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CONFESSIONS

MOBILE
ENTERTAINMENT LIVE
This conference, set for
Oct. 6 at the Omni Hotel
San Diego and presented by
Logic Wireless, will feature
a keynote from BlackBerry
creator Research in Motion’s
Alan Brenner. More at
billboardevents.com,

FILM & TV MUSIC

This gathering offers the
opportunity to learn from
network and share music
with the best in the business.
The 2008 event sold out, so
don’t miss this year’s: Oct.
29-30 at the Beverly Hilton
in Los Angeles. Details:
billboardevents.com,

www americanradiohistorv com

TOURING

Set for Nov. 4-5 at the
Roosevelt Hotel in New
York, this premier industry
event gathers promoters,
agents, managers, venue
operators, merch
companies and production
professionals. For more, go
to billboardevents.com.

REGIONAL MEXICAN
The only summit dedicated
exclusively to Latin music’s
top-selling genre will take
place Oct. 8-9 at the Hyatt
Regency Century Plazain
Los Angeles and feature a
Q&A with Alejandro
Fernandez. More at
billboardevents.com
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TheTrickle-Up Economy

Free Streaming Isn’t Promotion—It’s Distribution

Robert Thompson

has 500 fans in Cleveland is worthless
if the group in question livesin Los An-
geles and faces a two-day drive on $3-
per-gallon gas to get there. That’s 6,000
streams to the gallon at today’s rates.

Both artists and streaming services
need to ask more from fans. Artists de-
serve the right to decide how their
music is distributed and how they're
compensated for it. They should be free
to give away their music and equally
free not to.

BY BEN PATTERSON
Last year my company DashGo, a digi- onira Herrgral
tal distributor that serves independent
bands and labels, received a monthly
royalty statement from the now-closed
online music streaming service Spiral-
Frog for a pro-rata share of gross adver-
tising revenue that was all too typical of
revenue in this sector: “Effective per-
play rate: $0.0005.”

That's three zeroes, on the wrong side

CHARTS & RESEARCH
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have demonstrated value for indie art- 0 Paul Pomtrot

For an artist, that’s 2,000 plays just
to buy a 99-cent cheeseburger—assum-
ing it's a solo act that receives 100% of
the royalty.

As a digital music service and mar-
keting provider for indie artists and indie
labels, I test and talk to new digital music
services weekly. Right now, the ones that
generate the most attention are the dig-
ital jukeboxes that offer a vast array of
streamed songs on demand for free.
Among them are MySpace Music, You-
Tube, imeem and Lala; the shuttered
Muxtape and Seeqpod; and Groove-
shark, which EMI recently sued.

These free streaming sites, alive and
dead, receive a lot of attention, both for
the simple and elegant way they deliver
music and the way the fans believe they
were ruthlessly squashed by music in-
dustry lawsuits. They collect accolades
for helping artists and serving fans,
while the world attacks the major labels
for ripping off artists, crushing innova-
tion and exploiting a system of copyright
that is bound for extinction.

But the situation for artists isn’t al-
ways so black and white.

Credit the friend, blog or radio station
(online or off )for introducing the artist
to the listener. The streaming service is
just the delivery mechanism.

Music pundits and technology blog-
gers say that on-demand access to music
is promotional—and that bands sell
more downloads, concert tickets and
merchandise by giving away music. But
industry reports show that even royalty-
paying services like LaLa and MySpace
Music aren’t seeing sustainable rates of
conversion from streams to downloads
or other sales. Revenue is demonstrat-
ing that streaming music doesn’t pro-
mote a product—it is the product.

Concerts predate recorded music, and
T-shirts existed before the Internet. Sell-
ing concert tickets and merchandise isn’t
the new model—it’s the old one. Avail-
ability does not equal promotion. Look
at the avalanche of failed online busi-
nesses and a self-evident truth emerges:

ists. Amie Street’s demand-based pric-
ing sells popular music for more money,
and fans can choose to buy hits or search
for inexpensive, undiscovered gems.
Giving away music in exchange for vis-
ibility in an editorial setting like Spin-
ner or 4 game like “Tap Tap Revenge,”
where musicis curated and limited, en-
courages fans to discover new music and
then actually buy it.

There are other innovations 1'd like to
see. Right now, the shuttered Seeqpod is
trying to sell its remainingassets, includ-
ing users’ e-mail addresses, for $150,000.
Why wasn’t it sharing those e-mail ad-
dresses with the bands that users signed
up to hear? For fans who prefer to listen
anonymously, charge a subscription fee
as Rhapsody does. DashGo is developing
a shopping cart for Twitter called
TwoTweel that allows fans to purchase
music directly from a band’s Twitter mes-
sages using a credit card and PayPal.
We’re adding the ability for artists to set
discounts for fans who introduce music
to friends, so a fan who re-tweets about
a band's music gets money off for every

Adult Contemporar Top 40). Alex Vitoulis
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too much of musicians and too little of
consumers. Music pundits and most
technology bloggers see the world the
way radio promoters did in the ’80s:
They assume that any impression is a
win for the artist. But the return on in-
vestment simply isn’t there. The value
is in the filter. Free streaming sites are
not curators. Giving away music to
someone who types the name of asong
into a search engine doesn’t create a new

sales for their products. Not for musi-
cians who take home minuscule royal-
ties even when they own their own
copyrights. And not even for consumers
who are faced with shuttered sites they
spent hundreds of hours customizing.

Even if labels got together and created
a single powerful service—as NBC and
Fox did when they founded Hulu—the
winners would be large catalog owners
who can demand upfront catalog fees

distribution and discovery—often to the
benefit of fans and artists. iTunes and
Pandora stand out. Now it’s time for
artists to ask for value from the other
services built around their music, just
as consumers, advertisers and (too few)
venture capitalists do. ove

Ben Patterson is the founder of DashGo, a
digital music distribution tool and
strategy firm serving indie artists and
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>>>RADIO-
HEAD CO-
MANAGER
JOINS MAMA,
NETTWERK
ON VENTURE

Radiohead co-
manager Brian
Message,
representing his
company ATC,
joined Mama Group
and Nettwerk Music
Group to launch
Polyphonic, a
business that invests
in artists.
Polyphonic will
supply the
investment; all
copyrights will
remain the property
of the artists.
Polyphonic will earn
a share of the profits
generated by all
revenue earned from
artist activities.

>>>GELB TO
DELIVER
MIDEMNET
KEYNOTE

Peter Gelb, GM of
New York’s
Metropolitan Opera,
will deliver a keynote
at the 2010 edition
of MidemNet, the
digital music
conference set for
Jan. 23-24 in
Cannes. Gelb will use
his address to
outline how new
technologies have
revitalized the Met.
MIDEM runs Jan. 24-
27. The date of
Gelb’s keynote
hasn’t yet been
confirmed.

>>>NEW
CREW FOR
‘CAMP ROCK 2’
Jonas Brothers and
Demi Lovato are
onboard for “Camp
Rock 2: The Final
Jam,” but the sequel
to last year’s top-
rated cable telecast
will feature some
new faces. Hip-hop
artist Matthew
“Mdot” Finley and
Chloe Bridges, a 17-
year-old classical
pianist, will join the
cast. Paul Hoen, who
directed the 2007
Disney Channel
movie “Jump In!,”
will direct; the script
was written by Dan
Berendsen (“Hannah
Montana: The Movie”)
with Karin Gist and
Regina Hicks.

G &Y ED CHRISTMAN

» | =

ound Of A Crescendo

Retailers See Sustainable Gains On Michael Jackson Catalog As Sales Keep Soaring

As music fans continue
mourning the passing of
Michael jackson, the resulting
grief and reflection is fueling
a surge in sales that doesn’t
appear likely to end soon.

Retail sources say Sony
Music Entertainment pumped
about 2 million copies of
Jackson-related music prod-
uct into the U.S. market dur-
ing the week ended July 5.
The replenished supply of
CDs helped sales of the late
superstar’s solo albums soar
to 794,000 copies, up 88%
from the previous part-week’s
total 0f 422,000, according to
Nielsen SoundScan.

U.S. brick-and-mortar re-
tailers enjoyed a steady flow
of product during the week,
reflecting Sony’s effort 1o
make almost daily shipments
to each account. A dramatic
shift in the ratio of physical-
to-digital sales of Jackson’s
most popular albums sug-
gested that the expanded
physical supply was a key con-
tributor to the sales gain.

