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MySpace Caters To Majors, Not Indies

BY BOB FRANK

As president of Koch Records, the No. 1
independentin the United States, it is my
obligation to counter MySpace's efferves-
cent statements that patronized the inde-
pendent labels and informed us that we
were being offered the same deal as the
majors. Ina nutshell, MySpace has given
equity to the majors in what appears to
be an unhealthy and anti-competitive
arrangement while treating the indies as
second-class citizens.

A recent MySpace quote regarding Car-
rie Underwood shows a mind-bogglinglack
of understanding of the marketplace, or, as
I like to say, the field of battle. It's as if zero
market analysis was done. It reads as fol-
lows: “If MySpace features an independent
or unsigned artist nextto a major-label artist
like Carrie Underwood, that helps drive traf-
fic to the non-major label artist.

Incredible! For our upcoming Hate-
breed and Bubba Sparxxx records we can
only hope to be so lucky. Koch Records has
been the top U.S. independent for seven
years running. We have had many plat-
inum downloads, ringtones, hit singles
and No. 1 albums. Last week we had the
No. 1independentalbum in the States with
DJ Khaled’s latest. Maybe if we had posi-
tioned him next to Underwood, we would
have done 60,000 copies instead of 50,000
the first week. We'll never know. We don’t
need to be close to Carrie (although I do
wish she was signed to us).

The global independent sector includes
many labels like Koch. We are a public
company with a global presence and our

AN OPEN LETTER
TO APPLE CORPS
Once upon a time, or maybe twice, there
was an earthly paradise where little record
stores flourished . . .
And there once was a
young band called the Bea-
tles, who were discovered
by a record store owner by
the nameof Brian Epstein.
We all know the his-
tory of how the boys
changed the world. But
less is known about how
this record store owner believed in a
young band and helped them when they
most needed it. Not only did this soon-
to-be-ex-retailer become manager of the
Beatles, he also changed the world with
the creation of the template for a healthy
music industry by using the release of
singles and EPs to set up the sale of al-
bums to all retailers. The quality of
music was high and the branding of the
greatest music act was created and, most

4 BILLBOARD OCTOBER 11, 2008

peers are the many other labels including
Beggars, Domino and Epitaph that have
global hitartists who will be massive driv-
ers of value for MySpace. Yet MySpace
seems to view the indies as all operating
out of garages and basements. Itis uncon-
scionable that it gives equity positions to
the majors and treats independents as
lowly serfs after having built its service on
our backs—as MySpace acknowledges. In-
dependents make up 27.5% of the global
music market, according to the most re-
cent stats from Music & Copyright (2006),
yet no consideration was given.

In regard to the equity issue, which is at
the crux here, we should ask how this hap-
pened. When this service was first an-
nounced, we were thrilled and didn’t think
the independents would be left to fend for
ourselves, as happened in the Kazaa settle-
ment with the majors. My first thought after
learning of the equity play was that MySpace
didn’t understand that the major-label mar-
ket share numbers include many embed-
ded independents. We can only assume it
was ignorance. Indies distributed by the
majors should ask where their equity is.

This agreement reduces competition
by putting majors in a better position: Their
equity makes them stronger. We have to
ask ourselves, “Did MySpace push the ma-
jorstolower their standard penny rate per
stream in return for equity?” This may be
the big question that independents need
answered. It smells like reverse-engi-
neered, 21st-century digital price fixing.
We do not feel we are being quixotic. It's
simply about fair dealing in the market-
place. MySpace doesn’t have a monopoly

important, protected.

We recently learned of your first act
since the passing of Neil Aspinall and it
is a sad day for mom-and-pop record
stores and Beatles fans
who chose to shop with
record stores. Where once
Apple releases would be
made available to all music
stores, the Beatles' legacy
is now cheapened by your
decision to select Best Buy
as the exclusive retailer of
the DVD documentary “All
Together Now” about the Beatles and
Cirque du Soleil’s “Love” show. Thisisa
very sad turn of events and one that I hope

on social networking sites and this was
shortsighted on their part. Essentially the
MySpace deal is with the majors. They are
now MajorSpace. It makes no sense that
the majors will benefit from the utiliza-
tion of our content via their equity with-
out our participation.

To be clear, our issue is not with the ma-
jors having equity but with MySpace believ-
ing that we would accept this without similar
terms. The most obvious solution to solve
this issue with the independents would be
to deal with Merlin, the global rights body
forindies. Koch is one of the founding mem-
bers of Merlin, which was established pre-
cisely to enable services like MySpace to
deal sitmply and easily with the diverse in-
dependent community, and we support its
efforts. MySpace continually says it is em-
bracing the independents. Well, it’s still a
pretty cold and listless embrace. .o
Bob Frank is president of Koch Records
(kochrecords.com).

-EEDBACK

will not become the standard practice for
future Beatles projects.

To Paul McCartney, Ringo Starr, Olivia
Harrison and Yoko Ono: I implore you not
to listen to the siren song for this type of
business practice. We understand the lure
of big marketing plans but there is a bet-
ter way, and it should always include record
stores. We still hold out hope that Apple
will once again remember that it was a
record store owner who first loved the Bea-
tlesand gave them their wings. We ask that
you to treat us lovingly and cherish what
we bring to the music community.

Peace and love,

Michael Kurtz
recordstoreday.com

WRITE US. share your feedback with Billboard readers
around the world. Send correspondence to letters@billboard.com.
Include name, title, address and phone number for verification.

SUBSCRIBE. co to biltboard.biz/subscribe or call
800-658-8372 (U.S. toll free) or 847-559-7531 (International).

Letters should be concise and may be edited. All submissions published shall become the
sole property of Billboard. which shall own the copyright in whole or part. for publication
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>>>NOKIA
UNVEILS
COMES WITH
MUSIC

Nokia has unveiled
its all-you-can-eat
Comes With Music
package for the
United Kingdom,
although the scope
of its “unlimited
access to millions of
tracks” offer has
some potential
restrictions. It
launches Oct. 16.
Nokia has partnered
with the Carphone
Warehouse for the
launch, and ali four
major labels are
onboard. Comes
With Music will be
sold exclusively at
the United
Kingdom’s 805
Carphone
Warehouse stores
and its Web site for
£129.95 ($231.36).

>>>PAISLEY,
UNDERWOOD
TO CO-HOST
CMA AWARDS
Reigning Country
Music Assn. male
and female vocalists
of the year Brad
Paisley and Carrie
Underwood will co-
host the 42nd
annual CMA Awards
Nov. 12. In addition
to their hosting
duties, Paisley and
Underwood will
perform. Previously
announced
performers include
Brooks & Dunn,
Kenny Chesney and
Alan Jackson.

>>>PHISH
BACK FOR
2009 GIGS
After splitting in
2004, Phish is
regrouping for a
three-night run in
Hampton, Va. The
March 6-8 shows
will be the band’s
first since its
farewell gigs in
Coventry, Vt., more
than four years ago.
According to the
band’s Web site,
there will be
additional touring
activity from
guitarist/vocalist
Trey Anastasio,
bassist Mike
Gordon, keyboardist
Page McConnell and
drummer Jon Fish-
man throughout ’09.

QUARTER TO THREE

Indies Mull More
Aggressive Stance
In Digital Market

When it became clear that inde-
pendent labels were not going
to acquire equity stakes in the
MySpace Music venture that the
major labels received, the reac-
tion from the indie community
was swiftand impassioned (see
Opinion, page 4).

The emotional response re-
flects a renewed desire among
indies to press for equal treat-
ment in a digital music market
that is rapidly becoming more
competitive.

There was a time when the
independent community had
much of the digital playground
to itself, as major labels were re-
luctant to license their music to
services other than online retail-
ers and monthly subscription
services that only provided
downloads wrapped in digital
rights management restrictions.

Times have changed. Dur-
ing the last year, the majors
have reversed their position on
DRM-free downloads and free
on-demand streaming. Last.fm,
imeem and, most recently, My-
Space all now offer full-track
on-demand streaming of
major-label content when pre-
viously they were forced to limit
streams to 30-second samples
or block the music completely.

David Pakman, outgoing CEO
of indie music subscription serv-
ice eMusic (billboard.biz, Sept.
29), says he feels confident that
indielabels will retainan edge in
the digital music market.

“Sure the indies are going to
get more competition as the
majorss get more competitive in
the digital space,” Pakman says.

EXTRA POINT

BANK ON IT
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Declaration Of Independents

“But there are always 10 more
deals to be done and 10 more
services tosupport,and the in-
dies are always the first out the
door supporting them.

But amid efforts by the ma-
jors to extend their online reach
and fresh from the recent sting
of the perceived MySpace
Music slight, will indies and
their representatives and dis-
tributors like Merlin, the inde-
pendent Online Distribution
Alliance and the Orchard feel
compelled to take on more of a
major-label-like negotiating
stance in pressing their rights?

Merlin president Charles
Caldas, one of the more vocal
critics of the MySpace deal, ac-
knowledges that a shift in this
direction is possible.

“We're never going to be in a
position to act like we're Univer-
sal,” Caldas says. “But we can be
more strategic with regards to
how we deal with new services.
We're not going to be asking for
most-favored-nation status or

anything of that nature, but we
are going to be more aggressive
going forward.

Yet there is also growing ev-
idence that indies are benefit-
ing from the addition of
major-label content to the serv-
ices they once had to them-
selves, which may require that
they use caution in their quest
for equal treatment.

While not providing specific
figures, several online stream-
ing services tell Billboard that
the volume of music from inde-
pendent and unsigned artists
increases when the service gains
access to major-label catalogs.

Take Last.fm. Before it final-
ized deals with all the majors to
allow free on-demand stream-
ing, only music from indie and
unsigned artists who uploaded
their content to the service was
available for full-track streaming.
In January, the CBS subsidiary
added full-track streaming from
all four major labels, which has
helped boost traffic, although

www.americanradiohistorv.com
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The Orchard, which
distributes MATES
OF STATE and other
Barsuk Records
acts, says it will
drive for parity with
major labels at
online music
services.

»

-y -

Warner Music Group pulled out
in June due toa dispute over com-
pensation rates.

In August, Last.fm had 2.4
million unique visitors in the
United States, up 83% from a
year earlier, while average time
spent on the site totaled three
hours and 46 minutes, up 53%,
according to Nielsen Online.
And a company representative
also says Last.fm has seen a
surge in on-demand streams
for major-label and indie tracks
since it added music from the
majors, although specific data
wasn’t immediately available.

With added traffic comes
greater revenue. Indie artists
and labels in the past received
nothing for allowing services
like imeem, Last.fm and My-
Space to stream their music; it
was purely promotional. These
services have since imple-
mented ad-supported models

b’ |

MILEY TIX HERE

primarily to attract major-label
content, from which the indies
can now benefit.

[ronically, the equity stake
the majors get in MySpace
Music—which is at the heartof
the independent community’s
discontent—allows fora much
more lucrative ad-sharing deal
for all. Sources say the major
labels waived the per-stream
minimum fees they historically
demand from ad-supported
streaming services in return for
equity. With that minimum
gone, MySpace can simply offer
a straight revenue split on ad
revenue, which many say
makes the model more viable.

“The majors have donea great
thing by trying to make that
media model work,” Pakman
says. “ltmeans the model can be
profitable, and that’s exciting.”

But the indie groups believe
their content is of vital, if some-
times overlooked, importance
to the success of any service.
The Orchard CEO Greg Scholl
says that services offering only
major-label content have failed
in the past, while indie-only
eMusic continues to thrive, and
as such says to expect tougher
negotiations going forward.

“Yes, revenue goes up for
everyone when majors add their
content, because they drive more
customers to thesiteanda rising
tide lifts all boats,” Scholl says.
“[But] we will continue to be very
aggressive as we strike deals with
services. We want to drive for par-
ity, and we are focused more on
profitsharng. We want to estab-
lish a high benchmark forad-sup-
ported services.”

b- MOBILE: For 24/7 news and analysis on your cell phone
.ol or mobile device, go to: mobile.billboard.biz
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>>>0BAMA,
DURBIN PUSH
FOR PPM DELAY
Presidential candidate
Barack Obama and Dick
Durbin, both Democratic
senators from lllinois,
have sent Arbitron
president/CEO Steve
Morris a letter
expressing concern over
the company’s Portable
People Meter rollout
plans without Media
Rating Council
accreditation and have
requested that further
implementation be
delayed until the MRC
approves. Morris said,
“We support the MRC
accreditation process
and will continue to
pursue accreditationin
all markets, but the radio
industry should not wait
any longer for electronic
audience measurement.”

>>>‘GUITAR
HERO’ EYES ADS
The “Guitar Hero”
franchise will start
featuring in-game
advertising thanks to a
deal between
advertising network IGA
Worldwide and
Activision Blizzard. The
in-game ads will appear
in the PlayStation 3
version of the next
installment in the series,
“Guitar Hero: World
Tour.” The two are
working together to
determine how to
incorporate advertising
inthe games such that
they appear as part of a
natural in-game ad.
Such context could
include banners posted
in virtual arenas or
stickers on a guitar.

>>>TICKETSNOW
OPENS SELLING
TO CONSUMERS
TicketsNow, a subsidiary
of Ticketmaster, has
announced a new service
that will allow consumers
to sell tickets via the
secondary ticketing Web
site. Before Sell Your
Tickets on TicketsNow,
only authorized ticketing
brokers could post and
sell tickets through
TicketsNow. in order to
sell tickets on the Web
site, sellers must bein
possession of the ticket
being sold, provide a
valid credit card number
and live in the United
States. TicketsNow will
collect a 15% commission
from each ticket sold.

BY ED CHRISTMAN

GLAS
HALF
FULL

Digital Gains Partly Ease Physical Pain

Three-quarters of the way
through 2008, there are signs
of subtle shifts in the U.S. music
industry, all of them pointing to
a digital future.

Combined U.S. sales of al-
bums and track-equivalent al-
bums (or TEA, where 10
digital tracks equal an album)
totaled 377.4 million units
during the nine months end-
ing Sept. 28, down 5.3% from
398.6 million units during the
same period last year, accord-
ing to Nielsen SoundScan.

That marked a steeper fall
than the 4.7% year-on-year sales
drop recorded during the first
half of 2008, which was about
half the 9.1% decline posted
during the year-earlier period.

Butyear-to-date sales through
Sept. 28 alsorepresent a slower
rate of decline compared with
the first nine months of 2007,
when sales fell 8.4% from 435

million units a year earlier.

Digital music sales contin-
ued to play a crucial role in
staunching ongoing heavy
losses in physical sales. Com-
bined sales of digital albums
and TEA totaled 126.8 million
units, accounting for 33.6% of
combined album and TEA
sales, up from 24.3% from the
same period last year.

As they have during the last
two years, digital track sales
slowed in the third quarter
from the previous two quarters,
totaling 253.1 million units,
down from 261.3 million in the
second quarter and 281.4 mil-
lion in the first quarter. But
year-on-year, digital-track sales
growth remained robust, surg-
ing 30% during the quarter
from 194.9 million a year ear-
lier. Digital track sales during
the first nine months of 2008
were also up 30% from a year

earlier to 795.8 illion.

Digital album sales jumped
32% to 47.3 million, account-
ing for 15.9% of total album
sales, up from 10.6% during the
same period last year.

But bring physical sales into
the mix and the picturelooks far
gloomier. Combined sales of
physical and digital albums fell
11.7% to 298 million units dur-
ing the first nine months of the
year from the same period last
year, slowing from a 14.2% de-
cline posted in the year-earlier
period, but accelerating slightly
from an 11% decline in album
sales during the first half of 2008.
The obvious culprit was tanking
CD sales, which dropped another
17.1% to 249.2 million units
again slowing somewhat from
an 18.5% plunge a year earlier
but worsening froma 16.3% de-
cline posted during the first half.

Eleven albums sold at least 1
million units through the end of
the third quarter, compared with

HOW THE NUMBERS STACK UP

Sales And Share Trends For The First Nine Months Of 2008 source: Nielsen SoundScan
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COLDPLAY

20 during the same period in
2007. The top-selling title was
Lil Wayne's “Tha Carter 111,” with
2.5 million units sold. By com-
parison, Daughtry’s self-titled
debut album, the top-selling title
by the end of third-quarter 2007,
had sold slightly more than 2
million units.

Among digital albums, Cold-
play’s “Viva La Vida or Death
and All His Friends” was the
sales leader through the end of
the third quarter with 548,000
units sold. During the first nine
monthsof the year, four albums
passed the 200,000-unit mark
in digital sales, while only two
titles managed to do that dur-
ing the same period last year.

Thirty-four digital tracks
reached the million-unit sales
mark during the first nine
months of the year, led by Leona
Lewis’ “Bleeding Love,” which
was downloaded 3.1 million
times. Six other tracks also
topped the 2 mitlion mark. In
2007, when the best-selling
track at the end of the third
quarter was Gwen Stefani's
“Sweet Escape,” 26 tracks had
sold at least 1 million units, and
of those, two had passed the 2
million mark by the end of the
third quarter.

Sales of current album ti-
tles—that is, titles within the
first 18 months of their release
or older albums that stay in the
top half of the Billboard 200
and/or are active at radio—fell
16.5% to 169.3 million units
from 202.7 miilion units during
the same period last year. Sales
of catalog albums—titles older
than 18 months and not meet-
ingany of the other current-title
qualifications—are down 4.5%
to 128.6 million units from 134.6
million units in 2007.

Looking at genres, sales of
rock albums showed the great-
est resilience during the first

ine months of the year, slip-
ping 4% to 99.6 million units
from 103.7 million during the
same period last year.

All other genres were down
from last year as well. But the
genres that managed to limit
sales declines to single digits

were gospel, down 6.9% to 3.9
million units; new age, down
9.6% to 1.3 million units; and
soundtracks, down8.5%to 14.5
million units. Genres suffering
sales declines outpacing the
overall 11.7%fallin U.S. album
sales included country, down
16.6% to 30.9 million units; clas-
sical, down 13.1% to 7.9 million
units; jazz, down 13.5% 10 7.9
million units; and Latin, down
17.8% to 19.4 million units. R&B
dipped 18.3%10 55 million units,
and within that genre, rap was
down 19.3% to 25 million units.

Among store types, the de-
mise of financially troubled dis-
tributor Handleman and the
shift of its business to Ander-
son Merchandisers failed to
slow declining sales in the
mass-merchant sector. During
the first nine months of 2008,
mass-merchant sales eroded
17.4%, accelerating from a 16%
decline recorded during the first
halfofthe year. Meanwhile, in-
dependents slowed their de-
cline, with album scans down
7.7% through the end of the
third quarter, compared with a
first-half decline of 8.3%.

Nontraditional stores, the
lone bright spot in retail, saw
sales climb 19% for the nine-
month period, albeit with
growth slowing slightly from
the 20% increase those mer-
chants enjoyed in the first half
of the year. In the intervening
period, Starbucks, a nontradi-
tional account, has scaled back
in-store music sales.

In terms of record-label mar-
ket share, Universal Music
Group remained the leader dur-
ing the first nine months of the
year, accounting for 31.9% of
U.S. album and TEA sales, al-
beit down from 32.2% in the
same period last year. Sony
BMG Music Entertainment,
now known as Sony Music En-
tertainment following Sony’s ac-
quisition of Bertelsmann’s 50%
stake in their joint venture, still
holds the No. 2 spot with 24.3%,
but that's down from 24.9% a
year earlier. Warner Music
Group continues to grow mar-
ket share, climbing to 21% from
20.2% ayear earlier, as does the
independent sector, which col-
lectively had a 13.6% share of
U.S. album sales through the
end of the third quarter, up from
13% during the same period last
year. EMI, on the other hand, de-
clined slightly to 9.2% from
9.7% last year. e

STEPHAN CRANEANSCK
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We're dedicated to superior levels
of performance, too.

When it comes to quality service in the music industry, one bank has consistently performed at a higher
level. SunTrust. Our dedicated financial team knows the ins and outs of the music industry. For years we've

offered customized financial solutions for everyone from artists and producers to studio executives and
promoters. So whether you'd like to acquire a catalog, launch a new label, or even create an album, we'll
help you optimize performance.

For financial expertise that's in tune with your needs, visit suntrust.com/music, or call: Thomas Carroll, Senior
Vice President, Sports and Entertainment Specialty Group, SunTrust Investment Services, Inc. at 404.724.3477.

SUNTRUST

Royalty and Catalog Lending Financial Planning Retirement Planning Investment Management Seeing beyond money

Securities and Insurance Products and Services: * Are not FDIC or any other Government Agency Insured - Are not Bank Guaranteed - May Lose Value

SunTrust Sports and Entertainment Specialty Group is a marketing name used by SunTrust Banks, Inc., and the following affiliates: Banking and trust products and services are provided by SunTrust Bank.
Securities, insurance and other investment products and services are offered by SunTrust Investment Services, inc., an SEC registered investment adviser and broker/dealer affiliate of SunTrust Banks, Inc., and
a member of FINRA and SIPC. Insurance products and services are offered by SunTrust insurance Services, Inc., a licensed insurance agency.

©2008 SunTrust Banks, Inc. SunTrust and Seeing beyond money are federally registered service marks of SunTrust Banks, Inc. Mkt 72408
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LATESTg
NEWS |
FROME |

>>>CHESNEY TO

DEVELOP RUM
Country superstar Kenny
Chesney, who is known
almost as much for his
island lifestyle as he is for
his music, has partnered
with Constellation Spirits
to develop a new
premium rum. The joint
venture, Crouton Spirits,
will develop the rum.
Constellation and
Chesney will work
together on every aspect
of the development,
marketing and
advertising elements, as
well as product
positioning of the rum.

>>>HONDA
PLAYS PART IN
‘HSM 3’

Walt Disney Pictures’
“High School Musical 3:
Senior Year” will be
chockablock with Honda
brands, according to
Media Post. Honda
brands set to be seen in
the Oct. 24 release
include the Honda
Odyssey minivan, a pink
S2000 coupe, a Pilot
compact crossover and a
Civic Hybrid. In addition
to being seenin the film,
Honda cars will appear
in several co-branded
30-second spots, a co-
branded Web site and a
sweepstakes with a
2009 Honda Odyssey as
aprize.

>>>AC/DC
EXTENDS TOUR,
HEADS TO ‘ROCK
BAND’

AC/DC has extended its
Black Ice tour of North
America into early 2009.
New dates begin Dec. 20
in Fort Lauderdale, Fla.,
and the trek will swing
through the Midwest
before wrapping Jan. 31
in Nashville. The tour is
in support of a new
album of the same name,
due Oct. 21 exclusively
via Wal-Mart, Sam'’s Club
stores and AC/DC’s Web
site. In November, the
retailer will also be the
only U.S. source for
“AC/DC Live: Rock Band
Track Pack,” a special
edition of the popular
videogame devoted to
the band.

Compiled by Chris M.
Walsh. Reporting by Keith
Berman, Antony Bruno,
Jonathan Cohen, Kamau
High, Andre Paine,
Mitchell Peters, Ken
Tucker and Ray Waddell.

BY KAMAU HIGH

Super Bowl,
Super Sales

History suggests that Bruce Springsteen & the E Street Band
can expect to enjoy a sizable lift in sales after they leave the
stage following their Super Bowl! XLIH! halftime show at
Raymond James Stadium in Tampa, Fla., in February.

An analysis by Billboard (see chart, right) shows that
performances at the big game have boosted album sales by
as much as 420% the following week. It doesn’t happen all
the time, as Tony Bennett and Patti LaBelle can
attest. But given Springsteen’s superstar status
and reputation as an album-oriented artist, his
catalog is likely to enjoy some post-Super b
Bowl “Glory Days.” g

LEARNING TO FLY

A Super Bowl performance can generate lots of online buzz as well as sales.
ook what-it did for Tom Petty; who played at Super Bowi XLil Feb. 3; The
percentage of U.S. blog posts mentioning Petty jumped Dec. 2 on the news
that he would play the halftime show. Blog posts climbed again leading up
to the game. And then on game day and the day after, whooosh! t
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TOUCHDOWN

U.S. album sales data for some of the biggest sales jumps
following a Super Bowl halftime performance, excluding
albums that sold fewer than 1,000 units.

TOMPETTY Super Bowi XLII, Feb. 3,2008

“GREATEST HITS” 33,000 +196%
“ANTHOLOGY: THROUGH THE YEARS” 7,000 +240%
“FULL MOON FEVER” 2,000 +194%
PRINCE Super Bowl XLJ, Feb. 4, 2007

“THEVERY BEST OF PRINCE” 12,000 +147%
“PURPLERAIN” 7,000 +420%
THE ROLLING STONES Super Bowl XL, Feb. 5, 2006

“ABIGGER BANG” 6,000 +34%
“FORTY LICKS™ 4,000 +73%
PAUL McCARTNEY Super Bowl XXXiX, Feb. 6, 2005
“ALLTHEBEST™ 4,000 +246%
“WINGSPAN: HITS & HISTORY” 2,000 +161%
THE BEATLES, “1” - 17,000 +72%
JANET JACKSON Super Bowl XXXVIil, Feb. 1, 2004

“ALLFOR YOU" 2,000 +159%
“DESIGN OF A DECADE 1986/1996™ 2,000 +89%
JUSTIN TIMBERLAKE

“JUSTIFIED” 13,000 +60%
KID ROCK

“KID ROCK" 24,000 +20%
“DEVIL WITHOUT A CAUSE” 10,000 +69%
NELLY

“NELLYVILLE” 6,000 +40%
SHANIA TWAIN Super Bowl XXXVil, Jan. 26, 2003

“up” 67,000 +41%
“(OME ON QVER” 10,000 +48%
NO DOUBT

“ROCK STEADY” 12,000 +23%
“TRAGICKINGDOM” 3,000 +58%
STING

"THE VERY BEST OF . . . STING & THE POLICE” 4,000 +39%
U2 Super Bowl XXXVI, Feb. 3, 2002

“ALLTHAT YOU CAN'T LEAVE BEHIND" 46,000 +142%
“BEST OF 1980-1990" 14,000 +154%
“THE JOSHUA TREE" 7,000 +144%
AEROSMITH Super Bow! XXXV, Jan. 28, 2001

GREATEST HITS” — ~ 7000 _+100%
“BIGONES” 6,000 +73%
'NSYNC

“NOSTRINGS ATTACHED” 46,000  +23%
NELLY

*“(OUNTRY GRAMMAR" 76,000  +26%
PHIL COLLINS Super Bowl XXX1V, Jan. 30, 2000

“HItS” 10,000 +44%
GLORIA ESTEFAN Super Bowl XXXIil, Jan. 31,1999

“GREATEST HITS” 3,000 +48%
“GLORIA" 4,000 +29%

BIG BAD VOODOO DADDY

“BIGBAD VOODOG DADDY” 23,000  +183%
BOYZ 1l MEN Super Bowl XXXII, Jan. 25,1998

“EVOLUTION 31,000 +37%
ZZ TOP Super Bow! XXXI, Jan. 26, 1997

CGREATESTHITS” 7,000 +72%
DIANA ROSS Super Bowl XXX, Jan. 28,1996

“TAKEME HIGHER" 3,000 +74%
TRAVIS TRITT Super Bowl XXVIil, Jan. 30,1994

TRO-UB-LE 5,000 +61%
THE JUDDS

“GREATESTHITS” 4,000 +42%
“GREATESTHITS V0L 2" 3,000 +100%
“LOVECANBUILDABRIDGE” 3,000 +96%
WYNONNA JUDD, “TELL ME WHY” 13,000 +31%
WYNONNA JUDD, “WYNONNA” 7,000 +81%

MICHAEL JACKSON Super Bowl XXVIl, Jan. 31,1993

“DANGEROUS”

FUMBLE

21,000

+83%

U.S. sales data for albums that failed to get a Super Bowl

bounce.

SMOKEY ROBINSON, MARTHA REEVES, THE TEMPTATIONS,
QUEEN LATIFAH Super Bowl XX X{I, Jan. 25,1998
No albums sold more than 1,000 units during the week following

theSuperBowl .

JAMES BROWN Super Bowl XXX{, Jan. 26,1997

“20 ALL-TIME GREATEST HITS” 2,000 -2%
TONY BENNETT Super Bow! XXX, Jan. 29,1995

“MTV UNPLUGGED” 4,190 -17%
“PERFECTLY FRANK” 1,000 -7%
PATTI LaBELLE

“GEMS” 2,000 -1%

NP

Pt

SPRINGSTEEN: TODD ¢

CHART SOURCES: Nielsen SoundScan, Nielsen Online
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Jerry Reed

1937-20006

“Son, every dream I ever had, came true.”
—Jerry Reed

"HEG.

HoriPro Entertainment Group, Inc.

www.horipro.com

Memorials to Jerry Reed’s favorite charity: Wounded Warrior Project (https://www.woundedwarriorproject.org/)

Photo: www.normanseeff.com
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Industry Backs
New Mechanical
Royalty Rates

After years of acrimonious
debate and wide ranging pro-
posals over how to best set
mechanical royalty rates for
the next four years, the mu-
sic industry responded favor-
ably and perhaps with relief
to the U.S. Copyright Royalty
Board’s decision not to stray
from existing statutory or
prevailing industry rates for
physical product, permanent
digital downloads
master ringtones.

The CRB also adopted the
terms of a historic industry
settlement on rates for two
other types of services: inter-
active streaming and digital
rights management-wrapped
downloads. In thatagreement
involving the National Music
Publishers Assn. (NMPA), the
Nashville Songwriters Assn.
International, the Songwrit-
ers Guild of America, the
RIAA and the Digital Media
Assn. (DiMA), the settlement
agreed upon, in general, a me-
chanical royalty rate at 10.5%
of revenue, less composition
performance royalties, for in-
teractive streaming and lim-
ited downloads.

The CRB’s decision wrapped
up the first mechanical royalty
proceedings since the develop-
ment of legal online music serv-
ices and were thus the first to set
statutory rates for digital music.

and

Until now, permanent dig-
ital downloads, such as those
at Apple’s iTunes store and
Amazon, were set by industry
agreement at 9.1 cents, while
rates for master ringtones
were negotiated but typically
calculated at around 10% of a
ringtone’s retail price.

Even though proposals for
the new physical and digital
song rates were all over the
board, ranging from 4.8 cents
from DiMA to the 15 cents
sought by the NMPA, indus-
try groups say they welcome
the CRB’s decision to keep
rates, with all issuing state-
ments expressing satisfaction
with the decision because it
ends the uncertainty that dig-
ital music service providers
had been facing, even if the ac-
tual rates don’t give any one
party what it wanted.

“We are happy that the
judges recognize the impor-
tance of songwriters and
music publishers to the
music industry,” NMPA pres-

BAINWOL

POTTER

on all sides.”

DiMA executive director
Jonathan Potter also says he
was pleased with the CRB’s
decision. “Keeping rates
where they are will help dig-

ident/CEO David Israelite
says. “These events will bring
clarity and order to an envi-
ronment that for the past
decade has been hampered
by litigation and uncertainty

THE HOLD STEADY

Royalty Rates Before And After CRB Ruling

NEW MECHANICAL
ROYALTY RATES (ALL
STATUTORY RATES)

OLD MECHANICAL
ROYALTY RATES

Physical product 9.1 cents/
song (statutory rate)

Physical product
9.1 cents/song

Permanent digital
download 9.1 cents/song
(standard industry rate)

Permanent digital

| download 9.1cents/song

Mastertone ringtones |
Negotiated, typically
about 10% retail price
(i.e. about 20 cents fora
$1.99 ringtone)

Mastertone ringtones
24 cents/mastertone

SENSUS RULES

ital services and retailers con-
tinue to innovate and grow
for the next several years,
which will benefit songwrit-
ers, artists, labels and pub-
lishers,” he says.

RIAA chairman/CEO Mitch
Bainwol struck a similar tone,
observing that “no party got
everything it wanted, yet at
the end of the day, the cer-
tainty provided by this ruling
is beneficial.”

Meanwhile, Apple, which
had complained in a filing
with the CRB last year that a
sharpincrease in the mechan-
ical rate on permanent down-
loads would force the closure
of iTunes, said in a statement
that “we are pleased with the
CRB’s decision to keep royalty
rates stable.”

Indeed, the mechanical rate
for digital is 44.4% more than
DiMA’s proposal for a rate set
at 6% of wholesale, which for
a $7 album would have worked
outto 6.3 cents per track. Itis
also about 90% higher than
the minimum 4.8 cent rate
that DiMA had sought. 1t is
also almost 40% short of the
15 cents per track rate sought
by the NMPA. The rate also
falls 27% short of the 12.5
cents the NMPA was propos-
ing for physical albums.

“The most important thing
is we kept the penny rate,” Is-
raelite says. “We are very
pleased we kept the penny rate
intact; we didn’t want to move
to a percentage rate.”

He says he is also pleased
with the 24 cent master ring-
tone rate, which is substantially
higher than the 15 cent mini-
mum NMPA proposed, even if
it is somewhat short of 15% of
retail, which fora $1.99 down-
load, would be 30 cents.

While the RIAA says it is
happy with the decision, somne
label executives grumble that
the CRB should have em-
braced new mechanical rates
based on a percentage of rev-
enue, which might have pro-
vided more flexibility in
setting prices. With the mas-
ter ringtone rate set at 24
cents, “we are stuck with high
prices,” one executive says.
“Even if demand falls off for
ringtones, we can’t afford to
lower prices.”

Meanwhile, at press time,
the industry was still awaiting
President Bush’s signature on
the Webcaster Settlement Act
of 2008, passed by both houses
of Congress.

That bill will allow webcast-
ers, National Public Radioand
SoundExchange to continue
negotiating—even though
Congress is in recess until Feb.
15-—a settlement for royalty
rates, after Web broadcasters
blasted the initial rates set by
the CRB in May 2007. That set-
tlement is expected to set a roy-
alty rate retroactive to 2006 and
allow for a framework that
could resolve future disputes
through 2015, according to an
announcement by DiMA.« -

Pietroluongo has shepherded that signature chart through myr-
iad changestoreflect the industry’s migration to the digital age,

—
360 DEGREES OF BILLBOARD including the addition of download sales and streamed and on-

BILLBOARD NAMES PIETROLUONGO
DIRECTOR OF CHARTS

Silvio Pietroluongo, who has been Billboard’s associate di-
rector of charts since 2006, has been named the magazine’s
director of charts. He replaces director of charts/senior ana-
lyst Geoff Mayfield, who is leaving Billboard after 23 years to
join Universal Music Group Distribution (UMGD) as VP of
business analysis and market research.

Pietroluongo joined Billboard in 1989 as an intern and
during his tenure has served as chart manager for the
Billboard Hot 100, Pop Top 40 and Hot Digital Songs,
among others. He has served in various leadership roles,
including research supervisor and, most recently, direc-
tor of charts for Billboard Radio Monitor, which later
merged with Radio & Records.

During his tenure overseeing the Hot 100,

PIETROLUONGO
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demand Internet music content.

In his new role, Pietroluongo will oversee Billboard’s entire
charts operation, which includes more than 100 U.S. music
and video charts and more than 60 music charts from around
the world that appear in the magazine and on billboard.com
and billboard.biz. In addition to managing a staff of 12, he
will be Billboard’s chief liaison with Nielsen SoundScan,

Nielsen BDS and Nielsen RingScan, while leading the
company’s charge to expand its menu of social
networking charts.

Mayfield began his career in the music busi-
nessin 1975 as amanaging editor of Focus Ohio,
a Columbus, Ohio, entertainment magazine,
and then became music director at WBBY, ajazz
station in that city. In 1981, Mayfield moved to
Canton, Ohio, to become a communication
specialist for Camelot Music, work-

MAYFIELD
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ing in the advertising department, handling radio and TV produc-
tion, copy and public relations.

In 198S, he moved to New York to join Billboard as associate
retail editor, authoring the Retail Track column until 1989, when
he moved over to the Billboard chart department. In 1990, he
relocated to Los Angeles and took over responsibility for the
Billboard 200, which he has handled every week since then. In
1994, he was promoted to director of charts, and he added the
role of senior analyst to his responsibilities. In his new role, May-
field will oversee UMGD’s business analysis department.

“We wish [Mayfield] all the best as he takes on a new chal-
lenge . .. for Universal Music Group Distribution,” Bili-

board publisher Howard Appelbaum says.

“We are lucky to have Silvio, a 19-year veteran of
Billboard, expand his already strong leadership po-
sition in our charts department as the new director of
charts for Billboard,” Appelbaum says. “Under Sil-

vio’s direction, | am confident the quality and impor-
tance of our charts will continue to thrive as
we expand into new markets.” oee
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Seeking Order
InThe Court

Setbacks Emerge In Legal Battles
Against File Sharers

Recent legal setbacks in its fight against Internet piracy could in-
crease pressure on the recording industry lo re-examine its ad
hoc approach to targeting file sharers.

In late September, a U.S. District Court judge in Minnesota de-
clared a mistrial in what had been the first and only federal jury
verdict against a file sharer for illegally distributing copyrighted
music on a peer-to-peer network.

The RIAA had hoped that the original $222,000 jury verdict
against accused file sharer Jammie Thomas in October 2007
would serve as a deterrent against illegal file sharing. But Judge
Michael Davis ordered a new trial after saying he was wrong to
instruct the jury that the plaintiffs only needed to show that
Thomas was “making sound recordings available for distribu-
tion on a peer-to-peer network, regardless of whether actual dis-
tribution was shown.”

In another file-sharing case in February in which the RIAA
sought a default judgment against an alleged file sharer in Con-
necticut who failed to appear in court to face infringement charges,
a U.S. District Court judge dismissed the motion, describing as
“problematic” the RIAA’s allegation that infringement occurred
when music files were made available for distribution on a file-
sharing network. Similarly in April, a federal judge in Phoenix
ruled that saving music in a Kazaa folder didn’t constitute copy-
right infringement, although the defendant was later required to

pay $40,500 in damages afier he reformatted his hard drive, which
the judge deemed as willful destruction of evidence.

While most of the lawsuits filed by the RIAA against file shar-
ers have been quickly settled for a few thousand dollars and a
pledge to stop infringing activities, the Thomas mistrial and other
cases highlighting questions about the burden of proving copy-
right infringement raise the prospect that more accused pirates
could turn down automated settlement offers and mount vigor-
ous defenses.

Meanwhile, the U.S. Department of Justice, which had sided
with the RIAA in the Thomas case, recently succeeded in per-
suading the Senate Judiciary Committee to strip out a provision
from RIAA-backed legislation that would have given U.S. law en-
forcement the ability to pursue civil suits against copyright in-
fringers. The Intellectual Property Rights Act has since been
approved by both houses of Congress minus the provision.

In a letter to the committee in September, the DOJ argued that
“civil copyright enforcement has always been the responsibility
and prerogative of private copyright holders.” It also expressed op-
position to a separate provision still included in the legislation that
calls for the establishment of an executive-branch I P enforcement
coordinator, saying that such a position “constitutes a legislative
intrusion into the internal structure and composition of the pres-
ident’s administration.”

The RIAA nonetheless welcomed the House and Senate’s pas-
sage of the IP bill, noting that it includes other provisions to

JAMMIE THOMAS, left, with her
attorney BRIAN TODER, was found
guilty of copyright infringement last
year, but a federal judge recently
granted her a new trial.

strengthen 1P enforcement, such as devot-
ing additional resources to the FBI to study
and implement enforcement actions.

As for the Thomas decision, RIAA
spokesman Jonathan Lamy says the organi-
zation will decide soon whether to appeal it
or proceed with a retrial.

“We have confidence in our case and the facts assembled against
the defendant,” Lamy says. “As with all our illegal downloading
cases, we have evidence of actual distribution.”

The potentially growing legal tab posed by more file sharers
defending themselves in court and a tougher evidence burden to
meet may still be worth the expense, assuming the industry can
collect high statutory damages for copyright infringement. Cur-
rently, the law allows plaintiffs to seek damages of $750-$30,000
per work infringed.

Dave O’Neil, a partner at O’Neil & McConnell in Woodlands,
Texas, says the high potential damage awards are “one reason why
courts seem willing to mandate high burdens of proof.’

This could change. Some attorneys representing file sharers,
including RIAA nemesis Ray Beckerman, are working to con-
vince courts that statutory damages in copyright cases are uncon-
stitutionally excessive. In his opinion, Judge Davis also urged
Congress to give the question some hard thought.

If the expense of litigation grows just as the spoils of victory
shrink, it could change the RIAA’s calculus for going to war with
individual copyright pirates, according to Douglas Panzer, an in-
tellectual property attorney at Caesar, Rivise, Bernstein, Cohen
& Pokotilow in Philadelphia.

“The RIAA is still sitting on solid legal ground,” he says “How-
ever, this [Thomas] mistrial puts them in a far worse position in
terms of proving their case againstan infringer, and doing so with-
out litigating themselves into bankruptcy.”
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EVERYBODY’S TALKIN’

Five Buzz Topics At Popkomm 2008

Organizers of Popkomm, the younger of Europe’s two big music biz confabs, are kicking off the 2008 edition of the confer-
ence with a commitment to explore the “three C’s” of the music business: creativity, communication and commerce.

A trip to Berlin may not seem as glamorous as sunning yourself in the south of France for MIDEM, but Popkomm, set for
Oct. 8-10, retains a reputation across Europe and beyond as an event where deals are done—a talking shop that regularly

produces results.

With a conference, trade exhibition and showcase festival featuring more than 400 acts at 25 venues, there will be plenty
to occupy delegates at the event, of which Billboard is a media partner. Following are the key issues attendees can expect to

debate in the conference halls and bierkellers of Berlin.

CREATIVES FIGHT BACK
Whether it’s the Sony-BMG merger
and subsequent buyout or the Euro-
pean Commission’s (EC) attempts to
reform collecting society practices,
the creative process finds itself in-
creasingly intertwined with politics.

And Popkomm, the event’s manag-
ing director Ralf Kleinhenz says, “is being
increasingly recognized as a platform for conducting public po-
litical discussions.”

So the Bee Gees’ Robin Gibb will use his role as president of
CISAC, the international umbrella for collecting societies, to
argue against the EC’s attempts to reform societies’ national agree-
nients with authors.

Another aspect of outside “interference” with the creative sec-
tor—this time financial, rather than political—will be tackled by
iconic German film producer/director Wim Wenders. His speech,
investigating the relationship between film and music, will in-
vite debate about the conflict between artistic vision and budget-
ary constraints.

Sweden-based Petri Lunden, artist manager and president of
the International Music Managers’ Forun, says he will use his
keynote speech to focus on the positives of the 360-degree model.

“We, the managers, had it all along, so what’s the fuss about?”
he says. With wider adoption of the model, he adds, the industry
could have “a shot at real transparency.”

Other keynote speakers to watch for include Deutsche Gram-
mophon’s South African violin virtuoso Daniel Hope and Eric
Garland, co-founder/CEO of digital-entertainment research com-
pany BigChampagne.

SOCIAL NETWORKING
GOES MOBILE

The past year has seen a string of
ventures between music and mo-
bile companies aimed at encourag-
ing users to legally share content
through social networking.
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After Sony BMG formed a joint venture last year with Milan-
based Dada Entertainment to develop Web 2.0 social network-
ing via mobile, Vivendi Mobile Entertainment set up Web portal
ZaOza in February. MySpace has hooked up with carrier Voda-
fone while Nokia plans to promote its soon-to-launch Comes
With Music service via its Ovi mobile portal.

The competition between those various platforms and the
opportunities they offer the music industry will be a key focus
of Popkomm’s “Mobile Music” session.

“If you are an act or a major label, one of the biggest prob-
lems is getting above the noise and getting people to focus on
your work,” says the session’s joint moderator Ralph Simon,
founding chairman of the Mobile Entertainment Forum. “Mo-
bile social networking allows people to broadcast your music,
videos, photos to their family and friends.”

Steve Mayall, mobile director at London-based consultancy
Music Ally and the session’s other joint moderator, expects the
panel to be animated as participants analyze future challenges.

“How do you translate something that huge, like all the widg-
ets on Facebook, to the mobile?” he asks. “It’s always going to
be difficult to market a mobile service that charges users for
doing something on their phones.”

TURKEY STAKES ITS CLAIM
This year’s Popkomm partner
country is the sleeping giant of
southeastern Europe. Currently,
however, Turkey’s music industry
isattempting to re-energize its busi-
ness by tackling piracy and expand-
ing performing rights.

There’s been recent growth in the country’s fledgling digi-
tal sector; the number of broadband subscriptions rose to 4.5
million in 2007 and the country has some 61.1 million mobile
subscriptions, with more than 7 million ringback tones sold in
2007, according to 1FPI. Insiders say the country also has un-
tapped potential as an international touring market.

Domestically, Biient Forta, chairman of Turkey’s 1FPI affil-
iate Mu-Yap, says that “piracy, especially Internet piracy, con-
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tinues to be a threat.” However, he adds that a new copyright
law “now provides an international framework through amend-
ments made in line with [European Union] legislation.” Rev-
enue also looks set to rise through performing rights deals
recently struck with Turkish hotels, broadcasters and the coun-
try’s largest Internet service provider, TTNet.

Key Turkish music companies will be attending Popkomm,
which will host three nights of live showcases (pop/rock,
folk/pop, traditional /pop) featuring such names as Deniz Seki,
Mazhar-Fuat-Ozkan and Taksim Trio.

With a population of more than 70 million, there’s consid-
erable room for expansion of international repertoire sales in
Turkey and, with an estimated 1.8 million people of Turkish de-
scent in Germany alone, there are also opportunities for trade
in the other direction. Those opportunities will be discussed at
two panels, “The Turkish Music Industry” and “Turkish Music
in Germany.”

TOURING BIZ
DEFENDS ITS TURF
In the wake of Live Nation’s multi-
rights deals with Madonna, Jay-Z, U2,
Nickelback and Shakira, the question
of whether labels are entitled to share
in live music’s revenue—or vice versa—
will be high on the agenda at Popkomm.
Such models represent a new reality that the industry can-
not ignore, says Berlin-based artist manager Michael Smilgies
of Hidden Force (Xandria, Hatesphere). “These days, almost
every label is asking for at least some share of the concert in-
come when they are talking about a new deal,” he says.
Smilgies will participate in what should be one of Popkomm’s
livelier panel sessions, “The Concert Business 2008,” as will
London-based Antje Lange, European label manager at rock
specialist Century Media Records.
Lange remains unconvinced that new models that have the
record and live music businesses swapping roles are workable
“If your car is broken, you should give it to specialists to re-
pair,” she says. “It doesn’t make sense if labels refuse to work
with [outside talent] agents, because agencies don’t sell records.
And if the labels don’t do our jobs properly, the agents won’t
sell tickets.”

MUSIC RECOMMENDATION
COMES OF AGE

New online technologies that help
consumers discover and recom-
mend music continue to emerge,
which is reflected in the nomina-
tions for this year's Popkomm In-
novation in Music and Entertainment
Award, of which Billboard is a media partner.

“Reliable recommendation is still something the industry is
missing,” says IMEA judge Michael Bornhausser, managing
partner at Switzerland-based business development consul-
tancy Yabo Consult. “It [remains] difficult to find music you
like on digital stores because there are so many tracks.”

One nominee with a potential solution is U.K.-based Filter,
the artificial intelligence music recommendation engine con-
ceived by artist/digital entrepreneur Peter Gabriel. Also vying
tor the prize is U.S -based Rawrip’s music-discovery search en-
gine the Rippler. Filter CEO David Maher-Roberts says the pres-
ence of such services on this year’s shortlist underlines the fact
that “personalized filtering tools and recommendation agents
are going to be an essential ingredient in helping companies
figure out demand.”

