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Steven Paul Jobs

1955-2011

hat a man who never played an instrument or so much as sang a note pro-

fessionally could be considered one of the greatest rock stars of this genera-

tion speaks to the impact that Steve Jobs had on the music industry and the

legacy he leaves behind.

At a moment of perilous transition for the recording industry, Jobs emerged

as a bold and innovative leader. He rolled out the first handheld digital media player to

go mainstream. He negotiated licensing deals with major-label executives to launch the

first successful—and now market-leading—digital music store. And when things got

contentious with his label partners, he reframed the debate by going straight to the mu-

sic-buying public with a well-timed interview or blog post, accusing labels of “getting a

little greedy” in 2005 when they wanted to raise prices at iTunes, or calling on them in
2007 to drop digital rights management (DRM) restrictions on downloads.

By dint of his strategic brilliance, an unerring sense of what consumers want and a
lamentable lack of viable alternatives being generated by other music and technology
companies, Jobs became by default the principal architect of the recording industry’s
digital strategy, mapping out the way forward.

“We needed something compelling
that the consumer would embrace,”
recalls Paul Vidich, who was Warner
Music Group executive VP when Apple
launched the iTunes Music Store in
2003. “Jobs and Apple using our con-
tent created a compelling format and
permanently altered the relationship
between fans and music. He did it at
a moment in time when there was a
lot of chaos in the market.”

Al Smith, former senior VP for Sony
Music Entertainment, agrees that Jobs
played a pivotal role in the development
of the digital music market. “Before
Jobs, we couldn’t agree on anything,”
Smith says. “We couldn't talk to each
other. .. It took someone like Jobs asan
outsider to deal with everybody.”

Jobs was also an avid music fan. Ac-
cording to former Apple employees,
his involvement in the music indus-
try was a labor of love. He was per-
sonally involved in not only creating
the iTunes digital retail system itself,
but also in acquiring the music catalog
he himself wanted to hear and make
available on it. The most high-profile
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example was his success in finally per-
suading the Beatles in 2010 to drop
their resistance to make their catalog
available for download.

But there were many more such
cases of his personal involvement.
He convinced Dr. Dre to make his
catalog available digitally. He negoti-
ated directly with Bono, Jimmy lovine
and manager Paul McGuinness at his
kitchen table for the U2 iPod in 2004
(see page 23). He invited the acts he
liked to perform at Apple’s many spe-
cial media events. And, of course, Ap-
ple’s TV ads became a powerful pro-
motional platform for recording acts
ranging from Feist to U2 (see page 20).

RETURNING TO APPLE,
LAUNCHING THE IPOD
Jobs didn’tassume the mantle of digital
music trailblazer until the remarkable
third act of his storied business career.
After starting Apple Computer in
1976 with Steve Wozniak and Ron-
ald Wayne, Jobs helmed the company
through its celebrated success with
the pioneering Apple 11 and Macin-
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school photo,

tosh personal computers before being
ousted from the company in 1985. He
went on to build two other companies
that would further cement his legacy:
computer platform developer NeXT
and animation studio Pixar. NeXT
was acquired in 1996 by a then-trou-
bled Apple, in a move that eventually
brought Jobs back to the company he
had co-founded.

Four years after his return, Jobs led

BY ANTONY BRUNO AND KYLE BYLIN

Apple—and, as it turned out, the en-
tire entertainment industry—into a
new frontier with the 2001 launch of
the iPod, a digital music player that
put “1,000 songs in your pocket,” as
Apple touted at the time.

Initial reaction to the $400 device
wasn’t wholly positive: Some critics
joked that its name was an acronym
for “Idiots Price Our Devices,” a ding
on its premium price.

Much of this derision stemmed
from the fact that the market for MP3
players was pretty much a dud. The
original Napster had introduced music
fans to digital downloading, but for
most consumers, those downloads re-
mained on their computers, with only
the savviest digital users dealing with
the clunky experience of transferring
song files to a portable player.

But what Apple designed in the iPod
was nothing like the devices cluttering
the market to date. It was intuitively
designed, looked beautiful and had a
cooler name. And it worked great with
Apple’s music management software
program iTunes (which wouldn’t be-
come a retail store until 2003).

The combination was slick, easy
and exactly what digital music fans
were looking for. Jobs always stayed fo-
cused on what made sense for consum-
ers, says Cameo Carlson, head of digital
business development for Borman En-
tertainment and a former label relations
and music programming manager at
Apple: “What does that consumer want?
What do they need? How do they use
products and services? And | think
that’s what makes him very different.”

The iPod/iTunes ecosystem was
warily received by the music business.
Labels interpreted Apple’s 2001 “Rip.
Mix. Burn.” advertising campaign to
promote iTunes as an attempt to le-

gitimize all the illegally downloaded
music that consumers had on their
hard drives.

Moreover, the iPod’s eventual domi-
nance of the MP3 player market made
it difficult for rivals to mount an effec-
tive challenge.

“The iPod became so ubiquitous
that no other device sold in the mar-
ketplace,” says Larry Kenswil, former
president of Universal Music Group’s
eLabs division. “Because no other
devices sold, no other formats could
get a foothold in the marketplace . . .
Once the iPod spread and became the
music player of choice, the marketplace
for Rhapsody and the latter-day Nap-
ster became very small because [they
weren't compatible with] the player that
people already owned.”

But working with Apple also reaped
benefits for labels, as the company
used iPod ads to showcase hip new
music. The first ad featured the Pro-
pellerheads, while the Black Eyed Peas
got their first big break with an Apple
synch placement for “Hey Mama.”

But the bigger impact was on how
fans suddenly began interacting with
music. [Tunes helped popularize the
idea of making playlists for different
occasions. And the shuffle feature
helped them rediscover tracks other-
wise long forgotten in the depths of
their music library. Of course, this was
just the beginning.

LAUNCHING ITUNES,
USHERING IN ERA OF
DIGITAL MUSIC RETAILING
It was in the creation of the iTunes
Music Store that Jobs’ personality and
negotiating style really made a differ-
ence. Labels at the time saw the iPod as
a way to listen to illegally downloaded
music on the go. They were casting



STEVE JOBS in 2006
during a press event at the
Yerba Buena Center for the
Arts in San Francisco.

For more coverage of
Steve Job's iegacy, and
the complete interview
with U2 manager Paul
McGuinness (see page
23), go to Billboard.biz.

“He stepped past everything going on and
put together a way to deliver music
without worrying about compatibility
problems. He forced the industry to
follow. He ended the bullshit.”

—AL SMITH, FORMER SONY MUSIC
ENTERTAINMENT SENIOR VP
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about for a legitimate way to sell music
digitally, and all their internally built
efforts were failing.

Given the desperation in the air, Jobs
didn’t need to turn on the charm too
high to get them onboard. He simply
presented himself as the answer to their
problems, and the rest took care of itself.

Former Warner executive VP Paul
Vidich recalls an early meeting with
Jobs, who rocked back and forth in his
chair in obvious frustration as he lis-
tened to Warner execs explain their dig-
ital plans. “I don’'t want to talk about
what you guys are doing,” Vidich re-
calls Jobs finally saying, noting that he
began to say, “You guys have always had
your head up your,” but diplomatically
opted not to finish his sentence. Warner
was ultimately the first major to strike
a deal with iTunes.

The industry as a whole was so mes-
merized with the slick interface and
intuitive navigation of iTunes that the
implications of the terms it demanded
didn’t immediately appear obvious.

For the traditional music industry,
the 99 cent per-track price point—de-
bundled from the album-—gave con-
sumers less of a reason to buy albums.

While digital tracks were growing,
they didn’t make up for the decline in
album sales in both digital and physi-
cal formats, leading many in the music
business to question the logic of the tran-
sition, even if it was an inevitable one.

Even more interesting is the effect
this had on other digital music services.
The deal Jobs struck gave 70% of each
sale to the labels and publishers, with
Apple keeping only 30%. That’s a thin
profit margin, but Apple didi’t care—it
could afford to run iTunes on a break-
even basis while it raked in the cash
from the iPod.

Other digital music services didn’t

STEVE JOBS hugs JOHN MAYER
following the artist’s performance
at Macworld 2007 at the Moscone
Center in San Francisco.

music failed because there was just no
margin there. That was what got the
labels onboard. He made it such that
there was no way for anybody else to
make any money, and that gave Apple
a huge portion of the market share.”
Then there was the issue of DRM,
insisted on by the labels, the ramifica-
tions of which grew far beyond what

“Jobs and Apple, using our
content, created a compelling
new format and permanently
altered the relationship

between fans and musice.”
—PAUL VIDICH, FORMER EXECUTIVE VP,

have that luxury. They had to make that
same deal that Apple was giving, only
without the benefit of a brisk hardware-
selling business to offset the losses.
“He made it very difficult for any-
body else to be a retailer of digital music
because the margin structure that was
set up was very advantageous for labels
and very disadvantageous for anybody
else,” says Dave Goldberg, founder of
Launch.com and former head of Yahoo
Music. “All the others who tried to get
into the business of selling digital
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they could have ever predicted. Apple’s
DRM implementation used a propri-
etary system called FairPlay, which
worked only within the ecosystem of
Apple’s devices. The company refused
to license it to other digital retailers,
meaning ahy music bought in DRM
form from those services wouldn’t play
on the iPod. This was particularly frus-
trating for subscription services.

At the time of the iTunes negotia-
tions, Apple accounted for only about
5% of the personal computer markel.
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Thanks to the success of the iPod and
the restrictions of DRM, Apple soon
captured an estimated 80% of the digi-
tal music market.

But to just look at revenue splits and
user interface designs isn’t enough to
fully appreciate what Jobs brought to
iTunes. His mere opinions helped
shape the market by what he didn’t do
as much as what he did.

Take subscription music. Jobs from
the very beginning looked down on the
model, because he didn’t personally
think that’s what consumers wanted.