During the week ended
July 5, digital sales of the four
top-selling Jackson solo
albums—*“Number Ones,”
“Thriller,” “The Essential
Michael Jackson” and “Off the
Wall”—accounted for only
16.8% of those titles’ total
U.S. sales of 673,000 copies.
In the previous week, digital
downloads accounted for
56.4% of those same atbums’
total sales of 343,000 copies,
according to SoundScan.

As impressive as that gain
was, some believe that phys-
ical sales of Jackson’s cata-
log still have room to grow.

Got to be there: Fans gather to

“This week [ending July 12]
may top last week because
retail is in better shape with
Jackson inventories,” says
the head of music purchas-
ing at one large chain. And
the massive TV and online
audience for the July 7 me-
morial service honoring
Jackson at the Staples Cen-
terin Los Angeles, as well as
continuing press coverage of
legal wranglings over his es-
tate, are expected to lend
sales a further boost.
Meanwhile, digital track de-
mand remained strong in the
week ended July 5, albeit dip-
ping slightly to 2.1 million
downloads in the United
States, versus the 2.4 million
scanned in the prior week.
Sony’s Jackson catalog,
which encompasses all of his
post-Motown recordings, ac-
counted for the vast majority
of U.S. sales. Universal Music

lay tributes to Michael Jackson outside London’s O2 Arena.

Group’s catalog of Jackson 5
and early solo Jackson albums
continued to reap far more
modest results. During the
week ended July 5, UMG's
combined Jackson album sales
totaled about 24,000 copies,
while digital track sales
reached 258,000.

On July 1, UMG rush-
released to stores a Jackson
boxed set called “Hello World:
The Motown Solo Collection
athree-CD compilation of hits
and rarities that had previously
only been available through its
direcl-to-consumer operation
Hip-O Select. The title was
originally scheduled for a July
21 retail release.

‘Hello World” sold fewer
than 1,000 copies in the
United States during the week
ended July 5 and isn't expected
to be a major seller. Buta new
single-disc compilation that
was in the works before Jack-

www americanradiohictorv com

son’s June 25 death appears
poised to resonate better with
consumers, the result of a for-
tuitously timed synch deal
with State Farm Insurance.

During the week ended July
5, the best-selling Jackson 5
digital track was “I’ll Be
There.” It scanned nearly
50,0000 copies, helped by
State Farm’s use of the song
ina TV ad that it began airing
in May.

The insurance company
began planning a new TV ad
campaign in January with the
ad agency DDB Chicago and
considered a variety of music
options before settling on “I’ll
Be There,” according to the
company’s assistant VP of ad-
vertising Mark Gibson.

“This song meant so much
to the overall campaign,” Gib-

son says. “It’s a timeless piece
of music and from a genera-
tional standpoint, many [age
groups] could relate to it.”

Rather than license the orig-
inal version of the jackson 5
hit, State Farm asked UMG for
a new remix that removed
much of the instrumental
backing to focus attention on
Jackson’s vocals. “We felt that
the stripped-down ‘minus’ mix
gave an even extra level of
emotion and matched up with
the images showing on the
screen,” Gibson says.

State Farm debuted the
spot May 20 during the sea-
son finale of “American Idol”
and ran it until shortly before
Jackson’s death. UMG was so
pleased with the remix that it
uploaded the track to iTunes
June 9 and decided to prepare
additional stripped-down
remixes of other Jackson 5
and solo Jackson tracks for a
new comnpilation.

UMG had three remixes in
the can at the time of Jackson’s
death, according to Universal
Music Enterprises executive
VP/GM Mike Davis. In the
ensuing days, the label began
remixing other songs, coming
up with a total of 11 tracks.
“Michael Jackson: The Stripped
Mixes” debuted on iTunes July
7,justa week-and-a-half after
Jackson’s passing. A U.S.
physical release is scheduled
for July 21.

State Farm, which eventually
expects to air the “I’ll Be There”
TV spot again, is streaming a
version of the ad on its Web site
accompanied by alink to iTunes
to buy the track.

“It has a deeper meaning
now that Michael Jackson has
passed away,” Gibson says. ««

b- MOBILE: For 24/7 news and analysls on your cell phone
B or mobile device, go to mobile.billboard.biz.
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BY MITCHELL PETERS

>>>‘SOUL TRAIN’
VAULTS OPEN
FOR DVD DEAL
Fans of TV’s long-
running “Soul Train” will
now have the chance to
purchase DVDs of the
pioneering dance show.
Soul Train Holdings has
partnered with Direct
Holdings Americas,
granting the latter the
domestic home video
and worldwide clip
licensing rights to the
“Soul Train” library.
Direct Holdings’ Time-
Life brand will produce
and distribute DVDs of
vintage “Soul Train”
episodes. The initial
release slate hasn’t yet

ABKCO Music & Records founder Allen Klein
died July 4 in New York after a lengthy battle
with Alzheimer’s disease. He was 77.

Klein, whose career in the music busi-
ness spanned more than 50 years, first
broke into the industry by aggressively au-
diting record labels on behalf of recording
artists who weren’t being paid proper roy-
alties. He went on to manage such heavy-
weight acts as Sam Cooke, the Beatles and
the Rolling Stones.

Known for his hard-nosed business prac-
tices, Klein was blamed by some for contribut-
ing to the breakup of the Beatles. Others
remember him as a person who helped shape
the modern-day music industry. “Allen

been set. changed the business in the respect that he

was fighting for the underdog,” says longtime
;A>S>SNEESV\6SNCORP' friend and music industry veteran Don Kir-
TWITTER shner. “He was fighting for the proper royalty

count and he wanted [record companies] to
pay properly. He was one of a kind and an
iconic figure.”

Born Dec. 18, 1931, in Newark, N.J., Klein
worked several jobs during his teenage years
whileattending classes in the evening, learn-
ing the basics of distribution while working
at the Essex County News. After graduating
from Upsala College in East Orange, N.)., with
adegree inaccounting, Kiein didastintin the
U.S. Army and then worked as a clerk at the
New York accounting firm Prager and Fenton.

Klein first broke into the music business after

News Corp. isn’t
interested in buying the
microblogging site
Twitter and won’t sell its
struggling MySpace,
says the media
conglomerate’s chief
executive, Rupert
Murdoch. Murdoch says
Twitter would be a
tough investment to
justify because it hasn’t
yet developed a
sustainable way to make
money. “Be careful of

signed an innovative deal with RCA under which
animprint established by Klein called Tracey Records

investing here,” he says

of Twitter.

>>>UMG,

TUNECORE SIGN

DEAL

TuneCore struck a deal

with Universal Music

Group to deliver major-
label marketing services

to its DIY indie clients.
Under the deal, UMG
labels will resell Tune-
Core’s digital

distribution services and
add their own marketing

services as well.
TuneCore assists indie
artists in selling music
through such digital

retailers as iTunes. The

services will include
licensing support,
professional audio

mastering and servicing

tracks to radio.

Compiled by Chris M.
Walsh. Reporting by
Paul Bond, Antony
Bruno, Gail Mitchell,
Andre Paine and
Reuters.
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For 24/7 news and
analysis on your
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Kirshner introduced him to entertainer Bobby
Darin. “I said, ‘Why don’t you try accounting in the
music publishing business? And then Iintroduced
him to all my acts,” recalls Kirshner, who served as
an early mentor to Klein. “I started him in the music
business and showed him the value of copyrights
and master recordings. | always tried to tell him
that the key was the song. And if you had the song
and the artist, the record company was basically
your distributor.”

Klein's first noteworthy management client was
Cooke. In 1963, Cooke hired Kiein not only as his
manager but also to oversee his SAR Records label
and other related entities. That same year, the singer
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BILLBOARD LAUNCHES HEATSEEKERS
SONGS CHART

As part of our efforts to spotlight up-and-coming
artists, Billboard is launching the Heatseekers Songs
chart, which can be found on the magazine’s Launch
Pad page alongside the Heatseekers Albums and Re-
gional Heatseekers lists.

Similar to the rules that apply to the albums chart,
Heatseekers Songs ranks the top titles from artists
who have yet to reach the top 50 of the Billboard Hot
100 as alead performer. The methodology and data
used for the chart mirror those used to compile the
Hot 100. Points are derived from audience impres-
sions as measured by monitored airplay of nearly
1,300 stations by Nielsen BDS, digital download and
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would release Cooke’s future recordings and dis-
tribute them through RCA, giving Cooke control of
his recorded work. (RCA’s right to distribute
Tracey—a division of Klein’s ABKCO Records—ex-
pired in 1993.) Klein owned and managed Cooke's
masters and copyrights on behalf of Cooke’s widow,
Barbara; his daughters, Linda and Tracey; and other
family heirs.