Other IMEA finalists aiming to advance the cause of digital-
music consumption are German on-demand music portal Roc-
catune; U.S.-based digital media platform Kyte; Spanish
company BMAT’s Skore online singing rating system; and
FUGA, a distribution platform developed by Dutch service
provider Independent IP. =
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BOOMING
BELGIUM

Thriving Fest Biz Strengthens Touring Draw

ANTWERP, Belgium—Britain’s summer festi-
val circuit had a bumpy ride this year (Billboard,
July 19), but just across the English Channel, it
was smooth sailing in one of Europe’s unlikely
live music hotbeds—Belgium

The small country has a population of just
10.4 million yet supports around 10 major sum-
mer fests, comparable to the United Kingdom
{population 61 miilion).

Live music insiders say value-for-money pric-
ing backed by promoters’ attention to building
infrastructure and relationships with interna-
tional agents paid off this year, making 2008 the
best year yet for Belgian fests.

The summer’s trendsetter was metal event
Graspop in Dessel (June 27-29) with headliners
Judas Priest, Kiss and Iron Maiden, which re-
ported attendance up 35% from 2007 to a daily
average of 45,000. Elsewhere, attendance at
Pukkelpop in Hasselt (Aug. 14-16) rose 17%,
with 50,600 attendees per day shelling out for
Metallica, the Killers and the Flaming Lips.

“We've been able to boost our attendance year
after year,” Graspop organizer Peter Van Geel
says. Alongside attractive programming and well-
equipped camping facilities, he says, “Free pub-
lic transport and keen ticket rates seem attractive
to foreign festivalgoers.”

“Belgian festivals come out cheap” for cus-
tomers, Pukkelpop organizer Chokri Mahas-
sine says. Pukkelpop’s three-day advance
ticket—including free travel from any Belgian
station—cost €135 ($198) this year and similar

>>>FRANCE STANDS BY
‘THREE STRIKES’ BILL

The French government is insisting that
“three strikes” legislation against online
piracy, introduced last year by President
Nicolas Sarkozy, can move ahead despite
the European Parliament’s vote to adopt
a telecom regulation amendment that
would bar governmental restriction of
end users’ rights. The parliament voted
Sept. 24 on a string of amendments to
existing European telecom regulations
to provide a blueprint for new national
laws in European Union member coun-
tries. The French bill has yet to be de-
bated in either house of the nation’s par-
liament; it would introduce a “three strikes”
scheme under which persistent copyright
offenders would lose their Internet con-
nection upon a third and final warning
from their Internet service provider. French
minister of culture Christine Albanel
claims that the proposed legislation
would not impact “the rights and free-
doms of end users.” —Aymeric Pichevin
14 |
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Graspop tickets cost
€130 ($190.60). In com-
parison, the United
Kingdom’s Glastonbury
and Reading festivals
charged £155 ($287.20).
Food and drink is also
cheaper than at compa
rabie U.K. events.

Other, smaller events also reported audience
gains, from 7% at world music festival Sfinks
Mixed (July 25-27) in Boechout to 20% at Suik-
errock (July 25-27) in Tienen.

Herman Schueremans, organizer of the
long-running Rock Werchter festival (July 3-
6), says it has sold out its 80,000 daily capacity
for the past four years. But this year, it did so
earlier than ever with a bill including Radio-
head, R.E.M. and Neil Young.

Mahassine says Belgian promoters have
been proactive in building overseas contacts.
“We're a small country,” he says, “but fought
a fierce battle to put our festivals on the map
and make sure {international] acts don’t over-
look us.” He adds that increased overseas
media attention and word-of-mouth via the In-
ternet has helped bring international audi-
ences to Belgium’s festivals.

Schueremans says 30% of Rock Werchter’s
2008 audience came from abroad, mainly from
the Netherlands, the United Kingdom, France,
Ireland and Spain, while Van Geel says nearly
half of Graspop’s attendees were from abroad.

>>>RIGHTS BODY UKMUSIC
LAUNCHES

The U.K. music industry has joined forces
to launch a new umbrella lobbying body,
UKMusic, that will represent the interests
of AIM, the British Academy of Composers
and Songwriters, BPI, the MCPS-PRS Al-
liance, the Music Managers Forum, the
Music Publishers Assn. Ltd., the Musicians
Union and Phonographic Performance Ltd.
UKMusic officially launched Sept. 25,
when British Music Rights—which repre-
sented the views of composers and song-
writers to policy makers—ceased opera-
tions. The new organization will be
headed by CEO Feargal Sharkey and
chairman Andy Heath, both formerly of
BMR. All former BMR staff have moved to
the new London-based body. UKMusic will
not affect the role of individual trade bod-
ies but will represent the industry in spe-
cific areas, including public policy and
lobbying, external awareness and public
opinion, research and analysis, and educa-
tion and skills. —Andre Paine

For overseas acts,
says agent Mark Ngui of
London-based Primary
Talent International,
“festivals such as Wer-
chter and Pukkelpop
have a very good repu-
tation—particularly among American artists—
as being extremely well-organized.”

That compares favorably to the United King-
dom, he adds, where “production and organiza-
tion varies wildly, from the carefully planned and
well-executed to those that fall apart at the seams
from the minute someone came up with the idea.”

Primary booked more than 30 acts at Rock
Werchter or Pukkelpop this summer, including
Panic at the Disco, Mark Ronson and Babysham-
bles, Ngui says. Agents confirm that most artist
fees generally compare favorably to major U.K.
events—and are better than most European fes-
tivals—although top headliners’ fees lag behind
those in the United Kingdom.

Along with pricing, Schueremans puts “top
billings and comfort for the audience” as equal

>>>CARIBOU WINS POLARIS

Dundas, Ontario, alternative act Caribou’s
“Andorra” (Merge) has won the third annual
Polaris Music Prize, which honors the best
Canadian album of the year. Singer/song-
writer Dan Snaith has been recording as Cari-
bou since 2004. The Polaris judging panel
named him the winner of the Polaris prize at
agalaheld Sept. 29 at Toronto’s Phoenix The-
atre. The event featured performances by sev-
eral of the 10 nominees, including alt-coun-
try singer Kathleen Edwards and Vancouver
psych-rock act Black Mountain. Caribou col-
lected a $20,000 Canadian ($19,096) prize
for “Andorra,” which was released in August
2007. The album has won critical accolades
for its inventive style, which merges electron-
ica with sprightly late-'60s psychedelia. The
previous winners of the Polaris Prize were
Montreal-based Patrick Watson (2007) and
Final Fantasy (2006). —Robert Thompson

>>>EMI OZ OPENS
DOWNLOADS STORE

EMI Music Australia has launched an MP3 store
(musicheadmp3.com.au) offering half a mil-
lion digital rights management-free tracks
ranging from international acts, including
Robbie Williams, Coldplay and Queen, to such
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Acts that hit
Belglurm’s festival
this summer
included ROISIN
MURPHY at
Pukkelpop and
{inset} R.E.M. at
Rock Werchter.

priorities for Bel-
gium’s festivalgo-
ers. Fan comfort is
also emphasized by
other promoters,
who note that, while
mud remains the
bane of most U.K. festivalgoers’ existence, it's
been less problematic for key Belgian events
in recent years.

Werchter’s three festivals (Rock Werchter,
Werchter Classic, Werchter Boutique), for ex-
ample, are on a dedicated site maintained all year
long, with a permanent backstage road network.
During Werchter and Pukkelpop, organizers also
keep repair/refurbishment teams on standby to
deal with weather problems.

“The weather is unpredictable, like every-
where in Northern Europe,” Mahassine says.
“It's how you deal with it that’s important—we
do everything we can to keep our public out of
knee-deep mud.” .

Additional reporting by Tom Ferguson in London.

local signings as Paul Kelly and Operator
Please. The site allows downloads to all MP3
players, including iPods, and mobile phones,
with payment by credit card or PayPal. indi-
vidual tracks are priced at $1.69 Australian
($1.34); standard albums cost $17.99 Aus-
tralian ($14.29). The site is powered by Lon-
don-based content aggregator/digital deliv-
ery company 7digital and carries alink to that
operator’s site. —Christie Eliezer

>>>SGAE JOINS WARNER/
CHAPPELL’S PEDL

Spanish authors and publishers collecting so-
ciety SGAE has joined Warner/Chappell’s Pan-
European Digital Licensing initiative. Pan-
European digital licenses in Warner/ Chappell’s
Anglo-American repertoire will now be avail-
able from the Spanish body. The PEDL con-
cedes nonexclusive rights over the Warner/
Chappell Music catalog to collecting societies.
The first societies to sign the initiative were the
United Kingdom’s MCPS-PRS Alliance, Ger-
many’s GEMA and Swedish body STIM earlier
this year (billboard.biz, Jan. 30), followed by
France’s Sacemk in June. —Howell Llewellyn

= For 24/7 global news and analysis,
see billboard.biz/global.

REM ROB WALBERS; ROISIN MURPHY RAF MAES
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TheCustomer
Is Always Right

What Apple Understands
But The Major Labels Don’t

I've said it before and P'll say it again: The
major labels will never succeed in selling di-
rectly to consumers until they embrace re-
tail’s most important axiom: “Give the cus-
tomer what he wants.”

Examples abound of the la-
bels’ seeming indifference to the
consumer experience, such as
releasing an album and then
putting out a “deluxe” version
months later with more songs
in hopes of persuading con-
sumers to buy the album again.
Or releasing multiple “exclusive”
versions of the same album
at different retailers, forcing
diehard fans to buy all of them for the obliga-
tory bonus tracks or, as is probably more com-
mon, encourage them to download the exclu-
sive tracks from peer-to-peer networks.

This attitude extends to the online market as
well. One example: Atlantic Records’ recent
experiment with pulling Estelle’s “American
Boy” single from digital download stores (Bill-
board, Sept. 6). By doing so, the label effec-
tively also pulled her album “Shine” from
Apple’s iTunes store because of its policy of
not bundling tracks as album-only purchases
unless those tracks are exclusive to iTunes.

Consumers have spoken loud and clear:
They want to be able to buy individual digital
tracks. Just look at the numbers: 777 million
digital tracks, or 77.7 million track equivalent
albums, have been purchased so far this year
in the United States, compared with 46 mil-
lion digital albums during the same period, ac-
cording to Nielsen SoundScan.

ESTELLE

3
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So why did Atlantic pull
“American Boy”? Be-
cause the track was sell-
ing far better than the
album and the Warner
Music Group imprint
clearly wanted to boost
sales of the latter. At-
lantic’s Estelle experiment
lasted almost three weeks, a digita! take on
something that harks back to when Led Zep-
pelin manager Peter Grant wouldn't let Atlantic
release “Stairway to Heaven” as asingle in 1972,

Amazingly enough, some in the press saw
it as a Warner vs. iTunes gambit.
Others suggested that the ex-
periment was so short because
iTunes had supposediy threat-
ened to retaliate against WMG.

But the experiment didn’t
end because iTunes was flexing
its muscles. It ended because
the label left an estimated
$150,000 on the table after
pulling the “American Boy” sin-
gle failed to drive sales of “Shine.”

iTunes may be a powerful partner that can
dictate pricingterms, but it is not a retail bully
that gets into snits over label strategies. If it
was, it would charge price and position for its
front page. Sure, every major-label executive
inthe world is adamant that they won’t let P&P
migrate to the Internet. But | would bet that
resolve would quickly crumble if competitors
play ball on the day wheniTunes starts charg-
ing for home-page placement.

iTunesis being smart when it doesn’t allow
labels to bundle songs as part of album-only
purchases. Apple can see that brick-and-
mortar retailers are victims of the labels’ cav-
alier attitude toward consumers, and it won’t
let the labels drag it down too. Apple has the
power to look out for the consumer, which in
turn means it’s looking out for itself.

An Apple spokesman declined to comment.
A Warner spokesman says that the company
has “aggressively experimented with a vari-
ety of product windowing and bundling strate-
gies uniquely tailored to each artist and their
fan base in an effort to optimize revenues and
promote long-term artist development.”

It’s perhaps also worth noting that Warner
chairman/CEO Edgar Bronfman Jr. said dur-
ing the 2006 Music Matters conference in Hong
Kong that “new developments have made what
was once feared as the death knell of the in-
dustry—the unbundling of the album—into the
greatest opportunity the industry has ever had.”

A final note on recent experiments with dig-
ital releases: Labels and some artists would
prefer that consumers buy albums. On the
other hand, many consumers only want to buy
tracks. So why haven’t we seen a compromise?
That is, why hasn’t anyone tried selling an
album download that can’t be purchased as
individual tracks save for the single of the mo-
ment? That way, you satisfy casual fans who
only want the single, and labels and artists pre-
serve the integrity of an album.

Ironically, doing so would take us back to the
days of vinyl 45s, But then, that dredges up the
unhappy memory of how the majors phased
out 45s during the ’90s in order to drive album
sales. Don’t even get me started onthat. =« -

For 24/7 retail news and analysis, see
biliboard.biz/retail.
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changes have cost about $1 million each time,
with the tab picked up by the banks that ac-
quired the naming assets, according to Peter
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CastYour Ballot

Help Choose The Winner Of Billboard’s
Concert Marketing & Promotion Award

Vote. [t's a matter of duty. Make sure your voice
is heard and your opinion registered.

I'm talking, of course, about the second an-
nual Billboard Concert Marketing & Promotion
Award. The award, the only Billboard touring
award determined by popular vote, was created
to acknowledge a key segment of the music
business—a sponsorship or promotion that
benefited the concert industryat large by stim-
ulating attendance to live events, providing
value to fans and promoting the artist and
brands involved.

The site (billboard.com/vote)
is live now and voting is open
until Oct. 31. Our original intent
with this award remains the
same: to acknowledge the specific
success of sponsorships and pro-
motions in this market segment.
We want voles from people in the
music and marketing businesses,
as well as fans and industry ob-
servers. Many thousands have
voted already. The winner of the 2008 Billboard
Concert Marketing & Promotion Award will
be announced at the Billboard Touring Con-
ference & Awards, set for Nov. 19-20 at the Roo-
sevelt Hotel in New York.

The winner of last year's inaugural award
was Jeep’s sponsorship of the Tim McGraw/
Faith Hill Soul 2 Soul 11 tour, which achieved
all of the above. And it was also the highest-
grossing tour in country music history.

Our seven finalists this year are Guerilla
Union Presents Rock the Bells, Powered by
SanDisk; Criie Fest/“Rock Band”; the Vans
Warped tour, presented by AT&T; the Rock-
star Energy Drink Mayhem tour; BlackBerry
Presents John Mayer; the Jonas Brothers Burn-
ing Up tour, sponsored by Burger King; and
Corona Extra Presents the Kenny Chesney
Poets & Pirates tour.

A panel of Billboard editors and industry ex-
perts came up with our list of nominees after
reviewing tour title sponsorships, venue nam-
ing-rights deals, touring artists’ endorsement
deals, single-show sponsors, festival sponsor-
ships, examples of multifaceted tour sponsor-
ship integration and other deals, as long as they
pertained to live performances that took place
between January and September 2008.

Tour sponsorships have evolved mightily
since jovan ponied up $500,000to sponsor the
Rolling Stones’ 1981 Tattoo You lour, moving

OCTOBER 11, 2008

from simply a paycheck for “presents” desig-
nation to today’s multitiered, multimedia part-
nerships that allow artists, venues and events
to sink more dollars into production and pres-
entation and give fans an opportunity to inter-
act with artists in new and unique ways.

The stigma associated with corporate spon-
sorships (remember Neil Young’s “This Note's
for You”?) has largely been lifted. The longest-
running festival tour at 14 years and counting
is also the longest-running tour sponsorship
deal, the Vans Warped tour.

This is not a coincidence. De-
spite what hardcore purists
would scream from their pulpits,
music fans in general really don’t
have a problem with most spon-
sorships as long as a) they're not
beaten over the head with them;
b) they don’t feel they’re being
pandered to; and ¢) it’s a spon-
sorship that makes sense in
terms of lifestyle and imaging.

Oh, yeah, and fans love free stuff too. Differ-
ent genres and events require different ap-
proaches. Bonnaroo is different from the Virgin
Mobile Fest, a Jonas Brothers tour is ditferent
from Criie Fest, and the professionals are very
good at determining which approach works best.

Live musicsponsorshipsare highly effective
at reaching consumers in a very targeted and
efficient manner. That's why brands keep com:-
ing back. North American-based companies
will spend an estimated $1.04 billion to spon-
sor music venues, festivals, tours and concerts
this year, up 4% from $1 billion in 2007, accord-
ing to research by Chicago-based IEG Sponsor-
ship Report, which tracks sponsorship
spending. Heading into this year’s uncertain
economy, spending had been tracking at dou-
ble-digit increases for several years.

The best live music sponsorships provide
added value to fans, showcase stuff fans are
interested in and improve the overall concert
experience. The finalists for the 2008 Billboard
Concert Marketing & Promotion Award suc-
ceeded in these efforts by achieving a clearly
defined marketing goal in a quantifiable way.

Sojoin us in recognizing the most success-
ful tour sponsorship of the year by casting
your vote.

For 24/7 touring news

b'z and analysis, see

billboard.biz/touring.
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BILLBOAHD TOURING CONFERENCE & AWARDS
: SPECIAL FEATURE

This special touring féature will highlight:
e Hotindustry topics and treads
e The finalists for the coveted Billboard Feuring Awards-
Honoring the induStry’s top artists, venues and

professionals, based on th&Bibhoard Boxscore chart
and on actual box office

The 2008 Billboard Legend of Live, Humanitarian and.._
Road Warrior Award recipients 2

The Billboard Concert Marketing & Promotion
Award finalists

e and MUCH MORE!

Advertise NOW to reach the most successful
promoters, agents, managers, venue
operators, sponsors, digital music executives,

merchandising companies and production
professionals in the touring business!

Bonus Distribution

Billbeare. 5 ANNUAL

‘ TOURING

S CONFERENCE & AWARDS

<

November 19-20, 2008
The Roosevelt Hotel, NYC
Attended by the key decision makers driving the touring industry!

ISSUE DATE: NOVEMBER 22
AD CLOSE: OCTOBER 29
ART CLOSE: NOVEMBER 4

TO ADVERTISE OR FOR EVENT SPONSORSRHIP INFO, CONTACT:

Cynthia Mellow
615.352.0265
cmellow@comcast.com

Lee Ann Photoglo
615.376.7931
laphotoglo@gmail.com

For more information on the 5th annual Billboard Touring
Conference & Awards, visit: www.billboardevents.com.
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VallenatoOnThe Road

Sony BMG Puts Celedén-Zambrano On U.S. Tour

Vallenato, the traditional, accordion-
anchored music of Colombia’s
Caribbean coast, has long been seen as
a poor cousin of tropical music in the
United States.

Although vallenato’s influence can
be heard in many Latin music record-
ings, the music in its traditional form
is very much a niche genre in the States.

Now, Colombian vallenato duo
Jorge Celedén & Jimmy Zambrano
are embarking on an unprecedented
16-date romp that is the most extensive
U.S. vallenato tour in recent memory,

JIMMY ZAMBRANO,
left,and JORGE
CELEDON

and the only tour that’s taking this
music to theaters.

The Qué Bonita Es Esta Vida (This
Life Is Beautiful) tour, named after
Celedén and Zambrano’s hit song of
the same name, kicks off Oct. 3 witha
concert at the Arsht Center in Miami
that will include a symphony orches-
tra. The tour then moves on to other lo-
cales with Celedon’s and Zambrano’s
14-piece band.

[t's the most ambitious tour to date
to be produced and promoted by Day
One Entertainment, the artist develop-

mentarm of Sony BMG Latin

“We've long been discussing tak-
ing vallenato to another level,” Sony
BMG VP of tropical promotion Car-
los Perez says, “to take it out of the
nightclubs and expand it. We saw it
not only as a way to promote Jorge and
Jimmy, but also to open up the doors
for the genre here.”

Sony BMG has long
been the major with the
largest vallenato pres-

Latin

Notas

tropical airplay chart.

But the pair has been patiently
and steadily building up a fan base
through the years by playing clubs
and nightspots.

An extensive tour may be a bit of

a gamble, Day One execs say, but

they’re looking at long-term benefits

as the artists’ partners in this venture.

“We are looking at growing this
act,” Sony BMG’s Perez says.

Although Day One is promoting

and producing the shows, it has hired

Carlos Orjuela, owner of Orjuela

Music Agency, to book

the tour. Orjuela, who

has long worked with

Colombian acts in the

ence in Colombia, with
a roster that includes
such stalwarts as
Diomedes Diaz and Bi-
nomio de Oro.

But with Celed6n and
Zambrano, the label has
tapped into a youthful audience thathas
embraced the genre and given it new
life. Their song “Qué Bonita Es Esla
Vida,” an uplifting anthem that extols
the joys of life, spent 50 weeks at No.
1 on Colombia’s vallenato chart and
10 weeks at No. 1 for ali genres, ac-
cording to B&V Marketing, which
compiles Colombia’s radio charts.

That wave of popularity came hand
in hand with a recent surge of Colom-
bian patriotism. After former Colom-
bian presidential candidate Ingrid
Betancourt and 14 other hostages
were rescued in July after more than
six years of captivity, they said during
their first press conference that they
would celebrate with “Qué Bonita.”

In the States, Celedén and Zam-
brano don’t enjoy nearly the same
kind of mainstream popularity: The
duo’s newestsingle, “Me Vio Llorar,”
peaked at No. 30 on Billboard’s Hot
Latin Songs chartand at No. 4 on the

LEILA
COBO

il

States, sees an opportu-
nity to expand the audi-
ence for vallenato
without forgetting its
populist roots.

e

“The transition can
work, as long as we
don’t forget this is popular music,”
Orjuela says.

A place like House of Blues, for ex-
ample, provides for a top-quality show
with good sound but also allows fans
to dance.

“I really think these fans want to
hear the musicin places they feel safe
in,” Orjuela adds.

The tour follows the May U.S. re-
lease of “De lo Nuevo lo Mejor,” an
album that includes eight hits plus
three new songs. Among them, the
single “Me Vio Llorar” was recorded
in its original vallenato version
and as a bachata version with Héctor
“El Torito.”

“Prior to this, our promotion [in the
States] was very timid,” Celedon says.
“We needed that label support, and now
we have it.” .

b- For 24/7 Latin news and analysis,
DIZ see billboard.biz/latin.

Celebrity impersonator Gil-
berto Gless is known to the
public for performing as Vi-
cente Fernandez, Marco An-
tonio Solis, Luis Miguel and
other famous singers on Uni-
vision and on Televisa spe-
cials. But Gless’ career as a
songwriter has advanced on
the heels of two hits since last
year: Conjunto Primavera’s
“Ese” and Pedro Fernandez's
“Amiga Por Favor.” Gless
spoke to Billboard about the
intersection of his two careers
before his five-city U.S. tour
was set to begin Sept. 26.
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Among Vicente Fernandez,
Marco Antonio Solis and
Luis Miguel, who’s the most
fun to imitate?

Interms of fun, it would be Vi-
cente, because he’s avery Mex-
ican personality. He has a lot
of sayings that Mexican people
like and recognize as their own
... he'll translate and start to
say things alittle off, and those
in the U.S. know how to say it
right, but it makes them laugh
because he’s saying it wrong.

Does the habit of imitating
artists help your writing?

OCTOBER 11, 2008

The act of doing impressions
got me to sing different gen-
res, because I had done im-
pressions of ranchero artists,
pop artists, grupero and salsa
artists, all types of music. As
a songwriter it helps me to
know more or less how to do
each of the genres. I did it
thinking about the way each
artist sings, in such a way that
when [ have a song, I think,
“How would Pedro Fernan-
dez sing it>” .. . you have to
synchronize yourself with the
personality and put yourself
in their shoes and in their way
of composing.

Who are you writing for
now?

We're lalking to Pedro for his
next album and [working on]
some songs for Conjunto

Primavera. Margarita, the
goddess of the cumbia .. . [
have some songs for her. We
have three cumbia groups
[released by Disa/Universal]
that we're producing. One s
called Cumbia Zero, one is
called Cumbia Na Na Na,

and one is called Cumbia
Che. Na Na Na is a mix of
two countries; the girl who
sings is from Costa Rica and
the boy is from Argentina.
Cumbia Che is from Chi-
huahua . . . Cumbia Zero are
from Mexico, many of them
from Mexico City.

Parts of your songs have
been used as music cues on
telenovelas. Are you plan-
ning on writing original
music for TV?
['m working on that . . . in
Mexico, a year ago the national
Taco Day was implemented.
And the song they used for
Taco Day was mine.

—Ayala Ben-Yehuda

EN ESPANOL: All the great Latin music coverage
L£O0Mm you've come to expect from Billboard—in Spanish!

Billboardenespanol.com.
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NEW K-PAZ MATERIAL
COMING
Disa Records will release an
album of previously unre-
leased material by K-Paz de la
Sierra Oct. 14, as wellas a sep-
arate DVD containing videos
by the group and a documen-
tary about its slain lead singer
Sergio Gomez. The album,
“Una Historia,” will feature
duets with Los Horoscopos de
Durango and Liberacion vo-
calist Juan Tavares, as wellas a
Spanglish version of “Volveré,”
a new Christmas song and
early tracks later made famous
by Grupo Montez de Durango.
The album and DVD will be
available through traditional
retail and via direct-marketing
TV spots. Gomez was mur-
dered Dec. 2, 2007. Year-to-
date through the week ended
Sept. 21, K-Paz de la Sierra had
sold 322,000 copies of its var-
ious albums in the United
States, compared with 242,000
for all of 2007, according to
Nielsen SoundScan.

—Ayala Ben-Yehuda

MADONNA ADDS LATIN
AMERICAN DATES

Following three sellouts of
Madonna’s Sticky & Sweet con-
certs at Buenos Aires’ River
Plate stadium, promoters Live
Nation and Time 4 Fun have
added a fourth show at the
Argentine capital’s venue. The
Dec. 3 date follows the an-
nouncements of a second date
in Rio de Janeiro; a third Sdo
Paulo, Brazil, date; and a sec-
ond show in Santiago, Chile.
Madonna’s Mexico City dates
Nov. 28-29 have also sold out.
Sticky & Sweet is Madonna’s
first tour in the region since
1993’s Girlie Show tour. Asked
if sponsor presales (such as
the ones for Citibank cus-
tomers) were responsible for
the speedy sellouts in Latin
America, Live Nation global
touring chairman Arthur Fogel
says, “Everything helps, but
the reality is that it’s her
that’s selling the tickets, not
them. The fact that sheis so
big and hasn’t been there in
so longis really the reality of
it all.” In Mexico, about 70%
of tickets were sold online, a
proportion much closer to
North American online sales
than in the rest of Latin
America, where Fogel esti-
mates that less than half of
the Sticky & Sweet tickets
were sold online. —ABY
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Tape Ech

Specialty Labels Keep Cassettes Alive

I spent much of the '90s listening to musicians wax nostalgic
aboutvinyl. Every time I turned around, Eddie Vedder was pen-
ning an ode to LPs, or Neil Young was spouling off about the su-
perior sound quality of the big dark slabs. And sure enough, while
it did take a little while, vinyl came back. College kids bought
turntables and raided their parents’ collections, and it appeared
the circle was complete.

Around the same time vinyl started coming back in a big way,
| noticed something else—people my age were talking an awful
lot about cassettes. Books like Rob Sheffield’s “Love Is a Mix
Tape” and Thurston Moore’s “Mixtape: The Art of Cassette Cul-
ture” began showing up at Urban Outfitlers, and sites like “Cas-
sette From My Ex” launched with tales of teenage love gone horribly
wrong when someone misjudged the timing and cut off the end
of a track. And | knew something wus up when | started getting

press releases about “tape labels.”
Maybe vinyl had finally jumped the
shark, and magnetic tape was due for
areturn.

Officially, tapes aren’t tuking over
the market—274,000 prerecorded cas-
sertes were sold in 2007 in the United
States, which equals 0.05% of all album
sales, according to Nielsen SoundScan.
As Ed Christman pointed out in his
July 26 Retail Track column, Univer-
sal Music Group and Sony BMG have
stopped manufacturing
casseltes, the rest of the majors are following suit, The
and most of cassette manufacturer Pack Central’s
customer base comprises prisoners.

JON MANNING runs Lost Sound Tapes, which releases albums on cassette by
a roster of indie acts, includinghis own band, Blanket Truth

Indies

was able to sell copies for $20 each. Considering that Gage pays the
same amount for 100 blank tapes, that's a pretty fat profit on each
cassette.

Of course, Gage's White Rainbow tape prices are rare: a more
commori price is something in the $3 range, which is the aver-
age price of a tape release by Jon Manning’s Lost Sound Tapes
label. For Manning, who has released 14 albums. tapes represent
a unique user experience. “Handmade tapes express a direct
human involvement in the project and encourage the listener to
become the creator,” he says. “Not only do the listeners have ears
and eyes to absorb the music and the package as a whole, but they
have hands capable to create their own projects, and we want to
make sure that they realize that.”

As far as the issue of many listeners not having
cassette players anymore, Manning says that hasn't
been a huge hurdle. “Anyone can go buy a boombox

But many in the indie community, specifically CORTNEY

the experimental noise and freak folks followers, HARDING
would beg to differ with those who think that cas-
settes are dead.

“In the last five years, I've seen a big resurgence
in cassetle sales,” says Angela Sawyer, owner of
Weirdo Records in Somerville, Mass. “We don't stock
aton of tapes, but what we do have turns over very quickly.” Sawyer
attributes the rise in tape sales to the growth in popularity of noise
music, a genre with a rich cassette culture dating back to the "70s.

“Most of the tapes are pressed in very limited runs and distrib-
uted person to person,” Sawyer says. “Sales of these are pretty much
off the grid. Arun of 100 lapes is considered huge; most of the time
we're talking about 10 or 20 copies of a recording.”

Sometimes putting out a limited run of tapes can be lucrative—
just ask Erik Gage, whose Gnar Tapes label released nine copies
of a recording by acclaimed Portland, Ore., ambient act White
Rainbow. Although the tapes cost very little to manufacture, Gage

A 4

at Goodwill for five bucks,” he says. Manning has
also experimented with pressing CD-Rs of record-
ings and selling tapes and CDs of the same album
7 ina package.

“Tapes are also more tangible than CDs, in my
mind.” Gage says. “And they're definitely more tan-
gible thanan MP3; whenmy iPod broke, I just gave
it up and went back to tapes.

For the time being, neither Gage nor Manning hus been able
to quit his day job, and both admit that running a tape label
isn'taroad toriches. But both also insist that casseites are mak-
ing a comeback, and Gage is already expanding his executive
ranks in preparation. “I quit smoking pot last week and made
my roommate my VP,” he says. “I’m going to make sure Gnar
Tapes gets big.”

biz

For 24/7 indies news and analysis,
see billboard.biz/indies.
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What Difference Does It Make?

Nevermind The Naysayers—Ditching DRM Was A Game-Changer

1t seems the debate over digi-
tal rights management just
won't go away.

Having abandoned the DRM
religion they once clung to so
feverishly only to embrace the
platform-agnostic nature ofan
unprotected digital sales envi-
ronmen}, the major labels are
now wondering whether the
move even mailers, given the
virtually nonexistent effect on
digital sales so far.

Summing up the state of
the debate is Warner Music
Group chairman/CEO Edgar
Bronfman |r. who, speaking
at Goldman Sachs’ recent
Communacopia conference,
noted that “DRM on the down-
load business hasn't really
moved the needle, frankly.
Growth trends haven’t changed
[for] DRM or DRM-free.”

One theory behind the deci-
sion to abandon DRM was that
the restrictive technology in-
spired music fans to go else-
where to acquire digital files
—namely, peer-to-peer net-
works. But without a notice-
able bumpin digital downloads
or measurable slack in P2P
usage now that DRM-free
music is widely available on
various services, the pundits
now argue that DRM—or lack
thereof—doesn’t have any im-
pact on purchasing decisions.

But it wasn’t until January
that Sony BMG became the
last of the four majors to an-
nounce that it would offer
DRM-free downloads. And
there are two other key points
to keep in mind before hastily
dismissing the importance of
ditching DRM.

First, to truly goose digital
musicsales, labels and their re-
tail partners need to do more

than simply drop usage restric-
tions on song downloads. They
also need toadd other features,
like song lyrics, and get more
creative with pricing. Compet-
ing with free ain’t easy.

The second argument speaks
to a bigger picture. The fact
that DRM is not an overt fac-
tor in purchasing decisions
doesn’t mean selling music
without DRM isn’t important.
Not by a long shot.

Too much of the discussion
about the impact of DRM-free
sales focuses on Apple’siTunes
store. Not that it should be ig-
nored—iTunes accounts for
about 70% of U.S. digital music
sales, and it is unlikely anyone
will unseat it anytiine soon.
Moreover, iTunes users care very
little about the fact that iTunes
downloads aren’t universally
compatible, as it doesn’t affect
them so long as they remain
within the Apple ecosystem—
an environment many are per-
fectly content with.

But DRM-free music wasn’t
about boosting sales on
iTunes. It was about enabling
other services to sell music
that can be played on the only
handheld music player that
matters—the iPod. Those who
say competing services aren’t
necessary because iTunes al-
ready does the job so well are
being short-sighted. Apple
won’t dominate the digital en-
tertainment landscape forever.

Labels had previously in-
sisted that DRM restrictions
enabled new revenue models,
such as subscription services
like Rhapsody and Napster,
which created their businesses
around DRM technology.

In today’s secular environ-
ment, thelackof DRMisasim-

SING OUT

price of $70.

The Memorex SingStand karacke system al-
lows users to sing along to any music
stored in their iPod or other MP3 player.
The integrated microphone and mic stand
includes an Auto Voice Control feature
that strips out the original song vocals so
users can belt it out on their own. It also in-
cludes vocal affects like echo as well as an op-
tional second input for duets.

The stand comes with two 4-inch speakers
and can accept any device with a standard
3.5mm headphone connection. It will hit Wal-
Mart shelves in November for a suggested

—AB
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BOB DYLAN
recently
posted an

. exclusive
download at

‘ Amazon’s
DRM-free
MP3 store.
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ilar business-model enabler.
Take Amazon. In less than a
year, it has carved out a digital-
music market share in the
United States of around 8%, ac-
cording to various analyst esti-
mates. And it has done so
largely by expanding the may-
ket rather than stealing cus-
tomers from Apple.

And Amazon stands to in-
crease that share through new
partners like MySpace Music
and T-Mobile. Music fans may
not care about DRM when
makinga purchasing decision,
but brands surely do when
makinga partnership decision.

Representatives at MySpace
and Rockstar Games—which
earlier this year teamed with
Amazon to let players of
“Grand Theft Auto IV” tag
songs in the game’s sound-
track to buy later on Amazon—
cite the service’s DRM-free
status as a major factor in their
decision. And Amazon has
been able to secure exclusive
promotional deals with such
artists as Bob Dylan, who re-
cently posted a previously un-
released track as a free
download at Amazon from his
upcoming “Tell Tale Signs:
The Bootleg Series Vol. 8.”

But the fact that Amazon
can sell DRM-free musicisn’t
the only reason itlanded those
deals. Being DRM-free just
cleared the way to see other ad-
vantages of working with Ama-
zon—such as its pricing
scheme, its robust open devel-
oper program and the more
than 81 million people with

% .
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their credit card information
stored in Amazon accounts.
As enticing as these benefits
are, none would make a differ-
ence if Amazon could not sell
tracks that worked on the iPod.

Expect other DRM-free re-
tailers to play a big role with
other partners in the near fu-
ture as well. Sources say the
developers of the “Guitar
Hero” and “Rock Band” fran-
chises are working on plans to
let gamers keep a version of
any song downloaded for ei-
ther game so they can play
them on their computer or
MP3 players. Off-deck mobile
music services that to date
have focused only on ringtones
are eyeing the launch of full-
song download services before
the end of the year. Other so-
cial networks will soon want
to include one-click purchases
of their streaming music.

Initiatives like these require
music retail partners, and with-
out any DRM on a la carte
downloads, iTunes is nolonger
the only game in town.

Will Amazon’s deal with My-
Space by itself make much of
a difference? Unlikely, just as
any other single deal won’t by
itself move the needle. But start
stacking these deals together
and you start talking about real
momentum. Individually,
their sales will be dwarfed by
iTunes. Collectively, however,
there’'s anopportunity for real
market share. oee
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BITS & BRIEF

NUTSIE ON ALLTEL
Wireless operator Alltel has
adopted the nuTsie music
application from Melodeo—
a service that lets users lis-
ten to their iTunes music li-
braries and playlists via
mobile phones. The service
streams music from users’
iTunes library to their cell
phone, so no file transfer is
necessary. It also allows
users to share playlists with
friends who use nuTsie and
lets them listen to recom-
mended music based on
playlists and suggestions
from nuTsie staff. Ten Alltel
handsets are compatible
with the service at launch.
The service costs $5 per
month or $20 per year.

DIY TO ITUNES

DIY artists site Pure Play
Music will begin distributing
music posted to the service
to digital music retailers and
such subscription services
as Napster, Amazon, eMusic
and iTunes. Pure Play has a
catalog of about 1.5 million
tracks from some 6,000
member acts spanning 42
countries. Pure Play will get
alink back to its Web site on

TITLE
. ORIGINAL ARTIST

CAN'T BELIEVE IT
T-PAIN FEATURING LIL WAYNE

PAPER PLANES
a 1 M.LA.

2
3
a MY LIFE
SO WHAT
L 9 4 bk
8 NEYO
- MRS. OFFICER
8
8

I'M YOURS
JASON MRAZ

ADDICTED
9 16 SAVING ABEL

Katy Perry
third week

LIVE YOUR LIFE

S

iTunes’ main page, enabling
users to quickly find an
artist’s profile page. It will
also add its artists’ info to the
iTunes database. Addition-
ally, Pure Play Music will list
links to all four digital retail-
ers from each artist profile
onits site.

ARTS+LABS
LAUNCHES

The Songwriters Guild of
America has joined forces
with various technology and
entertainment companies as
a founding member of new
Internet advocacy group
Arts+Labs. The group form-
ed to ensure that artists can,
safely share their work online
in a manner that compen-
sates them, as well as inform
and educate consumers
about the availability of au-
thorized entertainment con-
tent on the Internet. Other
members include AT&T, Via-
com, NBC Universal, Cisco
and Microsoft. The group’s
co-chairmen are former
White House press secretary
to president Bill Clinton Mike
McCurry and former song-
writer and newspaper editor
Mark McKinnon.
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Stepping Out

Puma Embraces Music Branding

German athletic footwear maker Puma
has recast itselfin recent years as a cool,
fashionable alternative to its larger and
better-known rivals Nike and Adidas.
As partof its most recent efforts to
broaden its customer base, the com-
pany has been making more conspic-
uous use of music in its branding.
Earlier this year, Scottish singer/
songwriter Paolo Nutini was featured
in a global commercial for Puma’s
Runway collection, performing his
song “New Shoes” while wearing,
natch, Pumas.
Around the same
time, the company re-
leased a line of shoes tied
to seminal hip-hop show
“Yo! MTV Raps,” which
used the program’s dis-
tinctive design elements
on the sneaker’s tongue.
Thatline followed a col-
lection of branded shoes
by Ed Lover & Doctor Dre, Big Daddy
Kane, Doug E. Fresh and MC Shan
that was released in September 2007.
And when “Project Runway” win-
ner Christian Siriano designed a dress
for U.K. R&B arlist Estelle made en-

tirely from Puma athletic apparel, she
wore it to her record release party.

Nike and Adidas have long defined
their images in part through their use
of music in innovative advertising and
marketing campaigns. While Puma
is hardly new to the business of incor-
porating musicinto marketing, its re-
cent initiatives seem lo reflect a
heightened appreciation for the power
of a good song.

The company put out a limited-
edition shoe last year designed by elec-
tronica act MSTRKRFT.
It has featured rapper
Ludacrisin TV adsand
sold a Ludacris-branded
shoe. it’s been a major
advertiser on the online
ad-supported label
RCRD LBL since its
launch last fall. And it's
been sponsoring music
festivals in Europe.

It'sall part of CEO Jochen Zeitz’s
long-term strategy to build what had
been a troubled company that flirted
with bankruptcy in the early '90s into
a hip lifestyle brand.

“When they resurrected themselves

Puma has bankrolled a music video
for THE MORNING BENDERS and
has hosted several in-store perform-
ances by the band.

a few years ago, they used retro-in-
spired stylings,” NPD Group chief re-
tail analyst Marshal Cohen says. “It
was a melding of old and new, music
and fashion.

Puma’s most recent music affilia-
tion is with the Morning Benders,
an indie band on +1 Records. In Sep-
tember, the group released a video for
the song “Damnit Anna” paid for by
Puma, a first for the company.

Puma music marketing manager
Ryan Ayanian reached out to +1 Rec-
ords owner Jonny Kaps eatrlier this
year, seeking a band to partner with.

Ayanian was familiar with the Morning
Benders and their conversation led to
the band playing several in-store dates.

For the subsequent video, “they
called me and said they wanted to do
an ad campaign with Nylon magazine,
which would mean anad in Nylon and
free video,” Kaps says. “I said I would
love a free video but | don’t want it to
be a Puma ad. Ifthe kids decide to wear
Pumas in it, that’s cool.”

The “kids” ultimately did wear
Pumas. The video premiered on
Nylon’s YouTube channel, was posted
on MySpace Music’s home page in June

and will be serviced to music
video channels, Kaps says.

“I haven’t said no to any-
thing yet because they only
come to me with cool
stuff,” he says. “Some of
the problems that can hap-
pen with brands comes
when they don’t regularly
deal with bands.”

For Puma, such partner-
ships offer a way to reach an
audience thatisn’t following
traditional media quite as
closelyasearlier generations.
“The band isyoung, talented,
and their following mapsre-
allywell to ours,” Puma North
America VP of marketing
Barney Waterssays. “Music
is so important to our audi-
enceand so wetryand find ways to com-
nmunicate our brand through music,
rather than just traditional media.”

As to whether the brand will ever
be cool, the company’s efforts seem to
be paying off, if getting people to wear
a band’s branded shoe to the act’s con-
cert counts as cool. “{MSTRKRFT]
have a huge following,” Waters says,
“and it’s got to the point where people
in the crowd hold up their Pumas at
their shows.” oo
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For 24/7 branding news
and analysis, see
billboard.biz/branding.
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BY KAMAU HIGH

UNIVERSAL
‘REDEMPTION’

Fuse Uses TV Show To Launch

Ten of the 11 cast members of
Fuse’s show ‘Redemption Song;’
who will battle it out for a
Fuse/Geffen record deal.

Imprint With Geffen

Geffen Records will play an integral
part of music network Fuse’s upcom-
ing reality show “Redemption Song,”
Billboard has learned.

Slated to debut Oct. 29, the hour-
long, eight-episode series is hosted
by WWE wrestler—and lead singer
of heavy metal band Fozzy—Chris
Jericho. The show chronicles the lives
of 11 contestants as they master the
intricacies of the record busi-
ness.

Geffen Records chair-
man Ron Fair, along with
other members of his ex-
ecutive team, will appear
on the show and act as men-
tors to the contestants.

The show will not have perma
nent judges. Instead, a mix of Uni-
versal artists and executives will
appear, including Geffen video com-
missioner Nicole Ehrlich, Geffen
marketing director Andrew Flad, Gef-
fen A&R rep Erica Grayson, Inter-
scope/Geffen/A&M Records VP of
video promotion and strategic mar-
keting Lisa Frank, former 'N Sync

e

<

@R)
business, one task surpris-

member Chris Kirkpatrick and Gef-
fen artists Kardinal Offishall and
Mya.

The prize is a contract with Geffen
Records to record a song and shoot a
video. The single will be released on
Fuse’s newly launched imprint with
the label, Fuse/Geffen Records, and
will be put into heavy rotation on the
music channel.

The contestants will compete
in such tasks as how to hit
marks onstage and how to
deal with the media, as
well as prepare for the
physical rigors of perform-
ing. Given the state of the

ingly absent is financial manage-
ment. “We’ll save that for next
season,” says Eric Sherman, presi-
dent of the New York-based channel.
The contestants on the show—who
are all women—previously have at-
tempted to make it in the music busi-
ness. One of them is Angelica Rose,
aformer child actress whose singing
career was derailed due to drugs.

“These are people battling de-
mons,” Fair says. “Let’s just say that
there’s a lot more potential for emo-
tions to run high when you [get] a lot
of girls with pasts and tell them to
battle it out.”

The show will have a high-profile
advertising campaign from New York
ad agency the Brooklyn Brothers and
Fuse’s internal adverlising team;
Sherman puts the cost “in the seven
figures.” It will consist of TV spots
on network and cable, as well as bill-
boards, print and radio.

Having Jericho, who has a rabid fan
base in the wrestling world, act as host
is also likely to draw curious viewers.
“I knew of Chris Jericho as a member

of Fozzy before | knew he was on the
WWE,” Sherman says. “I knew how
knowledgeable he is about music and
how dedicated he is to his music.”

Now that Fuse has ils own imprint
the network may consider releasing
other music through it. “We see the
imprint as a natural extension of the
show. We reached out to a number of
labels but Geffen had the most en-
thusiastic ideas,” Sherman says. “I
could see other bands coming out on
the imprint.”

And similar to the way that VH1's
“Flavor of Love” has seen numerous
characters spun off into their own
shows, Sherman says that the same
thing could happen with “Redemp-
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tion Song.” “If one contestant pops
we could spin off a show about
them,” he says. “We could see this as
a franchise with legs for Fuse.”

While well-known in the music
business for his work with Christina
Aguilera, Vanessa Carlton and Fer-
gie, Fair may be more familiar to TV
viewers for his similar role on the
CW’s “The Pussycat Dolls Present:
Girlicious.” On that show, he, along
with Pussycat Dolls founder Robin
Antin and rapper Lil’ Kim, judged a
group of women competing to be in
the group Girlicious. “I'm like the
legit guy from the business who is
going to make or break their hopes
and dreams,” Fair says. oo

BY HILLARY CROSLEY

Hitz In The Family

Jive Takes Equity Stake In A&R Man’s Imprint

While 360 deals are almost standard for new
artists, independent label partnerships have
largely remained within the realm of marketing
and distribution deals. However, Zomba has
taken a page from Live Nation’s playbook and
inked an all-inclusive, multiyear joint-venture
deal with Jive VP of A&R Mickey “MeMpHiTz"
Wright and his Hitz Committee Entertainment.

Formed in 2003, Hitz will now encompass
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arecord label, music production, music pub-
lishing, artist and producer management, and
TV and film projects.

“It was one of the easier decisions to make,”
BMG Label Group COO lvan Gavin says. Wright
“js very talented. He wants to build a brand in a
broad entertainment sense and didn’t want to be
pigeonholed. It came down to, ‘Do we believe
in him and back him or do we let him go else-

where?’ So, we went back to him with [a] 360
type [of deal].”

Zomba will retain approximately 50% of any
profits Hitz accrued as well as shop any film
or TV ideas the company hatches. Hitz is ob-
ligated to release three artists per year; its
2009 schedule will feature projects from Huey,
Trai'd, Chip Tha Ripper and singer Asia Cruise.

“This is like a Jay-Z/Live Nation type of deal,”
Wright says. “Last time, | had to let Jive hear any
artist | found first, but now | can sign them to
Jive orto Hitz. This is a full partnership with Jive.”