“He probably had a role in the slow
development of the streaming business
by criticizing it with some frequency,”
former Napster CEO Chris Gorog says.
“Days after [Napster’s rebirth as a legiti-
mate subscription service], Apple put
out a press release comparing iTunes’
great success versus Napster 2.0's still-
developing opening numbers. Jobs tol-
lowed this by giving media interviews
explaining that ‘nobody wants to rent
music’—attacking Napster’s subscrip-
tion model. This was like the hare cir-
cling back to jump up and down on
the turtle. It made us mad, and then
it made us laugh. He was awesome.

JUMP-STARTING THE
SMARTPHONE MARKET

The debut of theiPhone in 2007 revolu-
tionized the mobile business, both from
the perspective of hardware manufac-
turing (particularly with its touchscreen

interface), but more importantly by the
way content is acquired through them.
The App Store model largely removed
wireless carriers from the content re-
tailing equation, allowing developers,
service providers and media/entertain-
ment companies to reach mobile con-
sumers directly.

It also had a profound impact on the
digital music business by essentially
mobilizing any service that could cre-
ate an app. Before the iPhone, custom
Internet radio, subscription music
and music-1D companies, among oth-
ers, had yet to find their legs and their
lack of mobility inhibited their ability to
grow. To take mind share away from es-
tablished players like commercial radio
and TV, make accessing music as com-
pelling as owning it and, ultimately, let
users identify songs while they're out,
these services needed a connected de-
vice that enabled users to take their ser-
vices on the go.

And the iPhone turned out to be ex-
actly that: the platform that freed Web-
based music services from the chains
of a computer and make them mobile.
Due to the frenzy surrounding the
device and the subsequent app down-
loading craze, mobile usage of Pan-
dora, Slacker, Rhapsody and Shazam

skyrocketed, reinvigorating users with
a sense of enthusiasm for music.

Once mobile, Pandora and Slacker al-
lowed listeners to take the customized
stations they made online and take them
places they hadn’t been experienced be-
fore. For many new users, this may have
been the first time they'd ever heard a
radio station tailored to match their
tastes and one that they could give feed-
back to in real time. The popularity of
these services caught the attention of ter-
restrial radio giant Clear Channel, which
recently rolled out the ability to create
custom channels on its iHeartRadio app.

Where all of this leads remains to be
seen. Apple can be expected to remain
an innovator. But it will now have to
soldier on without Jobs’ charisma and
his ability to cajole media and enter-
tainment chieftains to venture out into
new terrain.

“He stepped past everything going
on and put together a way to deliver
music without worrying about com-
patibility problems,” former Sony exec
Smith says. “He forced the industry to
follow. He ended the bullshit.”

Billboard chart manager Kyle Bylin
(@kbylin) oversees the social/streaming
media charts.

For moreon SteveJobs and his impacton the

music industry, turn to page 21. >
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Rednecks
Conquer Europe

Rebel rock band Black Stone Cherry

clicks on overseas stages

lack Stone Cherry would seem an un-

likely candidate to become a European

rock festival mainstay, given its roots in
backwoods Kentucky. But during the past few
years, the band has played the Download Fes-
tival in Donington, England; Rock Im Park in
Nuremberg, Germany; and the Metalway Festival
in Zaragosa, Spain; and it headlines at midsize
rooms across continental Europe and bigger ven-
ues in the United Kingdom.

“Three, four albums in, and the U.S. is starting
to catch on to what we're doing when England has
been with us since day one,” vocalist Chris Rob-
ertson says. “ don’t know what it is about a bunch
of rednecks that they love over there so much.”

Robertson, bassist Jon Lawhon and drum-
mer John Fred Young started BSC in the same
Metcalfe County practice house that spawned
the Kentucky HeadHunters. “When the three
of us were playing, it was covers and blues jams, it
wasn’t any heavy rock’n’roll until we got this guy,”
Lawhon says, referring to guitarist Ben Wells.

Wells lived down the road in Glasgow, but
had trouble finding bandmates as serious about
music as he was. He was nervous when he first
showed up at the practice house, but he shouldn’t
have been; he had gear. “Chris and | were using
little combo amps and John Fred was playing his
uncle’s double-kick Sonar OE75,” Lawhon recalls.
“Ben shows up with a 412 cabinet, a 212 combo
amp, three guitars, and we're like, ‘This dude’s
ready to tour

The HeadHunters’ Richard
Young, father of BSC’s John Fred,
took an interest in the band and

£
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Blame it on the boom boom: Black Stone
Cherry’s BEN WELLS performing in June
at the Download Festival in England’s
Donington Park.

came out in June 2006 and BSC hit the road
in a six-passenger Yukon the members bought
with $45,000 left over from their recording bud-
get. The group toured with Saliva, Buckcherry,
Staind, Three Days Grace and Hinder, and
moved up to a bus within a year.

BSC first hit Europe in 2007,
touring in a six-bunk “short bus”
that came with a driver who alter-
nated between yoga and cocaine.

Road

booked it at biker rallies normaily
reserved for classic rock and edgy
country acts. The group managed
to find shows in neighboring
states and as far north as Michi-
gan, with Wells’ father often driv-
ing the group around in a van.

While still in high school, the BSC members
developed a plan to get gigs. “We'd look up all the
bands we were into, go to their websites and look
at their tour dates, and if they were anywhere near
us—say, within 200 miles—we’d write down the
club, go to the club website, find out who the pro-
moter was or the contact, write them all down on
a sheet and then come down here to the practice
house and call these clubs and ask if there was
any opening bands,” Wells says. “Sometimes it
worked, sometimes it didn’t.”

One time it did work was when Shinedown,
a band that everyone in BSC admired, played
Elizabethtown, Ky., about 40 miles away. Rich-
ard Young finagled the band a slot on the show,
and Shinedown took a liking to BSC. Former
Shinedown guitarist Jasin Todd turned on man-
ager Bill McGathy at [n De Goot Management
in New York to BSC. Suddenly, there were New
York showcases and label interest.

McGathy had heard enough to convince him-
self to visit the practice house on his own. He
signed Black Stone Cherry to a management con-
tract, and a record deal with Roadrunner soon
followed. The debut album Black Stone Cherry
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Before long, BSC was a big deal
overseas, which surprised the
band. “I expected the Southeast
and Midwest to be the first true

RAY
WADDELL

explosion for us,” Lawhon says.
“But it happened in the UK.

The development of BSC isn’t
unlike Nashville-based Kings of Leon, who
broke big in the United Kingdom and Europe
well before getting stateside traction.

Today in Germany, BSC headlines up to
1,500-capacity rooms, and the band plays to 500-
800 seats across the rest of Europe. “But when
you get to England, Scotland, Wales and Ireland,
it’s 2,500-4,500, on our own, selling them out,
Robertson says.

BSC just completed the Carnival of Madness
tour, and on Oct. 20 starts opening for Alter
Bridge in continental Europe, then co-headlin-
ing in the United Kingdom. The act is booked
by Steve Kaul at the Agency Group, while X-Ray
Touring handles Europe and the United Kingdom.

And if the growth trajectory is less than
straight up, that’s fine. “As long as fans keep
coming, the slow, steady pace, as long as it's going
up, is great,” Young says. Wells adds, “It’s the old
tortoise and the hare thing.” .

The Billboard Touring Conference & Awards will be
held Nov. 9-10 at the Roosevelt Hotel in New York.
Formore information and to register, go to billboard-
touringconference.com.

TY IMAGES



Fax: 615-793-2891. Email' bob.allen@billboard.com. For research and pricing. call Bob Allen. FOR MORE BOXSCORES, GO TO BILLBOARD.BIZ.

Copyright 2011 Prometheus Global Media LLC. Boxscores should be submitted to Bob Allen in Nashville. Phone: 615-793-0466.

Igox_schEﬁgngeﬂ _Grosses

GROSS/ ~ ARTIST(S) Attendonce If You Own or Control Exclusive Rights In Sound
P 510002224 Recordings and/or Musical Compositions That Were

B, croricor Cllcie Al P G, SR Transmitted By Sirius Satellite Radio During the
sisasons  RasiWCAACLALERCLIS LT Time Period November 1, 2005 - August 26, 2011

$185/$50 Zilker Park, Austin, Sept. 16-18 C3 Presents

three days
$5.371167 THE BIG 4: METALLICA, SLAYER, MEGADETH, ANTHRAX Your Rights May Be Affected and You May Be Entitled To a Benefit
$225/$90 Yankee Stadium, Bronx, N.Y., 41,762 B0 e s Notice of Class Action Settlement and Right to Opt Out

ept. sellout

$3,123,470 RED HOT CHILI PEPPERS, FOALS Purpose: This is intended to provide the Court has found that Sirius violated

7]
=S
=

%’?ﬁl‘;;?:) g;:)atdi& Nacional, Lima, Peru, zgig“j’ Evenpro/Water Brother notice to members of a class action the law. To resolve the claims against it,

$2872945 [ECLTULT settlement in the action Nota Music Sirius has agreed to pay $2,224,133 and

$500/5250/ e Colosseum at Cagsars Palace, 16,694 T Publishing, Inc., et al. v. Sirius Satellite has agreed to remedial and other relief as
Las Vegas, Sept. 28, 30, Oct.1-2  four sellouts Radio, Inc., 06-cv-6307 (AKH) set forth in the Settlement Agreement.

a?é?)zgs'g%gaag (S.D.N.Y.), pending in the U.S. District AS IS SET FORTH IN THE
$278.76/$5575 é;;??z;:mhembl, Sao Paulo, %‘ggé Evenpro/Water Brother, XYZ Live Court for the Southern District of New SETTLEMENT NOT]CE, IF
$2:475,532 York. If you are a member of one of the ' yYOU DO NOT TIMELY SUBMIT
:%S.ég]/ssos/‘tso O = Alleen )| 12,428 e seen IVEINGtog Settlement Classes, it advises youof your A WRITTEN NOTICE TO OPT
52283350 igh (0 cither paricipate In or oxclude OUT O * THE SETTLEMENT,
e Parque Simon Bolfvar, Bogots, 19,654 e TR yourself from this class action. YOU WILL BE BOUND BY THE

TERMS OF THE SETTLEMENT

EYADEWAIEEE KATY PERRY, NATALIA KILLS How Do | Know If | Am a Class AGREEMENT. IF YOU CHOOSE

(3924150 reais) "“cp,;cara do Jockey, Sao Paulo, 22,784 Evenpro/Water Brother, XYZ Live o & .