Klein also served as the business manager for the
Animals, the Dave Clark Five, Donovan and Her-
man’s Hermits, among others. In the mid-'60s, he
worked with Stones manager/producer Andrew
Loog Oldham to negotiate a new contract for the
band with Decca in the United Kingdom. Klein went

Allen Klein, 1931-2009

The Famed Manager’s Hard-Nosed Biz Savvy Won Him Admiration And Enmity

on to manage the Stones and purchased the
band’s master recordings from Oldham, ac-
quiring the rights to all of the group’s '60s
albums and the 1970 live set “Get Yer Ya-
Ya's Out.”

By the late '60s, Klein was also managing
the Beatles, despite the objections of Paul Mc-
Cartney, who reportedly wanted the expertise
of his father-in-law, New York attorney Lee
Eastman. Klein represented the Beatles dur-
ing renegotiations between Apple Corps and
EM|I. The deal yielded the highest royalty rate
that had ever been paid to an artist, according
to ABKCO spokesman Bob Merlis.

Following the Beutles’ split, Klein contin-
ued to work with John Lennon and Yoko
Ono. In his 2005 book “The Beatles: The Bi-
ography,” Bob Spitz reported that Lennon
called Klein “the only businessman I've ever
met whoisn’t gray right through his eyes to
his soul.”

Although Klein was known for ruthless

business practices that sometimes put him
at odds with artists, Kirshner believes that's
what kept him on top. “Most people who are
successful have got to be strong,” he says.
“That’s the world we live in. And if you're on
the wrong side of a deal, most of the time peo-
ple are disgruntled.”
Q) In his 2005 book, “Dream Boogie: The Tri-
umph of Sam Cooke,” Peter Guralnick de-
scribed how famed R&B D] Jocko Henderson viewed
Klein, who had helped Henderson secure income from
publishing interests he held.

“Allen Klein was a right kind of guy.” Guralnick
wrote, “a sort of Robin Hood figure with a slide rule
who simply by virtue of his disconcerting ability to
shut out everything but the problem at hand could
make powerful industry figures knuckle under
he was the kind of person you definitely wanted on
your side.”

Klein is survived by his longtime girlfriend, Iris Kei-
tel; his estranged wife, Betty; his children, Robin, Jody
and Beth; his sister, Naomi; and his grandchildren,
Jeremy, Julian, Jade and Zachary. A funeral service for
Klein was held July 7 at the Riverside Memorial Chapel
in New York. .

physical single sales data tracked by
Nielsen SoundScan and streaming data
provided by AOL and Yahoo.

While Heatseekers Songs is a companion chart to
Heatseekers Albums, the artists eligible for the former
chart aren’t governed by the rules that apply to the lat-
ter tally and vice versa. Thus, artists yet to appear in

To be or not to be:
THEORY OF A
DEADMAN

the top 100 of the Billboard 200 will still be eligible
for Heatseekers Albums but will not qualify for Heat-
seekers Songs if they’ve notched a top 50 title on the
Hot 100.

Theory of a Deadman is the first act to top Heat-
seekers Songs with the track “Not Meant to Be.” The
song ranks at No. 56 on the Hot 100.

Heatseekers Songs will run
25 positions deep in print.
The entire 50-position chart
and the Tastemakers chart,
which ranks best-selling al-
bums at influential retailers,
are viewable at billboard
.biz/charts. The Heatseekers
Songs chart will be managed
by Gary Trust (gtrust@bili-
board.com). oo

N: JOHN KELLY/RBO/CAMERA PRESS/RETNA

K


www.americanradiohistory.com

SPREAD

THEWORD

WMG’s Christian Music
Division Acquires Nashville
Booking Agency

Inits latest move to expand its array of in-house
services, Warner Music Group’s Word Enter-
tainment division has acquired the Breen
Agency, a booking operation that represents
such Christian acts as Point of Grace, Cindy
Morgan and Plumb.

The twosides declined to re-
lease financial details of the
sale. The Nashville agency’s
founder David Breen and
agents Dara Easterday and

=

Rann Russell will remain with
Word and have moved into the 1
compuny’s Music Row offices.

“Instead of just hiring some-
body and starting to book in-
house,” Word Entertainment
COO Rod Rileysays. “we chose
lo acquire a company with a
roster of 30-plus artists because
the momentum we could bring
in-house with David was very attractive to us.”

The deal is purt of Word's efforts to become
a full-service Christian entertainment company,
Riley says. The acquisition of the Breen Agency
comes three years after Word Entertainiment
launched a merchandising division to handle
the design, production and sale of artist-branded
merch like T-shirts and hats.

“What we're doing at Word is offering active so-
lutions through merch, e-commerce and now the
booking side,” Word Entertainment president/
CEO Mark Bright says. “We're saving o an artist,
‘You can come in and we'll provide a solution.” ”

Breen says he had been looking for a partner
that could help grow his agency. Joining forces
with Word “really offers an opportunity for
growth through their resources and relation-
ships in a time when a lot of agents can’t put

—DAVID BREEN
THE BREEN AGENCY

money into marketing and can’t putalot of focus
on growth.” he says. “It was exciting for me to
branch out, and they assured me that they loved
what I had built and just wanted me to continue.”

New Word signings will have the option of
being represented by Breen and his staff, but
the agency won't represent Word acts exclusively.
“We did not lose one artistin the transition and
since then, I've had meetings with four other
artists who are not Word
artists that are interested,”
Breen says.

Word wus founded in 1951
as a record label specializing
in Christian music and

through the years has grown
toencompass several divisions
including Word Distribution,
Word Music Publishing and
Word Label Group’s Word
Records, Fervent Records,
Canaan Records and Myrrh
Records. Warner acquired
Word Entertainment in 2002
{rom Gaylord Entertainment
for $84.1 million, and later that year Curb Records
acquired a 20% stake in Word.

Word Entertainment’s various labels are
home to such acts as Diamond Rio, BarlowGirl,
Mark Schultz, Randy Travis, Big Daddy Weave
and Francesca Battistelli.

Some of Breen's clients are already part of
Word's roster, including pureNRG, Sidewalk
Prophets and the Dove Award-winning Point of
Grace, a trio thatincludes Breen's wife, Shelley.

“Asa Word artist for our entire career, we are
very excited about the immediate synergy cre-
ated by this move,” Point of Grace’s Denise Jones
says. “There haslong been a disconnect on many
levels between lubels and booking agencies, but
now, for the first time ever our team is under
one roof working side by side to make the best
decisions for our business.” e
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GROSS/ ARTIST(S) Attendance

IC Venue, Date Promoter
PO TTIIIl ERIC CLAPTON, STEVE WINWOOD
$35,0/$45 Hollywood Bowl, Hollywood, 17,013

June satlout Bill Silva Presents, Andrew Hewitt Co.

$1,628,667 VNN To]V]
(52031036 Austialian)

13,047

$39132/$6255  Acer Arena, Sydney, July 3 setlagt JMS Productions |
;??;?7};‘8%78 ﬁf.’,?e"f?'eis' AnteerpBeloin ]12]'85‘; Live Nation International

$1,291,614 :

Soers ! Novezse Stleranmens Sepre, 14570 wichael Coppel Presents

é?;ggg%s]eg %Vspaleis, Antwerp, Belgium, }Ssgs%o Greenhouse Talent

$1,018,745 RASCAL FLATTS, DARIUS RUCKER ‘

= Binsiom, Yo une 20T Toge, | 25,200 Uiz (REREn

$980,907
$75/$20 S#f%ﬂ%ﬁﬁ.‘ﬁfa%cﬁ' w2 giési%ou(s Red Mountain Entertainment

$70/$35 P A DT Live Nation

ST LR RICARDO ARJONA ‘
$125/345 gg}'{ilsgge?‘eo";iecgf’hf;?éz’f3‘30 YOSy o chows  Stein Duefo Entertainment

§,€568.7722523%.67 o Paleie Antwerp Bl Aey08 Live Nation International |
$830,037 WIDESPREAD PANIC & OTHERS

339 Amphitheater at the Wharl, o 21283 Red Mountain Entertainment, in-house ‘
som002
$38.50 ggoBr;l;J-caec.rgl:égggl,ﬁtl;%e_%rges ‘_%;j;gghve e Gillett Entertainment Group, Productions J
Sioso o Atantc gty Borawalk fall. 3,458 Caesars Atantic City |
($é7s§)25‘£3)3 LIONE RICHIE

