize,” says Wall, who received the Humanitar-
ian Award at the Billboard Touring Conference last fall for his
Live Earth efforts. “This crisis is only going to go away because
real actions are taken.”

Wall's goal now is to work with Gore to get the “Kyoto 2" treaty
ratified around the world. A series of fall concerts and events are
geared to draw attention to the issue (see story, page 35).

“We've done the global awareness thing and we've moved the
needle. Certainly the greening issue and sustainability is talked
about in every corporation in every country in the world today and
we're part of that,” he says. “Now we’re going to gel very specific
with that emotional ‘ask’ in trying to achieve a very specific goal,
which is the Kyoto 2 treaty.”

Meanwhile, the ongoing voice of Live Earth will be heard via
an industry “best practices” guide. The organization will soon
publish a book with the working title of “Live Earth Sustainable
Standards (LESS)” in conjunction with the British Standards In-
stitute. In the fall, live events will be able to green their projects
according to this standard and receive a certification.

While “LESS” will be a lasting legacy, Live Earth might well be
remembered as a touch point to the evolution of media and how
people consume live events.

Wall says that in delivering Live Earth, “we really were chal-
lenged with old media versus new media.” In the United States,
Live Earth claimed an aggregate 19 million viewers across its var-
ious TV outlets. However, he says the more impressive feat was
what Live Earth generated online. “We ended up with over 100
million uniques. The press focused in on the NBC prime-time
number and didn’t focus in on the new-media number, and | think
we are in an evolving state today that’s no longer abour appoint-
ment TV and what happens on a network.”

Today’s music fans are “platform agnostic,” Wall says. “The
real story was in digital form. We broke all records, it was a
multiple of five above anything that had ever been done in
this country.”

MAKE IT GREEN

Live Earth organizers were always aware of the potential hypocrisy
involved in staging a global rock concert against climate change.
So not only was there the challenge of producing such a massive
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undertaking, with 150 acts at 11 sites around the world, it also
had to be green.

By all measures, Live Earth achieved the environmental goals
of its event. “The idea was to produce a green event from start to
finish,” says Josh Stempel, captain of the Live Earth “green team.”

Going in, producers wanted to reduce impact and increase ef-
ficiencies in the areas of energy use, transportation and waste.
Then they wanted to accurately measure how well they did in
those areas, conduct an “accounting” and then purchase carbon
offsets to effectively create a carbon-neutral event. (Buying car-
bon offsets is the act of making contributions to a separate proj-
ect or organization to help support renewable energy sources.)

Stempel says, “We did a little bit of comparison analysis, and

ECO BOOSTERS

Need Carbon Credits? Wind Turbines?
Five Cos. That Will Green Your Event

GLOBAL INHERITANCE

globalinheritance.org

Eric Ritz, executive director of Los Angeles-based Global In-
heritance, is helping coordinate the logistics for a deal be-
tween Coachella Valley Music & Arts Festival producer Gold-
envoice and Amtrak. Amtrak will provide a free trainride toa
select number of Coachella campers from Los Angeles to the
festival’s site in Indio, Calif. “With gas prices the way they are,
what better way is there to go?” Ritz asks. Modeled after a
program created for the annual Vans Warped tour, Ritz also
helped Coachella with last year’s widely popular water bottle
recycling program, which let concertgoers exchange 10 empty
bottles for a free bottle of ice-cold water. “We took in 125,000
empties,” says Bill Fold, one of three Coachella producers.

GREEN MOUNTAIN ENERGY
greenmountainenergy.com

After calculating emissions created by generators, electric-
ity, staff travel and office space, Austin-based Green Moun-
tain Energy was able to offset more than 94,000 pounds of
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when you look at other events like the Super Bowl,
World Cup or Olympics, you'll see that in terms of the
music space that Live Earth is really setting the stan-
dards as to what a green event is, what a carbon-neu-
tral eventis in the music space.” Live Earth calculated
its estimated gross carbon emissions, throughout its
10-month planning and execution process and includ-
ing the concert day itself, at 19,708 tons.

By comparison, according to Stempel, the carbon
accounting for the 2006 Super Bowl was roughly 500
tons for the one-day event. The World Cup greenhouse
gas accounting captured approximately 92,000 lons of
carbon equivalents, and the 16-day 2006 Winter
Olympics in Torino, Italy, measured total carbon emis-
sions al 106,000 tons. “The important thing to note
here,” Stempel says, “is that all of these events, and
Live Earth, have committed to making sustainable live
events to reduce environmental impacl.”

Indeed, Live Earth’s overall “diversion rate” was 81%,
meaning that of all the waste
created and collected at the
events, 81% of it didn’t go 1o
landfills. “It was composted and
turned back into dirt or mulch, ,
oritwas recycled in rhe form of
plastic or aluminum or some-
thinglike that. And that's really
unprecedented for a set of
events the scale of Live Earth,”

Stempel says.

Day of show, Live Earth also
raised the bar in terms of its
emissions footprint, purchas-
ing renewable energy credits to offset some 1,000 tons
of carbon emissions and somewhere between 300and
400 tons of production-related emissions.

“The audience transportation for events like this
represents around 87% of the emissions related tothe
event because you're moving thousands of people,”
Stempel says. “At Giants Stadium we got the public
transportation usage up to 23%, {and] everybody [
talked to at New Jersey Transit and elsewhere said that
was unprecedented.”

The question remains: Is such sustainability sus-
tainable? Stempel thinks it is. “A lot of things Live
Earth pioneered | believe are continuing,” he says. “A
lot depends on the tour manager and the artists to con-

tinue on their own, and Live Earth is certainly going
to help people do that.”

Of course, some touring professionals talk a good
green game until they see increases in budgets of as
much as double-digit percentages in the short term.
Butaccording to MusicMatters president Michael Mar-
tin, “Greening an event doesn’t have to add more toa
budget,” noting that costs can be defrayed through
sponsorship or marketing value.

For those interested in greening up, Live Earth
has already published a first edition of a green event
guideline, essentially a how-10 manual to greening
events. “In the spring we'll publish a second edition
that really fleshes out a more practical way, a way that
doesn’t require as much input from environmental
specialists like myself,” Stempel says.

Stempel fully believes that venues and live events
are greener today because of Live Earth. “And the trend
on that is still increasing quickly,” he adds. “You're
seeing more artists come out
and announce green tours,
you're seeing more venues im-
plementing things independ-
ently and through corporate
structures as well, and Live
Earth was a big part of inspiring
and driving that effort and show-
ing how you can do that.”

Indeed, the touring industry
in particular has accelerated en-
vironmental friendliness. Instead
of press releases touting massive
production and a fleet of semis,
“now yoti're starting to see extremely conscious bands
use less lighting, more greening of the tour itself, not
just telling people to get green,” Wall says. “I think that's
a fantastic movement in our business.”

Butare wein a better environmental place overall in
the wake of Live Earth? “Certainly there is more aware-
ness, and the awareness is global,” Wall says. “In terms
of being in a better place, huge corporations are mak-
ing massive moves; that’s great news. Government is
still giving a lot of lip service and that’s not good news.
We need to take the lip service and develop it into real
policy that follows,
and it has to be on a
globul basis.” aee

i For a transcript of our
_b|Z Kevin Wall interview:
billboard.biz/green
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carbon dioxide created by the 2007 Austin City Limits Fes-
tival, which attracted 70,000 people per day. “That’s like
not driving your car 104,000 miles,” Green Mountain chief en-
vironmental officer Gillan Taddune says. The company’s web
site sells carbon offsets for $14 per ton, although prices vary
with larger events.

THE SPITFIRE AGENCY

spitfireagency.com

Based in Mill valley, Calif., the Spitfire Agency is
geared toward producing sustainable events
and tours. Having already collaborated with
Baltimore’s Virgin Festival by Virgin Mobile
and Black Rock City, Nev.'s Burning Man,
Spitfire is focusing its efforts this year on
greening the first Rothbury Festival in Michi-
gan. “A lot of festivals come to us, saying, ‘Hey,
here's what we're doing. Can you make us
green?' ” founder Sarah Haynes says. “Rothbury

came to us, saying, ‘We want to make an event that

is completely about energy independence and

green from every fiber of its being.’ ” With that

goal in mind, beer cups made from corn and other mate-
rials will be composted onsite. “Local farmers a month
later can come and pick up their compost for free to nour-
ish their farms,” Haynes says.

SUSTAINABLE WAVES
sustainablewaves.com
For about $3,500 per day, Sustainable Waves erects solar-
powered stages and custom-built sound systems for music fes-
tivals. CEQ Neal Turley says one of his company’s stages is
the equivalent of saving 1,000 pounds of carbon dioxide from
the atmosphere that would be released by running a gener-
ator for 10 hours. The company also created a tented structure
with wind turbines on the roof poles that collect and
distribute energy into “solar pods” at the base, ac-
cording to Turley. The solar pods can then supply
energy to stages or lighting applications.

MUSICMATTERS
musicmatters.net
MusicMatters works to “create an experience
that is unique and specific to the festival and
its community,” MusicMatters enviro-music pro-
gram manager Chris Baumgartner says. “Our ap-
proach is not only reducing the impact of the festi-
valitself, but leveraging the festival as an education
forum.” This year, the Minneapolis company is work-
ing to help reduce the carbon footprint of several festivals,
including Jack Johnson’s annual Kokua Festival in Hawaii,
Michigan’s first Rothbury Festival and the eight-city Green
Apple Music Festival. —Mitchell Peters

www.americanradiohistorv.com
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Live Earth Masterminds Target
Kyoto With New Concert Series

While it takes people to spur a movement, the partici-
pation of governments worldwide are required to bring about
lasting global change.

“That’s why this Kyoto thing is going to be very, very impor-
tant to helping solve this [climate] problem long term,” Live
Earth executive producer Kevin Wall says.

This “Kyoto thing”—actually called “Kyoto 2"—is a revamp
of the original Kyoto Treaty drafted in 1997, regarded as the firs!
major international effort to set standards for reducing carbon
emissions. “It was aggressive for its time and Al Gore was a
major proponent,” says Ehrin Cummings, director of market-
ing and PR for Live Earth.

Industrial revolutions in rapidly developing countries like
China, as well as a lack of endorsement from fully developed
countries like the United States, have spurred a call from the
internarional environmental community for Kyoto 2, with stricter
emissions standards, no breaks for developing nations or big

]

\
AL GORE, right, 8d Live Earth’s KEVIN WA
last summer, announcing a series of
commitments to combat the climatg qrisis.

corporations, and participation from the United States.

“From Live Earth's perspective, we wait to put pressure
on the U.S. presidential candidates to include this treaty as
part of their election platform, because they are the ones
who will decide whether the U.S. participates in the treaty,
Cummings says.

Live Earth will continue to work with Nobel Peace Prize win-
ner, former VP and longtime climate crisis activist Gore in
bringing attention to Kyoto 2. The goal is global ratification of
the treaty by 2012.

Live Earth hopes to bring the heat heading into the Novem-
ber elections with a series of other Live Earth events at college
campuses in October. Specifics will be announced in the com-
ing weeks. The events will have a “call-to-action” motive, en-
couraging people to write Congress, the White House and local
politicians. The pre-election timing is critical.

“We want to make sure the candidates, whoever they are,
local or national, specifically are addressing this issue of where
they stand on Kyoto and the climate crisis,” Wall says.

The concerts won't have the “spectacle” or global feel of last
July. “We're aiming specifically to college campuses, so the
artists’ makeup will be a bit different, and there won’t be as
many artists because it's not just about the artists,” Wall says.
“Al Gore asked me if | would go out and keep up the charge
and we’re happy to do it with them. The Kyoto Treaty will be a
very specific ‘ask’ and action for people to take. I think it’s the
nextstep.” —Ray Waddell
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SOLIO SOLAR ¥

CHARGERS 5
Retail price: $79.95-$199.99
As long as the sun is shining, t

the pocket-sized Solio Solar

Chargers, available in a number of
varieties and price ranges, will power
anything from MP3 players to cell
phones to digital cameras. From one hour of sunshine, the
Solio Magnesium Edition, priced at $199.99, juices 50 min-

0.3

utes of music on an MP3 device.

e

e

Hand-crafted from wood that is harvested from sustainable-
managed plantation sources, the Vers 2x Sound System is
available for iPods and iPhones. While no two are said to be
alike, the Vers product uses power-efficient components and
its packaging is made from 100% recycled material.

What’sInStore

Just about anything can be made green-friendly these days. Here,

Billboard spotlights eight products that are not only good for your
listening habits, but the planet as well. By Mitchell Peters and Jacob Smyle

The demand for e@o-friendly music
products and accessories is on the rise, says
Doug Farquhar, head of business development

for BuyGreen.com, which offers environmentally

friendly products to consumers and businesses.
“We're beginning to dig a little deeper into
the mainstream,” he says.
Indeed, Farquhar has noticed that going

green is “becoming cooler” among the younger

generation and the mainstream. As such,

BuyGreen will soon begin selling Trevor Baylis’

hand-cranked MP3 player, which doesn’t
require batteries. The Web site also offers
Solio’s solar battery chargers, designer dishes
and clocks made from recycled vinyl LPs, and
Voltaic solar backpacks.

For those who might argue that buying
green-focused music products and accessories
requires extra cash, think again. Kids in
particular “don’t understand what it costs to
charge up their iPod over a year,” Farquhar
says, noting that solar battery chargers are an
alternative. “They just stick [the iPod] in the
wall and it magically gets recharged.”
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IMOEBA ECO-

FRIENDLY IPOD CASES

Retail price: $19.99-$24.99

Protect your trusty iPod in an eco-
friendly way via Imoeba’s line of
cases made from recycled or re-
claimed bonded leather. Proceeds
from each case sold benefit envi-
ronmental cause Earth911.

VY&ELLE BILLBOARD
DJBAGS

Retail Price: $60-$70

Stop the turntables! The prayers from
eco-friendly DJs and mix masters
have been answered. Made fromre-
cycled billboard vinyl, this line from
Vy&Elle provides small and large DJ
bags equipped with exterior zip
pockets, a cell phone slot and, of
course, plenty of room for your fa-
vorite vinyl LPs.

WwWww . americanradiohistorv.com

FASHIONATION ECO-SPEAKERS
Retail price: $14.95

Listening to your favorite band and saving
the environment can be a splendid thing,
especially if done simultaneously. For
about $15, these pint-sized speakers
made primarily from post-
consumer recycled ma
terial, draw power from
MP3 players, which

chords aren’t required.

TREVOR BAYLIS—
THE ECO MEDIA PLAYER
Retail price: $275

Forget about electricity—cranking
is key. Said to be the world’s
first wind-up digital music/
video player, the Eco Media
Player, created by Trevor
Baylis, supplies 40 minutes
of music through only one
minute of crank time.
The player holds up to
500 tunes.

PAPERFOAM (ECO-FRIENDLY
CD TRAY OR PACKAGING)
Retail price: various

PaperFoam’s carbon-neutral CD/DVD
packaging consists of 100% natural
resources. Even better, the company has
done intensive research (available at pa-
perfoam.com) that proves its environ-
mentally friendly products are finan
cially comparable to conventional
plastic jewel cases.
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JEFF DAVIS—
COFFEE-TABLE COASTERS
Retail price: $18 (six assorted vinyl
coasters)

Vinyl is booming again. Not only are
sales way up, but thanks to designer
Jeff Davis, the centers of old LPs are
being recycled as coffee-table coast-
ers. Rest assured, there’s no need to
worry about ring stains: The discs are
sealed to prevent moisture from seep-
ing through
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Swedish Pop Star Robyn
Gets Her Groove Back

\ o>

Some could label her a rebel, but Robyn might best be described as a teen
pop survivor of the music industry.

In the years following her U.S. breakthrough in the late 1990s, the
Swedish singer had nearly abandoned hopes of maintaining a suc-
cessful career. Bui more than a decade later, Robyn will once
again take a stab at American music fans with her self-
r-tled album, which drops April 29 via Konichiwa/
Cherryiree/Interscope

“Itis definitely like getting a second chance,
Fobyn says. “1 had scrapped all my ideas of
Leing an international artist again, because
I was scared of the music industry.

The 29-year-old singer's 1997 U.S. debut,
“Robyn s Here” (RCA), reached No. 57 on
the Billboard 200, producing such hits as
“Show Me Love” and “Do You Know (What It
Takes).” But when it came time o release a fol-
low-up studio album in the States, to the dis-
may of record labels, Robyn insisted an moving
away from her pop-focused sound. In turn, the
labels declined to release her new material.

During the next several years, while signed to BMG
in Sweden, Robyn was able to live comfortably by re-
l2asing a handful of cverseas-only albums. But some-
thing was missing in the music. “I was always forced to
conform tothe structure of the major industry,” she says.
“I just wanted to detach myself. I wanted to start over.”

Second chances are rare for most artists, but not im-
possible, as Robyn has set out to prove. More than a decade
has passed since the U.S. release of “Robyn Is I lere,” which
has sold 922,000 copies in the United States, according to
Nielsen SoundScan. Even so, her American fan base is as
vibrant as ever. Interest was reignited following last year’s
U.K. release of Robyn’s electro-heavy self-1itled album
which first came out in Sweden in 2005 via the artist’s
Konichiwa Records.

“All of these interniational blogs and music sites quickly
started to pick up on the music,” Robyn says. “1t really gave me
the courage to believe there was an audience out there for me.

The new set finds Robyn collaborating with members of
fellow Swede acts the Knife and Teddybears, among others.
Alter shopping the self-titled disc te U.K. labels and then
being rejected, Robyn decided to release the album through
Konichiwa, which she founded in 2004. After the love-ad
dled single “With Every Heartbeal” went to No. 1 on the Of-

ROBYN

ficial UK. Singles chart, “all of the labels that said ‘no’ in the beginning came
back,” says Robyn, who eventually signed a joint venture with Island in the United
Kingdom. To date, the album has sold slightly imore than 160,000 units in Britain,

according to the Official U.K. Charts Co.

Meanwhile, Chertyiree president Martin Kierszenbaum received Robyn's
album from a friend who insisted he give it a listen. Kierszenbaum was
sold afier hearing a cover of Teddybears’ “Cobrastyle.” “I heard this super
arresting high voice and flipped out,” he says.

Robyn signed with Cherrytree in the United States based on Kierszen-

baum’s enthusiasm. With blog chatter and recent buzz from three U.S.
clubshows in February, not to mention anappearance

at Billboard's South by Southwest party and a
Perez Hilton bash at the event, Kierszen-
baum'’s strategy to market the forthcom-
ing album is already in place.

Leading up to the U.S. release, Cher-
rytree in January issued “The Raka-
monie EP." which features a number
of tracks from the singer’s full-length
record, including a burlesque-style

cover of Prince’s “Jack U Oft.
Additionally, inan effort toappeal
to the urban demographic, Kierszen-
baum recently put Robyn into the
studio with rapper Snoop Dogg. “She
sings the chorus on the remix of his
| single 'Sexual Eruption,” ” he says,
noting that the track is Snoop Dogg's

biggest hit in Sweden.

The incentive for U.S. fans to buy
an album that’s been available over-
1 " seas for approximately three years is

newly recorded track “Dream On.

{ Kierszenbaum says it has a “dance

| beat, but she has this beautiful melody
\ over it. It's not like a bonus track ot
B-side—it could be a single.

A coast-10-coast U.S. theate:
tour is being finalized by Robyn's
North American booking agent
Scott Sokol at Pinnacle Entertain-
ment. The three-week trek is
scheduled to begin April 26 at a
to-be-determined venue in Miami
and wrap May 17 at the Wiltern

in Los Angeles.

Discussions are still pending
for some stateside summer fes
tivals. but Robyn has been con

§ firmed tojoin the lineup of the

| first All Points West Music &

Arts Festival, to be held Aug. 8-

10 at Liberty State Park in Jersey

City, N.J. .
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>>>RIHANNA
REDUX

Rihanna will release a new
version of her hit 2007
album, “Good Girl Gone
Bad,” May 27 via Def Jam
Records. The revamped
set will feature new singie
“Take a Bow.” The track,
about a deceiving partner,
was written by Ne-Yo and
produced by Stargate. It
was serviced to radio
March 14.

>>>MORE SWEET
THAN BITTER
Ashlee Simpson has set an
April 22 release date for
her third Geffen album,
“Bittersweet World,”
which features production
from Timbaland and the
Neptunes’ Chad Hugo. The
first official single, “Little
Miss Obsessive,” boasts
guest vocals fromthe
Plain White T’s Tom
Higginson. Released
digitally in December,
album track “Out of My
Head (Ay Ya Ya)” failed to
chart but has sold 117,000
digital downloads in the
United States, according
to Nielsen SoundScan.

>>>ADELE ALL
OVER

Columbia Records will
give hot British newcomer
Adele’s debut set, “19,” a
summer stateside release,
through a joint venture
with XL Recordings. The
London teen has enjoyed a
dream career start, with a
Brit Award—the new
Critics’ Choice honor—and
adebut No.1U.K. album to
her name with “19,” which
topped the chart earlier
this year. Her first full
single, “Chasing

Pavements,” peaked at No.

2in the United Kingdom.

>>>FREE AGENT
STATUS

The Von Bondies, whose
2004 major-label debut
“Pawn Shoppe Heart,”
came out on Sire and
launched the hit “C’mon
C’mon,” have asked to be
released from their deal
and gotten approval, so
long as they don’t sign
with another major. The
group has finished a new
album, “Love, Hate and
Then There’s You,”
financed by founding
members Jason
Stollsteimer and drummer
Don Blum, as well as an EP,
“We Are Kamikazes,”
which it is distributing on
its own.

Reporting by Lars Brandle,
Jonathan Cohen, Hillary
Crosley and Gary Graff.
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Second Time’s
A Charm

Nashville’s Finest Help Otto Crack Country Top 10

James Otto is thankful for sec-
ond chances. The 6-foot-5-inch
mountain of a man, who de-
scribes his music as “country
soul,” has broken into the top
10 of Billboard’s ot Country
Songs chart with “Just Got
Started Lovin’ You,” which
moves 10-9 this week.

Otto previously released
three singles and an album on
Mercury Nashville, although
none cracked the top 30. While
he bears no ill will, Otto says
he’s happy to have a new a fresh
start. “I had three different
heads of A&R while 1 was
there,” he says. “This time | got
a chance to do exactly what I
wanted to do and that's what
you want as an artist.”

After exiting Mercury, Otto,
a member of the Muzik Mafia
along with John Rich, Big

Kenny Alphin and Gretchen
Wilson, among others, leaned
on his Mafia brethren for inspi-
ration, collaboration and the
chanceto perform. “It kept the
fire burning when it seemed it
might get snuffed out,” he says.

The Washington state native,
who moved to Alabama as a
teen, hit the road with Big& Rich
and Wilson, and also performed
at the weekly Muzik Mafia
shows in Nashville. “Youcan tell
by the response from the audi-
enceif whatyouaredoingisthe
right thing,” Otlo says.

Rich has watched Otto's con-
fidence grow. “When you come
out of a failed record deal and
you released three songs that
didn’t work, it’s real, real easy
to getyour confidence shaken,”
Rich says. “His confidence level
now compared to three years

ago is night and day. | used to
tell him, ‘You're the biggest guy
in the room, but you're the
smallest guy in the room.””

New set “Sunset Man,” due
April 8 on Raybaw/Warner
Bros., finds Otto working with
two producers, Rich and Ras-
cal Flalts’ Jay DeMarcus, who
is Otto’s brother-in-law. “He
knew me in a different way
than John knew me,” Otto
says of DeMarcus. “He was
able to bring out another as-
pect to my artistry.’

Rich calls Otto “a gentle
giant” with a powerful voice.
“The brutality of who he is
comes in his vocals,” Rich
says, comparing Otto to Joe
Cocker, Bob Seger and Ronnie
Milsap. “When he really cuts
loose he’s a soul country
singer and we’ve been miss-

ing that. James is a throwback
1o those kind of singers.”
Among the standouts on
“Sunset Man” is the touching
“Where Angels Hang Around,”
which was written about St.
Jude’s Children’s Research
Hospital in Memphis. “Hope-
fully I'll be able to build the kind
of stardom that would help ben-
efit the hospital,” Otto says.
“Maybe someday that song will
make some money for them.
On the opposite end of the
spectrum is the hilarious

>>>PORTA
PREPPED

Barcelona-based hip-hop artist
Porta has become Spain’s first
music star to emerge from the
Internet. The 19-year-old rap-
per’s first physical CD, “En Boca
De Tantos,” peaked at No. 7 on
the Media Control/Promusicae
chart for the week ending Feb.
24 and remains on the chart.
Universal Music Spain signed
Porta in November 2007 after
two “demo” albums he had
placed on his My Space page—
“No Es Cuestidén De Edades”
(2006) and “No Hay Truco”
(2007)—logged more than 5
miflion track downloads. In
addition, YouTube registered
more than 14 million visits to
homemade videos of Porta
posted by fans. The artist also
drew some less welcome atten-
tion, however, with criticism
from a Spanish women’s group
of his 2006 song “Las Nifias De
Hoy En Dia Son Todas Unas
Guarras”—which translates as
“Girls These Days Are All Sluts.”
Porta insists, however, that he
is completely anti-sexist.
“Porta has created one of the
most important music success

40 BILLBOARD

MARCH 29, 2008

ALPULSE

EDITED BY TOM FERGUSON

storiesin Spainin recent times,”
Universal Spain president Fab-
rice Benoit says. “He is anin-
credible actina country where
hip-hop, as a genre, has not
found its real place yet.”
Portais accompanied on the
album by many acts from the
emerging Barcelonarap scene,
including Aid, Isusko and SBRV.
Published by Ediciones Musi-
cales Clipper’s, his booking
agent is Madrid’s RLM. Uni-
versal has, as yet, no overseas
plans. —Howell Llewellyn

>>>KORA VALUES

Having topped the album
chart in its native New
Zealand, reggae/hip-hop
quintet Kora is looking
overseas.

The band, formed in
2002, is largely afamily
affair, containing the
Kora brothers—
Laughton, Stuart,
Francis and Brad—
plus bassist/key-
boardist Dan Mc-
Gruer. Its manager/
booker is Auckland-
based Laughton’s wife
Michelle, and it releases

WWW americahra

its records on its own Kora
Records label.

Published through Border
Publishing, Koraiis touring Aus-
tralia through March, having li-
censed the album there to
Shock Records fora Feb.16 re-
lease. Southampton, England-
based indie Shiva will issue
the album in the United King-
dom. Kora made its U.K.
debut last Septemberin Lon-

don and plans dates in Japan
and Hawaii later this year.

Though family ties ensure
that Kora stays a close unit, in-
dividual members are scat-
tered around New Zealand.
That dispersion, McGruer says,
contributed to the gap be-
tweenthe band’s self-released
2004 debut EP “Volume” and
the October 2007 release of its
self-titled album. “We live in
different parts of the country,
so we have limited time to re-
cord,” he says. “And we wanted
to doit properly”

The band has toured relent-
lessly, drawing rave reviews
and a live following that drove
the album to a No. 1 bow on
the New Zealand Recording
Industry Assn. chart; it has
since been certified platinum
(15,000 shipped). The cover
art—by New Zealand-born
illustrators Damon and
Kieran Oats, who have
done work for Marvel
Comics—reflects the
band’s comic book/

gaming obsessions.
—Christie Eliezer

>>>WINTER
SAFARI

Universal Music Italy is
hoping to export pop/
rap singer/songwriter Jo-

“Drink & Dial,” which was writ-
ten after an intoxicated Rich
left a few choice voice-mail
messages for a number of
Nashville industry leaders. “It
occurred to me the next day
that maybe that wasn’t the best
idea,” Otto says.

Otto’s digital single sales have
posted a gain the past 26 out of
29 weeks. For the week ending
March 9, the total was up 15%
over the previous week, selling
9,000 downloads, according to
Nielsen SoundScan. v

vanotti’s current domestic
success into major European
markets next month. Jovan-
otti’s 15th album, “Safari,” has
“got off to a cracking start,”
since its Jan. 19 release, Uni-
versal Music Italy exploitation
manager Raffaele Vigano
says. The album topped the
FIMI chart in Italy and hit No.
4 in Switzerland, where it was
released simultaneously. Now
April releases are planned for
Germany and France.

The new album features
guest appearances by reggae
veterans Sly & Robbie, Brazil-
ian pianist/bandleader Sergio
Mendes, Michael Franti and
Ben Harper—who duets onthe
album’s first single, “Fango,”
which topped the FIMI digital
tracks chart in December.

A second single, “A Te,”
was issued Feb. 29 after it be-
came the top download on
iTunes’ Italian charts. “It was
an interesting case of the
public pre-empting a record
label’s promotional strategy,”
Vigano says.

Jovanotti’s publishing is
shared by Universal Music
Publishing Italy and the art-
ist’s own Solefluna company;
his booking agent is Milan-
based Trident.

—Mark Worden
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PANIC AT THE
DISCO

Pretty. Odd.
Producer: Rob Mathes
Decaydance/Fueled by

Release Date: March 25
Panic at the Disco’s
sophomore set has a lot

more cheery moments and

fewer busy elements thanits
smash debut, "A Fever You

Can't Sweat Out,” and, much

like the exclamation paint

now absent from the band’s
name, the superfluous noise
is hardly missed. In a Beatles
nod, the album begins with
the crowd-noise-enhanced
intro “We Were Starving” be-
fore “Nine in the Afternoon”
bursts with upbeat power
chords and a singalong cho-
rus. There's plenty of twee to
go around, including tracks
like “That Green Gentleman,”

"Behind the Sea” and ballad

“Northern Downpour”—

surprising, considering the

band's previous penchant for
darkness on “Fever.” “Pretty.