$24147/35366  Sept. 25 24500 2 4 Member? The Settlement Classes TO EXCLUDE YOURSELF FROM

AU JUDAS PRIEST, WHITESNAKE include all persons or entities who own THE SETTLEMENT, YOU WILL

%ggzé‘};‘]g;gz éer;rt\.alénhembi, S30 Paulo, 18.093 T4F-Time For Fun or cont_ro] (in whole or in part) exclus_ive NOT BE ABLE TO SHARE IN THE
rights in at least one sound recording SETTLEMENT PROCEEDS, AND

;33:2;165311?2@4@) and/or musical composition transmitted YQU WILL NOT BE BOUND BY
$139.29/$113.94 Australia.Sept.z'A ! 10967 GicKianueiEntertainment by the Sirius Service at least one time ORDERS OF THE COURT.
s1304800 B Bl AT e R s

$19016/32852  mroen s enys Horizonte, 21,366 50000 Evenpro/water Brother, XYZ Live through August 26, 2011. You may refer What Steps Should | Take If |
$1.206,870 to your SoundExchange, ASCAP, BMI or - Want to Opt Out? The Court will

Saoroosojasen) Estadio Nacional de Costa Rica, 20716 N T s SESAC statements to determine whether = exclude you from the Sound Recording
$1 616 446 as' 'ca' i : or not sound recordings and/or musical = Seqtlement Class and/or the Musical
00186 compositions you own or control were  Composition Settlement Class only if

(31001861 Canadian)

General Motors Centre, Oshawa, 7,327 i : [ - ] .

$153.70/$9283  Ontario, Sept. séliout Eibg UGN GlobaliSRecup transmitted by the Sirius Service during  you make a written request for exclusion,
L1 v SERTANEJO POP FESTIVAL: GUILHERME AND SANTIAGO & OTHERS the relevant period. which must be postmarked and mailed
(LS99.015 reais) " cpicara do Jockey, S50 Paulo,  18,25128.000  Eyenpro/Water Brother, XYZ Live . . , A ~ .
$184.47/33075  Aug. 13-14 two shows DIO/S! g You may review or obtain the formal to the address below by no later than
$949,196 FOO FIGHTERS, RISE AGAINST, MARIACHI EL BRONX Settlement Notice by going to November 25, 2011. You must supply
§§3:§8’*“9'5°’ R Er i el 022 Metropolitan Talent Presents, Live Nation www.notaysirius.com. If you have not the following information with your

— ei S i opt out notice: (1) your name, address,
$928,390 KEITH URBAN, THE BAND PERRY recelve'd the formal Gettleme.nt Not!ce p ( ).y

AV A (8920972 Conadian) " paxall Place, Edmonton, Alberta, 12,731 . 5 by mail, then you must register with and phone number; (2) all trade names

$8518/$2016  Sept.21 ' ' 12750 Siveliation . L i = S

2 : the Settlement Administrator (The or business names and addresses that
(Ségg,gg GEORGE MICHAEL Garden City Group, Inc.) in order to the Settlement Class Member has used,
$120.68/$56.79 02 World, Berlin, Sept. 5 103278 e I oS ReteyRie gey receive future communications, Notice, as well as any parents, subsidi_aries or
$889,597 PEARL JAM, MUDHONEY and a Proof of Claim form. If you are affiliates; (3) the name of the action Nota

ggg,;mc.sr;dan) Rexail Place, Edmonton, Alberta, 15,673 P Torcslebrcons a member of one of both Settlement Music Publishing, Inc., et al. v. Sirius
$784.558 STELY ST T - 'Classes, you must ﬁl? a Proof of Claim = Satellite Radio Inc,, 07—Fv—6307 (AKH)
$195/$125/385/ . angThea", B et 7,555 10655 . in order to share in the settlement (S.D.N.Y.); and (4) a signed statement
45 8, 30, Oct. 1 thiee'snows  MSG Entertainment proceeds. The deadline to file a Proof of that “I/we hereby request that [/we be
$742,963 AARP PRESENTS TONY BENNETT’S 85TH BIRTHDAY Claim form is April 6, 2012. If you are excluded from the Sound Recording/

w
O
[
w

N
O,

$1.500/$49 Shdplee CEMa I OSPAngsles. 75388 Goldenvoice/AEG Live, AARP a member of either Settlement Class, Musical Composition Settlement Class

s i fers Kt o Clbn pue| {3 WoiapHio FRarioitns g, vl 3

;g;‘;%gﬁ?;;) Allphones Ar\ena, Sydney, Sept. 30 3‘1%%9 I.L.S. Presents Wl“ still be bound by the releases set Sirius Satellite Radio IHC" 07—CV-63€)7
: forth in the Settlement Agreement, and = (AKH) (S.D.N.Y.)” Your request for

gg:_%?éz_so y will be deemed to have waived the right  exclusion must be mailed to:

$49,50 A pisLsan ANtenio; ) Live Nation to object to the Settlement Agreement

In re Sirius Satellite Radio

$681,872 TIM McGRAW, LUKE BRYAN, THE BAND PERRY in any action or proceeding, including C e A
$6550/52550  Jlffy Lube Live, Bristow, Va, 15,604 Live Nation an appeal, if the Court enters an order opyright Litigation
i el ¢/o The Garden City Group, Inc.

approving the Settlement. You may
register online at www.notavsirius.com

$667152 DEF LEPPARD, HEART P.O. Box 9739

$59/$49/%$39 Minnesota State Fair, St. Paul, 12,698 P N : Al N i
it (30, 2 13.237 ilmesAF AR YL or by downloading and mailing your Dublin, OH 43017-5639

$664,852 TIM MCGRAW, LUKE BRYAN, THE BAND PERRY | completed  Registration Form t0 A Fairness Hearing will be held on

BAROTS N iesvile, ind duy 17 2EER ELSanon the Settlement Administrator at the janyary 9, 2012 at 10:00 a.m. before

TS DEF LEPPARD, HEART address below. You may also contact the Honorable Alvin K. Hellerstein at

$119/$89/$55/  “sprint Center, Kansas City, Mo., 8,637 T : the Settlement Administrator by ¢he Daniel Patrick Moynihan United

— s Roee S lephone at 1-888-885-9692

4 SADE, JOHN LEGEND telephone at 1-885-585-969.. States Courthouse, 500 Pearl Street,

636,494 , ) ]

$12750/52750  Erank Erwin Center, Austin, 8,476 Live Nation What Is This Lawsuit About? New York, New York, Courtroom

O oy (EPPARD HEART T Plaintiffs allege that Sirius, from on or 14D; to  consider the fairness,

(3623288 Caraca) 1O Canadian Ampitheatre, | 12,050 T about November 1, 2005 forward has, by = reasonableness, and adequacy of the

$9073/$29.90  Toronto, Aug. 16 16000 =10 virtue of its activities in connection with = Settlement Agreement.

o) DEF LEPPARD, HEART certain Sirius Recording Devices (which

$125/$79.50/ : . . . ‘ i
EE0 il i o el Pavilion] 11743 Live Nation are capable of making recordings from
$610,939 TIM McGRAW, LUKE BRYAN, THE BAND PERRY the Sirius Service). infringed and violated
$75.75/$30.25 USANA Amphitheatre, West 14702 T Plaintiffs” and members of the Settlement
AL AL TR LR — Classes’ rights under federal and New
$607118 PLACIDO DOMINGO, KATHERINE JENKINS York law. Sirius denies these claims

(3628588 Australian) Rod Laver Arena, Melbo 3,389 d - . . .
$B6B.77/$124.66  australia, Oct, 3 oo e 6444 B, (PRl The Court has not ruled on the merits of = Again, for more information, go to the

$599,052 TIM McGRAW, LUKE BRYAN, THE BAND PERRY Plaintiffs’ claims or the defenses asserted ~ website www.notavsirius.com, or call

$76/$23.25 e T e 25052 Live Nation by Sirius. This Notice does not imply that = 1-888-885-9692.

$592,389 DEF LEPPARD, HEART . e
;‘3295/‘579/1’59/ MGM Grand Garden, Las Vegas, ]75?16 Live Nation WWW. notaVSIrIUS.Com 1-888-885-9692

Sept. 4

Do | Need to Hire My Own Lawyer?
You do not have to hire your own lawyer.
But you can if you want to, and have
that lawyer make an appearance on your
behalf, at your own cost.

|

$585.213 BRUNO MARS
$85/%$55 Coliseo de Puerto Rico, Hato 8,183 Evenpro/Water Brother, Lincoln Road
Rey, Puerto Rico, Sept. 8 sellout Productions

@




Blazing His
OwnTrail

Pepe Aguilar readies string of pop and mariachi releases

While many artists are just
now changing the way they
do business, Mexican star
Pepe Aguilar did so more
than 10 years ago, when he
parted ways with Mexican
fabel Musart.

From that point on, Agu-
ilar—the son of legend-

ary Mexican
singer An- Latin
Notas

tributed indie Venemusic,

which last month released

Negociare Con la Pena, an

EP of pop tracks that feature

Aguilar’s oh-so-velvety voice

with acoustic guitars, organic

drums and percussion. Sony

will handle distribution of
the EP in Mexico.

The set was

produced by

Aguilar with

Cheche Alara

tonio Agui-
lar—recorded

with Sony,  LEILA
Univision coBo
Records and
EMI, releas-
ing both pop
and mariachi
albums that
amassed sales of 1.7 million
in the United States, accord-
ing to Nielsen SoundScan.
But all his label relation-
ships were licensing deals
that let him retain owner-
ship of his masters.

Now, Aguilar has struck a
slightly modified deal in the
United States and Puerto
Rico with Universal-dis-

4

and Chuy Flores

and mixed by

oy Humberto Gat-
Y tica (Josh Gro-
F ban, Andrea
Bocelli). Tracks

were penned by
longtime Aguilar collabora-
tor Fato, with Aguilar co-

>

writing two songs.