$8213/$52.99 /S\%?i'ltgglels' Antwerp, Belgium, |g'57;6 Live Nation International

213%01375/550/ 5?&2""’4&fhf‘_‘,ﬁ:znlgills' gt ;55’0709 Palace Sports & Entertainment |
= |
ST wia(g?a;th:’?ﬂr.‘\zsﬁizcgtf"ea'e" ,’;gg} Live Nation, The Messina Group/AEG Live

$70/331 §:g§rpages.com Center, Dallas, :97,35322 Live Nation

s702225

Wembley Arena, London, Ma 13,225
$55.79/$27.90 25-30 Y v 14,960 two shows 3A Entertainment |

DAVE MATTHEWS BAND, THE HOLD STEADY

$701,385 "
i i Al hitheater, f
0TS0 | Yot N e e 1558 Live ation
$700,436 DANE COOK, ROBERT KELLY, AL DEL BENE |
$10520/$3520  Jobin e Arena, Glendale, 113'33524 Live Nation, in-house
$697.834 NO DOUBT, PARAMORE, THE SOUNDS
. : T - —
SO Gyt Weeds Michel pavlon. 16 4cs |
&)
$690,959 TAYLOR SWIFT, KELLIE PICKLER, GLORIANA 2
- <
e The Messina Group/AEG Live £
o
$688,725 FLEETWOOD MAC 5
$125/$45 Sommet Center, Nashville, June 19 %3?25 Live Nation, in-house 9
RASCAL FLATTS, DARIUS RUCKER W
$685,812 g
$70/$35 RNC Bank Arts Center, Holmdel, 12,270 Live Nation | g
$681,753 THE PUSSYCAT DOLLS, LADY GAGA ;
(5868000 Ausiraan) - ' - sl
$109.88/$78.46 ﬁgs:g;de,i‘«:g{r‘:ﬂ{a‘tﬂﬁggﬁ ggntre, ;f%? Michael Coppel Presents j.z
$680,204 TN <t
($823.245 Canadian) 2
$206.56/$32.64 ﬁ:):ﬁllzglace. Edmonton, Aiberta, Zé?lg.}t Concerts West/AEG Live | <<
Py $674,435 KENNY CHESNEY, MIRANDA LAMBER DY ANTEBELLUM ‘ T‘:‘
$80/$50/$39.50 ggr"ife’: Ll)a:ﬁe‘:\eg:r:girnaﬁnjune a 12]5#9‘7:6 Live Nation, The Messina Group/AEG Live E’m
e
$672,445 ENRIQUE IGLESIAS 32
(€493.864) : 8223 22
$85.78/$65.36 02, Dublin, May 12 S MCD ‘ ?g
$665,621 KINGS OF LEON, THE WALKMEN 58
14,325 5 ud
§$$480.56 Canadan) :g'ﬁaz’r}ada Centre, Toronto, lgl,l’gﬁ? Live Nation ‘ :E
NICKELBACK, SEETHER, SAVING ABEL 25
$663,895 39
- ; ) F [ B&
835 yetwans bemorialduns, 695 +
$663,245 NO DOUBT, PARAMORE, THE SOUNDS f’é}
$80/%$10 at.la;;e}rgages.com Center, Dallas, lgﬁgS‘Q Live Nation ?i‘g
$660,270 DAVE MATTHEWS BAND, OLD CROW MEDICINE SHOW ‘ gg
i =8
s FEGE S S 100w o
0
$659,155 BOYZONE, EOGHAN QUIGG 42
(£400.585) ] - iy
ISBAE/SI674  Cotre Clotton, Sootom e 1218 1250 e o showe  3A Entertainment &
$656,413 RASCAL FLATTS, DARIUS RUCKER %g
A Viaryiand Heighes MS, dune 51555
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When Scott Borchetta signed then-15-year-old Taylor Swift to his fledgling Big Machine
Records label in 2005, the former DreamWorks Nashville executive ignored the prevailing

Taylor Swift’s label chief explains
why he’s launched a new imprint
with Universal Repubilic.

view that teen acts don’t work in the adult-oriented country format.

Mow, Borchetta is flouting conventional wisdom again, partnering with Universal Repub-
lic president/CED Monte Lipman to form Republic Nashville (billboard.biz, June 5). It’s
Borchetta's third new business venture in less than four years, a bold move at a time when

the recording industry is in the midst of a historic contraction.

Borchetta launched Big Machine, whose roster also includes Trisha Yearwood and Jack
Ingram, in September 2005, Two years later, he started Valory Music, signing Jewel to do her
first country album, “Perfectly Clear,” which debuted at No. 1on Billboard’s Top Country Al-
bums chart. After scoring a No. 1 country single in September with Jimmy Wayne’s “Do You
Believe Me Now,” Valory signed superstar Reba McEntire, who had just ended her 25-year

association with MCA.

At Republic Nashville, Borchetta has reunited with Jimmy Harnen, a former senior VP of
promotion at Capitol Records Nashville who had worked with him at DreamWorks. Borchetta

is the new imprint’s CEQ, with Harnen serving as president.

Borchetta has even stepped out from behind the scenes to become a judge on CMT’s
“Can You Duet.” In an interview with Billboard, he talks about his new ventures and Swift’s

breakout success.

Why are you expanding when
other labels are trimming back?
Universal, Monte Lipman in par-
ticular, and myself have been try-
ing to find a way to do more
business together. He’s been my
partner on the top 40/crossover
side [for Swift's records]. | wasn’t
looking to take on another label.
[But I thought] if I could get some-
body that I could trust and that I
knew could do the job and who
was the right person, then maybe
we could combine this momen-
tum and this interest and have an-
other opportunity. So I spoke to
Jimmy [Harnen] about it and he’s
like, “My God, that is the only
move I'd consider making right
now.” He was very happy at Capi-
tol. It all came together.

You had a great thing going with
Big Machine, so why add a sec-
ond label? Why add a third?

Let’s start with Valory. At that mo-
ment for Big Machine, we had Tay-
lor [Swift] just starting to take off
big, Jack [Ingram] has been on the

radio nonstop, Trisha [Yearwood]
had a record out, Garth [Brooks]
had a record out, Danielle [Peck]
had a record out. There was no way
we could have been able to work
with Jewel and me have to say to
Jimmy [Wayne] and Justin [Moore],
“You got to wait, and I'm not just
talking another month, you got to
wait another six months.” And
there was an opportunity for me
to get [promotion executives Jon)]
Loba and [Chris] Loss, and then
suddenly [promotion executive
George] Briner became available.
Sothat launched and it gave us the
opportunity to get Reba [McEntire]
to put her front and center and let
her be the flagship for Valory.

I’ve got so much pride in what's
happened for Valory in the first
year-and-a-half. Then why another
{label]? The chance to get Jimmy
[Harnen] and the chance to satisfy
our conversations with Universal
makes all the sense in the world.
With Jimmy, he and 1 always have
had positive sparks with the things
that we do.

How will Republic Nashville dif-
fer from Big Machine and Valory?
We have the addition of the power
of New York’s team. It expands our
universe of knowledge and oppor-
tunity. They have a very healthy on-
line/new-media staff that will be
working with us. We'll be utilizing
the publicity office on the street in
New York, we have backroom oppor-
tunities, we have more marketing
muscle. Being in business with them
exposes us to alot of things that only
[major] labels have access to. It’s
hopefully the best of all worlds.

Swift has done very well in the
United Kingdom and Australia.
Is there potential for more coun-
try artists to do well outside the
United States?

We get really small when we don’t
think bigger about the rest of the
world. To begin with, there’s alot of
business in Canada. You don’t have
to go all the way to Australia to sell
another quarter of a million units.
Canada is a fantastic market.
There’s a great scene in Australia

and there’s a nice support system
there. It's a big place and you sell a
small amount of music, but the big-
ger opportunity is building up a
touring base. When Taylor goes
back, hopefully in 2010, it’s likely
that she’ll be able to play arenas.
She’s not the rule. She’s an anom-
aly. “Love Story” has been No. 1 in
22 territories as a pop hit. Butifyou
ask Brooks & Dunn or Dierks Bent-
ley or Gary Allan, who have been
over therein the last year-and-a-half,
[ think they’d all tell you that Aus-
tralia is a great market.