Wright will maintain his position within
Jive’'s A&R department and continue to work
specifically with T-Pain, whom he signed in
2005. The artist’s third album, “Thr33 Ringz,”

www americanradiohietorv com

==

At the Zomba/Hitz signing are MICKEY
‘MEMPHITZ’ WRIGHT, seated at left with
BMG Label Group chairman/CEO BARRY
WEISS. Standing, from left, are BMG execs
PAMELA GRAY, MICHAEL NEWMAN, DEANE
MARCUS, IVAN GAVIN and TOM CARRABBA;
Hitz Committee Entertainment president
GLENN DELGADOQ; and BMG execs PETER
THEA and DAN ZUCKER.

is due Nov. 11 via Konvict/Jive. First single
“Can’t Believe It” is No. 2 on Billboard’s Hot
R&B/Hip-Hop Songs chart this week.

“This deal is great because Zomba hasn’t
done a joint-venture deal with an A&R before
and it really shows their level of commitment,”
Hitz president/COO Glen Delgado says. “It’s
also probably the new direction of the music
business. Independent companies are going
to have to partner with labels for ancillary
rights like publishing.”

A veteran A&R exec at another major adds,
“You’re going to see a lot more of these deals.
It’s an easy way to have an A&R source with-
out having to pay alot for it.”

Delgado, who met Wright while the Jive
executive was interning at Arista Records,
says the company’s main goal is to release
artistsin a timely fashion. “We are also going
to staff and now have three positions openin
marketing, creative and mixshow promotion,”
Delgado says.

Wright says that while Hitz’ current artists
are primarily from the South, the Memphis
native is open to artists from diverse back-
grounds. “From my success with T-Pain, I’'ve
learned that if the music is there, eventually
the public will listen,” Wright says.

L E.J. CAMP/FUSE

TOF
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As semior VP/GM at Walt Disney’s Buena Vista Concerts division and senior VP of business
development at Disney Music Group (DMG), Chip McLean has spearheaded the development
of a cancert production business that has immediately made a mark in the touring industry.

In less than two years, Buena Vista Concerts has been responsible for three tours—the
Cheetah Girls (2006-07), High School Musical: The Concert (2006-07) and the Hannah
Montana,/Miley Cyrus Best of Both Worlds (2007-08)—that have grossed a combined $115

ChipM

Disney’s concert production head
talks about building a new
business at the Mouse, extending
brands and dealing with Hannah
Montana ticket scalpers.

million and moved 2.3 million tickets, according to Billboard Boxscore.

And there’s plenty more to come, with a new Cheetah Girls tour teed up for this fall, “Camp
Rock” star Demi Lovato signed to a multirights deal with DMG and other projects coming to-
gether for next year. McLean, a former VP of business and legal affairs at Warner Bros.
Records, is working with Disney in building the kind of synergy that most music executives
can only dream about, capitalizing on the success of film, radio, TV and recorded-music as-
sets to maximize sold-out tours that maintain a national profile while generating excite-

ment locally.

When McLean joined DMG in 2006, its operations were primarily focused on its three
music labels—Hollywood, Walt Disney Records and Lyric Street—and its music publishing
business. DMG chairman Bob Cavallo and Disney Records president David Agnew gave
McLean the mandate to extend the brand, explore new opportunities and take the “Disney
magic” into unexplored territory. In an interview, McLean talks about those efforts.

What was your first objective
when you came to Disney?
When I got here, the Cheetah Girls
record was coming out in a few
months. They had done a limited tour
onthe lastrelease that didn’t do well.
I said, “Well, we have another bite at
the apple coming up here. Let’s give
ita try and I'll do my best not to lose
any money and do it smarter, better
and with much more attention.”

The decision to form Buena Vista
Concerts wasa function of the Chee-
tah Girls tour and the “High School
Musical” concert tour succeeding on
the level they succeeded. It wasn’t
that someone right offthe bat decided
we should create a division to do tour-
ing. It was really more of an organic
decision to try to extend what the
music group does to market, develop,
promote and extend its properties
and the company’s properties, be-
cause to some degree the soundtracks
are often an extension of a brand on
the Disney Channel or a movie.

Why form a live music division as
opposed tojust selling these tours
to an established promoter/pro-
ducer like Live Nation or AEG Live?
Because there are elements to what
we do that really involve much more
effort and energy on the production
side of the concert as opposed to
just selling touring rights to a third
party. One element of that in the
simplest form is sort of controlling

the whole event and the marketing
forit, and a lot of the marketing for
these tours runs through various
Disney platforms. The nature of the
way we produce a show and market
and promote it involves factors that
I don't think necessarily apply to the
run-of-the-mill concert with an artist
going out and seeking to market
and promote their music.

When we were working feverishly
on the “High School Musical” tour,
we began talking to the motion pic-
ture studio here about the concept of
doingaconcert film for theatrical re-
lease. We started talking about the
notion that 3-D would be an interest-
ing format for a concert film, partic-
ularly for the younger demographic
we were focused on at that time.

We didn’t get that arrangement
settled in time to do “High School
Musical,” but I had already begun
discussions with Miley Cyrus’ repre-
sentatives regarding a possible tour
for the next year, so we all focused on
thatas the first opportunity to explore
the possibility of a further brand ex-
tension into concert films. The Han-
nah Montana/Miley Cyrus concert
film was the first iteration of that strat-
egy and it became the biggest-selling
concert film in history.

The traditional model used to
be thatrecorded productdrove
the career train, with touring
built around it. In some ways that

model has flipped for many acts,
but at DMG everything seems to
be equally important.

You're right. It varies to some degree
depending on who you're talking
about. The Jonas Brothers have be-
come a sensation, they certainly have
gotten plenty of media attention, but
that didn’t stem from a large prop-
erty that was a massive success solely
focused on them in television or the-
atrical. They grew up really as a tra-
ditional sort of pop/rock act with a
couple of nice things happening
where they developed some relation-
ships and have come in here to Dis-
ney Music Group and are benefiting
from the various platforms that Dis-
ney has to offer them.

Cheetah Girls is an example of a
book-based franchise that became
a movie. With “High School Musi-
cal” it’s a little different still. It was
really the music and the story and
kids loved it, and it was at a quality
level that our research shows fam-
ilies loved it. Ultimately it all comes
down to the music.

Hannah Montana/Miley Cyrus,
more than any other tour, shined
a spotlight on the secondary
market and the value of certain
tickets. Have you considered a
strategy to capture that revenue?
We certainly have talked about it, we'd
beirresponsible not to. Butup to this
point it’s really been challenging.
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There has been some discussion,
which probably happens on almost
all tours: Do you hold your own auc-
tions with the thought that that
makes it more challenging for a bro-
ker to come in and get the tickets?
If you really do have the demand
in the primary marketplace and peo-
ple are really willing to play ball on
an auction, you take away alot of the
margin that’s potentially there for
the people buying specifically with
the intent to resell the tickets. But
that's a difficult area because it’s dif-
ficultto defend againstan argument
that you're adding to the problem,
you're participating in the same
thing that parents are railing against.
Inthe context of the Hannah/Miley
tour, when the secondary market lit
upand shows were selling outin less
than 30 minutes, some of the letters
and feedback that came back was
flavored with frustration . . . “Why
didn’t Disney protect us?” It just
speaks to thelevel of trustand the re-
sponsibility we have as a company.

What’s next for Buena Vista
Concerts?

One thing I'm looking at doing here
is extending to some extent what we
doon the concertside and taking some
of that inside marketing and promo-
tional coordination and synergy and
plugging it into other artists that are
already signed to the label. We're also
looking for projects that are new that
might be projects that DMG
wouldn’t have previously looked at.

So that would make it arevenue
producer above and beyond just
your Disney content.

Absolutely. We're going to be inher-
ently focused on things that make
sense for us. I don’t think we're in
danger of going out and competing
with Live Nation to get the Rolling
Stones. That’s not where we’re
headed. Ultimately this is Disney
and in terms of doing things on the
concertside, right now that strategy
involves finding great entertainment
still very consistent with all the things
Disney represents, but not necessar-
ily within the well-defined demo-
graphic Disney is known for.  .-«.
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IN MID-SEPTEMBER, youthful duranguense group
Alacranes Musical debuted at No. 1 on Billboard’s Top Latin Al-
bums chart with its album “Tu Inspiracién” (Fonovisa). With
20,000 copies scanned, it was Alacranes’ best-selling week ever.

A mere 15 days later, banda artist and labelmate Jenni Rivera
debuted at No. 1 on the same chart with “Jenni,” moving 16,000
copies, her best sales week to date.

And on Sept. 18, “Para Siempre” by veteran ranchera icon
Vicente Fernandez shot to the top of the iTunes Latino chart,
exactly one year after its original release on Sony BMG Latin.
Labelmate Los Pikadientes de Caborca had the top video on the
site, and for the past month, the group’s single “Cumbia del
Rio” has been the top-selling ringmaster for the record label.

It was just a year ago that regional Mexican executives and
pundits were bemoaning the crisis of the inusic industry in
general—and the regional Mexican market in particular. Be-
sieged by a surge in anti-immigration raids, skyrocketing gaso-
line prices and an economic slump, regional Mexican music
buyers were feeling the pinch and labels and promoters were
feeling their pain.

But today, regional Mexican seems to have gotten at least
some of its mojo back, thanks to aggressive pricing, broader
marketing and promotional campaigns and an increasing will-
ingness to seek out sponsors and partners.

While sales are far from their glory days of the early 2000s,
these individual successes point to a marketplace that re-
acts positively to different stimuli and where customers still
buy CDs.

And as a totality of the market, regional Mexican is outselling
other Latin genres more than ever before.
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Thanks To An Influx Of Savvy
Marketing Schemes, The Genre
Is Undergoing A Renaissance

by leila cobo

For the week ending Aug. 24, sales of regional Mexican ac-
counted for 60% of all Latin music sales, according to Nielsen
SoundScan. That’s a significant increase over the 51.7% of the
total it commanded by the end of 2006 and even the 57% of the
total it had by year-end 2007. More important perhaps, while
the genre boasts top-selling stars, it also has dozens of devel-
oping and even brand-new acts—like Aliados de la Sierra,
Dareyes de la Sierra and Inquietos del Norte—that are making
a dent on Billboard’s charts and ushering a new wave of fans
to the genre.

Regardless of whether an act is new or established, “we are
treating all releases as pop releases, with every detail in the mar-
keting plan covered and executed,” says Gustavo Lopez, presi-
dent of Disa and Fonovisa, the two leading regional Mexican
labels in the marketplace.

This, Lopez says, includes simultaneous release and full sup-
port from Disa and Fonovisa in Mexico and actively seeking
sponsorship opportunities and endorsements, an area where
regional Mexican music has not been nearly as visibie as other
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Latin genres. Rivera, for example, was the first regional Mexi-
can artist featured on Wal-Mart’s “Soundcheck” program with
the release of “Jenni”; the appearance was sponsored by Snug-
gle fabric softener and Surf detergent. Lopez is also looking to
aggressively expand Disa’s and Fonovisa’s digital business.

Both labels were previously part of Univision Music Group
but are now under the umbrella of Universal Music Latin En-
tertainment, the Latin music company created after Universal
acquired Univision Music last May. Since then, Lopez says, the
digital and mobile business for Disa and Fonovisa—UMLE’s
two regional Mexican labels—has gone from about 1% of total
sales to approximately 4%. Lopez expects that number to grow
to 10% by 2009.

Fonovisa’s biggest release of the year will probably be Marco
Antonio Solis’ “No Molestar,” due Oct. 7. The Mexican crooner,
who has the most No. 1s on Billboard’s Hot Latin Songs chart
and is tied for the most No. 1s on Top Latin Albums, strad
dles the pop and regional Mexican worlds, appealing to a
broad audience.

While Solis’ marketing and promotional campaigns have
traditionally centered on radio and TV promotional spots (Solis
is notoriously reticent about doing promotion), Fonovisa is
working on a series of new actions to push “No Molestar.

They include a national campaign with AMC Theatres and
Coca-Cola, and the first-time release of 28 Solis videos on iTunes.
“No Molestar” also will have premium placement with digital
retailers, as was the case earlier this year with Los Temerarios’
“Si Tu Te Vas,” which topped the iTunes Latino sales chart in
its release week.

On Oct. 8, Solis will sit for a Q&A open to the media at the
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Billboard Regional Mexican Music Summit (see story, page 26).
Trealing regional Mexican releases like pop releases may
sound like an oxymoron. But regional Mexican has, in a way,
always been its own world. Here, many independents function
with 360 models that can adapt quickly to change. Artists signed
tomajor labels are more often than not self-contained acts that
play constantly within their own, national touring system, often
operating completely independently from their labels.

Now, increasingly, labels are seeking to tie all loose ends to-
gether for maximum promotion and exposure.

‘Regional Mexican has never been regardec as
glamorous,” says Alan E. Baxier, president/CEO
of FAR Music and DBGIC Management, which
represents Intocable and Les Super Reyes, among
others. “But now, everybody is realizing this is
where the money is at.”

Johnny Phillips, VP of indie distributor Select-
O-Hits, got into regional Mexican two years ago
and has seen his business in the genre double in
the past 12 months.

“I see a lot more aggressive behavior from the
regional Mexican labels,” says Phillips, who distributes Serca
and DBC, among others. “They really get involved in the pro-
motion and marketing side. And I also see more acceptance in
big-box accounts like Kmart.”

“Regional Mexican has been and will continue to be strong,”
Trans World Latin/world buyer Isabelle Salazar says. “But now,
more than ever, I've noticad these acts work with an intensity
werarely see in other calegories. Mexicans touch their fan base
all the time. They tour, they're visiting radio, they do in-stores.”

The accessibility and relentlessness, Salazar says, cuts

Clockwise: JENNI RIVERA performs for
Wal-Mart’s ‘Soundcheck’ promotion;
LA SIERRA;LOS
S DE CABORCA; and
ERNANDEZ.g»
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across the board.

“Before, you would always see the top, top acts. Now, you
have smaller groups, like Inquietos del Norte, who only sell
in certain regions, but that doesn’t stop them from promot-
ing all the time.

Thus, while radio and TV remain the cornerstone of re-
gional Mexican promotion, the personal touch has gained
new importance.

“They go to the smaller regions, they drop by key one-stops

‘Regional Mexican has never
been regarded as glamorous, but
this is where the money is.

—ALAN E. BAXTER, FAR MUSIC AND DBGIC MANAGEMENT

with their promotion team. And you see 4 lot of posters; a lot of
promotional material that gets put up in the little mom-and-pop
accounts. We use a lot of point-of-purchase promotional mate-
rial to create knowledge that these releases are coming out.”

This doesn’t mean, however, that overall sales have risen.
Regional Mexican sales for the first 34 weeks of the yea: stood
at9.7 million units, according to Nielsen SoundScan. By year's
end, with heavy fourth-quarter sales, they should hover close
to the 16.7 million units sold by year-end 2007.

But other genres are tracking far less than that. Sales of Latin
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pop music for those same first 34 weeks of the year, for exam-
ple, stood at 3.5 million, less than half the year-end tally of 6.9
million that pop garnered in 2007. All told, for the first 34 weeks
of the year, regional Mexican represented 60% of all Latin music
sales, pop 22%, tropical 9.4% and rhythmic 8%, according to
Nielsen SoundScan.

One reason for regional Mexican's increased percentages is
simply a redistribution of the sales pie. During 2005 and 2006,
reggaeton exploded in the United States, inviting a new, younger
buyer of Latin music and eating slightly into
regional Mexican’s prodigious market share.
Once the reggaeton wave subsided, regional
Mexican—more than any other genre—recu-
perated those percentage points it had lost.

However, Salazar says, regional Mexican
lzbels have also pushed especially hard to re-
main competitive.

For one, prices have dropped as a way to
provide incentive for the regional Mexican
music consumers, many of whom are recent
immigrants with low income and limited ac-
cess to broadband and who still prefer to buy physical product.

“The magic price to sell regional Mexican product is $9.99,”
Salazar says, noting that labels have lowered prices for the past
year. The less-than-$10 approach now applies to most front-
line releases, but the price tends to be lower for catalog.

On tae other hand, new migration from Mexico is steady,
providing a continuous fan base that spans generations.

Mexico's National Council of Population (Conapo) calcu-
lated that more than 500,000 people emigrated from Mexico
in 2007, most of them headed toward the United States. For
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those migrants, independent marketer/promoter
Miguel Trujillo says, a CD of Mexican music is part of
their basic sustenance.

“The only way to link to those places they left behind
is buying the music,” Trujillo says. That mentality, many
theorize, is particularly acute now, when stepped-up
anti-immigration raids make it more difficult for Mex-
icans to go back and forth over the border, as they did
before, forcing them to stay in the United States for
longer periods of time.

In turn, a new wave of acts has cropped up. While re-
gional Mexican music buyers are known for their loy-
alty—Fernandez, for example, is in his 60s and remains
one of the most popular artists in the market—they are
also known for their progressiveness. That becomes
more apparentin a strained economy, where it costs far
less to break regional Mexican acts than it does pop or
even reggaeton.

“The best marketing is shows,” Baxter says. “If 'm a
pop act and there isn’t much support from a label, it will
be tough because there are not as many avenues to per-
form for my fans. Whereas in the regional Mexican
market, it’s all about interaction with our fans.”

But even in that arena, the regional Mexi-
can market has upped the ante to become
more competitive.

Veteran management/concert promotion
firm Apodaca Promotions, for example, cre-
ated a marketing promotions depart-
ment a year ago to help move tickets to
its shows, where audiences have declined
in the past two years because of economic
concerns and fear over immigration raids.

“Things aren’t where they used to be in the
glory days of a few years back,” Apodaca na-
tional marketing and promotions director Lee Var-
gas says. “But fans are going out a little bit more.
However, we need to work three times as hard to get
ticket sales. Before, regional Mexican dances pretty much
sold themselves. Now, we have a marketing department.”

Steps include personally involving acts in the promo-
tion of the event for months beforehand. Before, for ex-
ample, an upcoming show by mariachi star Pedro
Fernandez would have been simply marketed by the
local promoter. Now, Apodaca devises innovative pro-
motional campaigns—Ilike giving away Pedro Fernin-
dezmerchandise. There are ticket giveaways and he does
phone interviews months in advance, something that
only pop acts used to do.

In addition, just a month ago, Apodaca launched its
MySpace and Facebook pages and now sends e-blasts
to 18,000 contacts and fans.

“We see the response,” Vargas says. “You ask the fans
at the shows how they learned about the show, and an
increasing number say they did so online.”

Digital sales of regional Mexican music, however, are
only now beginning to take off.

Regional Mexican made up only 10.3% of Latin dig-
ital album sales in 2007, according to Nielsen Sound-
Scan. (Single downloads are not yet divided by genre.)
But as of May 11, it made up 13.8% of Latin digital al-
bums year to date, more than a 70% increase from where
the genre was at the same time last year.

As with other marketing initiatives, the right ac-
tions—many being applied for the first time—are hav-
ing an effect.

Fernandez’s No. 1 on the iTunes Latino album sales
chart, a full year after the release of “Para Siempre,”
comes in the wake of a special feature that coincided
with Hispanic Heritage Month. Label Sony BMG put
the product on special pricing and featured it on a ban-
ner on iTunes’ main page and the iTunes Latino page.

Having this kind of sales reaction for regional Mex-
ican in the digital arena was “a question of time,”
Sony BMG Latin VP of digital business Lorenzo
Braun says.

“Ithad to happen and it’s very exciting,” Braun says.
“I think we're on a roll. Our next regional Mexican
album, we'll try to do something that puts them out
there with that same strength.” oo
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MARCO
ANTONIO SOLIS
will speak at
Billboard’s
Regional Mexican
Music Summit.

d’s Hot Latin SofgSthart and a record eight No. 1albums
antonio Solis is one of the most enduring, mfiuentlal and top-sell-
in the world. Solis, whose career started in Mexico as leader of
kis, has evolved to'become one of Latin music’s biggest super-

ual popularityfrom Mexic\o to Argentina. That Solis has dong*

musu‘. isan even greater

You’ve gone back and forth between pop-leaning and
Mexican-leaning albums in the past several years. “No
Molestar” is right in the middie. Were you looking for
this balance?

That’s exactly what [ was doing. In my shows, | always go back
to my repertoire from Los Bukis [in the '80s]. And [ see a lot of
young people who like those songs. | tell them, “I don’t even
know why you know these songs, but you deserve something
new”—with those same elements but a little better “dressed”
orarranged. And I also wanted radio to open up a bit more.

It's a sound that transcends formats, doesn’t it?
Absolutely. And now, Latin pop stations are more open. The
main thing is that the songs get the exposure they need, but
radio formats sometimes impede that. Many years ago, in
Mexico, when we had Los Bukis, there were a handful of very
big tropical stations. And that’s why we began lo record
cumbias. We needed to record the songs in two distinct for-
mats: tropical and ballads.

You’re speaking at the Regional Mexican Music Sum-
mit, but actually, you’re an artist who falls under so
many genres.

When they call me “regional Mexican” I feel like I'm from a
single region. I don't like the term at all. And the evidence is
we can be playing anywhere in Latin America and in Spain.
With the proper orchestration and the right show, we can play
with what's considered regional Mexican, but we can also sing
the big ballads, like any other pop soloist. I don’t like being
siereotyped. Perhaps a better term is simply “Mexican music.”
What I find across all countries is a very similar sensibility.
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mph. The day following the re=2 ;
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In this day and age when musicians are focused on brand-
ing, it appears you don’t have any sponsorships.

No. I'm here for the songs. I don't feel comfortable selling
products. | want to give honesty to the name and not tie it
with business transactions. It's taken me a long time and [
want to take care of it as much as possible. What's important
to me is what | leave on the stage.

Your new albumis titled “No Molestar” (Don’t Bother),
after the single of the same name. Where did the song
come from?

From where they all come from. They're all there, lost, in
the air. Everything is always there, floating invisibly. There
are many things we don’t see, but we feel. That’s what I cap-
ture. If ] go walk somewhere, for example, you can feel the
energy, the positive vibrations, the quietness, and suddenly,
the words come.

Do you still record with a little tape recorder?

Oh, they all laugh at me, because | sometimes take it with
me to the gym. “Oh, my God, a cassette,” they say. But I like
it. Plus, I record the melodies there as they come to me, and
my voice reflects the emotional state | was in when I recorded
them. And, always, always, | write on my little slips of paper.
There is strength in paper. When | get to my studio, I begin
to give shape to my scribbles. I sitat my keyboard and [ write
the bass and little by little construct the harmonies. By then
the essence of the song is there. Everything else is easy. And
the melody always comes first. Always. Melodies for me are
something divine. They come from a divine place. A melody
alone moves me, makes me vibrate. —LC

COURTESY FONOV!SA RECORDS
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“To me, it's love songs to God,” Smith says of worship music.
‘It'sexpressing how grateful you are for what he’s done for you.
People do that in different ways and it's so much bigger than
music. I've always believed that worship is a lifestyle.”

Worship music is different from other types of Christian
music in that it is sung directly to God, as opposed to the artist
singing to entertain an audience. Worship leaders exhort lis-
teners to sing along, and many such songs have repetitive cho-
ruses that are often displayed on screens to help the audiences
as they join in praising and worshipping God.

1t's a genre that has spread beyond the church to become a
major force in the Christian music industry, thanks in large
part to the popularity of Smith. A veteran singer/songwriter
known for scoring mainstream pop and Christian radio hits
alike, Smith’s “A New Hallelujah” is primed to be the top-sell-
ing Christian release during fourth-quarter 2008. The CD—
produced and arranged by Smith and executive-produced by
Michael Blanton, Bob Ezrin and Terry Hemmings—will be fol-
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lowed by a DVD release in 2009.

Smith’s two previous praise and worship albums, 2001’s “Wor-
ship” and 2002’s “Worship Again,” have sold 1.7 million and
769,000 units, respectively, according to Nielsen SoundScan, and
are among the landmark projects that helped propel praise and
worship music to the forefront of the Christian music industry.

“Michael brought a level of commercial recognition to wor-
ship music that was not there before,” Provident Label Group
president/CEO Terry Hemmings says. “God uses people in lots
of different ways to bring people into his presence and on those
two worship projects, he used Michael in a big way.”

Smith’s release is just one of a series of high-profile titles
coming this fall, including Chris Tomlin’s “Hello Love,” Lin-
coln Brewster’s “Today ls the Day” and a greatest-hits compi-
lation from Paul Baloche that point to the continuing strength
of the genre.

Though there are a variety of musical styles under the Chris-
tian/gospel umbrella, worship music is a very different expres-
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sion; some consider it to be the purest form of faith-based music.
“Worship music is so important to believers because it teaches
us how to pray,” says Mark Hall, frontman for Atlanta-based
worship band Casting Crowns. “We know how to ask God for
help but we want to go deeper in our friendship with him. Wor-
ship music is usually scripture set to music. It reminds us that
God is listening, that God is a person and not a book, and that
we can know him and talk with him . . . When you boil it all
down, worship teaches conversation and relationship—how to
pray without asking for anything.”

Praise and worship projects were once primarily recorded
atvarious churches, featuring little-known worship leaders and
choirs. Maranatha, Vineyard and Integrity were the labels known
for specializing in the music, and in the last decade the genre
has exploded as a commercial force in the Christian music in-
dustry, thanks inlarge part to acts like Smith, Third Day, News-
boys, Rebecca St. James and CeCe Winans. (Since Christian
SoundScan began tracking data in 1995, the five acts have sold
a combined 22.4 million albums in the United States.)

“Inthe late '90s and the early 2000s,” Hemmings says, “major
artists who were primarily known for their commercial viabil-
ity and success—Ilike Michael W. Smith and Third Day—took
songs that were written for the church specifically by worship
leaders. . . and adapted them for a more commercial setting.

Third Day recorded two highly successful worship projects—
2000s “Offerings: A Worship Album” and 2003’s “Offerings
I1: All T Have to Give,” which have sold 961,000 and 764,000,
respectively. “We did worship songs on our very first album,”
Third Day lead vocalist Mac Powell says. “Fans said a favorite
part of the night is when we did our worship songs. So we just
thought, ‘We’ll make a record for our fans,” and as a result it
opened up more doors for us.”

The genre has also benefited from the rise of such popular
worship acts as Tomlin, Brewster, Israel & New Breed, Casting
Crowns, Brewster, Charlie Hall, the David Crowder Band, Matt
Redman and Martha Munizzi. “In the early '90s, we were def-
initely nameless, faceless church music,” Integrity Music GM
John Coleman says. “Then out of that, different worship lead-
ers began to arise in terms of having greater influence. That
dynamic is real and will continue. There are certain individu-
als God has gifted to lead worship.”

Tomlin’s “Hello Love,” which sixstepsrecords/Sparrow
Records released Sept. 2, came in at No. 9 on the Billboard 200
and No. 2 on Billboard’s Top Christian Albums chart, selling
52,000 copies its first week.

Some have voiced concerns that worship music is a trend
that will peak and wane; others disagree. “Worshipis nota fad.
It's what the church does every Sunday and has been doing for
longer than the music industry existed,” Coleman says. “It’s
not going away. This label has been focused only on praise and
worship, in terms of actual recorded product, for 23 years, which
is certainly more than a fad.
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Tomlin sees praise and worship as a unique segment of the
Christian music community. “It's a special thing,” Tomlin says.
“It’s different. 1t’s not like writing a pop song for radio. It's a
unique thing we do when we get together . . . it’s more than
justa song. You are really expressing your heart to God. That’s
a powerful thing and that will never fade.”

Brewster, whose sixth Integrity Music project, “Today Is the
Day,” was released Sept. 23, began his career in mainstream music
recording and touring with former Journey frontman Steve Perry
and was courted by several major labels as a solo artist.

“Getting to do what I thought was my dream ever since | was
a kid, I actually found an extraordinary amount of emptiness
in that experience, which shocked me,” says Brewster, who is
the musicand arts pastor at Bayside Church near Sacramento,
Calif. “Someone asked me recently, “‘What’s the main differ-
ence between what you do now and what you did then?” And [
said, ‘That’s easy—purpose.’ [t was never a struggle to walk
away . . . because of that.”

Those in the Christian industry often describe praise and
worship music as “vertical music,” songs sung directly to
God as opposed to “horizontal” songs, which deal more with
earthly relationships and more introspective concerns. “It's
not going to be defined by a specific musical style,” Coleman
says. “It can range anywhere from gospel and traditional

We Are The

hymns to a more contemporary pop-rock style. Worship is
what you're going to hear when you going into a church on
Sunday morning.”

In recent years, worship music has expanded to become a
major force on Christian radio and has sent cash registers ring-
ing at retail. Its prominence has also been recognized in the
industry, as the Gospel Music Assn. added the worship song of
the year category to the Dove Awards in 2004.

“Over the last 10 years, worship became established as a
mainstream music product with the success of ‘Songs4 Wor-
ship’ with Time Life,” Coleman says, citing the popular series,
which isajoint venture between Time Life Music and Integrity
that has released more than 30 volumes and sold more than 20
million CDs, according to the company.

“ ‘Songs4Worship’ launched in late 2000 and gave many
fans their first chance to hear praise and worship in their homes
performed by top worship leaders,” Time Life VP/executive
producer Mitch Peyser says. “We had so much visibility on tel-
evision in early 2001 that we were able to take the brand be-
yond [Christian Booksellers Assn.] retailers and into general
retail with tremendous success. We've kept the brand going
by keeping up with the newer worship songs and moving into
other categories like urban and Latin with the brand. Recently,
we had a huge success with a new recording, *Songs4 Worship

(Worslbip) World
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Country,” featuring top country artists like Ricky Skaggs and
Diamond Rio recording praise and worship songs.”

Additional “Songs4Worship” projects are already slated for
release, including “Songs4Worship Country: Live at the Ryman,”
recorded this summer at Nashville’s famed Ryman Auditorium;
“Songs4Worship Gospel: Friend of God,” featuring Marvin
Sapp, Israel & New Breed and Donnie McClurkin, among oth-
ers; and “Songs4Worship Soul” with Teddy Pendergrass, Peabo
Bryson, Bryan McKnight, Regina Belle and others.

Many feel that worship music has become such a force in
the industry because it’s reflection of what’s happening in the
church. “The power of praise and worship is really the overflow
of what’s going on in church on a weekly basis,” Houghton
says. “The songs are coming out of church, so it'’s become less
artist-driven and more church community-driven. It's quite a
force to be reckoned with as far as sales are concerned and
you've got radio stations that are playing songs that come right
out of the church. The strength of the church worldwide has
made it a force to be reckoned with.”

The popularity of worship songs is monitored by Christian
Copyright Licensing International, whose chart reflects wor-
ship songs being sungin churches. “The increased acceptance
of worship songs at radio has helped speed up the process of
churches accepting worship songs into their Sunday morning
worship. So you see songs rising faster within CCLI,” Coleman
says. “Because worship is sung every Sunday, the idea of get-
ting a song into the church, the church becomes your radio sta-
tion, so while you want to focus on radio in terms of getting the
songout, [getting] it into the church has a similar effect because
it’s partof everyday church life. It provides other opportunities
on a grass-roots level.”

Inlooking at the future of praise and worship, those who are
most passionate about it see it as more than music.

“I think there’s a real awakening in the church that worship
has to be more than the vertical thing,” Smith says. “People are
writing songs about putting that into action and being a part of
changing the world—whether that's working at a boys-and-girls
club, building a Habitat [ for Humanity] house, building water
wells in Africa or reaching out to the poor. We can sing worship
songs until we're blue, but if we're not doing something, we've
missed it.”

Houghton agrees. “It’s not just a genre. It's not just an aisle
in the bookstore. It's not just a category in Billboard,” he says.
“It's the overflow of a lifestyle, and that’s what the genuine ones
want to make sure is still happening.”

Munizzi feels worship music will continue to increase in imn-
pact beyond just the church. “I think there are younger artists and
ministers thatare writing songs thatare reaching the culture and
changing the culture,” she says. “It's coming through songs that
lift up the name of Jesus. I think we're going to see more songs
in movies and television and changing the soundtrack of our lives
in the culture. 1 believe that’s where we are headed.”
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Regional Mexican Music Summit Is Genre’s
Event Of The Year BY LEILA COBO

The Billboard Regional Mexican Music Summit was
created to fill a need. ¥ Regional Mexican music was—and
continues to be—the biggest-selling genre of Latin music,
by far. At the end of August, sales of regional Mexican
music, including subgenres nortefio, grupero, ranchera,
banda and duranguense, accounted for 60% of all Latin
albums sold in the United States, according to

Nielsen SoundScan. § Such a powerful force needed
special attention. 9 And so, in 2006, Billboard launched its
first Regional Mexican Music Summit,

devoted exclusively to the genre.

Now entering its third year, the summit  Norte and Los Cuates
stands out as a gathering of professionals that  de Sinaloa, who are all
aims to provide specific insight, guidanceand  scheduled to speak at
solutions to the most pressing issues of the  the provocative “Macho
moment as they pertain to the furthering of  or Sensitive: The Men
the regional Mexican music industry. of Regional Mexican”

The event’s growing importance is evident  panel, presented by
in its lineup of guests, which includes super- ASCAP. The panel,
star Marco Antonio Solis—sittingdown foran  programmed in re-
exclusive Q&A session—and in a breadth of  sponse to the success-
sponsors, which spans authors’ societies like  ful women’s panel of
SESAC, such publishers as peermusic, inde- 2007, will seek the male
pendent and major labels, radio group GLR,  perspective on regional
wardrobe company Pink Horses, independent ~ Mexican musicand explore
distributor Select-O-Hits and tour bus com-  where the content of today’s
pany Prevost. music stands.

The summit has further solidified its Rap/regional duo Akwid,
standing as the definitive event for the genre  Tucanes de Tijuana lead

timate, acoustic session.

Beyond the music, however, this
year’s summniit concentrates on the
digital, mobile and sponsorship
arenas—all development areas for
this ever-growing genre.

In response to a need expressed
by the regional Mexican industry,
the summit will devote panels to
the development of mobile busi-
ness, Internet marketing and dig-
ital sales, and acquiring sponsors
and marketing partners.

Panelists include such decision-
makers as YouTube strategic part-
ner developer Glenn Otis Brown,
PlayPhone founder/CEO Ron Cz-
erny, the Orchard manager of mo-
bile marketing Nathan Thompson,
MySpace Latino marketing man-
ager Tanya Bravo and Thumbplay
senior VP of content acquisition
and strategy Mitch Rotter.

The complexities of royalties
and licensing in Mexico and the
United States will be made simple
at the Harry Fox Agency-spon-
sored panel “Get the Royal(ty)
Treatment,” featuring speakers
from labels and publishers.

Prevost, a maker of enter

tainer coaches, is aptly sponsor-
ing the “Taking It on the Road:

New Business Models to Make

a Tour Successful” panel,

which will focus on regional

Mexican tours.
And of course, radio could not

be absent from the summit. It will
appear at the programming panel
presented by GLR Radio Group, fea-
turing such key programmers as
Eddie Leén, Pepe Garza, Jimmy
Pérez and Yesenia De Luna.

The three-day conference ends with
a series of round-table workshops,
where attendees will get a chance to
get up close and personal with key

industry executives, including rep-

resentatives from the Latin and

thanks to its new alliance with concert pro-
motion association Promotores Unidos and
with AEG Live.

While showcases during the summit will
feature performances by some of the top names
in regional Mexican music (see story, page 33),
equally prominent acts will be speakers at the
summit. They include Conjunto Primavera
lead singer Tony Meléndez, Los Inquietos del

singer Mario Quintero and
Espinoza Paz will be fea-
tured at BMI’s “How 1
Wrote That Song” panel. Al-

mainstream branches of the
Recording Academy.
We have striven to meet your

Clockwise,

ready a Billboard tradition, X&n&}gpios needs at this summit and in-

the session features top CUATES DE vite you to take full advantage

composers sharing the sto- SINALOA of its invaluable information
. . - B and LOS -

ries behind their hits and INQUIETOS and activities.

performing them in an in- DEL NORTE Bienvenidos!
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Formar parte de la gran familia,
de compositores de ASCAP es
.realmente un honor y un
privilegio. jMi cambio a ASCAP
fue la mejor decision!

. ~ - Coco Villalobos
(Conjunto Primavera, Yolanda Perez, Israel "Fl Tillo" Nevarez)

Los compositores hacemos
nuestro trabajo, y ASCAP cuida
bien nuestros intereses,
ven con los mejores, ASCAP.

3 - Armando Larrinaga
= (La Maﬁa, Conjunto Primaverd, Jose Guadalupe Esparza, Los Palominos, Rocio Durcal)
& , -

R —
-
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/ Ser cbrripositbr y compartir
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ASCAP es lo mejor que pudo & Graci ) ' —
s clas
haberme pasado como intelectual | hacen po?%ﬁCAP POor todo lo que
. dela musica... estoy muy feliz! ¢ % - y GS%dO;i mis amigos
- King Clave ¥ N 1 - Q@UEe dios bendigy,
(El Poder Del Norte, Banda El Limon, Los Traileros Del Norte, - Feli 1010 por Siemppe &
Los Cardenales De Nuevo Leon, Los Alegres De La Sierra) J % pe Meza, (L )

e

0s Inquietos Del Norte)

S
—

ASCAP es fu mejor opeian o
Unete a ASCAP oy Zax: A e Sur N
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More than any other Latin
genre, regional Mexican music
is the realm of innovation and
new artists. As such, the
Regional Mexican Music
Summit takes great pride in
having showcased acts that
invariably go on to make a dent
on the Billboard charts. ¥ This
year promises to be the same.
With a roster of performers
hailing from different regions
of Mexico and the United
States, this year’s showcases
span all genres of regional
Mexican music. ¥ Presented by
Promotores Unidos, as well as
a host of labels including
Warner, Frontera Music
Tropisounds, Ramex Records
and Navarro Entertainment
our performers are a trove of
established and up-
and-coming talent. ¢
Those listed here were
confirmed as of press time.

Clockwise, from top: LOS
CREADOREZ, LOS
FELINOS DE LA NOCHE,
GIOVANNY AYALA and LOS
BOHEMIOS DE SINALOA

\

)
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scored a hit in his native Colombia
with a cover of regional Mexican song “De Rodillas Te
Pido.” Ayala is one of the country’s top new talents in
blending nortefio with Colombian sounds, a musical wave
that has made such artists a force in touring and airplay.

second album is
called “Llévame Contigo.” The group formed in 2005 in
Guamuchil, Sinaloa, and has alternated onstage in be-
tween sets by such banda stars as La Arrolladora Banda
El Limon, El Chapo de Sinaloa and Joan Sebastian.

was cast for a State Farm
advertising campaign and have been taking its show on
the road ever since. The Florida-based nortefio group that
includes Teo Poot, José Zamarripa and Dustin Garcia will
perform the evening of Oct. 7.

Disa album “Listos, Montados y Armados” hit No. 2 on
Billboard’s Top Latin Albums chart. The album was pro-
duced by the group’s lead singer/co-founder, Alfredo
Ramirez Corral, and traverses such styles as corridos,
waltz and polka.

has gone through
many incarnations since its founding in 1994 in Chicago
by Eleazar Villalba Ramirez. The group, which released
its album “Grandes Exitos A La Duranguense” in August,
is led on vocals by former Liberacion singer Gerardo Gar-
cia and singer/composer Carlos Galaviz.

Coahuila’s started playing at student
dances in elementary school and released its first album
in 1992. The act signed with Houston’s Frontera Music in
2008 to record its 14th album, “Viejo Panzon.”

www americanradiohistorv com

Regional Mexican’s Best Take The Stage At Summit Showcases
BY AYALA BEN-YEHUDA AND LEILA COBO
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Transform your event into a personal show
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Entertainment in Mexico will never be the same. Feel the passion of entertainment in this exclusive and intimate

venue. With more than 4,000 seats, VIP suites, excellent sightlines and a perfect acoustic design to create the
optimum audience experience, the Forum at Mundo Imperial is on par with the best performance venues

in the world
Mundo Imperial is the new Acapulco.

Aran Rush | General Manager, Forum at Mundo Imperial
aran.rush@mundoimperial.com
Information: +1 (718) 408 40 00

+52 (744) 466 33 22
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from >>p33

history encompasses 35
years since its founding in 1973 in Houston. The nortefio
group returned in 2008 with a new recording on Discos
Ramex, “Dos Vicios.

Warner Music regional Mexican/pop artist released
her sixth album, “A Puro Dolor.” this year. The mariachi
album went top 10 in Mexico, according to trade group Am-
profon, and was produced by Abelardo Rivera.

is only 7 years old but has already
been hailed as an accordion prodigy and is known by the
nickname “the Little Giant of the Accordion.” The pint-sized
artist has been performing since he was 3 and was scooped
up by Navarro Entertainment, which released debut album
‘Brandon de Sinaloa.” The set includes the danceable sin-
gle “El Camaleon.

is at the helm of the new wave of misica de
tierra caliente and has been recording for more than a decade,
but only began charting the past year. With its blend of banda
and dance, Tierra Cali at one point had three titles on Bill-
board’s Top Latin Albums chart, including hit album “Mas
Alla de la Distancia.

The music of singer/songwriter is a catchy
mixture of Latin pop and tropical rhythms. Born in Los An-
geles and raised for several years in Guadalajara, Mexico,
Martin is equally at ease singing rancheras as she is ballads.
On her debut album, “En Busca del Amor,” Martin combines
romantic ballads with flirty merengues and cumbias that ap-
peal to a broad listener base.

Sometimes known as El Caballero de la Musica Duranguense

(the Gentleman of Duranguense), has a roman-

tic take on this danceable music. With a velvety crooner’s %

voice, El Cugar sang religious music as a boy but found his o U P Clockwise, from top

. L ) . . : B ! left: TIERRA CALLI,

rue calling in the duranguense he encountered in Chicago, ) | T ‘I NADIA EL CUGAR and
which led to his recording contract with Disa Records. - - ! VIOLETA MARTIN
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GLR Networks

THE #1 MUSIC RADIO GROUP
AMONG LATINOS WORLDWIDE

Take advantage of our top-rated
syndicated programs, including:
live concerts, interviews, countdowns,
news, gossip and more!

iDe_Paisano #
PRINCIPALES a %m.

FLASH GRUPERO

Con El Gigio de la Calle

Sales: 305.644.6641 www.glrnetworks.com

Top Industry Stars Convene At Regional
Mexican Music Summit

Regional Mexican is the top-selling Latin genre in the United
States, but its industry faces a swarm of challenges and
opportunities in talent development, touring, branding and
the online and mobile spaces. Billboard’s Regional Mexican
Music Summit will address the most relevant topics with top
experts in all those areas. What follows is a partial list of
panelists confirmed as of press time.

Angel Sepulveda is executive director of pro-
gramming for leading Latin online portal
Terra.com. Sepulveda came to Terra from AOL
Latino, where he launched music and entertain-
ment initiatives.

Mario Quintero is the lead singer/composer
behind legendary corrido group Los Tucanes de
Tijuana. In addition to winning 20 BMI Awards,
Quintero’s compositions have driven the release
of nearly 30 albums and the use of many of the
group’s songs in film and TV.

Laura Semple is VP/director of strategic plan-
ningat Conill Advertising in Los Angeles. A na-
tive of Colombia, Semple works with such brands

The 2009 edition of
ITTG is HERE!

P ————

ITEENATONALTIENT s o g

B . on your block
| to have this
r !; completely
s

updated

edition, with
over 30,000
artists,
managers and
agents from
76 countries

worldwide,
N including
DING ARTISTS MAAGER
PROMOTERS ABENTSS the U.S. and
VENUES - TOURING SERyics Canada

Go to www.billboard.com/order
to get your copy today!
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as Toyota, Lexus and T-Mobile and has more than
15 years’ experience in market research, strate-
gic planning and consulting.

Ivan Fernandez has been a promoter of re-
gional Mexican shows for 25 years. He is co-
founder of professional association Promotores
Unidos, for which he is serving as its 2008-09
president. Fernandez’s live entertainment ven-
tures include Aragon Entertainment Center, Viva
Entertainment and New V5 Group.

Jimmy Perez is head of programming at
GLR Networks. The radio veteran over-
sees music, sports and talk content  #80
and has experience in the fields of '
syndication, show devel-
opment, on-air talent
and production.

Jose “Pepe” Serrano
Montoya is president of Latin
Power Music and a partner/
founder of American Show Latin.
Serrano has successfully promoted
such new groups as Los Primos
de Durango and Ponzofia Mu-
sical and also helped form &
Latin Power Publish-
ing to administer 4 f
musical works.

Rebeca Leonis |
VP of Latin talent f '
for AEG Live/

Goldenvoice. Af.

ter a label and {-\
¥
FAN
{

Dave Bell is VP of business
development at mobile
media company PlayPhone,
where he has secured agree-
ments to distribute content and
power mobile destinations for such
companies as Wal-Mart, Sony BMG, EMI
and Vivendi Universal.
N Skander Goucha is VP of
' ‘\ digital for Universal Music
, Latin Entertainment. He
has served as director of
digital business and new ¢

Y

media for Universal
Music Latino and pre-
viously managed mo-
bile marketing and
operations at Uni-

4 versal Music Latin
America.
\ Yesenia de Lu-

management
career, Leon has
booked such top
acts as Conjunto \
Primavera, Marco
Antonio Solis and
Juanes for the con-
cert promotions giant.

na is VP of pro-
gramming for
Luna Commu-
continued
on >>p40
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BANUELOS

from >>p38  nicationsand
the La Maquina Musical radio
network, which has more than
20 stations in the United
States. In addition to regional
Mexican, de Luna has pro-
grammed La Vaquera’s oldies
music and Radio Tekila's pop.

Gabriel Fregoso is VP/GM
at DBC Entertainment, an
independent label whose
artist roster includes DBC
co-founder Diana Reyes.
Fregoso is a former director
of marketing and promotion
for regional Mexican product
at Universal Music Latino.

Christian Reslen is CEOQ/
creative director of Fire Ad-
vertainment USA, where he
created, supervised and di-
rected the advertainment proj-
ect Los Felinos de la Noche on
behalf of State Farm Insurance.

Fairfield, Calif.-based Los Inquietos del
Norte hit the Billboard charts this summer
with a special edition of its “La Clika” album
and party corrido “La Borrachera.” Jose and
Felipe Meza will discuss their work at ASCAP’s
“Macho or Sensitive: The Men of Regional
Mexican” panel.

Los Cuates de Sinaloa are cousins Gabriel
and Nano Berrelleza, who perform corridos in
the guitar-based sierreno style. Their latest Sony
BMG album to appear on Billboard’s Top Latin
Albums chart is “Puros Exitos Chacas.”

Legendary grupero singer/songwriter Marco
Antonio Solis is set to release his latest album
on Fonovisa, “No Molestar,” Oct. 7. Prior to that
highly anticipated release, Solis was tied with
Los Temerarios and Luis Miguel for the most
No. 1 albums on Billboard’s Top Latin Albums
chart, with eight.

Akwid is the most successful group to com-
bine hip-hop with regional Mexican instrumen-
tation, most recently on its Univision album
“La Novela.” Brothers Francisco and Sergio
Gomez will discuss their craft at BMI’s “Art of
Songwriting” panel.

Jim Bilello is president of US Marketing, which
specializes in branding and artist representation
inyouthand multicultural segments. In partner-
ship with Orjuela Entertainment, the company
represents Grupo Montez de Durango and
Karyme Lozano for sponsorship opportunities.

Tim Luce is GM of Marquez Brothers Enter-
tainment, a live events company affiliated with
cheese brand El Mexicano. The company is pro-
moting the Rodeo of the Decade tour with Pepe

40 | BILLBOARD | OCTOBER 11, 2008

The members of
GRUPO YAHARI
will be summit
panelists as well
as showcase
performers.

Aguilar, Los Tigres del Norte and El Chapo.

Pepe Garza is PD of tastemaking regional
Mexican KBUE/KBUA (Que Buena 105.5/94.3
FM) Los Angeles and its new sister station, re-
gional Mexican KRQB (Que Buena 96.1 FM)
Riverside-San Bernardino, Calif.