The seven-track collection
(the seventh cut is a remix)
is the first of several that will
be released in quick succes-
sion. For November, Ven-
emusic has scheduled a 12-
track compilation of mariachi
music, culled from Aguilar’s

previous recordings. Then,
another EP of new pop ma-
terial will come out in 2012,
followed by another compila-
tion of mariachi tracks.

As part of his Venemu-
sic deal, each of Aguilar’s
releases will be promoted
through an extensive TV
campaign on Univision-
owned networks—Univi-
sion, Galavision and Telefu-
tura—with which Venemusic
has partnerships.

“He’s a very versatile artist
in both genres,” says Jorge
Pino, VP of music for Venevi-
sion (which owns Venemu-
sic), who previously tried to
sign Aguilar to other labels
he headed.

Aguilar says he’s pleased
with the creative freedom
he has under the Venemusic
deal. “We're at a completely
different place now,” he says.
“I know what my music is
worth. I'm not looking for a
No. 1 [radio hit]. It’s not im-
portant anymore.”

Although TV is a major

focus of his new deal, he be-
lieves digital platforms are
just as crucial. To that end,
he’s also launched his own
social media company, Green
Dream Social, which has cli-
ents both in and outside of
the music industry.

Among Aguilar’s projects
is a reality music competition
show titled “El Rey del Maria-
chi” (The King of Mariachi)
that will launch in late Octo-
ber and seeks new singers in
the genre. Aguilar is asking
social media followers (close
to 350,000 on Facebook and
more than 600,000 on Twit-
ter) to submit audio or video
demos to his YouTube page.
His followers will pick final-
ists, and the ultimate winner

will get a one-year contract
with Aguilar that includes
opening all his North Ameri-
can shows and recording an
album on his label, Equinoc-
cio Records. Green Street will
provide all online presences.

Aguilar, meanwhile, is
planning a small tour of six
or seven stops before year’s
end. He'll perform new ma-
terial in an intimate set-
ting, much like he did for a
Walmart “Acceso Total” ses-
sion in August.

A maujor tour, he says,
will launch in 2012—one he
hopes will have his mariachi
winner in tow. ..

bi For 24/7 Latin news

and analysis, see
billboard.biz/latin.

Please Mr.DJ

EMI Music Mexico’s Vitamina imprint sees opportunity in remixes

Vitamina, the new compi-
lation-focused EMI Music
Mexico imprint, is embrac-
ing a do-it-yourself sensi-
bility despite its major-la-
bel parent.

The leading force be-
hind Vitamina is Pablo Ca-
marena, who has spent the
past 16 years in the music
business, doing everything

Mix master: ;
DJBSNO and
Vitamina’s

“Weekend 01” (inset)

20 BILLBOARD

from A&R to marketing
pop, dance and electronica
music in Mexico. Now he’s
parlaying his experience
into launching Vitamina.
Since EMI Music Mexico
is behind Vitamina, mar-
keting won’t take the tra-
ditional route, Instead, the
label will be promoted at
dance clubs, record stores

OCTOBER 15, 2011

and online social networks
tied to DJs, according
to Camarena, who owns
Presto Productions, a mar-
keting and consulting firm
in Mexico City.

Vitamina was born out of
Camarena’s work on vari-
ous projects with EMlin the
past two years. Launching
a dance label with access
to EMI’s extensive catalog
seemed like a no-brainer.

EMI Music Mexico man-
aging director Robbie
Lear says that he sees
the label benefiting from
branding opportunities,
sponsorships and—since
compilations aren’t gen-
erally full-blown record-
ing projects—a cost-ef-
fective operation.

Lear says the label will
take advantage of mer-
chandise tie-ins like T-
shirts, caps and mugs. He
also wants the music to be

heard in commercials.

In late September, the
label released its first
compilation: The two-disc
Weekend 07, featuring re-
mixes of David Guetta’s
“Gettin’ Over You,” Katy
Perry’s “Teenage Dream”
and Kylie Minogue’s “Get
Outta My Way.” But the
project also includes music
from Mexican DJ Bsno,
who was tapped to cre-
ate “Mi Amor,” an original
dance song. Collaborations
with other DJs from Latin
America are planned for
the future.

Music from Mexican pop
singers Anahi, Belinda and
Paty Cantu is also included
on the 28-track collec-
tion, which was mixed by
DJs Manzetti and Alex Ma,
among others.

biz

Vitamina’'s goal is tore-
lease eight to 10 compila-
tions per year, mostly built
around songs by artists
signed to, or distributed by,
EMI, but also with tracks by
independent DJs. The next
release, as yet untitled, is
scheduled to arrive near
the end of the year and will
also be spearheaded by Ca-
marena and Lear, as well as
label manager Alvaro Gon-
zalez and A&R representa-
tive Fernando Grediaga.
Eventually, Camarena says,
he hopes for Vitamina to
expand internationally.

“We want to break the
barrier between indie and
the [major] record label,”
Camarena says. “We want
to build a strong alliance
and have the best of both
worlds.”  —Justino Aguila

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

Go to billboardenespanol.com.

VAZQUEZ LEAVES
SONY MUSIC LATIN
Sony Music Latin longtime
director of national public-
ity Edith Vazquez has left her
post. Vazquez, who guided
press campaigns for Sony art-
ists large and small for 15 years,
hasn’t announced her future
plans. Her departure is the lat-
est in a series of changes at
Sony Latin. In August, Guill-
ermo Page, the label’s senior
VP of commercial and sales,
also left the company. Mean-
while, West Coast VP of A&R
and marketing Nir Seroussi
has been promoted to a senior
management position.

—Leila Cobo

PITBULL TO STAR

IN BUD LIGHT AD
CAMPAIGN

Pitbull’'s crossover appeal
has landed him a Bud Light
campaign that will include
digital, print and TV commer-
cials scheduled to launch this
month. The English- and Span-
ish-language ads are target-
ing a “multicuitural” audience.
Pitbull will sing “Bon Bon,” and
fans will be able to use their
Shazam app by holding up
their smartphones and tablets
to their TVs to activate extra
footage featuring the Cuban-
American rapper. The ads will
air on all major U.S. broadcast
networks.  —Justino Aguila

JENNI RIVERA
LAUNCHES TALK
SHOW

Regional Mexican singer Jenni
Riverais adding talk show host
to her résumeé, Starting Oct.
19, the songstress will debut
‘Jenni” on Estrella TV through
Liberman Broadcasting, one of
the largest Spanish-language
broadcasters in the United
States. The program will be
taped in front of a live audi-
ence and focus on lifestyle and
celebrity topics. Rivera also
has a reality series on bilingual
channel mun2 and is launching
her own radio show, “Contacto
Directo Con Jenni Rivera,” air-
ing this month on U.S. radio
stations owned by Entravision.
The artist, who in August re-
newed her contract with Uni-
versal Music Latin Entertain-
ment/Fonovisa, is a Billboard
Mexican Music Awards finalist
in four categories, including fe-
male artistoftheyear.  —JA
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: AFTERTHE DEATH OF ITS CHIEF VISIONARY, APPLE
FACES NEW CHALLENGES IN DIGITAL MUSIC—BUT WILL
g REMAIN A CENTER OF INNOVATION

BY GLENN PEOPLES AND KYLE BYLIN
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pple’s stock price the morningafter
Steve Jobs died belied the uncer-
tainty created by his passing.

Thirty minutes after trading
opened, Apple was down just
0.36%. By midday it was up 1.1%.
Its co-founder/chairman was gone,
yet investor confidence in Apple re-
mained unchanged.

And yet there's no denying that
Jobs’ death comes as Apple faces challenges on numerous fronts.
The portable device marketplace essentially birthed by Apple has
evolved into a fight to connect consumers to digital media from
any device and at any time. The digital music market Apple cre-
ated is being changed by nimble music startups that consider
music downloads to be passé.

The big technology fight will be in the clouds. Google and
Amazon have taken aim squarely at Apple’s iTunes store and
portable devices. Google’s Android operating system is the U.S.
smartphone market-share leader, and its purchase of Motorola
gives it a significant hardware play as well. Its devices are con-
nected to Google stores that sell apps and e-books, strearm movies
and store music. Meanwhile, Amazon’s popular Kindle e-reader
has evolved into the $199 Kindle Fire tablet, a consumer gateway
into the company’s deminant e-commerce platforms and nascent
Cloud Drive service.

Startups pose a chzllenge, too. For years, Apple has been stead-
fast in its skepticism about music subscription services. But the
purchased download isn’t generating as much excitement these
days as the new strearing services entering the market. Upstarts
like Spotify—ironically enabled by the Apple-led smartphone
revolution—are jockeying for digital music’s leadership position.

Apple’s first response is iCloud, set to launch Oct. 12. 1Cloud
will let users back up their files on Apple’s servers—stored
in the cloud—and access them from any Internet-connected




Apple device. Music, books and apps purchased at iTunes will
be stored in the cloud. Past purchases can be downloaded to
the same or other devices.

Music plays a key role in the second part of Apple’s cloud
strategy, iTunes Match. Set to debut at the end of this month
in the United States (and later in other territories), iTunes
Match will scan a user’s hard drive to quickly create a du-
plicate collection in the user’s iCloud library. Regardless of
the original file’s quality or its source—purchased, ripped
from a CD, acquired elsewhere—matched songs will be digi-
tal rights management-free ACC files encoded at 256 kbps.
Songs not matched to iTunes Match’s licensed catalog of 20
million tracks can be uploaded individually. ITunes Match
will cost $25 per year.

Serious questions remain, however. Is Apple correct in its
belief that consumers want to purchase and own their digital
media? If not, how long can iCloud and iTunes Match hold off
subscription and advertising-based competitors?

If Apple has an Achilles’ heel in digital music, it could be
in social media. The constant activity and sharing involved
in streaming services fit with social media like hand in glove.
Given unlimited access to millions of songs, a natural tendency
is to share with friends and discover new music through what
their friends are sharing.