The U.K.—is there a big country
market over there? No. Is there abig
music market over there? Hell, yes.
When we launched Taylor over
there, we didn't hide the fact she still
wore sun dresses and cowboy boots,
we didn’t go over there and say she’s
a rock act or a pop act or anything
else. Wejustsaid, “Here’s this great,
young artist. She’sa media magnet,
and we think you're going to like
her.” And they fell in love with her.

Swift's 2008 album, “Fearless,”

has had strong digital sales, but
overall, country music still lags
behind other genres. What does
country have to do to acceler-
ate digital sales?
I think they are accelerating. We
sell a lot of tracks. Reba’s selling
a lot of tracks all of a sudden.
We've always been an older-age de-
mographic target, so with the suc-
cess of Taylor and other young
artists that are family artists . . .
the parents become more aware.
And the iTunes experience in par-
ticular is a great music experience.
And what Verizon does on the
touring level for Taylor, for Keith
Urban, that’s the Cadillac right
now to get that power on your tour.
They have a mobile recording bus
that Taylor has used to cut on.
Taylor is at 17 million tracks sold
atiTunes. Jimmy Wayne’s “Do You
Believe Me Now” is almost at
300,000. You're going to see a lot
more gold- and platinum-selling
singles. If you can sell a quarter of
a million singles and you’re still
doing a quarter of a million albums,
that pays for your [single] campaign.
Selling a couple hundred thousand
downloads a week—for a small
company like us, that’s significant.

Where are you in terms of
Swift’s “Fearless” album, and
where do you see it going?

If T haven't said it yet today, thank
God for Taylor Swift. We're just
hitting our stride. We may go as
deep as six singles on this. We're
going to catch up to her first
album, which is at 4.2 [million].
It’s not outside the realm of pos-
sibility that by the end of the year,
or at some point within the next
12 months, we're going to be look-
ing at 10 million albums sold be-
fore we get to album three. .

When we launched Taylor [in the United Kingdom ], we
didn’thide the fact she still wore sun dresses and cowboy
boots. . . We just said, ‘Here’s this great, young artist.’
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ISTMAS MIGHT NOT BE
O MERRY. BUT THERE

- ARE REASONS FOR HOPE,
o - - . INCLUDING MUSIC-BASED

- - VIDEOGAMES (PAGE 21),

- A NEW ALBUM FROM

PARAMORE (PAGE 12)
AND A SLATE OF FALL
RELEASES (PAGE 15)

THAT COULD PUT ANYONE
IN A CHEERFUL MOOD.

I GREG GRABOWY: STYLING: NEW YORK COSTUMES/NEWYORKCOSTUMES.COM
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While retailers expect that
music sales will be better dur-
ing the Christmas shopping
season than the rest of this
year, most are still anticipat-
ing a case of the holiday blues.

‘Last year was such a bad
Christmas for music sales,
that if we can’t rop that, then
we’ve got a serious problem
on our hands,” says a pur{
chasing executive at a retail,
chain who asked to remain
anonymous because he isn’t

Better not pout: Best Buy is

among the leading retail chains
hoping for strong fourth-quarter

music sales.

RETAILERS DON’T EXPECT TO BE
IN A CELEBRATORY MOOD OVER YEAR-
END MUSIC SALES BY ED CHRISTMAN

authorized to speak about
sales projections.

The executive expects year-
end sales to be up from last
year, which would be the first
time since 2003 that fourth-
quarter U.S. recorded-music
sales haven't posted a year-on-
year decline.

But that’s one of the more
optimistic forecasts. Others
say they assume year-end
recorded-music sales will
slide in line with the rest of
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WARY

CHRISTMAS

2009, when year-to-date sales
have dropped 14.5% from the
same period last year, accord-
ing to Nielsen SoundScan.

A strong release schedule
could help slow the decline.
High-profile releases expected
this fall include albums by Jay-
Z, 50 Cent, T-Pain, Leona
Lewis and Shakira (see page
15). But merchants and dis-
tribution executives say it's
too early to assess the impact
of this year’s slate.

“Overall, [U.S. CD sales| are
down about 20% this year,”
says Universal Music Group
Distribution president/CEO
Jim Urie. “It may get better
due to astrong release sched-
ule, but it won’t provide a
major improvement.

Most industry executives
say the distressed economy,
weak CD profit margins and
theincreasing displacement
of physical music product in
brick-and-mortar stores by

other entertainment prod-
ucts will make it difficult for
holiday sales to remain
steady over last year, much
less show an upswing.

The CFO ata leading retail
chain says that while he ex-
pects some U.S.economicin-
dicators to show improvement
in the fall, “it will be 2011 be-
fore we see any serious spend-
ing out of consumers, and it
won’t be at previous levels.”

The wild card is U.S. mon-

etary policy, according to the
executive. “If they don’t focus
on strengthening the dollar,
I worry that hyper-inflation
will kickin,” he says, adding
that hopes for a near-term
economic recovery will be
dim “if the dollar is not
strong and foreign investors
start pulling out.”

Bruce Ogilvie, co-owner of
music and video distributor
Super D, says he doesn’t ex-
pect the current rate of decline

IM#
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! Blue Yule

. AS FOURTH-QUARTER U.S. MUSIC SALES KEEP FALLING, THEY’RE
ACCOUNTING FOR A SHRINKING SHARE OF ANNUAL SALES
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in U.S. physical music sales
to accelerate during the rest of
theyear, followinga 21.2% fall
in CDsales during the first six
months of this year from the
same period in 2008. “If the
economy got better, it would
help things,” Ogilvie says.

Other problems include
tightening trade credit, de-
clining marketing funds and
slowing product turns, ac-
cording to the president of a
retail chain.

“The music industry has
kept trade credit on an even
keel, but the other ancillary
product lines have increased
credit restrictions,”
“In the old days, we could sell
a deep catalog title in six
months, but now we need a
year, which creates financing
needs in order to be able to
carry the product for a longer

he says.

period of time.”
That means that business
has become more capital-

intensive, the chain president
says. Since retailers have to
maximize gross margin prof-
its, that means that they have
to factor in how long it takes
to sell, he says, cautioning
that chains will be very con-
servative with their music
budgets in the fourth quarter.
These issues will contribute
to a further shrinking of the
music foolprint in many
stores, the chain CFO says.
Making matters worse,
DVD sales have been much
weaker this year, retail exec-
utives say. Bul they are di-
vided on whether the poor
sales have been due to a weak
schedule and tough economic
conditions or a secular de-
cline in the DVD format’s
popularity among con-
sumers, many of whom have
already stopped buying CDs.
Whatever the answer,
DVDs have supplanted
music at the front of most

home entertainment super-
stores, thanks to aggressive
marketing by film studios.
This year, studios are being
just as aggressive with DVD
catalog, merchants say. But
they may be backing off from
releasing big DVD titles close
to Thanksgiving weekend,
due to fears of a possible
price war, says a Wall Street
analyst who follows movie
studios. The analyst notes
that intensive promotional
pricing last year led to a pric-
ing battle, triggered by pres-
sure from big-box retailers
on the studios to provide
them with unusually large
promotional budgets.
Alliance Entertainment
president Alan Tuchman says
he assumes that floor space
dedicated to music will con-
tinue to dwindle right through
the holiday shopping season.
“The labels have made it very
clear to me that they want to

manage the CD down . . . be-
cause they fear it is cannibal-
izing potential digital sales,”
he says. “Thelabels seeitasa
declining business and will
nolonger invest in it” beyond
the big-box merchants.

But Tuchman says labels
should view the CD as a dif-
ferent business from digital
downloads, and one that tar-
gets a different demographic.
If the labels look at it from
that perspective, and cut
prices and invest in other
music merchandisers, then
the CD can be incremental
business for them, he says.

“Christmas depends on
how much real estate we have
left,” Tuchman says. “We
don’t see much of a change
in pricing from the label side

. 80 we think music will
continue to fade. By Christ-
mas merchants will have a
much smaller music section,
so I am not bullish.” e

DOYOUHEAR
WHATIHEAR?

NEW DIGITAL, MOBILE
MUSIC SERVICES WILL VIE
TO DELIVER HOLIDAY CHEER
BY ANTONY BRUNO

While iTunes continues to dominate the digital music
market, a number of new services expected to go live by
this holiday season could help diversify how fans access
music online.

One of the more buzzworthy of the new sites is Spo-
tify, an on-demand streaming music service that’s already
popular in Europe. Like other streaming sites, it subsi-
dizes free music with advertising. But the key to Spotify’s
success in the United States will lie in its ability to per-
suade some of its users to subscribe to a monthly serv-
ice without ads.