Armando Bafiuelos’ songs have been recorded
by Los Nuevos Rebeldes, Fidel Rueda, Alex Ver-
dugo, Larry Hernandez and Cachuy Rubio y Sus
Compas. He writes in a variety of styles from
cumbia to ranchera and duranguense.

Lorenzo Braun is VP of digital business for
Sony Latin. He was previously VP of A&R/mar-
keting for Sony Urbano.

Cristal Downing is senior Latin licensing
agent at the Harry Fox Agency. She will be speak-
ing on international music licensing atthe “Get
the Royal(ty) Treatment” panel Oct. 7.

Elias Andrade is senior director of peermu-
sic’s copyright and licensing division. Andrade
has more than 20 years in the music publish-
ing business and previously worked with the
likes of Bebu Silvetti and A.B. Quintanilla I1I
at EMI Music Publishing.

Oswaldo Villarreal won BMI Latin Awards
for compositions “Estoy a Punto,” sung by
Bronco, and “Algo de Mi,” performed by Con-
junto Primavera. His latest hits are Intocable’s
“Tu Adios No Mata” and “No Creas” by Los
Herederos de Nuevo Leon.

San Diego native Roberto Tapia released his
latest album, “Los Amigos del M,” on Machete
this year. The singer/songwriter of corridos is
in demand for his compositions, which he
records in banda and nortefio styles.

—Avyala Ben-Yehuda

Billboard would like to thank the members of the
Regional Mexican Music Summit Advisory Board.

Director of Latin, SESAC

President, Luna Communications

" T
1f LAiR 11} | §

Founder, Nueva Generacion
Music Group

President, Aragon Entertainment

Center President, Promotores
Unidos

Program director,
Radio La Que Buena

Senior director of West Coast Latin
department, ASCAP

President, GMP Music
VP, Promotores Unidos

Management director,
Latin Power Music USA

Senior VP of membership/
Latin, ASCAP

President, Universal
Music/Fonovisa Disa

VP of Latin writer/publisher
relations, BMI

President, Orjuela Entertainment

4 n
2 NS

J i

VP of the music division,
Venevision Music

£ L] -3 T h f -
i >
Manager, Balboa Records

VP/GM, Navarro Music; Latin
consultant, SoundExchange

B’
VP of marketing/A&R, Sony BMG
Norte

President, American Show
Latin/Latin Power Music

Business and commerce director,
Video Rola

President, Twiins Enterprises
President, Twiins Enterprises

President, Casablanca
Entertainment

] - ¢ £

Associate director,
SESAC Latina

President, Serca Music

President, Disa Records

President, Monterrey Artist

Journalist



www.americanradiohistory.com

Los Prmclpes de la Musica Duranguense
Nimero uno en popularidad DAME TU AMOR
Primer lugar en las listas de Billboard

{ C A=
Numero uno

conh su'musica
en SESAC Latina

le | " Felicitaciones a nue\stros compositores
: { GunHermo Ibarra ® Omar Sanchez ¢ Erik Urbina ¢ René Urbina
5 _Oscar Urbma Oscar Urbma Jr..» Miguel Angel Romero

* & Aguila Bald Publishing

La sociedad de derechos de autor de ejecucion publica de mas rapido crecimiento en el mundo SIEIS AlC

LOS ANGELES - NASHVILLE . ATLANTA . NEW YORK . LONDON - MIAMI

!i Hiiﬁ m www americanradiohistorv com


www.americanradiohistory.com

42

The chart recaps in this Latin
music special are year-to-date,
starting with the Dec. 1, 2007,

issue, the beginning of the
chart year, through the Sept.
13, 2008, issue. Recaps for Top
Latin Albums and Top
Regional Mexican Albums are
based on sales information
compiled by Nielsen
SoundScan. Recaps for Hot
Latin Songs and Hot Regional
Mexican Songs are based on
gross audience impressions
from airplay monitored by
Nielsen BDS. Titles receive
credit for sales or audience
impressions accumulated
during each week they appear
on the pertinent chart.
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Top Latin Albums

Pos. TITLE Artist -Imprint/Label

% WISIN VS. YANDEL: LOS
EXTRATERRESTRES Wisin &
Yande/-Machete

2 PARA SIEMPRE Vicente

Fernandez-Sony BMG Norte

TE QUIERO Flex-EMI Televisa

LA MEJOR... COLECCION Marco

Antonio Solis-Fonovisa/UG

95/08 Enrigue Iglesias-Universal Latino

KINGS OF BACHATA: SOLD OUT AT

MADISON SQUARE GARDEN

Aventura-Discos 605/Premium

Latin/Sony BMG Norte

7 TODO CAMBIO Camila-Sony BMG Norte

8 LA VIDA..ESUN RATICO
Juanes-Universal Latino

9 CAPAZDE TODOPORTIK-PazDela
Sierra-Disa/UG

10 HISTORIA DE UN IDOLO Vicente
Fernandez-Discos 605/Sony BMG Norte

Hot Latin Songs

Pos. TITLE Artist -Imprint/Label

& TE QUIERO Flex-EMI Televisa

2 ME ENAMORA Juanes-Universal Latino

3 DONDE ESTAN CORAZON Enrique
/glesias-Universal Latino

4 SINO TE HUBIERAS IDO Mana-Warner
Latina

S5 GOTAS DE AGUA DULCE
Juanes-Universal Latino

6 SOBRE MIS PIES La Arrolladora Banda E/
Limon-Disa/Edimonsa

7 ESTOS CELOS Vicente Fernandez-Sony
BMG Norte

8 TE LLORE Conjunto Primavera-Fonovisa

9 HASTA EL DIADE HOY Dareyes Dela
Sierra-Disa

10 CONTEOQ REGRESIVO Gilberto Santa
Rosa-Sony BMG Norte

S ow

(- )

Re ional Mexican
H m Hrtists

Pos. ARTIST (No, Charted Titles) imprint/Label

i VICENTE FERNANDEZ (D) Sony BMG
Norte
(1) Discos 605/Sony BMG Norte

2 K-PAZDE LA SIERRA (5) Disa/UG
D Univision/UG

3 LOS TEMERARIOS (3) Fonovisa/UG
(2) Disa/UG
(1) AFG Sigma/Fonovisa/UG

4 LOS TIGRES DEL NORTE (3)
Fonovisa/UG

5 MARCO ANTONIO SOLIS (1)
Fonovisa/UG

6 LA ARROLLADORA BANDA EL LIMON
(2) Disa/UG
(1) Sony BMG Norte

7 GRUPO MONTEZ DE DURANGO (5)
Disa/UG

8 ALACRANES MUSICAL (3) Univision/UG
() Fonovisa/UG

9 INTOCABLE (2) EM! Televisa

10 EL TRONO DE MEXICO (2)
Skalona/Universal Latino
(D DBC

Top Regional
Mexican Albums

Pos. TITLE Artist -Imprint/Label

! PARA SIEMPRE Vicente
Fernandez-Sony BMG Norte

2 CAPAZDE TODOPORTIK-Paz Dela
Sierra-Disa/UG

3 HISTORIA DE UN IDOLO Vicente
Fernandez-Discos 605/Sony BMG Norte

4 UNA NOCHE EN MADRID Marco
Antonio Solis-Fonovisa/UG

S SITUTEVAS .Los
Temerarios-Fonovisa/UG

6 LOS GABRIEL..CANTAN A MEXICO
Juan Gabriel & Ana Gabriel-Sony BMG
Norte

7 Y QUE QUEDE CLARO La Arrolladora
Banda El Limon-Disa/UG

8 ENVIVO: DESDE EL AUDITORIO
NACIONAL 09/07 K-Paz De La
Sierra-Disa/UG

9 RAICES Los Tigres Del
Norte-Fonovisa/UG

10 2C /ntocable-EMI Televisa
Tcl)'[JJ egional Mexican
um Imprints

Pos. IMPRINT (No Charted Titles)

1 DISA (27)

FONOVISA (26)
SONY BMG NORTE (8)
DISCOS 605 (3)
UNIVISION (9)

»m b wN
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T(fﬁ' egional Mexican
um Labels

Pos. LABEL (Na Charted Titles)

I. UNIVISION MUSIC GROUP (62)
SONY BMG NORTE (71)
UNIVERSAL LATINO (73)
MACHETE (9)

EMI TELEVISA (3)

m s wWwN

Hot Regional Mexican

Pos. ARTIST (No. Charted Titles) Imprint/Label

1 VICENTE FERNANDEZ (3) Sony BMG
Norte

2 LA ARROLLADORA BANDA EL LIMON
(4) Disa/Edimonsa

3 ELCHAPO DE SINALOA (3) Disa

4 EL POTRO DE SINALOA (4) Machete
(1) Fonovisa

5 CONJUNTO PRIMAVERA (5) Fonovisa

6 DAREYES DE LA SIERRA (1) Disa

7 ALACRANES MUSICAL (2) Univision
(1) Fonovisa

8 GRUPO MONTEZ DE DURANGO (3)
Disa

9 LOS CREADOREZ DEL PASITO
DURANGUENSE DE ALFREDO
RAMIREZ (2) Disa/Edimonsa

10 JENNI RIVERA (3) Fonovisa

Hot Regional Mexican
Songs

Pos. TITLE Artist -Imprint/Label

1 SOBRE MIS PIES La Arrolladora Banda El
Limon-Disa/Edimonsa

2 HASTA EL DIA DE HOY Dareyes Dela
Sierra-Disa

3 ESTOS CELOS Vicente Fernandez-Sony
BMG Norte

4 UN BUEN PERDEDOR K-Paz With
Franco De Vita-Disa/Edimonsa

S5 AMANTES ESCONDIDOS German
Montero-Univision

6 TE LLORE Conjunto Primavera-Fonovisa

7 SITE AGARRAN LAS GANAS (CIERRA
LOS OJOS) £/ Chapo De Sinaloa-Disa

8 EL VASO DERRAMA £/ Potro De
Sinaloa-Machete

9 LA DERROTA Vicente Fernandez-Sony
BMG Norte

10 POR QUIEN ME DEJAS Los Creadorez
Del Pasito Duranguense De Alfredo
Ramirez-Disa/Edimonsa

Hot Regional Mexican
Songs Imprints

Pos. IMPRINT (No Charted Titles)

1 DISA(25)

FONOVISA (28)
SONY BMG NORTE (9)
UNIVISION (73)

ASL (18)

»m s wN

Hot Regional Mexican
Songs Labe

Pos. LABEL (No. Charted Titles)

§ FONOVISA (29)

DISA (76)

EDIMONSA (9)

SONY BMG NORTE (70)
UNIVISION (73)
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DARK
AND CRAZY I

Womack Doesn’t Sugarcoat T
First Album In Three Years -

Three years after her last album was lauded by the industry but
stalled at radio, Lee Ann Womack is back with “Call Me Crazy,”
» due Oct. 21 via MCA Nashville.

The veteran’s prior project, 2005’s “There’s More Where That
Came From,” has sold 480,000 copies in the United States, ac-
cording to Nielsen SoundScan, and won album of the year at the
Country Music Assn. Awards. Lead single “I Hate Myselfin the
Morning” reached No. 10 on Billboard’s Hot Country Songs chart,
but two other singles failed to crack the lop 20, a far cry from the

late '90s, when Womack routinely topped the chart.
: Things peaked in 2000 with the album and sin-
gle “I Hope You Dance.” The set has sold 2.6 mil-
-l lion copies, while the track not only topped Hot
Country Songs but also spent 11 weeks at No. 1 on
the Adult Contemporary chart.
Number of top
20 Hot Country
Songs hits by
Womack
since 1997

In the time since the last album, Womack did
“family stuff,” wrote a lot and worked with 17-year-
old daughter Aubrey, an aspiring artist {“Around
our house music has a way of sneaking in there,”
she says).

When she was ready to hit the studio, Womack
teamed with producer Tony Brown (Reba McEntire,
Brooks & Dunnj. “I had wanted to work with Tony since [ came to
town,” Womack says, adding that she’s a fan of his work with Steve
Earle, Lyle Lovett and George Strait. “I kind of knew what he would
like and what he would gravitate toward and it’s a lot of the same
things that I do.

The album has a dark vibe, with plenty of drinking and love
lost, but Womack says it wasn’t intentional. “I try to go through
the whole process with blinders on and just cut songs that re-
ally work for me. Sometimes it ends up being different when |
don't even realize it’s different.

“It probably seems dark compared to what's been made around
here the last couple years,” Womack continues. “l don’t think
it's dark compared to Hank Williams or George Jones. It's what
I gravitate toward—songs that make you feel something.”

Universal Music Group Nashville chairman Luke Lewis ap-
preciates Womack’s honesty. “There’s plenty of happy love songs
these days. | welcome songs about pain, especially from some-
one that can sing that well and emote,” he says.

Haunting first single “Last Call,” which includes the memo-
rable line “I bet you're in a bar because I'm always your last call,”
is No. 38 on Hot Country Songs.

Country KBEQ Kansas City, Mo., PD Mike Kennedy had no
qualms about playing the single despite Womack’s recent track

the last couple of years. It's what |
gravitate toward.” - . —LEE ANN WOMACK

record at radio. “I was just waiting for the right song and I hon-
estly think this is it,” he says.

Not every song is downbeat. Thought-provoking “The Bees,
which features vocals from Keith Urban, comes out of left field.
Country WKIS Miami PD Ken Boesen says Wornack delivers songs
that “speak to listeners on a higher level. ‘I Hope You Dance,’ for
instance, was a message that connected with listeners and encour-
aged them to live their lives to the fullest. For better or worse, she
sings ‘smart songs'—songs that present a deeper message, a new
message or at least a common message in a new way.

“New Again” also has a more positive spin. “I have this fas-
cination with people who are able to fix things or take some-
thing old and make them new again,” Worack says. “When |

wwWwW americanradiohistorv com

first wrote it I was thinking of George Strait, because he can
take classic. traditional country music and make it new again.

The set includes a duet with Strait, “Everything but Quits,
and a cover of his “The King of Broken Hearts,” which Wom:-
ack says is an anthem in Texas. “I really did not want to cut the
song but I love it—that’s why 1 didn’t want to cut it.” After
hearing her sing it when Strait was inducted into the Country
Music Hall of Fame in 2006, Lewis and Brown convinced Wom
ack to record it.

Lewis calls Womack a “mature artist,” and she agrees. “I'm
ata place in my life that I'm allowing myselfto enjoy it more,” she
says. “Because I've had time offand a chance to breathe, it allowed
me to come back with a different kind of energy.”
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www.americanradiohistory.com

‘BUZZ

>>>RARE ROD

New Rod Stewart compila-
tion “The Definitive Rod
Stewart” will usher in an
extensive catalog reissue
campaign by Warner Bros.
Nov. 18. The set is available
as two CDs and as adeluxe
edition with a DVD of 14
music videos. Moving
forward, Warner is plotting
expanded editions of
Stewart’s solo albums;
three boxed sets with a
blend of studio, live and
rare tracks; and
compilations rounding up
duets and soundtrack
contributions.

>>>NEW DAY RISING
Thursday has signed a new
deal with Epitaph, which
will release the band’s fifth
album in spring 2009.
Thursday broke through
with its 2001 Victory debut,
“Full Collapse,” which has
sold 380,000 U.S. copies,
according to Nielsen
SoundScan. After a
contentious split with the
Chicago indie, the band
signed with Island and
released the albums “War
All the Time” (2003) and
“A City by the Light
Divided” (2006).

>>>BOX OF LETTERS
Boston-based rock outfit
Letters to Cleo will reunite
after an eight-year hiatus
for four shows this fall.
Original members Kay
Hanley (vocals), Greg Mc-
Kenna and Michael Eisen-
stein (guitars) and Stacy
Jones (drums) will join
forces with Joe Klompus
(bass, replacing original
bassist Scott Riebling)
when the gigs begin Nov. 8
in Los Angeles. The reunion
follows a brief impromptu
performance last year
during a Boston benefit.

>>>ALIVE AGAIN
Obits, a new New York
band led by Drive Like
Jehu/Hot Snakes principal
Rick Froberg, has signed
with Sub Pop and will
release its fabel debut early
next spring. The group is
working with Girls Against
Boys’ Eli Janney and Geoff
Sanoff at Brooklyn’s Sea-
side Lounge studio on the
as-yet-untitled effort. Obits
is planning fall East Coast
shows with the Night
Marchers, featuring
Froberg’s longtime
collaborator John Reis.

Reporting by Jaclyn Albert,
Jonathan Cohen and Laura
O’Connor.
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Urban Jungle

Calle 13 Remains Difficult To Classify On Third Album

Being a maverick can be extremely cool. And
it can be rough. Just look at Calle 13.

The duo, made up of half-brothers René
Pérez (aka Residente) and Eduardo Cabra (aka
Visitante), burst onto the Latin music scene
with its 2006 self-titled debut, a mix of urban
and alternative that was ostensibly reggaeton
but whose witty, literary lyrics; electronic
toops; and acoustic percussion defied the
genre’s definition.

Moreover, Calle 13 was almost subver-
sively irreverent, its humor ranging from
sophomoric to macabre and full of sexual
undertones.

Itall added up to a hit. Despite limited air-
play, “Calle 13” sold nearly 250,000 copies in
the United Sates, according to Nielsen Sound-
Scan, and the duo became a media and crit-
ical darling.

But its follow-up, the far darker and racier
“Residente o Visitante,” didn’t do as well,
notching slightly less than 100,000 copies.
Now, the duo returns with an album that finds
middle ground without really trying.

‘Los de Atras Vienen Conmigo,” due Oct.
21 on Sony BMG, is a mix of urban and alter-
native that sees Calle 13 collaborating with
the likes of Mexican alt group Cafe Tacvba

and Rubén Blades. Tracks like “Que Lloren,”

which pokes fun at reggaeton and pop cul-
ture figures, are outright hilarious, strongly
reaffirming Calle 13’s standing as an urban—
not a reggaeton—act.

There are more radio-friendly tracks, like
the soulful, uplifting single “No Hay Nadie
Como Ti.” In general, the album expands on
the group’s Caribbean base and goes on to
explore sounds of the world, including Ar-
gentina and Mexico, incorporating percus-
sion and tubas that are reminiscent of Los
Fabulosos Cadillacs and Akwid.

Altogether, it's a far more palatable release
than “Residente o Visitante,” which drew con-
troversy with its sexual and religious content.

“1 think it's a pretty album,” says Pérez,

CALLE13

who writes all the lyrics, while Cabra han-
dles music and arrangements. “Even when
I criticize, the controversy isn't as strong.
This is an album with many colors, with a
broad palette.”

Making an album that wasn’t “as strong,”
however, was not a response to the previous
release, Pérez says. “I flow how | feel,” Pérez
says. “That’s the difference between artists
and businessmen. The problem with the pre-
vious album wasn’t a bad word here or there,
but the ideas. You can’t erase an idea.”

Regardless of ideas or obscenities, Sony
BMG has plans to release “Los de Atris” si-
multaneously throughout the region, includ-
ing Spain and Mexico, where Calle 13 will
heavily promote for the first time.

“Los de Atrds” is also being promoted by
iTunes Latino, which will release one sin-
gle per week for the six weeks leading up to
Oct. 21. The first track to be offered was
“Que Lloren.

Stateside, the album’s release is being pro-
moted in tandem with a mini-concert tour pre-
sented by MTV Tr3s. The music channel will
launch its Tr3sPass concert series with Calle
13 as the headlining act for six shows, begin-
ning Oct. 9 at the Nokia Theatre in New York.

Because the single features Cafe Tacvba, it
offers the opportunity for a wider range of
stations to play the song, Sony BMG market-
ing VP Paula Kaminski says.

Regardless of how the publicor radio sees
it, Pérez says he primarily thinks of Calle 13
as an urban act.

Being “urban,” he says, “goes beyond a
rhythm or a style of dress. What good is it to
dress like a rapper if you sing ballads? For
me urban is a mix of things. 1t’s what you
represent. It brings together everything
around us, from dance to sexuality to poli-
tics to religion. All that can be urban. And,
ifin addition to that, you're writing rap, and
the music is rhythmically urban, well, it’s
even more $0.” oce
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SWEET
RELIEF

Lucinda Williams
Rocks Out On
Lost Highway Set

Thanks to her Southern twang
and onstage cowboy hat, Lu-
cinda Williams has long been
recognized as a country artist.
But her most recent Grammy
Award win in 2001 was for best
female rock vocal perform-
ance, and on “Little Honey,”
due Oct. 14 via Lost Highway,
Williams lets her rocker gal
loose with authority.

Material for the follow-up to
2007’s “West,” which has sold
250,000 copies in the United
States, according to Nielsen
SoundScan, began taking
shape during those sessions,
butit didn't fit with the album’s
more melancholy vibe.

Williams also went back and
poached from old, unfinished
lyrics and finished what she’'d
started a long titne ago. The ori-
gins of “Circles and X’s” date

THE ALIENS

back to 1985, while “Well Well
Well” was plucked from the
“Sweet Old World” sessions of
1991. The resulting album dab-
bles in a variety of rock styles,
from the dirty blues sound of
“Jailhouse Tears,” on which
Williams duets with Elvis
Costello, and lead single “Real
Love,” an uptempo number
heavy with solos.

There’s also a cover of
AC/DC’s “It's a Long Way to the
Top (If You Wanna Rock-
n’Roll)” and guest appearances
by Matthew Sweet and the Ban-
gles’ Susanna Hoffs. And for
those seeking the more down-
trodden moments of past work,
“Wishes Were Horses” and
“Rarity” should do nicely.

Williams is known for pour-
ing her personal life into her
music, but she views “Little
Honey” as representing a dif-
ferent side of her. “The narra-
tive songs are more about me
looking at another person or

_J?ULSE_
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>>>ALIENS
ADOPT
INDEPENDENT
LIFESTYLE

Losing its major-label deal was
ablessing in disguise for Scot-
tish psychedelic pop act the
Aliens, keyboard player John
Maclean says.

The act—formed in 2005
from the ashes of the Beta Band
by Maclean with fellow former
members Robin Jones and Gor-
don Anderson—released soph-
omore album “Luna” Sept. 29
in the United Kingdom on its
own Alternative Distribution Al-
liance-distributed Pet Rock
label. It’s the follow-up to

2006 s critically acclaimed “As-
tronomy for Dogs” (EMI), but
“it’ll be available in more coun-
tries than the last record, which
never even got to parts of Eu-
rope and Australia,” Maclean
says. He says the act is negoti-
ating international distribution/
licensing deals.

The debut gained plaudits
for the Aliens’ unique “spaced
out” folk-rock, but Maclean says
that “when our option wasn’t
picked up [by EMI] we were
quite happy, because we
wanted out.” The band may be
on its own label without a pub-
lishing deal, but Maclean admits
freedom also carries a price.

WILLIAMS: DANNY CLINCH
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Lost Highway sees “Little Honey” as per-
sonifying Williams in a more multifaceted
way. “It opens her music up to a wider au-
dience who might not be familiar with the
diversity that Lucinda can bring to the table
musically,” label marketing manager Parker
Nusbickel says. “Releasing two Lucinda al-
bums fairly close together along with her
consistent touring schedule helps tremen-
dously in keeping her name and music at
the forefront of people’s minds, which never
hurts on a retail level.”

The label has released five cuts to Ama-

WHILIAMS

another situation rather than it being introspec-
tive,” she says. “There’s a feeling across the album
of, ‘Just lighten up.” Even though it has some
older songs, overall the album says, ‘I'm here,
and I've not crawled down a hole. I'm here and

I'm rocking out.
Williams road-tested many of the “Little
Honey” tracks well before a release date was even
announced, and she’s noticed her fans respond-
ing positively. Still, opening up a show with three
unfamiliar tunes is a risky move, but Williams
says it has paid off. “I’'m not just this one thing,
and you see that when you see me play live,” she
says. “l love to do the ballad thing, but the audi-
ence wants 1o rock. People expect that now.”

zon, where potential customers can listen
to full versions of the songs and vote for their
favorite. “Real Love” was licensed to Lions-
gate for use in the film “The Lucky Ones,”
which coincides with the single’s release.
Lost Highway also released a seven-minute
“making of” segment via its Web site, which
features a handful of song snippets.

Williams is also sure to garner attention for a
digital-only EP of protest songs, “Lu in 08,” due
Oct. 28. On offer are four live tracks, three of
which are covers: Bob Dylan’s “Masters of War,”
Buffalo Springfield’s “For What It's Worth” and
the Thievery Corporation/Wayne Coyne collab-
oration “Marching the Hate Machines Into the
Sun.” The fourth cut is the Williams original
“Bone of Contention,” which was originally in-
tended for inclusion on “Little Honey.” “Bone”
is being given away as a free MP3 to anyone who
pre-orders “Little Honey” via Amazon.

Williams will be on tour in North America
through mid-November. oue

A handful of U.K. shows in
October, booked by 13 Artists,
is the maximum the band can
commit to in touring terms, al-
though dates in Europe and the
United States—where the agent
is Little Big Man—are being con-
sidered. “Touring will depend
on how the record does,”
Maclean says. “The Beta Band
had lavish tour budgets so it’s
quite a change—we have to be
a bit more business-minded.”

—Steve Adams

>>>CUNNING
STUNTS

Don’'t mention mellowing out,
but the Datsuns’ latest albumis
the New Zealand quartet’s
poppiest yet.

The garage rockers burst onto
theinternational scenein 2002,
generating “future of rock’n’roll”-
type headlines in the U.K. music
press. The 2002 self-titled debut
album (V2) delivered abrace of
UK. top 40 singles and peaked
at No. 17 on the Official Charts
Co. listing. However, follow-ups
“Outta Sight/Outta Mind”
(2004) and “Smoke and Mirrors”
(2006) failed to build on that
breakthrough.

Now signed to Cooking
Vinyl internationally (outside
Australia and New Zealand),

the band’s fourth album, “Head
Stunts,” appears Oct. 6 in the
United Kingdom and Europe.
The set is released one week
later in Australia through Speak
n Spell and in New Zealand by
the act’s own Universal Music-
distributed Hellsquad.

Datsuns vocalist/bassist
Dolf de Borst calls the new set
“a lot more pop than anything
else we’ve done—but it still
sounds heavy.”

The Datsuns kick off U.K./Eu-
ropean shows Oct. 10 in London,
booked through Helter Skelter,
before heading back Down
Under in December for festival
dates. For the band, manager
Tom Dalton says, “Europe has al-
ways been strong, as has Japan.
But they have an audience in
most territories round the world.”

The band is published by Na-
tive Tongue (Australasia) and
Kobalt Music (international).

—John Ferguson

>>>HUNGRY
HEARTS

Music played an important part
in Zimbabwe'’s liberation strug-
gle in the late ’70s when the
likes of Thomas Mapfumo cre-
ated the soundtrack for the for-
mer British colony of Southern
Rhodesia’s path to independ-

ence. That tradition is being re-
vived in the troubled country
today by Comrade Fatso and
his band Chabvondoka.

The multiracial act’s debut
album, “House of Hunger,” re-
cently released on its own
Xtrib label, is a combination of
hip-hop beats, African rhythms
and highly politicized lyrics
criticizing the rule of President
Robert Mugabe.

“I wanted this album to make
people look at issues affecting
them deeply,” says 28-year-old
Fatso, whose real nameis Sam
Farai Monro, a white dread-
locked underground rebel who
sings in Englishand the Shona
tongue of his black backing
band. Speaking after ashow in
Johannesburg, he adds, “We’'re
fusing indigenous and West-
ern sounds to create a revolu-
tionary music toinspire people
and break this house of hunger
that is Zimbabwe.”

The album has been banned
by Zimbabwe’s state-run radio
and the group has beenreduced
to sellingthe album at gigsinits
homeland. However, it is avail-
able internationally from com-
radefatso.com and the act, which
handles its own domestic book-
ings, is seeking international live

work. —Nigel Williamson

WWW americanra

with DAMON ALBARN and JAMIE HEWLETT

by CORTNEY HARDING

It takes a fair amount of bravery to tackle writing an operabased on a16th century Chinese novel
in Mandarin, especially when you’ve never studied opera, spent very little timein Chinaand don’t
speak a word of the language. But artist Jamie Hewlett and musician Damon Albarn gave itago
anyway—after all, creating a cartoon band sounded preposterous to them in 1999, yet that group
Gorillaz went on to sell 4.3 million albums in the United States, according to Nielsen SoundScan.

The opera in question is represented by “Monkey: Journey to the West,” released digitally
Aug. 24 and on CD Sept. 23 via XL Recordings. And for Albarn, who spent the ’90s fronting Brit-
pop sensations Blur, and Hewlett, who co-created cult comic “Tank Girl,” sales aren’t as im-
portant as ensuring Western musicians advance eastward.

1 How exactly did you come to write an
opera withoutany . ..?
Albarn: Experience? [laughs] I think the will-
ingness to learn and experiment is more im-
portant than knowledge. | was a fan of aspects
of opera. I’s taken me a long time to really feel
comfortable with the vocal technique. Not that
we employed that or we had any opportunity
to employ that in “Monkey,” because it was
such ariot putting this together. We didn’t have
tons of funding. We were working with people
who couldn’t sing.
Hewlett: [ like working with what you've got.
I like limitations. | think the reason why we've
been able to pull it off is because of the limita-
tions we've set for ourselves and had set for us.

2 What attracted you to the subject
matter?
Hewlett: We were approached by the Chatelet

Theatre in Paris, asking if we would be inter-
ested in doing an opera on “Monkey.” We were
both fans of the TV show associated with the
story, which ran on U.K. TV in the "70s.
Albarn: The story idea came from the director,
Chen Shi-zheng, who had a special relation-
ship with the story that stemmed from hin find-
ing a copy under an uncle’s mattress during the
Cultural Revolution. So he wanted to bring a
story that he felt was a significant sort of cul-
tural cornerstone that needed to be reintro-
duced, well, introduced, really, to the West. But
he wanted to do it in a new way that would res-
cnate here.

3 How are you planning to sell the ac-
companying record? An opera sung in Man-
darin about a monkey’s journey doesn’t
exactly scream “hit.”

Albarn: Everywhere you're up against a fairly
dumb attitude. To appeal to the masses . . . you
won’t getany satisfaction out of your work. The

hictorv com
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reason for doing this is not to sell alburns, but
to put something out that we feel is something
we're proud of. We just put 150,000 tickets on
sale for a run at the O2 Theater in London, so
the potential is there. We've taken another big
gamble in thinking we can shift 150,000 tickets
for an opera sung in Mandarin. We're going to
give it a go because primarily | don’t care what
anyone says, we need to engage with the Chi-
nese. And if parents take their kids to something
like this, you know you're doing something.

4 |s it important for more Western mu-
sicians to go to China and vice versa?
Hewlett: We need more performances in
China. Bands are not going to China because
the Chinese censors are quite strict. Most music
is banned, although the Gorillaz got through
somehow. Madonna is banned.

Albarn: Also, because China is such a huge

JAMIE HEWLETT'’S designs for characters from ‘Monkey.’ The artist has worked closely with
Damon Albarn since the first Gorillaz album in 2001.

market for music piracy, you can’t tell which
acts are popular. You can’t just base it on record
sales like you can other places.

5 How did the BBC come to use parts of
the operain its Olympics coverage?
Albarn: They camme and approached us. We
were really the only well-known artists that
were doing anything or had spent some time
working with Chinese projects.

6 What are your future plans in terms of
another Gorillaz record or a Blur reunion?
Hewlett: We are going to wrap “Monkey” up
and hopefully the production can tour. We
have a few new projects we've been working
on for the past few months. Essentially we all
work in the same way, whether we go back to
one of our incarnations or we try something
else. We have to be really excited about what
we're going to do next. Maybe we’ll have a
project about pants. aee
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BY LEILA COBO

AHIGHE
POWER

Latin Christian Music Takes Flight Again

On Sept. 10, radio station KOTK (1420
AM) in Omaha, Neb., converted.

The Salem Communications sta-
tion, whose format was news/talk,
became the network’s sixth outlet in
less than a year to switch to Radio Luz
(Radio Light), a Spanish Christian
talk format that plays a good dose of
music.

The change underscores just one
piece of a growing Latin Christian
movement that, in recent months,
has begun to permeate sales and air-
waves.

“The whole Hispanic Christian
evangelical movementis growing at
a rate that almost nobody knows
about,” Salem Espafiol national di-
rector Tony Calatayud says. “Itisan
underground machine.

In the past three months, several
Latin Christian acts, including
Daniel Calveti, Alex Campos and
Grupo Nueva Vida, have appeared on
Billboard’s Top Latin Albums chart,
an uncommon place to be for Chris-
tian acts. And Christian reggaeton
act Funky placed a live set on the
Latin Rhythm Albums tally.

Univision Radio launched a Span-
ish-language high-definition contemn-
porary Christian station, Amor

Celestial, on 107.5-HD2 in Los An-
geles. And entries for the Latin
Grammy Awards’ best Christian
album category have risen steadily
in the past two years.

This is the most recent surge in
popularity for Latin Christian music,
which has seen sparks of interest
from major labels through the years.
Most remarkably, in 2005, bachata
star Juan Luis Guerra released an

® O

album of Christian music, “Para Ti"
on indie Venemusic, which is distrib-
uted by Universal and has TV sup-
port through a deal with Univision.

Now, Vene has signed Marcos Witt,
possibly the best-known Latin Chris-
tian artist, and has a licensing deal
with Witt's label, Canzion, to release
and market Canzién acts like Calveti,

DIFFERENT DISCIPLES |

ALEX CAMPOS
The Colombian singer vacillates between acoustic pop rem-
iniscent of trova and rock, whose lyrics can take many mean-
ings. His album “Cuidaré
de Ti” in June hit No. 48 on
Billboard’s Top Latin Al-
bums chart, but he is most
popular in Latin America,
where he fills stadiums. Lc

Latin spirituality comes in many forms. Here are three artists
who record distinctly different types of Christian music:

FATHER MARCELO ROSSI

Rossi is not new, but two of his albums are topping Brazilian
charts today. A Catholic priest known for his charismatic
preachings and Masses, Rossi is a superstar in Brazil who's sold
millions of albums and infuses his huge Masses (which he
gives in stadiums) with music and aerobics.
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Funky and Campos.

“We're a fantastic complement for
these Christian acts. They work the
albums in the Christian market, and
we work the secular market,” says
Venevision International VP of music
Jorge Pino, who worked as VP for

~MARCOS WITT

Sony Discos in 1999 when the label
released Christian star Jaci Velasquez
in Spanish.

These days, however, the focus
seems to be less on turning Christ-
ian acts into Latin pop stars and more
on making Latin Christian music
available to everyone.

That impetus can be traced in part

FUNKY, MARCOS WITT (above, top

left) and HECTOR ‘EL FATHER’

(left) are at the forefront of a Latin

Christian music renaissance.

to the growing population of Latin
evangelical Christians in the United
States. Accordingto a 2007 Pew In-
stitute study, 68% of U.S. Latins are
Catholics and 20% are born again
or evangelical Protestants. Half of
all Hispanic evangelicals—51%—
are converts.

“We know how to get to our peo-
ple,” Witt says of the longstanding
process of promoting and marketing
Christian music on the Christian sta-
tion and bookstore circuit. But, he
adds, “what really opens up the world
to us are those alliances that allow us
to get into Target and Best Buy. The
Christian world niche is already in
Wal-Mart picking up their mitk. They
can also pick upa CD.”

Beyond the Christian market,
music consumers as a whole may be
more open to Christian messages,
thanks to secular acts that record re-
ligious albums.

Most recently, reggaetén star Hec-
tor “El Father” announced he had con-
verted to Christianity and would stop
recording reggaeton. In the mean-

time, he will release a new album, “El
Juicio Final” (The Last Judgement),
Oct. 21 on VI/Machete. “I am giving
my testimony, so people know how |
felt and how I lived,” tlector says
about his album, which he describes
as a mix of rap and worship.

“El Juicio,” he says, will be his last
secular album. “If the Lord wants me
to record another album, I will do it
but it will be an album of worship to
the Lord,” he says.

For the time, Machete is working
the album to secular and Christian
accounts. The single “Y Llora” is play-
ing at mainstream Latin radio, buta
second track, “Si Me Tocaras,” is play-
ing on Christian radio in Puerto Rico
as well.

The bottom line, Witt says, is that
“Latin Christian music is simply bet-
ter now,” as far as production values,
lyrical content and creativity. “The
second thing is, I think we're in a
spiritual moment in humanity. [
think people are looking for a mes-
sage—something to hang onto.
Something bigger than us.”

DANIEL CALVETI

The Puerto Rican preacher
sings songs of praise and wor-
ship that he pens when he’s
“alone with God.” Signed
to Canzidn, Calveti this
summer peaked at No.

26 on Top Latin Albums
with “En Paz.”
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THE PRETENDERS
Break Up the Concrete
Producers: The Pretenders
Shangri-La Music
Release Date: Oct. 7
In the Pretenders’ 30-
year history, front-
woman Chrissie Hynde has
been the only constant
member, and the four other
musicians on the band’s
ninth studio album haven’t
appeared on any of the
previous eight. But while a
tumultuous personnel
record can threaten a
band’'s momentum and
consistency, it seems in this
case to serve Hynde’s cre-
ativity well. The blues- and
country-influenced songs
on “Break Up the Con-
crete” are an engaging de-
parture from the group's
earlier hits, while Hynde’s
dynamic alto voice gives
the set the unmistakable
Pretenders identity. Minor
chords and vocal reverb
make “Almost Perfect”
both haunting and pleas-
ingly poppy, while the en-
ergetic title track is a
honky-tonk work song with
a punchy Bo Diddley beat.
And with ballads like closer
“One Thing Never
Changed,” Hynde proves
she can turn from rocker to
crooner on adime.—EN

BOB DYLAN

Tell Tale Signs: The Bootleg

Series Vol. 8
Producer: Jeff Rosen
Columbia

Release Date: Oct. 7

MARGOT & THE
NUCLEAR SO AND
SO’s
Animal!/Not Animal
Producer: Brian Deck
Epic
Release Date: Oct. 7
indiana indie-pop
octet Margot & the
Nuctear So and So’s are
going a unigue route for a
sophomore release with a
pair of overlapping 12-track
albums released simultane-
ously. "Animal!,” the band’s
preferred version, will be
available on vinyl, while “Not
Animal,” a label-sequenced
compilation of five "Animal!”
songs and seven others
from the sessions, will street
on CD and as a digital down-
load. Both sets contain
noteworthy songs (the se-
ductively psychedelic “A
Children's Crusade on Acid”
and the spare, uplifting sin-
galong “As Tall As Cliffs”
stand out), but “Animal!” is
easily the superior effort,
bolstered by the nervy,
string-driven “My Baby
(Shoots Her Mouth Off)”
and epic centerpiece duet
“Mariel’s Brazen Overture.”
Throughout the 19 tracks, the
group comes across as con-
fident and capable of charm-
ing in varying motifs across
the rock spectrum.—TC

JENNIFER HUDSON
Jennifer Hudson
Producers: Clive Davis, Larry
Jackson

Arista

Release Date: Sept. 30

No one has electrified the world with a single song
quite like Jennifer Hudson did in “Dreamagirls.” Her
vocally impeccable, gut-wrenching version of “And
I'm Telling You I’m Not Going” brought movie audi-
ences to their feet and won her the best support-
ing actress Academy Award in 2007. Nearly two
years later, her self-titled debut showcases a voice
so big, with an interpretive talent so natural, that it
seems to burst beyond the confines of the record-
ing. Clive Davis and co. put her through the current
pop paces: guest spots by T-Pain (“What’s
Wrong”) and Ludacris (“Pocketbook”), the requi-
site Diane Warren ballad ("You Pulled Me
Through™), Norwegian pop courtesy of production
team Stargate (“Spotlight”). But Hudson is so com-
fortable with singing—whatever the song might
be—that she elevates the material, making it sound
like nothing you’ve ever heard before. All hail the

new diva.—KM

RACHAEL YAMAGATA
Elephants/Teeth Sinking
Into Heart
Producers: Mike Mogis,
John Alagia
Warner Bros.
Release Date: Oct. 7
u Four years after the re-
lease of her impressive
debut, “Happenstance,” singer/
pianist Rachael Yamagatare-
turns with an ambitious two-
part album, mostly produced
by Bright Eyes multi-instru-
mentalist Mike Mogis. On the
first part ("Elephants”), she
sticks to brooding breakup
ballads with long, languid
piano chords and lush string
arrangements, the perfect
soundtrack for the lovesick.

LAMBCHOP
OH (ohio)
Producers: Mark Nevers,
Roger Moutenot
Merge
Release Date: Oct. 7
E Kurt Wagner's deep,
guavering baritone re-
mains at the center of Lamb-
chop’s 11 albums, especially
as they've become more re-
strained in recent years. Per-
haps in an attempt to shake
things up, Wagner divided
the songs on “OH (ohio)” be-
tween top Nashville produc-
ers Roger Moutenot and Mark
Nevers. The former’s crisp,
sparkling production on such
tracks as “National Talk Like a
Pirate Day"” and “Sharing a

Jason Livermore
DGC/Interscope
Release Date: Oct. 7

This hard-touring

Chicago quartet has
spent the last few years
adding polish toits earnest
protest punk, an effort
that’s been rewarded hand-
ily at modern rock radio. Yet
Rise Against’'s heightened
profile hasn't led to a
change of focus. On “Ap-
peal to Reason,” the band’s
third major-label set, singer
Tim Mclirath is still con-
cerned with the plight of
the little guy and how his
welfare often gets short
shrift “From Heads Un-
worthy,” as Mcllrath puts
itin one track. Beyond the
acoustic "Hero of War,”
there’s nothing here you
haven’t heard before from
Rise Against—or, indeed,
from Bad Religion before
that. But producers Bill
Stevenson (of the Descen-
dents and All) and Jason
Livermore keep the music
moving at a breakneck
pace that gives every-
thing the gleam of ur-
gency anyway.—Mw

KINKY

Barracuda

Producers: Kinky, Money
Mark, Chico Sonido
Kin-Kon/Nettwerk

OASIS

Dig Out Your Soul
Producer: Dave Sardy
Big Brother/Reprise
Release Date: Oct. 7

=VIEWS-

Release Date: Sept. 30
Much as it has done
with witty electro-rock

on albums past, Kinky hits

the sweet spot here on this
polished electronic pop set.