Odd.,” indeed: 15 tracks of

welcomed live drum sounds,

symphonies and stacked
harmonies.—KH

COUNTING CROWS
Saturday Nights & Sunday
Mornings

Producers: Gi/ Norton, Brian
Deck

SHE AND HIM
Volume One
Producer: M. Ward
Merge

Release Date: March 18

Bl

Geffen
Release Date: March 25
"I'm just trying to make
some sense outta me,
Adam Duritz tells us early on
in "“Saturday Nights & Sunday

— Ramen —  Mornings’—an-angsty quest

he's stretched across five
Counting Crows studio al-
bums. Fortunately, Duritz and
company know how to make
that conundrum rock with an-
themic ferocity or treat it with
melodies so plaintive they
positively shimmer. All those
virtues are intact here, a con-
cept piece of sorts on which
the first, hard-rocking half of
the album revels in sin, or at
least sinful intent, and the sec-
ond exhibits the contrition of
Sunday morning. The band
stretches out in some new
directions on the trance-y
“Washington Sguare” and
incorporates psychedelic
overtones into “Insignificant”
and “Le Ballet d'Or.” “You
Can’'t Count on Me” sounds
like the flip side of a Bruce
Springsteen love song, and
such tracks as “1492," “Cow-
boys” and “Come Around”
rock with sweeping dynamic
energy.—GG

DESTROYER

Trouble in Dreams
Producers: David Carswell
John Collins, Destroyer
Merge

Release Date: March 18

Sh
Hyd

Vohne One

—_Indie-movie princess meets indie-__

. in 50 years, it!ll be a curious thing
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FLO RIDA

Mail on Sunday
Producers: various

Poe Boy/Atlantic
Release Date: March 18
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that the best-selling digita! single of all time once
belonged to Flo Rida and that the song, “Low,” pow-
ered the phones of hip-hop heads and sorority girls
for months and months. “Low” is a well-deserved
monster, and Flo Rida’s relatively long-in-coming
debut sports precisely all the ingredients required of
a rapper these days: production that sounds like
money, exuberant materialism, several verses by Lil’
Wayne and a singular desire to keep people’s atten-
tion for very brief periods of time. Flo Rida’s flow is
an engaging/ringy-dingy/he-sounds-like-Nelly thing.
But his hooks can be rock-solid (“Ack Like You
Know”) and his interest in gleaming synthesizerism
(opener “American Superstar” comes into “Tubular
Bells” territory, really) helps set him off from the
legions of rappers clawing over each other to break

rock prince in this collaboration between Zooey
Deschanel and M. Ward, featuring a bland name and
even blander album title. Luckily, they're the most
awkward things about this surprisingly rewarding
collection of dusky, mesquite-flavored torch songs.
She and Him ducks the celeb-novelty/“Return of
Bruno” thing thanks mostly to Deschanel, who
penned nine of the album’s 11 tracks and spends
much of it channeling Neko Case in a voice that’s just
fine, if occasionally (though endearingly) rough. It’s
best heard on the wonderfully brittle “Change Is
Hard” and a slow, sexy take on the Miracles’ “You
Really Gotta Hold on Me.” And if Ward knows any-
thing, it’s how to work up spare frontier shuffles, all
covered in echoing dobro and dust. She and Him
feels like a class project Ward and Deschanel get to
do because they’re famous, but “Volume One” is a
fine use of the principals’ privileges.—JV

out of the South.—~JV

4 Never one to stick to

the same formula, De-
stroyer's Dan Bejar is up to
new tricks on his eighth stu-
dio effort. Utilizing a full-band
approach as seen on 2006’s
grandiose "Destroyer’s Ru-
bies,” “Trouble in Dreams”is a
less pop-oriented affair that
finds Bejar moving in a more
streamlined direction—for
him, at least. Lyrically, he re-
mains confounding, his idio-
syncratic wordplay in full
effect with lyrics about “leop-
ards of honor” Musically, each
song comes close to a fully re-
alized idea: The subdued,
strummy opener “Blue Flower/
Blue Flame” builds into vi-
brant and catchy melodies
(“Dark Leaves Form a
Thread”) and swaggering
blues rock (“The State”), hit-
ting an apex with the gor-
geous, stirring progression
of “My Favorite Year” and
eight-minute theatrical
display “Shooting Rockets
(From the Dark of Night’s
Ape).” Bejar may consis-
tently tinker with his sound,
but the output has beenreli-
ably solid, and “Dreams” is
no exception.—JM

TARJA

My Winter Storm
Producer: Daniel Presley
Spinefarm/Fontana,
Universal

Release Date: Feb. 26

Former Nightwish front-

woman Tarja makes a
confident bid for the female
popera throne with this ma-
jestic debut album, and its dis-
tinct personality finalizes her
divorce from the symphonic
metal band. The Finnish so-
prano’s visionis as clear as her
voice, which is a few shades
warmer than reigning diva
Sarah Brightman. Guitar-
driven “DieAlive” and “Cia-
ran’sWell” show Tarja still
plans to rock, though she
mostly eschews power chords
for theatrical scoring. “Seek-
ing for the Reign”/“TheReign”
and “Oasis” are purely dra-
matic intertudes, their sadness
as palatable as the last act of
a Greek tragedy. “BoyAnd-
TheGhost,” “OurGreatDivide”
and “Sunset” perpetuate the
chill implied by the album’s
title. Only a cover of Alice
Cooper’s “Poison” puts a
crimp in the album’s ele-
gance; its arrangement 1Is
too underdressed for this
formal affair.—~CL7

THE B-52s

Funplex

Producer: Steve Osborne
Astralwerks

Release Date: March 25
The B-52s have always oper-
ated in a retrofuturistic galaxy
where the watusi meets inter-
planetary synths. On their first
album in 16 years, the “Love

www americanradiohietorv com

Shack” has morphed into a
mall-tike "Funplex.” Shel-
lacked with Keith Strickland’s
surf guitar, Kate Pierson and
Cindy Wilson’s honeyed har-
monies and Fred Schneider’s
campy exclamations, just
about every track’s obsessed
with sex. Sex is dancing!
(“Pump.”) Sex is a road trip!
(“Ultraviolet.”) Sex is a cock-
tail party! (“Deviant Ingredi-
ent.”) Schneider’'s horny
hollering (“Bootybots! Eroto-
bots!”) soon turns cringe-
worthy. But the club-ready
hooks are the real point here.
Pop guitars turn “Hot Corner™
into B-52s do the British Inva-
sion, “Dancing Now” echoes
beats from Fatboy Slim’s
“Rockefelter Skank,” and disco
shines with an '80s hangover
on “Eyes Wide Open.” Just
like everything since 1979’s
“Rock Lobster,” “Funplex”
works best when the voices
blend into the ass-moving
momentum.—JL

RICKY SKAGGS &
KENTUCKY
THUNDER
Honoring the Fathers of
Bluegrass: Tribute to 1946
and 1947
Producer: Ricky Skaggs
Skaggs Family Records
Release Date: March 25
#S The concept here is
nothing short of bril-
liant and, as is usual with Ricky

GNARLS BARKLEY
The Odd Couple
Producer: Danger Mouse
Downtown/Atlantic
Release Date: March 18

-

Skaggs & Kentucky Thunder,
the picking and singing are
outstanding. Skaggs wanted
to introduce the music of the
founding fathers of bluegrass
to his fans and, hopefully, a
new generation, so he and his
band covered a dozen classic
songs first recorded by Bill
Monroe & the Blue Grass Boys
during the years 1946-1947.
The period represents anim-
portant snapshot because
Monroe’s band of that era in-
cluded singer/guitarist Lester
Flatts, banjo player Earl
Scruggs, fiddler Chubby Wise
and bassist Howard Watts.
Skaggs and his crew treat the
music with the respect it
deserves. Among the gems
given new life are “Toy Heart,

“Remember the Cross,” “Blue-
grass Breakdown” and “Why
Did You Wander.” And
Scruggs, the only surviving
member of the pioneering
band, guests on “Goin’ Back
to Old Kentucky.”—KT

LIONEL LOUEKE
Karibu
Producer: £/i Wolf
Biue Note
Release Date: March 25

¥ The Blue Note debut of

! Benin-born guitarist

vocalist Lionel Loueke arrives
as an ear-opening delight in
the wake of his five-year span
of creative bloom. Not only
did LLoueke record two fine

GNARLS
BARKLEY
YHE
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If Gnarls Barkley’s debut, “St. Else-
where,” was the sound of Danger Mouse and Cee-Lo
Green tinkering around with the creation of their
bizarre surf-pop/psychedelic hybrid monster, “The
Odd Couple” is the sound of that monster escaping
from the lab. It’s also about a thousand times darker.
Danger Mouse goes from gospel to pop to spooky,
often in the same track, and Green sets a new vocal
bar on the desolate, acoustic-flavored nightmare bal-
lad “Who Will Save My Soul.” Zippy first single “Run”
and the vaguely romantic rubber ball “Blind Mary”
are the only things here that approach the sonic ter-
ritory of “Crazy,” and there are times when Green’s
quavering falsetto gets downright evil (“Would-Be
Killer,” “Open Book”). But it seems that the more
comfortable the principals get with Gnarls Barkley,
the more haunted Gnarls Barkley gets. And it gets
stronger, too.
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CDs for indie ObligSound
(one asa member of the col-
lective Gilfema), but he was
also enlisted to perform and
record with such top-tier jazz
artists as Terence Blanchard,
Herbie Hancock and Wayne
Shorter. All three praised
Loueke’s singular style of
jagged geometric shapes,
shifting time signatures,
ebullient African-pop groove,
guitar-wordless vocal unison/
counterpoint lines and sweet
lyricism, which are on full dis-
play here. “Karibu” not only
spotlights Gilfema’s innova-
tive rhythm team of bassist
Massimo Biolcati and drum-
mer Ferenc Nemeth but also
features guests Hancock and
Shorter, who soar with
Loueke into exhilarating im-
provisational flight on “Light
Dark.” The nine-track jour-
ney, which opens with the
sunny, syncopated title track
and ends with the juju-iike
Nonvignon,” marks this
year's first major jazz
revelation.—DO

KARRIN ALLYSON
Imagina: Songs of Brasil
Producers: Karrin Allyson,
Nick Phillios

Concord

Release Date: March 25

3 . Karrin Allyson has com-
bined with a group of
excellent players to create an
extraordinary CD that’s noth-
ing less than a samba/bossa
nova pleasure cruise. She's
tracked 14 tunes by songwrit-
ers of the likes of Jobim, Chico
Buarque, Rosa Passos and
Vinicius de Moraes, and per-
forms them in excellent Por-
tuguese as well as English.
Her vocals are a revelation:
She brings a distinctive ap-
proach to this material; herin-
terpretations are incredibly
simpatico. Listen to the

directness and musicality of
her take on the Jobim clas-
sic "Desafinado.” Her han-
dling of “Imagina” shows
her total grasp of the cine-
matic quality of this Jobim-

Buarque original. For sheer, §

breathless romanticism, take
a spin through Allyson’s lan-
guid cover of Rosa Passos’
“Outono (Stay).” Her Por-
tuguese is wonderful, Rod
Fleeman’s guitar solo is Rio
soulful, and Paul Williams’
English lyrics are truly the
language of love.—PVV

CARIBBEAN JAZZ
PROJECT/AFRO BOP
ALLIANCE
Caribbean Jazz Project/
Afro Bop Alliance
Producer: Dave Samuels
HeadsUp
Release Date: March 25
m The Caribbean Jazz
Project, led by marimba
and vibes wiz Dave Samuels,
put together this album with
Maryland-based outfit Afro
Bop Alliance. The vibe hereis
a distinctly Latin, big-band
trip on songs by John Col-
trane, Thelonious Monk, Dizzy
Gillespie and several Samuels
originals. Nineteen musicians
played on these tunes (most
of them sax and horn players),
giving the set a powerful
brass/reed sound. Their
stellar cover of Coltrane’s
“Naima” comes our way via
a highly syncopated ar-
rangement, nicely layered
horns and solid solos from
Samuels and saxophonist
Steve Williams. Another
intriguing number is the
Samuels original “"Afro
Green,” a more darkly col-
ored piece with an interest-
ing, dissonant dynamic at
work, particularly between
the horns and Harry Appel-
man’s piano.—PVV

EGEND & CREDIS |

EDITED BY JONATHAN COHEN
(ALBUMS) AND CHUCK TAYLOR
(SINGLES)

CONTRIBUTORS: Alexandra Cahill,
Gary Graff, Katie Hasty. Jessica
Letkemann. Jill Menze, Dan
Quellette, Sven Philipp, Deborah
Evans Price, Chuck Taylor, Christa
L. Titus, Ken Tucker, Philip Van
Vieck, Jeff Vrabel

PICK »: A new release predicted
to hit the top half of the chart in
the corresponding format.

42 BILLBOARD

CRITICS’ CHOICE *: A new
release, regardless of chart
potential, highly recommended
for musical merit.

All albums commercially available
In the United States are eligible.
Send album review copies to
Jonathan Cohen and singles
review copies to Chuck Taylor
(both at Billboard, 770 Broadway,
Seventh Floor, New York, NY.
10003) or to the writers in the
appropriate bureaus.
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3 DOORS DOWN
It’s Not My Time (3:59)
Producer: Johnny K
Writers: 8. Arnold,
M. Roberts, T. Harrell,
C. Henderson
Publisher: not listed
Universal Republic
Crossover hero 3 Doors
Down donned its crown
in 2000 with “Kryptonite,”
which topped mainstream
and modern rock for nearly
three months and reached
top five at top 40 and adult
top 40. Nearly a dozen hits
later, none has forged the
immediacy of “It's Not My
Time,” the fervent first sin-
gle from the band’s fourth,
self-titled disc. Already top
five at rock just three weeks
out, the scorching track—
which the band has been
performing live for nearly
18 months—offers dirty,
drenched guitars; pummel-
ing percussion; a soaring
vocal from lead Brad Arnold;
and a potent pop hook, all of
which foster enough head-
banging and singalongs to
beat the band. As such, 3
Doors Down gets a leg up
on delivering their second
consecutive No. 1 album,
following 2005’s “Seven-
teen Days.” We'll find out
May 6.—CT

BRAD PAISLEY
I’'m Still a Guy (3:55)
Producer: Frank Rogers
Writers: K. Lovelace
B. Paisley, L.T. Miller
Publishers: various
Arista Nashville

Rarely has a song

painted a more accu-
rate picture of the difference
between the sexes than
this clever yarn. With wit,
warmth and humor, Brad
Paisley serves up an engag-
ing tune about one guy’s
staunch refusal to be “man-
icured, waxed and Botoxed.”
His performance in “I'm Still
a Guy” is perfection. He
knows how to deliver such
lines as “When you sece a
priceless French painting/I
see a drunk naked girl” with
enviable comic timing and a
kind of everyman charm.
This is the fourth single from
his excellent “5th Gear”
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album and is odds-on to fol-
low its predecessors to the
top of the charts —DEP

[ ROCK |
THE BLACK KEYS
Strange Times (3:09)
Producer: Danger Mouse
Writers: D. Auerbach,
P. Carney
Publishers: McMoore
Mcleest/Chrysalis, BMI
Nonesuch
For fifth album “At-
28 tack & Release”—the
first produced in a studio—
Dan Auerbach and Patrick
Carney of the Black Keys en-
list Gnarls Barkley’s Danger
Mouse. The producer’s influ-
ence is apparent on first sin-
gle “Strange Times,” where
he expands the minimalist
duo’s sonic repertoire to in-
clude ghostly background
vocals coupled with piano.
Fans will be relieved that the
studio polish enhances
rather than undermines the
blues-rockers’ gritty, from-
the-gut signature. In fact,
“Strange Times” embodies
the best of both worlds: an
exhilarating guitar-driven
track that captures the ex-
plosiveness of '60s rock and
a modern sensibility that will
captivate alternative and
triple A radio listeners.—AC

TANTRIC

Down & Out (4:13)
Producer: Toby Wright
Writer: Tantric
Publishers: various
Silent Majority Group

EVIEWS

TIMBERLAKE
4 Minutes (3:10)

Timbaland, J. Timberilake
Publishers: various
Warner Bros.

l break '08 anthem.—CT

MADONNA AND JUSTIN

Producers: Madonna, Nate “Danja”
Hills, Timothy “Timbaland” Mosley
Writers: Madonna, N. Hills,

It doesn’t take anywhere close to “4 Minutes” to
realize that Madonna is poised to score her first top
10 hit since 2005’s “Hung Up.” The launch single
from upcoming “Hard Candy”—her 11th and final
studio album for Warner Bros.—co-stars Justin
Timberlake, with production props from Timbaland.
There’s an awful lot going on in the busy dance
track: sing-song verses, insistent foghorns, cowbells,
chants of “tick-tock” and “Madonna, Madonna,” and
a rap from Timbaland—but the trade-off chorus
between Madge and Justin of “We’ve only got four
minutes to save the world” is hooky enough unto
itself to sell the song. “4” qualifies as an event
record between superpowers who not only share
equal billing, but sound gangbusters together.
Expect instantaneous penetration for this spring

A welcome thaw can be felt
in the cold: Tantric, off to
such a promising start in
2001, re-emerges with its
first new music in roughly
four years. NO coincidence,
then, that “Down & Qut” is
all about singer Hugo Fer-
reira, now the only original
member, proclaiming he’s
not on his last leg. Marcus
Ratzenboeck's clipped elec-
tric violin gives this instant
hit a shot of zing that’s not
too refined to rock along-
side Joe Pessia’s guitar. A
stellar return.—CLT

Producer: Rob Mathes
Writer: Panic at the Disco

Decaydance/Atlantic

panic is gone.—SP

PANIC AT THE DISCO
Nine in the Afternoon (3:13)

Publishers: Sweet Chin/EM/

Saying goodbye to overblown teenage dramas, Panic
at the Disco removes the angsty emo eyeliner and
returns with a relaxed, pop-oriented lead to sopho-
more set “Pretty. Odd.,” which arrives March 25.
Driven by a crisp, uptempo piano groove, the almost
guitar-free “Nine in the Afternoon” overflows with
melodic hooks and comes with a lush orchestral
arrangement complete with bells and trumpets,
which proudly quotes, um, the Beatles. “We’re feel-
ing so good,” frontman Brendon Urie sings blissfully,
ecstatic about the makeover, and it only makes sense
that the band deleted the exclamation mark from its
name now that melody has won over image and the

www.americanradiohistorv.com

FERRAS

Hollywood’s Not America
(3:16)

Producers: The Matrix, Gary
Clark

Writers: Ferras, L. Christy,

G. Clark, G. Edwards, S. Spock
Publishers: various

Capitol
r?‘ It's every singer/song-
B0 writer’s dream to post
wares on MySpace and end
up the next Sara Bareilles or
Colbie Caillat—but imagine
having your song featured on
“American Idol” (twice), then
finding your humble effort
most-added at adult top 40
radio. OK, so 25-year-old |lli-
nois native Ferras has been
working for years in SoCal, is
signed to Capitol and worked
with the Matrix on first single
"Hollywood’s Not America”—
so success isn’t that random—
but any breaking act is a big
deal in today’s fractured music
biz. The storytelling ballad is
similar in texture and vocal
style to Daniel Powter’s “Bad
Day,” last year’s "Al” exit tome.
Still, Ferras’ beautifully visual
hook stands on it own: “So
long, put your blue jeans back
on, girl, go home/Remember,
Hollywood's not America.” A
star is born, and this one
doesn’t have to go home, no
matter what Simon says.—CT
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Def Jam Gets Rick Ross On Track And Atop Billboard 200

Rapper Rick Ross’ sophomore album “Trilla” got
off to a rocky start, but now he’s having the last
laugh. The Slip-N-Slide/Def Jam set, which was
originally due in December, debuts this week at
No. 1 on the Billboard 200 and No. 1 on Top Dig-
ital Albums, the first time a hip-hop album has
crowned that tally since Kanye West’s “Gradua-

tion” last September.

In 2006, Ross gained quick success with his hit
“Hustlin’,” which peaked at No. 11 on Hot
R&B/Hip-Hop Songs and teed up his debut, “Port
of Miami,” for a No. I bow on the Billboard 200.
The album has sold 794,000 copies in the United

States, according to Nielsen SoundScan.

But “Trilla” was in trouble early. The initial Dec.
18 date was scrapped due to what Ross claimed
were pending sample clearances, and a Feb. 19
rescheduling date came and went. The first sin-
gle, “Speedin’ ” featuring R. Kelly, took nine weeks
to peakat No. 53 on Hot R&B/Hip-Hop Songs be-
fore dropping off the chart four weeks later.

Using sireet team-centered promotional and
online marketing, Def Jam helped Ross right
the ship.

The label’s marketing director Davon Wash.-
ington says Def Jam capitalized on its best asset:
its street marketing team’s connection with local
DJs and clubs in each region. The team’s work
helped build enthusiasm for second single
“Boss” featuring T-Pain, which jumps 21-18 this
week on Hot R&B/Hip-IHop Songs as the great-
est sales gainer.

During last month’s NBA All-Star weekend in
New Orleans, Ross visited the local radio station,
WQUE, and performed to a packed crowd at local
club Dreams. At the game itself, Def Jam distrib-
uted T-shirts and plastic wands displaying the new
“Trilla” album date (March 11).

And in early February, Ross embarked on a
five-week promotionul tour, visiting radio sta-
tions and playing a show in his top five markets
(Atlanta, New York, Miami, Los Angeles and
Washington, D.C.}.

“Alot of our March 11 competitors had a lot of
broad advertising. Snoop [Dogg] was on ‘The
View, for God’s sake,” Washington says. “But we
marketed directly to his core fan base and that
made us successful.”

Online, Ross scored big with an interview where
he took off his shirt on theFader.com, resulting
in a huge traffic uptick. Two other album tracks,
“Maybauch Music” featuring jay-Z and “Luxury
Tax*“ featuring Young Jeezy and Lil Wayne, were
released online via popular blogs like Nahright
.com and drove fans to Ross’ MySpace page, which
DefJam linked directly to iTunes.

As a result, “Trilla” sold 12,000 downloads in
its first week, the best showing for a hip-hop set
since Lupe Fiasco's “The Cool” moved 18,000 the
week ending Dec. 23. oo

Additional reporting by Keith Caulfield.

MUSIC AUSTRALIA: FIREFLIGHT: CALEB KUHL

ROSS: JONATHAN MANNION; RIEU: UNIVERSAI

Rieu Waltzes

On Down Under

DVDs across 14 titles in each for-
mat since his catalog began rolling
out in Australiain 2006. The Rieu

The Australian public’s love affair
with the Beatles and ABBA once
saw those acts achieve multiple,
simultaneous chart entries. But no
one has ever dominated a chart
Down Under quite like 58-year-
old Dutch violinist/conductor
Andre Rieu.

Dubbed “the Liberace of the Vi-
olin,” the Universal Music Germany
artist occupied no fewer than 12
slots on the Australian Recording
Industry Assn.’s March 16 Top 20
Music DVD chart, including “Live
in Vienna” and “Andre Rieu at
Schonbrunn, Vienna” at No.1and
No. 2, respectively.

Rieu doesn’t have any albums
on the current ARIA top 50 al-
bums chart, however, and Univer-
sal admits his DVDs outsell his CDs
by a ratio of 4-to-1. That’s largely
due to the DVDs capturing “the
fun, romanticism and sense of

spectacle in his concerts,” says
Cyrus Meher-Homji, Universal
Music Australia director of mar-
keting for classics and jazz.
Former Brussels Music Acad-
emy student Rieu founded his Jo-
hann Strauss Orchestra in 1987
with the aim of revitalizing waltz
music. In the 1990s, the popular-
ity of his elaborate stage produc-
tions spread from the Nether-

lands—where he has a string of
platinum albums—into Germany
and France. In the United States,
Rieu has scored three No. 1s on
Billboard’s Top Classical Albums
and has career sales in excess of
1 million albums—considerably
greater than his career DVD/video
total of 408,000 units.
According tothe label, Rieu has
sold more than 954,000 CDs or

roller coaster picked up speed
after Universal struck a 2006 deal
with pay-TV channel Ovation to air
his entire concert catalog. By Au-
gust 2007, he had a record six
DVDs in the ARIA top 10; follow-
ing a September 2007 promo-
tional visit, that figure rose to nine.

Universal Music Australia says
the artist’s core demographic is
females aged 45-plus; at national
chain JB Hi-Fi, music product
buyer Derrek Durrant suggests
Rieu has “brought people back to
music stores who haven’t stepped
in one for ages.”

Rieu’s world tour, with a stage
set featuring castles, an ice rink
and a cast of 250, hits North
Americain April and May. Novem-
ber shows are scheduled for Aus-
tralia, where his new album,
“Waltzing Matilda,” is due in April.

—Christie Eliezer

BIG BREAKS

Fireflight Cements
Audience Bond

Fueled by network TV exposure and
an innovative Web site that ties into
its hit single, Fireflight’s sophomore
set, “Unbreakable,” is off to a fast
start for the Florida-based quintet.

The album debuted last week at
No. 10 on Billboard’s Heatseekers
chart and No. 15 on Top Christian Al-
bums, while the title track, which
appears in promos for NBC'’s “Bionic
Woman,” is No. 23 this week on Hot
Christian Songs.

Flicker/Provident “pushed up the
release of the single to December
when they weren’t planning on a
single until January or February,”
Fireflight frontwoman Dawn
Richardson says, prompting the
album to be moved up to March 4
from early April.

Fireflight’s momentum should
continue thanks to being the first
act spotlighted in the Gospel
Music Network’s new Listen Up
promotion. “They’re an emerg-
ing artist with great label sup-
port, an active and passionate
fan base,” Gospel Music Channel
VP of business development Paul
E. Butler says.

Augmenting the promo cam-
paign is Web site iamunbreakable

.com, which hosts the “Unbreak-
able” video and has fans post their
own stories. “People can write in
and share how the album has
touched them or how they’ve been
able to overcome extreme adver-
sity in their life,” Richardson says.

The band is known for responding
to every message fans post on the
Fireflight MySpace page, and
Richardson says, “The main goal we
wanted to set with this album was
not only to talk about the things we
were struggling with, but to really
put an emphasis on breaking
through and finding victory.”

“Fireflight” is distributed to main-
stream retail via RED, and Flicker is
in discussions with Sony about
working the band to mainstream
stations. “We really want to grow
our fan base in the Christian mar-
ketplace before going to main-
stream radio,” Provident Label
Group director of marketing JoAnna
Ilingworth says.

—Deborah Evans Price
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‘Rose’ By Another Name

The Voice Behind Marion Cotillard’s Piaf Performance Steps Out

AIGROT

When Marion Cotillard won the
Academy Award last month for best
actress for her portrayal of Edith Piaf
in “La Vie En Rose,” Jil Aigrot, at
home in the south of France, became
‘very emotional.

“I was so very, very, very happy for
all the team,” Aigrot says, speaking
as her daughter, Caroline, acts as a
translator. “A lot of people worked

Among them? Aigrot, who per-
formed the vocals that Cotillard lip-
synched to in the film, under
guidance from the actress and direc-
tor Olivier Dahan.

And while Cotillard may have re-
ceived the bulk of the fanfare to date
the career of Aigrot—a veteran stage
vocalist with appearances on French
TV shows “Qui Est Qui” and “C’est

United States thanks to the film.

On March 11, Aigrot’s new CD,
“Words of Love,” was released do-
mestically on LML Music. It fea-
tures Aigrot singing 19 Piaf
songs, and to support the album,
she has two tours planned in the
United States.

The first will take place April 4-
10 in Borders bookstores in New
York; Chicago; Ann Arbor, Mich ;
San Francisco; and Los Angeles.
(Borders is a nationwide distribu-
tor of the album.) In July, Aigrot
will return to the States to perform
in jazz clubs in Los Angeles, San
Francisco and Chicago, according
to LML owner Lee Lessack.

“There’s such a mystique about
Piaf that people really wunt to meet
Jil because her performance is
eerily like a modern embodiment,”
Lessack says.

A key to introducing Aigrot to the
States, Lessack says, was repackag-
ing “Words of Love” to appeal to an
American market. He redesigned
the cover art, which now features
Aigrot wearing a black dress and
assuming a Piaf-inspired pose with
the Eiffel Tower and a sparrow fly-
ing in the background. The credits
and dedications in the liner notes
were translated into English and
include a mention of the film.

Aigrot’s resurgence started
when she got the gig as Piaf’s
voice for “La Vie En Rose” in a
most serendipitous way. [n her

Aigrot had long performed some
of Piaf’s songs, and she decided
lo prepare an entire concert ded-
icated to the singer.

While working on the project,
she attended a book signing at a li-
brary by Ginou Richer, Piaf’s long-
time secretary and confidante, and
the author of “Edith Piaf, My
Friend.” Aigrot mentioned her con-
cert preparalion to Richer, who in-
sisted she sing some of Piaf’s songs
on the spot. “She said, “Wow, in 40
years [ have never heard someone
so much like Piaf,” ” Aigrot recalls.
“She called Olivier and said, ‘[ have
someone foryou!””

Within two weeks, Aigrot was in
Paris recording Piaf’s songs for “La
Vie En Rose.”

The “La Vie En Rose” movie
soundtrack, which was released in
May 2007 by EMI Classics, contains
remastered original recordings by
Piaf, as well as score selections com-
posed by Christopher Gunningand
a few select tracks performed by
Aigrot and Maya Barsoni. [t has sold
42,000 copies in the United States,
according to Nielsen SoundScan.

And while “La Vie En Rose” has
renewed interest in the singer
among casual fans, Aigrot says that
she’s surprised at the intensity of
the core group of Piaf followers.
One recently gave her Piaf’s medal
of St. Therese, which Aigrot now
wears as a pendant onstage. “It'sa
consecration to record something

hard for that movie. L'ete”—is being bolstered in the toursaround France and Europe,  for Piaf,” she says. e
= ——————y
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There’s a double dose of Toby Keith on
Billboard’s Hot Country Songs this
issue. His tribute to a beautiful woman
in a bikini and cowboy hat, “She’s a Hot-
tie,” is No. 36 after three weeks on the
chart, and Mica Roberts’ “Things a
Mama Don’t Know,” a ballad duet with
Keith, is No. 58.

Keith’s single, which he co-wrote with
Bobby Pinson and self-produced, will be
the only new song on his “35 Greatest
Hits” (Show Dog Nashville), due May 6.
He has scored 34 Billboard top 10 sin-
gles, including 16 No. 1s.

Roberts, a former backup singer for
Faith Hill, Martina McBride and Billy Bob
Thornton, used to wait on fellow Okla-
homan Keith at a Nashville nightspot but
he didn’t remember her when the two
met on Willie Nelson’s bus years later.
“Once he figured out who | was,” Roberts
says in her bio, “he mentioned that he
would be adding background vocals to
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his live show and he asked if | would be
interested. That was in 2003 and | have
been with him ever since.”

Roberts’ single, which was written by
Liz Rose and Brandy Clark and pro-
duced by Keith, is her Show Dog debut.
Country KRTY San Jose, Calif.,, PD Julie
Stevens is a fan. “lI loved the song right
off, then i fell in love with her voice,” she
says. “l don’t think it hurts that Toby is
singing with her on it. Their voices are
great together.”

Keith is filming his second feature
film, “Beer for My Horses,” in New
Mexico. The movie is named for
his six-week 2003 No. 1single,
which featured Nelson. It’s the
latest film produced jointly
by CMT Films and Keith,
who also teamed up for
“Broken Bridges,” which
came out in 2006.

—Ken Tucker
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Indie
Results

Having established herself as one
of the top artists in regional Mexi-
can music’s duranguense genre,
Diana Reyes is going independent
for her next album. And with the first
single from the indie release already
cracking Billboard’s Hot Latin Songs
chart, Reyes seems to have made a
wise choice.

“Me Muero,” a cover of a recent
pop hit by La Quinta Estacién pro-
duced in a regional Mexican style,
enters the chart at No. 48 this week.
On the regional Mexican airplay
chart, the song is No. 21.

Reyes, known for her uptempo
fare in the brass- and keyboard-
driven genre, is no stranger to the
Billboard charts, with two top 10
Latin albums and two top 10 re-
gional Mexican airplay singles.
When her contract expired with
Musimex/Universal Latino, Reyes
launched her own company, DBC
Entertainment. The label, publish-
ing and merchandising company
will release her March 25 album “In-
satisfecha” viaindependent distrib-
utor Select-O-Hits.

Reyes’ manager and DBC partner
Gabriel Fregoso told Billboard in
January that promotion of the
album would focus heavily on retail
and the Internet, beyond just radio.

Fregoso, Reyes and Select-O-Hits
VP Johnny Phillips will be panelists
at next month’s Billboard Latin
Music Conference, where they will
discuss their sales strategy April 8
during the “Distribution Connec-
tion” panel. Reyes’ 2007 album, “Te
Voy A Mostrar,” is also a finalist for
a Billboard Latin Music Award for
regional Mexican album of the year
by a female group or solo artist.

—Ayala Ben-Yehuda
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>>A 21-8 leap on the Billboard Hot
100 for Leona Lewis’ “Bleeding
Love” writes a new chapter in chart
history, as the winner of the “X
Factor” TV series becomes one of
16 U.K. female artists who have
reached the top eight with a debut
single. That bests initial chart
entries by Dusty Springdfield, Lulu,

Olivia Newton-John, Kim Wilde,
Kiki Dee and Sandie Shaw.

>>Chris Sligh is the 33rd “American
|dol” contestant to reach the
Billboard charts, as “Empty Me” is
the lone new entry on the Christian
Adult Contemporary tally. He is the
fourth finalist from the show's sixth
season to chart, following Jordin
Sparks, Biake Lewis and Phil Stacey.

>>Fred Bronson also reports on

“The Boss” by two Rosses and a
W-Rick, Diana and Kristine.

Read Fred Bronson
every week at
billboard.com/fred.

T
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Ross, ‘Now’ And Snoop Show Times Have Changed

You need look no deeper than the top
three rungs of this issue’s Billboard 200
to notice how the winds of change are
reshaping the music industry.

Norso long ago, it would have seemed
inconceivable that a relative newcomer

-y -
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¥ THAT'S WHAT | CA

with minimal radio support could out-
sell either the multi-artist hits “Now”
franchise or a media darling like Snoop
Dogg, bul that's exaclly what Miami
rapper Rick Ross has done (see story,
page 43). Until first-day sales had rolled
in, | suspect even distributing label Is-
land DefJam doubted Ross would mow
his competilion down

While I still believe radio is the short-
est route to a hit album, with two No. 1
sets in less than two years, Ross proves

Weekly Unit Sales

s 55
This Week 7,944,000 1,106,000
Last Week 7,680,000 1,173,000
Change 3.4% -5.7%
This Week Last Year 8,507000 826,000
Change -6.6% 33.9%

“Digital album sales are also counted within aloum sales.

Weekly Album Sales (Million Units)
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there are ways in this newfangled world
to reach pay dirt without widespread
radio love.

As alead artist, none of Ross’ tracks
has reached the top 10 on Hot R&B/ Hip-
Hop Airplay nor the top 20 at the hip-
hop-focused Rhythmic format, but he
isone of those artists who makes up the
difference elsewhere.

‘Push It,” from his first Def Jam
album, was a huge master ringtone
seller, months before his “Port of Miami”
set opened on top with first-week sales
of 187,000 copies. But the competition
was lighter for that album than that his
new set faced; the No. 2 album for the
week ending Aug. 13, 2006, was Break-
ing Benjamin’s “Phobia” with debut-
week sales of 125,000.

This time, Ross’ “Trilla” squared off
against the “Now” franchise, which has
produced 12 No. 1 albums in the last
10 years, and veleran artist Snoop's
“Ego Trippin’,” which houses “Sensual
Seduction,” a multi-format hit since
December.

Snoop’s “Seduction” hit No. 3 on
Rhythmic Airplay and No. 5 on
R&B/Hip-Hop Airplay, reaching far
Jarger audiences than “The Boss,” the
lead track from Ross’ new set. The lat-
ter reached Nos. 29 and 18, respectively,

on those same two radio charts, but No.
7 on Hot RingMasters.

LESS WOW FOR ‘NOW’: In the late
'90s and early "00s, when industry ob-
servers expected file sharing to cool
sales on the “Now” series, the multil-
abel line still drew big numbers, clock-
ing half-million-plus weeks with three
different volumes.

The vitality of the “Now” albums was
questioned again in 2003, when Apple’s
iTunes vastly expanded the market for
digital downloads, yet 10 different edi-
tions rang in weeks of 300,000 or better
between that year and 2006, with “Now
16” mustering a start of 504,000 in the
summer of 2004.

Lately, though, changes in consumer
behavior have caught up with the line.
“Now 27" launches with 169,000 copies
sold, the lightest start any of its new-hits
editions have clocked since the first one
reached stores in 1998. That set began
with 48,000, but the second volume
opened at 171,000 in the summer of
1999. Since November 2006, when “Now
23" began with 337,000, none of the sub-
sequent editions have sold as many as
300,000 copies in their biggest weeks,
and the new one is only the third among
the 27 to start shy of 200,000.

So, while the line remained vital
longer than some predicted, a hits com-
pilation does have less value in today’s
ala carte world.

Still, it seems the “Now” brand has
earned currency for archival compila-
tions. Its three Christmas editions have
sold 5.6 million, the first of those account-
ing for 3.3 million since 2001. This week,
“Now That's What | Call the 80s” bows
at 34,000 copies—and there are zero
downloads represented in that total be-
cause the album’s digital version did not
qualify to count toward the original re-
lease’s sum.

The best week by a non-Christmas vari-
ation was 90,000 for 2006's “Now #1s.

COCKTAIL CHATTER: First-day sales
from leading accounts on Nielsen
SoundScan’s March 19 Building chart
have Danity Kane’s new “Welcome to
the Dollhouse” bolting out the gate at
93,000 copies. Based on earlier Build-
ing totals, the made-for-TV group is on
pace toopen at or above 300,000 . . The
live “Hannah Montana”/Miley Cyrus
set bowingat No. 10 is exclusive to Wal-
Mart and only the third proprietary re-
lease to crack the top 10 since the
Billboard 200 began charting such re-
leases in November.