Central to this upsell will be giving paying customers ac-
cess to downloadable mobile applications that will en-
able them to stream music on an Apple iPhone or a hand-
set using Google’s Android platform. Internet radio
streaming services like Pandora, Slacker and Clear Chan-
nel’s iheartradio have all launched popular iPhone apps,
but they don’t let users pick specific songs to listen to.
Spotify’s app, which would enable on-demand stream-
ing, has the potential to shake up the mobile music market.

Another new service is Nokia’s Comes With Music, which
offers a one-year music subscription with the purchase of
select music phones, enabling users to download as many
tracks as they like during the course of the year and keep
the songs even after their subscription expires. The offer has
been a tough sell so far in Europe, but Nokia says it will
apply what it has learned in other markets to its U.S. launch.

Also expected in time for the holidays is a revamped
Project Playlist, which is striking major-label licensing
deals. Inits original incarnation, the playlist-building and
-sharing service simply streamed music hosted on other
sites across the Internet, much of it illegally. Project Playlist
is now converting to a hosted model, armed with the as-
sets of Total Music, which it acquired earlier this year,and
licensing deals it has reached with Sony Music Entertain-
ment and EMI Music.

While Universal Music Group and Warner Music Group
haven’t dropped their copyright infringement lawsuits
against the company, sources say negotiations with these
holdouts are at an advanced stage. MTV
co-founder John Sykes, whoin April was
named Project Playlist’s CEO, doesn’t in-
tend to use any unlicensed content. Once
it has signed up all four majors, the re-
launched service will include links to buy
individual songs, a premium subscrip-
tion tier and other enhancements.

Amid all this activity, the iPhone will
maintain its prominence. New apps are expected to come
out later this year to take advantage of new features that
Apple has made available to developers—such as the abil-
ity to add recurring charges or sell content from within a
given app. Selling custom content within the app itself
will provide artists and labels another potentially valu-
able sales platform.

Already, music-based iPhone games like Tapulous’ “Tap
Tap Revenge” and EpicTilt’s “TapStar” let users buy new
songs for use within those respective games, thanks to
licensing deals with Universal and Sony. Come Christmas,
they’re sure to be joined by others looking to get in on
the holiday festivities. soe
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NOW, 'MORE

AGAIN

THANKS TO A 360 DEAL WITH FUELED BY RAMEN, PARAMORE
IS GETTING READY TO SHINE WITH ‘BRAND NEW EYES’
BY CORTNEY HARDING PHOTOGRAPH BY SARA RUBINSTEIN

When Paramore frontwoman Iiayley Willtams 1s asked
about her plans after the Sept. 29 release of her new album,
“Brand New Eyes,” she simply says, “We're going to be on
tour—forever.”

Williams, 20, isn’t being terribly hyperbolic. Since Paramore
started in 2004, the band members have risen to the top the
old-fashioned way—by touring nonstop and building rela-
tionships with fans. They seem preternaturally serious fora
group of bona fide rock stars barely out of their teens; they’re
not fixtures in gossip pages, are rarely sighted drinking or
smoking and seem more interested in playing shows than
hitting clubs.

The band is still young but its road to success has been long.
“We started working with Hayley when she was 14,” says one
of Paramore’s managers, Mark Mercado. “She was 14, Josh
[Farro, guitar] was 16, and Zach [Farro, drums) was 13.”

Pretty much everyone involved with the band agrees that
it wouldn’t be where it is today without the benefits of the 360-
degree deal the act signed with John Janick’s Fueled by Ramen
label. The band signed the deal in April 2005, before “360”
was an industry buzzword, and attracted a flurry of coverage
when it started to sell move records in 2007. And while the
band’s success will surely not end the debate about the con-
tract model, its long, slow, but ultimately fruitful trajectory
does help the case of those who argue that 360 deals allow a
band to grow and develop organically.

THE LONG ROAD

Janick had a feeling about Paramore. The first time he saw it
play the rock festival Taste of Chaos in Florida, he wasn’t im-
mediately taken with its music, but he was sold on the band’s
vision. “The first timme | saw them, they had these really poppy
songs, but I could tell it wasn’t really what they wanted to do,”
he says. “IU’s like, you knew where they wanted to go, but they
weren’t quite sure about how to gel there. But even though
they were very young, I could see there was something special
there, and 1 could look down the road and see them playing
much bigger venues.”

Janick signed the band to a deal that not only included
recorded music but an interest in touring, merchandising and
fan club fees. The band’s other manager, Dave Steunebrink,
poinisout that “everyone talks about the 360 model like it’s this
brand-new concept, but in reality, indie labels have all devel-
oped through being 360 concepts from the get-go—and when
you look at it, those were the labels that really allowed bands
the room to grow and deveiop.”

Paramore put out its first album, “All We Know Is Falling,”
in the sumner of 2005. The album went on to seli 437,000 copies,

according to Nielsen SoundScan—far from a failure, but cer-
tainly nota smash. During the summer of 2005, the band played
the Shira Girl stage on the Vans Warped tour, a second stage
that was so secondary the bands had to tear it down themselves
at night and rebuild it the next day. Janick says Paraniore wasn’t
paid for its appearance on the tour, but it allowed the members
to work on their live show and build a support base.

They stayed on the road for most of 2006, playing emo pack-
age tours and again playing Warped, having moved up to the
Volcom and Hurley stages—not the main stage, but at least a
stage that was assembled by a crew and not a drummer. “We
were building them up as we were going along, so it was a good
sirategy for us to go out and support people and build our base
and get people from other band’s bases,” Janick says. “It wasn’t
always easy to get people to take them out, because they were
so young and still not a known commodity, but we wanted to
position them to be thought of as a touring band.

When the band released “Riot!” in June 2007, it entered the
Billboard 200 al No. 20 and sold 44,000 copies in its first week,
according to Nielsen SoundScan—not a flop, but again noth-
ing to indicate the band was poised for bigger und better things.
But Paramore’s nonstop touring was beginning to pay off in
other ways—it was getting traction at MTV and scored a spot
on the Warped tour’s main stage. By the fall of 2007, the band
had two singles on the Modern Rock chart, and the album was
steadily climbing the Billboard 200. The singles were selling
well, too: “Misery Business” has sold 1.6 million downloads to
date, and “Crushcrushcrush” has sold 986,000 copies.

“There were a lot of similar-sounding bands getting big at that
timme, like Panicat the Disco and My Chemical Romance, butthey
were all male-fronted,” says James Montgomery, rock editor at
MTV. “When Paramore first came up, people were saying, ‘You
have to see this girl with the bright red hair.” She’s a firecracker.”

The band was also making in-roads at retail through a part-
nership with mall staple Hot Topic (see story, page 14). “We
presented ‘Riot! to them right before it came out, and they gave
us some cool opportunities,” Williams says.

Paramore partnered with the store to create promotional
hangtags on exclusive T-shirts prior to the release of “Riot!”
Customers could download exclusive digital content only when
they purchased the T-shirt; the content was redeemable online
through unique codes on each T-shirt’s tag. The band set up
specially priced music and merch bundles with Hol Topic where
customers can purchase a Paramore T-shirt and an album for
a discounted, “bundle only” price of $20.

The relationship with the retailer has grown since then. To pro-
mote its contribution to the “Twilight” soundtrack, Paramore did
an in-person appearance with the film'’s cast and a live perform-
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ance in Los Angeles that Fueled
by Ramen and Hot Topic put
together. Customers had to pur-
chase “Twilight™-inspired band
T-shirts in order to gain entry
to the performance.

While some claim the 360
model limits what a band can
do with its merch, Paramore’s
success with Hot Topic
demonstrates this isn’t always
the case. Since Hot Topic has
played such anintegral role in
the band’s development, it
begs the question—why not
justsign a direct deal with the
retail outlet?

“In this day and age you
need multiple partners,” Mer-
cado says. “Hot Topic has been
great, but if you're talking an
exclusive partnership or any-
thing like that, I almost think
it would slow things down.”

And slowing down, for
Paramore, isn’t an option. The
band finished 2007 on the
road and spent most of 2008
in its bus, crossing the coun-
try and the world.