The symbiotic relationship between social and streaming
music was on full display at Facebook’s Sept. 22 8 confer-
ence. During the keynote presentation, Facebook CEO Mark
Zuckerberg didn’t share the stage with a representative of the
download-to-own era of digital music. Instead, the spotlight
went to Spotify CEO Daniel Ek, the perceived face of digital
music’s future. Spotify uses Facebook’s social graph to build
social features within its application. And through an integra-
tion with the redesigned Facebook page, Spotify users’ activ-
ity can be instantly shared with their friends. Rdio, MOG and
Rhapsody have been integrated, too.

Facebook’s role of kingmaker shouldn’t be underestimated.
The service has 800 million global users. Its open applica-
tion programming interface has allowed music companies
of all stripes to build social elements into their products:
Ticketmaster, Rdio, Pandora, Ticketfly, Turntable.fm and
many others. And it’s where people spend much of their
time online. In May, 140.3 million Americans spent a total
of 53.5 billion minutes on Facebook, according to Nielsen,
about three times more than the 17.2 billion minutes spent at
second-place Yahoo and 86 times more than the next-closest
social network, Tumblr.

The budding friendships of Facebook and streaming ser-
vices highlight the failure of Ping, the social network built
into iTunes. A rare disappointment for Apple, Ping shows
the inherent problems of competing with an open and domi-
nant social network. Since 2003, consumers have been all too
pleased to purchase, collect and experience music within the
iTunes ecosystem. But Ping’s closed-off experience doesn’t
lend itself to the constant sharing of today’s online consumers.

Meanwhile, Apple is rumored to be mulling a move into
TV-—not just through its Apple TV set-top box but as a man-
ufacturer of Web-connected flat-screen TVs. Products like
Apple TV, Roku and Microsoft’s Xbox already enable consum-
ers to access such online music services as Pandora and MOG
through their TVs.

The primary impact that an Apple set could have on music
services is proliferation. The iPhone enabled users to take
their favorite services on the go. Given the added real estate
thata TV screen provides, an Apple TV set could inspire app
developers to create new musical experiences that go beyond
what’s already available through a computer or smartphone.

For instance, music video channels—fueled by YouTube
and Vevo content, among others—could re-emerge to create a
real-time, social experience that MTV could’ve only dreamed
of becoming.

Services like video viewing site Chill hint at what’s to come.
If their emphasis on shared viewing experiences made its way
to TV and empowered viewers to become the Vjs of their own
music channels—where they curated a mix and people voted
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on the quality of it in real time, while conversing with friends
and strangers alike—it could socialize the entire music video
viewing and sharing experience many times over.

And that’s just music videos: Imagine what things could
be done with actual TV programming. Music identifica-
tion apps like Shazam and SoundHound could conceiv-
ably evolve as well. Rather than being on-demand services,
where users bring up the app to tag songs they want to learn
about, they could shift to a real-time function, continuously
identifying every song that’s being played on TV. And that,
in turn, could enable viewers to buy the song instantly and
synch it to their devices through iCloud or another service
of their choice.

Then there’s Siri, the voice-powered, personal assistant
iPhone app that Apple introduced Oct. 4. it allows users to
speak commands into their iPhone and have it carry out actions
that would have previously required physical input by the user.

Here, too, a plethora of new music-related applications could
emerge. In an Apple video trailer for Siri, a runner is portrayed
checking his messages mid-workout. Once finished, he tells
Siri to play his running playlist and without missing a beat,
music starts playing.

Expect to see Siri voice commands integrated into playlist
apps like Jog.fm and Songza. Jog.fm tracks how fast the user
is running and creates a playlist from his library, matching
its beats per minute with his pace. Users can slow or hasten
the speed of the music using up-and-down paddles, as well as
include a warm-up or cool-down song. With Siri, however, run-

Apple COO TIM COOK, CEO STEVE

JOBS and executive VP of product
marketing PHIL SCHILLER answering
questions after Jobs introduced new
versions of the iMac and iLife
applications on Aug. 7, 2007, in
Cupertino, Calif.; below: GAVIN
ROSSDALE, GWEN STEFANI, STEVE
JOBS and JIMMY IOVINE attend the
2008 Spirit of Life Award dinner on Oct.
15, 2008, in Santa Monica, Calif.

ners wouldn’t need to open the Jog.fm at all; they could simply
make requests and the app would slow the music for them.

Once Siri works with online music services, the inefficiency
of switching between songs and apps will be eliminated, trans-
forming the iPhone music experience into a seamless flow
of great music.

Apps will be features of the device, as opposed to services
that a user calls up as needed.

At the moment, Apple remains the king of digital music.
[Tunes downloads represent the vast majority of record labels’
download sales, and download sales account for most digi-
tal revenue. According to Apple, more than 16 billion tracks
have been downloaded from iTunes around the world. In the
United States, this year’s resurgence in digital sales have added
to Apple’s leverage over the rest of the supply chain. Year-to-
date through Oct. 2, U.S. digital track sales were up 11% from
the same period in 2010, while digital album sales were up
20%, according to Nielsen SoundScan. Those gains represent
an incremental increase of 103 million digital purchases—
mostly at iTunes.

Dominance in music downloads today should mean influ-
ence in digital music tomorrow. [Cloud and iTunes Match will
have the benefit of tapping into a large group of iTunes users.
NPD Group estimates 51 million U.S. consumers use iTunes
and about 38.3 million purchase music with it. Combined
with the installed base of iPhones, iPod Touches and iPads,
Amazon and Google will have a better chance of expanding
the market than peeling off loyal Apple customers.
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&A: Paul
McGuinness

U2’'S MANAGER REFLECTSON HISTIMEWITHSTEVE JOBS
BY BILL WERDE

In the past few years, arguably no one has been a more prominent,
more outspoken advocate on behalf of artists, record labels, pub-
lishers and other rights-holders in the digital age than U2 man-
ager Paul McGuinness. McGuinness shepherded four young men
(and himself) from the streets of Dublin to the top of the world,
including a deal done in Steve Jobs’ Palo Alto, Calif., kitchen in
2004: McGuinness, Bono, Interscope’s Jimmy lovine and Jobs
ate lunch and agreed to a deal to use U2’s “Vertigo” in an iPod
TV ad, and for Apple to create a black-and-red U2-branded iPod.

U2 hadn't previously used its music in advertisements, and—
heaven forbid—Apple had never released an iPod that wasn’t
white. McGuinness recalled this moment during a keynote
speech at the MIDEM Music conference in Cannes in January
2008, while also beseeching Jobs to “bring his remarkable set
of skills to bear on the problems of recorded music.” McGuin-
ness grouped Apple in with a number of other telcos and search
companies that had “built multibillion-dollar industries on the
backs of our content without paying for it” and urged them to
take greater responsibility.

McGuinness caught up with us from his Dublin office, warmly
remembering Steve Jobs the man, the music fan and, yes, the
tough negotiator.

You really had a unique relationship with Steve.
I suppose I wish there were more like him.

What do you mean by that? The sense he cared so much?
He was a music lover. That was very clear. He had an extensive
knowledge of music.

How did that come to be known to you?
He played music in his house. It was a musical environment; he
knew alotaboutartists and record labels . .. He was very generous,
grew up listening to music; a very colorful guy. It was in his DNA.
He knew extraordinary amounts of information about the way
music could get distributed and paid for, particularly. He was kind
of unique. Everyone else in the tech world sort of grew out of the
Internet. He seemed quite honest to the music industry and artists.
Others tookalittle less interest in getting the artists paid than Steve.
He didn't solve the problems. The problems are still there.
Most music that is consumed over the Internet is not paid for.
That hasn’t gone away. There are a lot of geniuses in that world.
I always think that if the geniuses of Google, Verizon, AT&T
... If they had all been as creative as Steve, I think the problem
would have been solved by now. The willingness and generosity
of spirit that seems strangely absent to me was there, yet he was
a tough business guy.

What was he like to deal with in that regard? There was this
moment in his kitchen, for example, when the details of
the U2 iPod were ironed out. You were there for that, yes?
Yeah. For the first time, we were allowing U2 music to be used
in advertising. It was kind of generic for Apple, iPod, iTunes. It
was like all their advertising—very elegant, beautiful. Effectively,
he was putting a music video onto the TV screen and paying for

it on a worldwide basis. There was no payment for that. But we
got this massive worldwide exposure for our song. And that was
the first .. . alongside that we could have the U2-branded iPod.

How did that idea come to be?
1 can’t remember. I think it might have been Bono’s idea. There
were a lot of ideas floating around at the time.

For example, there was the idea we might sell a preloaded
iPod, with U2’s catalog on it. In fact, what we sold with the black-
and-red, U2-branded iPod was unique. It was the first time they
did something that wasn't white. Until then Apple had a design
policy, which was white only. The U2 iPod was a success. With it
you got a digital coupon that allowed you to download the entire
U2 catalog at a discount.

In your role with U2 I’m sure you deal with many different
styles of negotiators. How would you characterize Jobs in
your business relationship?

He was interested in doing what was right for his company. He had
the strongest sense of what everything associated with Apple should
look like, whether it was advertising, the store, of the product itself.
Heand Jonny [Ive, Apple senior VP of industrial design], who we've
got to know quite well, they had an extraordinary aesthetic that ran
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through everything they did. Putthem in aclass of their own com-
pared to all the other consumer electronics manufacturers. There
is really no comparison between what they represent aesthetically
and what the rest of that industry has come up with.

What details linger with you from Jobs, the person?

[His home] was a very relaxed environment. We were having
lunch in his kitchen. His wife and kids were around. It was a fam-
ily home. I think he still lived there until recently. This is not like
a giant Palo Alto mansion; it was a pretty normal home. There
was nothing overbearing about it. We did what turned out to be a
pretty effective piece of business for all concerned: the label, the
artists and for Apple.

| was there for your 2008 address at the annual MIDEM
conference in Cannes and you seemed to lump in Apple
with other tech companies and Internet service providers
(ISPs) as being among those that built these billion-dollar
industries on the back of content, if you will. What do you
think of his legacy? Was it purely positive?