A Weekly National Music Sales Report nielsen
Year-To-Date SoundScan
s 200 oo
19,316,000 OVERALL UNIT SALES YEAR-TO-DATE SALES BY ALBUM CATEGORY
20120,000  Albums 99237000 87977000  -T.3%  Current 58,784,000 48864,000  -16.9%
400  DigitalTrads 188,830,000 238834000  26.5% (atalog 40453000 39.114.000  -3.3%
15,404,000  StoreSingles 487,000 31000 -361%  poey (atalog 28,798,000 27,828,000  -3.4%
oy 288,554,000 327122,000  13.4%
Aloums w/TEA" 118,120,000 111,860,400  -53%

‘Inciudes track equivalent album sales (TEA) with 10 track downioads equivalent

to one album sale
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SALES DATA
COMPILED BY
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TITLE
ARTIST (IMPRINT / PROMOTION LABEL)
WITH YOU
CHRIS BROWN (IIVE/ZOMBA)
LOW
FLO RIDA FEAT T-PAIN (POE 50Y ATLANIIC
LOVE IN THIS CLUB
USHER FEAT. YOUNG JEEZY (LAFACE/ZONBA
TOUCH MY BODY
_ MARIAH CAREY (1SLAND IDJVIG)
DON'T STOP THE MUSIC
RIHANNA (S5P/DEF IAN/IDJVG)
LOVE SONG
SARA BAREILLES (EPIC)
SEXY CAN |
RAY J & YUNG BERG (KIIOCKOUT/DEJA 54/KOCIVEPIC)
NO ONE
AUGINKEYS (MBKIURMG)
APOLOGIZE

TIN&LANDFE/\T.ONEHEF’UHLIC:MO' Y/BLACKGROUND INTERSCOPE

LIKE YOU'LL NEVER SEE ME AGAIN
ALICIA KEYS (MBK J.RMG)

INDEPENDENT
WEBBIE. LIL PHAT&LH;B(ES_IE_{TR\L 'l@" ‘M \TLANTIC‘L
| REMEMBER
KEYSHIA COLE 114/ GEFTEN/INTERSCOPE
SUPERSTAR
LUPE FIASCO 111 & 15T H/ATLANTIC)
SUFFOCATE
J HOLIDAY (10510 LILE CAPIIO1)
FALSETTO
__THE-DREAM {RADIC KILLA/DEF JANYIDJMG)
NO AIR

JORDIN SPARKS OUET WITH CHRIS BROWN (19/JIVE/ZOMBA
SENSUAL SEDUCTION

SNOOP DOGG (1IGGYSIYLE GEFFEN INTERSCOPE)
TAKE YOU THERE

SEAN KINGSTON (BELUGA HEIGHTS/KOCILEPIC)
SORRY

BUCKCHERRY (ELEVEN SEVEN/ATLANIIC/RRP)
DEY KNOW

SHAWTY L0 DAL ASYLUNM) i
CRYING OUT FOR ME

MARIO i1 TREE™ [ #MG

SHADOW OF THE DAY

LINKIN PARK AR H P

SEE YOU AGAIN

MILEY CYRUS (HOLLYWOOD) .
BUBBLY

COLBIE CAILLAT UNIVERSAL REPUBLIC)

SMALL TOWN SOUTHERN MAN
ALAN JACKSON (ARISTA AT HVILLL

TITLE
ARTIST (IMPRINT / PROMOTION LABEL)

LOVE IN THIS CLUB

USHER FEAT. YDUNG JEEZY (JIVE/ZOMBA)
BLEEDING LOVE
LEONA LEWI§ ’_Y_O_a 5?\@_
NO AlIR
LIORDIN{SPARKS IDUETIWITHICHRISIBROWNIIVEIZOMBA)
LOVE SONG
SARA BAREILLES (EPIC)
LOW
FLO RIDA FEAT. T-PAIN (POE BOY/ATLANTIC)
SEXY CAN |
RAY J & YUNG BESG (KNOCKOUT/DEJA 34/KOCH PIC)
DON'T STOP THE MUSIC
R_IHANN_A_(SRP [‘_F,F_ AM Iﬂ_‘M_G'
SEE YOU AGAIN
MILEY CYRUS (HOL .7 .ND”
SHAWTY GET LOOSE
EILJMMT'E"WSBM&T'PA‘N_“ "_' AR FAD vE Lr
HALLELUJAH
JEFF BUCKLEY (COLUMBIA LEGACY)
WITH YOU
EHES BROWN_( IIVE ZOMBA -
STOP AND STARE
EIEHEPUELICJ\"V LmNTE.’ SCOPE)
SUPERSTAR
LUPE FIASCO FEAT. MATTHEW SANTOS (157 & 15TH/AT
ELEVATOR
F_l(]_RMLMMU\NU (
INDEPENDENT
WEBBIE. LIL PHAT & LIU I?DDSIE lR_\_L l YLUM)
NEW SOUL
YAEL NAIM (TOT QU TARD/ATLANTIC
APOLOGIZE
TIMBALAND FEAT. OREREPUSLIC (0SLEY un R300PE
SENSUAL SEDUCTION
SNOOP DOGG (DOGGYSTYLE INTERSCOPE)
SORRY
BUGKCHERRY I_E\E/EN_EXEU_A[ ANTIC RE
SHADOW OF THE DAY
MKIN PARK .“.A“HER_{ R( |
DANCE LIKE THERE'S NO TOMORROW
PAULA ABDUL A HANDY IACKSON (=211 1771 G
WHEN YOU LOOK ME IN THE EYES
iONAS BROTHERS [ (}LI.
FEEDBACK
ﬂ\N_ETlSLAND 1DJMG)
TAKE YOU THERE
S_EAN KINGSTON (BELUGA H:\GHT: E:F.J)
TEARDROPS ON MY GUITAR
TAYLOR SWIFT (BIG MAGHINE)

80Y/A1 1

LEGEND FOR HOT 100 AIRPLAY LOCATED BELOW CHART, HOT DIGITAL SONGS: Top selling paid download songs compiled from Internet sales reports collected and provided by Nielsen SoundScan. This data Is used to compite both
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32
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LAST
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44
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31
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TITLE
ARTIST (IMPRINT / PROMOTION LABEL)

PARALYZER
FINGER ELEVEN (v IND UP)

TEARDROPS ON MY GUITAR

TAYLOR SWIFT (BIG MATHINE UN(VER AL REPUBLIC)
JUST FINE

MARY J. BLIGE (MATRIARCH, GEFFEN/INTERSCOPE)
CLUMSY

FERGIE (W1l L | AM A&M INTERSCOPE)

I WON'T TELL

FAT JOE FEAT. J. HOLIDAY (TERROR SQUAD/IMPERIAL/CAPITOL)
FEELS LIKE TONIGHT
OAUGHTRY (RCA RIMG)
TATTOO
JORDIN SPARKS (19, JIVE/ZOMBA)
ALL-AMERICAN GIRL

_ CARRIE UNDERWDOD (ARISTA ARISTA NASHVILLE)
YOU'RE GONNA MISS THIS
TRACE ADKINS (CAPITOL NASIVILLE
CLEANING THIS GUN {COME ON IN BOY)
RODNEY ATKINS (CURB)
BIG GIRLS DON'T CRY
FERBIE (WILL | AM/ABM/INTERSCOPE)
SHIFTWORK

_ KENNY CHESNEY DUET WITH GEORGE STRAIT (B1A)
| SAW GOD TODAY
GEORGE STRAIT (1~ 1L iivilLE)

WHAT KINDA GONE

CHRIS CAGLE ([P0l HATHVILLE)
STOP AND STARE

DNEREPUBLIC (11 1+ + (NTERSCOPE

THE ANTHEM

PITBULL FEAT LIL JON (FAMOUS ARTISTS/IVT)
SHE GOT IT

2 PISTOLS (UNIVERSAL REPUBLIC

THE BOSS

STEALING CINDERELLA

CHUCK WICKS (RCA NASHVILLE) o
JUST GOT STARTED LOVIN' YOU
JAMES OTTO (¥ARNER BROS (NASHVILLE)/WRN}
LETTER TO ME

BRAD PAISLEY (<RI 14 NASHVILLE)

PICTURE TO BURN

TAYLOR SWIFT (111l {ACHINE)
UMMA DO ME
ROCKO {0 KT FOAL 5L AYD URBAN/IDJMG)

FLASHING LIGHTS
KANYE WEST FEAT OWELE (ROC-A-FELLA/DEF JAN/IDJMG)

LAUGHED UNTIL WE CRIED
JASON ALDEAN (1R OKE

an format:

TITLE

ARTIST {IMPRINT / PROMOTION LABEL)
DAMAGED

DANITY KANE (BAD BOY ATLANTIC
ALL-AMERICAN GIRL

CARRIE UNDERWOOD 1ARI5TA ARISTA NASHVILLE)
NO ONE

ALICIA KEYS (MBK'J AMG)

WHATEVER IT TAKES

LIFEHOUSE (GEF-EN INTERSCOPE) )
OUR SONG P
TAYLOR SWIFT (BIG MACHINE)

YAHHH!

EOEJLJiB_OV TELEEM FEAT. ARAB (COLLIPARK INTERSCOPE}
SWEETEST GIRL (DOLLAR BILL)
WYCLEF JEAN FEAT!\KON. LIL WAYNE & NiIA ( HJMB\A{
SAY
JORNIMAYERI(AWAREICOLUMETAY
TATTOO
_JORDHLJ SPARKS (JIVI
THE ANTHEM
PITBULL FEAT LIL JON {FAMOL
NEVER TOO LATE
THREE DAYS GRACE 1JIVE ZOMBA)

REALIZE

MLLAT [UNIVERSAL REPUBLIC)
CRANK THAT (SOULJA BOY)
SOULJA BOY TELLEM 101 L1PAF K INTERSL UPE o
PARALYZER

FINGER ELEVEN (WIND-UP

THE BOSS
RICK ROSS FLTH:ALN
PIECE OF ME
BRITNEY SPEARS (JIVE Z0MBA)
CLUMSY

EGIE NILL ( AM A&M INTERSCOPE)
WON'T GO HOME WITHOUT YOU
MARDDN 5 (A&M D’TDEIEJIMI':RSUUVE,
CUPID SHUFFLE

CUPID (4 YLUM ATL’\NTICERP\
BUBBLY

_C!)LBIE CAILLAT (UNIVERSAL REPUBLIC)

KISS KISS

CHRIS BROWN FEAT. T-PAIN (JI
KILLA

CHERISH FEAT. YUNG JOC (MUSIC LINE CAPITOL)
INTO THE NIGHT

SANTANA FEAT. CHAD KROEGER (ARISTA/RMI
WHAT HURTS THE MOST

CASCADA (ROBINS)

THRILLER

MICHAEL JACKSON (£P|

CERT.

20MBA)

ARTISTS/ TVT

SLIP-N-SLIDE/DEF JAM/IDJMG)

3 23

BA)

For chart reprints call 646.654.4633

THIS
WEEK

e60- -00:-00

-
N

00000008 :0:0: =

56

57

0:0

61

65

70

06

73

74

20

22

21

23

29

28

48
50
73
55

51

59
7
63
60
56
67
49

57

62

36

58

74

61

w
=]

34

22

22

4

=5

25

TITLE
ARTIST (IMPRINT ' PROMOTION LABEL)
LOVE SONG
] SARA BAREILLES (EPIC
SORRY
BUCKCHERRY (ELEVEN SEVEN ATLANTIC/RRP
PARALYZER
FINGER ELEVEN WIND-UP
APOLOGIZE
MONEREPUBUE MOSLEY: —:J: A0
FEELS LIKE TONIGHT
DAUGHTRYACHIF MO,
WHATEVER IT TAKES
LIFEHOUSE GEI}EN (MTER - DPE
SHADOW OF THE DAY
LINKIN PARK (WARNEI ['F1{
BUBBLY
COLBIE CAILLAT (UNIVERSAL REPUBLIC
NO ONE
ALICIA KEYS (MBK J RMG) B ]
WON'T GO HOME WITHOUT YOU
MAROON 5 (A&M OCTONE/INTERSCOPE)
SAY
JOHN MAYER (AWARE COLUMBIA)
TEARDROPS ON MY GUITAR
TAYLOR SWIFT (411G MACHINE UNIVERSAL REPUBLIC
OVER YOU
| DAUGHTRY SHENIRNGYS
INTO THE NIGHT
SANTANA FEAT CHAD KROEGER (ARISTA RMG
THESE HARD TIMES
MATCHBOX TWENTY (1 b4 ATLANTIC)
THE WAY | AM
INGRID MICHAELSON 431N 24 ORIGINAL SIGNAL RED)
NEVER TOO LATE
THREE DAYS GRACE (JIVE 70MBA)
TATTOO
JORDIN SPARKS 19 | IVE/ZOMBA
REALIZE
COLBIE CAILLAT (UNIVERSAL REPUBLIC)
LOVE IS FREE
SHERYL CROW :A&l INTERSCOPE)
IN LOVE WITH A GIRL
GAVIN OEGRAW J RMG)
CLUMSY
FERGIE |WILL | AM A&M INTERSCOPE)
STOP AND STARE
ONEREPUBLIC 1L51COPE)
HOLLYWOOD'S NOT AMERICA
FERRAS
IF 1 HAD EYES
JACK JOHNSON | BRUSHFIRE/UNIVERSAL REPUBLI

|

5 5 55 58

000000 : : 0000000:0 - -
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1r

o
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r

TITLE

ARTIST {IMPRINT / PROMOTION LABEL)

FEELS LIKE TONIGHT

DAUGHTRY (RCA/RIG)

NINE IN THE AFTERNOON

PANIC AT THE DISCO (DECAYDANCE FUELED BY RAMEN RRF}
STRONGER

KANYE WEST (ROC-A FELLA/DEF JAM 1DJMG)

LOVE LIKE THIS

LYASMDINBFIELD FEAT SEAN ISIN_GSTUN HONUGENIC EPIC,
POCKETFUL OF SUNSHINE
NATASHA BEDINGFIELD 10U ) 4IC /I

FAKE IT
JSEETHER (WIND:UR)
DEY KNOW
SEAWIVILO JOHIGASYLUE il
LIKE YOU'LL NEVER SEE ME AGAIN
ALICIATKEYS SEITRIT
CRUSHCRUSHCRUSH

PARAMORE (f' £ g‘_SV RAME}! RRF

SHE GOT IT

ZULISTOLS FEATyFs AN &Y TAVIOZHI(UITY 10)
HERO HEROINE

BOYS LIKE_GE;_ )
DON'T STOP BELIEVIN'
_JUURIEV b MalAg
CYCLONE

BABY BASH FEAT. T'f“lf‘]:f['
HOW FAR WEVE COME
MATCHBOX TWENTY (MELISMA/ATLANTIC)
CHING-A-LING
MISSY ELLIOTT (THE GOLD ¥ 1
1 DON'T WANNA BE [N LOVE (DANCE FLDOR ANTHEN) gy
GOOD CHARLOTTE | AYLIGHT EPIC)

LUXURY TAX

RICK RIS FEA™ LIL WAYNE VBMJEEZVIWC{(DADI]Vi

UMBRELLA

RIHANNA FEAT. JAY-Z (SRP DEF
FALLING SLOWLY
G_LEN_HANSiAHD_&ﬂ\RKETA JRGLOVA (OVE!
FLASHING LIGHTS

KANYE WEST FEAT DWELE (R0 A_F LLA/DEF
PICTURE TO BURN

TAYLOR SWIFT bIG MﬂANN_

I WON'T TELL

iTJEFEAT J HOLIDAY (TERRD 'ﬂL A ERIA
ROCKSTAR
NICKELBA[&KVRJMIT 'iNV'R ’iT..’”\!T‘-f U\\/A\A
READY, SET. DON'T GO
BILLY RAY CYRUS WITH MILEY CYRUS YV; T DISNE
WHAT YOU GOT

COLBY D'DONIS FEAT. AKON (<O EN INTERSCO!

CERT.

::00:0-0Q-° » » « Q- W

AM IDIMG

0AT)

Go to www.billboard.biz for complete chart data
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The Blilboard Hot 100 and Pop 100. ADULT TOP 40/ADULT CONTEMPORARY/MODERN ROCK: 82 adult top 40 stations. 101 aduft contemporary stations and 70 modern rock stations are electronically monitored 24 hours a day.
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BUBBLY

COLBJE CAILLAT (UNIVERSAL REPUBLIC
BIG GIRLS DON'T CRY
FERGIE (WILL | AW AGM INTERSCOP!

HOME

DAUGHTRY (RCA/RMG
LOST

| MICHAFCIAUBLE (I SARERRISE)
APOLOGIZE
TIMBALAND FEAT ONEREPUBLIC (M
WHO KNEW
PINK (L5300 LOMBA
WAIT FOR YOU
ELLIOTT YAMIN (HICKORY RE

HEY THERE DELILAH
 PLAIN WHITE T'S (FEARLESS/HOLLYWOOL
TEARDROPS ON MY GUITAR
TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIG)
TAKING CHANCES

CELINE DION (1) UMBIA]

LOVE SONG
_SARA BAREILLES (EPIC) —
(YOUR LOVE KEEPS LIFTING ME) HIGHER AND HIGHER
MICHAEL MCDONALD (UNIVERSAL M1UTCR
NO ONE
IBICIATKEYSMBIGURMGI
TATTOO
LORDINISEARKS
IN MY ARMS
PLUMB (URB REPRISE)

BUSY BEING FABULOUS

EAGLES (ERC)

FALLING IN LOVE AT A COFFEE SHOP
_LANDON PIG6 (RCA/RMG
OVER YOU
DAUGHTRY (R(

BRAVE

IDINA MENZEL (WARNER BR
FORGIVE ME
CNOTE | k1l

THE WAY | AM ﬁf
INGRID MICHAELSON CAl IGINAL SIGNAL/RED
FEELS LIKE TONIGHT
DAUGHTRY (RCA RNG)

FALL

KIMBERLEY LOCKE . JRB REPRISE
WAKE UP CALL
MAROON 5 A& OCTONE INTERSCOPE)
POETRY MAN

QUEEN LATIFAH (FLAVOR UNIT/VERVE

5B 55555555

o
T

JIVE/70MBA)

o

=
TITLE 2
ARTIST (IMPRINT / PROMOTION LABEL) 1S
LONG ROAD TO RUIN o
FOO FIGHTERS (ROSWELL RCA/RMG)
PSYCHO
IiUDDLE OF MUDD (F LAWLESS/GEFFEN/INTE E
SHADOW OF THE DAY o
LINKIN PARK WARNEH BR(
FAKE IT
SEETHER * ") - ﬁ
CRUSHCRUSHCRUSH
PARAMORE 3! N RRP)
THE PRETENDER m
FOO FIGHTERS (RUSWELL/RCA RMC |
BELIEVE
EE BHAVE& ISLAND 1L MG
IF | HAD EYES
JACK JOHNSON SRIISHIIRE UNIVERSAL PUBLIC
FALLING DOWN
ATREYU | L . U ﬁ
THE GOOD LEFT UNDONE %
VRI_SE AGAINST FEEMINTEHST DPE
RISE ABOVE THIS
JSEETHERMIAMINSTE —
NINE IN THE AFTERNOON m
PANIC AT THE DISCO SAYDAN
ALMOST EASY
AVENGED SEVENFOLD (HOPELESS WARNij §
IT'S NOT MY TIME m
3 D0ORS DOWN (1171 /t e R
ALWAYS BE
JIMMY EAT WORLD | Vi E ﬁ
THE STONE
__ASHES DIVIDEE AND : i(‘ —— =
| GETIT
cheveLLs , o
NEVER TOO LATE
| 1

_ THREE DAYS GRACE /[ /0
BODYSNATCHERS
RADIOHEAD | 1! -
MOTHER MARY
FOXBORD HOT TUBS {LGLE TOWN A
I'M NOT JESUS
APDCALYPTICA FEAT COREY TAYLOR JIVE ZOMBA)
SUPERNATURAL SUPERSERIOUS
REM. (WARNER 8ROS )
BEAUTIFUL
10 YEARS ' UNIVERSAL -
MY WORLD
SICK PUPPIES (HMR VIRGIN
SO HAPPY
THEORY OF A DEADMAN C NNE

o

49
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& Ty
{!MPRINT / PROMOTION LABEL)

SARA BAREILLES (EPIC)

LOVE SONG : 1

i # Low
4 " _FLO RIDA FEAT. T-PAIN (POE BOY/ATLANTIC)

u ITH YOU
CHRIS BROWN (JIVE/ZOMBA)

m; DON'T STOP THE MUSIC
h RIHANNA (SRP/DEF JAM/I0JMG
NO AIR
JORDIN SPARKS DUET WITH CHRIS BROWN (19/JIVE/ZOMBA!
_ LOVE IN THIS CLUB
__USHER FEAT. YOUNG JEEZY (LAFACE/ZOMBA)

7 SEE YOU AGAIN
MILEY CYRUS (HOLLYWOOD)

. BLEEDING LOVE
- _LEONA LEWIS (SYCO/J/RMG)

STOP AND STARE
__ONEREPUBLIC (MOSLEY/INTERSCOPE)

ﬁa 17 SORRY
|| _BUCKCHERRY (ELEVEN SEVEN/ATLANTIC/RRP)

; APOLOGIZE
TIMBALAND FEAT ONEREPUBLIC (MOSLEY/BLACKER! OPE)

TAKE YOU THERE

SEAN KINGSTON (BELUGA HEIGHTS/EPIC)

SUPERSTAR

_LUPE FIASCO FEAT. MATTHEW SANTOS (1ST & ISTH/ATLANTIC)
SHADOW OF THE DAY

__LINKIN PARK (WARNER BROS )

SEXY CAN |

RAY J & YUNG BERG (KNOCKDUT/DEJA 34/KOCH/EPIC)

NO ONE

ALICIA KEYS (MBK/J/RMG)

WHEN YOU LOOK ME IN THE EYES

JONAS BROTHERS (HOLLYWOOD)

CLUMSY

FERGIE (WILL |.AM/ASM/INTERSCOPE)

TEARDROPS ON MY GUITAR

| _TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIC)

- TOUCH MY BODY

©_MARIAH CAREY (ISLAND/IDJMG)

TATTOO

JORDIN SPARKS (19/JIVE/ZOMBA)

FEELS LIKE TONIGHT

DAUGHTRY (RCA/RMG)

SENSUAL SEDUCTION

SNOOP DOGG (DOGGYSTYLE/GEFFEN/INTERSCDPE)

@
P

' g ZGJ NEVER TOO LATE

THREE DAYS GRACE (JIVE/ZOMBA)

SWEETEST GIRL (DOLLAR BILL)
P 2 WYCLEF JEAN FEAT. AKON, LIL WAYNE & NIfA (COLUMBIA
o » '.'.‘1 ~ INDEPENDENT
& L. WEBBIE, LIL' PHAT & Lit’ 80OSIE (TRILL/ASYLUM/ATLANTIC)
PARALYZER
FINGER ELEVEN (WIND-UP)

i 2 SHAWTY GET LOOSE
~_LIL MAMA FEAT CHRIS BROWN & T-PAIN (FAMILIAR FACES/JIVEZOMBA)

Il ELEVATOR
FLO RIBA FEAT. TIMBALAND (POE BOY/ATLANTIC)

‘30 20 15 WHAT HURTS THE MOST
B ~~_CASCADA (ROBBINS

L Eth
b BRITNEY SPEARS (JIVE/ZOMBA)

#% . .. LIKE YOU'LL NEVER SEE ME AGAIN
3% _.37 ;-1&5 ALICIA KEYS (MBK J RMG

- KISS KISS
CHRIS BROWN FEAT. T-PAIN (JIVE/ZOMBA)

CKILLA
- _CHERISH FEAT. YUNG JOC (SHO'NUFF/CAPITOL)
WHATEVER IT TAKES
LIFEHDUSE (GEFFEN/INTERSCOPE)
- THE ANTHEM
PITBULL FEAT. LiL JON {FAMOUS ARTISTS/TVT)
LOVE LIKE THIS
NATASHA BEDINGFIELD FEAT. SEAN
NEW SOUL
YAEL NAIM (TOT OU TARD/ATLANTIC)
HERO/HEROINE
BOYS LIKE GIRLS (COLUMBIA}
- HATE THAT | LOVE YOU
-_RIHANNA FEAT. NE-YD (SRP/DEF JAM/IDJMG)
- REALIZE
" _COLBIE CAILLAT (UNIVERSAL REPUBLIC)

BREAK THE ICE
- _BRITNEY SPEARS (JIVE/20MBA)

POCKETFUL OF SUNSHINE

NATASHA BEDINGFIELD (PHONDGENIC/EPIC)

OUR SONG
' _TAYLOR SWIFT /BIG MACHINE/UNIVERSAL REPUBLIC}
FEEDBACK
* _JANET (1SLAND/IDJMG)
CALABRIA 2008
ENUR FEAT. NATASJA (ULTRA)
DAMAGED
DANITY KANE (BAD BDY/ATLANTIC)
- DANCE LIKE THERE'S NO TOMORROW
PAULA ABDUL & RANDY JACKSON (DREAM MERCHANT 21/GMG)
HYPNOTIZED
PLIES FEAT. AKON (BIG GATES/SLIP-N-SLIDE/ATLANTIC)
- INTO THE NIGHT
~ SANTANA FEAT. CHAD KRDEGER (ARISTA/RMG)

{PHONDGENIC/EPIC)

TITLE PR g2
CARTIST (IMPRINT / PROMOTION LABEL)
ALL AROUND ME

FLYLEAF (A&M/OCTONE/INTERSCOPE)

~JOHN MAYER (AWARE/COLUMBIA)
ALL-AMERICAN GIRL
CARRIE L (ARISTA/ARISTA NASHVILLE)
YAHHH!
SOULJA BOY YELL'EM FEAT. ARAB (COLLIPARK/INTERSCOPE)
WON'T GO HOME WITHOUT YOU
MAROON 5 {A&M/OCTDNE/INTERSCOPE)
|17 FLASHING LIGHTS
- KANYE WEST FEAT. DWELE (ROC-A-FELLA/DEF JAM/IDJMG)
CRUSHCRUSHCRUSH
_PARAMORE (FUELED BY RAMEN/RRP)
THE BOSS
RICK ROSS FEAT. T-PAIN (SLIP-N-SLIDE/DEF JAM/IDJMG)
HOLLYWOOD'S NOT AMERICA
FERRAS (CAPITOL)
3 - SHE GOT IT

2 PISTOLS FEAT. T-PAIN & TAY DIZM (UNIVERSAL REPUBLIC)
IN LOVE WITH A GIRL
GAVIN DEGRAW (J/RMG)
NINE IN THE AFTERNOON
PANIC AT THE DISCO (DECAYDANCE/FUELED BY RAMEN/RRP)
DEY KNOW
SHAWTY LO (D4L/ASYLUM)
FAKE IT
- SEETHER (WIND-UP)
SUFFOCATE
J. HOLIDAY (MUSIC LINE/CAPITOL)
CHING-A-LING
MISSY ELLIOTT (THE GOLD MIND/ATLANTIC)
WHAT YOU GOT
COLBY D'DONS FEAT. AKON (KONLIVE/GEFFEN/INTERSCOPE)
| WON'T TELL
=1 FAT JOE FEAT. J. HOLIDAY (TERROR SQUAD/MPERIAL/CAPITOL)
RUN THE SHOW
KAT DELUNA FEAT. BUSTA RHYMES (EPIC)
LUXURY TAX
RICK ROSS FEAT. LIL WAYNE. YOUNG JEEZY & TRICK DADCY (SUP-H-SLIDETEF JAMWIBING)
FALLING SLOWLY

ﬁ GLEN HANSARD & MARKETA {RGLOVA

79 2 PICTURE TO BURN

l TAYLOR SWIFT (BIG MACHINE)

| GET BUCK IN HERE

- 0J FELL) FEL FEAT DIDDY, AKOH, LUDACRIS & LIL JON (ISLAND URBANIDJMG)
= READY, SET, DON'T GO
BILLY RAY CYRUS WITH MILEY CYRUS (WALT DISNEYAYRIC STREFD
WHAT IS IT

BABY BASH FEAT. SEAN KINGSTON (ARISTA/RMG)
~ THE WAY | AM
INGRID MICHAELSON (CABIN 24/0RIGINAL SIGNAL/RED)
LOLLIPOP
J LIL WAYNE FEAT. STATIC MAJOR (CASH MONEY/UNIVERSAL MOTOWN)

g ROCK STAR

% HANNAH MONTANA (WALT DISNEY)
FINALLY
[ FERGIE (WILL.|. AM/A&M/INTERSCOPE)
ﬁn - WHO THE F*** |S THAT?
| : DOLLA FEAT. T-PAIN & TAY 01ZM (THE GANG/KONVICT/JVEZOMBA)

- " BOYFRIEND/GIRLFRIEND
C-SIDE FEAT. KEYSHIA COLE (1720/UNIVERSAL REPUBLIC)
;m 74 |29 POP BOTTLES
: BIROMAN FEAT. LIt WAYNE (CASH MONEY/UNIVERSAL MOTOWN)
171 SAW GOD TODAY
GEORGE STRAIT (MCA NASHVILLE)
LIKE WHOA
ALY & AJ (HOLLYWOOD)
HEY BABY (JUMP OFF)
: BOW WOW & (T.U.G./COLUMBIA)
WATCHING AIRPLANES
GARY ALLAN {MCA NASHVILLE)
THROUGH THE FIRE AND FLAMES
BRAGONFORCE (ROADRUNNER/RRP)
I'M YOURS
JASON MRAZ (ATLANTIC/RRP)
YOU'RE GONNA MISS THIS
' TRACE ADKINS (CAPITOL NASHVILLE)
PSYCHO
PUDDLE OF MUOD (FLAWLESS/GEFFEN/INTERSCOPE)
A-PUNK
VAMPIRE WEEKEND (XL/BEGGARS GROUP)
 SHAKE IT
METRO STATION (RED INK/COLUMBIA)
GIMME MORE
BRITNEY SPEARS (JIVE/ZOMBA)
THESE HARD TIMES
MATCHBOX TWENTY gMELISMA/ATLiNTIC)
CLEANING THIS GUN {COME ON IN BOY)
| RODNEY ATKINS (CURB)
LOVE IS FREE
_ SHERYL CRDW (A&M/INTERSCOPE)
JUST FINE
MARY J. BLIGE (MATRIARCH/GEFFEN/INTERSCOPE)
IT'S NOT MY TIME
_ 3 DOORS DOWN (UNIVERSAL REPUBLIC)
SHE'S A HOTTIE
TOBY KEITH (LHUW DDG NASHVILLE)

; FALSETTO
_ THE-DREAM (RADIO KILLA/DEF JAM/IDIMG)

UMBIA)

o8 & 4
-
|

o0 s

POP 100: The top Pop singles & tracks, according to mainstream top 40 radio audience impressions measured by Nielsen Broadcast Data Systems, and
sales compited by Nielsen SoundScan. See Chart Legend for rules and expianations © 2008, Nielsen Business Media, Inc. and Nielsen SoundScan, inc. All
rights reserved POP 100 AIRPLAY: Legend located below chart. SINGLES SALES: This data is used to compile both the Billboard Hot 100 and Pop 100.
See Chart Legend for rules and explanations. © 2008, Nielsen Business Meda, Inc. All rights reserved HITPREDICTOR: See Chart Legend for rules and
explanations. = 2008, Promosquad and HitPredictor are trademarks of Think Fast LLC
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-I'lTT-rLE g R
i (IMPRINT / PROMOTION LABEL)
2 13 WITH YOU

CHRIS BROWN (JIVE/ZOMBA)
| gp LOW

V20 g mia Fear Team (POE BOY/ATLANTIC)

l' LOVE SONG
| 5 MILEY CYRUS (HOLLYWOOD)
g i | MARIAH CAREY (ISLAND/IDJMG)
. LOVE IN THIS CLUB
STOP AND STARE

2 Heoer

5

B B 5555

n SARA BAREILLES (EPIC)
o 3 .'1 - DON'T STOP THE MUSIC
A '; RIHANNA (SRP/DEF JAM/IDJMG)
| NO AIR
4 L JORDIN SPARKS DUET WITH CHRIS BROWN (19/UIVE/ZZOMBA)
> 17 SEE YOU AGAIN
SORRY
BUCKCHERRY (ELEVEN SEVEN/ATLANTIC)
TOUCH MY BODY
TAKE YOU THERE
SEAN KINGSTON (BELUGA HEIGHTS/EPIC)
o e USHER FEAT. YOUNG JEEZY (LAFACE/ZOMBA)
APOLOGIZE
TIMBALAND FEAT. ONEREPUBLIC (MOSLEY/BL?
2 15

E

5 2% B &

ONEREPUBLIC (MOSLEY/INTERSCOPE)
SHADOW OF THE DAY
LINKIN PARK (WARNER BROS )

NO ONE

ALICIA KEYS (MBK/J/RMG)
CLUMSY

FERGIE (WILL I.AM/ASM/INTERSCOPE)
FEELS LIKE TONIGHT
DAUGHTRY (RCA/RMG)

g ;
O
| SUPERSTAR

. LUPE FIASCO FEAT MATTHEW SANTOS (15T & 15THATLANTIC)

D=
' 59 4 BLEEDING LOVE
A " LEONA LEWIS (SYCO/J/RMG)
g TATTOO
JORDIN SPARKS (19/JIVE/ZOMBA)
W 17 19 TEARDROPS ON MY GUITAR

i
5 TAYLOR SWIFT (BIG MACHINE UNIVERSAL REPUBLIC)‘.{*;
127 mainstream top 40

WHEN YOU LOOK ME IN THE EYES E
24 19 NEVER TOO LATE o
7 days a week. This daf

13 28

0

[

JONAS BROTHERS (HDLLYWOOD)
~ THREE DAYS GRACE (JIVE/ZOMBA) -
SWEETEST GIRL (DOLLAR BILL)
WYCLEF JEAN FEAT. AKON, LIL WAYNE & NIIA {COLUMBIA)
1 oa PARALYZER
21_ 2 FINGER ELEVEN (WIND-UP}
42 WHAT HURTS THE MOST

10Nns are electrol
used to compile

TITLE
ARTIST '!OMPR.I.NT/ PROMOTION LABEL)

2 1 WHAT TIME IS IT
HIGH SCHOOL MUSICAL 2 CAST (WALT DISNEY)

CONQUEST
) THE WHITE STRIPES (THIRD MAN/WARNER BROS.)
PAPER PLANES
°_M.LA. (XL INTERSCOPE)
INSIDE OUT
TEMAR UNDERWOQD (KINGS MOUNTAINY
FOUNDATIONS
|_KATE NASH {FICTION. GEFFEN/INTERSCOPE)

LET ME SEE SOMETHING
A.G. & WRECKLESS EN.T. (WRECKLESS ENTERTAINM)_
BLACK TIDE
BLACK TIDE (INTERSCOPE)
H 13 2 MAKE IT BOUNCE 4 YA

= _PARIS HOUSTON FEAT K10 KUTTA [GRAND SLAMTHOMPIING MARKETING}

_! IT'S RIGHT HERE
TANIKA TURNER (KOUNTREE BDYZ)
-
‘ ‘_‘_ﬁ A&E
- GOLDFRAPP (MUTE)

- FEEDBACK
- JANET (ISLAND/IDJMG)
| x

5 HAPPY HOUSE
~_THE JUAN MACLEAN (DFA)
MOONLIGHT RENDEZVOUS
WAYNA (QUIET POWER/FACE2FACE}
14 15 DOWN 4 WHATEVA
& LONESOME THUG LAOY (OHIO SOUNDLAB!
KOOL AID
- LI BASS FEAT. JT MONEY (PIPELINE)
2 15' SWAGGA
EMMANUEL (5TH WORLD)
EVERY DAY IS EXACTLY THE SAME
NANE iNCH NAILS (NOTHING/INTERSCOPE

WE WILL BECOME SILHOUETTES BE STILL MY HEART
] THE POSTAL SERVICE (SUB POP)
15 § HOLY TEARS

__ISIS (IPECAC)

- SIPPI TO THA CHI
. _TROUBLEMAN (TROUBLEMAN)

1& 28 105 STRAIGHT TO VIDEO
I o MINDLESS SELF INDULGENCE (CR/METROPOLIS)

m! TATEMENT
f . BORIS (SOUTHERN LORD}

'30' WHITE LIES

~_PAUL VAN DYK FEAT. JESSICA SUTTA (MUTE)
CUNTRY BONER
PUSCIFER (PUSCIFER

Data for week of MARCH 29, 2008 |
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AIRPLAY
MONITORED BY

SALES DATA
COMPILED 8Y

nielsen niclsen
BDS SoundScan

m © PROMOTION LASEL) 7 l.