The group combines its un-

failingly catchy hooks with

nods to '80s British new
wave and geeky electronica
riffs. While the accordion
that adds a manic energy to

Kinky's live shows seems ab-

sent here, this is still a good

time accessible to all. Expect
music supervisors to swoon
over a sleek track like "Those

Girls” or the sweetly dreamy

“Avion.” Album closer “Tus

Huellas, Mis Pasos,” with its

lush layers of percussion

and something reminiscent
of bird sounds, makes

Kinky's unique choice of

mash-up ingredients seem

effortless.—ABY

KAREN PECK & NEW
RIVER
Ephesians One
Producer: Bubba Smith
Daywind Records
Release Date: Sept. 30
u Karen Peck & New
River explore the joys
of a faith-filled existence on
this powerful collection of
songs. Trio members Karen
Peck Gooch, Susan Peck
Jackson and Devin Mc-
Glamery follow their Grammy

Since its mid-"90s heyday,
Oasis’ albums—while still selling well everywhere
outside the United States—have been comfort-
able, even pedestrian affairs, usually rescued by a
couple of uncomplicated singalong stadium
anthems. “Dig Out Your Soul,” however, is the
sound of a band rediscovering its snarl. Lead sin-
gle “The Shock of the Lightning” sets the tem-
plate: It may not have a chorus as such, but boy,
does it make a fantastic racket in search of one
Much of the album sounds similarly wired, with
songs like “Bag It Up,” “Waiting for the Rapture”
and “The Turning” relocating the air of menace
Noel Gallagher’s songwriting seemed to mislay
after “Definitely Maybe.” On the downside, only
Liam Gallagher’s Lennon-esque “I’'m Outta Time”
is really instant enough for drunk people to war-
ble in fields. Still, who needs tunes when you’ve

Gibson With Martin Luther
King Jr.” highlights the sound
of each individual instrument
inthe band, while the latter’s
touch on tracks like the
pretty, elevator music-style
opener “Ohio” and “Slipped
Dissolved and Loosed”
seems to further enhance the
songwriting and the
melodies. While the upbeat
Lambchop records of the
past are missed, “OH (ohio)”
is a well-paced and engaging
trip through Wagner's lush,
scenic tunes.—LJW

Before 1997’s “Time Out of Mind,” Bob Dylan had by Her breathy vocals are soft
his own admission been musically adrift for more and soothing on slow tracks
than a decade. Maybe it was less about losing his like "Over and Over” or
muse than choosing the wrong material, based on “What If | Leave,” while the
the outtakes from that period on this robust collec- sparse, acoustic duet with
tion. The “Oh Mercy” castoff “Born in Time” (s a soulmate Ray LaMontagne
heartfelt love song with sympathetic Daniel Lanois (“Duet”) sounds raw and in-
production, while “32-20 Blues” is Dylan at his old- timate. The mood changes
timey, front-porch best. The material from ’'97 on radically on the second
offers many surprises, particularly a dreamy alter- part, when Yamagata
nate take on “Someday Baby” from “Modern Times” emerges with gritty,
and the strident “Dreaming of You,” which wouldn’t garage-rock tunes a la PJ
have fit at all on “Time Out of Mind.” Less essential Harvey, delivering defiant
are the live cuts, which only reinforce how Dylan’s hooks with the energy of
unpredictable phrasing and enunciation can render someone taking revenge
a song transcendent one moment (“Lonesome Day ("Faster”). “We can stay to-
Blues,” which sounds sourced from a bootleg), then gether separately/And we
unrecognizable (“Things Have Changed”) or ordi- won't be lonely at all,” she
nary the next (“Cocaine Blues”).—JC sings almost cheerfully on
“Sidedish Friend.”—SP

RISE AGAINST
Appeal to Reason
Producers: Bill Stevenson,

finally got your mojo working again?—MS
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Award-nominated “Joy in the
Journey” project with an-
other strong set showing why
they are one of the Southern
gospel community’s most
successful acts. Opening
track “Ephesians Chapter
One” is a buoyant anthem
that reminds us of the prom-
ises in that scripture. “All You
Need When You Need It” isa
smooth, soulful ballad with a
potent lyric, while “Somethin’
Goin” On (When Mama
Prays)” is a tender tribute to
the power of a mother’s
prayers. “Robe and Crown” is
a high-spirited, foot-
stomping number sure to be
a crowd-pleaser. A must-have
for Southern gospel fans or
anyone who appreciates life-
affirming music.—DEP

THE CLASH
Live at Shea
Producer: Glyn Johns
Epic/Legacy
Release Date: Oct. 7
Having fired then-
# junkie drummer Top-
per Headon months earlier,
the Clash that charged into
Shea Stadium in October
1982 to open for the Who
wasn’'t necessarily firing on
all cylinders—not by purist
standards. But with
Headon’s predecessor,
Terry Chimes, back on the
stool, it was still firing. Fit-
tingly, the band rains 1977’s
stomping “Career Oppor-
tunities” down on the sold-
out crowd like so many lead
baseballs. “Live at Shea”
rather remarkably captures
the band conquering the
soon-to-be-demolished sta-
dium, turning the cold,
sprawling space into a
sweaty Brixton club. The
Clash plays to the back row
and reachs it with larger-

than-life versions of fa-
vorites like “Police on My
Back” (where one can liter-
ally hear how the group
could have transitioned to a
stadium act) and a thrilling
“The Magnificent Seven”/
“Armagideon Time” funk-
reggae sandwich.—Wo

ANNUALS

Such Fun

Producers: Adam Baker,
Jacquire King

Canvasback

Release Date: Oct. 7

* This North Carolina-
Jael based sextet's major-
label debutis as rich and di-
verse as 2006’s "Be He Me,
unfolding with layers of
piano and string flourishes,
crunching guitar jams and
vibrant pop melodies. Gone
are the Flaming Lips-style
psychedelic bursts of its

predecessor—in their place

are a handful of countrified
tunes (“Down the Mountain,”
the slide guitar-backed "Al-
ways Do”) that lend the
album a more scenic quality
throughout. The season-ap-
propriate melody of “Spring-
time” is disrupted by pound-
ing drums before coalescing
into a chorus that’s as force-
ful as it is beautiful; “"Hot
Night Hounds” plays out like
Sufjan Stevens embracing
his love for electric guitar
solos; and the driving pop of
"Confessor” boasts a string-
laced, harmony-rich chorus.
With each additional listen,
“Such Fun” reveals some-
thing new.—JM

Additional reviews
.COM oniine this week
at billboard.com:

« Jesu, “Why Are We Not
Perfect?” (Hydra Head)

* Portugal. The Man, “Cen-
sored Colores” (Equal Vision)

CEGEND & CREDITS S

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

CONTRIBUTORS: Ayala Ben-
Yehuda, Troy Carpenter, Jonathan
Cohen, Evie Nagy, Kerri Mason,
Michael Menachem, Jill Menze,
Wes Orshoski, Sven Philipp.
Deborah Evans Price, Shad Reed,
Mark Sutherland, Chuck Taylor,
Chris Williams, Mikael Wood,
Lavinia Jones Wright

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

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 Tayfor
(both at Billboard, 770 Broadway,
Seventh Floor, New York, N.Y.
10003) or to the writers in the
appropriate bureaus.
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TAYLOR SWIFT
Love Story (3:53)
Producers: Tayl/or Swift,
Nathan Chapman
Writer: 7. Swift
Publishers: Sony/ATV Tree/
Taylor Swift. BMI
Big Machine Records
u “Love Story” serves as
the first taste of Tay-
lor Swift’s highly antici-
pated sophomore album,
“Fearless,” due Nov. 1. It's
an enchanting offering that
finds the singer/song-
writer—and now, producer
—serving up a musical ver-
sion of Romeo and Juliet
with a twist: a happy end-
ing. The 18-year-old penned
the story of a youthful ro-
mance foiled by parental
objections, but in the end
love prevails and the couple
finds its happily ever after.
The production has a
swirling, dreamy quality,
and Swift’'s vocal is all
sweetness and light. One of
her strengths is that she
writes and sings material
that is age-appropriate and
relatable to her audience—
but one doesn’t have to be
a love-struck teen to be
captivated by this engag-
ing single. Country’s own
love affair with Swift will
only gain momentum with
this "Story.”"—DEP

LUDACRIS CO-
STARRING CHRIS
BROWN AND SEAN
GARRETT
What Them Girls Like
(4:06)
Producer: Darkchild
Writers: C. Bridges, C. Brown,
S. Garrett, R. Jerkins
Publishers: various
Disturbing Tha Peace/
Def Jam
u In terms of flow and
charisma, Ludacrisis a
rapper’s rapper. Not only
does he have incredible
rhyme skills on the mic, but
his personality and humor
give him a true authenticity
among peers. With “What
Them Girls Like,” the first of-
ficial single from upcoming
“Theater of the Mind,” Luda
delivers what he does best.
As co-stars Chris Brown and
Sean Garrett help out on the

chorus, he raps about know-
ing what women want. Pro-
ducer Rodney “Darkchild”
Jerkins crafts a memorable
beat, actually played as an
Arabic scale. While the con-
tent isn’t overly novel, the
music is certainly a nice
change of pace. Ludacris has
nothing left to prove as a
rapper, so who can blame
him for giving the people
what they want?—SR

CELINE DION
My Love (4:09)
Producer: Linda Perry
Writer: L. Perry
Publishers: Stuck in the
Throat/Famous, ASCAP
Columbia
u “Taking Chances”
possesses dubious
rights as Celine Dion'’s least-
successful album from the
past 15 years—ever, in fact.
Not surprising, given that
nearly all of her original
Sony proponents have ex-
ited the company, leaving
few to embrace her com-
mand of an everlasting
base—i.e, that of labelmate
Barbra Streisand—if only
properly promoted. Previ-
ous single “Alone” was a
disaster, failing to even
chart at AC. But now, as
Dion’s two-year worldwide
tour reaches North Amer-
ica, "My Love,” written and
produced by Linda Perry,
has struck programmers’
fancy—and it is truly an in-

EVIEWS

THE KILLERS
Human (4:07)
Producer: Stuart Price
Writer: B. Flowers
Publisher: not listed
Island

the top 15.—CW

After the platinum success of 2006’s Springsteen-
inspired “Sam’s Town,” the Killers team with elec-
tronic super-producer Stuart Price—best-known for
his work with Madonna—to bridge the gap between
the album’s more modern rock sound with that of
their 2004 debut, which incorporated ’80s new
wave influences. Lead single “Human” from new
full-length “Day & Age” (Nov. 25) does that trick
convincingly, merging a Boss-like melody over a
New Order-injected rave-up. While the
prominent guitars may alienate some rock purists,
credit the Killers for stretching the soundscape of
alternative rock, which has increasingly become dif-
ficult to differentiate between mainstream rock. It
is already off to a rousing start at alternative, where
“Human” makes the group’s highest entrance inside

lack of

spired choice from
“Chances.” Highly emotive
and yet graciously under-
stated, “My Love” obzes
ache and uncertainty, as
Dion pleads, “My love, can
you give me strength,
somehow | forgot how to
ease my pain/l stand tail to
get by, no matter how hard
I try to hide.” This spiendid
composition and Dion’s
atypical delivery offer po-
tential to save a career in
commercial turmoil. If Sony
has any intention of pro-
tecting its investment, “My
Love” needs a meaningful
embrace.—CT

FALL OUT BOY
| Don’t Care (3:39)
Producer: Nea/ Avron

Publisher: not /isted
Decaydance/Island

Writers: P Wentz, P Stump

The biggest band to break emo into the mainstream
returns with fifth studio album “Folie a Deux” Nov.
4. Lead single “l Don’t Care” is already rocketing up
the Billboard Hot 100 and Hot Digital Songs and is
most-added at multiple radio formats. While not a
huge shocker stylistically, it slams into high gear
with thunderous guitars and drums and a bit of
blues that emerges within a strong bass hook.
Patrick Stump’s signature hollering interchanges
throughout the chorus with his lower register as he
mocks the haughtiness of Hollywood: “The best of
us can find happiness in misery.” Whether the title
refers to the self-absorbed or the band’s personal
opinion of Tinseltown, “I Don’t Care” is a sure bet to
take its message to the top.—MM
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RYAN ADAMS
Fix It (2:57)
Producer: 7Tom Schick
Writer: R. Adams
Publishers: Barland/Bug, BM!
Lost Highway

The outrageously pro-

ductive Ryan Adams
has been busy writing his
first book, “Infinity Blues,”
which arrives next year, but
he hasn’'t stopped making
new music. In fact, the alt-
country wunderkind sounds
better and more focused
than ever. The first cut from
his upcoming 11th studio set,
“Cardinology”—his fourth
with his backing band the
Cardinals—is an impassioned,
rock-leaning tale about love
gone wrong, driven by killer
guitar licks that lock into a
nostalgic bar-band groove.
Simple and well-crafted,
“Fix it” overflows with sharp
melodic hooks, and Adams’
bittersweet how! stretches
out in the gently anthemic
chorus, making this one of
his catchiest tunes to date. "
know it’s not a game,” he
pleads. “But it feels like los-
ing when someone you love
throws you away.”—SP

in the Sept. 27 R&B/hip-hop
single review of “My Life" by
the Game featuring Lil Wayne,
the producers should have
been listed as Cooland Dre.
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BY JONATHAN COHEN

KEVIN SHIELDS of
My Bloody Valentine

Eloody Good

My Bloody Valentine Reunites
With A Rather Loud Bang

Despite having sold just a shade more than a quar-
ter-million copies in the United States since its
1991 release, according to Nielsen SoundScan, My
Bloody Valentine's “Loveless” is considerad one of
the most influential rock albums of all time. But
nothing quite prepared observers for the response
to the Irish band’s first North American shows in
16 years: nearly 26,000 tickets purchased for seven
sold-out shows, well more than $1 millionin gross
and thousands of eardrums battered by the band’s
ferocious psychedelic assault.

And that’s not counting another 3,000 fans who
packed into an upstate New York resor: to watch
MBYV perform and curate the All Tomorrow’s Par-
ties festival the weekend of Sept. 19, an event so
successful that tickets are already on sale for its
2009 edition.

I1’s a highly unlikely turn of events for the
Kevin Shields-led group, which dropped off the

face of the earth in the mid-"90s while trying
(unsuccessfully) to complete the follow-up to
the slavishly praised “Loveless.” The band’s
mystique only became more powerful due to
the hiatus, during which Shields would occa-
sionally turn up guesting on other artists’ al-
bums or contributing music to film
soundtracks, only to vanish once more.

Fans never thought they’d have the chance to
see MBYV live again, but some in the biz held out
hope, particularly Frank Riley, who was the band’s
booking agent at Monterey Peninsula Artists. When
he left to open High Road Touringin 2001, he kept

MBYV on his active roster for three years on the off

chance Shields would call one day. Offers would
occasionally come in, includinga longstanding in-
vitation from Goldenvoice’s Paul Tollett for the
band to headline the Coachella festival, “but there
was no indication Kevin was interested in doing
that,” Riley says.

Then a year-and-a-half ago, “I got a phone call
from Kevin saying [touring] was something they

1
/

were thinking about,” Riley recalls. “In a weird way,
it wasn’t that much of a surprise.” (Shields declined
to be interviewed for this story.)

Tollett came in with an enormous offer for the
band to play the 2008 festival, which would have
made it financially feasible for Shields to re-form
and properly equip MBV. But the band wasn’t ready
to take the stage by late April, so Shields opted in-
stead to team with All Tomorrow’s Parties co-
founder Barry Hogan for an opening salvo of U.K.
dates starting in June, followed by some interna-
tional festival appearances. MBV also agreed to
headline the New York ATP show and then build
a short North American tour around it.

Then came the hard part: Riley had to figure out
the proper venues for a band that hadn’t toured
here since the first Bush administration.

“The most important thing for MBV was mak-
ing sure that whatever they did sounded great,’
Riley says. “That requires a certain amount of
equipment and power and volume and staging. |
had to find venues that could accommodate that.
Next, | had to consider which markets could fully
support something within those sound specifica-
tions, which included no dB limits, an open floor
in front of the stage and a certain capacity that
could generate the income necessary to make the
thing affordable.

Playing for a guarantee sources say was six fig-
ures not counting sizable merch sales, MBV laid
waste to audiences with crushingly loud 90-minute
sets, each of which ended with the wall-rattling
feedback barrage “You Made Me Realise.” “It
sounded like a plane crashed at 300 miles per hour
for 25 minutes,” says Adam Fleming, who mar-
keted the show at the San Francisco Design Cen-
ter. Live Nation's [ason Grant, who promoted the
gig at Toronto’s Kool Haus, adds, “[It was] one of
the most powerful and primal rock shows I've ever
attended, let alone promoted.

In Chicago, MBV played the Aragon Ballroom,
which is “four times the size of the venue we did
on the 1992 tour, and it sold out in a day. It was one
of the more exciting things |'ve seen in awhile,
says Jam Productions VP of concerts Andy Cirzan.

Shields admitted to the New York Times that he
spent more than $360,000 preparing for the shows,
which means MBV won't wind up with a lot of take-
home pay this time around. But the stage is now
set for more touring, and much bigger paydays, at
some pointdown the road. Riley will only say, “With
the success of what they’ve accomplished, I think
they’ll consider additional dates in the future.”
Hogan adds, “It would be foolish to not continue.
People want to see more of it.”

All the more impressive is that the whole en-
deavor was pulled off without the assistance of a
manager. Instead, MBV has “agroup of people that
surround them and support them and function on
their own, responsibly and productively,” Riley
says, singling out European tour manager Gabriella
Traub and her North American counterpart Eric
Fisher for praise. “A lot of them were with the band
n 19927

With the tour finished and the prospect of new
MBV material looming (Shields told the Times he
plans to complete the aborted third album and then
start another one), Riley says the situation is “en-
tirely unique. The band is still together enough
and capable enough to go back and reconnect with
their music and then maybe find out that there’sa
larger audience for them now than there was all
that time ago.” e
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DEMI
EVERYWHERE

Demi Lovato’s first solo album, “Don’t
Forget” (Hollywood), debuts this week
at No. 2 onthe Billboard 200, shooting
the 16-year-old to the top of her Dis-
ney-bred class. And judging by early
indicators, she might just be the brand’s
most widely marketable star.

“The audience in the first week of pur-
chase is quite an exciting surprise: It’s
almost 80% between 13 and 18 years
old,” Hollywood GM Abbey Konowitch
says. “So many times with projects
driven by the Disney Channel, it’s much
younger. We know that if you canreach
the upper end of the teens, the younger
audience comes along. That's what
makes Demi different from the other
stars. Her audience is already broader
and older, and this is without the real
everyday Disney Channel appearances.”

Lovato’s early success is the result
of a carefully crafted, repeatedly tested
plan engineered by Hollywood and the
Jonas Brothers’ Jonas Group, which
took the young singer/songwriter
under its wing after she starred with
Joe Jonas in the Disney Channel orig-
inal movie “Camp Rock.”

The plan shifts focus away from big
top 40 outlets and instead uses a bot-
tom-up approachinvolving consistent
live performances and online market-
ing. Earlier this year, Lovato joined the
Jonas Brothers on their 46-date tour,
playing for more than 600,000 fans,
and also headlined her own 20 dates.

Co-managers Kevin Jonas and Phil
Mclintyre wanted “to focus onlive per-
formances and then build an online
platform,” her two biggest drivers.

“It's been a successful campaign for
us with the Jonas Brothers and some of
our other artists, where you canbuilda
first audience and afoundation without
having to be under the microscope of
the MTV, [top 40 New York station
WHTZ] Z100 realm,” Konowitch says.
“There’s just no need to try to put artists
of this style and caliber in the hip-
hop/R&B world of top 40 radio, until
they get big enough and have
the momentum. They’re
wonderful partnersand we
love them, but we like
to bring them artists
when they're
hits. We've
had great
success with this sort of
timetable.”

Next up for the young
star: asecond single and
video; a special-edition
rerelease of “Don’t
Forget” in February,
timed withthedebutof |
her own Disney Chan-
nel series, “Sonny
With a Chance”; and
a headlining tour
throughout sum-
mer 2009.

—Kerri Mason
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CURRINGTON

Billy’s Back

Recharged After Setbacks,
Currington Unveils Third Album

After coming down with severe laryngitis last year
and then entering a 30-day trauma recovery pro-
gram to deal with childhood abuse by his stepfa-
ther, Billy Currington decided to take it easy for six
months in Hawaii.

Rested and renewed, he hit the road in April and
began to record a new album, “Little Bit of Every-
thing,” on days off. Due Oct. 14 via Mercury
Nashville, the set is led by the single “Don’t,” which

is No. 31 on Billboard’s Hot Country Songs this
week. “It was good for me and now I've moved on,”
Currington says of the sabbatical.

Following a respectable showing for his 2003
self-titled debut, the artist rose to country’s upper
echelon with his 2005 sophomore set, “Doin’ Some-
thing Right,” which has sold 990,000 copies in the
United States, according to Nielsen SoundScan.

The R&B-flavored “Don’t” represents one end
of the breadth of the new set, while the raucous
“That’s How Country Boys Roll” shows the other
end of the spectrum. “People Are Crazy,” which

includes the chorus “God is great, beer is good
and people are crazy,” is one of Currington’s fa-
vorites on the new set. “The firsttime [ heard it [
wanted to record it,” he says of the Bobby Brad-
dock/Troy Jones song. “Every Reason Not to Go,”
one of four songs Currington co-wrote, was sup-
posed to be on his last album, but “for whatever
reason it didn’t make it.”

“It's all over the map, isn’tit?” the Georgia-born
Currington says with a laugh. “I grew up on dif-
ferent kinds of music. It’s all inside of e and it
comes out when it wants to.

Onething that isn’t all over the map is the mood,
which is decidedly positive. “I was going through
a lot of songs that I had written that were on the
sad side and I just kept passing them by,” he says.
The same was true of the outside songs pitched to
Currington. “Every time I'd hear one I'd get through
the first verse and chorus and say, ‘That don’t feel
good,” " he says. “Not to say | won't ever record sad
songs again, but in this part of my life I wanted to
be happy and upbeat.”

Country WYCD Detroit PD Tim Roberts de-
scribes “Don’t” as “kind of a groove record, a real
soulful performance that sort of reminded me of
Motown music, so | felt there would be an imme-
diate connection. We're getting strong phone re-
action on the song.”

Country KAJA San Antonio OM/PD George King
adds, “He has a terrific mix of a contemporary
sound that’s not too over the top and down-home
lyrics that most of audience really enjoys.”

The setup for “Little Bit of Everything” has in-
cluded a promotion with mobile marketing firm
Mozes in which fans call a phone number to
hear new tracks and can also leave a message
for Currington. Once registered, participants
receive a text message alerting them when a new
clip is available.

Universal Music Group Nashville VP of new
media Michael Deputato says mobile list market-
ing is “more personal, more direct” than e-mail
marketing. The promotion has been advertised on
Currington’s MySpace page, as well as on iLike,
his Web site, UMGN’s own portal and the artist’s
existing mobile list. oo

WINNING THE WAR

already been featured in episodes of
“Entourage” and “CSI:NY.” “Some-
thing Is Not Right With Me” was also

Adopting a self-described “slow burn”
strategy with their debut record has
paid off for the Cold War Kids, who
saw their second Downtown album,
“Loyalty to Loyalty,” debut this week
at No. 21on the Billboard 200, selling
22,000 copies, according to Nielsen
SoundScan. The band’s previous
record, “Robbers & Cowards,” has
sold 173,000 copies since it was re-
leased in October 2006, but never
made it higher than No.173.

“As a band, we really want more of
an R.E.M.-type career,” lead singer
Nathan Willett says. “They made lots
of records before they got huge, and
while they had alot of hit singles, you
can’t really point to one song orrecord
that defined them. We want to be so-
cially conscious but also open to play-
ing the game. When we make deci-
sions about licensing, for example, we
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want to make them in the right way
and be smart about it.”

The Kids might have a hit on their
hands with the new album’s lead sin-
gle. “Something Is Not Right With Me”
has sold 11,000 digital copies in the
five weeks since it was first released

and has been added into rotation at
influential modern rock station KROQ
Los Angeles. The songis No. 38 on Bill-
board’s Modern Rock chart this week.

Two months before release, Down-
town began playing the album for
music supervisors; the first single has

released early via blog RCRD LBL (a
joint venture with Downtown), and
the resulting discussion and repost-
ing sent the track to the top of the
Eibo.ws music blog aggregator chart.

Even with a heavy focus on online
marketing and blogging, the band is
embracing physical retailers. “We are
playing in-stores at record shops on
this tour, and it’s a great opportunity
to connect with fans in a more inti-
mate way,” Willett says. The band
played at the Casbah/Lou’s in San
Diego; Finger Prints in Long Beach,
Calif.; Music Millennium in Portland,
Ore.; and Easy Street in Seattle dur-
ing street week.

Another reason to keep a close
eyeonsales: The album is the firstin
a new partnership between Down-
town and Fontana Distribution.

—Cortney Harding

v
A diverse array of country, pop, Christ-
ian, bluegrass and Americana artists
populate ”Billy: The Early Years,” the
soundtrack that
accompanies the
upcoming film on
the life of evangel-
ist Billy Graham,
Featuring Brad
Paisley, Sara Evans,
Third Day’s Mac
Powell, Brooks & Dunn, Brandon Heath
and Patty Griffin,among others, the 12-
song collection drops Oct. 7, three days
before the film opens. Released by
Arista Nashville and Essential Records,
the project will be worked to country
and Christian markets.

“I'm a huge fan of Billy Graham and
have always supported his ministry. |
know his life story is going to affect the
lives of millions of Americans,” says
Evans, who sings the first single going
to country radio, “Low.”

Far from a predictable collection of
country and gospel tunes, the project
features unique collaborations. Sierra
Hull—a 16-year-old bluegrass artist
who portrays Graham’s sister, Cather-
ine, as a young woman—serves up
“Just As | Am,” backed by an all-star
choir of John Cowan, Harry Stinson,
Ronnie Bowman, Ronnie McCoury and
John Wesley Ryles. Elsewhere, Pow-
ell trades lead vocals with Brooks &
Dunn’s Ronnie Dunn on Johnny Cash’s
“Over the Next Hill.”

Gospel Music Assn. new artist of
the year Heath covers Griffin’s “Heav-
enly Day.” “He’s one of the orators in
history that | really look up to simply
because of the way he communi-
cates,” he says.

Also featured is the Paisley instru-
mental “What a Friend We Have in
Jesus,” which will be found on his Nov.
4 album “Play.” Paisley says, “| came
up with that arrangement myself and
I did thatinan afternoon. You can hear
me thinking as I’'m playing it.”

The album’s multiformat nature has
resulted inan array of promo opportu-
nities, according to AristaNashville VP
of marketing and artist development
Jon Eliiot. Evans will appear on “Good
Morning America” during release week
and join Josh Turner to perform their
respective songs from the soundtrack
Oct. 5 atthe Grand Ole Opry.

“We are trying to work alongside
the theatrical marketing campaign
everywhere we can,” Provident Label
Group senior VP of sales and market-
ing Ben Howard says.

—Deborah Evans Price
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Music Recession-Proof? Not Completely

When I saw a car on the freeway with a
homemade sign that said “Bail Out Peo-
ple, Not Banks,” I chuckled, but I also
thought about the one issue on which
music sales pioneer Henry Droz and |
differed the most.

Droz, the longlime president of WEA
Distribution and later chairman of Uni-
versal Music Group Dis-
tribution, firmly held the
opinion that recorded
music is a recession-proof’
market because il repre-
sents a relatively inexpen-
sive product that is long
on value.

Cognizant of the crater
labels and music retail-
ers fell in during the late
"70s, when the economy suffered dou-
ble-digitinflation and double-digit un-
employment, he blamed the album
downturn of 1979-1982 on other fac-
tors: disco going from white hot to
stone cold with no genre taking up the
slack: the abandonment of the 8-track
configuration; and home taping.

A similar triple threat at the start of
this decade helped initiate the slump
that has seen album sales decline in
six of the last seven years, with teen
pop, rather than disco, hitting the
freezer in the early '00s, and the cas-
sette representing a configuration that
was subtracted from the market.

And home taping? In the late '90s,
peer-to-peer swapping, whether on

the Internet or a CD burner in a col-
lege dorm, had replaced blank cas-
setles as the culprit of lost sales,
although digital copyingisa far more
insidious foe.

In the ’80s, a good pair of blank cas-
settes were just a couple of bucks
cheaper thanan LP, while today’s cost
difference between a
blank CD and a recorded
one is significant. Be-
yond that, in my college
days, it took 45 minutes
to tape a 45-minute
album, whereas a digital
copy happens in a few
minutes, if notseconds.

In a recent article
about Wall Street woes’
possible impact on the music business
(Billboard, Sept. 27), Koch Entertain-
ment chairman Michael Koch echoed
the opinion [ heard from Droz almost
20 years ago. boosting
music’s ability to uplift at
an economical price. And,
it could well be that the
price of gas and worries
over the economy’s health
might enhance the per-
ceived value of albums as
giftsin this year’s holiday-
selling period.

Still, I can’t shake the
notion that if Mr. and Ms.
Consumer feel woozy
about how far a dollar

might go or job security, music pur-
chases can become vulnerable for the
simple reason that there have always
been ways to consume music without
buying it.

According toa Pew Internet study re-
leased in July, 55% of U.S. households
have access to broadband, unleashing
myriad ways to enjoy music without
needing to buy or steal a download. A
home with satellite TV or digital cable
picks up at least a dozen music video
channels and oodles of satellite radio or
Music Choice channels.

Even during the early '80s’ post-disco
crash, a guy who didn’t bother making
cassette copies of albums could turn on
his favorite radio station to satisfy a
music craving.

Since the dawn of the iTunes store in
2003, the consumer has been taught that
an album download is worth $9.99. Ear-
lier than that, DVDs had already proved

METVALLICA

to be a more popular purchase than sim
ilarly priced CDs.

I’m the first to agree with the notion
that albums are a better value than
movies, but through the week ending
Oct. 14—even with Wal-Mart absent
from Nielsen VideoScan’s store sam-
ple—the average No. 1 on Top DVD
Sales for 2008 stands at 424,527, ver-
sus 247,978 for a No. 1 album.

With album sales again trailing
prior-year pace in 2008, the economic
climate gives labels and retailers new
reason to scrutinize the average cost
of a CD after its first week or two on
the market.

THREE: Metallica’s “Death Magnetic”
becomes only the third 2008 release to
top the Billboard 200 for as many as
three weeks and just the second to do
so for three straight frames. Selling
132,000 copies (down 61%), it is also
the only album on this
issue’s chart to surpass
100,000. Next week it's
destined to become just
the 12th album this year
to sell at least 1 million
copies, compared with 20
atthis time last year. Two
Hollywood titles, Jonas
Brothers’ “A Little Bit
Longer” (936,000 to date)
and Miley Cyrus’ “Break-
out” (921,000) are next in
line to join that club. - -
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HOT 100 AIRPLAY"

"
5% £8 TITLE
<2 22 ARTIST (IMPRINT / PROMOTION LABEL)
. WHATEVER YOU LIKE
7 BEESY 1. (GRAND HUSTLE/ATLANTIC
5 ¢ CAN'TBELIEVE IT
T-PAIN FEAT. LIL WAYNE (NAPPY BOY/KONVICT/JVEZOVBA
» g7 CLOSER
NE-YO (DEF JAM/IDJMG)
, ; MISS INDEPENDENT
NE-YD (DEF JAM/IDIMG) -
s 13 DISTURBIA
RIHANNA (SRP DEF JAM/DJMG)
4 20 FOREVER
CHR{S BROWN (JIVE/ZOMBA) —
6 15 ALL SUMMER LONG
KID ROCK {TOP 006 ATLAN_TE —
10 7 PAPER PLANES
M.LA. {(XL/INTERLLOPE)
1 § MRS. OFFICER
LIL WAYNE FEAT BUBI?V VENHE((‘,_H h:' ﬁ“ ME' _A M _OWV:
s 29 DANGEROUS
KARDINAL OFFISHALL FEAT AKON (KONLIVE/GEFFEN/INTERSCOPE)
g 17 GOT MONEY
LiL WAYNE FEEI-FAI_N il_’il(‘.: fUNIVERSAL MO .‘LVE v;\‘
VIVA LA VIDA
13 16 COLDPLAY (CAPITOL)
6 o BETTER IN TIME
CLEONA LEWIS (SYCO/RMG) -
12 11 ONE STEP AT A TIME
JORDIN SPARKS (19/JIVE/ZONBA) -
21 5 SO WHAT
_PINKILAFAGE 20MBA) R
14 13 NEED U BAD
JAZMINE SULLIVAN (J/RMG)
1 11 SPOTLIGHT
_JENNIFER HUBSON (AR iﬂfvﬁ S
15 25 TAKE A BOW
RIHANNA (SRP DEF JAM/IDJMG)
BLEEDING LOVE
730 LEONA LEWIS 1 ,YCO J/RMG)
19 12 AMERICAN BOY
! ESTELLE FEAT. Kmf WEST (HOME_))!{%JL/LLAN_”)_
23 12 DON'T THINK 1 DON'T THINK ABOUT IT
_DARIUS RUCKER (CAPITOL NASHVILE) o
w6 MY LIFE
THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE)
% 4 HOTNCOLD
KATY PERRY (CAPITOL)
20 22 LEAVIN'

JESSE MCCARTNEY (HOL LYWOQD}

EVERYBODY WANTS T0 GO TO HEAVEN
KENNY CHESNEY (BLUE CHAIR'BNA)

=
5E ES TITLE g
<= =T ARTIST (IMPRINT / PROMOTION LABEL) et
3 6 WHATEVER YOU LIKE
11 (GRAND HUSTLE/ATLANTIC)
1 SO WHAT
PINK (LAFACE/ZOMBA)
2 LOVE LOCKDOWN
KANYE Wﬂ {ROC A FELLA/DEF JAM/IDJMG)
7 19 HOT N COLD
KATY PERRY (CAPITOL
4 3 LOVE STORY
TAYLOR SWIFT (816 MACHING) =
6 19 PAPER PLANES
M.LA. (XL/INTERSCOPE)
5 15 DISTURBIA J
RIHANNA (SRP/DEF JAM/IDIMG)
I'M YOURS
8 2 ﬂSON MRAZ (AT!ANI[E/’VB) .
= RIGHT NOW (NA NA NA)
AKON (GRC uNIVERSAL MOTOWN)
12 LET IT ROCK
KEVIN RUDGLF FEAT 1)t WAYNE (CASH WONEY/UNIVERSAL REPUBL
9 20 AMERICAN BOY ®
ESTELLE FEAT KANYE WEST (HOME SCHOOL/AT IMC.-
10 CRUSH
P_A»\EARCHULETA (19 JIVE Z(]M[iA) s
15 ALL SUMMER LONG
THE ROCK HEROES (BiG EYE)
7 CAN'T BELIEVE IT
T-PAIN FEAT. L&WAY& (NAPPY EOY/KON_VIC_];”\_/E/ZDMBA_)
13 15 'N THE AYER
FLO RIDA FEAT. WILL.LAM (POE BOY/ATLANTIZ)
18 16 FALL FOR YOU
SECONDHAND SERENADE (GLASSNOTE/ILG)
17 15 GOT MONEY
LN, WAYNE FEAT. T-PAIN (CASH MONEY’}MEE\L_MQ_TU_V!N)
11 3 SWAGGA LIKE US
JAY-Z & T FEAT. KANYE WEST & LIL WAYNE (ROC-A-FELLA/DEF 1AMIDIMG)
CLOSER
16 23 NE-YO (DEF JAM/IDIMG)
27 § MYLIFE
THE GAME FEAT. LIL WAYNE (GEFtEN'INTERSCOPE)
o7 12 LOVE REMAINS THE SAME
GAVIN RDSSDALE (INTERSCOPE)
VIVA LA VIDA
192 COLDPLAY (CAPITOL)
20 13 BETTER IN TIME
LEGNA LEWIS (SYCOM/RMG) _
23 5 MISS INDEPENDENT
N_EVO (DEF JAM/IDJMG)
51 23 FOREVER

CHRIS BROWN (JIVE/ZOMBA)

35

48

(5]

34

39
28
40

61

For chart reprints call 646.654.4633

a
3 TITLE
% ARTIST (IMPRINT / PROMOTION LABEL)
8

PUT ON
YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAM/IDIMG)

40 FALL FOR YOU
_ SECONDHAND SERENADE (GLASSNOTE/ILG/ATLANTIC)
10 SHE NEVER CRIED IN FRONT OF ME
TOBY KEITH (SHOW DOG NASHVILLE)
94 POCKETFUL OF SUNSHINE
NATASHA BEDINGFIELD (PHONOBENIC/EPIC)
4p THE BUSINESS
YUNG BERG FEAT. CASHA (YUNG BOSS/KOCH/EPIC)
JUST A DREAM
CARRIE UNDERWOOD (10 ARISTA/ARISTA NASHVILLE)
45 THE TIME OF MY LIFE
_DAVIDCOOK (19.R-ARMG)

DO YOU BELIEVE ME NOW

JIMMY WAYNE (VALORY)

I’'M YOURS

JASON MRAZ (ATLANTIC/RAP)

IN THE AYER
_ FLO RIOA FEAT WILL.LAM (POE BOY/ATLANTIC)
12 WAITIN' ON A WOMAN

BRAD PAISLEY (ARISTA NASHVILLE)
g SOFLY
SLIM FEAT. YUNG JOC (M3/ASYLUM)
20 GET LIKE ME
DAVID BANNER FEAT CHRIS BROWN (B | ACE SRC/UNI
13 TROUBADOUR
_ GEORGE STRAIT (MOA NASHVILLE)
| KISSED A GIRL
_KATY PERRY (CAPITOL)
WHAT ABOUT NOW
DAUGHTRY (RGA RMG)

12

ERSAL MOTOWN

g1 SHAKEIT
MET_RO STATION (COLUMBIA) o
LET IT ROCK
KEVIN RUOOLF FEAT. LIL WAYNE (CASH MONEY/UNIVERSAL REPUBLIC)
H PLEASE EXCUSE MY HANDS
PLIES FEAT. JAMIE FOXX & THE-DREAM (BIG GATES/S| | N-5LIE ATLANT
LIVE YOUR LIFE
T FEAT. RIHANNA (DEF JAM. GRAND HUSTLE/IDJMG/ATLANTIC)
MAGIC
' REN_T_HICKE:STLR TRAK!lNTEﬁrCOPEI
WHAT THEM GIRLS LIKE
_LUDACAIS CO-STARRING CHRIS BROWN & SEAN GARRETT (DTF DEF JAMAD.IMG)
19 A MILLI
LiL WAYNE CA&MO_NEYEIVE_RSAL MOTOWN,_
CRUSH
DAVID ARCHULETA (19/IVE/Z0MBA)
BODY ON ME

NELLY FEAT. ASHANTI & AKON (DERRTY/UNI
ian format:

|3
=]
ZZ ARTIST (IMPRINT / PROMOTION LABEL)

WHEN | GROW UP
THE PUSSYCAT DDLLS (INTERSCOPE}

TITLE

w
x
w5
=

CERT.

ONE STEP AT A TIME
JORDIN SPARKS (19 JIVE J1IMBA) !
READY FOR WHATEVER 1
T.I. {GRAND HUSTLE ATLARTIC

»1 | KISSED A GIRL
KATY PERRY (CAPITOL)

13 SWING

SAVAGE FEAT, SOULIA BOY TEEM (DAWN RAID/UNIVERSAL REPUBL

DANGEROUS

KARDINAL OFFISHALL FEAT. AKON (KONLIVE/GEFFEN)

WHAT THEM GIRLS LIKE

LUDACRIS CO-STARRING CHRIS BROW_M SEAN GARRETT ‘DTP/DEF JAM IDIMG)

SHAKE IT o

METRO STATION (COLUMBIA)

DON'T FORGET

DEMI LOVATO (HOLLYW0OD)

11 ADDICTED
SAVING ABEL (SKIDDCO/VIRGIN/CAPITOL)

23 AMILLI

LIL WAYNE (CASH MUNEY‘JV‘L\IER& HMOTOWN)

T-SHIRT

SHONTELLE (5RC/UNIVERSAL MOTOWN}

MRS. OFFICER

UL WATKE FEAT BOBBY VALENTINO & KI0D KIDD (CASH MONE

CHICKEN FRIED

EBHOWN BANI_)EOAFMUVE NATION)

g SHATTERED (TURN THE CAR AROUND)
0.A.R. (EVERFINE/ATLANTIC/RRP)

14 BARTENDER SONG
_REHAB {UNIVERSAL REPUBLIC)

17 PUT ON

YOUNG JEEZY FEAT. KANYE WEST E DEF JAM/IDJMG)

41 JUST DANCE
LADY GAGA FEAT. COLBY O'DONIS (STREAMUINE/KONLIVE/INTERSCOPE)

53 LEAVIN'

JESSE MCCARTNEY (HOLLYWOOD)

BURNIN' UP

JONAS BROTHERS (HOLLYWOOD)

USE SOMEBODY

KINGS DF LEON (/1A HMG)

LOLLI LOLLI (POP THAT BODY)
THREE & MAFIA (HYPNOTIZE MINDS/COLUMBIA)

5 GREEN LIGHT
JOHN LEGEND FEAT. ANDRE 3000 (HOM' SCHOOL/G O 0 D /(COLUMBIA)

13 OUT HERE GRINDIN
DJ KHALED (1ERROR SOUAD/@H)

4 LOVEBUG
JONAS BROTHERS (HOLLYWOOD)

IVERSAL MOTO'

wwWwW americanradiohistorv com

2}

006 :

32 00000000¢

o2}
o}

oV o)
000

70

g

55

57

80 : ¢

62

74

75

LAST
WEEX

(=23

0
47
57
59
50
58
66

65

62
64
67
68
61
54
a6

55

70
73

63

48
56

33

43

54

58
64
59

62

63

60

n

3

4

[

10

]

S

2

1

28

2

21

32
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18

23

TITLE
ARTIST (IMPRINT / PROMOTION LABEL)
SWAGGA LIKE US
JAY-Z & T1 FEAT KANYE WEST & LIL WAYNE (ROC-A-FELLA/DEF ‘"\Mﬁﬂ'
I STILL MISS YOU
_KEITH ANDERSON (COLUMBIA (NASHVILLE
LET IT GO
TIM MCGRAW (CURB)
LOVE REMAINS THE SAME
_MS%LE (WTERS&PE)
BABY
_LL COOL J FEAT. THE-DREAM (DEF JAM/IDIMG)
SUPERWOMAN
_ALICIA KEYS (MBK | RMG)
LOVE STORY
TAYLOR SWIFT (BIG MACHINE)
ADDICTED
S_AVINE ABEL i:KI_DD 2/V|REIN JAPITOL)
WOMANIZER
BRITNEY SPEER_S (JIVE/ZDMBA)
COUNTRY MAN
LUKE BRYAN (CAPITOL NAS%LE_ |
JOHNNY & JUNE
_HElﬂNEWFIELD \C;Ri!)
ROLL WITH ME
MONTGOMERY GENTRY (COLUMBIA (NASHVILLE))
NEVER WOULD HAVE MADE IT
MARVIN SAPP (VERITY JOMBA) -
NO ME DOY POR VENCIDO
LUIS FONSI (UNIVERSAL LATING) p—_
YOU LOOK GOOD IN MY SHIRT
KEITH URBAN (CAPITO NA.SHVI;LE,_
HERE | AM
RICK ROSS (SLIP-N-SLIDE/DEF JAM 1DJMG)
RIGHT HERE (DEPARTED)
BRANOY (KOCH EPIC)
KRAZY
_PITBULL FEAT. LIL JON (MR 305/FAMOUS ARTISTS/THE OR_CHARD)
LOVE LOCKDOWN
KANYE WEST (ROC-A-FELLA/DEF JAM/IDJMG)
WHEN | GROW UP
THE PUSSYCAT DOLLS (INTERSCOPE}
KEEPS GETTIN' BETTER
 CHRISTINA AGUILERA (RCA/RMG)
ALL | EVER WANTED
CHUCK WICKS (FICA HASHVILLE)
SHATTERED (TURN THE CAR AROUNO)
0.A.8. (EVERFINE ATLANTIC RRP)
ALREADY GONE
iUGAI_RL»lND (MERCURY NASHVILLE L,
CRY FOR YOU
SEPTEMBER (ROBBINS)

TITLE

ARTIST (IMPRINT / PROMOTION LABEL)
COME ON GET HIGHER

MATT NATHANSDN (VANGUARD)

DON'T THINK | DON'T THINK ABOUT IT
DARIUS RUCKER (CAPITOL NASHVILLE)
LOLLIPOP

lIl_WAYN_EFUY. STATIC MAJOR (CASH MONEY/UNIY
BODY ON ME
* NELLY FEAT ASHANTI & AKON (DERRTY. UNIVERSAL MOTOWN)
CHECK YES JULIET (RUN BABY RUN}
_WE THE KINGS (5-CURVE) N
ON THE LINE

DEMI LDVATO FEAT. JONAS BROTHERS (HOLLYWOOD)
SHUT UP AND LET ME GO

THE TING TINGS (COLUMBIA)
JUST A DREAM
CARRIE UNDERWOOD (19 ARISTA/ARISTA NASHVILLE)
| DON'T CARE
FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG) _
ANGEL

NATASHA BEDINGFIELO (PHONOGENIC/EPIC)
BRUISES

CHAIRLIET (KANINE

COOKIE JAR

GYM CLASS HEROES FEAT, THE-DREAM (DECAYDANCE/FUELED BY RAM

TAKE A BOW

RIHANNA (SRP/OEF JAM 1DJMG

NOWHERE TO GO, NOWHERE TO BE
_KENNY CHESNEY (BLUE CHAIRZBNA)
GET BACK

DEMI LOVATO (HOLLYWOOD)

JOHNNY & JUNE

| HEADI NEWRIELD (CURS) —
POCKETFUL OF SUNSHINE
_NATASHA BEDINGFIELD (PHONOGENIGIEPIC)
HANDLEBARS

FLDBOTS (UMIVER3AL REPUBLIC)

SCREAM

CHRIS CORNELL (MOSLEY/INTERSCOPE)
BLEEDING LOVE ]
LEONA LEWIS (SYCO/J/AMG)
GET LIKE ME

DAVID BANNER FEAT CHRIS BROWN (8 .G F Al
KRAZY

PITBULL FEAT. Lit JON (MR 305/FAMOUS ARTISTS/THE ORCHARD}
MERCY

BUFFY (MERCURY/IDJMG)

CERT.

L MOTOWN)

{G/UNVERSAL MOTOWN)

g6 13 FREE FALLIN’

JOHN MAYER (COLUMBIA)

70 5 WHAT ABOUT NOW

Go to www.billboard.biz for complete chart data |

DAUGHTRY (RCA/RMG)

59

ALBUM CHARTS

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 Nieisen SoundScan from a national
subset of core stores that specialize in those genres.

@ Albums with the greatest sales gains this week.

e |

Where included. this award indicates the title with
the chart's biggest percentage growth.

[MIEITIT] Indicates album entered top 100 of The Billboard 200
(IITTIi3 and has been removed from Heatseekers chart.

Where included, this award indicates the title
with the chart's largest unit increase.

PRICING/CONFIGURATION/AVAILABILITY
CD/Cassette prices are suggested list or equivalent prices, which
are projected from wholesale prices. ® after price indicates
album only avaiiable on DualDis¢c. CD/DVD after price indicates
CD/DVD combo only available. ® DuaiDisc available. + CD/DVD
combo available. * indicates vinyl LP is available. Pricing and
vinyl LP availability are not included on all charts. EX after cata-
log number indicates title is exclusive to one account or has lim-
ited distribution.

SINGLES CHARTS

RADIO AIRPLAY SINGLES CHARTS
Hot 100 Airplay, Hot Country Songs, Hot Rap Songs and Hot
Latin Songs are compited from a national sampie of data sup-
plied by Niclsen Broadcast Data Systems. Charts are ranked by
number of gross impressions, computed by cross-referencing
exact times of airplay with Arbitron listener data. Mainstream
Top 40, Adult Contemporary. Adult Top 40, Modern Rock,
Mainstream R&B/Hip-Hop, Adult R&B, Rhythmic, Hot Dance
Airplay, Hot Christian AC Songs, Hot Gospel Songs and
Smooth Jazz Songs are ranked by total detections.
@ Songs showing an increase in audience (or detections)

over the previous week, regardless of chart movement.

GREATEST|
GAINER

Where included, this award indicates the title
with the chart's largest airplay increase.

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 Pop 100 and Hot R&B/Hip-Hop Songs
charts, respectively, if they have been on for more than 20
weeks and rank below No. 50. Songs 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, provid-
ed that they are not still gaining enough audience points to bul-
let. Songs are removed from Hot Latin Songs if they have been
on the chart for more than 20 weeks and rank below 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 betow
No. 18, if they have been on the chart for more than 26 weeks
and rank below No. 10, or if they have been on the chart for
more than 52 weeks and rank below No. 5. Descending songs
are removed from the Adult Top 40, Adult R&B, Hot Dance
Airplay, Hot Christian AC Songs, Hot Gospel Songs and Smooth
Jazz Songs charts if they have been on for more than 20 weeks
and rank below No. 15 (No. 20 for Mainstream Top 40, Modern
Rock, Mainstream R&B/Hip-Hop and Rhythmic).

CONFIGURATIONS

® CD single available. ® Digital Download available. ¢ DVD
single available. @ Vinyl Maxi-Single available. O Vinyl single
available, ©® CD Maxi-Single available. Configurations are not
included on all singles charts.

HITPREDICTOR

ﬁ Indicates title earned HitPredictor status in that particular
format based on research data provided by Promosquad. Songs
are tested online by Promosquad using multipte listens and a
nationwide sample of carefully profiied 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 available music. For a complete and updated iist of
current songs with Hit Potential, commentary, polls and more,
please visit www.hitpredictor.com.

HOT DANCE CLUB PLAY
Compiled from a nationai sample of reports from club DJs.
@ Titles with the greatest club play increase over the previaus weck.

[TTE] This award indicates the title, currently below the top 20 and on
1ICK the chart the week before, with the largest increase in points.

AWARD CERT. LEVELS

ALBUM CHARTS

® Recording Industry Assn. Of America (RIAA) certification for
net shipment of 500,000 albums (Gold). B RIAA certification for
net shipment of 1 million units (Platinum). ¢ RIAA certification
for net shipment of 10 million units (Diamond). Numeral within
Platinum or Diamond symbol indicates album’s mufti-platinum
level. For boxed sets, and double albums with a running time of
100 minutes or more, the RIAA muitiplies shipments by the num-
ber of discs and/or tapes. ~ Certification for net shipments of
100,000 units (Oro).  Certification of 200,000 units (Platino).
Certification of 400,000 units (Multi-Platino).

SINGLES CHARTS

® RIAA certification for 500,000 paid downloads (Gold).

B RIAA certification for 1 million paid downloads (Platinum).

Numeral within platinum symbol indicates song's multipiatinum level.
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. B RIAA platinum
certification for net shipment of 50,000 units for video singies.
RIAA platinum certification for sales of 100,000 units for
shortform or longform videos. Numeral within platinum symbol
indicates song’s muttiplatinum level.

DVD SALES/VHS SALES/VIDEO RENTALS

@ RIAA goid certification for net shipment of 50,000 units or $1 mil-
lion in sales at suggested retail price. B RIAA platinum certification
for sales of 100,000 units or $2 million in sales at suggested retail
price. ' IRMA gold certification for a minimum sale of 125,000 units
or a dollar volume of $9 million at retail for theatrically released pro-
grams; 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
million at suggested retail for non-theatrical titles.
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TITLE
ARTIST (IMPRINT / PROMOTION LABEL)
DISTURBIA |
RIHANNA (SRP/OEF JAM/IDJMG)
8 SO WHAT
PINK (LAFACE/ZOMBA)

CLOSER

NE-YO (DEF JAM/IDJME)

10 GREATEST HOT N COLD |
GAINER/AIRPLAY ROREI S ENA{S) A

'B

'WHATEVER YOU LIKE
T.l. (GRAND HUSTLE/ATLANTIC
FOREVER

CHRIS BROWN (JIVE/ZDMBA}

ONE STEP AT A TIME
JORDIN SPARKS (19/JIVE/ZOMBA} .
PAPER PLANES

M.LA. 'L INTERSCOPE)
AMERICAN BOY

ESTELLE FEAT. KANYE WEST (HOME SCHOOL/ATLANTIC) =1
BETTER IN TIME

LEQONA LEWIS (SYCO/J/RMG

DANGEROUS

KARDINAL DFFISHALL FEAT. AKON [KONLIVE/GEFFEN/INTERSCOPE
FALL FOR YOU

SECONDHAND SERENADE (GLASSNOTE/ILG/ATLANTIC)

13 2 LOVE LOCKDOWN
KANYE WEST (ROC-A-FELLA/DEF JAM/IDJMG

RN GREATEST LET IT ROCK
BRSNS GAINER/ BIGITAL EUTLTC RN
4z LEAVIN
f S o _ JESSE MCCARTNEY (HOLLYWDOD)

!