When Apple proceeded to become the most powerful retailer in
the music industry, that power is certainly something that they
leveraged. They had no real competitor in the download business
[laughs]. Never underestimate the ability of a monopoly to defend
itself. What disappoints me about the tech world, the distributors,
the Googles and phone companies, I wish they had made it part of
their code to protect the sources of content better. They say it has
nothing to do with us. They wash their hands of responsibility. But
in the years to come 1 think they will be blamed for not applying
their resources and power to those sorts of things.

There have been studies saying that, for example, for every
40-gig iPod, a person spent money on only 16 or 17 tracks.
But you get the sense that they weren’t walking around
with a 40-gig iPod with only 16 or 17 songs on it.
[Laughs] The stats are pretty clear. If you look into the future, not
everyone is happy with this, but the iTunes payment system is basi-
cally the way in which the content industries will collect theirincome
in the future, perhaps literally. It doesn’t have a strong competitor
at the moment. If it does move into the cloud, perhaps Spotify has
a good lead on the space Apple might be moving into. I would ex-
pect that in the years to come, the model will change so that the
very concept of owning a piece of content will become irrelevant.
People will have ubiquitous access to content: movies, music,
newspapers, magazines, and those payments will be made
through iTunes or another equivalent. We will eventually reach
a point where the gatekeepers, the pipe owners, the phone com-
panies, the ISPs will collect that money and distribute it fairly.

What about the role Appie has played there?

Apple has absolutely played a role in helping to socialize that no-
tion. Going back a few years, once the mobile phone became a
status symbol, very quickly there became one in the hand of every
adult and child in the country. Nowadays when someone gets their
phone bill, and it says you’ve made a call to Australia, forexample,
no one seriously thinks there’s any corruption in that process.
They believe what it says on their account statement. It is obvi-
ously possible to develop the algorithms that identify those calls,
which traffic and charge appropriately for it. I wish the same level
of ingenuity were applied to collecting music and other content.

| think your concern is very commendable. It would be very
easy for you and U2 to not be as preoccupied with this.
I'm sure it’s money out of your pocket, but your pockets
have a lot of money, and other artists don’t have what you
have. | think your advocacy will continue to benefit them.
I think everyone’s entitled to get paid for what they do. The history
of the music industry is littered with stories of victims who were
songwriters or recording artists. Musicians have never been very
powerful in that respect. | think in the digital age, it is absolutely
clearthatitis possible to track every micro transaction, every song,
every pair of ears that listens to a song, every eyeball that watches
amovie, if you really want to. And then you can collect the money
and give it to the rightful recipients. i
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Or Focer?

ITUNES TRANSFORMED MUSIC RETAILING—AND NOT

ALWAYS FOR THE BETTER
BY ED CHRISTMAN

pinion in the music business is still split be-

tween those who think Apple saved record la-

bels just when it looked like Internet piracy was

about to overwhelm them and others who think

the company did lasting damage to the music
business by its insistence on letting consumers buy just the
songs they wanted.

In truth, though, Apple’s impact has never been as cut and
dried as either argument makes it out to be.

Yes, the launch of the iTunes Music Store in 2003 was more
about enhancing the appeal of the company’s lucrative iPod
product line than it was about selling music. But today, iTunes’
music sales are arguably less important than ever to Apple’s
ability to sell hardware now that it’s focused on the iPhone,
whose app-centric functionality moves far beyond the mere
ability to listen to digital music on the go.

And while iTunes’ pioneering ease of use demonstrated
once and for all the viability of the digital marketplace, its suc-
cess has come at an enormous cost to the recording industry,
which has ceded to Apple a degree of leverage unprecedented
in music retailing.

Billboard estimates Apple accounted for a staggering 33% of
U.S. recorded-music revenue in 2010, dwarfing second-place
Walmart at 10.1% and far exceeding the market share of any
previous music retailer.

Because of iTunes’ unparalleled ability to sell music, major
labels shower it with exclusive early-release windows and bonus
tracks. While that makes smart business sense in the short
term, the long-term risks associated with such a strategy are
enormous because they concentrate more power in the hands

APPLE:

A JOBS
TIMELINE

JULY 1976 |
APPLE
COMPUTER
DEBUTS

APRIL 1976

APRIL 1977
APPLE
COMPUTER
DEBUTS

STEVE JOBS,
STEVE
WOZNIAK
AND RONALD
Lz
LAUNCH
APPLE
COMPUTER

‘ Lady GaGa

fanery P . e

S Bl S
= . welll: ®

chares ——

_— ccent Actvity
[
b

G ———

=1 e
- e

s O -

g o

iyl
e N L
S i ~
f=relm =~
-t

AR

Ll om

e e =

of the market’s dominant retailer.

ITunes’ pricing structure and its demand that all individ-
ual tracks—not just singles—be made available for sale has
changed the labels’ business model, forcing them to learn
how to make money on track sales that bring in 70 cents in-
stead of on album sales that previously had wholesale prices
of about $12.

Consequently, the No. 1 worry for label executives nowadays
is how much revenue they derive from what kind of sales. What
percentage of sales will come from the album? How much will
come from digital tracks? Will track sales cannibalize album
sales? Soon, those concerns could be replaced by worries over
whether subscription music services are hurting music pur-
chases, but that doesn’t appear likely anytime soon.

Apple has changed every aspect of the music business, right
down to its jargon. Instead of just talking about initial ship-
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1985

ments or price and positioning, label executives also want to
know whether their top-priority releases have received promi-
nent placement on iTunes’ home page.

For many years, the biggest marketing worry for labels was
whether their priority albums were highlighted in the influ-
ential Sunday circulars of Best Buy and Target. Now equally
important is what kind of look a new release gets on iTunes.
Executives are known to stay up until midnight on Mondays
to see how iTunes is merchandising their albums and in how
many places.

ITunes’ unique approach to merchandising has fulfilled one
longtime fantasy of label executives: It won’t accept coopera-
tive advertising dollars, so an album’s price and position in
the store can’t be bought. That has helped level the playing
field for independent artists, particularly those whose music
catches the fancy of iTunes’ editorial staff, which can result
in prime placement on iTunes’ home page or its weekly New
Music Tuesday email.

Instead of cooperative ad dollars, bonus content and exclusive
selling periods are the coinage of the Apple realm. It’s still a
form of barter in that if a label provides iTunes with a deluxe
version of an album ahead of other merchants, it can depend
on securing valuable real estate in the store.

Apple’s impact on album pricing has been significant as
well. While Best Buy and Target have been pounding the $9.99
price point in its circulars for the last 20 years, iTunes’ adop-
tion of the price finally cemented it as a ceiling in the minds
of consumers, requiring labels to rethink their pricing strate-
gies for physical product.

In some ways, iTunes often serves as a crystal ball for labels.
If an artist performs on the Grammy Awards or “The Tonight
Show With Jay Leno,” labels find out quickly—often within 24
hours—whether they have a hit on their hands.

But in other ways, iTunes can muddy the waters for label
executives trying to forecast first-week sales and set initial
CD manufacturing requirements and shipments. Label and
distribution sales executives start as always with a first-week
sales projection and a one-year forecast for an album’s sales.
But then they face the question of what percentage of sales will
be digital, which affects how many CDs should be manufac
tured. As iTunes continues to grow, label sales prognosticators
have to keep tinkering with their formulas.

Now that iTunes is rolling out cloud-based features as well,
that tinkering is sure to continue, as is a refrain often heard
in the hallways of record labels: “Why wasn’t our album on
the home page of iTunes?” ..
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Steve Jobs:

Word For Word

“Making an insanely great
product has a lot to do with
the process of making the
product, how you learn things
and adopt new ideas and
throw out old ideas.”—Play-
boy, February 1985

“Being the richest manin the
cemetery doesn’t matter to
. Going to bed at night
saying we’ve done something
wonderful .. . that’s what mat-
ters to me.”—The Wall Street
Journal, May 25,1993

“Design is a funny word.
Some people think design
means how it looks. But of
course, if you dig deeper, it’s
really how it works. The de-
sign of the Mac wasn’t what
it looked like, although that
was part of it. Primarily, it
was how it worked.”—Wired,
February 1996

“Picasso had a saying. He said,
‘Good artists copy, great art-
ists steal.’ And we have always
been shameless about steal-
ing great ideas, and | think
part of what made the Macin-
tosh great was that the people
working on it were musicians
and poets and artists and zo-
ologists and historians who
also happened to be the best
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computer scientists in the
world.”—PBS documentary
“Triumph of the Nerds: The
Rise of Accidental Empires,”
June 1996

“To me, marketing is about
values. This is a very compli-
cated world, it’s a very noisy
world, and we’re not going to
get a chance to get people to
remember much about us; no
company is. And so we have
to be really clear on what we
want them to know about us.
Now Apple, fortunately, is
one of the half a dozen best
brands in the whole world,
right up there with Nike, Dis-
ney, Coke, Sony ... But even
a great brand needs invest-
ment and caringifit’s going to
retain its relevance and vital-
ity.”—Discussing the debut of
the “Think Different” ad cam-
paign, Sept. 30,1997

“There’s a lot of smart people
at the music companies. The
problem is, they're not tech-
nology people. The good
music companies do an amaz-
ing thing. They have people
who can pick the person
that’s going to be successful
out of 5,000 candidates. And
there’s not enough informa-
tion to do that—it’s anintuitive
process. And the best music
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RST WEEK: THIRD-
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Top
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JANUARY 2004
IPOD MINI RELEASED,
AVAILABLE IN FIVE

companies know how to do
that with a reasonably high
success rate. | think that’s a
good thing. The world needs
more smart editorial these
days. The problem is, is that
that has nothing to do with
technology. And so when the
Internet came along, and Nap-
ster came along, they didn’t
know what to make of it. A lot
of these folks didn’t use com-
puters—weren’t on email;
didn’t really know what Nap-
ster was for a few years. They
were pretty doggone slow to
react. Matter of fact, they still
haven’t really reacted, in many
ways. And so they’re fairly vul-
nerable to people tellingthem
technical solutions will work,
when they won’t.”—Rolling
Stone, Dec. 3,2003