#
.
|
®

‘ ATE THAT | LOVE YOU
RIHANNA FEAT. NE-YO (SRP/DEF JAM/IDJMG)
LIKE YOU'LL NEVER SEE ME AGAIN
SENSUAL SEDUCTION .
5| | SHOOP DOGG (DOGGYSTYLE/GEFFEN/INTERSCOPE)
@ a3 18 PIECE OF ME
KILLA
b CHERISH FEAT. YUNG JOC (SHO'NUFF/CAPITDL)
57 93 KISS KISS e
- ?7 . !3 CHRIS BROWN FEAT. T-PAIN {JIVE/ZOMBA) *
El. BRITNEY SPEARS (JIVE ZOMBA)
SEXY CAN |
RAY J & YUNG BERG (KNOCKOUT/DEJA 34/KOCH/EPIC)
-. | BOYS LIKE GIALS (COLUMBIA)
9p  LOVE LIKE THIS )
:2‘ ‘2?_ NATASHA BEDINGFIELD FEAT. SEAN KINGSTON {PHONOGENIC/EPIC) *
-l ENUR FEAT. NATASJA (ULTRA)
‘ HYPNOTIZED
’ " PILES FEAT. AKON (BIG GATES/SLIP-N-SLIDE/ATLANTIC)
WEBBIE. LIL' PHAT & LIL' BOOSIE (TRILL/ASYLUM/ATLANTIC)
POCKETFUL OF SUNSHINE i
~_NATASHA BEDINGFIELD (PHONOGENIC. EPIC) o
PITBULL FEAT. LIL JON (FAMOUS ARTISTS/TVT)
5 WHATEVER IT TAKES :
*_LIFEHOUSE (GEFFEN/INTERSCOPE)
FLYLEAF (A&M OCTONE/INTERSCOPE)
REALIZE
COLBIE CAILLAT (UNIVERSAL REPUBLIC)
KAT DELUNA FEAT. BUSTA RHYMES (EPIC)
, HOLLYWOOD'S NOT AMERICA
__FERRAS (CAPITOL)
TAYLOR SWIFT ‘BIG MACHINE/UNIVERS_AL REPUBLIC) i ]
BOYFRIEND/GIRLFRIEND
C-SIDE FEAT. KEYSHIA COLE (1720/UNIVERSAL REPUBLIC) i
INTO THE NIGHT ﬂ‘
_SAHTANA FEAT. CHAD KRDEGER (ARISTA/RMG)
DAMAGED

1 _ALICIA KEYS (MBK/J/RMG)
18
BRITNEY SPEARS (JIVE/ZDMBA)
BREAK THE ICE
0 s
HERO/HEROINE
CALABRIA 2008
INDEPENDENT
THE ANTHEM
ALL AROUND ME g
RUN THE SHOW
OUR SONG
m. FINALLY
- FERGIE {WILL.I.AM/A&M/INTERSCOPE)
DANITY KANE (BAD BOY/ATLANTIC)

tr HITPREDICTOR

promosquad

THREE DAYS GRACE
ALICIA KEYS
NATASHA BEDINGFIELD

LIFEHOUSE

COLBIE CAILLAT
FERRAS

¥r TAYLOR SWIFT
FERGIE

GAVIN DEGRAW
SIMPLE PLAN

¥ THE SPILL CANVAS

MATCHBOX TWENTY
COLBIE CAILLAY
GAVIN DEGRA'W
ONEREPUBLIC
FERRAS

PAT MONAMAN

A FINE FRENZY
fr GLEN HANSARD & MARKETA IRGLOVA

ALICIA KEYS
JORDIN SPARKS
EAGLES

INGRID MICHA
QUEEN LATIFAH

5 DOORS DOWN

THEORY OF A DEALMAN
THREE DAYS GRACE
AGAINST ME!
CHEVELLE

THE KCOORE

CHARTS LEGEND on Page 60
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TOP

R&B/HIP-HOP ALBUMS..

ARTIST
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)

LT RICK ROSS

Title

TERROR SQUAD 14619/IMPERIAL {18.98)

(LTI, 0 S1P-N-SUIDE DEF JAM 009536°/ADIMG (13.98) il 1]
SNOOP DOGG } i
DOGGYSTYLE/GEFFEN 010835°/1GA (13.96) Ego Wi 24
FAT JOE

The Elephant In The Room:%

VARIOUS ARTISTS

SONY BMG/EM"UNIVERSAL/ZDMBA 22781/SONY BMG STRATEGIC MARKETING GROUP (18.98)

i
New Amerykah: Part One (4th World War) »3

Discipline

Savage Life 2 ‘; .
s T

Growing Pains g’

Love/Hate ;

e

G

Just Like You ::-

-

AsIAm:!I

Units In The City ,é

9 o

7
The Makings Of A Man

Love Behind The Melody ~

Lupe Fiasco's The Cool |

Exclusive Il

[
Thirsty "j i

Back To Black Il ’ET

ERYKAH BADU
ISLAND 010735*/IDJMG (13.98) @
5 © | MARY J. BLIGE
. RADIO KILLA/DEF JAM 009872*/IDJMG (13.98}
| [ e
JAHEIM
JIVE 19080/Z0MBA {17.98)
113 r . CHRIS BROWN
= § VERITY 09433 Z0MBA (17.98)
‘_1‘3 :m :&YA-ZFELLAIDEF JANM 010229 /1DIMG (13 98)

American Gangster ;. .

UNIVERSAL MOTOWN 010800*/UMRG (13 98)
WEBBIE
- i 15 WATRIARCH GEFFEN 010313+/iGA (13.98)
[ o [
 KEYSHIA COLE
4 . - SHAWTY LO
DIVINE MILL/ATLANTIC 377532/AG (18.98¢
LUPE FIASCO
| it JIVE 12043 Z0MBA (18.98) ®
| AMY WINEHOUSE
:,6 4 | JIM JONES

1 JANET
3 E ‘
L | TRILL/ASYLUM/ATLANTIC 427836/AG (18.98)
' THE-DREAM
B e * CONFIDENTIAL IMANIGEFFEN 009475°/1GA (13.98)
L DAL 331708/ASYLUM (18.98)
* RAHEEM DEVAUGHN
18T & 15TH/ATLANTIC 368316*/AG {18.98)
' MARVIN SAPP
" U4 UNIVERSAL REPUBLIC 008428*/UMRG (10.98)
Sl KOCH 3073 (17 98)

HARLEMs American Gangster

]

4 SOUNDTRACK
lﬂ:-”” ATLANTIC 409212/AG (18.96) Step Up 2: The ?"i‘.“i" H
© | J. HOLIDAY
19 119 K28 \Usic UINE 11805°/CAPITOL (12.98) Back Of My Lac' @
I JILL SCOTT

ﬁ
S

HIDDEN BEACH 00050 (18.98) #

The Real Thing: Words And Sounds Vol. 3 i-

-

~
—_
= ~
>

2 2 ;_Eg MARIO

i

3R0D STREET/J 21569/RMG (18.98)

¥
Soul Speak Qﬁ i

MICHAEL MCDONALD
E 23“27 I KIRK FRANKLIN

The Fight Of My Life @

souljaboytellem.com -

CASH MONEY/UNIVERSAL MOTOWN 010351/UMRG (13.98)

5*Stunna [IS'

UNIVERSAL MOTOWN 010806/UMRG (13.98)
B FO YO SOUL/GOSPO CENTRIC 16772/Z0M34 (18.98)
PLIES

SOULJA BOY TELL'EM
n ™
BIG GATES/SLIP-N-SLIDE/ATLANTIC 185340/AG (18 98)

The Real Testament @ I

COLLIPARK/INTERSCOPE 009962".1GA (13.98)
BIRDMAN

29 22 [T“‘ CHRISETTE MICHELE
| DEF JAM 008774/10JMG (10.98)

| Am

[ RIHANNA . %
. Qi‘dﬁi SRP/OEF JAM 008968"/IDIMG (13.98) Good Girl Gone Bad
I\
3 23 | LEDISI

¥ VERVE 008909/VG (10.98)

Lost & Found ﬂ.

RANDY JACKSON
DREAM MERCHANT 21 30277/CONCORD 118.98)

5
Randy Jackson's Music Club: Volume One '?Z. !

RAP-A-LDT 4 LIFE/RAP-A-LOT 331772/ASVLUM (18.98)

.. KANYE WEST
- a2 ﬂ ROC-A-FELLA/DEF JAM 009541/IDJMG (13.98) Graduation E 2
77 TREY SONGZ %
13 SONG BOOK ATLANTIC 135740/AG (18.98) Trey Day n’___
MARCUS MILLER
3 DEUCES. CONGORD JAZZ 30264/CONCORD (18.98) Marcus
SCARFACE Made "

CHERI{ DENNIS
| BAD BOY 83952 AG (13.98)

i
In And Out Of Love ”g

ﬂ VARIOUS ARTISTS
EMI/SONY BMG STRATEGIC MARKETING GROUP/UNIVERSAL/ZOMBA 10765/CAPITOL (18.98)

=3
Now 26

.~ JOHN LEGEND
-0 6.0.00/c0LUMBIA 21265 EXISONY MUSIC (1498) @

Live From Philadelphia

PASTOR TROY
REAL TALK 44 (17.98)

i
Attitude Adjuster ﬁ

' (?R?Ifl\)thASTLE/ATLANTIC 185852/A6 (18.98) Gangsta Grillz: The AEl{[n_ 1
1 é\T:(Gaéﬁs/st;Ea;’:REn (18.98) The Art Of Love & War ) '
F“g l')\lsm(»?oosegv /IDIMG (13.98) Because Of You Ml w
(C);Z»';{RCSOCIICS‘I(‘/?S':L%M/ATLANTIC 313516/ (18.98) Back To The Traphouse !
j:l g(TER,:lT:):S?ONOICDNCDRD (18.98) ® Rhythm & Romance ' [@:

JUSTIN TIMBERLAKE
JIVE 88062°/Z0MBA {18.98)

I

PACE Q¥
@ 64_ 50_ 33 F380 veuve ozeazzomen 18.35) ®

FutureSex/LoveSounds E

Underground Kingz 1

TIMBALAND
MO8t FY Bt ACKBROUND/INTERSCOPE 003594*/1GA (13,98)

Timbaland Presents Shock Value .;l

48 52 . 50 CENT
50 SHADY AFTERMATH/INTERSCOPE 008931°/IGA (13.98)

Curtis f-ﬁfg

BELEGIRTY 2PaC
AMARU/DEATH ROW/INTERSCOPE 010672/UME (11.98)

The Best Of 2Pac - Part 1: Thug E

.' BOYZ Il MEN
o7 3 §DECCA009444(17 98)

Motown: A Journey Through Hitsville USA

"'4'.' 41 HURRICANE CHRIS
[ il a)] POLO GROUNDS;J $8697/RMG (15 98}

51/50 Ratchet E

" BOW WOW & OMARION

Face Off @

- e J T.U.G./COLUMBIA 11492/SONY MUSIC (1°.98) &

GRANO HUSTLE/ATLANTIC 202172*/AG (18.98)

Data for week of MARCH 29, 2008 |
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ARTIST
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)
SEAN KINGSTON
BELUGA HEIGHTS KOCH/EPIC 12999/SONY MUSIC (18.98)
- CHAKA KHAN
BURGUNDY 09022 SONY BMG (17.98)

DEL THE FUNKY HOMOSAPIEN
DEFIRITIVE JUX 156% (13.98) !
BEANIE SIGEL

ROC-A-fELLA OEF JAM 009534°/IDIMG (13.98)

LIL' FLIP FEATURING YOUNG NOBLE OF THE QUTLAWZ
REAL TALK 46 {17 98)

JOHN LEGEND

500D COLUMBIA B0323/SBNY MUSIC (18.98)

" T-PAIN

KONVICT/NAPPY BOY/JIVE 08719/Z0MBA {18 98)
~ WYCLEF JEAN

¢ IN YA FACE/COLUMBIA 03947/SONY MUSIC (15.98)
LIL WAYNE, BIRDMAN & IDEAL
MONSTARR 40364 OARFIN (12 98)

Funk This

The Solution

Carnival Vol. li: Memories Of An Immigrant -

[

Greatest Rapper Alive |

PETE ROCK —
.. NATURE SOUNDS 135* (16.98) NY's Finest
ALGEBRA Purpose i

KEDAR 00001 (13 98)
" TRIN-I-TEE 5:7
| SPIRIT RISING 0402 MUSIC WORLD (15.98)
SOUNDTRACK
DEF JAM 010200/IBJMG {13.98)
H, AMY WINEHOUSE
{4} UNIVERSAL REPUBLIC 008926/UMRG {13.98)
BIRDMAN & LIL WAYNE
CASH MONEY;UNIVERSAL MOTOWN 007563"/UMRG (13.98)
. STYLES P
| PHANTOM/D-BLOCK 5557/KOCH (17.98)
2PAC
AMARU/NTERSCOPE 010221/UME (11.98)
~ DJ KHALED
4 TERROR SQUAQ 4229/KOCH (17.98)
PITBULL
FAMOUS ARTISTS/DIAZ BROTHERS 2960*/TVT (18.98)

T57

American Gangster -

Frank

Super Gangster (Extraordinary Gentleman)

The Best Of 2Pac - Part 2: Life |

We The Best

The Boatlift

8 Diagrams

ARTIST
1MPRINT & NUMBER / DISTRIBUTING LABEL
72 B80OB MARLEY
MADACY SPECIAL PRODUCTS 52245/MADACY
STEPHEN MARLEY
GHETTO YOUTHS/TUFF GONG/UNIVERSAL REPUBLIC 008354/UMRG
REBEL SOULJAHZ
GO ALOHA 1009
COLLIE BUDDZ
| COLUMBIA 78322/SONY MUSIC
KY-MANI MARLEY
GHETTO YOUTHS/VOX/REALITY 40651/AAD
SHAGGY
BIG YARD 1793"/vP

- VARIOUS ARTISTS

Mind Control

Nothing To Hide

Collie Buddz

Radio

Intoxication

Reggae Gold 2007: Treasure Of The Caribbean

2008, Nialsen Business Mgdia, tnc and Nieisen SoundScan. Inc. All rights resurved

Eleventh Hour n

All Eyes On Us ‘E

Once Again - #

Eplphany ; .
0

17
o
l’*_‘
Like Father, Like Son @ -

Title l

Forever Bob Marley

VP 1789" ®
LUCIANO -
VP 1792* Jah Is My Navigator
- JBOOG
- ]!'l SOUTHPAC 60428 Hear Me Roar

VP 1811* Strictly The Best 38

- MAVADO

| P 17B1°

MATISYAHU

ONE HAVEN/OR/EPIC 03374/SONY MUSIC &

' VARIOUS ARTISTS
2 e g0t
1 TARRUS RILEY
VP 2334

11 47 VARIOUS ARTISTS

Gangsta For Life / The Symphony Of David Brooks

No Place To Be

Strictly The Best Vol. 37

Parables

| WAYNE

VP 1798" Book Of Life

BETWEEN THE BULLETS rgeorge@billboard.com

RAP MONOPOLIZES CHART’S TOP

For the first time since Kanye West, 50 Cent 200 in the same week since Jay-Z did so in
and Chamillionaire presided over the listin  November. Snoop Dogg's “Ego Trippin' ”
the Oct. 6, 2007, issue, rap titles hold the top  snatches the Hot Shot Debut at No. 2, his
three positions on Top fifth consecutive top five
R&B/Hip-Hop Albums.
Rick Ross’ “Trilla” darts to
No. 1 with the Greatest Gain-
er honor after street-date vio-

solo album and his highest
debut since 1999 on the
Billboard 200 with 137,000
copies (No. 3). And Fat Joe’s
“Elephant in the Room”
opens at No. 6 on the big
chart with 46,000.
—Raphael George

lations caused an early debut
last issue. Miami-based Ross
is the first rapper to crown
this list and the Billboard

Go to www.billboard.biz for complete chart data |
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HOT R&B/HIP-HOP AIRPLAY:
i

. LIKE YOU’LL NEVER SEE ME AGAIN
ALICIA KEYS (MBK/J/AMG)
FALSETTO
THE-DREAM (RADIO KILLA/DEF JAM/IDJMG}
SUFFOCATE
J. HOLIDAY (MUSIC LINE/CAPITOL)
JUST FINE
MARY J. BLIGE (MATRIARCH/GEFFEN/INTERSCOPE)
LOVE IN THIS CLUB
USHER FEAT. YOUNG JEEZY (LAFACE/ZOMBA}
WITH YOU
CHRIS BROWN (JIVE/ZOMBA)
DEY KNOW
SHAWTY LO (D4L/ASYLUM)
CRYING OUT FOR ME
MARIO (3RD STREET/J/RMG)
TOUCH MY BODY
MARIAH CAREY {ISLAND/IDJMG)
SEXY CAN |
RAY J & YUNG BERG (KNOCKOUT/DEJA 34/EPIC/KOCH)
{ WON'T TELL
FAT JOE FEAT. J. HOLIDAY (TERROR SQUAD/IMPERIAL/CAPITOL)
INDEPENDENT
WEBBIE. LIL' PHAT & LIL BOOSIE (TRILL/ASYLUM/ATLANTIC)
UMMA DO ME
ROCKO (HOCKY ROAD/ASLAND URBAN/IDJMG)
NEVER
JAHEIM (DIVINE MILL/ATLANTIC)
- CAN'T HELP BUT WAIT
TREY SONGZ (SONG BOOK/ATLANTIC)
SENSUAL SEDUCTION
SNOOP DOGG (DOGGYSTYLE/GEFFEN/INTERSCOPE)
. THE BOSS
RICK ROSS FEAT. T-PAIN (SLIP-N-SLIOE/DEF JAM/IDJMG)
WOMAN
_RAHEEM DEVAUGHN (JIVE/ZOMBA)
SUPERSTAR
LUPE FIASCO (1ST & 15TH/ATLANTIC)
Low
FLO RIDA FEAT. T-PAIN (POE BOY/ATLANTIC)

HONEY
ERYKAH BADU (UNIVERSAL MOTOWN)

CUSTOMER
RAHMEEM DEVAUGHN (JIVE/ZOMBA)
SHE GOT IT
2 PISTOLS (UNIVERSAL REPUBLIC)

FLASHING LIGHTS
KANYE WEST FEAT. DWELE (ROC-A-FELLA/DEF JAM/IDIMG)

INDEPENDENT
WEBBIE, LI PHAT & LIL' BOOSIE (TRILL/ASYLUM/ATLANTIC)

Low
FLO RIDA FEAT. T-PAIN (POE BOY/ATLANTIC)
DEY KNOW
SHAWTY L0 (D4L/ASYLUM)
SUPERSTAR
LUPE FIASCO FEAT. MATTHEW SANTOS (1ST & 15TH/ATLANTIC)
| WON'T TELL
FAT JDE FEAT. J. HOLIDAY (TERROR SQUAD/IMPERIAL/CAPITOL)
THE BOSS
RICK ROSS FEAT. T-PAIN (SLIP-N-SLIDE/DEF JAM/IDJMG)
SHE GOT IT
2 PISTOLS {UNIVERSAL REPUBLIC)
UMMA DO ME
ROCKO (ROCKY ROAD.ISLAND URBAN/IDJMG)
FLASHING LIGHTS
KANYE WEST FEAT. DWELE (RDC-A-FELLA/DEF JAM/IDJMG)
| THE ANTHEM
PITBULL FEAT. LIL JON (FAMOUS ARTISTS/TVT)
ELEVATOR
FLO RIDA FEAT. TIMBALAND (POE BOY/ATLANTIC)
CHING-A-LING
MISSY ELLIOTT (THE GOLD MINO/ATLANTIC)
HYPNOTIZED
PLIES FEAT. AKON (BIG GATES/SLIP-N-SLIDE/ATLANTIC)
SHAWTY GET LOOSE
LIL MAMA FEAT. CHRIS BROWN & T-PAIN (FAMILIAR FACES/JIVE/ZOMBA)
YAHHH!
SOULJA BOY TELL'EM FEAT. ARAB (COLLIPARK/INTERSCOPE)
' GOOD LIFE
KANYE WEST FEAT. T-PAIN (RDC-A-FELLA/DEF JAM/IDJMG)
I KNOW
JAY-Z FEAT. PRARRELL (ROC-A-FELLA/DEF JAM/IDJMG)
POP BOTTLES
8IRDMAN FEAT. LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN)
MY DOUGIE
LI WIL (RUDEBWOY/UNAUTHORIZED/ASYLUM)
HYPNOTIZED
BIG GEMINI (BIG GUN/UPSTAIRS)
WHO THE F*** IS THAT?
DOLLA FEAT. T-PAIN & TAY DIZM (THE GANG/KONVICT/JIVE/ZOMBA)
BUST IT BABY (PART 2)
PLIES FEAT. NE-YO {BIG GATES/SLIP-N-SLIDE/ATLANTIC)
GIVE YOU THE WORLD
THE DEY (EPIC KDCH)
DROP & GIMME 50
MIKE JONES FEAT. RURRICANE CHRIS (ICE AGE/SWISHAHOUSE/ASYLUM/WARNER BROS.)

GOOD LOVE
SHEEK LOUCH (0-BLOCK/KOCH)

52 | Go to www.billboard.biz for complete chart data

o

. UNTIL THE END OF TIME

JUSTIN TIMBERLAKE DUET WITH BEYONCE (JIVE/ZOMBA)

THE WAY THAT | LOVE YOU
ASHANTI (THE INC./UNIVERSAL MOTOWN)

CHING-A-LING
MISSY ELLIOTT (THE GOLD MIND/ATLANTIC)

GO ON GIRL

HE-YO (DEF JAM/IDIMG)

NO ONE
ALICIA KEYS (MBK/J/RMG)

LAST TIME
TREY SONGZ (SONG BOOK/ATLANTIC)

NEVER NEVER LAND
LYFE JENNINGS (COLUMBIA)

JAY-Z FEAT. PHARRELL (ROC-A-FELLA/OEF JAM/IDUMG)

YAHHH!
SOULJA BOY TELUEM FEAT. ARAB (COLLIPARK/INTERSCOPE)

TEACHME

MUSIQ SOULCHILD (ATLANTIC)

DIAMOND GIRL

RYAN LESLIE (NEXTSELECTION/CASABLANCA/UNIVERSAL MDTOWN)

- MY DOUGIE

LI WIL (RUDEBWOY/UNAUTHORIZEQ/ASYLUM)

SOMETIMES
ANGIE STONE (STAX/CMG)

- SUGA SUGA SUGA

KEITH SWEAT FEAT. PAISLEY BETTIS (KEIA/ATCO/RHINO)

GOOD LIFE
KANYE WEST FEAT. T-PAIN (ROC-A-FELLA/DEF JAM/IDJMG)

WHEN | SEE U
FANTASIA (4/RIG)

GOT ME GOING
DAY26 (BAD BOY/ATLANTIC)

MY LOVE
JILL SCOTT (HIODEN BEACH)

WHO THE F*** |S THAT?
DOLLA FEAT. T-PAIN & TAY DIZM (THE GANG/KONVICT/JIVE/ZOMBA)

SHAWTY GET LOOSE
LIL MAMA FEAT. CHRIS BROWN (FAMILIAR FACES/JIVE/ZOMBA)

BUST IT BABY (PART 2)
PL]ES FEAT. NE-YD (BIG GATES/SLIP-N-SLIDE/ATLANTIC)

, I’'M SO HOOD

0J KHALED (TERROR SQUAD/KOCH)

POP BOTTLES
BIRDWAN FEAT. LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN)

THE RIVER
NGEL GOURDIN (EPIC)

~ INDEPENDENT
- _WEBBIE, LIL' PHAT & LIL' BOOSIE (TRILL/ASYLUM/ATLANTIC)

LOwW
FLO RIOA FEAT. T-PAIN (POE BOY/ATLANTIC)

SEXY CAN |
RAY J & YUNG BERG (KNOCKOUT/DEJA 34/KOCH/EPIC)

TOUCH MY BODY
MARIAH CAREY (ISLAND/IDJMG)

LOVE IN THIS CLUB

- USHER FEAT. YOUNG JEEZY (LAFACE/ZO0MBA)

DON'T STOP THE MUSIC
RIHANNA (SRP/DEF JAM/IDJMG)

SUFFOCATE

. _J. HOLIDAY (MUSIC LINE/CAPITOL)

SUPERSTAR
LUPE FIASCO FEAT. MATTHEW SANTOS (15T & 15TH/ATLANTIC)

SHE GOT IT
2 PISTOLS (UNIVERSAL REPUBLIC)

SENSUAL SEDUCTION
SNOOP BOGG (DOGGYSTYLE/GEFFEN/INTERSCOPE)

WHAT YOU GOT
COLBY D'DONIS FEAT. AKON (KONLIVE/GEFFEN/INTERSCOPE)

TAKE YOU THERE
SEAN XINGSTON (BELUGA HEIGHTS/KOCH/EPIC)

THE ANTHEM
PITBULL FEAT. LIL JON (FAMOUS ARTISTS/TVT)

CRYING OUT FOR ME
MARIO (3RD STREET J/RMG)

LIKE YOU’LL NEVER SEE ME AGAIN
ALICIA KEYS (MBK J RMG)

DEY KNOW
SHAWTY LO (D4L/ASYLUM)

FALSETTO
THE-DREAM (RADIO KILLA/DEF JAM/IDJMG)

ELEVATOR
FLO RIDA FEAT. TIMBALAND (POE BOY/ATLANTIC)

CAN’T HELP BUT WAIT
TREY SONGZ (SONG BOOK/ATLANTIC)

| REMEMBER
KEYSHIA COLE (IMANI/GEFFEN/INTERSCOPE)

KILLA
CHERISH FEAT. YUNG JOC (SHO'NUFF/CAPITOL)

DIAMOND GIRL
RYAN LESLIE (NEXTSELECTION/CASABLANCA/UNIVERSAL MOTOWN)

HYPNOTIZED
BIG GEMIMI (BIG GUN/UPSTAIRS)

1 WON'T TELL
FAT JOE FEAT. J. HOLIOAY (TERROR SQUAD/IMPERIAL/CAPITOL)

www.americanradiohistorv.com

AIRPLAY
MONITORED BY

niclsen

| REMEMBER
KEVSHIA COLE (IMANVGEFFEN/INTERSCOPE)

LIKE YOU'LL NEVER SEE ME AGAIN

ALICIA KEYS (MBK/./RMG)

NEVER

_JAHEIM (DIVINE MILL/ATLANTIC)

 JUST FINE

MARY J. BLIGE (MATRIARCH/GEFFEN/INTERSCOPE}

WOMAN

RAHEEM DEVAUGHN (JIVE/ZOMBA)

HONEY

ERYKAH BADU (UNIVERSAL MOTOWN)

SOMETIMES

ANGIE STONE (STAX/CMG)

TEACHME

MUSIQ SOULCHILD (ATLANTIC)

TOUCH MY BODY

MARIAH CAREY (ISLAND/IDJMG)

SUGA SUGA SUGA

KEITH SWEAT FEAT. PAISLEY BETTIS (KEIA/ATCO/RHINDY

MY LOVE
JOE (JIVE/ZOMBA)
MY LOVE
JILL SCOTT (HIODEN BEACH)
ONE FOR ALL TIME
CHAKA KHAN (BURGUNDY/COLUMBIA)
NO ONE
ALICIA KEYS (MBK/J/RMG)
| UNTIL THE END OF TIME
JUSTIN TIMBERLAKE QUET WITH BEYONCE (JIVE/ZOMBA)
SUPA SEXXY
~_CHARLIE WILSON FEAT. T-PAIN (JIVE/ZDMBA)
| DECLARATION (THIS IS IT!)
KIRK FRANKLIN (GOSPO CENTRIC/ZOMBA)
- IN THE MORNING
LEQISI (VERVE FORECAST/VERVE)
SUFFOCATE
J. HOLIDAY {MUSIC LINE/CAPITOL)
NEVER WOULD HAVE MADE IT
MARVIN SAPP (VERITY/ZOMBA)
LUV
JANET (ISLAND/IDJMG})
FREE
MARCUS MILLER FEAT. CORINNE BAILEY RAE (3 DEUCES/CMG)

ALMOST
TAMIA (PLUS 1/IMAGE}
PORTRAIT OF LOVE
CHERI DENNIS FEAT. YUNG JOC & BORILLA ZOE (BAD BOY/ATLANTIC)

WORK THAT
MARY J. BLIGE (MATRIARCH/GEFFEN/INTERSCOPE)

r HITPREDICTOR

promosqguad

HER FEAT. YOUNG JEE2Y
MARIAH CAREY
RAHEEM DEVAUGHN
2 PISTOLS FEAT, T-PAIN & TAV D
fr ASHANT}
NE-YO
TREY SONGZ
LYFE JENNINGS
RYAN-LESLIE
CASELY
RAZAH

MARIAH CAREY

USHER FEAT. YOUNG JEEZY

2 PISTOLS FEAT. T-PAIN & T,

MARIO

KEYSHIA COLE

CHERISH FEAT. YUNG J0C

RYAN LESLIE

JORDIN SPARKS DUET WITH CHRIS BROWN
LIL MAMA FEAT. CHRIS BROWN & T-PAIN

©r ASHANTI

ADULT R&B AND RHYTHMIC AIRPLAY: 72 adult R&B stations and 76 'hythm|c stations are
electronically monitored by Nielsen Broadcast Data Systems, 24 hours a day, 7 days a week. © 2008
Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. HOT RAP SONGS: 82 R&B/Hip-Hop and 75
rhythmic stations are electronicalty monitored by Nielsen Broadcast Data Systems 24 hours a day, 7
days a week € 2008 Nietsen Business Media, Inc. and Nielsen SoundScan, Inc.

HITPREDICTOR: © 2008, Promosquad and HitPredictor are trademarks of Think Fast LLC.