BRAND-NEW DAY

As 2009 dawned, Paramore
stood atop the charts as part
of the “Twilight” soundirack.
The band’s involvement in

the hysteria-provoking vam-
pire flick was a direct result
of Williams’ love for the
soapy series of novels on
which the movie is based. “I
got all the books for Hayley
to take to London with her,
because I’d been hearing so
much about them,” Janick
says. “These 1things are
huge; I thought they would
keep her going for a while.
And a week later she called
me and said that she ab-
solutely had to do a song for
the movie. | think she said
she read the first book on the
plane, and she just devoured
them. We sat down with At-
lantic and [music supervisor]
Alex Patsavas and made it
happen.”

“It was out of the blue for
us,” Williams says. “And then
the next thing we know, ‘De-
code’ [from the soundtrack]
was charting really high on
iTunes and the soundtrack
went platinum. So they gave
us plaques for ‘Twilight.’
Then it went double-plat-
inum, so they had to change

the pluque. We were kind of

like, ‘Really? This is awe-
some!” ” The track has sold
850,000 downloads, accord-

ing to SoundScan.

And while the band’s “Twi-
light” track hit the bull’s-eye
with the teen market, Para-
more’s camp knows that the
band will have to put in plenty
of work for the new album.
The groupis currently on the
road, opening for No Doubt
and trying out new material.

“We’re playing two new
songs, ‘Ignorance’ and “Where
the Lines Overlap,” ” Williams
says. “Our fans know all the
words to them, so they’re
singing along and having a
good time every night.”

But the carefully chosen
opening slot is more than a
chance for Paramore to test
out some new tunes. “I've
learned that there is a much
bigger audience tor Paramore
than I had previously
thought,” Janick says. “l went
to the show at PNC[Bank Arts
Center in Holmdel, N.J.] on
Friday and I went to the show
Saturday [at Long Island’s]
Jones Beach. It’s a different
crowd because you have No
Doubt—they were huge about
12 years ago, and their core au-
dience is a little older. It was
massive; it was probably be-
tween 15 and 20,000 people.”

‘IT FEELS LIKE WE'VE GROWN UP
A LOT, BUT THERE’S STILL THE
SAME CORE. AND I LIKE THAT,
BECAUSE WE ALWAYS WANT TO
PROGRESS AND GET BETTER.’

—HAYLEY WILLIAMS

According to Billboard
Boxscore, shows on the tour
from May 16 through June 17
have grossed $7,343,609, with
a total attendance of 196,410.
Of 12 shows during that pe-
riod, three were sold out.

“I just couldn’t believe the
entire crowd knew not just the
singles, but knew the other
songs off the records,” Janick
says. “When you go to
Paramore show, it’s nonstop
from beginning to end—3, 5,
6,000 people singing every
word to every song because it's
their core fans. But then I go
to this No Doubt show where
Paramore’s opening, and the
majority of the people there
still know the songs. Young
kids, teenagers, people in their
20s and 30s, they

The Magic
At The Mal

Even for bands that tour nonstop, maximiz-
ing merch during the off-season can be
tricky. Paramore wanted to make sure fans
could buy a T-shirt or wallet withiits logo
year-round and struck a deal with the
retailer Hot Topic to supply exclusive
content in exchange for prime place-
ment. For the band’s new album, CD sin-
gles for the track “Ignorance” are being
sold at all Hot Topic stores and bundied
with an exclusive Paramore T-shirt at a “bundle

only” price.

The band also is working with the store to produce
exclusive 7-inch vinyl picture-disc records, timed to co-
incide with each single’s release at radio. The records
will feature new singles as they’re released, as well as rare

bonus tracks.

Paramore previously has partnered with Hot Topic tore-
lease merch, from shirts to hats to books.

The Paramore “Tour Book,” sold in conjunction with last
year’s Final Riot tour, included handwritten notes from the
band members, individual profiles, exclusive tour photos
and a list of the names of fan club members who attended
meet-and-greets during the tour.

In addition, a knockoff of the hat that singer Hayley
Williams wore in the “Deécode” video was sold exclusively

through Hot Topic and the band’s Web store.

—CH

From top:
‘Decode’ knock-
off beanie,
Paramore hoodie,
Paramore purse
and the Final Riot
‘Tour Book’
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all get this band.”

But while the No Doubt
crowd might point toward a
strategy of inclusion in
Paramore’s marketing plan,
Atlantic co-chairman/COO
julie Greenwald points out
that the main targets will
continue to be Paramore’s
young base.

You need to remember
there are 20 million teen-
agers in this land,” she says.
“When we hit 1.5 million al-
bums sold, there were obvi-
ously a lot more people on the
Internet that streamed our
music, listened to our music,
maybe stole our music, what-
ever. | think, hopefully, peo-
ple have gotten to know
Paramore now and will make
the leap and buy the album,
and [ think that’s going to ex-
pand it. T don’t think I need
to go find a 40-year-old
woman or a 40-year-old man
to expand my base.”

For her part, Williams also
thinks going to a whole new
crowd would be a mistake.
“The new record still sounds
like Paramore,” she says. “It
feels like we've grown up a
lot, but there’s still the same
core. And I like that, because
we always wanlt to progress
and get better. At the same
time we don’t want to alien-
ate our fan base.”

“Ignorance,” which Wil-
liams says bridges the gap be-
tween “Riot!” and the new
album, will serve as the first
single. The song mixes the
more gothic elements of the
band’s “Twilight” track with
the howling that was so preva-
lent on “Riot!”; it’s been char-
acterized as a breakup track.

MTV’s Montgomery says
that he sees Paramore’s new
album as the MySpace gener-
ation’s version of Fleetwood
Mac’s “Rumors.”

“When I mentioned that to
the band, they laughed, be-
cause they told us that’s what
they were going for,” he says.
“With less drugs, of course,

and without the romanticen-
tanglements. But it’s defi-
nitely a breakup record on
some level.”

Williams also says that the
album was a way for her to
work through Paramore’s
sometimes-public feuding,
including one argument that
led to a string of canceled
tour dates.

“It was tough for me to say
some of the things | say in it,
because [ knew some of the
guys were going to hear it,and
it was about our band,” she
says. “I was kind of embar-
rassed and didn’t know how
they would take it. But once all
those words were out on the
table, it gave us the opportu-
nity to hash through our prob-
lenis and internal struggles
that we had been facing. At
one point we were hangingon
by a little piece of thread. We
had to rebuild things and
we're still rebuilding things.
This record is a log of that.”

Janick says that for “Eyes”
the band will sella T-shirtand
CD single through its partner-
ship with Hot Topic and will
tollow up with a 7-inch and an-
other T-shirt a month later.
There will be three versions of
the album: a standard album
an album with five acoustic
bonus tracks and a deluxe
package with a poster, DVD
and color vinyl that will sell for
$39.99. The band’s Web site,
Paramore.net, will relaunch,
and the band will shoot a video
for “Ignorance.”

And then, of course, the
band will go right back outon
the road. “We're going to start
off playing smaller venues
than normal, 1,500- to 3,000-
seaters in 20 U.S. cities in the
fall,” Mercado says.

Or, as Williams puts it,
“Even if the record doesn’t sell
anything, I'still want to go out
and know [ can play for kids
every night.”

Additional reporting by
Mitchell Peters.
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DEMONICA OROZCO

BRYAN: KRISTIN BARLOWE; BLK JKS

AN

GOAL

As the final quarter

approaches the stars will
hit the field: There are
dueling divas (Mariah
Carey, Whitney Houston),

lovely Latin ladies

(Shakira, Nelly Furtado)
and the biggest names in

rap
Jay-Z,
will

(50 Cent, Dr. Dre and

at least one of whom
have an album come

out). Look closer, and
you'll also see that the
traditional playbook has
been thrown out: Pearl
Jam is releasing an album
on its own label, Alice in
Chains has a new singer,
and the once-unknown
“American Idol” finalists
may beat them all. But
whether you've got money
on Leona Lewis or Adam
Lambert, one thing is
certain—the industry
would love to close out the
year with a touchdown.

BY CORTNEY HARDING

SEPTEMBER
MARIAH CAREY,
‘MEMOIRS OF AN
IMPERFECT
ANGEL’

(Island Def Jam, Aug. 25)
The multiplatinum singer
says the album’s title reflects
how “each songis almostan
intimate conversation or
entryina private diary. A lot
of the songs reflect a differ-
ent time in my life than
where [ am right now, in-
spired by actual events in my
life, movies or stories from
my close friends.” Carey
calls the album a tribute to
the late R&B singer Minnie
Riperton, whose own mul-
tioctave range was “so influ-
enlial in my singing style.”
“Obsessed,” the firstsingle,
already set another record
for the singer: Its debut at
No. 52 on the Hot R&B/
Hip-Hop Songs chart
marked Carey’s best bow
on that list in 10 years. In
addition to the-Dream (“We
love having fun with lyrics”)
and Tricky Stewart (“One of
the most underrated major
producers”), who wrote and
produced most of the
album with Carey, she
worked with Jermaine
Dupri and Timbaland.