)

@ 15 17 N THE AYER

X _Flo RIDA FEAT. WILL.LAM (POE BOY/ATLANTIC)
'@I 16 CRUSH

: DAVID ARCHULETA (19/JIVE/ZOMBA)

21 VIVA LA VIDA

18 21 COLOPLAY (CAPITOL)

oY I'M YOURS
Q 2 % JASON MRAZ (ATLANTIC/RRP)
20 17 2 !KISSED AGIRL

KATY PERRY (CAPITOL)
SHAKE IT
METRO STATION (COLUMBIA]
20 1g WHEN I GROwW UP
THE PUSSYCAT 00LLS (INTERSCOPE
== LOVE STORY
3. 19 S TATLOR SWIFT (3G MACHINE/ UNIVERSAL REPUBLIC)
RIGHT NOW (NA NA NA)
AKON (SRC/UNIVERSAL MOTOWN)
g TAKE A BOW

1P

’ = =2 RIHANNA (SRP DEF JAM/IDJMG)
@ 31 g T-SHIRT
_SHONTELLE (SRC/UNIVERSAL MOTOWN)
¢ .. . ADDICTED
Q SRR SAVING ABEL N
@ 28 5 MISS INDEPENDENT
: NE-YO (DEf !2M/ID.MG)
@ 27 g CAN'T BELIEVE IT
e L _T-PAIN FEAT. LIL WAYNE (NAPPY BOY/KONVICT/JIVE/ZOMBA)
32 14 WHAT ABOUT NOW

DAUGHTRY (RCA RMG,
ASES CRY FOR YOU
i 237 SEPTEMBER \ROLEINS)
BLEEDING LOVE
LEONA LEWIS (SYCO/J/RMG)
4 KEEPS GETTIN' BETTER
CHRISTINA AGUILERA (RCA/RMG)

~ ALL SUMMER LONG
KID ROCK (TOP DOG/ATLANTIC)

26

50

BRITNEY SPEARS (JIVE/ZOMBA)

3 SWAGGA LIKE US
JRY-2 & T1. FEAT. KANYE WEST & LIL WAYNE (ROC-A-FELLA/DEF JAWIDIME)

15 GOT MONEY
LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNIVERSAL MOTOWN)
‘2 DAMAGED
36~ u 3 DANITY KANE (BAD BOY/ATLANTIC)
x 39 1g LOVE REMAINS THE SAME
GAVIN ROSSDALE (INTERSCOPE)
LOLLIPOP
SE329 | nrve eaT STTE OR (0551 HONEVINVERSAL MOTOWN)
@ s2| g |T'SOVER
R B JESSE MCCARTNEY (HOLLYWOOD)
Low
$9 42 48 FLO RIDA FEAT. T-PAIN (POE BOY/ATLANTIC
= IT’'S NOT MY TIME
L:rq i3 3 DOORS DOWN (UNIVERSAL REPUBLIC)
POCKETFUL OF SUNSHINE
- 42 37 36 NATASHA BEDINGFIELD (PHONOGENIC/EPIC)
9 s ANGEL
E. . < NATASHA BEDINGFIELO (PHONOGENIC/EPIC
m [ WOMANIZER

@' 47 8 MY LIFE
- __THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE)
o 35 SEXY CAN |
el RAY J & YUNG BERG (KNOCKOUT/DEJA 34/KOCH/EPIC)
14 SWING
SAVAGE FEAT. SOULIA BOY TELLEM (DAWN RAID/UNIVERSAL REPUBLIC
24 THAT'S WHAT YOU GET
S PARAMORE (FUELEQ BY RAMEN/RRP)
80 45 40 REALIZE

COLBIE CAILLAT (UNIVERSAL REPUBLIC)

Britney’s back (again)! The lead cut from
“Circus,” due Dec. 2, blasts onto the Pop
100 at No. 44, entirely from out-of-the-
box airplay at 89 stations (11.4 million
audience Impressions). Its digital release
Oct. 7 will impact the chart in two weeks.

60

E TITLE
g 5§ §§ ARTIST (IMPRINT / PROMOTION LABEL)

‘38 (17 THUNDER

BOYS LIKE GIRLS (COLUMBIA
@ 56 19 SHATTERED (TURN THE CAR AROUND)
5 LOVEBUG

0.A.R. (EVERFINE/ATLANTIC/ARP)
JONAS BROTHERS (HOLLYWOOD)

@ 57 43 BARTENDER SONG
3 REHAB (UNIVERSAL REPUSLIC)
Pl BURNIN' UP
I, 53 15 JONAS BROTHERS (HOLLYWOQOD)
THE TIME OF MY LIFE
56 ; 55 19 DAVID COOK (13/RCA/RMG)
m §7 5 WHAT THEM GIRLS LIKE
| LUDACRIS CO-STARRING CHRIS BROWN & SEAN GABRETT (DTP/DEF JAMADJMG)
JUST STAND UP!
58 51 6 i ARTISTS STAND UP TD CANCER (SU2C/IDJMG
Ly SHUT UP AND LET ME GO
69 5817 THE TING TINGS (COLUMBIA)
PUT ON
3 60_ 60 711 »_YOUNG JEEZY FEAT. KANYE WEST (CTE/OEF JAM/IDJMG)
@ g5 3 MRS. OFFICER
= L, WAYNE FEAT. BOBBY VALENTING & KiDD KIDD (CASH MONEY/UNIVERSAL MOTOWN_]
| DON'T CARE
62 5 3 FALL QUT BOY (FUELED BY RAMEN/ISLAND/IOJMG
i m- g4 |16 JUST DANCE
! LADY GAGA FEAT. COLBY 0'DONIS (STREAMLINE/KONLIVE/INTERSCOPE
64 63 17 BODY ON ME
3 NELLY FEAT. AKON & ASHANT| (DERRTY/UNIVERSAL MOTOWN
i = ) OUT HERE GRINDIN
ﬁ?? 85 _G | OOAED 6 L O D RS KE D TRGKOARY RIS (15905
COOKIE JAR
38 62 1 2 GYM CLASS HEROES FEAT. THE-DREAM (DECAYDANCE/FUELED BY RAMEN/RAP
@ . 4 KRAzY
i 1 PITBULL FEAT. LIL JON (MR. 305/FAMOUS ARTISTS/THE ORCHARD)
SINGLE
68 68 7 NEW KIDS ON THE BLOCK & NE-YO (INTERSCOPE)
?@ 6g 19 CORONA AND LIME

SHWAYZE (SURETONE/GEFFEN INTERSCOPE)
74 3 WHATCHA THINK ABOUT THAT
THE PUSSYCAT DOLLS FEAT. MISSY ELLIOTT (INTERSCOPE)_
- RISE ABOVE THIS
2 | SEETHER (WIND-UP)
> 73 8 THE BUSINESS
A YUNG BERG FEAT. CASHA (YUNG BOSS/EPIC
@-‘ 29 SHOULD’VE SAID NO

i

ol TAYLOR SWIFT (BIG MACHINE)

FADED
__CASCABA (ROBBINS)

I LUV YOUR GIRL

7% 6

” _THE-DREAM {RADIO KILLA/DEF JAM/IDIMG —:
7 THINGS
76 75 19 MiILEY CYRUS (HOLLYWOOD)
77 YOU GOT ME
=y w 13 OKE BLOCK RADIUS (PROPERTY/MERCURY/IDJMG)
@ g3 o WAKEITUP
b E-40 FEAT. AKON (SICK WID IT/BME/REPRISE
g2 |4 RIGHT HERE (DEPARTED)
£ i * _BRANDY (KOCH EPIC;
ENERGY
80 78 KERI HILSON (MOSLEY/ZONE 4/INTERSCOPE)
ﬂ g6 § LEAVE OUT ALL THE REST
o LINKIN PARK (WARNER BROS.)
: BABY
8z ] B(_) 9 LL COOL J FEAT. THE-DREAM (DEF JAM/IDJWMG)
a g » NEED U BAD
{ 2 JAZMINE SULLIVAN (J/RMG)
@ 88 § ANGELS ON THE MOON
THRIVING IVORY (WIND-UP)
R}
i LAST NAME
Eg 4 85 20 CARRIE UNOERWOOD (19/ARISTA/ARISTA NASHVILLE)
r | - CHANGE
88 81 7 [yioR SWIFT (BIC MACHINE)
™ . j5 THISIS ME
i 4 = OEMI LOVATO & JOE JONAS (WALT DISNEY)
SHAWTY SAY
'” ) e DAVID BANNER FEAT. UL WAYNE (B.1.G_F AC.E/SRC/UNIVERSAL MOTOWN)
o MONSOON
'_' ” 3 TOKIO HOTEL (CHERRYTREE/INTERS_COPE)
g3 4 THE WORLD SHOULD REVOLVE AROUND ME
‘ ] LITTLE JACKIE (S-CURVE/CAPITOL) g
| g7 p SOFLY
_48 SLIM FEAT. YUNG JOC (M3/ASYLUM} —
UNBEAUTIFUL
92 % 2 LESLEY ROY (JIVE/ZOMBA)
- 1 SEVENTEEN FOREVER
" 2 __METRO STATION {COLUMBIA)
@ g% 4 MAGIC
ROBIN THICKE (STAR TRAK/INTEHS_COPE)
E‘ 2 UNTOUCHED
i THE VERGNICAS (ENGINEROOM/SIRE/REPRISE}
m- 4 WITHOUT You
. HINDER (UNIVERSAL REPUBLIC/UNIVERSAL)
i COME ON OVER
"f” 89 3 __JESSICA SiMPSON (EPIC/COLUMBIA \NASH\/}LLE)
HERE | AM
9? D 99 " RICK ROSS FEAT. NELLY & AVERY STORM EHP-NvSLIOFJDEF JAM/IDIMG)
9§ _ |, WARWICK AVENUE
DUFFY (MERCURY/IDJMG)
100 100 15 PORK AND BEANS

WEEZER (DGC/GEFFEN/INTERSCOPE)

The Killers attack Modern Rock at No. 13
with “Human,” the first single from “Day & é
Age,” due Nov. 5. The song marks the
quartet’s ninth chart hit, a sum that
includes five top 10s and one No. 1, “When
You Were Young,” in 2006.

Go to www.billboard.biz for complete chart data
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Eaeasial RIHANNA (SRP/DEF JAM/IDJMG) =

PREDICT

o 13 5 (LA HOT N COLD
(LIS KATY PERRY (CAPITOL
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15

CLOSER

NE-YQ (DEF JAM/IDJMG)

ONE STEP AT A TIME

JOROIN SPARKS (18/JIVE/ZOMBA)

FOREVER

CHRIS BROWN (JIVE/ZOMBA)

BETTER IN TIME

LEQNA LEWIS (5YCO/J/RMG)

SO WHAT

PINK (LAFACE,ZOMBA)

DANGEROUS %
KARDINAL DFFISHALL FEAT. AKON (KONLIVE/GEFFEN/INTERSCOPE) 'Q

FALL FOR YOU
SECONDHAND SERENA

3 BB BB

WLG/ATLANTIC)

JESSE MCCARTNEY (HOLLYWOOD)

PAPER PLANES

_MAA. (XL/INTERSCOPE)

IN THE AYER

FLO RIDA FEAT. WILL.LAM (POE BOY/ATLANTIC)
AMERICAN BOY

ESTELLE FEAT. KANYE WEST (HOME SCHODUATLANTIC) |
CRUSH

DAVID ARCHULETA (19/JIVE/ZOMBA)

LET IT ROCK

KEVIN RUDOLF FEAT. LLL WAYNE (CASH MONEY/UNIVERSAL REPUBLIC)
WHATEVER YOU LIKE

T.). (GRAND HUSTLE/ATLANT(C)

ALL SUMMER LONG

KiD ROCK (TOP DOG ATLANTIC)
ADDICTED

SAVING ABEL {SKiDDCO/VIRGIN/CAPITOL)
VIVA LA VIDA

COLDPLAY (CAPITOL)

SHAKE IT

METRO STATION (COLUMBIA)

WHAT ABOUT NOW

DAUGHTRY {RCA/RME)

KEEPS GETTIN’ BETTER
CHRISTINA AGUILERA (RCA/RNIG)
T-SHIRT

SHONTELLE (SRC/UNIVERSAL MOTOWN)

| KISSED A GIRL

KATY PERRY (CAPITOL)

I'M YOURS
JASON MRAZ (ATLANTIC/RRP)

)Hid

5 B

§S| ARTIST (IMPRINT / PROMOTION LABEL)

&

VIVA LA VIDA {

_‘8_ _mcmupw ©aPTOL) _}}Y‘
o

o

I'M YOURS

JASON MRAZ (ATLANTIC/RRP)

LOVE REMAINS THE SAME
GAVIN ROSSDALE ({INTERSCOPE)

ALL SUMMER LONG

KID ROCK (T0P DOG/ATLANTIC)

WHAT ABOUT NOW

DAUGHTRY (RCA RMG)

IT'S NOT MY TIME

3 DOORS DOWN (UNIVERSAL REPUBLIC)
SHATTERED (TURN THE CAR AROUND)
0.AR. (EVERFINE ATLANTIC/RRP)
POCKETFUL OF SUNSHINE
NATASHA BEDINGFIELD (PHONOGENIC/EPIC)

T3 BROKEN
UTILTZ 0 LIFEHOUSE (GEFFEN/INTERSCOPE)

BLEEDING LOVE

LEONA LEWIS (SYCO/J/RMG)

SO WHAT

PINK (LAFACE ZOMBA)

THE TIME OF MY LIFE

DAVID COOK (19/RCA/RMG)

COME ON GET HIGHER

_MAU NATHANSON (VANGUARD/CAPITOL)

IF | NEVER SEE YOUR FACE AGAIN
_ MAROON 5 FEAT. RIHANNA (A&M/OCTONE/INTERSCOPE)

SHAKE IT

METRO STATION (COLUMBIA)

THE LITTLE THINGS

COLBIE CAILLAT (UNIVERSAL REPUBLIC)

BETTER IN TIME

LEONA LEWIS (SYCO/J/RMG)

ONE STEP AT A TIME

JORDIN SPARKS (19/JIVE/ZOMBA)
" RISE ABOVE THIS

SEETHER | WIND-UP)

CHASING PAVEMENTS

ADELE (1L COLUMBIA)

IN THIS LIFE

DELTA GOODREM (MERCURY/DECCA) i

WE DON'T HAVE TO LOOK BACK NOW

PUDOLE DF MUOD (FLAWLESS/GEFFEN/INTERSCOPE

BEATING MY HEART

JON MCLAUHLIN (ISLAND/AOJME)

1 KISSED A GIRL

KATY PERRY (CAPITOL)

CRUSH

B

o

" DAVID ARCHULETA (19/JIVE/ZOMBA)

Data for week of OCTOBER 11, 2008 |
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TITLE
| ARTIST [IMPRINT / PROMOTION LABEL)

[LITVI318 THE TIME OF MY LIFE
[LICTI 0Av10 COOK (19/RCA/RMG)

BLEEDING LOVE

LEONA LEWIS qS_VCg-'J/RMG)

LOVE SONG &

SARA BAREILLES (EPIC) b

SAY

JOHN MAYER 1AWARF‘CQ_LUMBw

POCKETFUL OF SUNSHINE

NATASHA BEDINGFIELD (PHONOGENIC/EPIC)

FEELS LIKE TONIGHT

DAUGHTRY (RCA‘_R_MG',

VIVA LA VIDA

COLDPLAY (CAPITOL)

APOLOGIZE

TIMBALAND FEAT ONEREPUBLIC (MOSLEY/BLACKGROUNENTERSCOPE)

TEARDROPS ON MY GUITAR

TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIC)

AFTER ALL THESE YEARS

JOURNEY (NOMOTA)

REALIZE

COLBIE CAILLAT (UMVERSAL REP_UBLIC)_

WHATEVER IT TAKES

LIFEHOUSE(GEFFEN/INTERSCDPE}

NO AIR

JORDIN SPARKS DUEY WITH CHRIS BROWN (19/JiVE/ZOMBA)

ALL SUMMER LONG

KIB ROCK (T1P OO G/ATLANTIC)

I’'M YOURS

JASDN MRAZ (ATL‘-‘(YIC RRP)

WON'T GO HOME WITHOUT YOU

MAROON 5 (A&M, ULTONE/INTERSCOPE)

CRUSH

DAVID ARCHULETA (19/JIVE/ZOMBA)

WHERE | STOOD

MISSY HIGGINS {ELEVEN/REPRISE)

UNCONDITIONAL

SIMON COLLINS (RAZOR & TIE)

ROOTS BEFORE BRANCHES

ROOM FOR TWO (CURB WARNER B_R}h )

STOP AND STARE

’-_lNgiEPUBLIg {MOSLEY/INTERSCOPE)

ENEMY WITHIN

MICHAEL MCDONALD (UNIVERSAL MOTOWN)

JUST STAND UP!

ARTISTS STANO UP TO CANCER (SU2C/IDJMG)

TAKE A BOW

RIHANNA (SRP/DEF JAM/IDJMG)

WHAT DO | DO WITH MY HEART

EAGLES (ERC)

4

1
o
1

o

4

BB

2

21
27
26

. STAIND (FLIP/ATLANTIC)

TITLE

© ARTIST (IMPRINT / PROMOTION LABEL)
YOU'RE GONNA GO FAR, KID
THE OFFSPRING (COLUMBIA

TROUBLEMAKER

WEEZER (DGC/INTERSCOPE)

BELIEVE

RE-EDUCATION (THROUGH LABOR)
RISE AGAINST (DGC/INTERSCOPE)

THE DAY THAT NEVER COMES
METALLICA (WARNER BROS )

I DON'T CARE

APOCALYPTICA FEAT. ADAM GONTIER {20-20/JIVE/ZOMBA)
I'M NOT OVER

CAROLINA LIAR (ATLANTIC)

LET ITDIE

FOO FIGHTERS (ROSWELL/RCA/RMG)

VIVA LA VIDA

COLOPLAY (CAPITOL)

BAD GIRLFRIEND

THEORY OF A OEAOMAN (604 ROADHUNNER’RRP)
LEAVE OUT ALL THE REST

LINKIN PAR!( {WARNER BROS.)

INSIDE THE FIRE

DISTURBEDQ (REPRISE)

HUMAN
THE KILLERS (ISLAND/IDJME)

&
#

BB BB

pressions measured by Nielsen Broadcast Data Systems, and sales compiled by

~ ADDICTED

_ SAVING ABEL (SKIODCO/VIRGIN/CAPITOL)

- PORK AND BEANS
| WEEZER (OGC/GEFFEN/INTERSCOPE)

B

- THE SHOCK OF THE LIGHTNING

OASIS {BIG BROTHER/REPRISE}
SEX ON FIRE

KINGS OF LEON (RCA/RMG)
PAPER PLANES

M.L.A. (XL/INTERSCOPE)
GIVEN UP

LINKIN PARK (WARNER BRDS.)
SLOW BURN

ATREYU (HOLLYWOOD)
PSYCHOSOCIAL
SLIPKNOT (ROADRUNNER/RRP)
GAMMA RAY

BECK (DGC/INTERSCOPE)
RICOCHET

SHINY TDY GUNS (UNIVERSAL MOTOWN) ]
CATH...

DEATH CAB FOR CUTIE (ATLANTIC)
| DON'T CARE

FALL DUT BOY (iSLAND/IDJMG)

BB %

popular songs. according to mainstream top 40 radio audience imy

B

b4

CHARTS LEGEND on Page 59

v Nielsen SoundScan. Greatest Gainer/Digital and

, 103 ADULT CONTEMPORARY, 85 ADULT TOP 40, 70 MODERN ROCK stations

08, Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. All rights reserved

20

ly, for the largest digital sales and airplay increases on the chart. 130 MAINSTREAM TOP 40,

‘Airplay are awarded, respectivel

reatest Gainer/)
are electronically monitored 24 hours a day. 7 days a week. See Charts Legend for rules and explanations. All charts

POP 100: The most

G
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T = E e
o sl EE e Artist 2 =B 805 B8 TiTLe artist SERES
EZ =% J2 22 PRODUCER (SONGWRITER) IMPRINT & NUMBER / PROMOTION LABEL & W@ E2  S2 J2 28 PRODUCER (SONGWRITER) IMPRINT & NUMBER / PROMOTION LABEL & EIE
o 13 24 DON'T THINK | DON'T THINK ABOUT IT Darius Rucker 1 i @ 27 % DON'T YOU KNOW YOU'RE BEAUTIFUL Kellie Pickler 2
S FROGERS (D.RUCKER.C,MILLS)V - @CA_PLTMBEMLL_L_E“M_ 5 . C.LINDSEY (C.LINDSEY,A.MAYO K.ROCHELLE) ® 19/BNA
o 2 4 EVERYBODY WANTS TO GO TO HEAVEN Kenny Chesney 7 27 24 2 ALL | WANT TO DO Sugarland 1
B.CANNON K.CHESNEY (J.COLLINS.M.DODSIN) @® BLUE CHAIR/BNA B.GALLIMORE.K.BUSH.J.NETTLES (J.O.NETTLES K.BUSH.B PINSON) ©® MERCURY
a 5 & SHE NEVER CRIED IN FRONT OF ME Toby Keith - @ 30 27 SOUNDS SO GOOD Ashton Shepherd 27
TKEITH {TKEITH.B PINSON) © SHOW DOG NASHVILLE Up 1.5 miltien B8.CANNON (A SHEPERD) © MCA NASHVILLE
° 4 ALL SUMMER LONG Kid Rock 4 impressions, Tim 29 28 16 SHOULD'VE SAID NO Taylor Swift h
KD ROCK RCAVALLO (R.J RITCHIE.M SHAFER RVAN ZANT.G ROSSINGTON.E KING,L MARINELL R WACHTELWZEVON) TOP DOG/ATLANTIG/COS McGraw nets And N.CHAPMAN (T SWIFT} ® BIG MACHINE
~ DO YOU BELIEVE ME NOW Jimmy Wayne . @ ANYTHING GOES Randy Houser
B 3 1 WESID PAHANISH (J WESTD PAHANISH.~ JOHNSON) ©O0 VALORY 1 arenr t'op 10, his 32 M WRIGHT,C ANORETCH, i} (B.LONG,J. W WIGGINS) ® UNIVERSAL SOUTH 2
n 1 JUST A DREAM Carrie Underwood g  Ldththis decade. @ 5 DONT Billy Currington 49
M BRIGHT (5 MCEWAN, H.LINOSEY,G.SAMPSON) © 19/ARISTA ARISTA NASHVILLE Song is included C CHAMBERLAIN B CURRINGTON (J.BEAVERS.J SINGLETON) © MERCURY
f TROUBADOUR George Strait MUDDY WATER Trace Adkins
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© 7or reB/HIP-HOP ALBUMS'

ah

JAZMINE SULLIVAN
B 32713/RMG (15.98)
NE-YO
DEF JAM 011410/10JMG (13.98)
OE
563 00003/KEDAR (17.98)
YOUNG JEEZY
CTE/DEF JAM 011536/IDJMEG (13.98)
LIL WAYNE
CASH MONEY/UNIVERSAL MOTOWN 011977/UMRG (13.98)
THE GAME
GEFFEN 011465*/1GA (13.98)
NELLY
DERRTY/UNIVERSAL 010150/UMRG (13.98)
DJ KHALED
WE THE BEST/TERROR SQUAD 4564/KOCH (17.89)
ERIC BENET
FRIDAY/REPRISE 511399/WARNER BROS. (18.98)
RAPHAEL SAADIQ
COLUMBIA 08585*/SONY MUSIC (15.98)
RIHANNA
SRP/OEF JAM 008968*/IDJMG (13.98)
Z-RO
J PRINCE/KOTG 515829/RAP-A-LOT 4 LIFE (17,98}
LL COOL J
DEF JAM 011503/IDJMG (13.98)
MARVIN SAPP
VERITY 09433/Z0MBA (17.98)
ICE CUBE
LENCH MOB 34635 (18 98)
GUCCIH MANE
BIG CAT 4026/TOMMY BOY (13.98)
PLIES
BIG GATES/SLIP-N-SLIDE/ATLANTIC 511238/AG (18.98)
SOLANGE
MUSIC WORLD/GEFFEN 011785/GA (12.98)
NAS
DEF JAM/COLUMBIA 011505*/IDJMG (13.98)
B.G. & CHOPPER CITY BOYZ
CHOPPER CITY /ASYLUM (18 98)
USHER
LAFACE 23388/Z0MBA {18.98)
LLOYD
YOUNG-GOLDIE/THE INC./UNIVERSAL MOTOWN 011517/UMRG (13.98)
DAVID BANNER
B.1.G. FA.C.E/SRC/UNIVERSAL MOTOWN 009956/UMRG (13.98)
CHRIS BROWN
JIVE 12049/Z0MBA (18.98) ®
ESTELLE
HOME SCHOOL/ATLANTIC 412860*/AG (13.98)

Fearless 1

Year Of The Gentleman

Joe Thomas, New Man

The Recession

Tha Carter Il

LAX

Brass Knuckies

We Global

Love & Lite ..

Thirsty

Raw Footage

Hood Classics

Definition Of Real

Soi-Angel & The Hadley St. Dreams ..
Untitled .
Life In The Concrete Jungle -

Here | Stand

Lessons In Love

The Greatest Story Ever Told ..

Exclusive

Shine

MAINSTREAM

©)
A R&B/HIP-HOP'

SPOTLIGHT
JENNIFER HUDSON (ARISTA/RMG)

WHATEVER YOU LIKE
T, (GRAND HUSTLE/ATLANTIC

His first effort with
an indie bows at No.

101 Top Indenendent

Albums, His 54,000
units mark the
chart’s third hest
start of the year
hehind Journey and
Motley Crile.

She skyrockets to
No. 3 behind
Jatmine Sulfivan
and Ne-Yo on

Nielsen SoundScan’s
Chicago’s core-store

REB chart after her

Sept. 22 show in the

Windy City. Album
mote than doubles
on this chart.

1Ps the fifth album
from Rich but the
first to land on this
chart since he
released his
sophomore set,
“Birdseye,” in 1998,

' YOU'RE THE ONLY ONE
ERIC BENET (FRIDAY/REPRISE/WARNER BROS.)

MAGIC
ROBIN THICKE (STAR TRAK/INTERSCOPE)

HEAVEN SENT
KEYSHIA COLE (IMANI/GEFFEN/INTERSCOPE)

NE-YO (DEF JAM/IDIMG)

NEED U BAD
JAZMINE SULLIVAN (J/RMG)

THE RIVER
NOEL GOURDIN (EPIC)

SUPERWOMAN
ALICIA KEYS (MBK/J/RMG)

SPOTLIGHT
JENNIFER HUDSON (ARISTA/RMG)

PLEASE EXCUSE MY HANDS
PLIES FEAT. JAMIE FOXX & THE-DREAM (/G GATES/SLP-V-SUDEATLANTIC)

WOMAN
RAHEEM DEVAUGHN (JIVE/ZOMBA)

E.R. (EMERGENCY ROOM)
JOE (KEDAR)

| PUT ON
YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAM/IDJMG) 1

NEVER WOULD HAVE MADE IT
MARVIN SAPP (VERITY/ZOMBA)

GOT MONEY .

LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNIVERSAL MOTOWN)

NOTHING LEFT TO SAY
MINT CONDITION (CAGEQ BIRD/IMAGE)

‘ THE BUSINESS
YUNG BERG FEAT. CASHA (YUNG BOSS/KOCH/EPIC)

NEED U BAD
JAZMINE SULLIVAN (J/RMG)

SLIM FEAT. YUNG JOC (M3/ASYLUM)

WHAT THEM GIRLS LIKE
WDACRIS CO-STARRING CHEUS BROWN & SEAR GARRETT (DTR/DEF JAWVILG)

NEVER
. _JAHEIM (DIVINE MILL/ATLANTIC)

B 2

MY LIFE
THE GAME FEAT, LIL WAYNE (GEFFEN/INTERSCOPE)

TEENAGE LOVE AFFAIR
ALICIA KEYS (MBK/J/RMG)

ENERGY
KERI HILSON (MOSLEY/ZONE 4/INTERSCOPE)

HERE | STAND
USHER (LAFACE/ZOMBA)

RIGHT HERE (DEPARTED})
BRANDY (KOCH/EPIC)

JUST FINE
MARY J. BLIGE (MATRIARCH/GEFFEN/INTERSCOPE}

-

TAKE A BOW
RIHANNA (SRP/DEF JAM/IDJMG)

GET UP
MARY MARY (COLUMBIA)

MARCO POLO ORDINARY

. BOW WOW FEAT. SOULJA BOY TELL'EM (COLUMBIA) WAYNE BRADY (PEAK/CMG)
GET LIKE ME MISS INDEPENDENT
DAVID BANNER FEAT. CHRIS BROWN (BLG FACE. MOTOWN) NE-YD (DEF JAM/IDIJMG)
SUPERWOMAN WILL | EVER
ALICIA KEYS (MBK/J/RMG) LYFE (COLUMBIA)
HERE | AM THE HUNGER
RICK ROSS FEAT. NELLY & AVERY STORM (SLP-N-SLIDE/DEF JAWIDIMG) ERIC BENET (FRIDAY/REPRISE/WARNER BROS.)
GOOD GOOD COOoL
ASHANTH (THE INC./UNIVERSAL MOTOWN) _ANTHONY HAMILTON FEAT. DAVID BANNER (MISTER'S MUSKC/S0 SO DEFZOMEA)
GO GIRL CAN'T 8 GOOD
CIARA FEAT. T-PAIN (LAFACE/ZOMBA) Wt JANET (ISLAND/IDJMG)
A MILLI LOVE THAT GIRL

LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN) RAPHAEL SAADIO (COLUMBIA)

TAKE A BOW
RIHANNA (SRP/DEF JAM/IDJMG)

DID YOU WRONG
PLEASURE P. (BLUESTAR/ATLANTIC)

CuDDY BUDDY

MIKE SGNES FEAT. TREY SOHGZ. LIL WAYNE & TWISTA (CE AGE/ASYLUM)
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@ : RIGHT HERE (DEPARTED) -
= R BRANDY (KOCH/EPIC

KEYSHIA COLE

CONFIDENTIAL/IMANI/GEFFEN 009475*/1GA {13 9€)

AIRPLAY SALES DATA
MONITORED BY COMPILED 8Y

niclsen
8DS

niclsen
SoundScan

Just Like You .

THREE 6 MAFIA

AU GAER
"' TERRENCE HOWARD

HYPNDTIZE MINDS/COLUMBIA 88580*/SONY MUSIC (11.98) ®

(LU | ALAH HATHAWAY
STAX 30308/CONCORD (18,98

GENTRY/COLUMBIA 09596/SONY MUSIC (15.98}

Self Portrait 6

Shine Through It

| KENNY LATTIMORE
| VERVE 011500/VG (13.98)

Timeless ..

THE TONY RICH PROJECT
UTERSPIRAL MEDIA 00065/HIDOEN BEACH (17.98)

e 1081

NOEL GOURDIN
EPIC BOG45/SONY MUSIC (17.98)

After My Time ..

ASHANTI

THE INC /UNIVERSAL MOTOWN 011318/UMRG (13.38)

The Declaration !'

DANITY KANE
BAD BOY 444604/AG (18.98)

Welcome To The Dollhousi!.

DONNIE KLANG
BAD BOY 511253/AG (18.98) ®

Just A Rolling Stone .

DAY26

MBK/J 11513*/RMG {18.98) ®

BAD BOY 444540/AG (18.98) DAY26
RICK ROSS Trilla
SLIP-N-SLIDE/OEF JAM 009536°/IDJMG (13.98) ;
AL GREEN

BLUE NOTE 48449°/BLG (18.98) Lay It Down
ALICIA KEYS

As | Am i.

SLIM THUG PRESENTS BOSS HOGG OUTLAWZ
BOSS HOGE OUTLAWZ 5094/KOCH (17.98)

Back By Biockular Demand: Serve & Collect Il ..

NATALIE COLE
DMI/ATGO 512320*/RHINO (18.98)

Still Unforgettable '.

MARY J. BLIGE

MATHIARCH/GEFFEN 010313*/1GA (13.98) &

Growing Pains

FLOBOTS

UNIVERSAL REPUBLIC 0011258*/UMRG (13.98)

Fight With Tools -.

RAHEEM DEVAUGHN
JIVE 35482/Z0MBA (16.98)

Love Behind The Melody ..

VARIOUS ARTISTS

WORD-CURB/VERITY 27619/EMI GOSPEL (10.98)

WOW Gospel Essentials: All-Time Favorites ..

THE-DREAM

WAYNE BRADY
PEAK 23086/CONCORD (18.98)

RADIO KILLA/DEF JAM 009872°/IDJMG (13.98)

Love/Hate

LEDISt
VERVE 008909/V6 (10.98)

LYFE JENNINGS
COLUMBIA 07966/SONY MUSIC (11.98)

Lyfe Change '

BUN-B

~ CAN'T BELIEVE [T
T-PAIN FEAT, LIL WAYNE (NAPPY BOY/KONVICT/JIVE/ZOMBA)
GOT MONEY
LIL WAYNE FEAT.T-PAIN (CASH MONEYUNVERSAL MOTOWN)
PAPER PLANES
M.LA. (XL/INTERSCOPE)
CLOSER
NE-YO (DEF JAM/IDJMG)
FOREVER
CHRIS BROWN (JIVE/ZOMBA)

BODY ON ME
HELLY FEAT. ASHANTI & AKON (DERRTY/UNVERSAL

DANGEROUS
KARDINAL OFFISHALL FEAT. AKON (ONLIVE/GEFFENINTERSCOPE) |

MISS INDEPENDENT
+_NE-YO (DEF JAM/I0JMG)
LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN
. MY LIFE
© _THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE)

MRS. OFFICER

' THE BUSINESS

©_YUNG BERG FEAT. CASHA (YUNG BOSS/KOCH/EPIC)
GET LIKE ME
DAVID BANNER FEAT. CHAUS BROWN (B1G. FAC E/SRI/UNNERSAL MOTOWN;
DISTURBIA
RIHANNA (SRP/DEF JAM/IDJME)
SWING
SAVAGE FEAT. SQULLA BOY TELLEM [DAWN RAIUNVERSAL REPUBLIC)
CuUDDY BUDDY

MIKE JONES FEAT. TREY SONGZ LIL WAYNE & TWISTA (CE AGE/ASYLLM)

PUT ON
YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAM/IDIMG)

I LUV YOUR GIRL
THE-DREAM (RADIO KILLA/DEF JAM/IDIMG)
BABY
LL COOL J FEAT. THE-DREAM (DEF JAM/IDJMG)
SO FLY
SLIM FEAT. YUNG JOC (M3/ASYLUM)
WHAT THEM GIRLS LIKE
LUDACRIS CO-STARRING CHRIS BROWN & SEAN GARRETT (UTF/DEF JAMIDUMG)
A MiLLI
LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN)
KRAZY
PITBULL FEAT. LIL JON (MR, 305FAMOUS ARTISTITHE ORCHARD)
NEED U BAD

_JAZMINE SULLIVAN (J/RMG)
WAKE IT UP
E-40 FEAT. AKON (SICK WID T/BME/REPRISEWARNER BROS)
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J PRINCE/TRILL/RAP-A-LOT 4 LIFE 445884/ASYLUN (~8.98)

] Trm

OU LIKE
TLANTIC

Il LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN)

GOT MONEY

*_LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNIVERSAL MOTOWN)

PUT ON

YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAM/IDJMG)

MY LIFE

THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE)

THE BUSINESS

YUNG BERG FEAT. CASHA (YUNG BOSS/KOCH/EPIC)

PAPER PLANES

M.LA. (XL/INTERSCOPE)

GET LIKE ME

DAVID BANNER FEAT. CHRYS BROWN (LG FACE.

PLEASE EXCUSE MY HANDS

PLIES FEAT. JAMIE FOXOX & THE-DREAM (BIG GATES/SLIP-N-SUDE/ATLANTIC)

A MILLI
LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN)

11 .. BODY ON ME
] "\ NELLY FEAT. ASHANTI & AKON (DERRTY/UNIVERSAL MOTOWN)
12 SWAGGA LIKE US

JAY-Z & TL FEAT. KANYE WEST & LIL WAYNE (ROCA-FELLADEF JAMADUMG)
WHAT THEM GIRLS LIKE
LUDACRIS CO-STARRING CHRES BROWN & SEAN GARRETY {DTP/DEF JAWIDUNG)
| LIVE YOUR LIFE
T.. FEAT. RIHANNA (OEF JAM/GRAND HUSTLEADJMG/ATLANTIC)
BABY
LL COOL J FEAT. THE-DREAM (DEF JAM/IDJMG)
DANGEROUS
. KARDINAL OFFISHALL FEAT, AKON (KONLIVE/GEFFENNTERSCOPE)
HERE | AM
RICK ROSS FEAT. NELLY & AVERY STORM (SLIP-H-SLIDE/DEF JAWIDUMG)
CUDDY BUDDY
MIKE JONES FEAT TREY SONGZ, LIL WAYNE & TWISTA (CE AGE/ASYLLIV)
MR. CARTER
LIL WAYNE FEAT. JAY-2 (CASH MONEY/UNIVERSAL MOTOWN)
BUST IT BABY PART 2
PLIES FEAT. NE-YD (BIG GATES/SLIP-N-SLIDE/ATLANTIC)
KRAZY
PITBULL FEAT. LIL JON (MR. 305FAMOUS ARTISTS/THE ORCHARD)
SWING
SAVAGE FEAT SOULJA BOY TELLEM (DAWN RADAMIVERSAL REPUBLIC)
MARCO POLO
BOW WOW FEAT. SOULJA BOY TELL'EM (COLUMBIA)
JOCKIN' JAY-Z
JAY-Z (ROC-A-FELLA/DEF JAM/IDJMG)
SHAWTY SAY
DAVID BANNER FEAL LIL WAYNE (B1.G. FA.C.E/SAGUNVERSAL MOTOWN)

MOTOWN)
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@ HOT DANCE CLUB PLAY"

ANGEL
NATASHA BEDINGFIELD PHONOGENIC/EPIC

TITLE
ARTIST {MPRINT / PROMOTION LABEL
2 8

; 3 g9 ANDITRY
|| | BIfBO JONES SILVER LABEL/TOMMY BOY
e g BOSSY

LINDSAY LOHAN UNIVERSAL MOTOWN

CAN YOU FEEL THAT SOUND

g 8 GEQRGIE PORGIE MUSIC PLANT
§ 10 YOU TURNED THE TABLES
. ROBIN ELEVEN CHICAGD
g 1p CRASH AND BURN
NADIA ALI SMILE IN BED
1 jp [LOVE TO MOVE IN HERE
MmoaY MUTE
10 7 CALL MY NAME
MORGAN PAGE FEATURING TYLER JAMES NETTWERK
, FROZEN
TAM! CHYNN FEAT. AKON KONVICT/SRC/UNIVERSAL MOTOWN
14 7 WHAT I WANT
FIREBALL RECORD PLANT
'43 s THE SPACE DANCE

© DANNY TENAGLIA TOMMY BOY

yp SHUT UP AND LET ME GO
THE TING TINGS COLUMBIA

BLACK AND GOLD

-~

JE L " _SAM SPARRO MODUS VIVENDISLAND/UNIVERSAL REPUBLIC
15 19 ESPANA CANI
CHARD UNIVERSAL WAVE
| DISTURBIA

w
(=1

RIHANNA SRP/DEF JAM/IDJMG

TTTCL TR

CONTROL YOURSELF
ERIN HAMILTON FRESH MUSIC LA

:

-
~
=

=

SNEAKERNIGHT
|_VANESSA HUDGENS HDLLYW0OD

DON'T CALL ME BABY

244 KREESHA TURNER VIRGIVCAPITOL
18 .8 REWIND

KEQ NOZARI KESIDE

BREAK ME

n
5]
=]

TINA SUGANDH RAZOR & TIE

~

16 STRANGERS
~~_CHRISTIAN GEORGE CHAUNCEY DIGITAL

EaEn

SPOTLIGHT
JENNIFER HUDSON ARISTA/RMG

5 THE MIDDLE OF THE DANCEFLOOR
JIPSTA ROCKBERRY

MISS YOU
AMUKA (D07)-J0Y

TOUCH ME
BINGO PLAYERS VS. CHOCOLATE PUMA STRICTLY RHYTHM

ceg (ELECTRONIC

ARTIST
TITLE IMPRINT & NUMBER / OISTRIBUTING LABEL

THIEVERY CORPORATION
RADIO RETALIATION ESL 140

@

1 58

M.LA.

KALA XL/INTERSCOPE 009659°/1GA
i .
o '.sflMETRO STATION

| " METRD STATION RED INK 10521/COLUMBIA
E 4 g STRYKER
50 .

TOTAL DANCE 2008: VOL. 2 THRIVEOANCE 90789/THRIVE
VARIOUS ARTISTS

UKDV MARKETS
VIC LATINO
VIC LATINO PRESETNS: ULTRA.MiX ULTRA

SANTOGOLD
SANTOGOLD LIZARD KING 70034/DOWNTOWN

30H!3
- T 12 o o010 FINiSH 511181

H - DJ SKRIBBLE
| ; TOTAL CLUY HITS THRIVEDANCE 90784/THRIVE
10 =

NINE INCH NAILS
! THE SLIP THE NULL CORPORATION 27*®

[ oo PR
JOURNEY TO THE WEST A STLDID 1 YZOMBE FLESH EATERSAL.
9 3 TRICKY

KHOWLE WEST BOY DDMIND 195%
HANNAH MONTANA
. HANNAH MONTANA 2 NON-STOP DANCE PARTY WALT DISAEY 001106
BASSHUNTER
NOW YOU'RE GONE ULTRA 1810
BREATHE CAROLINA
IT'S CLASSY NOT CLASSIC RISE 069 i
VARIOUS ARTISTS
ULTRA.OANCE 09 ULTRA 1636
, RATATAT
. LP3 XL 353*/BEGGARS GROUP
SASHA
INVOL2VER GLOBAL UNDERGROUND 002
JUSTICE
.=k - 50 CROSS ED BANGER/BECAUSE 224892/VICE
3 |46 23 GNARLS BARKLEY
e ¥ THE 000 COUPLE DOWNTOWN/ATLANTIC 45(236%/AG
-r{{? TIESTO
% 7 IN SEARCH OF SUNRISE 7 SONG BIRD 11/BLACK HOLE
n‘ 20 25 NINE INCH NAILS
| GHOSTS |-V THE NULL CDRPORATION 26*

ﬁ--"‘-' DJ SKRIBBLE fim
. "7 TOTAL DANCE 2008 THRIVEGANCE 90780/THRIVE

a2 DAFT PUNK
243 ALIVE 2007 ViRGIN 09841
J. BOOGIE'S DUBTRONIC SCIENCE
SOUL VIBRATIONS OM DIGITAL EX

Data for week of OCTOBER 11, 2008 |

'ES TITLE
N ARTIST IMPRINT / PROMOTION LABEL

2 '4 A BEAUTIFUL LIFE

JODY WATLEY AVITONE
1 57 7 UNITY
©JOHN RIZZO FEATURING LISA HUNT & WANDA HOUSTON 01
g SAVEME
i = ROD CARRILLO & EDINE AMADGR DANCEMUSICLABEL COMCARRILLO MUSIC
g LOOKING 4 MEN
ROSABEL FEAT, TAMARA WALLACE SILVER LABEL/TOMMY BOY
14 LOVE'S GONNA LEAD YOU BACK
~ JASON ANTONE CHICKIE/MUSIC PLANT
43 CLOSER

NE-YO UEF JAM/IDJMG
4 15 HERE WITH ME
ALYSON PM MEDIA
HEAVEN CAN WAIT
LUVNDREAMS FEAT. ELISA RODRIGUEZ TC
1 KISSED A GIRL
1 KATY PERRY CAPITOL
3 COBRASTYLE
ROBYN KONICHIWA/CHERRYTREE/INTERSCOPE
@ 3 2 | CAN'T GET NO SLEEP zooaJ
INDIA ANGEL EYES
a7 4 |SHOULDA BEEN BLOND
| JENN FREDERICK DAUMAN
3 GREEN LIGHT
- JOHN LEGEND FEAT. ANDRE 3000 HOME SCHOOL/G.0.0.0/COLUMBIA
» ENERGY
 KERI HILSON MOSLEY/ZONE 4/INTERSCOPE

m 45 2 UNDERLYING FEELING
i & SYLVIA TOSUN SEA TO SUN

©

MARY MARY COLUMBIA

FOUND A MIRACLE
. _LOVELESS FEATURING AMANOA WILSON GROOVE FACTORY

Jﬁj 36 12 INTO THE NIGHTLIFE
o 5 CYNO} LAUPER EPIC

HOT STUFF (LET'S DANCE)
CRAIG DAVID REPRISE

"% S NO SECRETS
1! SUPANOVA D1 o
3‘? 16 GIVE SOME LOVE

[~ ANTOINE CLAIARAN & MARIO OCHOA FEAT. LULL HUGHE SILVER LABEL TOMMY BOY

: LIFE
JOSHUA KLIPP 3X3
- GO GO GIRL
- 0 14_ DJ YIMBO LUNA TRIP

IE“ 44 GIVEIT 2 ME

MADONNA WARNER BROS.

ELLE EST TRES L.A.
LENNA DAUMAN

TITLE :
ARTIST IMPRINT / PROMDTION LABEL

DISTURBIA
RINANNA SRP/DEF JAM/IDJMG

CLOSER
NE-YO DEF JAM/IDJMG
1p YOU MAKE ME FEEL
- AMNAGRACE ROBBINS
EVERY WORD
_ERC_OLA & DANIELLA NERVDUS
MOVE FOR ME
KASKADE & DEADMAUS ULTRA
- INTO THE NIGHTLIFE
CYNDI LAUPER EPIC
- JUST DANCE
LADY GAGA FEAT COLB_V D‘DI_JNIS STREAMLINE/KONLIVEANTERSCOPE
AMERICAN BOY
ESTELLE FEATURING KANYE WEST HOME SCHDOL/ATLANTIC
. ANGEL
| NATASHA BEDINGFIELD PHONOGENIC/EPIC
FADED
CASCADA ROBBINS
LET ME THINK ABOUT IT
10A CORR VS FEDDE LE GRAND MINISTRY OF SOUNO
HOT N COLD
KATY PERRY CAPITOL
' PAPER PLANES
M.EA. XL/INTERSCOPE
HEARTBROKEN
T2 FEATURING JOD!E AYSHA NEXT PLATEAU
FEEL YOUR LOVE
KIM $022} ULTRA
~ DRIVE OUT
SUNFREAKZ NERVOUS
 GIVE IT 2 ME
~ MADOHNA WARNER BROS.
THE LONGEST ROAD
MORGAN PAGE FEATURING LISSIE NETTWERK
, BEHIND
. FLANDERS ULTRA
ANOTHER LOVE
- TI{E MAC PROJECT FEATURING THERESE HED KANDI
WHEN | GROW UP
- THE PUSSYCAT DOLLS INTERSCOPE
SENSUAL
PHONJAXX & COSi COSTI STARLET
SQUEEZE ME
KRAAK & STAAAK FEATURING BEN WESTBEECH ULTRA
FROZEN

TOUCH ME
BINGO PLAYERS vS. CHOCOLATE PUMA STRICTLY RHYTHM
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NATALIE COLE
STILL UNFORGETTABLE DMYATCO 512320*/RHINO

1 1 2

T I ':_'2
ARTIST
. TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL 4

CLASSICAL

JAZZ/
i

-
AA® PB-oos
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ARTIST E

1 TITLE IMPRINT & NUMBER / OiSTRIBUYTING LABEL %
T |

TASSEAL 19732500

2 74 MICHAEL BUBLE 3
CALL ME IRRESPONSIBLE 14YREPRISE 10031 MWARNER BROS.