Data for week of MARCH 29, 2008 | CHARTS LEGEND on Page 60
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231 PR SMALL TOWN SOUTHERN MAN
R K ST STE(:ALI. LJACKSOE)_‘
ALL-AMERlCAN GIRL
M.BRIGHT (C.LNDERWOOD K LOVELACE.A GORLEY)

IMPRINT & NUMBER / PROMOTION LABEL

__© ARISTA NASHVILLE

Carrie Underwood
@ ARISTA/ARISTA NASHVILLE

Artist

- r
)
™
=
=
=

Alan Jackson

51 X6 YOU’RE GONNA MISS THIS
FROGERS (L TMILLER.A.GORLEY)

Trace Adkins

® CAPITOL NASHVILLE Singer’s fifth top

Rodney Atkins

i 2 CLEANING THIS GUN (COME ON IN BOY) 101 his highest g 23 3
THEWITT,R.ATKINS (C.BEATHARD,M.CANNON-GOODMAN) ® CURB (hart per(h in
¥ 3 4 SHIFTWORK Kenny Chesney Duet With George Strait I 34 37
B.CANNON.K CHESNEY (T.JONES) ® BNA more than four -
7 9 WHAT KINDA GONE Chris Cagle years. He hasn’t @ 37 56
S.HENDRICKS,C CAGLE (C CAMERON.D.BERG.C DAVIS) ©® CAPITOL NASHVILLE climbed this high
| SAW GOD TODAY George Strait . i
8 8 TBROWN,G STRAIT (R CLAWSON.M CRISWELL, W.KIRBY) ® MCA NASHVILLE ;'m ”(ths m % 4
A STEALING CINDERELLA Chuck Wicks ig It” peaked m 36 40
M FOWEL) D HUFF (C.WICKS R RUTHERFORD,G.G.TEREN I1l) @ RCA atNo.5in f
0 12 JUST GOT STARTED LOVIN' YOU James Otto December 2003. 39 39
J.RICH (J OTTO.J FEMING D V WILLIAMS} ® WARNER BROS WRN - i
9 10 LAUGHED UNTIL WE CRIED Jason Aldean @ 40 53
M KNOX (K LOVELACE A GORLEY) ©® BROKEN BOW
3 PICTURE TO BURN Taylor Swift 1
1 123,13 | N.CHAPMAN (7 SWIFT.L.RDSE) ©® BIG MACHINE Q ol

11 GOD MUST BE BUSY
T.BROWN,R.DUNN,K.BROOKS (C.DANIELS,M.PHEENEY)

Brooks & Dunn
® ARISTA NASHVILLE |

H
N
]
=3
(%]
=]

LOVE IS A BEAUTIFUL THING
M WRIGHT.PVASSAR (J.STEELE,C WISEMAN)

w
-
B

IT'S GOOD TO BE US
M.AMILLER.D OLIVER (O BERG,T.JAMES)

s
o

Phil Vassar
@ UNIVERSAL SOUTH

Bucky Covington

weel
'® LYRIC STREET Same kthe

LOVE DON'T LIVE HERE
PRWORLEY,V.SHAW (D.HAYWOOD.C.KELLEY.H SCOTT)

% 4 AIR EVERY DAY
B35 0.HUFFRASCAL FLATTS (J.STEELE A.MORENO)

10 STRONGER WOMAN
J KILCHER J RICH (J KILCHER M GREEN)

o
o

-
=)

=3

singer is invited

100

17 THINGS THAT NEVER CROSS A MAN’S MIND
B.CHANUEY (T JOHNSON.D.POYTHRESS W VARBLE)

4 bwalisll I'M STILL A GUY
_* [ICT378 FROGERS (K.LOVELACE,B.PAISLEY.L.TMILLER)

18 18 IT AIN'T NO CRIME
M WRIGHT.B.ROWAN (T SHAPIRQ.T.MARTIN.M.NESLER)

N
N o
o
-~

600600000060 -00+:-0-

?
1
|

Lady Antebellum 31
® CAPITOL NASHVILLE to join WSM a2 s
Rascal Flatts Grand Ole Opry
= .Q,LXELCJEE_EE'I_ cast, she snares
ewe
@ VALORY H‘_’:hs:::t:ebm £ 8
Kellie Pickler wi i
® BNA single from 4 |58
Brad Paisley “Carnival Ride.” I 56 -

@ ARISTA NASHYILLE.

Joe Nichols
@ UNIVERSAL SOUTH

21 TRYING TO STOP YOUR LEAVING
B.BEAVERS () BEAVERS B BEAVERS D BENTLEY)

Dierks Bentley
® CAPITOL NASHVILLE

SOMETHIN’ ABOUT A WOMAN
JRITCHEY {J GWEN.B.REGAN.J RITCHEY)

Jake Owen
® RCA

ANOTHER TRY
FROGERS (C.STAPLETON.J.SPILLMAN!

Josh Turner Featuring Trisha Yearwood

@© MCA NASHVILLE

TAKIN' OFF THIS PAIN
B.CANNON (A SHEPERD)

Ashton Shepherd

© MCA NASHYILLE Georgia native

60080000

BACK WHEN | KNEW IT ALL
B.CHANCEY (G.HANNAN.PO'BONNELL, TWILLMON)

Montgomery Gentry

becomes first-
time father

® COLUMBIA

MAYBE SHE'LL GET LONELY
J.STOVERD.LANCID,J.INGRAM (J.STOVER.J.PAULIN.J KENNEDY)

Jack Ingram
®O0 BIG MACHINE

during tracking
week. Third

HOME

27 3t B ROWAN (M BUBLE,A.CHANG A FOSTER GILLES)

Blake Shelton
@ WARNER BROS./WRN

single from

29 29 WE WEREN'T CRAZY
B.JAMES (J.GRACIN TLOPACINSKI,B PINSON)

Josh Gracin “Pli Stay Me”
LYRIC STREET set improves

0H0B0BVBO

28 30 BUSY BEING FABULOUS
EAGLES (D HENLEY,G FREY)

N
©

@ ERC/LOST HIGHWAY/MERCURY

Eagles by 198,000

GUNPOWDER & LEAD

30 33 F.LIDDELL.M.WRUCKE (M.LAMBERT,H.LITTLE)

(&)

r HITPREDICTOR

ALAN JACKSON
TRACE ADKINS
CHRIS CAGLE
GEORGE STRAIT
JAMES OTTO
JASON ALDEAN
TAYLOR SWIFY
BROOKS & DUNN

Don't miss another important

R&R COUNTRY DAILY

UPDATLE

Visit www.radioandrecords.com to sign up for your free daily
Country Radio Blast.

RaclioanclRecorcIs.com

HOT COUNTRY SONGS: 113 country stations are electronically monitored by Nielsen Broadcast Data
Systerns, 24 hours a day. 7 days a week. Airpower awarded to songs appearing in the top 20 on both
the BDS Airplay and Audience charts for the first time with increases in both detections and
audience. © 2008 Nielsen Business Media, Inc. All rights reserved

HITPREDICTOR: © 2008. Promosquad and HitPredictor are trademarks of Think Fast LLC.

ALL CHARTS: See Chart Legend for rules and explanations

impressions.

Miranda Lambert
® COLUMBIA

0::000

promosquad

g

PHiL VASSAR

BUCKY COVINGTON

RASCAL FLATTS

KELLIE PICKLER

BRAD PAISLEY

DIEAKS BENTLEY

JOSH TURNER FEAT. TRISHA YEARWOOD
MONTGOMERY GENTRY

JACK INGRAM

BETWEEN THE BULLETS wijessen@billboard.com
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S TITLE
& PRODUCER (SONGWRITER)

WORKIN’ FOR A LIVIN'

Artist

IMPRINT & NUMBER / PROMOTION LABEL &
Garth Brooks & Huey Lewls

See below forcomplete iegend infarmation

A REYNOLDS (H.LEWIS C HAYES) PEARL/BIG MACHINE 1_gi
HAPPY ENDINGS Lee Brice 32
D.JOHNSON (L.BRICE.J MCELROY) © ASYLUM-CURB
THIS IS ME YOU'RE TALKING TO Trisha Yearwood 12
G FUNDIS (K.ROCHELLE. T.L.JAMES) @® BIG MACHINE
I STILL MISS YOU Keith Anderson 33
J STEELE (K.ANDERSON,TNICHOLS.J.SELLERS) ® COLUMBIA
SOME THINGS NEVER CHANGE Sara Evans n
J.SHANKS (S.EVANS M EVANS H.LINOSEY.).M SHANKS) ® RCA =
SHE’S A HOTTIE Toby Keith 3%
TKEITH (TKEITH_B PINSON) @ SHOW DOG NASHVILLE
EVERY OTHER WEEKEND Reba McEntire 35
R.MCENTIHL TUROWN (C HARRINGTON.S.EWING) @ MCA NASHVILLE
TIL | WAS A DADDY TOO Tracy Lawrence 36
TLAWRENLE.J KING F ANDERSON (L.BOONE, T.LAWRENCE,PNELSON) ® ROCKY COMFORT/CO5
" IF YOU DIDN'T LOVE ME Phil Stacey 2
| W KIFMPATFICK (G LEVOX.W MDBLEY.J. SELLERS) LYRIC STREET :
KRISTOFFERSON Tim McGraw 40
B GALLIMORE. TMCGRAW 0 SMITH (A SMITH.R.NIELSEN] ® CURB
| CAN SLEEP WHEN I'M DEAD Jason Michael Carroll "
D GEHMAN (J M.CARROLL.J.COLLINS,R.RUTHERFORD @ ARISTA NASHVILLE )
| DON'T LOVE YOU LIKE THAT ypsi 38
B CHANCEY (L.RDSE.S.CHAPMAN) @ ARISTA NASHVILLE
THAT SONG IN MY HEAD Julianne Hough 43
" D.MALLOY (J.COLLINS, W.MOBLEY.T MARTIN) @ MERCURY
SHE LIKES IT IN THE MORNING Clay Walker 44
K.STEGALL (C.WALKER.M.J.GREENE) © ASYLUM-CURS |
FALLING INTO YOU Whiskey Falls e

C.DOWNS,B.BRANDT,WHISKEY FALLS.WE3KINGS (S.WILLIAMS,W.BRANDT.B BRANDT.C.DOWNS)® MIDAS/NEW REVOLUTION

LAST NAME Carrie Underwood s
M.BRIGHT (C.UNDERWDOD,L,LAIRD,H LINDSEY) _© ARISTA/ARISTA NASHVILLE !
BRAID MY HAIR Randy Owen 5
__JRICH S PENNINGTON (C.M.GRAY.B.A.WILSON) @ DMP/NEW REVOLUTION ]
HOLLER BACK The Lost Trailers 46
B BEAVERS (S NIELSON, T.JAMES) © BNA
I'M DONE Jo Dee Messina o
J.FLOWERS . D.MESSINA (J D MESSINA.J.FLOWERS M.POWELL) © CURB
ROCKS IN YOUR SHOES Emily West 47
J STOVER (E.WEST.D.BERG A TATE) © CAPITOL NASHVILLE !
YOUNG LOVE Carter's Chord 49
TKEITH.B.RDBERTSON (H.LINDSEY.A.MAY0,§ CARUSOE) @ SHOW DOG NASHVILLE
GOOD FRIEND AND A GLASS OF WINE LeAnn Rimes 29
D HUFF (L.RIMES.0.BROWN,B.DALY) @ ASYLUM-CURS
- HE HATES ME Sarah Johns @
JSCAIFE (5.JOHNS, T.NICHOLS J SELLERS) © BNA
WHEN IT RAINS Eli Young Band 49
J.J. LESTER.E.HERBST {J.YOUNG) @® CARNIVAL
| CAN'T BELIEVE IT'S ME Rockie Lynne “'
R LYNNE M PRENTICE (R.LYNNE,T.JOHNSON) © ROBBINS NASHVILLE .
COUNTRY MAN Luke Bryan 56
J.STEVENS (L BRYAN.J PMATTHEWS.G. GRIFFIN) @ CAPITOL NASHVILLE
| DON'T KNOW WHEN TO QUIT The Road Hammers 51
M.KNOX.J MCEOY (A GDRLEY  SIMFSON, @ MONTAGE
THINGS A MAMA DON'T KNOW Mica Roberts Featuring Toby Keith 55
TKEITH (B.CLARK.L.ROSE .M NARMORE) - @ SHOW 00G NASHVILLE
LONG COOL WOMAN Clint Black 58
C BLACK ./ TROUD (R.COOK.R GREENAWAY.A.CLARK) © EouiTY
CRY LONELY Cross Canadian Ragweed 50

. M.MCCLURE.CROSS CANADIAN RAGWEED (C.KNIGHT.G.NICHOLSON)

BLAKE SHELTON
JOSH GRACIN
MIRANDA LAMBERT
KEITH ANDERSON
¥ SARA EVANS

@ TOBY KEITH
TRACY LAWRENCE
¥ CLAY WALKER

¢r JO DEE MESSINA

@ UNIVERSAL SOUTH

‘SMALL’ ENDS JACKSON S WIDEST NO. 1 GAP

Ending his longest stretch without a No. 1
single, Alan Jackson roars back to the pent-
house on Hot Country Songs as “Small
Town Southern Man” becomes his 23rd
chart-topper, his first in more than four
years. His longest prior dry spell atop the
chart was 20 months. With 30.4 million im-
pressions during the tracking week, the lead
single from Jackson's “Good Time” (still
No. 1 on Top Country Albums) gains 1.1 mil-
lion impressions (2-1), halting a two-week

Data for week of MARCH 29, 2008 | For chart reprints call 646.654.4633

wwWw americanradiohistorv com

stand at No. 1 by labelmate Carrie Under-
wood’s “All-American Girl.” It's the fourth
time this decade that one Arista Nashville

artist has replaced another at No. 1, the first
time since Brad Paisley’s “When I Get
Where I'm Going” followed Underwood’s
“Jesus, Take the Wheel” in the March 4,
2006, issue. Jackson is now second to
George Strait (24) among artists with the
most No. 1s in the Nielsen BDS era; Tim
McGraw is in third (22). —Wade Jessen

Go to www.billboard.biz for complete chart data | 55
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HOT LATIN SONGS: A panel of 107 stations (26 Latin pop, 16 tropical, 10 Latin rhythm, 55 regional Mexican) are electronically monitored 24 hours a day, 7 days a week. ® 2008 Nielsen Business Media, inc.

All rights reserved. TOP LATIN ALBUMS: See Charts Legend for rules and explanations, © 2008, Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. Alf rights reserved.
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CE 2o 85 TIHTLE Artist %=
== 2 =& PRODUCER (SONGWRITER IMPRINT / PROMOTION LABEL B0
3 2 DONDE ESTAN CORAZON Enrique Iglesias
. € PAUCAR.E IGLES!AS (E (GLESIAS,C.SOROKIN) UNIVERSAL LATING
11 GOTAS DE AGUA DULCE Juanes
G.SANTAOLALLA JUARES () E ARISTIZABAL UNIVERSAL LATING
2 3 TE QUIERO Flex ,
DOMIN ANILO GOM - EMI TELEVISA
s SOBRE MIS PIES La Arrolladora Banda EI Limon 3
R CAMACHO (I CHAVEZ ESPINOZA PAZ) DISA_EOIMONSA
4 4 TE LLORE Conjunto Primavera )
C PRIMAYERA 1R BARBA) B FONOVISA
7l ESTOS CELOS Vicente Fernandez 3
SEBA“TIAN J R CARDENAS (J SEBASTIAN ONY BMG NORTE
10 1 "SI TE AGARRAN LAS GANAS (CIERRA LOS 0OJOS) El Chapo De Sinaloa 7
IEL CHAPO TIE SINALDA (1* R ROSAS) DISA
13 30 14 b EL PERDEDOR Aventura 4
G | L.SANT0S,A.SANTOS (A SANTOS) PREMIUM LATIN
ol 05 ME ENAMOHA Juanes 1
G.SANTAOLALLA.JUANES (J E AH\_?E ABAL) - UNIVERSAL LATINO
al 7 UN BUEN PERDEDOR K-Paz With Franco De Vita 2
S.GOMEZ (F DE VITA) - DISA E£DIMONSA
1 8 NO PUEDO OLVIDARLA Marco Antonio Solis 5
SELS (M A S0US FONDY)
16 14 YO QUIEHO Camita 2
2hA T (M DOMM.E.GRENCI} — SONY BMG NORTE
PERDONAME La Factoria
15w _PREDI A(15QUERA A VARGAS) UNIVERSAL LATIND. 3
18 15 MI COHAZONCITO Aventura 5
ASaN10s PREMIUM LATIN
12 10 CONTEO REGRESIVO Gilberto Santa Rosa 7
IMLu60 {ANDEZ _ SONY BMG NORTE
14 12 LA TRAVESIA Juan Luis Guerra Y 440 3
J.L GUERRA SEI.A5 (4 L GUERRA SEIJAS) EMI TELEVISA
9 29 POR QUIEN ME DEJAS Los Creadorez Del Pasito Duranguense De Alfredo Ramirez g
A RAMIREZ CORRAL (C.SANCHEZ) - DISA /EDIMONSA
27 45 AHORA ES Wisin & Yandel 18
i _NOT LISTED (J L MORERA LUNA L VEGUILLA MALAVE E F PADILLA V.MARTINEZ MACHETE
2 2 SIN TU AMOR Alacranes Musical 19
0.URBINA JR B.URBINA R.AVITIA {J LUGARDO DEL TORD.0.SANCHEZ UNIVISION
LA DERROTA Vicente Fernandez
228 _ SEBASTIAL |/ SEBASTIAN) SONY BG NORTE 20
TE QUIEROC MUCHO Patrulia 81
2 | JAMEDINA JR {J MENDIVIL QUINTEROD DISA i
21 18 EL VASO DERRAMA El Potro De Sinaloa 18
EL POTRO DE SINALOA {1 CHAVEZ ESPINDZA PAZ) MACHETE
17 13 RUMBO AL SUR Los Tigres Del Norte 13
LOS TIGRES DEL NGRTE iFVALDEZ LEAL.R EGA CDNIRERAS TONOVISA
18 19 SOY IGUAL QUE TU Alexis & Fido 44
DOIGLE A NALES (R ORITZ J.MARTINEZ.G.RIVERA) SONY BMG NDRTE
AHORA ENTENDI Yuridia

J CALDERON {4 CALDERON)

ARTIST
| IMPRINT & NUMBER DISTRIBUTING LABEL (PRICE)

2 8 GREATEST RW374 Te Quiero
CLILTS 0 ASTERISCO/SDAD 15224/E11 TELEVISA (13.98)

Title

CERT.

4 LOS TIGRES DEL NORTE Raices 1
_FONDVISA 353488/UG (12.98)
CAMILA Todo Cambio 1
] 1| B e
ai | VICENTE FERNANDEZ Para Siempre O 2
SONY BWG NORTE 14602 (15.98)
MARCO ANTONIO SOLIS La Mejor... Coleccion
& 9 FONOVISA 35 UG (10 98) z
o'l 2 K-PAZ DE LA SIERRA En Vivo Desde El Auditorio Nac 1
IS4 "INE1T UG 114 48 CD DVO) + .
7 6 WISIN & YANDEL Wisin Vs. Yandel: Los Extraterrestres =
CHETE 010293 (16.98)
all b7 AVENTURA Kings O( Bachava Sold Out At Maduson Square Garden 3
DISCOS 605/PREMIUM LATIN 17634/SONY BMG NORTE (16 98) ¢
19 8 JUANES La Vida... Es Un Ratico 1
NIVERSAL LATIND 010158 (17.98) # . )
AKWID La Novela
9f= UNIISION 311070 UG (12 98) B W
12 19 VICENTE FERNANDEZ Historia De Un Idolo 1
wab 605 07405 S0y BMG NORTE (16 98)
11 9 LOS CREADOREZ DEL PASITO DURANGUENSE DE ALFREDD RAMIREZ Listos Montados Y Amados 2
DISA 724121 UG (12 98)
14 1 K-PAZ DE LA SIERRA Capaz De Todo Por Ti 1
VARIOUS ARTISTS "Bachala # 1s
16 12 LACALLE 050, UG 1 6
= LOS HOROSCOPOS DE DURANGO —/iyer Hoy Y Siempre 8
UNIVISION 311271 UG (1
w= AB. QUINTANILLAIIIPRESENTS KUMBIA ALL STARZ  Pianeta Kumbia 15
EM! TELEVISA Dsb77
18 18 LOS CUATES DE SINALOA " Puros Exitos Chacas 14
SONY BME NORTE 22541 (12.98) &
LHELUS , ANGEL & KHRIZ Showtime 18
gEal VI 010757/MACHETE (14.98)
19 15 GRUPD NUEVA VIDA  Mejores Cantos Religiosos 15
MULTIMUSIC 11533 (6.98)
17 13 CONJUNTO PRIMAVERA Que Ganas De Volver 1
FONOV 53487 UG (12.98
2 20 JUAN GABRIEL & ANA GABRIEL Los Gabriel... Simplemente Amigos g
DISCOS 605 17489 -ONY BHG NORTE (14 98
AVENTURA K.O.B.: Live
a7 PREM U IN 20560/5ONY BMu NORTE (18.98 CD,DVD) + 2 2
MANA Amar Es Combatir
318 WARNER LATINA 63661 (18.98) # ®
LA ARROLLADORA BANDA EL LIMON La Historia De La Arroliadora
2% SONY BMG NORTE 21477 i1 + e
30 31 l%"?“SSHTU‘‘CIAI\fEGS‘ ES&TIJUANA 20 Aniversario 12
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Singer reclaims
the top spot on
a 13% audience
gain for a third
nonconsecutive
week.

Hector Acosta
re-enters at
No. 320na 31%
gain, thanks

to adds in
Philadelphia,

New York,
Boston and
Springfield,
Mass., achieving
a new peak with
“Sin Perdon.”

Diva’s new entry
features Jenni
Rivera on the
pop version and
Milly Quezada
on the tropical
mix. Song is
No.190n
Tropical Airpl
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Artist %=
IMPRINT / PROMOTION LABEL &

Grupo Montez De Durango 25

1

49

49

J 1 TERRAZAS (E CORIAZAR AEEKA\?- STING.J L. TERRAZA ISA
NO ME DIGAS QUE NO Xtreme Featunng Adrienne ,¢
E'ADA (S TEJADA) LA CALLE /UNVISION

LA RATA FLACA
A GARCIA IBARRA (I.CHAVEZ ESPINOZA PAZ

La Autentica De Jerez 24
VIV,

POR TI BABY
L GIRALOD (A.B QUINTANILLA

A B. Quintanilla 11l Presents Kumbia All Starz Featunng Flex
11 TELEVISA 3

SOY SOLO UN SECRETO
L CERONI A GUZMAN

Alejandra Guzman 12
N J.L PAGAN EN 5

LA VECINA Angel & Khrtz 29
NUT LISTED 14 RIVERA,C COLON,J.SANTANA.J.BARBOSA) MACHETE
SIN PERDON Hector Acosta 32
H ACUSTA J CELEDDN) DAN
QUIERO Ricardo Ar;ona 12
TIOSHES L LEVIN.D. WARNER (R ARJONA.T.TORRES ONY 834G NOR

ME ARRODILLO ANTE TI Divino Featurlng Abraham 32
NOT LISTED (NOT LISTED ETE
COMIENZO DEL FINAL Jeremlas 24
S KRYS (JEREMIAS) UNIVERSAL LATINO
CALABRIA 2008 Enur Featuring Natas;a 33
R R KOLSCH (R R KOLSCH.H SAAD)

INOLVIDABLE Jenni Rlvera 37
NGT LISTED (MOT LISTED) FOIQVISA

MALDITO TEXTO

Wt [

3

‘Dinastia De Tuzantla 34
D (NUT LIGTED) ) VENEMUSHC

AMANTES ESCONDIDOS

LEPE

German Montero 37

}) IVISH

SOLO TENGO OJOS PARA TI
EAH

JLG

Juan Luis Guerra Y 440 29

EMI

|1 iUERRA SELIAS EVISA

It

COMO UN LOBO

Miguel Bose Featuring Brmba Bose 38

 KOSE.G VANNI.C.D'ONOFRIO.P COSIA.M 1AZZI.M QGLETREE)

LET'S DO IT Jowell & Randy 42
NOT LISTE™ (NOT LISTED)

YA NUNCA MAS Pepe Agunar 18
PAGUII AR {M.E.CASTRN) EMi TELEVISA
CADA QUE... Belanova
NOT LISTED (NOT LISTED) UNIVERSAL LATINO

TE AMO Los Horoscopos De Durango ¢
A TERR TERRAZAS (M.ASOLIS) - UNIVISIO

SI TU TE VAS Beto Y Sus Canarios 5y
OT LISTED (40T LISTED) 4

NOT LISTEL (NOT LISTEI

"AMIGA POR FAVOR
NOT LISTED {NO1 LISTED: -

Ped.ro Fernla‘n‘dez 47

ME MUERO Diana Reyes 48
01 LISTED (N JIMENEZ,A AVILA DBC_
ELLA MENEA NG2 49

SONY
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af  LE Yo .“‘.‘gg»] ARTIST Title £
_E._£ Sz o2 TS IMPRINT & NUMBER | DISTRIBUTING LABEL (PRICE) 8
@ 28 21 ALEJANDRO FERNANDEZ 15 Anos De Exitos
DISCOS 605 17948 SUNY BMG NORTE 116 96) +
LOS RAZOS OE SACRAMENTO Y REYNALOD £l Dueno Del Perico
= JEUE SONY BMG NURTE *1,391 (12 98)
@ 37 30 ALACRANES MUSICAL Ahora Y Siempre ‘3]
UNIVISION 311054 UG (12.98)
BANDA EL RECODD 30 Pegaditas: Puros Coridos Y Rancheras
29 25 B MASTERED 5058 MB
@ 36 32 EL CHAPO DE SINALOA 15 Autenticos Exitos
DISA 729333 UG (8 98)
@ 31 2 K-PAZ DE LA SIERRA 15 Autenticos Exitos
DIYA /24413 Liu 18 98 B
32 26 34 PATRULLA 81 A Mi Ley
DISA 721139 UG (12 98)
LA ARROLLADORA BANDA EL LIMON Y Que Quede Claro
23 32 28 DISA 721127 UG {12 98)
GRUPO MONTEZ DE DURANGO Agarrese!
@ e DISA 724115/UG (12.98) L
'LOS TIGRES DEL NORTE 25 Joyas
35 7 FONOVISA 353447 UG (13 98 CD D\/lt o
@ 39 48 CARDENALES DE NUEVD LEON 25 Aniversano: Edicion Limitada
DISA 724120/U6 112 98 o
@ 2 36 BRONCO / LOS BUKIS / LOS TEMERARIOS BBT
FONUVISA 3527 . UG 110.98)
@ 43 35 ANDREA BOCELLI Lo Mejor De Andrea Bocelli: Vivere ]
SUGAR SIEITE 153534 UNIVERSAL LATING (18.98
@ 41 51 BRAZEROS MUSICAL DE DURANGD Linea De Oro: La Abeja Miope
DISA 729310 Liks (5 98; -
K-PAZ DE LA SIERRA Pero Te Vas A Arrepantic Y Mucho Exitos Mas
40 38 29 DISA 75254 UG (7 98)
PESADO Corridos: Defendiendo El Honor
Rl 93 2 WARNER LATI'A 447060 114 98)
42 35 24 LOS TERRIBLES DEL NORTE  La Mejor... Coleccion De Cumbia
REDUIE 1994 115 63
@ 5 41 LOS PRIMOS DE DURANGO Voy A Convencerte [
ASL 730020: MACHETE (10 98,
as 27 - LA AUTORIDAD DE LA SIERRA Todo Cambio
DISA 721150/UG (11,98,
RBD Emgezar Desde Cero
= R EMI TELEVISA 11690 (1598) + -
@ 46 46 VARIOUS ARTISTS 30 Corridos: Muy Perrones
! FONDVISA 3531/0 UG 110 98)
@ 51 42 SIN BANDERA Hasta Ahora
DISCO ¢ 11 LONY BMG NORTE (16.96) +
@ 47 40 JUAN LUIS GUERRA Y 440 La Llave De Mi Corazon
EMI TLLEY 1498 L
IVY QUEEN ) Sentimiento
4 4 3 UNIEISON 2111407106 (13 88)
50 40 49 LOS RIELEROS DEL NORTE  Mas Rieleros...Que Nunca

FONOVISA 353489 UG (1D 98)
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Olga Tanon FeatJnng Milly Quezada Or Jenni Rivera
UNIVISIOH

g o g
& £o 55 ARTIST Title £ xZ
== o2 =23 IMPRINT & NUMBER / ISTRIBUTING LABEL {PRICE) o

LOS TUCANES DE TIJUANA  La Mejor... Coleccion: De Comidos
48 38 S0 371110/ 9
50 39 LOS BUKIS 30 Recuerdos Inolvidables 12

3532 Ui ‘1‘

BANDA GUASAVENA MI Primo, Mi Amigo, Mi Hermano 53

2

£

@ STARMEX (10598/U TINO (11.98) «

@ 55 54 MARC ANTHONY El Cantante (Soundtrack) 1
SONY BMG NORTE 11824 116 98
EL POTRO DE SINALOA Los Mejores Corridos

o ¢ %0 _MACHETE 008497 ' *1 98 o O
GILBERTO SANTA ROSA Contraste

@ EERSS ONY BMG NORTE 120 2

@ 66 55 LOS TEMERARIOS Recuerdos Del Alma 1

- AFG SIGMAFONOVIS! 2162 UG (12.98 i

@ JENNI RIVERA Mi Vida Loca 2

’ FONOVISA 353001 UG +12.98

@ 59 56 LA ARROLLADORA BANDA EL LIMON Linea De Oro: En Los Puros Huesos. 27

y DISA 729327 UG (5.98)

VARIOUS ARTISTS NOW Latino 3

SOl 54 47 SONY BMG SR ETING GROUP EMVUNVERSAL 50237/EM) TELEVISA (16.98) 2
XTREME Haciendo Historia |

@ 57 43 LACALLE 430011 UG (1398) 13

@ LA FACTORIA Nueva Metas 62

LALAL ATIND 008062 (12 98)

@ 70 63 EL TRONO DE MEXICO Fuego Nuevo 1

oK WIVETSAL LATING 11 €

64 53 44 LOS HOROSCOPOS DE DURANGO La Historia 35
2 um \438
JOSE ALFREDD JIMENEZ  Tesoros De Coleccion: 30 Grandes Canciones
@ 62 69 Ny bR NORTE 06008 (10.98) 55
VARIOUS ARTISTS Top Latino V3
SO 161 52 + 14450 S0y BMG NORTE (14.98) 9
@ GLORIA ESTEFAN 90 Millas 1
EURGUNDY 08035 SUNY BMG NORTE (17 9¢
OLGA TANON Exitos En 2 Tiempos
68 | 63 53 [\l 5a00asu (1408 O 1
EL POTRO DE SINALOA El Primer Tiempo
e 50 (5t MACHETE 010337 (1198) 30
: MAZIZO MUSICAL Linea De Oro: Loco Por Ti...
= 65 60 UNIVISION 311180 UG (5.98) . KL
! RAMON AYALA Y SUS BRAVOS DEL NORTE 30 Comidos: Historias Nortenas
. 5 - FREODIE 1960 (14 98) 16
72 64 57 LOS TEMERARIOS Epoca Dorada 2
Di5 |
@ LA DINASTIA DE TUZANTLA, MICH.  Que Chulada! 39
_ VENEMUSIC 853347, UNIVERSAL LATIN (12 98)
@ VARIOUS ARTISTS 30 Bachaas Pegaditas: Lo Nuevo Y Lo Mejor 2007 %
; R0LL 60201/SONY BMG NORTE (13 98)

DQN OMAR

King Of Klngs
MACHETE {15.9 ®

7<)
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GOTAS DE AGUA DULCE
JUANES (UNIVERSAL LATINO
DONDE ESTAN CORAZON
ENRIQUE IGLESIAS (/NIVERSAL LATINO)

g YO QUIERO
CAMILA (“1INY BMG NORTE)

4 4 TODO CAMBIO

i
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et

_CAMILA (10%Y B*L NORTE)

5 "OJALA PUDIERA BORRARTE
_MANA (WARNLR LATIN

3 “ME ENAMORA
JUANES (U elsal LATING:

E
E
= ; NOPUEDO OLVIDARLA
W __MARCO ANTONIO SOLIS (FONOVISA)
o 14 AHORA ENTENDI
YURIDIA (SONY BMG NORTE)
B s ALGUIEN SCY YO
_ENRIQUE IBLESIAS (INTERSCOPE/UNIVERSAL LATIND
'SOY SOLO UN SECRETO
__ALEJANDRA GUZWAN (EM! TELEVISA)
0' 25 QUIERO
RICARDO ARJONA (SONY BMG NORTE
1210 COMO UN LOBO
__MIGUEL BUSE FEATURING BIMBA BOSE (WARNER LATINA
| .. LA TRAVESIA
BT Luis suERaA Y 420 (£ TELEVISA o
14 9 SOLO TENGO OJOS PARA TI
JUAN LUIS GUERRA Y 440 (L1111 LVISA)

COMIENZO DEL FINAL
JEREMIAS (UNIVERSAL LATINO)
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~ TROPICAL,

' TITLE
= ARTIST (IMPRINT / PROMOTION LABEL
3 ELLA MENEA
JLiG2{SONYIBMGINORTE)Y
2 CONTEO REGRESIVO
_GILBERTO SANTA ROSA (SONY BMG NORTE)
1 TE OUIERO
FLEX (LM TELEVsA)
5 SIN PERDON
_HECTOR ACOSTA (D ANM)
6 DONDE ESTAN CORAZON
ENRIQUE IGLES!AS | |INIVERSAL LATIND)
18 AHORA ES
WISIN & YANDEL (MACHETE)
14 EL PERDEDOR
AVENTURA (PREMIUM LATIN)
17 'SOY IGUAL QUE TU
_ ALEXIS & FIDO (50NY BMG HORTE)
15 SEXY MOVIMIENTO
WISIN & YANDEL (MACHE TE
7 LA TRAVESIA
JUAN LUIS GUERRA Y 448 (EI TELEVISA)
10 AMOR DESPERDICIADO
FRANK REYES (MPIVNUBN)
GOTAS DE AGUA DULCE
JUANES (1TVEFISAL LATIND)
9 LA BILIRRUBINA
MARLON (LA CALLE/UNIVISION)
LA VECINA
ANGEL & KHRIZ (VI/MACHETE)
ME ENAMORA
N JUANES (UNIVERSAL LATINO)

i
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ERN - I

8: 00000

Jay 1

REGIONAL MEXICAN

~ mw TITLE
| §'§ ARTIST (INPRINT ' PROMOTION LABEL)
1 SOBRE MIS PIES
LA AHROLLI_\DOHA MANDAEL&MON (DIS{VEDIMO{‘ISPL o
S| TE AGARRAN LAS GANAS (CIERRA LOS 0J0S)
EL CHAPOKSIN_AI 0A (0154}
2 TE LLORE
CONJUNTD PRIMAVERA 'FOI\OVISA)
3 UN BUEN PERDEDOR
K-| l’_AZ_ \!VITH FHANCU DE \_IITA (D1SA/EDIMONSA; B
6 ESTOS CELOS
_VICENTE FERNANDEZ ONY BMG NORTE)
4 "POR QUIEN ME DEJAS
Los cmw»wmu[_wss_ UE_ALFREUH RAMIREZ (Dim
"PAZ EN ESTE AMOR
FIDEL RUEDA (MACHET )
1 "SIN TU AMOR
ALACRANES MUSICAL (UNIVISION)
) TE QUIERO MUCHO
PATRULLA 81 (DIS4)

9 EL VASO DERRAMA
EL PDTRO DE SINALOA (MACHETE)
42 LA DERROTA
VICENTE FERNANOEZ (SONY BG 1ORTE)
RUMBO AL SUR
LOS TIGRES OEL NORTE (FOROVISA)

14 'COMO EN LOS BUENOS TIEMPOS
GRUPD MONTEZ OF OURANGO (015A)

LA RATA FLACA
LA AUTENTICA OE JEREZ_(VI.IA)
INOLVIDABLE
* JENNI RIVERA ({FONOVISA)
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" @eE 5E ARTIST
WESZ <2 TITLE (MPRINT / DISTRIBUTING LABEL)
4 CAMILA

TODO CAMBIO (SONY BIG NORTE)
2 MARCO ANTONIO SOLIS
LA MEJOR  COLEGCION (FONOVISA/UG)
. JUANES
% LA VIDA _ES UN RATICO (UNIVERSAL LATING)
A.B. QUINTANILLA 11l PRESENTS KUMBIA ALL STARZ
PLANETA KUMBIA £ 141 1] LEV WAL
GRUPO NUEVA VIDA
 MEJORES GANTOS RELIGIOSOS (MULTIMUSIC)
JUAN GABRIEL & ANA GABRIEL
LOS GABRIEL - SIMPLEMENTE AM?GOS (DISCOS 605 SONY BMG NORTE)
MANA
_AMI}R_ES COMBATIR (WARNER LAT\N_I:
g ALEJANDRO FERNANDEZ
15 ANOS DE EXITOS (0!5COS 605/S0ONY BMl: NORTE)
10 ANDREA BOCELLI
L0 MEJOR DE AHDREA BOCELLI: UVERE (SUGAR/SIENTELINIVERSAL LATIO)
g RBD
EMPEZAR DESOE CERD (EM! TELEVISA)
SIN BANDERA
HASTA AHORA (N15C0S 605/501Y BIG WORTE)
1» VARIOUS ARTISTS

SOGHEQ' -

U NOW LAmﬂa(S(]WB!.‘GSTRJ TEUC MARKE TING GROUPEMIAUNVERSAL/EM TELEVISA}
13 1 VARIOUS ARTISTS
TOP LATING V3 (01SCOS 605/50KY BMG NORTE)
YURIDIA
1495 oyine mamir0sas (s0ny BMG NORTE)
15 = EDNITA NAZARIO

REAL (SONY BMG NORIE)

TROPICAL .