INGRID
MICHAELSON,
‘EVERYBODY’
(Cabin 24 Records/Original
Signal, Aug. 25)

Two years after her sopho-
more album, “Girls and

Boys,” charmed critics and
received a spotlight on
“Grey’s Anatomy,” Ingrid
Michaelson returns with a
new batch of lovably quirky
tunes. “Everybody,” set for
release on the singer/song-
writer’s Cabin 24 record
label, takes advantage of
Michaelson’s knack for
wordplay by focusing on the
possessive power of a rela-
tionship. While the joyful
title track should delight
fans of her breakoul single
“The Way I Am,” introspec-
tive songs like “The Chain”
channel the soft-spoken
power of Joni Mitchell over
swelling arrangements.

BLK JKS,

‘AFTER ROBOTS’
(Secretly Canadian, Sept. 8)
After an EP attracted the
attention of the indie label
Secretly Canadian, the four-
piece band BLK JKS (pro-
nounced “black jacks”) left its
native South Africa in Janu-
ary and headed for Blooming-
ton, Ind., to record its debut.
The band says it put its Johan-
nesburg roots front and cen-
ter as it crafied a collection of
dub-based prog rock tracks.
Following the success of
American acts influenced by
African rhythms, such as
Vampire Weekend and Ra Ra
Riot, “After Robots” marks the
culmination of the trend, with
songs like “Lakeside” and
“Molalatladi” offering spastic
percussion and multilingual
vocal chants.

JAY-Z,
‘BLUEPRINT 3’

(Roc Nation/Atlantic Records,
Sept. 11)

On theeighth anniversary of
the release of the first “Blue-
print” album, Jay-Z will re-
lease his 11th studio album,
“Blueprint 3,” on his new ven-
ture between his own Roc Na-
tion label and Atlantic
Records. Although details are
scant, Jay-Z says the album
was produced by Kanye West
and himself, with added pro-
duction from Timbaland and
No I.D. It will have 10-14
tracks, and, unlike 2001’s
more soulful “The Blueprint,”
the new effort will have a
more classic sound. “The peo-
ple of my generation like the
Ushers and the Kanyes and

MARIAH
CAREY

the Justin Timberlakes are be-
coming all those artists that
we looked up to—the Marvin
Gayes and the Sinatras,” he
says. “The music is new and
fresh, but | approached it in
a classic sense.” While it is
too early to say who will make
the final cut, Jay says he has
collaborated with MGMT, Kid
Cudi, Drake, Rihanna and
Mr. Hudson.

MUSE, ‘THE
RESISTANCE’
{Warner Bros., Sept. 14)
Muse’s 2006 studio set “Black
Holes and Revelations” sold
almost 3 million copies world-
wide, but John Reid, the Lon-
don-based CEO of Warner
Music U.K. and Continental
Europe—and one of the few
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people to have heard the
album—says the follow-up
will do even better. Recorded
atsinger Matt Bellamy’s home
studio in Como, Italy, the self3
produced set retains the U.K.
band’s penchant for heavy
guitar rock, soaring falsetto-
pitched vocals and grandiose
orchestration, Reid says, but
is “more ambitious” in scale
and scope. Bellamy has said:
“The Resistance” is heavily in4
fluenced by classical music,
while Reid describes it as “a
big rock record with electron
ics and strings.” A track list{
ing isn’t yet confirmedj
although the band announced
through Twitter that the song
“United States of Eurasia”
would appear on the record.

DAVID GRAY,
‘DRAW THE LINE’
{Mercer Street/Downtown
Sept. 22)

After a four-year hiatus, the
British singer/songwriter
David Gray is back with a
new set, his first on the indie
label Downtown Records.
Gray waited until after he
finished recording to sign a
label deal. “I feel completely,
bulletproof with this,” h:
says “It shines the light on
facets of me as a performer,
a writer and a singer that [
haven’t perhaps illuminated
as brightly enough for along
time.” The album retains the
slow, melancholy, atmos-
pheric tone he set on earlier
albums, best represented on
the lovelorn piano track
“Fugitive.” Elsewhere,
“Nemesis” tells the story of
a man fighting with himself,
while “Draw the Lin2” ex-
horts the narrator to take a

®
.
.
L
s
L]

stand. Annie Lennox guests
on “Full Steam Ahead,” and
Jolie Holland lends vocals
to “Kathleen.”

MONSTERS OF
FOLK, ‘MONSTERS
OF FOLK’

(Shangri-La, Sept. 22)
After touring together and
dubbing their run the Mon-
sters of Folk tour, Conor
Oberst, My Morning Jacket’s
Jim James and M. Ward de-
cided to head to the studio
and lay down a collection of
collaborative tracks. “There’s
lots of harmony and lots of
songs where we trade verses,”
James says. “It’s pretty fun for
us to get in that beginner’s
[frame of ] mind again. You
can feel a lot of that energy on
there—trying to keep the
wheels from flying off the
cart.” James also credits pro-
ducer Mike Mogis with mix-
ing the three diverse voices
together. Standout tracks in-
clude “Dear God (Sincerely
M.O.F.),” which recalls early-
"80s adult standards radioand
the country-tinged “The Right
Place.” The harmonies on
“Man Named Truth” sound
straight from the “O Brother,
Where Art Thou?” era, and
“Magic Marker” is a stunning
and tragic portrait of an alien-
ated youth.

FIVE FINGER
DEATH PUNCH,
‘WAR IS THE
ANSWER’

(Prospect Park Records
Sept. 22)

The metal band Five Finger
Death Punch’s July 2007
debut, “The Way of the Fist,”
took a mighty whack at the

charts, with its catchy riffs and
brutal lyrics resulting in three
Mainstream Rock hits and a
late-breaking Billboard 200
peak at No. 107 in August
2008. The teaser track “Burn
It Down” from “War Is the An-
swer” upholds the sonic fury
of “Fist,” while the band also
delivers a lean cover of Bad
Company’s “Bad Company.

“We wanted to do a diverse
record where every song
should have a balance of
melody and heaviness,” gui-
tarist Zoltan Bathory says of
FFDP’s debut. “We didn’t re-
ally want to change anything
on the second album. We
wanted to keep the balance of
all that [because it was now our
sound]. We just wanted to do
an even bigger production.”

LYFE JENNINGS,
‘SOONER OR
LATER’

(Jesus Swings/Asylum/
Warner Bros., Sept. 22)
Lyfe Jennings says his first
project for Asylum/Warner
Bros. is his “greatest album
and also miy last.” He says he
needs to play a bigger part in
the lives of his three children
and wants “to spend the ma-
jority of my time writing and
developing other artists”
through his imprint, Jesus
Swings. But before he goes,
he’s leaving fans with a new
album that’s more upteinpo,
but comparable to his three
prior Columbia releases,
which centered on life and re-
lationships. Jennings collabo-
rated with producers Polow Da
Don, Mario Webber and the
Trackboyz, the last of whom
produced the album’s first sin-
gle, the midtempo groove
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“Haters.” In discussing the
song’s theme, Jennings says,
“I'mjustletting the haters out
there know that they can waste
their time hating on me. But
I'm notabout that. Everything
is still all right with me; I'm
moving forward.” Guests on
“Sooner or Later” include
Keyshia Cole, Ludacris, An-
thony Hamilton, Fabotous and
Bobby Valentino.

NELLY FURTADO,
‘MI PLAN’

(Universal Music Latino,
Sept. 29)

Nelly Furtado’s previous Span-
ish-language albums have in-
cluded duets with Juanes and
Calle 13. She’s charted twice
on the Hot Latin Songs tally,
once with her Juanes duetand
once with her hit “Promiscu-
ous.” For her new all-Spanish
album, she’s collaborating
with Josh Groban, pop/re-
gional Mexican star Alejandro
Fernandez, tropical star Juan
Luis Guerra, alt-pop singer/
songwriter Julieta Venegas,
Spanish rapper Mala Ro-
driguez and jazz-flamenco act
Concha Buika. Alex Cuba, a
Cuban singer/songwriter liv-
ing in Canada, co-wrote the
soaring, high-energy first sin-
gle, “Manos Al Aire,