“The subscription model of
buying music is bankrupt. (
think you could make avail-
able the Second Coming in
a subscription model and it
might not be successful.”—
Rolling Stone, Dec. 3,2003

“We were very lucky—we
grew up in ageneration where
music was an incredibly inti-
mate part of that generation.
More intimate than it had
been, and maybe more inti-
mate thanit is today, because

MARCH 20
ITUNES DOWNLOADS
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{TUNES DOWNLOADS
TOP 100 MILLION SONGS

DECEMBER 2004
ITUNES DOWNLOADS

TOP 200 MILLION SONGS

JULY 2005
ITUNES DOWNLOADS
TOP 500 MILLION

ANNOUNCES THE
NEW IPOD NANO

today there’s a lot of other
alternatives. We didn’t have
videogames to play. We didn’t
have personal computers.
There’s so many other things
competing for kids’ time now.
But, nonetheless, music is re-
ally being reinvented in this
digital age, and that is bring-
ing it back into people’s lives.
It's a wonderful thing. And in
our own small way, that’s how
we’re working to make the
world a better place.”—Roll-
ing Stone, Dec. 3,2003

“Your time is limited, so don't
waste it living someone else’s
life. Don’t be trapped by
dogma—which is living with
the results of other peopie’s
thinking. Don’t let the noise
of others’ opinions drown out
your own inner voice. And
most important, have the
courage to follow your heart
and intuition. They somehow
already know what you truly
want to become.”—Com-
mencement address at Stan-
ford University, June 12,2005

“We're trying to compete
with piracy. We’'re trying to
pull people away from piracy
and say, ‘You can buy these
songs legally for a fair prize.’ If
the price goes up people will
go back to piracy, then every-
body loses. The labels make
more money from selling
tracks on iTunes than when
they sell a CD. There are no
marketing costs for them. If
they want to raise the prices
it just means they’re getting

OCTOBER 2006 JANUARY 20
APPLE

07
IPHONE DEBUTS; [TUNES SALES TOP
2 BILLION SONGS, 50 MILLION TV
EPISODES, 1.3 MLLION MOVIES: IPOD

a little greedy.”—Associated
Press, Sept. 20, 2005

“If the music companies are
selling over 30% of their music
[without digital rights man-
agement on CDs], what ben-
efits do they get from selling
the remaining small percent-
age of their music encum-
bered with a DRM system?
There appear to be none. If
anything, the technical exper-
tise and overhead required to
create, operate and update a
DRM system has limited the
number of participants sell-
ing DRM-protected music.
If such requirements were
removed, the music industry
might experience an influx of
new companies willing to in-
vest in innovative new stores
and players. This can only be
seen as a positive by the music
companies.”—“Thoughts on
Music,” Feb. 6,2007

“Ithink people want to enjoy
their entertainment when
they want it and how they
want it, on the device that
they want it on. So ultimately,
that’s going to drive the en-
tertainment companies into
all sorts of different business
models ... If you're acon-
tent company, that’s a great
thing—more people want-
ing to ... enjoy your content
more often in more different
ways. That’s why you’re in
business. But the transitions
are hard sometimes.”—All
Things Digital conference,
May 30,2007
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“We did iTunes because we
all love music. We made what
we thought was the best
jukebox in iTunes. Then we
all wanted to carry our whole
music libraries around with
us. The team worked really
hard. And the reason that they
worked so hardis because we
all wanted one ...l mean, the
first few hundred customers
were us. It’s not about pop
culture, andit’s not about fool-
ing people, and it’s not about
convincing people that they
want something they don’t.
We figure out what we want.
And | think we're pretty good
at having the right discipline
to think through whether a lot
of other people are going to
wantit, too.”—Fortune, March
7,2008

“What we have to do is fig-
ure out a way to get people
to start paying for this hard-
earned content. This provides
us a potential opportunity
to provide them even more
value than just a Web page
and to start to charge a little
bit for that. What | preach
is that [ don’t know what’s
going to work, but | can tell
you as one of the largest sell-
ers of content on the Internet
to date, the biggest lesson
Apple’s learned is: Price it ag-
gressively and go for volume

. [think people are willing to
pay for content. | believed it
in music, I believe it in media
and | believe it in news con-
tent.”—All Things Digital con-
ference, June 1, 2010
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The Art Of
The Neojingle

APPLE’S WAY WITH MUSIC
IN ADVERTISING

BY JENNIFERNETHERBY AND ANDREW HAMPP

Steve Jobs didn't just reinvent the music business with the iPod
and iTunes, he also reinvented the way music could be discovered
through advertising.

In the iPod—and now iPhone—era, Apple’s TV spots have
made liberal use of music, to the benefit of artists whose music
was featured in the spots, ranging from the Ting Tings and Feist
to Eminem, Coldplay and Franz Ferdinand. But it was often Jobs
himself who had the final say in approving many of the biggest
songs to achieve breakout success from an Apple ad. “Steve was
an iiber-visionary,” says Josh Rabinowitz, senior VP/director of
music at the Grey Group.

Indeed, it was Apple’s pairings of artists and advertising in 2004
that paved the way for many other brands that would later incorporate
indie music into their marketing efforts, from Converse to Kia to Ve-
rizon Wireless. “Apple is an iconic brand in all forms of advertising,
but they're at the forefront of how effective music use can be inan
ad,” says Lauren King, talent music specialist at ad agency Mother
New York. “When an indie band gets tapped by Apple, they're pretty
much guaranteed a boost in sales and social media buzz.

The Nielsen SoundScan numbers proved this time and again.
Feist got a huge boost after her single “1234” anchored a June 2007
iPod nano campaign, eventually climbing to No. 8 on the Billboard
Hot 100. (Her album The Reminder was iTunes’ biggest-selling set
of 2007.) And unknown French-lIsraeli singer Yael Naim got an
even bigger bump the following year when her song “New Soul”
helped introduce the MacBook Air in January 2008. By the end of
February her song was a top 10 hit on the Hot 100.

More recently, a fall 2010 iPod nano spot featuring Cake’s
2001 song “Short Skirt/Long jacket” sent digital track sales of
the song surging (see chart).

Certainly part of the boost is simply the association with Apple’s
iconic brand. Being identified with it means Apple’s devoted fol-
lowing will listen. But more than that, Apple has used musicin a
way that few other brands have. The company uses simple mes-
saging, no dialogue or voice-over and a mix of sounds and visu-
als. And because Apple has used (mostly) indie music, the song
is often identified as part of the brand. It’s virtually impossible to
hear songs like the Black Eyed Peas’ “Hey Maina,” Caesars’ “Jerk

nologic” without picturing white headphones shimmying across
youthful silhouettes.

“In the past, brands were obsessed with jingles to spread their
message and sonically persuade and engage consutners, but it
was rarely done with elegance and taste—or an awareness of cul-
ture,” Rabinowitz says. Brands like Nike and Volkswagen became
tastemakers with songs on a smaller scale, but Apple redefined
what a brand could do.

“In using a most discriminated and discerning ear, and aligning
great and significant music with rich imagery and simple mes-
saging, Apple has taken what the jingles had done in the past and
created a new and masterful neojingle, which instead of literally
singing about the product, the music becomes the sound of the
product and in essence the product becomes inextricably connecled
tosound.” Rabinowitz says. “It feels not as if they borrowed or even
stole the music, but that the music belonged to the Apple brand.”

Not surprisingly, bands covet Apple synch placements, which
can be as elusive as finding Willy Wonka's golden ticket. But the
company’s TV ads have shifted away from song synchs dur-
ing the past 12 months, focusing instead on describing the
features of the iPad and the iPhone 4. TBWA\Media Arts Lab
still has two music supervisors dedicated to the Apple account,
bur has declined to comment on the brand’s strategy since Jobs
retired in August.

The good news may be that other brands are finding ways to
incorporate music as meaningfully as Apple has, if not as consis-
tently. Target often uses great tracks, according to Mother’s King.
Some car ads have featured a shot of the vehicle with the right
music and limited dialogue. King cites as examples Buick’s use
of the Airborne Toxic Event’s “Wishing Well” and Cadillac’s place-
ment of Phoenix’s “1901.”

But Apple has done it better than others, music supervisor Mike
Boris says. Boris worked with the band Orba Squara, getting its
music licensed for a Goodyear ad a year before Apple used the in-
strumental track of the group’s song “Perfect Timing” for its first
iPhone ad. The sales impact was immediate, according to Boris.

“For the most part, Apple has stuck to music that’s mostly
acoustic, sparse and organic,” he says. “It’s almost its own

It Out,” Jet’s “Are You Gonna Be My Girl?” or Daft Punk’s “Tech-  genre now.” .
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Steve Jobs had an ear for music, both indie and mainstream, and
often cherrypicked the songs featured in some of Apple’s best-
known spots of the last decade (for example, Feist’s “1234” for
an iPod nano commercial). The ads gave a tremendous aware-
ness boost and sales lift to emerging artists, as well as superstars
like U2 and Coldplay.
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Apple CEOSTEVE JOBS
holds a new mini iPod at
the 2004 Macworld
conference in San
Francisco. He announced
several new products, in-
cluding the mini iPod and
iLife 4 software.

[FROM THE BILLBOARD ARCHIVES]

TheiTunes
Boom

IN 2004, BILLBOARD’S BRIAN GARRITY AND SCOTT BANERJEE
CHATTED WITH STEVE JOBS ON THE ONE-YEAR ANNIVERSARY
OF ITUNES. TO SAY ITUNES HAD CHANGED EVERYTHING?

MASSIVE UNDERSTATEMENT.

MAY 1, 2004—Ultimately, the digital music revolution wouldn’t be
where it is today without Steve Jobs, who threw open the doors to
iTunes, Apple’s virtual music store, one year ago. Since co-found-
ing Apple in 1976, the company chief executive has revolutionized
the world with popular innovations such as the Macintosh PC, its
widely copied operating system, the mouse and the color monitor.
Now he’s done it again.