- 3 12 ~ WILLIE NELSON WYNTON MARSALIS
4

TWO MEN WITH THE BLUES BLUE NOTE 04454*/8LG

5 53 CHRIS BOTTI

—— _EALIA COLUMBIA 07606/SONY MUSIC &
m‘ § 4 MICHAEL FEINSTEIN
| v i

THE SINATRA PROJECT Ci *IL. ORD 30819 U=

PATRICIA BARBER
THE COLE PORTER MiX BLUE NOTE 01468/BLG
MCCOY TYNER WITH RON CARTER AND JACK DEJONETTE
GUITARS MCCUY TYNER 4537/HALF NOTE !
Vo HERBIE HANCOCK
. S THEN AND NOW. THE DEFRATIVE HERBIE HANCOCK VERVE 01176306
15 16 CASSANDRA WILSON
| LOVERLY BLUE NOTE 07699*/8LG
| DIANA KRALL
l. 35,, 7 54 THE VERY BEST OF DIANA KRALL VERVE 0034120 ®
KENNY GARRETT
SKETCHES OF MD: LIVE AT THE IRIDIUM MACK AVENUE 1042 |
DAVE HOLLAND SEXTET
PASS IT ON DARE2 EMARCY 011860/DECCA

" MELODY GARDOT -

‘ 52 _ WORRISOME HEART VERVE 010458/V6 B

STEVE TYRELL
',' j‘ 9 M ek T0 BACHARAGH NEW DESIGN 5070/K0CH

u 14 7 HERB ALPERT & THE TIJUANA BRASS

HERB ALPERT & THE TRy DY

Y Song

| ARTIST |' ]
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL
FOURPLAY '
ENERGY HEADS UP 3146

16 THE CISTERCIAN MONKS OF STIFT HEILIGENKREUZ

JOSHUA BELL/ACADEMY OF ST MARTIN IN THE FIELDS
WAL
!‘B j CHANT: MUSIC FOR THE SOUL DECCA 011483UNVERSAL CLASSLS GROLP

é 2— RENEE FLEMING MUNCHNER PHICHARMONIKER DRCHESTRA [THIELEMANN)
| o e
LANG LANG,VIENNA PHILHARMONIC DRCHESTRA (MEHTA}
Wy 3 3
7 CHOPIN: THE PANC CONCERTDS )G 011654 UNNERSAL CLASSICS GROUP

8 5 SOUNDTRACK
" NORESERVATIONS DECCA CLASSICS GROUP
5 o VARIOUS ARTISTS

) SUNDAY I LoME SPEOAL WARKE

Q@

SIMONE DINNERSTE!N
THE BERLIN CONCERT TELARC 80715
ERWIN SCHROTT OROUESTRA DE LA COMUNITAT VALENCIANA (FRZZ)
RS BT VERL BRI, BGRUNVERSA, CLASSESS GROLP
JOHN ADAMS
A FLOWERING TREE NONESUCH 327 100/WARNER BROS.
CAMERON CARPENTER
REVOLUTIONARY TELARC 80711 &
9 LANG LANG
THE MAGIC OF LANG LANG DG 01077 /UNVERSAL CLASSICS GROUP
1% 5 BEETHOVEN'S WIG

BEETHOVENS WG 4: DANCE ALONG
10 4 LIBERA

NEW DAWN EMI CLASSICS 19354/BLG

11 56 ANDRE RIEU

RADIO CITY MUSIC HALL: UVE IN NEW YORK DENON 17657/5LG (8
21' | 51 StIMONE DINNERSTEIN

BACH: GOLDBERG VARIATIONS TELARC 80692

§8Ee

! ARTIST
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL

ANDREA BOCELLI

. J T ESTCFACEEA RO W SEMECDA TROBURSA QSIS 1P ) o

DAVE KOZ
GREATEST HITS CAPITOL 34163
' DAVID SANBORN
- HERE & GONE DECCA 011152
KENNY G
RHYTHM & ROMANCE STARBUCKS 30670/CONCORD ®
S.M.V. i
THUNDER HEADS UP 3163
HERBIE HANCOCK
RIVER: THE JONi LETTERS VERVE 009791/VG
50 ESPERANZA SPALDING &
(S _ESPERANZA HEADS UP 3140
BRIAN CULBERTSON
22
BACK THE FUNK GRP 010927/VG
GEORGE DUKE
DUKEY YREATS BPM 3143/HEADS UP
WAYMAN TISDALE
REBOUND RENDEZVDUS 5139
SERGIO MENDES
~ ENCANTO WILL | AM‘\'T“_?BUCKS 30278/CDONCORD

PAUL HARDCASTLE
_HARDCASTLE 5 [IPPIN N' RHYTHM 24

PHIL PERRY

READY FOR LOVE SHANACHIE 5164

GERALD ALBRIGHT

SAX FOR STAX PEAK 30604/CONCORD

KIRK WHALUM
. PROMISES MADE THE MILLENNIUM PROMISE JAZZ PROJECT KOCH 23507

1l
- TITLE
ARTIST IMPRINT / PROMOTION LABEL
2 il

3B [GIZNE LIFE IN THE FAST LANE
LT3 pave koz capiToL

JOSH GROBAN 2]
AWAKE 143/REPRISE 44435/WARNER BROS. @

0 -
2 36 SARAH BRIGHTMAN
U0 SYMPHONY MANHATTAN 46078/BLG
1 EDGAR MEYER & CHRIS THILE
EDGAR MEYER & CHRIS THILE NONESUCH 51 2566 WARNER BROS @

|
H s 7 JOSH GROBAN

AWAKE LIVE 143 REPRISE 412668/WARNER BROS. ®
ANDREA BOCELLI

4 3% YERE: LIVE IN TUSCANY IBAAIECCA 010665 UNVERSAL CLASSICS GROUP @)
1 o GREGORIAN
MASTER OF CHANT CURB 79015 EX
SOUNDTRACK

STAR WARS: THE CLONE WARS SONY CLASSICAL 356 16/SONY

ANDREA BOCELLI

L0 MEJOR DE ANDREA BOCES LI VIVERE SUGARSENTE B535/UNVERSAL LATND iz

MORMIY TABERNACLS HESTRA AT TEMPLE

CALLED 70 SERVE MORMON TABERNACLE CHOR 0614
PAUL POTTS

ONE CHANCE SYCO/COLUMBIA 15517/SONY MUSIC
SLOVAX NATIONAL SYMPHONY ORCHESTRACROUCH END FESTIVAL CHORSS (WALL)
VIDEO GAMES LIVE: VOLUME ONE EMI CLASSICS 08136/BLG
SOUNDTRACK

| INDIANA JONES AND THE KINGDOM OF THE ERYSTAL SKULL CONCORD 30825
WILLIAM JOSEPH

BEYOND 143/REPRISE 455228/ WARNER BROS.

~ JAMES GALWAY/TIEMPO LIBRE
| ORELLY STREET ACA RED SEAL 32164/SONY BMG MASTERWORIS

N
ARTIST
W'SZ 23 TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL |85

5 WA CELTIC THUNDER
PRZEH ACT TWO CELTIC THUNDER 011686/086CCA

-
=

GOIN' ALL OUT
ER!C DARIUS BLUE NOTE/CAPITOL

FALLIN' FOR YOU

THE SAX PACK SHANACHIE

POP'S COOL GROOVE

NORMAN BROWN "FAK/CMG

ALWAYS REMEMBER

_ BRIAN CULBERTSON GRP/VERVE

DRIFTIN'

EARL KLUGH KOCK

- MARIMBA

PAUL HARDCASTLE TRIPPIN ‘N' RHYTHM

THROWIN' IT DOWN

WAYMAN TISBALE RENOEZVOUS

' SWEET SUNDAYS

TIM BOWMAN TRIPPIN "N’ RHYTHM

LA DOLCE VITA

WARREN HILL EVOLUTION/KOCH

CAFE MOCHA

. JESSE COOK COACH HOUSE/KOCH

FARTHER UP THE ROAD

MICK HUCKNALL SIMPLYRED.COM/ATCD/RHIND
TANGO

KENNY G STARBUCKS/CONCORO/CMG

FREE

MARCUS MILLER FEAT. CORINNE BAILEY RAE 3 OEUCES/CMG
~ WINDOW OF THE SOUL

CHUCK LOEB HEADS UP

CELTIC THUNDER
CELTIC THUNDER CELTIC THUNDER 001/DECCA
CARLA BRUNI
COMME SI DE RIEN NETAIT TECREMANANVE 70045/DOWNTOWN
LILA DOWNS
SHAKE AWAY MANHATTAN 92437/BLG
GAELIC STORM
~ WHAT'S THE RUMPUS? RDAR 20081/LOST AGAIN
THE HIGH KINGS
THE HIGH KINGS M ANHATTAN 21344/BLG
VARIOUS ARTISTS
BiG BLUE BALL REAL WORLD 150°
ISRAEL "IZ" KAMAKAWIWO'OLE
WONDERFUL WORLD BIG 80Y 591 1/MOUNTAIN APPLE
4 1 GREAT BIG SEA
L3 FORTUNE'S FAVOUR GREAT BIG SEA 001 &
DANIEL O’'DONNELL
AT HOME IN RELAND DPTV MEDIA 452
SOUNDTRACK
| THE DARJEELING LIMITED FDX 9240/ABKCO
MANU CHAO r
LA RADIOLINA BECAUSE 68496*/NACIONAL —~
 AMY HANAIALI'
| 'AUMAKUA UA 4806
VARIOUS ARTISTS
PUTUMAYO PRESENTS: ACOUSTIC FRANCE PUTUMAYD 281
RUPA & THE APRIL FISHES
_EXTRAGRDINARY RENDITION CUMBANCHA 7/PUTUMAYO
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{HANSHIN/SDUNDSCAN JAPAN/

PLANTECH)

TI AMERO
SAL DA VINCI RHYTHMZONE

OCTOBER 1, 2008

ANATATO
AYAKA X KOBUKURO WARNER

MERCY
OUFFY UNIVERSAL

HANABI

MR, CHILDREN TOY'S FACTORY
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2 12
3 4
4 3
5 1
6 32
2™ |¥5;
9 14
8 NEW
10 60

TEGAMI HAIKEI 15 NO KIMI E
ANGELA AKI EPIC

JAZZ
A TRIBE CALLED QUEST VICTOR

KIM!I NI UTATTA LOVE SONG
LIL'B KIMINI UTATTA LOVE SONG

GIMMIE LOVE
HARPOON BMG

PEPPER KEIBU
MORNING MUSUME LUP-FRONT WORKS

SAYOUNARAMATANA
ET-KING SONY
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7 9

& NEW
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(SNEP/IFOP/TITE-LIVE) SEPTEMBER 23, 2008
BEGGIN

_ MAOCON BONNIER BONNIER AMIGO

RAYON DE SOLEIL/MA MAIN SUR TO
WILLIAM BALDE WARNER

CEST DANS LA JOIE
MOKOBE EPIC

HOT SUMMER NIGHT (OH LA LA LA)
DAVID TAVARE M6 INT.'SCORPIO

TIRED OF BEING SORRY
ENRIQUE IGLESIAS INTERSCOPE

| KISSED A GIRL
KATY PERRY CAPITOL

DROLE DE CREEPIE
LISA POLYDOR

VIVA LA VIDA
COLDPLAY PARLOPHONE

WASH MY WORLD
LAURENT WOLF FT. ERIC CARTER D4R ESSMWOLF PROJECTIUOLMBIA

LOVE IS WICKED
BRICK & LACE GEFFEN

(FIMI/NIELSEN)

| KISSED A GIRL
KATY PERRY CAPITOL

SEPTEMBER 29, 2008

NON TI SCORDAR MA| DI ME
GIUSY FERRERI SONY BMG

VIVA LA VIDA
COLDPLAY PARLOPHONE

' SWEET ABOUT ME

GABRIELLA CILMI ISLAND

TU LO SAI
MAURIZIO CINESI BILICO/ANTERCS

GIVE IT 2 ME
MADONNA WARNER BROS

ALL SUMMER LONG
KID ROCK TDP DOG/ATLANTIC

PETITE MARIE
70221 UMBERTO CGD

I'M YOURS
JASON MRAZ ATLANTIC

A
JOVANOTTI UNIVERSAL

SINGLES

(AUSTRIAN IFPI/

AUSTRIA TOP 40} SEPTEMBER 29, 2008

THIS IS THE LIFE
AMY MACDONALD MELOORAMATIC/VERTIGO

| KISSED A GIRL

- _KATY PERRY CAPITOL

GIB MMIR SONNE
ROSENSTOLZ ISLAND

DAS HAT DIE WELT NOCH NICHT
SDHNE MANNHEIMS XN-TERTAINMENT

ALL SUMMER LONG
KiD ROCK TOP DOG/ATLANTIC

| METALLICA

OEATH MAGNETIC VERTIGO/UNIVERSAL

SOEHNE MANNHEIMS VS. X. NAIDOO
WETTSINGEN IN SCHWETZINGENMTV XN-TERTAINMENT

SOUNDTRACK
CAMP ROCK HOLLYW0OO0D

SEMINO ROSSI
EINMAL JA - IMMER JA KOCH/EPIC

SOUNDTRACK
MAMMA MIA! POLDOR/UNIVERSAL

SINGLES

(THE DFFICIAL
UK CRARTS C0.)

SEX ON FIRE
KINGS OF LEON RCA

I KISSED A GIRL
KATY PERRY CAPITOL

DISTURBIA
RIHANNA SRP OEF JAM

WHEN | GROW UP
THE PUSSYCAT DOLLS INTERSCOPE

SEPTEMBER 28, 2008
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7 NEW
8 NEW
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10 NEW
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IN THIS CITY
IGLU & HARTLY MERCURY

COOKIE JAR
GYM CLASS HEROES FT. THE DREAM ATLANTICFLELLED BY RAMEN

YOU MAKE IT REAL
JAMES MORRISON POLYDOR

GIRLS
SUGABABES ISLANO

MISS INDEPENDENT
NE-YO DEF JAM

THERE YOU'LL BE
FAITH HILL HOLLYWOOD

(NIELSEN BDS/SOUNDSCAN} OCTOBER 11, 2008

SO WHAT
PINK LAFACE/SONY BMG

JUST DANCE
LADY GAGA FT. COLBY ODOWS STREAMLINE KONLVE NTERSOOPE AIVERSA.

DISTURBIA
RIHANNA SRP/DEF JAM/UNIVERSAL

HOT N COLD
KATY PERRY CAPITOL/EMI

VIVA LA VIDA
COLDPLAY PARLOPHONE'EMI

WHEN | GROW UP
THE PUSSYCAT DOLLS INTERSCOPE/UNIVERSAL

LET IT ROCK
KEVIN RUDOLF FT. LIL WAYNE CASH MONEY LLVERSAL REPUGICUNVERSAL

PAPER PLANES
M.LA. XL/BEGGARS GROUP

LOVE LOCKDOWN
KANYE WEST RUC A-FELLA/DEF JAM/UNIVERSAL

OLD SCHOOL
HEDLEY UNIVERSAL

EBSPAIN

SINGLES

t 1
23
3 NEW
4 NEW
5 2
LB
7 5
8 10
9.5

3 1
5.
-

— ALBUMS

! {(PROMUSICAE/MEDIA)}

OCTOBER 1, 2008

HYPNAGOGIC STATES
THE CURE GEFFEN

BE MINE HOLIDAY PACK
SOUNDTRACK EMI

PUEDES CONTAR CONMIGO
MAGO DE 0Z DRO

SOL
LOQUILLD DRO

GIVE IT 2 ME
MADONNA WARNER BROS

AMOR Y LUJO
MONICA NARANJO SONY BMG

THE PERFECT BOY
THE CURE GEFFEN

CAFE DEL MAR
ENERGY 52 BLANCD Y NEGRO

REAL THINGS REMIXES
TIKARD J LOUIS & FERRAN DIVUCSA

HOUSE WORKS RE-EDITED EP
VARIOUS ARTISTS DIVUCSA

(VERDENS GANG NORWAY)  SEPTEMBER 30, 2008

STILL WATER
ERLEND BRATLAND SONY BMG

| KISSED A GIRL
KATY PERRY CAPITOL

SWEET ABOUT ME
GABRIELLA CILMI |SLAND

DISTURBIA
RIHANNA SRP/DEF JAM

ALL SUMMER LONG
KD ROCK TOP DOG/ATLANTIC

METALLICA
DEATH MAGNETIC VERTIGO/UNIVERSAL

SOUNDTRACK
MAMMA MIAI PULYDOR/UNIVERSAL

NORDSTOGA ODD

~ PiLEGRIM SONET

OYSTEIN SUNDE
MEGET | SLOYD PID

MARIA MENA
CAUSE & EFFECT COLUMBIA
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(MEDIA CONTROL}
| KISSED A GIRL
_ KATY PERRY CAPITOL

THIS IS THE LIFE
AMY MACOONALD MELODRAMATIC/VERTIGD

GIB MMIR SONNE
_ ROSENSTOLZ [SLAND

SWEET ABOUT ME
GABRIELLA CILMI ISLAND

INFINITY 2008
GURL JOSH PROJECT DECY BEAT

ALLES NEU
PETER FOX WARNER

WHEN | GROW UP
THE PUSSYCAT DOLLS INTERSCOPE

DAS HAT DIE WELT NOCH NICHT
SOHNE MANNHEIMS XN-TERTAINMENT

ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC

VIVA LA VIDA
COLDPLAY PARLOPHONE

SEPTEMBER 30, 2008

SINGLES

THIS
WEEK

a & W N

THIS
WEEK

-

a8 @ N

© ®B N @

WEEK

LAST

(ARIA)

SO WHAT
PINK LAFACE ZOMBA

ALL SUMMER LONG
KID ROCK TGP DOG ATLANTIC

SEPTEMBER 28, 2008

4 JUST DANCE
LADY GAGA FT. COLBY D'0ONIS INTERSCOPE
4 'MYOURS
JASON MRAZ ATLANTIC
5 SHAKEIT
METRQ STATION SONY BMG
g SEXON FIRE
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I KISSED A GIRL
KATY PERRY CAPITOL

OCTOBER 11, 2008

DISTURBIA
RIHANNA SRP/DEF JAM

SEX ON FIRE
KINGS OF LEON RCA

SO WHAT
PINK LAFACE/ZOMBA

WHEN | GROW UP
THE PUSSYCAT DOLLS INTERSCOPE

VIVA LA VIDA
COLDPLAY PARLOPHONE

BEGGIN
MADCON BONNIER/BDNNIER AMIGO

GIRLS
SUGARBABES ISLAND

IN THIS CITY
IGLU & HARTLY MERCURY
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JAMES MORRISON POLYDOR
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COOKIE JAR
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ALL SUMMER LONG
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THE MAN THAT CAN'T BE MOVED
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LOVE LOCKDOWN
KANYE WEST ROC-A-FELLA/DEF JAM
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HATE THAT | LOVE YOU

. RIHANNA FT. NE-YO SRP/OEF JAM
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EL BARRIO SENADOR

SI NO TE HUBIERAS IDO
MANA WARNER

After a contender’s performance
of Faith Hill’s “There You’ll Be”
on an audition episode of “The X
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VIVA LA VIDA OR DEATH AND ALL HIS FRIENDS PARLOPHONE

DUFFY
ROCKFERRY A&M

KINGS OF LEON
ONLY BY THE NIGHT RCA

AMY MACDONALD

THIS IS THE LIFE MELODRAMATIC VERTIGO
RIHANNA

GODD GIRL GONE BAD SRP/DEF JAM

SOUNDTRACK
MAMMA MiA! POLYDOR/UNIVERSAL

THE PUSSYCAT DOLLS
OOLL OOMINATION INTERSCOPE

SOEHNE MANNHEIMS vS. X. NAIDOO
WETTSINGEN IN SCHWETZINGEN/MTV XN-TERTAINMENT

KATY PERRY
ONE OF THE 80YS CAPITOL

NE-YO
YEAR OF THE GENTLEMAN ROC-A-FELLA/DEF JAM

AMY WINEHOUSE
BACK TO BLACK ISLAND

DAVID GILMOUR
LIVE IN GDANSK EM!

QUEEN + PAUL RODGERS
THE COSMOS ROCKS PARLOPHONE

SOUNDTRACK
CAMP ROCK HOLLYWOOD
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| KISSED A GIRL
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_RIHANKA SRP DEF JAM
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COLDPLAY PARLOPHONE

BEGGIN
MADCON BONNIER/BONNIER AMIGO

SWEET ABOUT ME
GABRIELLA CILM! ISLAND

CLOSER
NE-YO DEF JAM

SO WHAT
PINK LAFACE ZOMBA

. ALL SUMMER LONG

KID ROCK T0P DOG/ATLANTIC

WARWICK AVENUE
DUFFY A&M

THIS IS THE LIFE

‘_ AMY MACOONALD MELODRAMATIC/VERTIGD

PJANOO
ERIC PRYDZ PRYDA/SPINNINI

THE MAN WHO CANIT BE MOVED
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JASON MRAZ ATLANTIC
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Chart Codes: €S (Hot Country Songs); HI00 (The Billboard Hot 100): LT (Hot Latin Songs), POP (Pop 100)

and RBH (Hot R&B/Hip-Hop Songs). TITLE (Publisher - Licensing Qrg ) Sheet Music Dist, Chart, Position

15 MINUTES OF SHAME (Purple Cape. BM/Major Bob,
ASCAP/Music Of Slage Three. BMI/Songs 0f Comman
BMi). WBM. CS 41

7 THINGS (Amcnma Songs, ASCAP/Downtown,
ASCAP/Seven Summits, BMIn Bocca Al Lupo.
ASCAP/Tondolea Lane Mustc Publishing, BMI) POP 76

A

AOOICTED (Primary Wave. ASCAP/Saving AheI
ASCAP/Crazy You Publishing, ASCAP/Skiddc
E%A'L/I%A;aaux ercy, BMVEMI CMG, BM) HL HIOO 45

ADOICTION (NextSelection Publishing, ASCAP/Mottola
Music. ASCAP/ASPEN Songs, ASCAP/D Brasco Pub-
lishing, ASCAP/Jobete Music. ASCAP/Stone Dramond
Music, BMI/Black Bull Music, ASCAP/EMI Blackwood,
BMI/Doil Face, BMI), HL. RBH

AINT AéL Austin Designee, ASCAP/Grand Hustle Publish-
lng CAP/WB Music, ASCAP/Crown Club Publishing,

BMi/Warner-Tamerlane Publishing, BMITayior My Hart
Publishing, ASCAP/TremeIICIemous ASCAP/Dega Fig-
Edb Publishing, ASCAP). Wi BH 66

ALL | EVER WANTED ( nlversal Musac MGB Songs,
ASCAP/Dmy Water Dog Music. ASCAP/Universal Music
Corporation, ASCAP/Lanark Village Tunes, ASCAP/Cnte-
1ion Music Corporation. ASCAP/ lazz Your Azz Tunes

ASCAP), H M C

ALLI WANT T0 00 JennlIeI Netties, ASCAP/EMI Black-
wood, BMI/Dirkpit, BMIMusic Of Sla?e Three,
BMI/BohD S Son2q7And Salvage BMI/Stage Three

Must
ALL SUMMEH LONG RJR F\Jbllshm BMUGaje
BMI/WamerTamerldﬂe Publishing, BM{/Universal Music
Corporation, ASCAP/EMI Full Keel Music, ASCAP/Songs
0Of Universal, BMIZEMI Long gltude BMIAeadsheet Land,
ASCAP/’ﬁn Tungs ASCAP/Zevon, BMI), HLUWBM CS

H100 28, POP 34
ALL SUMMER LONG (RR Pubhshm& BMUGage,
BMIAvarmer-Tarnertane Publishing. BMUUniversal Music
Corporation, ASCAP/EMI Full Keel Music, ASCAP/Songs
Of Universal, BMIEMI ngnude BMVLeadsneeI Land.
ASCAP/Tiny Tunes, ASCAP/Zevon, BMI). HLAWBM

H100 29
ALREAODY GONE (Jenniler Nettles, ASCAP/EMI Black-
wood, BMIDirkpit, BMIMusic Of Stage Theee,
BMI/Bobt’a/s Son%And Salva%e BMU/Stage Three
MUSIC B II HL.
AYS THE LOVE SONGS (0id Oesperados
ASCAP/NZD ASCAP/Pure Blue BMI) CS 51
AMERICAN BOY (will 1.am Music. BMI/Cherry River.
BMI/Chrysalis Songs, BMI/Please Gimme My Publish-
ing, BMVEMI Blackwood, BMiALarry Leron Music,
BMA/SpelrrIVIusxc BMI/Copyrrghl ontrol). CLMML,

AMERICAN RADIO (Stage Three Songs. ASCAF/Breit
James Comelius, ASCAJ /Kdrles Muswc ASCAP/Koball
Music Publishing, ASCAP) CS 6

EL AMOR EN CARRO (/Arpa, BM tr17

AMOR INMORTAL (Not Listed) LT 16

ANGEL g?odney Jerkins Produchions, BMI/EM! Black-
wood, BMI/Rico Love Is Sl A Rague(, SESAC/Foray
Music. SESAC/LaShawn Daniels Productons,
ASCAP/EM Apnil, ASCAP/Cslyle Ink Music Pubhshmg
ASCAP/Siide Thal Music. ASCAP). HL, H100 75, PO!

43
ANGELS ON THE MOON (Thriving tvory Music,
ASCAP/Sakyamuni Musw Publishing, ASCAP) POP 84
ANNOUNCEMENT (Songs Of Universal. BMI/Sensefess
BMI/The Waters Of relh BMI/EMI Blackwood,
BMI/RaM)chaser BMIUniversal Music - Caregrs, BMI),

RBH 94
ANYTHING GOES (Facific Wmd SESAC/Melodies Of
RPM SESAC/Re nson?\/| S 3
g 1dh's Music. BMIBrowz, BMINotting
HlII MuS|c BM!) RBH 95
AROE EL CIELD (WB Music. ASCAP) LT 40
ARROYITO (Not Listed) LT 30

BABY (EM! Aprit. ASCAP/LL Coof J. ASCAP/Songs Of
Peer, ASCAP/March 9t Publishing ASCAP/20¢ 2 Music
Publlshlé\gpég(ééP/WB Music, ASCAP), HLAWBM

BACK THAT THING UP éSongs Ol Windswept Pacitic.
BMIUniversal Music - Z Tunes, ASCAP/HiS And
Smashes Music, ASCAP/2820 Music. BMI/That's How |
Roll, ASCAP CS 46

BAO GIRLFR ENO gNamer -Tamerlane Publishing,

BM#/Tobor Songs. BMI/Team Toque Publishing,
SOCAN/Blinky Publisting, SOCAN/An April Fool Pub-
ushmg SOCAN/Fraidy Cat Publishing, SOCAN). WRM.,

100

90
BARTENDER SONG (Delusional Music. BMVDesIIRX
Imz(I)ra ’éAL;JSI;CO BMIBetty Suga Pump. ASCAP). WBI

BETTER IN TIME (Jonathan Rotem Music,
BMI/Sony/ATV Sangs. BMI/Gods Cryin',
ASCAP; /ATV unes, ASCAP% L, H100 18, POP 10
BLEEDING g\/nle 2 Live, ASCAP/Kobalt Music
Publishing, ASCAP/Seven Peaks Music. ASCAP/Jambi-
tion Music, ASCAP) H100 32, POP 32
BOB THAT HEAD (Sony/ATV Cross Keys, ASCAP/FSMGI,
IMRO/State One Songs America, ASCAP/Sweet Sum-
mer, ASCAP/Crosstown Uptown. ASCAP/Fintage house
USA, ASCAP/Major Bob ASCAP/Crrcle C Songs,
ASCAPMogave Rain MUsic, ASCAP), HLAWBM, €S 49
BOOY ON éackle Fros, BMUniversal Music - MGB
Songs. ASCAP/Pano Music, ASCAP/Byefall Music,
ASCAPéS&ny/ATV Harmony, ASCAP). HL/WBM, H100

BURNIN' UP {Jonas Bmmers Publ;smng BMVSony/ATV
Songs, BMY, HL, H100 71, POP 55

THE BUSINESS DIdW Furst| Publlshm ASCAP/ Want
Mine Publishing, ASCAP/Umversal usm Corpomnon

ASCAP), HLW M. H100 56, POP 72

BUST (T OPEN (W|Ihen Martin Put)Ilsnln ASCAP/\/I
Rudebwoy Publishing, ASCAPAt's Onl bout Music,
ASACP/EKmuT Tabasuri Publishing, ASCAP) RBH 62

BUST YOUR WINOOWS (Na )pr Puddy, ASCAPAUniver-
sal Music - 7 Tunes. ASCAP/Salaam Remi Music.,
ASCAP/EM! April, ASCAP/SOUI{H Bay Tellem Music,
BMI/Croomstacutar Music, BMi/Eiement 3 Hip Hop,
BMUTakin' Care Of Business, BMi), HLAWBM, RBH 28

c

CANT BELIEVE (T (Na yPub Musm BMiUniversal
Music - Z Songs. BMI/Ahmead Tajz Music, ASCAP/Wari-
er Tameme Puhhshmg] BMI/Young Money Publishing.

CAN'{' B GOOO {Universal Music - ZSon s, BMIFen In
The Ground Publishing, ASCAP/Junt Publishing,
BMVSlrduss Co, Inc , ASCAP/Chuick Harmony's House.

ASCAP/Norma Harris Music Publishing, ASCAP) RBH

76
CHANGE (Taylor Swift Music. BMI/Sony/ATV Tree, BM!),

CHEATER CHEATEH (State One Sony gs Amerca.
ASCAP/A Sing And A Prayer. ASCAP/Rutus Guld. BMI)

CS 58
CHECK YES JULIET (HUN BABY RUN) (Travis Ciark
Music. ASCAP/S-Curve Music, ASCAP/Mayday Malone
Music. ASCAP/Dimensional Music Of 1091,
ASCAP/Cherry Lane, ASCAP/EMIBIackwood BMIRep-
llllIan BMI), HLAWBM, H100 85
CHEMICAL REACTION Chaz Records, BMi) RBH 67
CHICKEN FRIED (LNA Music Publishing, BM|/Weimer -
hound Music, BMiHeart Above Your Head, BMiy CS 20,

H100 52

CHOPPEO "N’ SCREWEO (Universal Music - Z Sangs,
BMVNag pyPub Music. BMiudacris Worldwide Pubiish-
Py /EMI Aprit, AS]CaAI’/Ahmad Tajz Music.

H

CINCO MINUT()S (Sony/ATV Rhythm, SESAC/Excelen-
der Songs, SESCA/La Venus Music, ASCAP) L7 10
CLOSEHivaersaI Mustc - 2 Tunes, ASCAP/Sony/ATV
Tunes,
HLMWBM. H
COME ON GET HIGHER Sla7gze Three Songs. ASCAP/Lit-
lle Victories, ASCAP) H1
COME ON OVER (Sweet Kisses, ASCAP/EMI Agril,
ASCAP/Circle C Songs. ASCAP/Full Circle, ASCAP), HL,

Data for week of OCTOBER 11, 2008 |

P/EMIP g 3ASCAP/StelIar Songs. ASCAP).

CS 50, POP 97

COMFORTABLE {Youn Money Publishing, BMIWarner-
Tamerlane Pubhshm MI/Please Gimme My Publish-
ng, BMYEMI BIackwood BMIFAZE 2 Music,

BMISongs O Universal, BMI), HL/WBM., RBH 82
COOKIE J. H(EDIIEF%IIC Caesav Music ASCAP/EMI April,
ASCAP/Sengs Of Peer, ASCAP/March th Publishing

ASCAP/2082 Music PubI»shmg ASCAP/AWB Music,
ASCAPMNappyPub Music, BMVUniversal Music - Z
ggn% BM/Songs Of Universal, BMI), HLAWBM H100

P 66

COOL (Tappy Whyte's Music, BMU/Songs Of Universal,
BMIMusty Attic, BVI/EMI Blackwood, BMI/Ramon
Montgomery, ASCAP), HLAVBM, RBH 64

CORONA ANO LEIME (Suretone Primary Wave Music.
BM1) POP 69

COUNTHY BOY (EMI Apni, ASCAP/Tn Angels Music.
ASCAP), HL, CS 43

COUNTRY MAN (Planet Peanut BMI/Murrah Music Cor-
poration BMVEMI Aprii, ASCAP/Songhghter Music,
ASCAP}, HL, CS 10, H100 95

CRUSH (Right Bank Musm ASCAP/LII}/ Makes Music.
ASCAP/12 06 Publisting, BMVEMI Blackwood,
8M/Roditis Music, ASCAP/AriHouse Enlertamment
ASCAP). HL/WBM. H100 20, POP 17

CRY FOR YOU (Universal-PolyGram lmemauonal‘
ASCAP/EMI Blackwood, BMVEMI Scandinavia, BMI)
HL, H100 74, POP 31

CUDOY BUDDY (Nol Listed) RBH 43

CULPABLE O INOCENTE (Not Lisied) LT 27

CURTAIN CALL (Big Bert MVSumgSs Of Windswept
Pacific, BMI/BIack ned Musik, ASCAP/Notiing Dale
Songs, ASCAP/4 Blunis Lt At Once, ASCAP/First N

Goid, BMI/Sony/ATV Songs, BMIWamer-Tamerlane Pub-

IISIWIQ‘ BMI). HLAWBM RBH 84

O0AMAGED (Procucts Of The Streets, ASCAP/Sumphu,
ASCAP/A Grand Jam Music. SESAC/Please Envoy The
Music, BMIZXS Puh“shm& BMInving BMIZEMI April,
ASCAP/EM! Blackwood. BMIAJanice Combs Publishing.
BMUJustin Combs Publishing, ASCAP/Marksy Music,
BMI/Nollm? Dale Songs, ASEAP/Numng Hill Songs,
SESAC), HL, POP 36

OAME TU AMOR (Nol Lsted) LT 2

OAMN I'M COLD (Not Listed) RBH 90

OANGEROUS (Chrysalis Music Publishing, ASCAP/One
Man Music. ASCAP/Byetall Music. ASCAP/Sony/ATV
Harmony, ASCAP/C Bahamonde, SOCAN/D Sales.
ASCAP) HL, H100 19, POP 11, RBH 74

THE DAY THAT NEVER COMES (Creeping Death,
ASCAP) H100 76

010 YOU WRONG (EMI April, ASCAPALaurmar Music.
BMEI) HL RBH 39

OIME (Not Listed) LT 20

OISTURBIA iB -Uneek Songs, ASCAP/Songs Of Univer-
sal, BMV/Culture Beyond Ur Experience Publisting,
BMIMs Lynn Pubhishing, ASCAP/Universal Music Cor-
Borguon ASCAP/A-List Vocalz, BMI). HLAWBM, H100 4

0l

DONOE ESTAN CORAZON (Enrique lglesias Music,
ASCAP/EMI April. ASCAP/Dobie Acuarela Songs
ASCAP/Warner Chappell. SGAE), HUWBM. LT 13

OONT (Sony/ATV Tree, BMI/Beaveriime Tunes.
BMI/Crosstown Uptown, ASCAP/. HLCS31

OONT 00 ME NO GDOO (Sony/ATV Cross Keys
ASCAP/Hoostermama Music, SCAP/Songs i Com-
bushion Music, ASCAPMusic Of Windswept

ASCAP/WB Music, ASCAP/Red Cape. ASCAP}

HL/WBM, CS 54

OONT FORGET gSeven Peaks Music, ASCAP/Deri Lova-
to Publishing. ASCAP/Jonas Brothers Publishing,
BMI/Sony/ATV Sonys, BMI% HL H100 68

OONT THINK | CANT LOVE YOU (Universal Music
Careers, BMU/Shiitake Maki, BMI/Marvel Man,
BMI/Songs Of Wlndswepl Pacific. BMiMbe Room
BMI/BPJ. BMI). HLAWBM, CS 37

OONT THINK | DONT THINK ABOUT IT (Cadaja Pub-
listing, ASCAP/MXC Music, ASCAP/SHll Wommg For
gr%e Wornan, ASCAP/ICG Alliance, ASCAP) CS 1.H100

OONT YOU KNOW YOU'RE BEAUTIFUL (Moonscar
Music, BMI/BPJ Admimistration. ASCAPALiMtle Blue Type-
witer Music. BM/Som Mv/ATV Tree, BMIZALl Mighty Dog
Music, BMI), HL/WB!

008 PALABRAS 6Wamer/Chap eli Mexico S A LT 42

00 THE RICKY BOBBY (any IdS Publishing, ASCAP)

RBH 86

00 YOU BELIEVE ME NOW (Sony/ATV Tree, BMI/Song
For MY Good Gir!, BMU/Totally Wrighteous Music,
BMI/The By é}ger They Are, SESAC/S 1 Songs, SESAC).
HUWBM, CS 5, HI&O 55

EN AQUEL LUGAR (Not Listed) LT 35

ENERGY (SMY, ASCAP, /SOnY/ATV Harmony,
ASCAP/Rico Love Is Still A Rapper, SESAC/Foray Music.
SESAC/Breakthrough Creattons, ASCAP/EMI April,
ASCAP/Wayne WiI%ns Music. BMI). HL, H100 91, POP

80. RBH 21

€.R. (EMERGENCY ROOM) (LaShawn Daniels Produc-
lions, ASCAP/EMI April, ASCAP/Tailored 4L Music.
BMU/Copynght Conml) HL, RBH 34

ESTO ES LO QUE SOY (Not Listed) LT 43

EVERYBOOY WANTS T0 GO TO HEAVEN {Hope-N-
Cal, BM/Cal IV Entertainment, BM| ‘Tractor Music.
BMi/Back To Black Songs. BMV/Songs That Sell, M)

CS 2 H100 44
EVERYTHING IS FINE (Bream Buster, ASCAP/Universal
Music Corporation. ASCAP), HL/WBM CS 44

E

FADEO (Almo Music ASCAP/R Nevil Music ASCAP/EMI
ﬁ)m ASCAP/EMI Music Publishing, AUSE/Seven Peaks
u5|c AS(,AP/WaII Disney Music ompany ASCAP),

FALL FOH VOU (John Vesely Pubhsmng BMISony/ATV
I, HLAWBM. H10025 POP 12

FEEL AT {RE %Srylesomc BMUBucky And Clyde,

BMVHome Wllh he Armadilio, BMUBig White racks.

FINE LINE I/(IMIW Jamerlane Pubhshln% BMI/Seil The
Cow, BM(/Tower One, 8M), WBM

FOREVER (Songs Of Universal, BMI/Culture Beyond Ur
Experience Pubhshing, BMUniversal Music Corpora-
tion, ASCAP/Rober! Allen Oesignee, ASCAP/Ddre 78
Pubhshm SESAC), HL/WBM, H100 13, POP &
FOR Y iMI Apnl, ASCAP/New Sea Gayle ASCAP/The

ose. ASCAP). HL, CS 42

G

GET LIKE ME (Crump Tghl Pubushmg ASCAP/Culture
Beyond Ur Expenience Publish mg BMVUmversaI Music -
Careers, BMI). HLWBM H100 48

GET UP {Wel Ink Red Music, ASCAP/EMI A 1,
ASCAP/That's Pium Song, ASCAP/Is Tea Tyme.
ASCAP/E D Duz It, BMIAving BMIAUnderdog East
Son?s BM?), HL. RBH 46

GO GIRL (Universal Music Corporation, ASCAP/Ro N(alty
R hlm s, ASCAP/Universal Music - Z Songs. Bl
EIY usm BMVAhmad Tajz Music, ASCAP),

GOOD GOOO Sshanxah Cymone Music, ASCAP/EMI
Apnil, ASCAP/Slack A D. Music. ASCAP/Universal Music
gorpomnon ASCAP/Pockietoots, ASCAP), HL/WBM.

GOT MONEY (Young Money Publishing, BMIAWarner-
Tamerlane Publisting. BM yPub Music, BMIAUni-
versal Music - Z Songs, BMIZPlay N Skillz Music,
ASCAP/Swilz For Skillz And Play Mustk, ASCAP/EMI
Apnl, ASC/r'\E) HL/WBM, H100 14, POP 35, RBH 7

GREEN LIGHT {John Legend PubIlshlng BMUCher
River, BMIR Raxed Music, SOCANAWe Dont Play Even
When We Be Playin'. ASCAP/Chrysalis Music Pubhsh
ing, ASCAP/In Thee Face Music Publishing, ASCAP/Fin
ggﬁr\aazu Pubtishing Designee, BMI), CLMAHL., H100 58,

Moose Is

HASTA EL DIA OE HOY (Ma)umo Aguirre. BMI/Pacific
Latin, ASCAP LT 6

HEAVEN SENT (She Wrote It ASCAP/Universal Music
MGB Songs. ASCAPAS Vibe PubIlshlBg ASCAP/Lex Pro-
ect Publishing, ASCAP). H

HERE {Jefirey iecle, BMI/BP.) Admln;strahon
ASCAPAV2, ASCAP/Sony/ATV Tunes ASCAP). HL CS

21

HERE | AM (4 Blunts Lit Al Once. ASCAP/First N Gold.
BMI/Young Drumma, ASCAP/Jackie Frost, ASCAP/Uni-
versal Music - MGB Songs, ASCAP/Hanest Ave Music.
ASCAPY, HL/WBM, H100 96, POP 98, RBH 30

HERE | STAND (UR'IV Music. ASGAP/EM April
ASCAP/UmversaI Music Cerporation, ASCAP/LII Vida
Music ASCAP/Mardea Music. ASCAP/ABlack Produc
tions, ASCAP/A And L Music, ASCAP/Dirty Dre Music
ASCAP/RHMG Songs, ASCAP/My Soulmate Sengs,
ASCAP), HL/WBM RB

HE VENIDO (Wlse W Pubiishing, ASCAP/Sony/ATV Dis-
cos, ASCAP) LT 39

HEY SHA! gcham Boykin Publishing. BMGmoli
Pubhshmg AS AF'/Durdy uzik Publishing. ASCAP)

RBH 9
HOLLEH BACK (EMi Blackwood, BMU/Geotfrey Stokes
Nielson Publishing, BM/WarnerTamerlane Pubhshmg
BMI/T-Bird's Music. BMI) HLAWBM H100 94
HOTN COLO’&When Im Rich You'l Be My Bitch,
ASCAP/WB Music, ASCAP/Kasz Money Publisfing,
ASCAPMaratone A8, STIM/KoI)aII Mustc Publishing,
ASCAP). WBM. H100 6, POP 4
THE HUNGER (Demonle's Music Pubfising. BMVindia
B Music., BMI/SongRs Ot Unwversal PolyGram intemation-
al. BMI). HLAVBM

100 é\pnI ASCAPAWiggly Tooth Music. ASCAP).

HL

1 OONT CARE (Sony/ATV Songs. BMI/Chlcago X Soft-
core, BMI/Great Hanesty Music, BMIAWB Music,
ASCAP), HL/WBM, H100 81, POP 62

IFULEAVE (Nol Listed) RBH 54

1 KISSEO A GIRL (When I'm Rich You'll Be M{/ Bitch
ASCAPAWB Music, ASCAP/Xasz Money Publishing.
ASCAPMaratone AB. STIM/Kobalt Music Publishing,
ASCAP/EMI Mu5|c PUbIlshmg UK. SESAC/EM, ASCAP)

L/WBM H100 31, POP 20

ILL WALK SoulhcasIIe Songs, ASCAP/Bwiisongs.,
ASCAP/A Dog Named Kitt bhsmng ASCAP/Carot
Vincent And Associates, BMI) CS 16

| LUV YOUR GIRL (2082 Music Publishing. ASCAP/WB
Music, ASCAP/Songs Of Peer, ASCAP/March 9th Pub
lishing, ASCAP/VOLI?& Jeezry Musu: Inc BMVEMI Black-
wood, BMI), HLAW!

M YOURSéGoo Eyed. ASCAP HIOO 12 POP 19

IN COLOR (EMI Biackwood, BMIBIg Gassed Hitties
BMI/New on% 5 Of Sea Gayle, BMI/Noah's Little Boat.
BMVEIdororm usic Publishing, BMY/Luicky Thumb.

BMI) CS

INOLVIOABLE éWamer—Tamerlane Pubiishing. BMI LT 23

IN THE AYER (£ -Class Pubrism&g. ASCAP/Mail On Sun-
day Mustc, ASCAP/Sony/ATV Melody. BMVwill | am
Music, BMI/ChenX River, BMIMusic Speciahists, BMI),
CLMML H POP 16

I REMEMBER (She Wrote ft. ASCAP/Universal Music
MGB Songs, ASCAP/Carra ggee Music Puhhshmg
AS%PA%QV{%SAI Tunes, SESAC/Cardraygee SESAC),

I STILL MISS YOU (EMI April, ASCAP/Rormeo Cowboy
Music. ASCAP/Wamer-Tamerlane Pubhshing, BMICon-
fentment Music, BMiMade For This Music, BMIThIS IS
Hit. ASCAP/Troy D Songs ASCAP/Magic Mustang.

M, HLAWBM, HIGO 7

TS h‘OT MY TIM gongs Of Universal BMI/Escalawpa

SOIBLG. BMI), HL/AWBM

IT'S OVER (Ezeke Inlerralional Musxc BMUHItco Music.
BMI/Jahqae Joints, SESAC/Unwersal Music Corporation,
ASCAP/Bootie: ggers Sloy ASCAP/ChnsIopher Mathew,
BMU/B-Uneek Sngs. ASCAP) POP 39

1 WOULO {Phylvester Music. ASCAP) CS 35

J

JOCKIN' JAY-Z (Nol Listed) RBH 65

JOHNNY & JUNE (Big Hit Makers Music. BMIRainy Gra-
ham, BMi/Amylase Music. ASCAP/Tell Texas Tunes ll.
QEACAP/CODng Squl»onEOASCAP/SouIJel Music.

JUST A OREAM (Birds With Ears Music, BMIEMI Black-
wood, BMY/Raylene Music, ASCAP/BPJ Administration.
ASCAP/SonRs 0f Combustion Music. ASCAP/No Such

Music SOC N/Musm Of Windswept, ASCAP).
HL/WBM, 043

JUST OANCE Cemhed Biueberry, BMI/Sony/ATV Songs.
BI{IVB eIaII usm ASCAP/Sony/AIV Tunes, ASCAP).
HL, H100

JusT FINE& J BIlge ASCAP/Universal Music Cor-
poranon ASCAP/Songs Of Peer. BMi/March 9th Publish-

. ASCAP/Bubba Gee Music. BMYWB Music,
A CAP/ZOBZ Music Pubiishing, ASCAP). HLAVBM.

JUST STAND upt Son?s 0f Universal, BMIFAZE 2
Music, BMyWiIl cCodEn(erIammenI SESAC),
HLAWBM, POP 58. RBH

KEEPS GETTIN' BETTER (Xtina Music. BMi/Universal
Music - Careers, BMI/Stuck In The Throat,
ASCAP/Sony/ATV Tunes, ASCAP). HL/WBM POP 33

KNOCKIN' BOOTS (R2M Music, BMI/Lastrada Entertain-
ment, BMI/Sony/ATV Songs, BMI/Songs Of Lastrada,
BMI/Rubber Band, BM/Universal-Songs Of PolyGram
Interrationdl, BMI/Bishstick, BMI/G Two Da | Publishing.
BMIMind Taker Pubnshmg BMi/Blue Star Publishing,
BMIMusic Royale, BMI) B!