& ARTIST
3‘ TITLE {IMPRINT / DISTRIBYTING LABEL
. AVENTURA

TGS OF BACHATA. SOLD GUT AT MADISON SOUARE GARDEN
, VARIOUS ARTISTS

BACHATA # 18 (LA CALL EIUG)
4 AVENTURA

K. DE LIVE 1FREMIUM LATIN/SONY Bﬂ(‘, NORTE)
4 JUAN LUIS GUERRA Y 440

_LA LLAVE DE M) CORAZON (i M} TELEVISA)

, MARC ANTHONY

EL CANTANTE (SOUNDTRACK) (SONY BMG NORTE
; GILBERTO SANTA ROSA

_ CONTRASTE (SONY BMG NORTE)

s XTREME
HACIFNDO HISTORIA (LA CALLE/UG)
GLORIA ESTEFAN
90 MILLAS (BURGLNDY. SONY BMG NORIE)
5 OLGA TANON
EXITOS EN 2 TIEMPOS (LA CALLE/UG)
VARIOUS ARTISTS
30 BACHATAS FEGADITAS: 1.0 NUEVO Y LO MEJOR 2007 (MOCK & RDLL/SONY BMG Mﬂ
o VARIOUS ARTISTS

0 '
I

Z
re

i

:'.- A BACNI\TA SIMPLY THE BEST { MACHETE) |
12 12 VARIOUS ARTISTS
BACHATAHITS 2008 (J  * SONY BMG NORTE)
@ 13 VARIOUS ARTISTS
Mg BACHATA DE AMOR 3 () * N SONY BMG NORTE
14 14 MONCHY & ALEXANDRA

EXITOS () & N/SONY BMG NORTE)

HECTOR LAVOE
A MAN ANO IS MUSIC (FANIA/EMUSICA/UNIVERSAL LATINO)

EGIONAL MEXICAN..

ARTIST
TITLE (IMPRINT / DISTRIBUTING LABEL)
LOS TIGRES DEL NORTE
R_A“KCES (FO‘.“VI‘:\/U_G)
VICENTE FERNANDEZ
PARA SIEMPRE ¢ (INY BIA( 1I0HTE)
K-PAZ DE LA SIERRA
EN VIVO OESOE EL AUDITORIO NA(; (DISA/UG)
VICENTE FERNANDEZ
HISTOHII\ DE UMC(I 505 SONY BMG NDRTE)
L0 CREADOREZ DEL PASITO OURANGUENSE DE ALFREDD RAMIREZ
_ LISTOS MONTADOS Y ARMAOOS (DISA/UG)
K-PAZ DE LA SIERRA
CAPAZ OE TODO POR T1 115/ 'JG_ e
LOS HOROSCOPOS DE DURANGO
_I\VEH HOY Y SIEMPRE (UNIV_}‘:IHN uG)
LOS CUATES DE SINALOA
PUROS E)E(TES_CHACAS ()UNY BMG NOHI
"CONJUNTO PRIMAVERA
QUE GANAS DE VM G)
11 LA ARROLLADORA BANDA EL LIMON
LA HISTORIA DE LA ARROLLAGORA (SONY BMG NORTE)
16 LOS TUCANES DE TIJUANA
20 MiIVEESARlO 1 'HVI‘ﬂ("l_ ‘E__
LOS RAZOS DE SACRAMENTD Y REYNALDO
EL DUENO DEL PERICO (SONY BMG NgR'II_ o y!
ALACRANES MUSICAL
AHORA Y SIEMPRE (UNIVISION/UG)
14 12 BANDA EL RECODO
30 PEGAQITAS: PUROS CORRIDOS Y RANCHERAS (MASTERED)
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EL CHAPO DE SINALOA
15 AUTENTICOS EXITOS (0ISA/UG)
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ARTIST IMPRINT / PROMOTION LABEL
10 THE BOSS
 KRISTINE W FLY AGAIN

. FEEDBACK
JANET ISLAND/10JMG
10 BEAUTIFUL
YAVLOR DAYNE iNTENTION
1 GORGEOUS
_IDINA MENZEL ¥ *RNER BROS
g GET THIS PARTY STARTED
._SHIRLEY BASSEY GLUTE
3 THE FLAME 08
_ERIN HAMILTON MASTERBEAT.COM
B WITH EVERY HEARTBEAT
ROBYN KO CHIWA CHERRYTREE/INTERSCOPE
TOGETHER
BOB SINCLAR & STEVE EDWARDS YELLOW/SILVER LABEL/TOMMY BOY
5 SENSUAL SEDUCTION
_SNOOP DUGG DOGGYSTYLE/GEFFEN/INTERSCOPE

-0 GIVE IT
X-PRESS 2 SILVER LABEL/TOMMY BOY
PIECE OF ME
_BRITNEY SPEARS Jiv: 7OMBA

5 RUN THE SHOwW

KAT DELUNA FEATURING BUSTA RHYMES EPIC
5 BREAK YOU
RALPH FALCON NERVOUS
3 I'MAFIRE
_ DONNA SUMMER BUAGUNDY
¢ | GOT A FEELIN'
_VICKI SHEPARD FEATURING JEANIE TRACY REDZONE
17 IT DOESN'T TAKE MUCH
SARAH ATERETH BEGUILE
IF
5 cowermeom
; BESITOPATI
_LALUPE EMUSICA/FANIA
9 MY LIFE AGAIN
_LAUREN HILDEBRANOT RED WALLET
13 AMAZING
CELEDA NERVOUS
12 HOW FAR WE'VE COME
MATCHBOX TWENTY MELISMA/ATLANTIC

g LOVE SWEET SOUND
GRODVE ARMADA FERT, CAND! STATON 5TRICTLY RHYTH!
13 HOT SHOT
KAREN YOUNG REHEAT MAXROXX )
4 THE LONGEST ROAD
MORGAN PAGE FEATURING LISSIE NETTWERK
4 EVERYBODY up
ALTAR FEAT. JEANIE TRACY !

SILVER LABEL/TOMMY BOY

| W ALDUNIO.
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S ARTIST E
E TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL | &5
HANNAH MONTANA
HANNA MONTANA 2 NOMSTOP DANCE PAATY WA DY 001105
CASCADA
PERFECT DAY HOBBINS 75079
10 DJ SKRIBBLE
TOTAL DANCE 2008 THRIVEDANCE 90780/THRIVE
8 VARIOUS ARTISTS
ULTRA DANCE 09 ULTRA 1636
M.ILA.
KALA XL/INTERSCOPE 009659*/IGA
VARIOUS ARTISTS
BIGN EH%L MUSINMIE PARTY WAL'_ SN —,K‘_
VARIOUS ARTISTS
PULSE: PLATINUM EDIT:ON RAZOR & TIE 89179
HOT CHIP
MADE (N THE DARK DFA 18094*/ASTRALWERKS®
15 DAFT PUNK
ALIVE 2007 VIRGIN 09841

25 METRO STATION
METRO STATION RED INK 10521

%

13

: 0 JUNKIE XL o
BOOMING BACK AT YOU_NI TTWERK 30786

12
.'3
14
15
sl
.
18
19

20

21
@ :CHEB | SABBAH
DEVOTION SIX DEGREES 1142

12

10

14

15

13

23 P2

24 LPARY

B TESTO

25

5 JUSTICE
CROSS ED WANGER/BECAUSE 224892/VICE

GHOSTLAND OBSERVATORY
ROBOTIIUE MAJESTIOUE TH A §HY_,'.‘!0PE_Q 04

NINE INCH NAILS
Y34RZ3ROR3MIX3D INTERSCOPE 010331*/IGA

21 PAUL OAKENFOLD
GHEATEST HITS & HEMIXES PERFECTD 16! l

(]

£
-~

LTRA®

AUTECHRE

QUARISTICE WARP 333~

5y LCD SOUNDSYSTEM
SOUNO OF SILVER DFA 851147 /CAPITOL

TIESTO
IN SEARCH OF SUNRISE B: IBIZA BLACK HOLE 3075UNETTWERK
G TREVOR SIMPSON & CATO K
ULTRA.2008 ULTHA 1596
_ GORILLAZ
0-SIDES VIRGIN 10545
DEPECHE MODE
n!BESYWDfPECKhmDEVDLWEl;.

N

n
~

70

GWARNER S

5 SUPREME BEINGS OF LEISURE
111 RYKODISC 10939

PAUL VAN DYK
(N BETWEEN MUTE 9364~

ELEMENTS OF L|FE MAGIC MUZIK 151‘ J TRA

ANGE CLUBL FiAaYy.

o
E5 TITLE
;5 ARTIST IMPRINTsPROMOTION LABEL
BREAKAWAY
DJ BILL GENNETT & INAYA DAY BIG RHYTHM STUDIOS
DAYLIGHT
_ KELLY ROWLAND FEAT. TRAVIS MCCOY bl
LOVELIGHT
_' ROBBIE WILLIAMS EMI

| GET OFF

HON PERKOY ARPEE
7 DESTINY
i A ROSE MARIE CATZ

25 0 "CHARMED LIFE

w
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2 4
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IC WORLD/COLUMBIA

i

" 5
(%3

MICK JAGGEH FH‘NU ATLANTIC
i '\ UNTIL THE END OF TIME |
3_27 28 0 e TIMBERLAKE DUET WITH BEYONCE JIVE/ZOMBA
a7 3 DROP THAT BEAT
i ,l TWISTED BEE HAMMER
39 17 THE GIRL YOU LOST TO COCAINE
= SIA MONKEY PUZZLE/HEAR/CMG_ -
LONG TIME
35 36 6 pop CARRILLO FEAT. RDNNIE SUMRALL CARAILLO MUSIC
) 49 2 (2013 WANNA BE STARTIN' SOMETHIN' 2008
- LT S MICHAEL JACKSON WITH AKON LEGACY/EPIC
GIVE IT ALL YOU GOT
37 33 16 ULTRA NATE FEAT. CNRIS WILLIS SILVER LABEL/TOMMY BOY
" JUST FINE
S e MARY J. BLIGE MATRIARCH/GEFFEN/INTERSCOPE
JiIMMY
39 38 8 . XL/INTERSCOPE N
) FREAK
4_07 39 SANDY RIVERA & HAZE STRICTLY RHYTHM

> A&E
a1 UL -

a7 FOOL (IF YOU THINK IT'S OVER)
b NEMESIS RISING CURB/AEPRISE o
CLAP YOUR HANDS
HAMADA MAXP(J»

, DRUM NATION )
MIDNIGHT SOCIETY FEAT. LULA SOUNDCGROOV

0 9 “APOLOGIZE
TIMBALAND FEAT ONEREPUBLIC 1405

ME
B TAMIA SILVER LABEL/PLUS 1/IMAGE/TOMMY. BOY

15 WHATSITGONNAB (I'M SO READY)
BRIAN ANTHONY S0GN

e‘ | CAN HEAR THE MONEY
LENNA DS
C_ WORK IT
DJ KILG - 3AILLU MUaIC

RELAX, TAKE IT EASY
MiKA C‘\SABLANCA UNIVERSAL REPUBLIC

Rallhyiis Tell

i et
i | 5E &S TITLE
L <2 2Z ARTISTIMPRINT & NUMBER / PROMOTION LABEL
) STARS
- ERIKA JAVNE RM RECORDS

I CAN'T HELP MYSELF

|
i

2 2 7 BELLATRAX FEATURING SOPHIA MAY NERVOUS
..";", 1 20 LET ME THINK ABOUT IT
LN _JDA CORR LIFTED/KICH DISCO WAX WARNER BROS
& 5 14 BABY WHEN THE LIGHT
1 DAVIO GUETTA WITH STEVE ANGELLO FEAT COZI PERFECTOULTRA
8 4 5 WHAT HURTS THE MOST

CASCADA ROBEINS
FEEDBACK
JANET ISLAND IDIMG o
NOW YOU'RE GONE
BASSHUNTER ULTRA
JUST FINE
_MARY J. BLIGE MATRIARCH/GEFFEN/INTERSCOPE
ANTHEM
FILO & PERI FEATURING ERIC LUMIERE ULTRA
12 5 HANDLE ME

ROBYN KONICHIWA/CHERRYTREE/INTERSCOPE
LOVE SWEET SOUND
GROOVE ARMADA FEAT. CANDI STATON STRICTLY RHYTHY
RISE UP
YVES LAROCK ULTRA
TOUCH MY BODY
MARIA CAREY ISLAND 10JMG
LOVE HAS GONE
OAVE ARMSTRONG & REOROCHE ULTRA
‘CALABRIA 2008

o000

-
=3
=
©

10 17

S 8

u‘j‘ » B0

BN 2D e FEATURING NATASJA ULTAA =
] 17 10 UNTIL THE END OF TIME
[ JUSTIN TIMBERLAKE DUET WITH BEYONCE JIVE/ZOMBA
] 17 14 “j LOVE LIKE THIS
| " NATASHA BEQINGFIELD FEAT, SEAN KINGSTON PHONOGENC/EPIC
18 15 3 RUN THE SHOW

| KAT DELUNA FEATURING BUSTA RHYMES P
@ 'DEEP AT NIGHT
| ERCOLA N:r}v J\_

SENSUAL SEDUCTION

m 19 SNOOP DOGG DOGGYTYLE GEFFEN/INTERSCOPE
: PIECE OF ME
21 189 _BR_)TNEY SPEARS JIVE/ZOMBA
) | AMAZING
@ 2% SEAL WARNER BROS B
p i FREAK
23 2 3 _SANDY RIVERA & HAZE l_ll,_l RHYTHM
SPEED UP
24 2 8 FUNKERMAN ULTRA r
@ WOow
/CAPITOL

KYLIE MINOGUE PARLOPHONE
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Lel L
’;’.E <E (SDUNDSCAN JAPAN) MARCH 18, 2008

1 NEW WA HA, HA (FIRST LTD VERSION)
KAN JYANI EIGHT TEICHIKU
60S 70S 80S (CD/DVD)

2 NEW 00N AMURD AVEX TRAX
FUTARI

‘~3 NEW AIKO PONY CANYON
WA HA, HA

4 NEW yon IvaN EIBHT TECHIKU
ZUTTO ISSHO SA

5 NEW TATSURQ YAMASHITA WARNER

6 1 SONOMAMA/WHITE MESSAGE
smap « L TOR

7 3 SOBA NI IRUNE
TERUMA AOYAMA FEAT. SOULJA UNIVERSAL
60S 70S 80S

8 NEW \3ME AMURO AvEX TRAX
UMI YUKI

2 4 jtnosoam vicTon

10 NEW KEYWORD/MAZE

JAPAN

SINGLES

TOHOSHINKI AVEX TRAX

FRANCE

SINGLES
ol ;ﬁ
I3 SE (SNEP/IFOP/TITE-LIVE) MARCH 18. 2008
1 1 L AVAIT LES MOTS
SHERYFA LUNA ULM
2 2 LE MANEGE
STANISLAS PDLYDOR
JE REALISE
3 3 Sk wannen
a4 5 NEWSOUL
YAEL NAIM TDT U TARD
5 8 TANT BESOIN DE TOI
MARC ANTOINE HOS TILE
ALIVE
€ 5 \owoorek wekcury
7 4 WORK
KELLY ROWLAND COLUMBIA
CETTE FOIS
B 7 weussam up
PLUS LA
B 9 treoenic cenven TRt
10 NEW COMME UN HIC

THIS
|WEEK

N

o & s W

10

4

ALBUMS

JENIFER MERCURY

e

<Z  (FIMI/NIELSEN) MARCH 17. 2008

6 COLPO DI FULMINE
GI0 DI TONNO & LOLA PONCE SONY BMG

9 ATE
JOVANOTTI UNIVERSAL

3 L'AMORE NON S| SPIEGA
SERGIO CAMMERIERE CAP(TOL

23 IL SOLITO SESSO
MAX GAZZE EWI

15 VITA TRANQUILLA
TRICARIO SONY BMG

10 L'AMORE
SONDRA SONY MG

4 BLEEDING LOVE
LEONA LEWIS 5YCO

14 EPPURE MiI HAl CAMBIATO LA VITA
FABRIZIO MORO WARNER

5 FERMO IMMAGINE
MONDDIA DIELLE

2 APOLOGIZE

TIMBALAND FT. ONEREPUBLIC 10SLEY/BL ACKGROUNL/INTERSCOPE

sia
2% (meoia conTROL) MARCH 18, 2008
1 BLEEDING LOVE
LEONA LEWIS SYCO
3 KUSCHEL SONG
SCHNUFFEL SONY BMG
o APOLOGIZE
TIMBALAND FT. ONEREPUBLIC MOSLEY/BLACKGROUND/INTERSCOPE
4 MY MAN IS A MEAN MAN
STEFANIE HEINZMANN SSOSDSSWEM
g NEW SOUL

YAEL NAIM WARNER

STEFANIE HEINZMANN

N o o > o

[+

(4]

o ~ o

THIS
WEEK

N

o o » W

THIS
WEEK

won

4

=

ALBUMS

LAST
WEEK

SINGLES

{THE OFFICIAL UK CHARTS C0.)

MERCY
DUFFY A&

MARCH 16, 2008

NEW

BETTER IN TIME/FOOTPRINTS IN THE SAND
LEONA LEWIS SYCO

WHAT'S IT GONNA BE

2 H TWO 0 FT. PLATINUM MINISTRY OF SCUND
, STOP AND STARE
ONE REPUBLIC INTERSCCPE
; ROCKSTAR
NICKELBACK ROACRUNNER
; FASCINATION
ALPHABEAT CHARISMA
s Low
FLO RIOA FEAT. T-PAIN ATLANTIC
5 COME ON GIRL
TAIO CRUZ [SLAND
13 SOMETHING GOOD
UTAH SAINTS LONDON
s NOW YOU'RE GONE

BASSHUNTER & DJ MENTAL THEO'S BAZZHEADZ MINISTRY OF SOUND

AUSTRALIA =

SINGLES

(ARIA)

DON'T STOP THE MUSIC
RIHANNA SRF/DEF JAM

MARCH 16, 2008

LOwW
FLO RIDA FEAT. T-PAIN JIVE/ZOMBA

BLEEDING LOVE
LEONA LEWIS SYCO

PICTURES OF YOU
THE LAST GDODNIGHT L 1R:1N

CRANK THAT (SOULJA BOY)
SOULJA BOY TELL'EM COLLIPARK INTERSCOPE

TATTOO
JORDIN SPARKS JIVE

NAUGHTY GIRL
MR G VIRGIN

| DON'T DO SURPRISES
AXLE WHITEHEAD ROADSHDW

PIECE OF ME
BRITNEY SPEARS JIVE, ZOMBA

WORK
KELLY ROWLAND COLUMBIA

SPAIN

SINGLES =

Su
<3 (PROMUSICAE/MEDIA) MARCH 19, 2008,
1 BE MINE
HIGH SCHOOL MUSICAL EM|
MERCY
NEW DUFFY A&M
2 TOMA & OBLIGA
HORA ZULU AVISPA
NEW LA PASTILLA
TATA GOLOSA BLANCO Y NEGRO -
3 BUCOVINA
JAN DLIVER FT. SHANTEL BLANCO Y NEGRO
6 BYE BYE BEAUTIFUL
NIGHTWISH SPINEFARM
4 TOCA'S MIRACLE
FRAGMA BLANCO Y NEGRO
13 DANCIN IN THE DARK/YOU GOTTA
4TUNESO0 BLANCO Y NEGRO
9 NACEN DE LA BRUMA
DOGMA CREW BOA
18 HIMNO OFICIAL DEL SEVILLA FC

LAST
WEEK

EL ARREBATO CAPITOL

NEW

FINLAND g
(YLE) MARCH 19, 2008
MUN KOTI El OO TAALLA
CHISU HMC
FROM BEYOND TO...

SACRED CRUCFIX CFTN

MISSA MIEHET RATSASTAA

2 TERASBETON! WARNER

3 BLOODDRUNK
CHILOREN OF BOODM SPINEFAR

New UNSTOPABLE

MARIKD DYNASTY

ISMO ALANKO TEHOLLA
BLANCD SPIRITUALS FULLSTEAM RECORDS

LAURI TAHKA & ELONKERJUU
TUHANNEN RIEMUS UNIVERSAL

JORMA KAARIAINEN/RIKU NIEMI
KADENJALKI EMI

VUOKKO HOVATTA
LEMPIELAIMIA EPIC

MOVETRON
IRTOKARKKEJA UNIVERSAL

1 NEW MASTERPLAN DOMESTIC POP MAINSTREAM 1 1

2 NEW IL}E?ECER:\:SF&SI'§NEFI§RES 2008 RESTO DU COEUR 2 2

B L s 3 4

e s s

5 3 I%IES":I:‘VI‘EYFIQT‘L\U\\;EITR&DLUTIDN VIRGIN 2] 10
58 | Go to www.billboard.biz for compliete chart data
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(MEDIA CONTROL)

KUSCHEL SONG
SCHNUFFEL SONY BMG

MARCH 18, 2008

BLEEDING LOVE
LEONA LEWIS SYCO

MY MAN IS A MEAN MAN
STEFANIE HEINZMANN SSDSDSSWEM

DISAPPEAR
ND ANGELS UNIVERSAL

NEW

BETTINA (ZIEH DIR BITTE...)
FETTES BROT HOANZL

VALERIE
MARK RONSON FT. AMY WINEHOUSE COLUMBIA

NEW

NEW

APOLOGIZE
TIMBALANO FT. ONEREPUBLIC MOSLEY/BLACKGROUND/INTERSCOPE

BACK TO BLACK
_ AMY WINEHOUSE [SLAND

SCREAM
TIMBERLAND FT. HILSON S

MOSLEY/BLACKGROUND/INTERSCOPE

ALMOST LOVER
A FINE FRENZY VIRGIN

CANADA

BILLBOARD CANADIAN HOT 100

{NIELSEN BDS/SOUNOSCAN) MARCH 29, 2008

LOVE SONG
SARA BAREILLES FPIC/SONY BMG

LOwW
FLO RIDA FT. T-PAIN POE BOY/ATLANTIC/WARNER

WITH YOU
CHRIS BROWN JIVE/SONY BMG

NO AIR
JORDIN SPARKS OUET WITH CHRIS BROWN 19/JIVE/SONY BMG

SEE YOU AGAIN
MILEY CYRUS HOLLYWOOD/UNIVERSAL

DON'T STOP THE MUSIC
RIHANNA SRP/DEF JAM/UNIVERSAL

SORRY
BUCKCHERRY ELEVEN SEVEN/UNIVERSAL

FOR THE NIGHTS | CAN'T REMEMBER
HEDLEY UNIVERSAL

LOVE IN THIS CLUB
USHER FT. YOUNG JEEZY LAFACE/SONY BMG

APOLOGIZE
TIMBALAND FT. ONEREPUBLIC MOSLEY/BLACKGROUNDANTERSCOPEANVERSAL

MEXICO

=
Lu
<= (BIMSA) MARCH 17, 2008
, VICENTE FERNANDEZ
PARA SIEMPRE SONY BMG
¢ MICHAEL JACKSON
THRILLER 25TH ANNIVERSARY EDITION LEGACY/EPIC
, EMMANUEL
RETRO EN ViVO UNIVERSAL
5 NIGGA
_TE QUIERD EMI
5 HEROES DEL SILENCIO
TOUR 2007 EMI TELEVISA
, ALEJANDRO FERNANDEZ
15 ANOS DE EXITD SONY BMG
s SARAH BRIGHTMAN
SYMPHONY MANHATTAN
10 PANDA
SINFNIA SOLEDAD WARNER
19 XIMENA SARINANA
MEDIOCRE WARNER
;  MIGUEL BOSE

PAPITOUR CAROSELLO

POLAND

{ZWI.2EK PRODUCENTOW AUDID VIDED)

FEEL
FEEL GORGO

MARCGH 19, 2008

O.S.T.R.
JA TU TYLKD SPRZATAM ASFALT RECOROS

CHRIS BOTTI
ITALIA DECCA

ANITA LIPNICKA & JOHN PORTER
GODOBYE POMATON

PIOTR RUBIK
ORATORIUM DLA SWIATA - HABITAT CZ.1 POMATON

AMY WINEHOUSE
BACK TO BLACK ISLAND

VARIOUS ARTISTS
RMF FM NAJLEPSZA MUZYKA PO POLSKUZ IZABELIN

VARIOUS ARTISTS
NO. 1 VOL. 2 IZABELIN

LAO CHE
GOSPEL ANTENA KRZYKU/ROCKERS

ERYKAH BADU
NEW AMERYKAH PART ONE MOTOWN

Data for week of MARCH 29, 2008 |
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(NIELSEN SOUNDSCAN INTERNATIONAL) MARCH 29. 2008

MERCY
DUFFY A&M

STOP AND STARE
ONEREPUBLIC 1OSLEY/INTERSCOPE

BETTER IN TIME
LEQNA LEWIS 5YCO

LOow
FLO RIDA FT. T-PAIN POE BOY/ATLANTIC

DON'T STOP THE MUSIC
RIHANNA SRP. DEF JAM

BLEEDING LOVE
LEONA LEWIS 5YCO

ROCKSTAR
NICKELBACK ROADRUNNER

WHAT'S IT GONNA BE
HTWOO FT. PLATNUM HARD2BEAT MINISTRY OF SOUND

FASCINATION
ALPHABEAT L UPENHAGEN

APOLOGIZE
TIMBALAND FT. ONEREPUBLIC MOSLEY/BLACKGROUND/INTERSCOPE

SOMETHING GOOD '08
UTAH SAINTS DATA

NEW SOUL
YAEL NAIM TDT DU TARD

CHASING PAVEMENTS
AOELE XL

VALERIE

MARK RONSON FT. AMY ALLIDO/COLUMBIA

SCREAM

TIMBALAND FT KERI HILSON & KICOLE SCHERZINGER MOSLEY BLACKGROUNDINTERSCOPE

COME ON GIRL
TAIO CRUZ UNIVERSAL REPUBLIC

]

T 1

2 3

3 NEW
“a 7
54
T
7! s

sl 6
S
10 s

118
12 77
13 9
18 1
(18 12
16 10
17 13
18 19

19 NEW
20 2

" NOW YOU'RE GONE

BASSHUNTER HARD2BEAT, MINISTRY DF SDUND

WITH YOU
CHRIS BROWN JIVE ZDMBA

NINE IN THE AFTERNOON
PANIC AT THE 01SCO FUELED BY RAMEN

NO ONE
ALICIA KEYS MBK/J

EE ﬂ (MIELSEN SOUNDSCAN INTERNATIDNAL)  MARCH 29, 2008

101
b
2l 2
4 3
& &
S
' . 8
w7
10 NEW

THIS
WEEK

N

3
4
5

3
6

MUN KOTI El OO TAALLA
CHISU HELSINKI

DEAD INSIDE
WIDESCREEN MODE OARK SENTIMENTS

MISSA MIEHET RATSASTAA
TERASBETON! WARNER

HUOMISEN KYYNEL
ISKIAS PISA

WORK
KELLY ROWLAND 11USIC WORLD/COLUMBIA

MERCY
DUFFY A&M

PIECE OF ME
BRITNEY SPEARS JIVE/ZOMBA

PAUHAAVA SYDAN
LAURI TAHKA & ELONKERJUU UNIVERSAL

IHMISTEN EDESSA
JENNI VARTIAINEN WARNER

HOMECOMING
KANYE WEST ROC-A-FELLA/DEF JAM

WALLONIA

SINGLES

(ULTRATOP/GFK)

IL AVAIT LES MOTS
SHERYFA LUNA ULM

MARCH 19, 2008

NEW SOUL
YAEL NAIM TOT OU TARD

PARLE A MA MAIN
FATAL BAZODKA FT YELLE ET CHRI UP

ALIVE!
MONDOTEK MERCURY

I'LL BE WAITING
LENNY KRAVITZ VIRGIN

ALBUMS

"

& W N

[ ]

1
2
3
)

LES ENFOIRES
LES SECRETS DES ENFOIRES 2008 RESTO DU COEUR

RENAN LUCE
REPENTI BARCLAY

CHRISTOPHE MAE
MON PARADIS WARNER

MICHAEL JACKSON

_ THRILLER 25TH ANNIVERSARY EOITION LEGACY/EPIC
VOX ANGELI
VOX ANGELI RCA

CHARTS LEGEND on Page 60
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EUROCHARTS

SAl

EUROCHARYS ARE COMPILED BY BILLBOARD FROM THE NATIONAL SINGLES AND
ALBUM SALES CHARTS OF 20 EURDPEAN COUNTRIES. MARCH 18, 2008

MERCY
J 2 purer aan
BLEEDING LOVE
LEONA LEWIS 5YCO
NEW SOUL
YAEL NAIM TOT DU TARD
4 4 [LAVAIT LES MOTS
SHERYFA LUNA LLM
APOLOGIZE
TIMBALAND FT. ONEREPUBLIC MOSLEY/BLACKGROUND/INTERSCOPE
6 5 KUSCHEL SONG
SCHNUFFEL COLULIEIA SONY BMG
7 ¢ LEMANEGE
STANISLAS POLYDOR
BETTER IN TIME/FOOTPRINTS IN THE SAND
LEONA LEWIS 5YCO

'.. g WHAT'S IT GONNA BE
H TWO 0 FT. PLATINUM MINISTRY OF SOUND

10 7 WORK
KELLY ROWLAND MUSIC WDRLD/COLUMBIA
JE REALISE
11018 S wannen
12 14 MY MAN IS A MEAN MAN
STEFANIE HEINZMANN SSOSDSSWEM
13 11 DON'T STOP THE MUSIC
RIHANNA SRP/DEF JAM
14 15 STOP AND STARE
ONE REPUBLIC MOSLEY/INTERSCOPE
15 37 VALERIE

MARK RONSON FT. AMY WINEHOUSE ALLIDO/COLUMBIA

ALBUMS

21 ;‘,5
g% =% MARCH 19, 2008
+ 1 AMY WINEHOUSE

BACK TO BLACX ISLAND
5 MICHAEL JACKSON
THRILLER 25TH ANNIVERSARY EDITION LEGACY/EPIC
LEONA LEWIS
:' 4 SPIRIT SYCO
a4 49 ONEREPUBLIC
DREAMING OUT LOUO MOSLEY/INTERSCOPE
DUFFY
ROCKFERRY A&M
3 NICK CAVE & THE BAD SEEDS
0IG, LAZARUS, DIG!!' MUTE
LENNY KRAVITZ

75 sme FOR A LOVE REVOLUTION VIRGIN

8 New STEFANIE HEINZMANN
MASTERPLAN DOMESTIC POP/MAINSTREAM
ADELE

915 iex

10 g NICKELBACK

ALL THE RIGHT REASONS ROADRUNNER

SCHILLER
“ 10 SeunsucH Ut versaL

LES ENFOIRES

12 79 \k5 Sechers DEs ENFOIRES 2008 RESTD DU COEUR
13 18 JAMES BLUNT
ALL THE LOST SOULS CUSTARD/ATLANTIC
RIHANNA
1413 000 1AL GONE 8D SRPIDEF Jais
15 7 JACK JOHNSON

SLEEP THROUGH THE STATIC BRUSHFIRE/UNIVERSAL

RADIO AIRPLAY

Music Control

RADIO AIRPLAY INFORMATION FROM 17 EUROPEAN COUNTRIES AS MONITORED AND
TABULATED BY NIELSEN 1USIC CONTROL MARCH 19, 2008
2 BLEEDING LOVE
LEONA LEWIS SYCO
APOLOGIZE
TIMBALAND FT. ONEREPUBLIC MOSLEY/BLACKGROUND/INTERSCOPE
MERCY
& 3 DUFFY A&M
IN MY ARMS
KYLIE MINOGUE PARLOPHONE
W 6 HEY THERE DELILAH
PLAIN WHITE T'S FEARLESS/HOLLYWOOO
HATE THAT | LOVE YOU
RIHANNA FT. NE-YO SRP/DEF JAM
I'LL BE WAITING
LENNY KRAVITZ VIRGIN
4 NO ONE

8 ALICIA KEYS MBK/J

® 1o CHASING PAVEMENTS
ADELE XL

10 {1 SHADOW OF THE DAY
LINKIN PARK MACHINE SHOP/WARNER BROS
NEW SOUL

2 13 YAEL NAIM TOT QU TARD

12 14 STOP AND STARE

ONE REPUBLIC MD5LE Y INTERSCOPE
13 12 ABOUT YOU NOW
SUGAR BABES ISLAND
BUBBLY
COLBIE CAILLAT UNIVERSAL REPUBLIC

. WHEN IIM GONE
15 35 SupLE pLAN LAVA/ATLANTIC

Data for week of MARCH 29, 2008 |

14 17
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SALES DATA
COMPILED BY

niclsen
SoundScan

25 ARTIST
‘;S TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL
MICHAEL BUBLE
ﬂmsyqugsﬁyamspmss 10031}/\%5@ BRO_S._

3 VARIOUS ARTISTS

UPRIGHT, GRAND AND ALL RIGHT: MASTERS OF JAZZ PIAND UNIVERSAL MUSIC SPECIAL MARKETS 008144 EXSTARBUCKS
‘@ 3 3 MELODY GARDOT

HEART VERVE 010468/VG

CHRIS BOTTI
ITALIA COLUMBIA 07606/SONY MUSIC +
DIANA KRALL
THE VERY BEST OF DIANA KRALL VERVE 008412/VG &
QUEEN LATIFAH
TRAV'LIN' LIGHT FLAVOR UNIT/VERVE 009203/VG
PINK MARTINI
| HEY EUGENE! HEITZ 37
CHARLES LLOYD QUARTET
RABO DE NUBE ECM 010663 UNIVERSAL CLASSICS GROUP
~ TONY BENNETT
TONY BENNETT SINGS THE ULTIMATE AMERICAN SONGBOOK YOL 1 RPIALEGACY.COLUMBIA 15320,S00Y BMG
THE BBC BIG BAND ORCHESTRA
BIG BANDS: MUSIC FROM THE WAR YEARS MADACY SPECIAL PRODUCTS 52249/MADACY
THE PUPPINI SISTERS
THE RISE AND FALL OF RUBY W00 VERVE 010416/VG
MARIAN MCPARTLAND
TWILIGHT WORLD CONCORD JAZZ 30528/CONCORD
TONY BENNETT
TONY BENNETT 501Y BMG CUSTOM MARKETING GROUP 53745/MADACY
14 11 3 DIANE SCHUUR

SOME OTHER TIME CONCORD JA7Z 30614/CONCORD
,;m.“ 13 8 WYNTON MARSALIS ,
el STANDARDS & BALLADS LEGACY COLUMBIA 10428/SONY BMG
THE PUPPINI SISTERS
BETCHA BOTTOM DOLLAR VERVE 008408/VG

16 14 37

: NANCY LAMOTT
E 17015 3 oK ME AGAI MIDDER 8 -
8 17 9 ELIANE ELIAS
SOMETHING FOR YOU: ELIANE ELIAS SINGS & PLAYS BILL EVANS BLUE NOTE 11795/8LG
JIMMY SMITH

LIVE AT THE BABY GRAND VOL. 1 BLUE NOTE 92785/BLG

RAYA YARBROUGH

RAYA YARBROUGH IELARC JAZZ 83658/TELARC

e DIANA KRALL

21 20 7B 00 i1 MOMENT ON VERVE 007323 V6

KEITH JARRETT, GARY PEACOCK, JACK DEJOHNETTE
MY FOOLISH HEART: LIVE AT MONTREUX ECM 0U9887 UNIVERSAL CLASSICS GROUP
SOPHIE MILMAN

MAKE HAPPY LINUS 270077/KDCH

MICHAEL BRECKER

PILGRIMAGE W 3095 HEADS UP

24 118 33
s g CHICK COREA & GARY BURTON

“" 2 THE NEW CRYSTAL SILENGE CONCORO 230630

TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL

LAST
WEEK
WEEKS
ON CHT
>
o
o
7]
1
CERT

0 PIERRE-LAURENT AIMARD |
W | BACH: THE ART OF FUGUE DG 010765/ UNIVERSAL GLASSICS GROUP |

2 SOUNDTRACK
NO RESERVATIONS DECCA 009397 UNIVERSAL CLASSICS GROUP

i
- o S JONAS KAUFMANN/PRAGUE PHILHARMONIC ORCHESTRA (ARMILIATO)
.. B ROMANTIC ARIAS DECCA 01083 UNIVERSAL CLASSICS GROUP
NEW
2 6

VARIOUS ARTISTS

PUCCINI THE GREAT OPERA COLLECTION DECCA 010645 UNIVERSAL CLASSICS GROUP
LANG LANG

THE MAGIC OF LANG LANG DG 010774/UNIVERSAL CLASSICS GROUP

NATALIE DESSAY
ITALIAN OPERA ARIAS VIRGIN CLASSICS 14365/8LG

O -
ANDRE RIEU

|
° 62 RADIO CITY MUSIC HALL: LIVE IN NEW YORK DENON 176857/SLG #

o SIR SIMON RATTLE/BERLINER PHILHARMONIKER
- MAHLER: SYMPHONY 8 EMI CLASSICS 01228/8LG
(o)

10 3 9

STILE ANTICO
WILLIAM BYRD/THOMAS TALLIS: HEAVENLY HARMONIES HARMONIA MUNDI 807463
MORMON TABERNACLE CHOIR ORCHESTRA AT TEMPLE SQUARE {JESSOP)
MACK WILBERG REQUIEM MMUMMUN [40E LE CHOIR 1936466
1 5 g KRONOS QUARTET AND WU MAN
L ] TERRY RILEY: THE CUSP OF MAGIC NONESUGH 360508/ WARNER BROS
13 2 DAVID RUSSELL
AIR ON A G STRING: MASTERPIECES |ELARC 80693
TONHALLE ORCHESTRA/ZURICH/DAVID ZINMAN/LUBA ORGONAS OVA
MAHLER: SYMPHONY NO. 4 RCA RED SEAL 16852 SONY BMG MASTERWORKS
20 32 YOYOMATHE SILK ROAD ENSEMBLECHICAGD SYMPHONY GRCHESTRA (HARTH-BEDOYA)
NEW IMPOSSIBILITIES SONY CLASSICAL 10319/SONY BMG MASTERWORKS
7 g2 YO-YO MA
APPASSIONATO SONY CLASSICAL 02668/SONY 8MG MASTERWORKS

LANG LANG
DRAGON SONGS DG 008233/UNIVERSAL CLASSICS GROUP +

9 24 THE 5 BROWNS
BROWNS IN BLUE RCA RED SEAL 11322/SONY BMG MASTERWORKS

21 27 ANDRE RIEU
MASTERPIECES PHILIPS 009134/UNIVERSAL CLASSICS GROUP

29 SIMONE DINNERSTEIN

:0:0:000

10 BACH: GOLOBERG VARIATIONS TELARC 80692
LIBERA
S ANGEL VOICES: LIBERA IN CONCERT £M| CLASSICS 03172/BLG
E STING
i21 8.7 SONGS FROM THE LABYRINTH DG 007220/UNIVERSAL CLASSICS GROUP
2]z B8 LanG LANGIORCHESTRE DE PARIS (ESCHENBACH)
2 BEETHOVEN. PIANG CONCERTOS NOS. 1 & 4 DG , UNIVERSAL CLASSICS GROUP
CECILIA BARTOLI
'm7 17122 MARIA [IECCA (103649 UNIVERSAL CLASSICH GROUP #+
24 11 9 GUSTAVO DUDAMEL/SIMON BOLVIAR YOUTH ORCHESTRA OF VENEZUELA
MAHLER. 5 [1fi 005637 UNIVERSAL CLASSICS GROUP
25 15 25 JOSHUA BELL

THE ESSENTIAL JOSHUA BELL SONY CLASSICAL 07416/SONY BMG MASTERWURKS

For chart reprints call 646.654.4633
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14 13 3t
15 12 2

@ 18 77

o SPYRO GYRA
g 600D TO GO-GO HEADS UP 3127

(18 MR
19 15 59
20 177

QD »w

e

@J' 22 29
(24 JPE"

ARTIST E
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL

HERBIE HANCOCK

RIVER: THE JON LETTERS VERVE 009791/V6
KENNY G
RHYTHM & ROMANCE STARBUCKS 30670/CONGORD
LIZZ WRIGHT

* THE DRCHARD VERVE FORECAST 010292/VG

MARCUS MILLER
MARCUS 3 DEUCES CONCORD JAZZ 30264 CONCORD

@ 10 2

PAT METHENY WITH CHRISTIAN MCBRIDE & ANTONIO SANCHEZ
DAY TRIP NONESUCH 371:828 WARNER BROS

PAUL HARDCASTLE

HARDCASTLE 5 TRIPPIN N RHYTHM 24

BOB BALDWIN

NEWURBANJAZZ.COM NUGROOVE 2001

KENNY G

114 IN THE MOOD FOR LOVE..THE MOST ROMANTIC MELODIES OF ALL TIME ARISTA 82690 RMG
MACEO PARKER

ROOTS & GROOVES HEADS LP 3134

ANGELLA CHRISTIE

 THE BREATH OF LIFE ACSM 231004/TASEIS

AL JARREAU

LOVE SONGS REPRISE WARNER BROS. 401532/RHINO

GERALD VEASLEY

YOUR MOVE HEADS UP 3130

VARIOUS ARTISTS

THE WEATHER CHANNEL PRESENTS: THE BEST OF SMODTH JAZZ MIDAS 90230
NAJEE

RISING SUN HEADS UP 3129

JESSY J

TEQUILA MOGN FEAK 30499/CONCORD

BONEY JAMES
SHINE CONCORD 30049

EUGE GROOVE
BORN 2 GROOVE NARAOA JAZZ 78763/BLG

DAVE KOZ
AT THE MOVIES CAPITDL 11405

GEORGE BENSON & AL JARREAU
GIVIN'IT UP MONSTER 2316 CONCORD

MEDESKI MARTIN & WOOD
LET'S GO EVERYWHERE LITTLE MONGTER 01

NORMAN BROWN

STAY WITH ME FiEr 50218 CONCORD
RICK BRAUN & RICHARD ELLIOT
RN R ARTIZEN

STANLEY CLARKE

THE TOYS OF MEN HEADS UP 3128
HOLLY COLE

HOLLY COLE KOCH 4404

=
{58 B2
=% 23

1 17
= 2 ‘8

6 43
8 8
® 95

@

10 69

7

24

N

14 14 7

(16 JRLIES

ARTIST =
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL §

ANDREA BOCELLI
VIVERE: LIVE IN TUSCANY SUGAR/DECCA 010665UNIVERSAL CLASSICS GROUP @

SARAH BRIGHTMAN
SYMPHONY MANHATTAN 46078/BLG

- ANDREA BOCELLI

THE BEST OF ANDREA BOCELL: VIVERE SUGARDECCA 009988 UNIVERSAL CLASSICS GROUP &

- PAUL POTTS

ONE CHANCE SY( () COLUMBIA £5517/SONY MUSIC

~ JOSH GROBAN B

AWAKE 143 REPRISE 44435 WARNER BROS # =
ANDREA BOCELLI O

~ L0 MEJOR DE ANOREA BOCELLI: VIVERE SUGAR SIENTE 653534 UNIVERSAL LATIND

SOUNDTRACK

LA VIE EN ROSE ODEON/EMI CLASSICS 67822/BLG

THREE GRACES

THREE GRACES DEC * 014914

THE ROYAL SCOTS DRAGOON GUARDS

SPIRIT OF THE GLEN Uu . 537 FONTANA INTERTATIONAL

SARAH BRIGHTMAN

DIVA: THE SINGLES COLLECTION NEMO STUDIO/ANGEL 73671/8L6

IL DIVO [ 1
SIEMPRE SYCO COLUMBIA 02673/SONY MUSIC

ANDREA BOCELLI

UNDER THE DESERT SKY SUGAR/DECCA 007831/UNIVERSAL CLASSICS GROUP &
JOSH GROBAN o
NOEL 143/REPRISE 231548 'WARNER BROS. # ;

JUANITA BYNUM & JONATHAN BUTLER
GOSPEL GOES CLASSICAL FLOW 1894/ MARANATHA}

THE BRIAN SETZER ORCHESTRA
WOLFGANG'S BIG NIGHT OUT SURFOOG 211388 WARNER BROS

@1 ROYAL PHILHARMONIC ORCHESTRA
. £ [ DRIGINAL AMERICAN CLASSICS THE MOST BEAUTIFUL LOVE SONGS DIRECT SOURCE SPECIAL PRODUCTS 9194

@ 17 82
@ 16 19,
D 2

HAYLEY WESTENRA

CELTIC TREASURE DECCA 008560 UNIVERSAL CLASSICS GROUP
SISSEL

NORTHERN LIGHTS DENON 17661/5LG

RUSSELL WATSON

THE ULTIMATE COLLECTION DECCA 007849/UNIVERSAL CLASSICS GROUP

| ne- CHLOE
@ B CHLOE VALLEY ENTERTAINMENT 15216 EX

Q 23 16

22 19 58

TURTLE ISLAND QUARTET

A LOVE SUPREME: THE LEGACY OF JOMN COLTRANE TELARC 80684

MORMON TABERNACLE CHOIR/ORCHESTRA AT TEMPLE SQUARE (JESSOP)
_ SHOWTIME! MUSIC OF BROAOWAY ANO HOLLYWBOO MORMON TABERNACLE CHOIR 4973811

VARIOUS ARTISTS

q TRIO MEDIAEVAL
k i FOLK SONGS ECM NEW SERIES/ECM 009888/UNIVERSAL CLASSICS GROUP
24

18 9

25 214

STRING QUARTET TRIBUTE TG JOSH GROBAN TRIBUTE SOUNDS 60161

MARC RIBOT
EXERCISES IN FUTILITY TZADIK 8046
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CHARTS

EGEND

ALBUWM CHARIS

Sales data compiled from a comprehesive pool of U.S. music merchants by Nielsen
SoundScan. Sales data for R&B/hip-hop retail charts is compiled by Nielsen
SoundScan from a national subset of core stores that specialize In those genres.
@ Albums with the greatest sales gains this week.

FE O

Where included, this award indicates the titie with
the chart’s biggest percentage growth.

Where included, this award indicates the title
with the chart’s largest unit increase.

M Indicates album entered top 100 of The Billboard 200
and has been removed from Heatseekers chart.

PRICING/CONFIGURATION/AVAILABILITY

CD/Cassette prices are suggested list or equivaient prices, which are projected

from wholesale prices. ® atter price indicates album only available on DuaiDisc.

CD/DVD after price indicates CD/DVD combo only available. ® DualDisc available.
CD/DVD combo available. * indicates viny! LP is available. Pricing and viny! LP

avaitability are not included on all charts. EX after catalog number indicates title is

exclusive to one account or has limited distribution.

SINGLES CHARTS Fe—

RADIO AIRPLAY SINGLES CHARTS
Compiled from a national sample of data supplied by Nielsen Broadcast Data
Systems. Charts are ranked by number of gross audience impressions, computed by
cross-referencing exact times of airplay with Arbitron listener data. The exceptions
are the Rhythmic Alrplay, Adult Top 40, Adult Contemporary, Modern Rock and
Adult R&B charts, which are ranked by total detections.
. Songs showing an increase in audience (or detections)

over the previous week, regardless of chart movement.

RECURRENT RULES

Songs are removed from The Billboard Hot 100 and Hot 100 Airplay charts
simultaneously if they have been on The Billboard Hot 100 for more than 20 weeks
and rank below No. 50. Songs are removed from the Hot R&B/Hip-Hop Songs and
Hot R&B/Hip-Hop Airplay charts simultaneously if they have been on the Hot
R&B/Hip-Hop Songs for more than 20 weeks and rank below No. 50. Songs are
removed from the Pop 100 and Pop 100 Airplay charts simultaneousty if they have
been on the Pop 100 for more than 30 weeks and rank below No. 30. Titles are
removed from Hot Country Songs if they have been on the chart for more than 20
weeks and rank below No. 10 in detections or audience, provided that they are not
still gaining enough audience points to bullet. Songs are removed from Hot Latin
Songs if they have been on the chart for more than 20 weeks and rank betow

No. 20. Songs on Latin Airplay charts are removed after 20 weeks if they rank below
No. 20 in both audience and detections. Descending songs are removed from Adult
Contemporary if they have been on the chart for more than 20 weeks and rank
below No. 15, if they have been on the chart for more than 26 weeks and rank below
No. 10, or Iif they have been on the chart for more than 52 weeks and rank below
No. 5. Songs are removed from the Adult Top 40, Adult R&8, and Hot Dance Airplay
charts if they have been on the chart for more than 20 weeks and rank below No. 1S
(No. 20 for Rhythmic Airplay and Modern Rock) or If they have been on the chart
for more than 52 weeks and rank below No. 10.

SINGLES SALES CHARTS

The top selling singles compiled from a national sample of retail store, mass
merchant, and internet sales reports collected, compiled, and provided by Nielsen
SoundScan. For R&8B/Hip-Hop Singles Sales, sales data is compiled from a national
subset panel of core R&B/Hip-Hop stores by Nielsen Soundscan.

@ Singles with the greatest sales gains.

CONFIGURATIONS

@ CD single avallable. @ Digital Download available. @ DVD single avaflable.
@ Vinyl Maxi-Single available. { Vinyl single available. 99 CD Maxi-Single
available. Configurations are not included on all singles charts.

HITPREDICTOR

Indicates title earned HitPredictor status in that particular format based on
research data provided by Promosquad. Songs are tested online by Promosquad
using multiple listens and a nationwide sample of carefully profiled music
consumers. Songs are rated on a 1-5 scale; final results are based on weighted
positives. Songs with a score of 65 or more (75 or more for country) are judged
to have Hit Potential; although that benchmark number can fluctuate per format
based on the strength of avallable music. For a complete and updated list of
current songs with Hit Potential, commentary, polls and more, please visit
www.hitpredictorcom.

DANCE CLUB PLAY
Compiled from a national sample of reports from club DJs.
@ Titles with the greatest club play Increase over the previous week.

A\

ALBUM CHARTS

® Recording Industry Assn. Of America (RIAA) certificatlon for net shipment of
S00,000 albums (Gold). B RIAA certification for net shipment of 1 million units
(Platinum). @ RIAA cerufication for net shipment of 10 million units (Diamond).
Numeral within Platinum or Diamond symbol indicates album’s multi-platinum level.
For boxed sets, and double albums with a running time of 100 minutes or more, the
RIAA multiplies shipments by the number of discs and/or tapes. (> Centification for
net shipments of 100,000 units (Oro). [ Certification of 200,000 units (Platino).

[2] Certification of 400,000 units (Multi-Platino).

SINGLES CHARTS

® RIAA certification for SO0,000 paid downloads (Gold). Ml RIAA certification for

1 million paid downloads (Platinum). Numeral within platinum symbol indicates song's
multiplatinum level. O RIAA certification for net shipment of 500,000 singles (Gold).

MUSIC VIDEO SALES CHARTS

® RIAA gold certification for net shipment of 25,000 units for video singles.

" RIAA gold certification for net shipment of 50,000 units for shortform or

longform videos. ll RIAA platinum certification for net shipment of S0,000 units for
video singles. | RIAA platinum certification for sales of 100,000 wnits for shortform or
longform videos. Numeral within platinum symbol indicates song's muitiplatinum level.

DVD SALES/VHS SALES/VIDEO RENTALS

@ RIAA goid certification for net shipment of 50,000 units or $1 million in sales at
suggested retail price. ll RIAA platinum certification for sales of 100,000 units or $2
million in sales at suggested retail price. O IRMA gold certification for a minimum
sale of 125,000 units or a doltar volume of $9 miillion at retail for theatrically released
programs; or of at least 25,000 units and $1 million at suggested retail for
non-theatrical titles. [ ] IRMA platinum certification for a minimum sale of 250,000
units or a dollar volume of $18 million at retail for theatrically released programs, and
of at least 50,000 units and $2 mitlion at suggested retait for non-theatrical titles.

DEe Y ERQYERY

S Beww W compileta legend informatian

P NG MICHAEL JACKSON |

BN < vxs | GAINER

2 14 VARIOUS ARTISTS Q@
1 CAN ONLY IMAGINE: PLATINUM EDITION INO 20228/TIME LIFE {19.98)
GUNS N' ROSES

3 208: GREATEST HIIS GEFFEN 0017 14/JGA (16.98) n

4 935:' BOB MARLEY AND THE WAILERS
LEGEND: THE BEST OF 80B MARLEY AND THE WAILERS TUFF GONG/SLAND 548504/ (13.988.9) & ®

ILLER 25 LEGACY/EPIC 17986°/SONY BMG (1998) ¥ |

THE BEATLES

[ v
IQE‘IEE ARTIST E
:_Fm} ZZ  TITLE IMPRINT & NUMBER / DISTRIBUTING LASEL (PRICE)
2
3
4
0

: 150882 | ot 20325 chPiTOL (18.98/12.98) - 3

[ 5 630 TOM PETTY AND THE HEARTBREAKERS Y
_GREATEST HITS MCA 110813/UME (18.98/12.96) L

MICHAEL JACKSON W

NUMBER ONES MJJ/EPIC 88998/SONY MUSIC (18.98/12 98) o
749 JOURNEY &
_JOURNEV S GRE_ATEST HITS LEG}CY/COLUMBIA 85889, SONY BMG {18.98/12.98)
7 720 QUEEN
i GREATEST HITS HOLLYWOEO 161265 (18.98/11.98)
9 162 MICHAEL BUBLE
IT'S TIME 143 REPRI 1_1_68946;WARNER BROS. {18.98) ¥

10
@ 17 go4 BOB SEGER & THE SILVER BULLET BAND

(=3

[oo]

_GREATEST HITS CAPITOL 30334 (16 98)
13 578 CREEDENCE CLEARWATER REVIVAL
CHRONICLE THE 20 GREATEST HITS FANTASY 2*/CONCORD (17.95/12 98)
264Y BON JOVI
CROSS ROAD MERCURY 526D13/UME (18.98/11.98)
151 ORIGINAL BROADWAY CAST RECORDING
WICKED DECCA BROADWAY 001682/DECCA (18.98)
26 102 RASCAL FLATTS
. __ME AND MY GANG LYRIC STREET 165075/HOLLYWDOD (18 98)
9 ORIGINAL BROADWAY CAST RECORDING
JERSEY BOYS RHINO 73271 (18 28)
818 AC/DC
i BACK IN BLACK LEGACY/EPIC B0207*/SONY BMG (18.98) ®
17 2 VARIOUS ARTISTS
BELLA LUNA SUINY 5MG CUSTOM MARKETING GROUP 13481 EX/STARBUCKS (16.98)
23 103 TIM MCGRAW
GHEATEST HITS VOL 2: REFLECTED CURB 78891 (15.98)
14 SOUNDTRACK
HIGH SCHOOL MUSICAL WALT DISNEY 861426 (12.98)

4 149 JACK JOHNSON
IN BETWEEN DREANS -JACK JOHNSONBRUSHFIRE/UNIVERSAL REPUBLIC 004149*/UMRG (13 98)
DEF LEPPARD

18 470 VAULT -- GREATEST HITS 1980-1995 MERCURY 528718/UME (18.98/11.98) In

19 4 JIMI HENDRIX a
~ " EXPERIENCE HENDRIX: THE BEST OF JIMI HENDRIX EXPERIENCE HENDRIX 111671 /UME (18.98/12.98) %

7 LYNYRD SKYNYRD i ]
ALL TIME GREATEST HITS MCA 112220/UME (18.98/12.98)

cas PINK FLOYD
22 1598 DARK SIDE OF THE MOON CAPITOL 46001+ (18.98/10.98) &

28 43 CELINE DION
i ALL THE WAY..A OECADE OF SONG 550 MUSIC/EPIC 63760/SONY MUSIC (12.98 EQ/1 8.98)_

42z CREED ]
24135 GREATEST HITS WIND-UP 13103 (18.98 CD/DVD) ® ‘.
EVANESCENCE 6]
3219 pen wiv UP 13063 (18.98) - a
TIM MCGRAW
29 877 E@TEST HITS CUHB 77978 (18.9?/1_2.98' E
METALLICA
o2) 8 _METALLICA ELEKTRA 61113*/AG (18.98/11.98) 7 ¢
10 g JEFF BUCKLEY
il iRACE COLUMBIA 57528/S0NY BMG (12.98)
33 183 ELVIS PRESLEY
30 gg ALANJACKSON
GREATEST HITS VOLUME Il ARISTA NASHYILLE 54860/S8N (18.98)

SHANIA TWAIN
S4 - 34 75 GreareST TS MERCURY 003072/UMGN (13.98)

] EAGLES
*." 38 155 THE VERY BEST OF THE EAGLES WARNER STRATEGIC MARKETING 73971 (25.98)
@ THE BABY EINSTEIN MUSIC BOX ORCHESTRA
B T ! BABY EINSTEIN: LULLABY CLASSICS BUENA VISTA 861085/ WALT DISNEY (7.98)
@.. 45 g MICHAEL JACKSON
(L THE ESSENTIAL MICHAEL JACKSDN LEGACY/EPIC 94287/S0NY 8MG (25.98)

@ CELTIC WOMAN
: CELTIC WOMAN MANHATTAN 60233/8LG (18 98)
39

39 308 LINKIN PARK
(HYBRID THEORY) WARNER BROS. 47755 (18.98/12.98)
LIL WAYNE
40 36 55 THA CARTER Il CASH MONEY/UNIVERSAL MDTOWN 005124 */UMRG (13.98)
VAN HALEN
a4 e __GEST OF VOLUME 1 WARNER BROS. 46332 (18.98) @
T 4ar JOSH GROBAN
42 35 196 CLOSER 143/REPRISE 48450/WARNER BROS. (18.98) #
L8 DROPKICK MURPHYS
[Ny THE WARRIOR'S COOE HELLCAT 80472*/EPITAPH (13.98)
o VARIQUS ARTISTS
CELTIC FAVOR{TES MADACY SPECIAL PROOUCTS 52247/MADACY (13.98)

@ ' 45 978 THE BEACH BOYS
THE VERY BEST OF THE BEACH BOYS: SOUNDS OF SUMMER CAPITOL 82710 (18.98) &

USHER
-ENTRY
e Bl CONFESSIONS LAPACE 63982/70M5% (18.98/12.98)

y POISON
A7 143 36 1¢ BesT OF POISON: 20 YEARS OF ROGK CAPITOL 49510 (1898) @

@ ; THE BEATLES
b 4 ABBEY ROAD APPLE 46446°/CAPITOL (18.98/12 98)

5 . MICHAEL BUBLE
) 42 "190 MICHAEL BUBLE 143/REPRISE 48376/ WARNER BROS. (18.98)

GEORGE STRAIT
SO 144 129 5'\mgeR ONES 1MCA NASHVILLE 000459/UNGN (25.98)
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TOP POP CATALOG: Catalog Albums are 18-month-old titles that have fallen beiow No. 100 on The
Bitlboard 200 or re-issues of older albums. Total Weeks colu; ects combined weeks title has
appeared on The Billboard 200 and Top Pop Catalog Albums. INTERNET: Reftects physical
albums ordered through internet merchants. based on data collected by Nielsen SoundScan. Catalog
titles are included. TOP DIGITAL: Release sold as a complete album bundle through digital download
services. BILLBOARD.BIZ CHART: See Chart Legend for rules and explanations.

© 2008. Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. All nghts reserved
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SALES DATA
COMPILED BY

'.‘..]

;oundSan

=2
ARTIST Title 8% &
MPRINT / DISTRIBUTING LABEL :5
Trilla 1
SLIP-N-SLIDE/DEF JAM /IDJMG

SNOOP DOGG Ego Trippin '3 1

2 DOGGYSTYLE/GEFFEN /IGA —

’- 2 JACK JOHNSON Sleep Through The Static | o ]

. _BRUSHFIRE /UMRG =
SARA BAREILLES Little Voice

& 6 2 |_EPIC ‘SONY MUSIC s

F o1 VAMPIRE WEEKEND Vampire Weekend

= XL /BEGGARS GROUP 1

'-' 12 16 SOUNDTRACK Across The Universe: Deluxe Edition 10

INTERSCOPE /1GA
SOUNDTRACK
COLUMBIA /SONY MUSIC
S90S ONEREPUBLIC

2
o

August Rush | gg |

Dreaming Out Loud 20 @

o MOSLEY/INTERSCOPE /IGA
T | SOUNDTRACK Once
B A s soNY MUsic SOUNOTRAX /COLUMBIA @ i ._
5 m THE DAVE CLARK FIVE The Hits __
- DAVE CLARR EX
41 13 14 SOUNDTRACK Juno 2% @

FOX/RHINO /AG

EDDIE VEDDER
= 1912 MONKEY WRENCH J 'RMG

THE BLACK CROWES
LR SILVER ARROW /MEGAFORCE
KATE VOEGELE
MYSPACE/INTERSCOPE /IGA

AMY WINEHOUSE
UNIVERSAL REPUBLIC /UMRG

into The Wild (Soundtrack) 69

Warpaint |,

14 10 7 Don't Look Away 35

15 16 36 Back To Black 14

; 213 "
& &S ARTIST Title E
5 | == S8 IWPRINT & NUMBER/ DISTRIBUTING LABEL i
1 28

SOUNDTRACK Once % @
CANVASBACK/SONY MUSIC SOUNDTRAX 10586:/COLUMBIA® el
SOUNDTRACK
INTERSCOPE 010271/1GA
5 1 HERBIE HANCOCK
1 VERVE 009791/VG

e ———

| 10 Across The Universe: Deluxe Edition 0 E

River: The Joni Letters 5

SARA BAREILLES Little Voice
i LU 1 | EPIC 94821/SONY MUSIC e
1 7 JACK JOHNSON Sleep Through The Static A ."
] BRUSHFIRE 010650 UMRG
i AMY WINEHOUSE Back To Black
i 8 37 UNIVERG EFURLIC (48428 /UMRG 44 .
» 9 JACKSON BROWNE Solo Acoustic Vol. 2 [
' (INSIDE 8021 - S
s 9 ALAN JACKSON Good Time 5
3 ARISTA NASHVILLE 19943/SBN s
9 MELODY GARDOT Worrisome Heart 425/

VERVE 010468/VG
10 MILEY CYRUS  Hannah MomanaMiey Cyrus: The Best Of Both Words Concert 4 0
_HOLLYWOOD 001251 EX/WALT DISNEY @&

5> VARIOUS ARTISTS | Can Only Imagine: Platinum Edition 1
INO 20228/TIME LIFE

ot 3

12 17 5 MICHAEL JACKSON Thriller 25 _ T4
LEGACY/EPIC 17986° SONY BMG @

. THE HIGH KINGS

r MANHATTAN 21344/BL6
. VAMPIRE WEEKEND

W48 24 T8 x0 515+ 8E66ARS GROUP

= THE BLACK CROWES
15 52 SILVER ARROW 01° MEGAFORCE

The High Kings 154

Vampi;e %ken—d 25

Warpaint 34

A NEW JOURNEY
= ¥ E_E_LT_IC_‘WDMAN (MANHATTAN/M‘ =
THE HIGH KINGS
THE HIGH KINGS (MANHATTAN/BLG)
|'55 IRISH FAVORITES
T THE STARLITE SINGERS (MADACY SPECIAL PRODUCTS/MADACY
4 25 THE DARJEELING LIMITED
SOUNDTRACK (FOX/ABKCO)
CELTIC LADIES: COLLECTOR'S EDITION
WICHELLE AMATG/RDSALIND MCALLISTER/SARAH MOORE (MADACY)
5 75 RODRIGO Y GABRIELA
RODRIGO Y GABRIELA (ATO)
g g 'RISH TENORS
VARIOUS ARTISTS (MADACY SPECIAL PRODUCTS/MADACY)
6 VENUS ON EARTH
1 DENGUE FEVER (M&C) .
i CELTIC THUNDER: THE SHOW
L CELTIC THUNDER (CELTIC THUNDER/DECCA)
SPIRIT OF THE GLEN

2 THE ROYAL SCOTS GUARDS (UCJ/FONTANA INTERTATIONAL

IRISH PUB CLASSICS
VARIOUS ARTISTS (@ RECORDS)

12 10 38 WONDERFUL WORLD
ISRAEL *I2' KAMAKAWIWD'DLE (3G BOY/MOUNTAIN APPLE)

2 THE MANDE VARIATIONS
. TOUMANI DIABATE (WORLD CIRCUIT NONESUCH/WARNER BROS.)

@ __, DEVOTION
CHEB | SABBAH (51X DEGREES)

16 11 8 ILEMBE: HONORING SHAKA zZULU

LADYSMITH BLACK MAMBAZD (GALLO/HEADS UP)

Data for week of MARCH 29, 2008
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SALES DATA
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SoundScan

TOP

EATSEEKERS.