KRAZY (The Saifam Group, Sl AE/Amd Sun, SIAEMarim-
bero Music Publishing, ASCAP/Universai Music -
Careers, BMVLIl Jizze! Music Publistung, BMI).
HL/AWBM, H100 63, LT 45, POP 67

L

LA BOARACHERA (Nol Listed) LT 37

LA CLIMHIA DEL HIO {Gypsymex) L]

LAST CALL éCrdzy Water, ASCAP Umversal Music Cor-
ggmnon ASCAP/World House Ot Hits, ASCAP), HL. CS

LAST NAME (Carrie-Okie Music. BMIALaird Road Music,
ASCAP/Unwversal Music - MGB Songs, ASCAP/Raylene
M(;JSIESASCAP/BPJ Administration. ASCAP), HL/WBM,

P
LEAVE OUT ALL THE REST (Universal Music - Z Songs,
BMUChesterchaz, BMI/Big Bad Mr Hahn BMINondis-
closure Agreement. BMYRob Bourdon, BMU/Kenji
Kobay dSI‘II BMIPancakey Cakes, BMI), WBM, POPBI
LEAVIN® (Holy Corron Music, ASCAPAUniversal Musnc
MGB Songs, ASCAP/Movie JB Songs, BMVSong Of
Peer, ASCAP/March 9th Publishing, SCAP/ZOB Musm
Puhhshlng ASCAP/WB Music. ASCAP), Hi
H100 34, POP
LETIT GO }Umversal Muste - Careers, BMYEvansville.
BMy/Sony/ATV Tree, BMVTomdougIasmusm BMI3,
HI./WBI\X CS 9. H100
LET (T ROCK (Lion Are Punushmg BMI/Warmer-Tamer-
{ane Publishing, BMIYoung Money Publi |sh|n%
BMIMoney Mack Music, ASCAP), WBM. H100 15. POP

1
LET ME (Springfield. ASCAP/Bug Music, ASCAP/Dazahil.
ASCAPUniversal Mus;c Corwauon ASCAP/Danny
Orton Songs, ASAP), H 34
LIKE ) NEVER BROKE HER HEART (Muzik Mafia,
ASCAP/Do Write Music, ASCAPAIT Harding Music,
BMI/Songs Of Throback, BMIMustc Of Combushion,
BMVRW% Up Music. BMI/Songs Of Windswept Pacific.

LIVE VOUH LIFE (Crown Club Publisting, BMI/Warmer-
Tamerlane Publishing, BMIN Q C, ASCAP/F OB
ASCAP/Adorable Music IﬂC ASCAP/EMI April, ASCAP),

HL/WBM, H100 80, RBH
LLAMAOG OE EMERGENCIA (Not Listed) (T 26

For chart reprints call 646.654.4633

LLORAR LLOVIENOO (Scarlito, ASCAP/EMI April,
ASCAP/EZ Vida, ASCAP/White Kraft MusIC
ﬁggﬁP/Song/ATV Discos, ASCAPAWise W Publishing,

LLORO OH Tl &snnqrue Iglesias Music, ASCAP/EMI

ﬁnI ASCAI

LD Ll LOLLI POP THAT BODY) (Tefnoise Publishing,

BMyAmalek Publishing, SESAC) H100 65

LOLLIP %’(YoungBMuney F’ubhshmgﬁ BMI/Warner-Tamer-
fane Publishing, BMi/Herbalicious Music, ASCAP/Black
Fountain Publishung, ASCAP/EMI Apnl, ASCAP/Jimipub.
BMIEM| Blackwood BMUThree Nails Amd A Crown
ASCAP/Roynet Music, ASCAP), HLAWBM, POP 38

LOOKIN' FOR A GOOD TIME (Wainer- TamerIane Publish-
g BMVDWHaywood. BM/RADIOBULLETSPublishing
BMyHitlary Dawn SESAC/Shaw Enuff Songs.
SESACMultisongs. SESAC/JdIT’GIIEI e Music,
BMIMagic Midas, BMI) WBM. CS 22

LOST (Gorila Zoe Music, BMI’MdIIk Mekin Music,
BMI/Dalyric Music. ASCAP/Young Money Pub]lshmg
BMiAoung Drumma, ASCAP) RBH 53

LOVEBUG ?Jonas Bromers PubIlsmng BMUSony/ATV
Songs, BMD, HL, H100 78 POP 53

LOVE LOCKDOWN Please Gimme My Publishing,
BMVEMI Blackwood BMI) HL, H100 3. POP 13,RBH

59

LOVE ME Mot Listed) RBH 81

LOVE REMAINS THE SAME (Madl Do Winston,
E(I)‘A'L/??enm Sienna Songs, SOCAN), WBM H100 27

LOVE REMEMBERS (Magic Mustang, BMI/Tpple
Shoes. BMAmmokalee Music. BMVDaphil Music, BMI

C.
LOVE STURY {Taylor Swift Music, BMI) CS 11, H1009

LOVE THAT GIRL (Ugmoe Music, ASCAPAUniversal
Music Cor (anon SCAP/Jake And The Phatman
Music. ASCAP), H 72

LOW (E-Class. BMI/To Ouahry BMI/MUSIC BMInwver-
sal Music - Z Songs. BMI/Sony/ATV Tunes,
ASCAP/Sony/A Songs BMI{ HL/WBM. POP 40

LUNA (Not Listed) LT 28

MAGIC {I Like Em Thicke, ASCAP/Dd Gass
gCAP/Hadmnglon Music. ASCAP) H100 69 POP 94

RBH

MARCO POLO (ColliPark Music BMI/SOUII& BOy Tellem
Music, BMVNomn%HlII Songs SESAC/S!
ggﬂS‘ACéEJeﬂemg 1p Hop BMi/Takin' Care OI Business

) R

ME DA IGUAL | Sony/ATv Discos, ASCAP) LT 34

ME VIO LLORAR (Jorge Celedon Guerra Publishing
Desiynee) [T 38

MIBUEN AMANTE (A:pa, BM)) LT 33

A MILLI (Young Mong: Puhhshmg BMIWarner-Tamer -
iane Publishing BM s Music Publishing,
ASCAP/EMI April, ASCAP omn Hill Music BMVCha
Lois Publishing, BMI). HLAWBM. H100 41, RBH 24
MISS INOEPE| OENTéUmversaI Music - Z Songs,
BMIU/Pen In The Ground Publishing, ASCAP/Sony/ATV
Harmor';y ASCAP/EMI Apnil, ASC: \P) HL/WBM, H100

RBH 6
MI SUEND (WB Music, ASCAP) LT 11
MONSOON (Emma's Park Music, ROBA/EMI Publishing,
ROBA/Wolisongs, ROBA/Capelimeister Mustkveriag,
RgBNCopyngnI Control/Hotelbar Edition, ROBA), HL,

MUHE LIKE HER (Nashville Star, BMU/Sony/ATV Tree,

HL. CS 45

MH CAHTER (Young Money Publishing, BMWarne;-
Tamerlane Publishing, BMYDrewski Baby Music.
ASCAP/Mariina Mu5|c BMUCarter Boys Publishin g
ASCAP/EMI April, ASCAP), HLAWBM 'H100 93, RBH 35

MRS. OFFICE (Young Money Publishing, BML/Wamer-
Tamerlane Pubhshing, BMI/Three Nails And A Crown,
ASCAP/Tight Werk, BMIRoynet Music. ASCAP) WBM
H100 22; POP 61, RBH 5

MUOOY WATER (SleeI Wheels. BMUBlind Mule,
BMV/Caho Tres, BMI) CS 32

MUSIC FOR LOVE( ura Music Company, ASCAP/TnT
Explosive Publishing, ASCAP/Universal Music Corpora-
tion ASCAPM Beach Music Publishing ASCAP),

HL/WBM, RBH 25

MY KINO OF BEAUTIFUL (Unwversal Music - Careers
BMI/Sony/ATV Tree, BMI/Sony/ATV Harmeny.
ASCAP/Chuck Wa on Gourmel ASCAPACG Alliance.
ASCAP), HL/WBH

MY LIFE (BabyGare, BMVHco Pride Publishing.
BMI/Sony/A Songs. BMI/Dade Co Project Music,
BMIAnwversal Music - Z Songs, BMIMontiila Music,
BgAIgSBOn% Ot Universal. BMI%; HL/WBM, H100 24, POP
46; RBH

NA OE NA (Nol LIsIed ir12

NEEO U BAD (Nay ddy, ASCAP/Universal Music - 2
Tunes, ASCAP/E Apﬂl SCAP/Caimon's Land Music
Publishing, ASCAP/Bome Again mbhsmn% ASCAP/Ma-
tion Records, ASCAP/Westbu Musxc ASCAP/Roynet
Music. ASCAPg H100 39, POP 83 Rl

NEVER (Danel Farris Publishing Des»gnee BMI/Eartull
Music Publishing, BMI/Warner-Tamerlane Publishing,
BMI/LglcaI Genius Publishing, BMUAWB Music.
ASCA /The Prodigal Publsshlng ASCAP). WBM RBH

NEVEH LEAVE MY GIRL (Connected Music.
ASCAP/Future Buf' Music, BMIDudaman Music,
ASCAP/Goddess Isis Music, ASCAP) RBH 100

NEVER WOULD HAVE MAOE I'I'VI/MarwnL Saé)p Mustc,
BMIMinstrel Productions, BMI} BM. RBH

NOQ HAY NOVEOAD (Not Listed) LT 32

NO HAY PHOBLE (Amd, BMI} LT

NO R VENCIOO (Fons!. ASCAP/Sony/AIV
Discos. ASCAP/deImo Aguirre, BM) LT

NO MOLESTAR (Not Listed] LT 29

N/(\]STCE E)UIERO NAOA (Brava Songs, ASCAP/WB Music.

NOTHING LEFT TO SAY (Wint Faciory, ASCAP) RBH 52

00I0 POR AMOR (Songs Of Universal PolyGram Interna-
fronat, BMII LT 19
OH S0 SEXY (Buckiuva Music Publishing, BMYDerek
“Sincere” Pomier Music, BMl/VlbezeIecl BMI) RBH 98
ONE LOVE {Kitty Box, ASCAP/Bezs| Beal
ASCAP/Smoketx Music. BMVNoeI Gourdln Puplishng,
ASCAP/Thats Xira, ASCAP) RB
ONE STEP AT A TIME (/ Slyle Musxc ASCAP/Laurel
men Musw ASCAP/Crosstown Songs, ASCAPMurlyr
ASCAP/Cutiather Punhsh , BMyWarner Tamer-
Iane bhshln BMI), WBM
ven Peaks Mu5|c ASCAP/Demi Lovato
Publ\shmg A CAP/Jonas Brothers Publishing,
BMI/Sony/ATY Sonﬁs, BMi}, HL, H100 100
ON THE OCEAN (John Riff Music. BMI) RBH 99
ORODINARY (EMI April, ASCAP/Doxie, ASCAP/Gtass Beat
Musnc ASCAPMimi's Music Man Producnons BM|/JRP
usic, BM wwss Mix Music. BMI), HL, RBH 83
OUI’ HERE GRINOIN {DJ Khaled. BMI/Nomng Hill
Mustc. BMV4 Blunts Lit At Dnce. ASCAP/Sony/ATV
Tunes, ASCAP/Trac-N-Field Entertainment, ASCAP/Not-
ling Oale Songs ASCAP/First N Gold, BMI/Warner
TamerlanePu lishing, BMiYoung Jeezy Music Inc ,
Blackwood, BMVBoosie Bad Azz. ASCAPWB
Musrc ASCAP/Son ATV Hamony, ASCAP/Byeail
Music, ASCAP/A McCotister Publishing Nﬁ/ﬁmwgnee
ASCAPAJniversal Music 0 Z Songs, BMI/Nappypub
Music, BMI). HUWBM. H100 70, POP 65

]

PAPER PLANES (Universal Music - Z Tunes,
ASCAP/Mollertronix Music, ASCAP/Nineden,
ASCAP/Universal-PolyGram International,
ASCAP/Imagem London Utd.. PRS). HLAWBM. H100 5,

IEMPHE (Julianita Musical, BMI) LT 4

PEROONO V OLI;IO 0 (Gato Frio Music, BMi) LT 47

PLEAS MY HANOS (First N' Gold, BMYWam-
e Tamerlane Pubhshmg BMUEinnor, ASCAPAWE Music.

www americanradiohistorvy com

ASCAP/J Franks Publishing, ASCAP/Check Your Pulse
Publishing. BMI/Chef Huxtable Music Pubhshvng
EgAV%OB Music Publishing. ASCAP) WBM. H100 66,
H

POCKETFUL OF SUNSHINE (EM! Blackwood BMI/Gator
Baby BMUEMI Apni, ASCAP/Sony/ATV Tunes ASCAP),
HL/WBM, H100 42, POP 42

POP CHAMPAGNE (Sally Ruth Ester Publishing.
BMVSon?jO Universal, BMI/Browz, BMI/Natling Hill
Music BMILaRon Jr's Music. ASCAP). HL/WBM RBH

71

PORK ANO BEANS (E 0 Smih BMI) POP 100
POSE iNot Listed: LT 18

EL PHOXIMO VIERNES (Not Lisied) LT 25

PUT ON oun Jeezy Music Inc . BMYYoung Drumma,
ASCAP; usic, ASCAP/Please Gimme My Publish-
PngPBMl/EMI Blackwood. BM(). HL/WBM, H100 33,

QUEOE SOLO EN LA POBREZA (Not Listed) LT 48

REAOY FOR WHATEVER (Crown Club Publishing.
BMi/Warner-Tamerlane Pubusmn%‘BMVYoung Drumma,
ASCAP/WB Music. ASCAF), WB

REALIZE (N ocomare Music., BMVDancmg[SqmrreI
ASCAP/NAFI Music, ASCAP/Opium For The People
Music. ASCAP/Sony/ATV Tunes, ASCAP? HL, POP 50

RELENTLESS (EMI Apri, ASCAP/ChleI BackCIoud
ASCAPMHouse 0t Fame ASCAP), HL.CS17

LOS REPROCHES OEL VIENTO (Vandef ASCAP) LT 44

RIOE (So Inkredibles, SESAC/rocnasty Music.
BMI/Mollings Music, ASCAP/NABRX b Music.
BMiUniversal Music - Z Sory l/Tremaine Neverson
Publishin De&gnee ASCAP? HL/WBM. RBH 49

RIGHT HE“ ’ARTEO) (EMi Blackwoed, BMIHere's
Lok’ Al You Kidd Music. BMI/Belu Heughts Music,
BMI/Sony/ATV Sangs. BM/Goiden The Super Kid
Music. ASCAP/The Royalty Network, ASCAP/Quda
Musm ASCAP/Lad! \/HM2U35|c Publishing BMI), HL.

+100 83, POP 79, RB
RIGHT NOW (NA NA NA) (Byefall Music,
AECAP[/)(S]W /ATV Tunes ASCAP/Pano Music ASCAP)
HL H100 1
RISE ABOVE THIS AﬁSeether Publishing, BMU/Sate One
Music Amenca, BMUKickDatkat Music, BMI), WBM

POP 71
THE RIVER (Divine Mill Music ASCAP/WB Music,
ASCAP/Lady And A Tramp ASCAP/Noel Gourdin Pub-
Iishing, ASCAP/Mables Girt Music, ASCAP/Urniversal-
Zglyﬁram International Tunes. SESAC). HL/WBM RBH

ROLL WITH ME ( AX//AW Acuff Rose, BMUyear Of The
Dgg Musxc ASCAP jords & Music ASCAP), HL/WBM.

SENTI (Not Listed) LT 41

SEVENTEEN FOREVER Melro SIdIIOn Mu
ASCAP/EMI Apnil, ASC 0F 93

SEXY CAN I {Stop Trym ) Co g My Music, BMI/Draw
;Iésl Publlshm? ASCAPAictor S Carraway Publishing

SHAKE IT IMelro Station Music. ASCAP/EM! Apnil,
ASCAPY, HL, H100 38, POP 21

SHATTEREO (TUHN THE CAR AROUNO) (0d Man
Time Music, ASCAP/G Watt Musm ASCAP/EMI April,
ASCAP). HLWBM. H100 51, POP 52

SHAWTY SAID (Pick Up The Pace ASCAP/Give Me Me
Pubiishing, AS AP/UncuI Productions Publishing,

ASCAP) RBI
SHAWTY SAY (Cmm ight Publistung. ASCAP/Young
IéAone Péj&lwshm B amerTamemnebehshmg

i

SHE NEVER CRIED IN FRONT OF ME (Franklin Road.
BMIMusic Of Stage Three. BMi/Bobby's Song And Sal-
vage, BMI/Slage Three Music, BMI) CS 3, H100 47

SHE WOULON'T BE GONE | Want To Hold Your Songs.
BMI/Tommy Jo. BMI) CS 3

SHOULO'VE SAID N gSonr/ATV Tree BMI/Taonv Swift
Music. BMI), HL. CS 2

SHOW OUT (Top Quaiity, BMVOomp Camp Music.
ASCAP) RBH 78

SHUT UP AND LET ME GO (W8 Music, ASCAP/Play-
wiiter Music, PRS/Sony/ATV Tunes, ASCAP/Sony/A
Music UK, PRS}, HL/WBM, H100 89; POP 59

SIGO VIVO (Jullanlla Musical. ASCAP) LT 46

SIGUELD ¢Not Listed) LT 21

SINCE YOU'VE BEEN GONE éWB M Music,
SESAC/Son Es in The Key O1f B Flat, SESAC/Noontime

South, SESAC/The Dean's List. SESAC/December First

Publishing Group, SESAC/Jaylen Adonis Music Publish-
19, SESAC/Chrishian Combs Publishing, SESAC/Foray
Music, SESAC), HLAWBM, RBH 88

SINGLE ISUK;IBI éaym Publishing, BMVUnwersal Music -
7 Songs. BMU/Pen in The Grouna Publishing, ASCAP/My
Diet SB rts Tomorrow. BMU/Songs Of Universal, BMI).

P

HLAWBM. POP 68

1 NO TE HUBIERAS 100 (Marco, ASCAPI RE:]
SITU TE VAS (ADG, SESAC) LT 15

SO FLY (EM! Apnl, ASCAPAJustin Combs Publishing,
ASCAP/Da 12 Music. ASCAP). HL. H100 62. POP 91

RBH 15

SOICEY iNot Listed) RBH 89

SOMEBODY SAID A PRAYER (Feet in The Creek.
ASCAP/Crosstown Uptown, ASCAP/Big Loud Shirt
Industnes, ASCAP/Big Loud Bucks, BM1), WBM. CS 39

SOUNDS S0 GOOD (Gin Road, BMI?( CS28

SO WHAT (EM! Blackwood, BMI/P'nk Inside Publishing.
BMUMaratone AB STIM/KobaIl Music Publishing,
ASCAP} HL, H100 2, POP 2

SPOTLIGHT (Super Saym Publishing BMUUniversal
Musuc Z Songs. BMVSony/ATV Tunes. ASCAP/EMI

April, ASCAP)"HLAVBM, H100 36, RBH 3

START A BAND (Big Borassa Music BMIWords &
Music, ASCAP/Songs Of Combustion Music.
ASCAPMusic O Windswept, ASCAP/EMI Apni,
ASCAP/DIdm Have To Be Music, ASCAP), HL/WBM, CS

STILL STANOING (W B M Music, SESAC/Songs in The
Key O1 B Flal, SESAC/Noontime South. SESAC Jaylen
Adonis Music Publishing SESAC/Chiistian Combs Pub-
Ilsm . SESAC/EMI Foray Music, SESAC/MonDeenise.

3/Ludacris Worldwnde Publ;smng ASCAP/EMI
II| ASCAP), HL'WBM, RBH 77
ERWDMAN Lellow Pmduclmns ASCAP/EMI April,
ASCAP/Smck In The Throat, ASCAP/Sony/ATV Harmony g
ASCAP/OZMOD Music. ASCAP). HL. H100 92, RBH 1

SWAGGA LIKE US (Carter Boys Pubhshm ASCAP/EMI
April, ASCAP/Crown Club Publishing Gg Amer-
Tamerlane Publishing, BMI/Please Gimme M Publish-
ing. BMVEMI Blackwood, BMI/Young Mon Iblishmg
BMIMHoliertronix Music. ASCAP/Domino Publishing.
BMIUniversal Music - Z Tunes, ASCAP/Songs Of ni-
versal PolaGram International, BMI), HL/WBM, H100 26,
POP 45, RBH 22

THE SWEETEST LOVE ([ Like Em Thicke, ASCAP) RBH

SWING Dawn Rard Music Publisting, BMIUnwversal
Music Corporation, ASCAP/Souifa Boy Tellemn Music,
BMICroomstacular Music. BMIElement 9 Hip Hop.
E(I)\AVTAagln' Care Of Business, BMI), HL/WBM. H100 46.

P

SWING YA RAG (Crown Club Publlsnmg BMVWarner-
Tamerlane Pubiishing, BMUUriversal Tunes,
SESAC/Songs Of Universal, SESAC), HL/WBM. RBH 79

T

TAKE A BOW {Universal Music - Z Songs, BMVPen In The
Ground Publishing. ASCAPAUniversal Music - Z Tu
ASCAP ny/A Harmon ASCAP/EMI April, ASCAP)
H 30, POP 25 RBH 11

TAKE V()U OOWN (Sn s Of Universal, BMVCulture

Beyond Ur Experience Fublishing BMI/Flrst Avenue
Music, PR/Universal Music - MGB S
ASCAP/Dermis Hot Son gs ASCAP/EMI Apnl
ASCAP/AIMO Music, ASCAP/Stran; ge Motei Music,
ASCAP/Underdogs West Songs. ASCAP). HL/WBM,

TARDE 0 TEMPRANO (Mostly Sad Songs. ASCAP/WB
Music, ASCAP LT 31

TEENAGE LOVE AFFAIR ({¢llow Productions
ASCAPEMI Apnil. ASCAP/Touchyfeely Music
ASCAP/Plantife Experience Music. ASCAP/Uncle Bobby
Music BMI/EMIBackwood BMUStripe Music. BMUArv-
1nyg. BMI, HL

3UIEHO IEdnonal Sdn Angel SA.DECV)LT 3

TEOUILA ON ICE (Black In The Saddle, ASCAP/Romantic
Fiction Music. ASCAPAUniversal Muswc Cm ration.
ASCAPMacirhveo Music. ASCA(? CS 56

TE REGALO AMORES (Mafer, AS! AP/LnsMEnmcos
Pgbhsnmg ASCAP/Editora Musical Mambo ASCAP) LT

22

THAT'S RIGHT (Byefall Music, ASCAP/SOIY/ATV Tunes.
ASCAP/Pano Music. ASCAP/Tefnaise Publishing
BMUBuy, BMIL HL. RBH 97

THAT'S WHAT YOU GET (W8 Music, ASCAP/But Father
1 Just Want To Sing Music. ASCAP/Josh's Musc
ASCAP/Hunterboro Music. ASCAP). WBM H100 97

POP 49
THIS IS ME (Walt Disney Music Company, ASCAP) POP

THISJEI‘(\)EI}gMI Apri, ASCAP/Martin Johnson Music,

Al

THE TIME OF MY LIFE (19 Music L1d , ASCAP), WBM
POP 56

H100 49,
TRADING PLACES (UR-IV Music ASCAP/EMI Apnl
ASCAP/Sony/ATV Melody BMIWB Musi
ASCAP/208 Music Publishing ASCAP) HL/WBM

RBH 4

TROUBAOOUR (/\Sh Street ASCAP/BI Loud Shirt Indus-
ines, ASCAP/Big M Music. ASCAP/Sony/ATV
Cross Keys AS AP/lBS |e Satcher. BMUSony/ATV Tree
BMI{ HL.CS 7, H100
T-SHIRT (Andrew Framp!on Music. BMVEM| Blackwood.
BMIWayne Wilkins Mu5|c BMI/Musnc Of Stage Three
BMII H{ H100 53, POP 2

TURN HEADS (Mo une Publushmg ASCAP/Shde That
Music ASCAP/EMINJJHI ASCAP/Jamall Willingham
Publishing, ASCAP/WeFiii 10 Publlsnmg ASCAPAT
Moe Publishing. BMI) RBH 75

u

UH HUH (Shark Squad Assassins, ASCAP/Grand Hustie
Puhhshln?, ASCAP/WB Music. ASCAP/EMI April.
ASCAP/Slide Thal Music. ASCAP/Regina's Son Music
ASCAP), HLAWVBM, RBH 68

EL ULTIMO VALS (Sony/ATY Lakin, BMI) LT 49

UNBEAUTIFUL (Religion Music Publishing BMUMara-
Iguzne AB, SIIM/Ko it Music Pubtishing ASCAP) POP

um;zusgmltz (ANN MARIE) (Beauiful Monkey Pub-
ishing, BMI

UNTOUCHED ( Gad Son%s ASCAP/Cherry Lane,
ASCAP/Liedela Music, ASCAP/Excaiibur Productions,
APRAEMI Austrahia Py, Ltd APRA., CLM/MHL. POP 95
UPPER MIODLE CLASS WHITE TRASH (Mike Curb
Music. BMI/Sweet Hystena Music BMI/Sonsng Of Mignty
Is1s Music, BMI/Kobalt Music Publishing, ASCAPAVista
Larga Music BM)) WBM. CS 53

USE SOMEBOOY (Mariha Street Music ASCAP/Songs
Ot Combustion Music. ASCAPMusic Of Windswept
ASCAP/Followill Music. ASCAP/McFearless Music
EgAVBug. BMUCottee. Tea or Me Puhiishing BMI) H100

v

VALATHIN (Young Jeezy Music Inc , BMUSe Inkredibles
SESAC/racnasty MusiC. BMLMollings Music.
ASCAP/EMI Blackwood BMI), HL, RBH 56

VIVA LA VIOA (UmvevsaI Musuc MGB Songs. ASCAP)
HL/WBM, H 6, POP

VIVEY OE.IAME VIVIH gurgd BMIYLT 24

VOICES (Runnin' Behind Pudhsming. ASCAP/EMI Apnl
ASCAP/Big Loud Shrt Industries. ASCAP) CS 55

w

WAITIN' ON A WOMAN (EM April, ASCAP/Sea Gayle
Music. ASCAP/Emma And Maddie, ASCAP/Warner-
Tamerlane Publishing, BMI), HLWBM. CS 8 H100 59

WAKE IT UP (Heavy On The Grind Entergament Pubhish-
1ng. BMUBth Grade Music Publishing, BMVEM! Black
wood. BMI/Byetall Music, ASCAP/SongAW Tunes,
ASCAP/De(a Nu Publishing, BM#), HL, POP 78 RBH 92

WARWICK AVENUE (EMI April. ASCAP/Dalmation
%or}\)ggg ASCAP/Universal Music Corporation. ASCAP)

WASSUP WIT DA COOKIES (50/50 Entertainment.
BMI/Dirty Pool Musm ASCAP) RBH 80

WHAT ABOUT NOW (EMI Blackwood, BMI/Bug.
BMV/12 06 Publlshm BMU7 Months Of Shadows Pub-
lishing. BMVDWI%II ?(e Music, BN%I/SmeIIs Like Metal,

SOC) P 30

WHATCHA THINK ABOUT THAT (My Diet Stans Tormor-
fow. BMUSongs Of Universal BMUPeermusic, BMy2412
Songs, BMYDat Damn Dean, BMU/Mass Conlusron
ASCAP/UnlversaI MusncC oranon ASCAP/Umversal
Music - MGB Sov;ﬂ M POP 70

WHATEVER YOU LIKE Crown Club Publishing,
BM{Wamer-Tameriane Publishing, BMUimipub.
BMURicco Bamno Muzm ASC /EMI Blackwood. BMI}
HL/WBM, H100 1, POP 5, Rl

WHAT THEM GIRLS LIKE (Ludauns Wotidwide Publish-
ing, ASCAP/EMI Apnl. ASCAP/Team S Dot Publishing
BMUHitco Music. 8MISongs Ot Windswept Pacific.

Vﬂodne Jerkuns Pmsl%%h%rg BMVEMI Blackwood,

BMI
“ | GROW UP (EMI Blackwood BMVRodney
Jerkms Productions, BM{Universal Music C tion
ASCAP/TnT Explosive Publishing, ASCAP/EM
PRS/Glerwood Music Corporation. PRS). HLWBM.

H100 37, POP 22
WHEN | SAID | WOULO (Sony/ATV Cross Keys.
ASCAPMy Good Giri ASCAP/Tone Ran
ASCAP/Son%s Of Combustion Music, CAP/Musoc ot
?fndswepl SCAP/No Such Music. SOCAN} HL. CS

WHEN [T HURTS (Grindtime, BMUSongs Of Universal
BMYVAntonio Drxon's Muzik. ASCAP/E D Duz It, BMUIry-
ng, BM"IA/Unger East Songs. BMVEMI April, ASCAP),

WILL| EVE%Ler In Hmllshmg ASCAP/Sony/ATV
Tunes, ASC, H 60
WITHOUT YOU (Hmdef Music, BMUHsgh Buck Publish-
ing, BMVEM) Blackwood, BMVWinkving Pub |sn|ng
BMU/Firecrotch Publishing, BMI), HL, POI

WOMAN (U géuversal Music - Z Tunes, ASCAP/Anmad's
I:/orlgpA AP/Sony/ATV Tunes ASCAP/Lite Print,

WOMANIZER (NOI Llsl POP 44

WORDS (Bug Music, AS AP/SOIIRA ndwich,
ASCAP Id & lron. ASCAP/WE Music ASCAP). WBM.

THE WOHLO SHOULD REVOLVE AROUND ME (Plush-
moon Productions, BMI/S-Curve Songs Worldwide.
BMWkarmaticiousmusic, BMkarmaariasongs.
ASCAP/Earl Randle, BMISongs Of Uinwersal. BMIArving.
BMI), HLWBM. POP 90

YOU CAN LET GO () Warit To Hold Your Songs,
BMWords To Music, BMYDimensionial Music Ot 1091
ASCAP/A Slin And A PIa;Ef ASCAP/Cherry Lane.
ASCAP). CLMWBM. CS 25

YOU GOT ME QN Icn The Sasqudtch Music. BMVZ-Daz-
2listic Music, ASCAP) POP 7.

YOU LOOK GOOD IN MY SHIRTé V{IAW Treg,
BQAVG%'S g\éalch BMi/Wenonga. BMUNEZ, BMI), HL. CS
H3

YOU'RE EVERYTHING (2 Tril Enlef?\;lses ASCAP/4
Blunts Lit At Once. ASCAP/Sory/ 0NgS,
BMUCrump Tight Publishurg, A CAP/Premio Publishung.
BMI/Still-N-The Water, BM{Noddfactor Pubiishing.
BMUEM April, ASCAP) HL, RBH 69

YOURE TH ONLV ONE (India B Music. BMU'Songs Of
Universal Pol ram Intemational. BMVDemonte's Music
Publishing, BMyParadise Forever Music. BMI) RBH 17

Y QUE QUEOE CLARO (ot Listed) LT 9
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NO E-BAY FEES!

BUY

SELL
* TRADE

Attach
photas, video,
& audio to
your ads!

FREEMUSICCLASSIFIEDS.COM

Post it.
Browse {t
it's all FREE!
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| CONNECT WITH THE MUSIC INDUSTRY’S MOST IMPORTANT DECISION MAKERS

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.Alcoff@nielsen.com

AUCTIONS

MAJOR PUBLIC

WEBCAST AUCTION

“BID ONSITE OR BID ONLINE!"

MUSIC CITY OPTICAL MEDIA (MCOM)

10:00 a.m.(CDT), Thursday, October 16
1045 Firestone Parkway * La Vergne (Nashville), TN (USA)

INSPECTION: Wednesday, October 15, 9:00 a.m.-4:00 p.m. and morning of the sale

MODERN, WELL-MAINTAINED,
170,000 Sq.

Ft. Facili

CD REPLICATION PLANT

(12) KRAUSS MAFFEI CD LINES © (5) 5-COLOR AUTOROLL AND CANADISC
SCREEN PRINTERS * GIMA AND SCANDIA AUTOMATIC PACKAGING LINES
HAND PACK LINES © LASER MASTERING
AUDIO MASTERING EQUIPMENT * CDTESTING * DESIGN DEPARTMENT

View Inventory at: www.greatamerican.com
818-884-3747, ext. 1330

'@ GREAT AMERICAN GROUP,

- WHOLESALE & INDUSTRIAL SERVICES

T-SHIRTS

lok @}‘w Fsliris?
e %ﬂ’f@ Roue] ezad

BACKSTAGE
FASHION

Worldwide Distributors of Licensed.
ROCK & NOVELTY T-SHIRTS,
STICKERS, PATCHES, FLAGS & MORE!
Check out our website catalog:

WwW.backstage-fashion.com
or call for a free price list/flyer (dealers only):

800-644-ROCK

(outside the U.S. - 928-443-0100)

MUSIC DUPLICATION/
MERCHANDISE REPLICATION
BUY DIRECT AND SAVE! tangerineMASTERING.com
UG s 0536 5 WSO8 0 e | Grammy winning CD mastering

- ontime - with original ABBEY

as low as 50 cents. Your choice from the most
ROAD analog & state of the art

extensive listings available.
For free catalog call (609) 890-6000.

DIGITAL MASTERING

201-865-1000

Fax (609) 890-0247 or write
Scorpio Music, Inc.
P.0.Box A Trenton, N.J. 08691-0020
email: scorpiomus@aol.com
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CRYSTALCLEAR

[SE, PROMO & APPAREL

READY TO RECORD? HOW
ABOUT SOME FREE HELP?

Contact us today

and we‘ll send

you your FREE

Master Tape

Guide that's full

of great recording
| tips and tricks.

L
’.{‘a’é‘:ﬁmmk

(866) 677-7911
www.discmakers.com/bb

TS)DISC MAKERS®

“TRUSTED EXPERIENCE FOR DVER 35YRS" TOLL FREE 1-800-880.-0072

NLINE SALES- TUNES DISTRIBLTION - WWHCRYSTALCLEARLDS.CON

PROMO & BUSINESS
MARKETING OPPORTUNITIES

WHITE EAGLE MUSIC INDEPENDENT LABEL SEEKING
PROMOTION: PROMOTING RECORD- experienced booking agent. Must have
ING ARTISTS, FILMS WORLDWIDE! extensive booking experience. Solid

Now accepting for Re.preSt.entahon, Boo%ﬂng, working knowledge in R&B and Gospel
Distribution, Record, Licensing, and publishing

Music. adriennenails@hotmail.com

MUSIC BACKERS WANTED,
Mr. Ashley 207-774-5079 -
www.myspace.com/stonecoldandcrazy

deals,radio promotion, and radio advertising.
Music/film Conferences Upcoming Promotion
Fall/Winter 2008-09. 800-839-1066.
www.whiteeaglerecords.ca

CALL US TODAY AND ASK ABOUT THE

BILLBOARD CLASSIFIEDS
INTRODUCTORY OFFER FOR
NEW ADVERTISERS!

1-800-223-7524 or jserrette(dbillboard.com

FREE

(Advice)
HOW DO YOU MAKE YOUR
CLASSIFIED AD PAY?
By running it consistently —
consecutive weeks—for impact!!

Rarely does a prospective customer reply to an ad
the very first time it appears. When that customer is
ready to buy. Remember, the very week he or she is
ready your advertisement should be in POSITION.
Stay ALIVE and SATISFIED
with an ACTIVE CLASSIFIED!!

TOLL FREE
800-233-7524 or 646-654-4697
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TURNTABLE

Send submissions to: exec@billboard.com

RECORD COMPANIES: Universal Music Group appoints Jef-
frey Harleston senior VP of business and legal affairs. He was
executive VP/GM at Geffen Records.

EMI Music names Howard Handler executive VP/head of
marketing for North America. He was chief marketing officer
at Virgin Mobile USA.

Interscope Geffen A&M appoints Martin Kierszenbaum
president of pop and rock A&R at Interscope Records. He will
continue to serve as head of Cherrytree Records and president
of international operations at Interscope Geffen A&M.

BMG Label Group names Sean Rosenberg VP of mobile
marketing for sales and business development. He was di-
rector of mobile marketing at RCA Music Group.

Sony BMG Entertainment appoints Ole Obermann senior
VP of international digital business development for its global
digital business division. He was VP of international digital
business development.

ADVERTISING WEEK

As part of Advertising Week, Billboard and Yahoo hosted a
night o7 live music that featured the Clique Girlz, Chief, Carrie
Rodriguez, the Break and Repair Method, Carter's Chord and
Young Steff Sept. 23 at the Nokia Theatre in New York.
Billboard editorial director Bill Werde moderated the Assn. of
Music Publishers' event, “Bands & Brands: Anatomy of a
Deal,” Sept. 25, which highlighted a presentation by Jose
Cabaco, chief creative officer for Euro RSCG North America,
and Fabien Moreau, chief marketing officer of label the
Hours, on their newly formed partnership. Lou Reed manager
Tom Sarig spoke on the developing process between artists
and brands and touched on Reed's latest venture with
Cartier. “Bands & Brands" also included a discussion of
Pantene’s search for a new theme song and a performance of
“Shine” by contest winner Rosi Golan, presented by Josh
Rabinowitz. Billboard also showcased a dialogue between
former editorial director Tamara Conniff and Jon Bon Jovi.

ABOVE: From left: Jon Bon Jovi, Front Line Management
president of music services Tamara Conniff, Billboard editori-
al director Bill Werde and Bon Jovi manager Jack Rovner.
PHOTO: COURTESY OF STEVE MALLER PHOTOGRAPHY

BELOW: In the back, from left, are GMR Entertainment
managing director Marcus Peterzell, Clique Girlz members
Ariel Moore and Paris Monroe, GMR Entertainment VP of
marketing Michael Paoletta and Clique Girlz member
Destinee Monroe. In the front, from left, are Interscope
Records marketing director Ginger Ramsey and Billboard
editorial director Bill Werde.

Gospel duo BIll and Gloria Gaither were honored with the 2008 Southern
Gospel Music Guild Lifetime Achievement Award at the National Quartet
Convention in Louisville, Ky. In the front are Gloria and Bill Gaither. In the back,
from left, are NQC president Les Beasley; Gaither Homecoming Friends artist
Sue Dodge; Ken Abraham, co-author of the Bill Gaither memoir “More Than the
Music”; Spring Hill Music Group's Lisa Abraham; SGMG president Judy Nelon;
and ASCAP VP/Nashville Dan Keen. PHOTO: COURTESY OF AARON CRISLER/JUDY NELON
GROUP. NASHVILLE

4

HARLESTON

HANDLER Mc LAUGHLIN

PUBLISHING: Ole expands the role of Sean Mulligan to in-
clude GM. He will continues to serve as director of U.S. film,
TV and media.

BMU’s writer/publisher relations department promotes
Mark Mason to senior director and Bradley Collins to direc-
tor. Mason was director, and Collins was associate director.

TOURING: Nederlander Concerts in Los Angeles names
Janette Baxa director of publicity. She was publicity man-
ager for Southern California music at Live Nation.

MANAGEMENT: Union Entertainment Group names Dave
Loncao manager/VP of promotion, Brad Roosa manager/
VP of touring operations and Kevin “Chief” Zaruk managet.
Loncao was senior VP of promotion at Roadrunner Records,
Roosa was VP at AEG Live in Houston, and Zaruk will con-
tinue to run Chief Music Management.

TV/FILM: CMT taps Dee Mc Laughlin as senior VP of brand
marketing. She was VP of marketing at Virgin.
—Edited by Mitchell Peters

“SESAC hosted an all-star in-the-round showcase during the 2008 Americana

Music Festival in Nashville, which included a performance by Americana Awards
nominee Kevin Welch along with Grammy Award-winning songwriter Don Henry
and writer Jim Lauderdale. In the back, from ieft, are SESAC director of writer/
publisher relations Shannan Tipton-Neese, associate VP of writer/publisher
elations Tim Fink and director of affiliate relations Amy Beth Hale. In the front,
from left, are Welch, Henry and Lauderdale. pHOTO: COURTESY OF ED RODE

L !\SIDE TRACK]
MISSIN’ MISSISSIPPI

GOODWORKS

MUSICIANS GATHER FOR PERU CANCER TREK
Members of the Fixx, Fastball and the Alarm, along with 60
cancer survivors, will embark on a trek through multiple des-

TOUSSAINT

TOUSSAINT: JEFF UFBERG/WIREIMAGE.COM

tinations in Peru to help raise money for cancer treatment in
the country.

Peru Rocks, organized by the Love Hope Strength Founda-
tion, will travel through small towns and villages, where the
participating acts will visit with cancer patients and perform
acoustic sets. The Oct. 7-18 trip will conclude with a benefit
concert in Lima. “We’re going to march around to the top of
Machu Picchu,” Fixx singer Cy Curnin says, noting that pro-
ducer/director Alex Colletti will film the trek for a documen-
tary. Proceeds will be donated to Peru’s National Institute of
Neoplastic Disease in conjunction with ALINEN. Daily pod-
casts of the trip will be available via perurocks.org.

GIMME SHELTER

Rational Animal will hold its third annual Gimme Shelter:
Rock & Rescue benefit concert Oct. 6 at the Highline Ballroom
in New York. Artists on the bill include Debbie Harry, Moby,
Jesse Malin and Earl Greyhound with guest hosts Ad Rock and
Gina Gershon. —Mitchell Peters

Legendary New Orleans artist/song-
writer/producer Allen Toussaint has
teamed with producer Joe Henry for
his next album, a collection tentatively
titled “The Bright Mississippi”’ that’s due
outin early 2009 on Nonesuch. “It’s all
old standards Joe chose for me to do,
along with some wonderful musicians,”
Toussaint tells Track, explaining that his
relationship with Henry dates back to
the Henry-produced 2005 soul compi-
lation ““| Believe to My Soul: Session 1.”
“He said, ‘What about me producing
something on you one day?,’ and  was
totally opentoit,” Toussaint says. “And
| must say he came up with a direction
I never would have chosen, but Y'm so
glad he did.”

Among the songs on “The Bright Mis-
sissippi” are such traditionals as “St.
James Infirmary” and “Just a Closer
Walk With Thee,” Duke Ellington’s “Soli-
tude,” Thelonious Monk’s “Bright Missis-
sippi,” Django Reinhardt’s “Blue Drag”
and “West End Blues,” which was pop-
ularized by Louis Armstrong. Toussaint
plays piano throughout the album but
is joined by Brad Mehldau on Jelly Roll
Morton’s “Winin’ Boy Blues,” while
Joshua Redman plays tenor saxophone
on Ellington’s “Day Dream.”

Toussaint adds that he’s also still
“writing constantly,” and he holds out
hope of getting together again with
Elvis Costello for asequel to their well-
received 2006 collaboration “The River

in Reverse.” “i feel that we probably
will,” Toussaint says, “especially be-
cause of how good it felt. | would gladly
look forward to something like that,
even though we haven’t planned any-
thing yet.”
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BMI caught up with Rascal
Canadian band Great Big s ’ Flatts at the band's show Sept. 18 in
Sea performed at the Nokia Theatre | » - Louisville, Ky. In addition to care packages, the band

Sept. 19 in New York in support of aloum ; ¥ members received shiny BM| No. 1 award cups, reflecting their

“Fortune’s Favor,” which was certified gold this p - E chart domination. Backstage, from left, are BMI assistant VP cf
week in Canada. Backstage, from left, are band members f > N writer/publisher relations-Nashville Clay Bradley, Rascal Flatts’ Jay
Kris MacFarlane, Sean McCann, Bob Hallett, Murray Foster ' . DeMarcus and Gary LeVox, BMi director of writer/puslisher retations-Nashville

and Alan Doyle. p+0T0: COURTESY OF ALIM URMANCHEEV 4 David Preston and Rascal Flatts' Joe Don Rooney. pHOTO: COURTESY OF ZACH HENDERSON

i ' Leading Sony BMG and
Billboard . = Bertlesmann executives were on hand to
senior correspondent A > celebrate the 50th ar)niversary of Sony BMG's
Chuck Taylor enjoyed his 20th | o | F Ger_man-language label Ariola at a gala for 400 guests in
Celine Dion concert with the singer’s : r Munich. Frpm left: Sony BMG Germany CEO Edgar Berger,
Sept. 15 appearance at New York's Madison 4 Bertelsmann advisory board chairman Gl'mteﬂ Thielen, Bertelsmann AG
Square Garden. From left are Dion's 4 chairman Hartmyt Ostrovyski. Bertelsmann advisory board member Liz Mohn,
manager/rusband Rene Angelil, Taylor, Dion Sony Bh_/IG‘_Musm Entertainment CEO quf Schmid!-Hoj}t and Ariola founder
and Taylor's partner Ayhan Sahin. Monti Liiftner, now chairman of Munich-based-Monti-Media Consulting.

Warner Music Group
chairman Edgar Bronfman Jr., second
from left, was the guest spea<er at Hamburg's - v o Mayor Jack Diamond
annual German media industry dinner, held Sept. 25 Backstage with jazz legend George Benson at Hollywood Bowl's Jazz at the 2 proclaimed Sept. 21 Willie Nelson
at the city’s town hall. Welcommg 3ronfman at the town Bow! featuring Stanley Clarke, Marcus Miller and Victor Wooten. From left: Time 4 Day prior to Willie Nelson’s concert in L
hall are, from left, Warner Music Central & Eastern Europe Telepictures Television production supervisor Michelle Nguyen, Billboard ; Glens Falls, NY. From left are Global Spectrum
chairman/CEO Bernd Dopp, Hamburg Mayor Ole von Beust managing director/Japan Aki Kaneko, Benson and Benson's managet, 4 director of marketing Jonathan Frost, Diamond.
and Hamburg senator for culture Karin von Welck. Stephanie Gonzalez, of Apropos Management. % Nelson and contract administrator Bennet Driscoll.

|
More than 100
music industry
VIPs attended a
lunch held Sept. 25
commemorating |
the laurch of the
latest version of ‘

tts tii.t‘?hnt!liillﬂhi;h -

Kobalt's online
administration
system. From left:
Blacktop Music
Group president
Mike Sebastian,
attorney Casey

Del Casino,
||A5CAP senior VP
Connie Bradiey,
Kobalt Music
Group founder/
CEO Willard
Ahdritz, Equity
Music Group
president Tim
'Wipperm'an,
Kobalt Music
Group senior VP of
creative Whitney

A ; : ’ z Daane and artist
e, T n | ‘ x g Dobie Gray.
i e r . " - L _ d ‘ F i e -
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e PRESENT e
MEDIA~*MONEY .
THE INTERSECTION OF 3

MEDIA, ENTERTAINMENT & WALL STREET

DCTOBER 14-15, 2008 Y
MARRIOTT MARQ@UIS ®* NEW YORK CITY _ 2

Join today’s most successful media and entertainment dealmakers as well as
top financiers to discuss what media and entertainment companies can do
to survive and thrive in this challenging economic environment.

SPEAKERS INCLUDE:

e R M o -
LEE ABRAMS TUNA AMOBI JONATHAN BARZILAY MICHAEL CASSIDY PHILIPPE DAUMAN BRAD DUEA DAVID EUN
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Vi s MTV Networks ont The Wair
Entertainment Capital

Learn from, network and do business with the executives who are shaping
the future of the media and entertainment industries!

REGISTER TAODAY! SPACE IS LIMITED.
www.MEDIAANDMONEYCONFERENCE.COM
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