ARTIST Title Title i
LABEL & NUMBER / DISTRIBUTING LABEL (PRICE) ; ; - 4 EL & NUMBER / DISTRIBUT

fv}x ,?FE,I\]TI,EEXF‘EGN:EL;OMOSAP!EN Eleventh Hour m";mhﬂ ! VAGRANT 494 (13.98) ] Red Of Tooth And Claw
2 ;H\IEA#»:NGSS:SJBTGGI?B 98) The High Kings m%:::( : 27 ffﬁfﬂo'a?sﬂ 98) Snpreatable
i &ﬁmﬂ 19512°/SONY MUSIC (11.98) DlacilaiSrectacutay mmm - a-l Xx;g; 0080* (15.98) B Alopecia
B s Dot e :ﬁ:ﬁﬁﬂ B2 8 4 T SN west s Working Man's Cafe
& g&ﬁﬁﬁaovhézg?rzcofnauunen (17.98) ® ImRumaniRampagey :Elntﬂew . m 33 150 EJEB';?ZUVEGP.E]S; 38) Dressed Up As Life
33 FIVE FINGER DEATH PUNCH The Way Of The Fist - 30 4 jgN;’n(?ogﬂfgf)E FALCON Los Mejores 99 Chistes Vol. 1
B e T TES Lust Lust Lust The DYD Loy of IM e Dan In Real Life (Soundtrack)
4 38?{;1}\)1,/51'2115' (14 98) For Emma, Forever Ago the film viglds 4 L(E:_TDGS?%';’! ((?AFQSORROW Kingdom Of Sorrow_
£ ;?I;jhgsomsgwxglas N AskinglEonGlowers ::zta:::lelsn::ek | 94 ‘ (S [';Ao;gng':‘!gmmwmxs (15.98) ® Made In The Dark
2 yn@lﬁgtéosuchg;tbgﬁaozed/CONCORD (18.98) Mareus :isni‘tee::‘::l:ber i xg\iﬁ\;gmg%gi WARNERIBRDS. (41398 e el
S5 (3 sawmaia (AU p BEACH HOUSE Devotion
S\ﬁHL:iAﬂt!J‘SUS %) GorawayaWhite : e 2 ﬁﬁou ISLAND 009497/IDIMG (9.98) Yourelviulalitorehro:
gtll'\ﬂcéf’)(‘f ESE\(VAA'?EO?GO(!:M DV0) & Ty :-. i gN?ELESvEJ,;kE?QzXQgNER BROS. (13.98) No Really, 'm Fine
Is_o?:vsBSGUNAo:TE?235(152!9,:)A¢L0A - Puros Exitos Chacas ﬁc%ﬁy;*;?]?gE)MEMBER For Those Who Have Heart
é}';ﬁ%ﬁmﬁniﬂim Showtime g\hE:l( HAN%AF}I;) é\arfn MARKETA IRGLOVA WITH MARIA TUHKANEN AND BERTRAND GALEN 1 _ ..o Season
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TITLE IMPRINTENUMBER/DISTRIBYTING LABEL 1 3 . - A . S — - .
You’re Awful, | Love You The High Kings The High Kings 5 DeiThe Funky Homosapien

'3 @l RICK ROSS L . 5 .
B 1 | THILLA SLIP-N-SLIDE/DEF JAM 009536°/10MMG___ Ludo The High Kings The High Kings | Eleventh Hour
SNOOP DO : :

EGO TRIPPIN DOGGYSTYLE GEFFEN 010835/1GA

VAMPIRE WEEKEND

VAMPIRE WEEKEND XL 318 BEGGARS GROUP

FLOGGING MOLLY

FLOAT SIDEONEDUMMY 1348*

ERYKAH BADU

NEW AMERYKAH: PART ONE (4TH WORLD WAR) UNIVERSAL MOTOWN 010800°/UMRG

DEL THE FUNKY HOMOSAPIEN

B ELEVENTH HOUR DEFINITIVE JUX 156°
MESHUGGAH

OBZEN NUCLEAR BLAST 11937

"THE BLACK CROWES

WARPAINT SILVER ARROW 01*/MEGAFORCE

"JACK JOHNSON [ ]
SLEEP THROUGH THE STATIC BRUSHFIRE 110580°/UNMRG ¥

2 'STEPHEN MALKMUS & THE JICKS
REAL EMOTIONAL TRASH MATADOR 772*

1 FAT JOE
E THE ELEPHANT IN THE RODM TERROR SQJAD 14619/IMPERIAL

1: RADIOHEAD
12 12 12 aingoues 180 21622°/4TO

S ! DROPKICK MURPHYS
| THE MEANEST OF TIMES BORN & BRED 001*/LG @
VARIOUS ARTISTS
HOW GREAT THOU ART: GOSPEL FAVORITES FROM THE GRAND DLE DPRY. LIVE OPRY/RCA NASHMLLE 20033/S8N

11 38 AMY WINEHOUSE 2]
. BACK T0 BLACK UNIVERSAL REPUBLIC 008428*/UMRG

Five Finger Death Punch
The Way Of The Fls{

1 Melody Gardot
. Worrisome Heart

Dragonforce
Inhuman Rampage

-3
‘= Flobots
Q Fight With Tools

Los Cuates De Sinaloa
Puros Exitos Chacas

Banda Guasavena
Mi Primo, Mi Amigo, Mi Hermano
g The High Kings
The High Kings
g Kathleen Edwards

As kmg For Flowers

1 Bon lver
dg For Emma, Forever Ago

‘? The High Kings
@ The High Kings

. Del The Funky Homosapien
" Eleventh Hour

Puros Exitos Chacas Marcus 1’ Melody Gardot
Worrisome Heart

Eleventh Hour
Del The Funky Homosapien Los Cuates De Sinaloa Marcus Miller

4 Kathleen Edwards
Asking For Flowers

' KakiKing

" Dreaming Of Revenge

Emily West, who counts Patsy Cline and Bette Midler among

her influences, is riding the Hot Country Songs chart with HEATSEEKERS: The best-selling album: Levon Hetm
. by newanddeve.oomgaacts %Zrn‘e":‘:swp 6 Dirt Farmer
SR 5 g \ave ==
her debut single, “"Rocks in Your { ! Aapdlsl 1 . ITOOgTth\Q\?&a%eerOE:thEKODIOOf - Bon Iver o
H = 5y « s,
Shoes.” Find out more about the Jessy J, “Tequila Moon ﬁEUms T(%Chnsr:an.l%%umsfmpGOSDEI | For Emma, Forever Ago
H : N . ums or Top Latin Atbums If & - It
spunky singer/songwriter from iowa The Portland, Ore.-born artist’s debut single bullets at No. 7 e e v Waang) a Dragonforce

inhuman Rampage

this week on billboard.com on the Smooth Jazz chart in our sister publication Radio & N ntert o Tastemane -
9 Tastemaker the al LN} i
| Records. She got her big break as a member of the backing |  naspiosralsise: pne of moenon [ g:;gwfl'm‘;;'(h“z
Go to billboard.com/breaking to -— stores from Independent retailer =
.COM discover developing artists making { band for contemporary jazz mainstay Paul Brown ¥ o & The Gutter Twins
thelr inaugural chart runs each week. | L . ) Sl Saturnalia
Data for week of MARCH 29, 2008 | For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data 61
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A

AHORA ENTENDI
AHORAES 71
ALL-AMERICAN GIRL \Ca
ALL AROUND ME

ALMOST |
AMANTES ESCONDIDOS
AMERICAN BOY

AMIGA PDR FAVOR
TE AMO s
ANOTHER TRY

THE ANTHEM ©

APDLOGIZE

A-PUNK

B

BACK WHEN | KNEW IT ALL (Chor= BIMI Lille Biscur®

BIG GIRLS DONT CRY
BLEEDING LOVE

THE BOSS

BOYFRIEND/GIRLFRIEND [
BRAID MY HAIR

BREAK THE ICE

BUBBLY
BUST IT BABY (PART 1) |

BUST IT BABY APART 2)

A
BUSY BEING FABULOUS

CADA QUE... 3
CALABRIA 2008
CANT HELP BUT WAIT :
CASH FLOW
CHAMPION

CHECK OUT MY LEAN
CHING-A-LING

|
CLEANING THIS GUN (COME ON IN BOY)
CLUMSY

COMIENZ0 DEL FINAL

COMO EN LOS BUENOS TiEMPos 1 7
COMO UN LOBO

CONTEQ REGRESIVO

COSAS DEL AMOR

COUNTRY MAN

CRANK DAT BATMAN
CRUSHCRUSHCRUSH

CRYING OUT FOR ME

CRY LONELY

CUSTOMER

D

DAMAGED
DANCE LIKE THERE'S NO TOMORROW e
DECLARATION gms IS 1T

DY KNOW

DIAMOND GIRL

DO IT LIKE THIS N
DONDE ESTAN CORAZON K

DONT STOP THE MUSIC (f1" “rr 2003 I

SONG

DROP & GIMME 50 Mk e 11+

DUNN. DUNN Eort I
ELEVATOR

ELLA MENEA
EMOTIONAL

ESTOS CELOS
EVERY DAY

EVERY OTHER WEEKEND

F

FAKE IT
FALLING INTO YOU 0
FALLING SLOWLY
FALSETTO

FEEDBACK 1
FEELS LIKE TONIGHT

FINALLY

¢

FLASHING LIGHTS

FREAKY IN THE CLUB * 1 | LT

G

GET BUCK IN HERE

GET LIKE ME (STUNTIN' IS A HABIT} /!
GET SILLY N

GIMME MORE

GIRLFRIEND

GOD MUST BE BUSY

GOOD FRIEND AND A GLASS OF WINE 1.

i

GOOD LIFE

GOOD LOVE i
GO ON GIRL

GOTAS DE AGUA DULGE M
GOT ME GOING "1.¢ +*

GRIPPIN®

GUNPOWDER & LEAD

H

HAPPY ENDINGS

sl
HATE THAT t LOVE YOU

HAVE YOU EVER
HE HATES ME
HERO/HEROINE

4
HEQ BABY (JUMP OFF) 11~

HOLLER BACK
sl

HOLLYWOOD'S NOT AMERICA (1

HOME
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HONEY

HURT AGAIN "Ly | T g

HYPNOTIZED (

R
b

1 CAN SLEEP WHEN M DEAD v s W

0 i
for ! !

| CANT BELIEVE IT'S ME ¢ ,‘:u Ind lug Sky “uisic

1 DECIDED I
| DON'T KNOW WHEN TO QuIT

1 DONT LOVE YOU LIKE THAT
IF | HAD EYES
IF YOU DION'T LOVE ME

1GOTTA THANG FOR YOU (
3 A7

TKNOW

I'M DONE

1M GETTIN' MONEY
1 MISS YOU

IMME o b

IM SO HODD ¢

M STILL A GUY
I YOURS
INDEPENDENT

IN LOVE WITH AGIAL

INOLVIDABLE
INTERNATIDNAL HARVESTER )

IN THE MORNING

INTO THE NIGHT e 5 O
| REMEMBER /- / AT Lo

1 SAW GOD TODAY

ISTILL MISS YOU

IT AINT NO CRIME

TS GOOD T0 BE US

ITS NOT MY TIME di

1 WONT TELL

JUST FINE

JUST GOT STARTED LOVIN YOU )

K

KILLA

KISS KISS |
M Happyrul b
KRISTOFEERSON -

LA DERROTA (I
LA RATA FLACA
LAST NAME

o 3
LAST TIME |
LA TRAVESIA
LAUGHED UNTIL WE CRIED ¢ M
LA VECINA

LETS DO IT
ETTER 70 ME

-'mm; Cadne; TFHaE Coanire

Pl - otapsig el

(i

LIFE OF DA PARTY 1, (4 G e BV

LIKE WHOA
1\ POF B4

LIKE YOU'LL NEVER SEE ME AGAIN 1
LOLLIPOP (7, 6

L (g LAWBM 141008
LONG COOL WOMAN
LONG 59)\'0 TORUIN M | Taeh BAIIL v
LOVE DONT LIVE HERE

/

LOVE IN THIS CLUB
LOVE IS A BEAUTIFUL THING =/, 01

LOVE IS FREE /.

it

LOVE LIKE THIS (S 1Y ASCAP Sory £]

Mk

LOVE SONG
Low
Luv
[ ,v 9 L
LUXURY TAX |
B
d 4(‘
(at
MAL

DITO TEXTO |
MAYBE SHELL GET LONELY 1
WE ARRODILLO ANTE I
ME ENAMORA (5 B
ME MUERD (- ©
MICORAZONCITO
 DOUGIE
I

MY LOVE

NEVER NEVER LAND - In
NEVERTOO LATE ©

NEVER WOULD HAVE MADE IT

NEW SOUL

NINEINTHEAFTERNOON W W
NO AR {

I HID G T
NO ME DIGAS QUE NO « i ASS2P)
NO ONE

NQ PUEDO OLVIDARLA |
NOT A STAIN ON ME 11

o

ONE FOR ALL TIME

OURSONG (<

PARALYZER

£L PERDEDOR
PEROONAME

PICTURE TO BURN
PIECE OF ME |

PLAYAZ ROCK

POCKETFUL OF SUNSHINE FIVI 2 oo+ 10

POP BOTTLES I

i
POR QUIEN ME DEJAS (Pecr Inf *nafiona BMIY L™ #/
POR TI BABY 7 l
PORTRAIT OF LOVE (Z el 11 < P
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L Loy o i PP Ao F0 Eany
PSYCHO !
QUIERO
RAIN

31
READY, SET DONT GO
REALIZE

RIDER PT 2 i
THE RIVER

ROCKS IN YOUR SHOES /1.

ROCK STAR
11, ‘IA

RUMED AL SU

RUN THE SHOW

SAY
SEE YOU AGAIN
SENSUAL SEDUCTION (', (1
SEXYCANI
SHADOW OF THE DAY
d n
SHAKE IT
SHAWTY GET LOOSE

SHE GOT IT

SHE LIKES IT IN THE MORNING
y

SHE'S A HOTTIE At

SHES S0 FLY (IM SO HIGH) 1 1.4
I I

SHIFTWORK

SINGLE AGAIN
BN

SINPERDON

SIN TU AMOR | 3

§I TE AGARRAN LAS GANAS (CIERRA LDS 00S)

§I TU TE VAS ste
SVMALL TOWN SOUTHERN MAN

SOBRE MIS PIES |/ ”ﬁ

SOLO TENGO 0J0S PARA

SOMETHING ABOUT A WOMAN

SOME THINGS NEVER CHANGE
)

SOMETIMES

SORRY

S0Y u;LfAL QUETU
SOY SOLO UN SECRETO

STAY DOWN
STEALING CINDERELLA

STOP AND STARE

STRONGER WOMAN
SUFFOCATE
\

SUGA SUGA SUGA
SUPA SEXXY
SUPERSTAR

SWAGGA shin |
SWEETEST GIRL (DOLLAR BILL)(

T

TAKE YOU THERE (€. Al Yl

TAKIN' OFF THIS PAIN
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TATTOO

TEACHME

TEARDROPS ON MY GUITAR ©
TEENAGE LOVE AFFAIR |/ 3
TE LLORE

TE QUIERD

TE QUIERQ MUCHO

THAT'S GANGSTA

THAT SONG IN MY HEAD

THESE HARD TIMES

THINGS A MAMA DONT KNOW

THINGS THAT NEVER CROSS A MAN'S MIND

THIS IS ME YOURE TALKING TO

THROUGH THE FIRE AND FLAMES
TIL 1 WAS A DADDY T00

TOUCH MY BOOY

TRYING TO STOP YOUR LEAVING "

UCANT

|
UMMA DO ME
UN BUEN PERDEDOR W g
UNTIL THE END OF TIME Tings
EL VASO DERRAMA 101 (.

WATCHING AIRPLANES
THE WAY | AM

THE WAY THAT [ LOVE YOU
WE WERENT CRAZY

WHATEVER IT TAKES
WHAT HURTS THE MOST

WHAT IS IT
WHAT KINDA GONE

WHAT YOU GOT

WHEN | SEE U

WHEN IT RAINS
WHEN YOU LOOK ME IN THE EYES

WHO THE F*** IS THAT?

Uis)
WITH YOU

WOMAN
WONT GO HOME WITHOUT YOU 1015

WORKIN' FOR A LIVIN
WORK THAT

YAHHH!
YA NUNCA MAS
Y0 QUIERO
YOUNG LOVE

YOU'RE GONNA MISS THIS (=) &lack

YOU'RE WELCOME /1)
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For ad placement in print and online call Jeff Serrette 800-223-7524/jserrette@billboard.com

Call Benjamin Alcoff - Help wanted advertisment postings in print and online 646-654-5416/Ben.Alcoffi@nielsen.com

PROFESSIONAL T-SHIRTS
SERVICES

TALENT

SGBULSLEI\IS

Hailing from Brazil, SoulsilenS departs on their world tour,
to promote "Several Feelings" and become one with fans
worldwide. SoulsilenS is a way of saying peace within, and
in other words, the silence of the soul. They offer an array of
emotional experiences that a lows you to connect with
yourself through inner thoughts, feelings, and expressions.

If anything sets SoulsilenS apart from their rock counterparts,
it's their message: When you have peace within, you can
truly love others.When we are one with ourselves, we can
be a society of one. And then cf course, they rock!

From one guitar with rusted strirgs, and a crazy drum made

of old buckets, SouisilenS now invites you to experience
their world tour with emotions unparallel.

Soulsile

REAL ESTATE

LAS VEGAS PALMS PLACE CONDO -

READY TO RECORD? HOW
ABOUT SOME HELP?

Contact us today
and we'll send
you your FREE

y c(’b‘n‘:' __..’
J

ING &
EATHASTER

st that's full
. of great recording §
S tips and tricks,

(866) 677-7911
www.discmakers.com/bb

"DISC MAKERS®

LEGAL SERVICES

THE LAW FIRM OF
ANTHONY VERNA
Entertainment Law, Copyright Law,

and Trademark Law.
NYCCopyrights.com,
NYCTrademarks.com

Call: 212-618-1210 or 917-348-0108

Email: law@nyctrademarks.com

Y 3 o .‘
S www.soulsilens.com h;‘g"{‘;l*n*h*

MUSIC
MERCHANDISE

50th floor spectacular Strip view. Purchased at

‘Friends and Family” Pre-construction price BUY DlRECT AND SAVE!

almost three years ago for $642,000. Available
now at discount. Information

MKMKMK@COX.NET

PROMO &
MARKETING

most extensive listings available.
For free catalog call (609) 890-6000.
Fax (609) 890-0247 or write
Scorplo Muslc, Inc.
P.O.Box A Trenton, N.J. 08691-0020
emall: scorpiomus@aol.com

While other people are raising their prices, we
are slashing ours. Major label CD's, cassettes
and LP's as low as 50¢. Your choice from the

WHITE EAGLE MUSIC
PROMOTIONS: PROMOTING
RECORDING ARTISTS,
SONGWRITERS & FILMS
WORLDWIDE!

Now accepting Cds & DVDS for Representation,

CALL US TODAY AND ASK

ABOUT THE

BILLBOARD CLASSIFIEDS

INTRODUCTORY OFFER FOR

Distribution, Record, Licensing, and Publishing
Deals. Music & Film Conference Promotion
including NARM, California, May 2008 and Film
Festival De Cannes , France, May 2008 .Also

NEW ADVERTISERS!

1-800-223-7524 or

Radio/Advertising Promotion Campaigns.
Phone: 800 - 839 - 1066.

jserrette@biliboard.com

www.whiteeaglerecords.ca

Ul e o Teis?
B o o

BACKSTAGE
FASHION

Worldwide Distributors of Licensed.

ROCK & NOVELTY T-SHIRTS,
STICKERS, PATCHES, FLAGS & MORE!
Check out our website catalog:

Ww.backstage-fashion.com
or call for a free price list/flyer (dealers only):

800-644-ROCK

(outside the U.S. - 928-443-0100)

BILLBOARD CLASSIFIED GOVERS WEIIYTIIING

W

- DUPLICATION
REPLICATION -

- VINYL PRESSING -
-CD ROM SERVICES-

- DVD SERVICES
FOR SALE -

- PROMOTION &
MARKETING SERVICES -

- MUSIC DISTRIBUTORS -
- AUCTIONS -
- RECORDING STUDIOS -
- REAL ESTATE -
- INVESTORS WANTED -
- STORES FOR SALE -
- EQUIPMENT FOR SALE -
- STORE SUPPLIES -
- FIXTURES -

- CD STORAGE CABINETS -

- DISPLAY UNITS -
- PUBLICITY PHOTOS -

- INTERNET/WEBSITE
SERVICES -

- BUSINESS SERVICES -
- MUSIC INSTRUCTION -
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- CONCERT INFO -
- VENUES -

- NOTICES/
ANNOUNCEMENTS -

- VIDEO -
- MUSIC VIDEO -
- POSITION WANTED -
- LISTENING STATIONS -
- FOR LEASE -

- DISTRIBUTION NEEDED -
- EDUCATION OPPORTUNITY -
- HELP WANTED -

- MASTERING -

- AUDIO SUPPLIES -

- ROYALTY PAYMENT -

- PRINTING -

- MUSIC PRODUCTION -
- METAMUSIC -

- STAGE HYPNOTIST -
-CD FAIRS & FESTIVALS -
- MUSIC WEBSITES -

- NEW PRODUCTS -

- DOMAIN NAMES -

- BUSINESS
OPPORTUNITIES -

- COMPUTER/SOFTWARE -
- MUSIC MERCHANDISE -
- T-SHIRTS -

- EMPLOYMENT
SERVICES -

-DJ SERVICES -
- FINANCIAL SERVICES -
- LEGAL SERVICES -

- LEGAL NOTICE -
-ROYALTY AUDITING -
- TAX PREPARATION -
- BANKRUPTCY SALE -

- COLLECTABLE -

- PUBLICATIONS -

- TALENT -

- SONGWRITERS -

- SONGS FOR SALE -
- DEALERS WANTED -
- RETAILERS WANTED -
- WANTED TO BUY -
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LETMUSICRING

Billboard’s Annual Independent’s Day Issue

Are you making waves with new music, using the most
cutting-edge music delivery services or have the most creative
branding strategies? Billboard's annual indie issue is for you! This
issue is dedicated to the drivers of innovation, new ideas and best
practices in the indie sector!

Be a part of this special issue and put your message in front of our
global community of industry decision makers!

Issue Date: June 28th :: Ad Close: June 4th

To Advertise, contact: Charles Perez :: cperez@billboard.com

TO ADVERTISE, CONTACT: =
NEW YORK LOS ANGELES  LONDON NASHVILLE I r
646.654.5581  323.525.2299 44.207.420.6075 615.383.1573 ¢

EXPERIENCE THE BUzZZ

Limited Edition Posters
30 Historic Covers To Choose From

LARGE POSTERS: $295 plUS shlpplng. Image size.is approx 22" x 30" (Paper size: 24" x 32")

s \.v.mmﬁ
A MEDIUM POSTERS: $195 plus shlpplng. Image size is approx 15" x 20" (Paper size: 17" x 22")

Posters are printed on Legion Somerset Velvet—an archival

S ENT WEEK
\‘ \ watercolor paper—with Epson Ultrachrome Pigment Inks.
3 The longevity of the pigment inks and the paper exceeds
The Museum of Modern Art Standards of 90 years plus.

Order Today: WWW.Billboar d.Com/ pOSter

Bl pouns

o Yorsrmy M ek
ARSI RS

@ Copyright 2008 by Nielsen Business Media. Inc. All rights reserved.
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TURNTABLE

Send submissions to: exec@billboard.com

RECORD COMPANIES: Island Def Jam Music Group hames
Mark Lehmann VP of Web and mobile marketing. He was VP
of Web marketing at direct-to-consumer mobile entertain-
ment company Flycell.

Walt Disney Records names Brian Malouf VP of A&R. He
was most recently a freelance record producer.

Boxing promoter/entrepreneur Butch Lewis becomes
CEO of Voicez Music Group, a new joint venture with Def
Jam/Universal Records. He will continue to produce
sports and entertainment projects under the Butch Lewis
Productions banner.

"\WA

LEHMANN

TOURING: AEG Live taps John Valentino as senior VP for the
concert promotion firm’s West Palm Beach, Fla., office. He
was executive VP at Florida promoter Fantasma Productions.

The Nederlander Organization and Professional Facilities
Management have tapped Bob Klaus as GM of North Car-
olina’s 2,800-seat Durham Performing Arts Center, slated to
open in December. He was GM of the Time Warner Cable
Music Pavilion at Walnut Creek in Raleigh, N.C.

Outback Concerts in Nashville names Rick Whetsel direc-
tor of special events. He was founder of Nashville-based in-
dependent promoter Great Big Shows.

DIGITAL: Nokia taps Elizabeth Schimel as head of global
music, where she will lead the company’s mobile music ac-
tivities as part of the Entertainment and Communities Group.
She was senior VP of content development at Comcast.

RADIO: Radio Disney names Michael G. Riley senior VP/GM.
He served in the samerole at Turner Broadcasting Systemin
Europe, the Middle East and Africa.

RELATED FIELDS: Lionsgate Music appoints Lenny Wohl
GM/executive VP of business affairs. He was executive in
charge of music for DreamWorks.

Dick Clark Productions, an independent producer of TV
programming, appoints Orly Adelson president. She was
founder of Orly Adelson Productions,

Bryan Rabin launches event lifestyle/brand marketing
firm Bryan Rabin Inc. He co-founded event production firm
Rabin Rodgers.

Music/DVD distributor St. Clair Entertainment Group taps
Gary Pacheco as VP/GM of the company’s audio music divi-
sion. He was senior VP of development and acquisitions at
marketing company Direct Source Special Products.

—Edited by Mitchell Peters

BEYONCE, ERIK KABIK/RETNA

( WORKS

CAMPBELL, MANILOW, MATHIS SET FOR SOS
GALA

Glen Campbell, Petula Clark, Steve Lawrence, Monica Mancini.
Barry Manilow, Johnny Mathis and the Gregg Field Orches-
tra have been tapped to perform at the Society of Singers’ pres-
entation of the 17th Ella Award to legendary singer/TV host
Andy Williams. This year’s silent auction and dinner, set for
May 19, will be held at the Beverly Hilton Hotel in Beverly
Hills, Calif. Tickets for the event range from $600 to $2,500.
Further information is available at singers.org. Proceeds will
benefit the nonprofit SOS Emergency Relief Fund and the
Scholarship Fund. SOS is a nonprofit organization that pro-
vides comprehensive services to meet the emergency finan-
cial needs of professional singers worldwide.
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2008 SXSW MUSIC FESTIVAL
The South by Southwest Music Conference and Festival brought
thousands of fans and industry professionals together for its
22nd year March 12-16 in Austin. Attendees were treated to more
than 1,500 musical acts from 30-plus countries. R.E.M. and My
Morning Jacket were among the heavy hitters that showcased,
while Lou Reed, Seymour Stein and Steve Reich were among

the speakers.

‘3

‘BODY OF WAR’ ROCKS AUSTIN

One of the week’s highlights was the star-studded “Body of War”
showcase held March 13 at Stubb’s, featuring Kimya Dawson, Serj

Tankian, Tom Morello, Brett Dennen, Brendan James, Ben Harper and
Billy Bragg. Directed by Ellen Spiro and Phil Donahue, the moving

MILLER/WIREIMAGE.COM

Young.

documentary "Body of War” follows Irag War veteran Tomas Young's
journey from soldier to anti-war activist. PHOTOS: COURTESY OF GARY

o From left are Serj Tankian, Mason Jennings, Tom Morello, Kimya
Dawson and Billy Bragg following their performance.

Clockwise, from bottom left, are Tomas Young, directors Ellen
Spiro and Phil Donahue, and Young's mother, Cathy Smith.

American Bang performed “Home Mr. President,” which they

wrote for Tomas Young and the event. From left are Bang mem-
bers Kelby Ray, Neil Mason, Jaren Johnston and Ben Brown. pHoTO
COURTESY OF JEANEEN LUND/RETNA

o Billboard group editorial director Tamara Conniff with Tomas

e From left are Serj Tankian, Tom Morello and Billy Bragg.
more SXSW on page 66
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To watch video from Austin,
go to billboard.com/sxsw.

STAR VEHICLE

Inside Track was on hand last week in
Rahway, N.J.,, to watch Beyoncé film the
bulk of her role as Etta James in the up-
coming Sony BMG film “Cadillac
Records.” Beyoncé is also an executive
producer on the project, which chron-
icles the story of Chess Records. The
title stems from founder Leonard Chess’
practice of giving each of his artists a
Cadillac upon joining his label.

Track watched as Beyoncé, dressed
in a brocade teal dress, thin light blue
heels, black dot earrings and a believ-
able frosted blonde wig, rehearsed and
shot a scene where Chess, played by

Adrien Brody, tells James that he’s sell-
ing the label.

The conversation takes placein are-
created '50s-style studio, complete with
vintage instruments and extras dressed
in tzilored suits and pork pie hats. Bey-
onceé and Brody chat just before she
records James’ heartbreaking hit “I'd
Rather Go Blind.” During the scene, the
actors had a particularly close interac-
tion, suggesting that James and Chess’
relationship was also romantic. Indeed,
as the actors practiced, the chemistry
between them became increasingly
steamy. By the end, Brody looked as if
he wanted to kiss Beyoncé as she
walked away.

BEYONCE
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John Williams, owner/meat manager of
w— Weiland's Gourmet Market, supplied meat to

Billboard’s very own South by Southwest showcase was held March 14 at nightclub Pangea and featured the Airborne Toxic Event, Christopher Denny, Switchfoot frontman photo-illustrator Stephen Webster for
Jon Foreman, Nicole Atkins, the Vines and Robyn. From left are the Vines' Ryan Griffiths and Craig Nicholls, Billboard group editorial director Tamara Conniff and the Vines’ Billboard's SXSW cover illustration. Weiland's
Brad Heald and Hamish Rosser. PHOTO: COURTESY OF TIM MO =R/GETTY IMAGES has been serving Central Ohijo since 1962

SXSW

continued from page 65

BMIACOUSTIC BRUNCH
BRINGS SONGS AND
SUNSHINE TO SXSW

BMi and Billboard hosted an invitation-
only Acoustic Brunch March 14 on the
lawn of the Four Seasons Hotel during
South by Southwest. Guests were treat-
ed to music from 10 up-and-coming
BMI singer/songwriters, who each per-
formed 15-minute sets. PHOTOS JRTES

OF RANDALL MICHELSON

o From left are BMI VP of writer/pub-
lisher relations/New York Charlie
Feldman, pianist Eldar, Billboard group
editorial director Tamara Conniff,
Billboard VP of integrated sales/associ-
ate publisher Brian Kennedy and
Eldar's manager, Alan Wolmark. pHo10
COURTESY OF RANDALL MICHELSON

From left are BMI senior VP of
writer/publisher relations Phil
Graham, BMI senior director of N
writer/publisher relations Samantha
Cox, Jamie Hartman and Kiris Houston A
v

of UK. kana Ben's Brother, BMI senior
executive of writer/publisher
relations/Europe Nick Robinson and
BMI asscciate director of writer/pubtish- # ¥
er relations Glenda Miller.

From left are BMI associate director

of writer/publisher relations/Latin
Marissa Lopez, artist Ceci Bastid and
BMI director of writer/publisher rela-
tions/Latin Porfirio Pina.

o From left are BMI associate director
of writer/publisher relations Casey
Robison, Billboard VP of integrated
sales/associate publisher Brian
Kennedy, Billboard senior editor
Jonathan Cohen, singer/songwriter
Kaki King, pianist Eldar and BMI senior
director of writer/publisher retations
Samantha Cox.

To watch video from Austin,

£om go to billboard.com/sxsw.

Billboard's seventh annual Music & Money Symposium in association with Loeb & Loeb was held March 6 at the
St. Regis in New York. From left at the event are Sony/ATV Music Publishing chairman/CEQ Martin Bandier,
Stage Three Music founder/managing director Steve Lewis, peermusic chairman/CEO Ralph Peer It and Fintage
House co-CEQ Niels Teves. PHOTO: COURTESY OF GARY HE/AP IMAGES
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March 6, 2008 - St. Regis Hotel - New York Cit}
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REPA K’

Environmentat Solutions
for Packaging & Displays

More Sustainable Solutions from Shorewood

Our “green” packaging portfolio is growing! REPAK® and Flip-Pak are the latest options in our greenchoice™
initiative for sustainable packaging solutions.

Each package has its own distinct design for disc delivery. The REPAK® features a unique recessed cavity that holds the
disc snugly in place. The Flip-Pak has a special pop-up mechanism that presents the disc when the package is opened.

Both meet our goals to provide you with “greener” choices that are best for your products, your business and our world. ;
* ALL PAPERBOARD designs for CDs and DVDs - not a plastic tray or hub in sight!

* Perfect for both virgin and recycled board and renewable inks & coatings - renewable, recyclable, sustainable!

* Ample billboard space to showcase graphics and tout your message!

We are committed to working with you to create a greener tomorrow. Call us today and let's get started. £ J
INTERNATIONAL@ PAPER

Shorewood Packaging

ChOICe The Choice is Yours

www.shorewoodpackaging.com
Environmental Solutions for Packaging & Displays from Shorewood Packaging



www.americanradiohistory.com