Before iTunes opened a year ago on April 28, record labels had
been searching for an effective alternative to their nemesis: illegal
peer-to-peer file-sharing networks. All five majors took a chance
on Jobs and his plan to sell songs for 99 cents through iTunes. A
year later, music pirates are slowly being converted into music
buyers, and some are calling the innovation a possible savior of
the beleaguered industry.

“I'Tunes provided an important glimmer of hope for an indus-
try that was really under siege,” says Cary Sherman, president of
the industry’s trade group the RIAA. Now iTunes is projected to
sell more than 125 million songs per year.

When you launched iTunes one year ago, people were
skeptical. One year later, iTunes is a huge success.
What did it take?

When we launched iTunes, the legal download market was dead; it
was a failure. There were three things that we were able to bring to
it. Many of the legal models had been subscription-based. We felt
strongly that people didn’t want to rent their music. If they were
old enough to buy LPs, CDs, cassettes, they didn’t want to rent
it, they wanted to buy it. With DVDs, the pendulum has swung
from renting your movies to buying and owning them. You've got
people like Blockbuster hurting.

There needed to be some commonality and simplicity in terms
of pricing. We had to work with the labels and convince them that
uniformity of pricing in terms of singles and uniformity of per-
sonal use rights were paramount to make this work. We fought
very hard for that, and we were successful. The second component
was the iTunes Music Store. It looks simple, but it’s a complex piece

of technology. Our competitors saw this and thought they could
create one of these in a month. It turned out to be a lot harder than
it looks. And then the third thing was marketing. We've invested
a lot to market iTunes. We see that as an investment we’ll have to
continue to make for years to come. A lot of our competitors don’t
want to or don’t have the money to make that marketing investment.

Has iTunes helped bring back music into people’s lives?
Oh, there’s no question . . . On the iTunes Music Store, someone
has bought over 93% of the songs just once, and that included
over a half-million songs. This is not a service that’s just selling
the hits. There’s a tremendous breadth, interest in music on the
eclectic edge. The most important thing we did is let people lis-
ten to 30-second previews for free. People are listening to songs
they’ve never heard. When they hear 20%-25% of the song for free,
they get a chance to bounce all around the store.

What is your view on the album as an art form, and to
what extent has the personalized playlist displaced it?
Well, first, let’s look at the data. Just under half the songs we've
sold are part of albums. We have given our customers a choice.
They've chosen to buy half their music as songs and half as al-
bums. I think that’s terrific. And frankly, it surprises everyone,
including us. We thought the album ratio would be less. Now, the
way we do pricing is we price the songs at 99 cents but we let the
albums float depending on how much we have to buy them for
from the labels. The album percentage could be higher if the labels
let us price them more competitively. Personally, I'd like to see a
$7.99 album. Rather than buy three songs off an album, I think
more people would buy the entire album if it were priced at $7.99.

Are there concerns on your part in terms of wholesale
pricing strategies?

The important thing is to keep the price of the single no higher
than 99 cents. The customers have told us loud and clear that
that’s what they want, and we’re pretty passionate about that. It’sa
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little bit of a counterbalance to the labels overpricing the albums,
because the customers will just buy the singles. The labels have
anincentive to price the albums attractively in light of the 99 cent
singles. That’s the key. The interesting thing is that the music
companies don’t know their customers. There’s no directlink. To
them, Best Buy is the customer. But we know the customers now.
We've got a really good feel for some of these issues. We know that
the customers think that 99 cents is a really good price for a song,
but they don’t want to pay a penny more than that.

Exclusives are increasingly popular on iTunes. Will
we see more of these?

We like it and we promote it. I think people see iTunes as an in-
teresting way to break a new record. We’ve got millions of people
a day going to iTunes to see what’s new. We had an “American
Idol” [star] break an album on iTunes, and it was No. 2 for a week.
[ think you're going to start to see more and more of that.

What's your take on the compatibility landscape of
the digital music industry?

The only people talking about that are the sour grapes comments
from the guys that are losing. I don’t think customers are talk-
ing about that at all—they're just going out and buying an iPod.

CDs and DVDs play in the same devices. Shouldn’t
the same level of simplicity exist for downloads?

The iPod willload MP3s from anywhere. You can go buya CD and
run it on any jukebox. You can run iTunes on Windows and load
these tunes intoyour iPod. The iPod can take music from anywhere.
The iPod had a market share as of last December of 46% of all the
MP3 players sold in December. That’s including the $50 players.
Most of those are given as gifts, but they're never used because they
only hold, like, 16 songs. If you look at the portable music players
that are in use—there aren't statistics on this—but our guess is
the iPod is well over half. And the iTunes Music Store has a mar-
ket share of 70% of the legally downloaded music in this country.

How do you view the subscription model?

We have more discussions with the content owners than anyone
else. This is something we’ve pursued right from day one. If
for $10 a month you could put 10,000 songs on your iPod, we'd
like to know about it. But you can’t, because there’s no business
model that makes sense for the labels, or the subscription fees
you would have to pay areridiculous. It doesn’t matter what kind
of technology we develop or Microsoft develops for something
like that if there’s no content to be licensed with acceptable terms
to use it. One of the failures of technology companies is that they
build technologies thinking everything else will work out. Look
at Microsoft’s tablet PC. It’s a terrible failure. Just because you
build it doesn’t mean they will come.

Do you perceive illegal file sharing as a continuing threat?
There will always be music on the Internet that people can steal.
What’s new is not theft. What's new is a distribution channel for
stolen property called the Internet. So there will always be illegal
music on the Internet.

We have to offer a far better experience than you can get by
stealing music. We have to offer reliable, fast downloads; pristine
encoding; we have to offer a phenomenal user interface that lets
you sample music and learn about artists. We have to do it for a re-
ally reasonable price, and you have to compete with stealing music;
we're in the early stages of competing successfully with stealing
music, and no one’s going to claim that the tide has been turned,
but we have a little glimmer of light at the end of the tunnel.

And hopefully with a lot of work over the next few years that
will grow, and we’ll see the legal download market as 10% of the
legal music sold on CDs in the next four or five years. I think in
the course of 10 years, that can be pretty explosive; that it can be
much higher in 10 years. I think over time we’re going to make
some serious headway. And I think we’ve shown the way, all in
one year. 50




THE LEGACY OF

STEVE JOBS

19552011

“The world has lost a visionary. And there
may be no greater tribute to Steve’s
success than the fact that much of the
world learned of his passing on a device
he invented.”

-President Barack Obama

. %
“No words can adequately express our v
sadness at Steve’s death or our gratitude for
the opportunity to work with him. We will
honor his memory by dedicating ourselves
to continuing the work he loved so much.”

—Apple CEO Tim Cook,
in a memo to Apple employees
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@questlove: Adopted. DropOut.
FontLover. LSDlover. Dreamer. Innovator.
Fired from his own Apple 1ce. Pixarlogist.
338 PATENTS! philanthropist. #/OBS

-the Roots’ Ahmir
“?uestlove” Thompson

“Steve and | first met nearly 30 years ago,
and have been colleagues, competitors and
friends over the course of more than half
our lives . . . For those of us lucky enough
to get to work with him, it’s been an
insanely great honor.”

—Microsoft chairman Bill Gates

@ethank: If anyone sees Woz at the
Outback across from Infinite Loop, give
him a hug.

@SteveCase: I feel honored to have known
Steve Jobs. He was the most innovative

—Former Warner Music Group
technology executive Ethan Kaplan
entrepreneur of our generation. His legacy
will live on for the ages.

—AOL co-founder Steve Case
chairman of the Case Foundation

@bunyan71: I had the distinct honor of
working with Mr. Jobs on the “Lose
Yourself” iTunes commercial. He was so
hands-on and brilliant. RIP.
—Shady Records co-founder/
Eminem manager Paul D. Rosenberg

@RonASpaulding: RIP Steve Jobs. You
changed our culture forever. Our future is
a bit more dim withoutyou in it.
—Fontana Distribution president
Ron Spaulding

“He made a new generation realize that
they had to pay for music and that it is
a tough battle when you are competing
against free.”

—Martin Bandier, Sony/ATV Music

@benjaminmadden: Damn. RIP STEVE
JOBS. Thanx for all the stuff you gave us.

e stmliver STEVE JOBS and wife LAURENE ‘<hi i
biesskiowslivervyy POWELL on the red carpet at the Publishingichaiymag/CEO
—Good Charlotte’s Benji Madden 82nd annual Academy Awards
Ell_'\hZOIO at HOH)SWgod'SdKISl?ak 5 “Steve and I certainly disagreed about
el . eatre; inset: Jobs an Croso . . -
@SomcbldsP_anos. Steve Jobs. You co-founder BILL GATES take some 1‘ssues, as business pal'mel.s
changed mylife. . guestions at a May 1985 press sometimes do, but I respected him not only
—Sonicbids founder Panos Panay - conference, held at Néw York’s for his astounding genius but for what set
Tavern on the Green, to announce . )
Microsoft’s Excel program. him apart from so many other
@THEREALSWIZZZ: RIPS STEVE : technological innovators: his deep love of
JOBS THE GREAT! HE CHANGED music. | believe much of his amazing

OUR WORLD IN MANY WAYS NOW success is attributable to just that—nhis

HE IS GOING 2 ANOTHER WORLD OF ability to envision devices and the lisiening
GREATNESS I GUESS HE GRADUATED experience from the perspective of a
WITH HONORS passionate music fan. He is irreplaceable.
—producer/MC/D] Kasseem ‘Warner Music Group chairman
‘Swizz Beatz” Dean Edgar Bronfman |r.

@MileyCyrus: Thank you for connecting “1 found him to be a very shy person, and :

all of us Mr. jobs. RIP. yeta very deep person—an unusually :
—Miley Ray Cyrus soulful person to be in a position of power.” &
Paul Vidich, former executive VP at i

@atrak: It’s pretty amazing how Steve - Warner Music Group, the first major to

Jobs was able to personify everything great sign with iTunes
about Apple. All we can say is thank you.

~ Fool’s Gold co-founder “It’s almost incomprehensible that such
Alain “A-Trak” Macklovitch a force of nature could ever be subdued
much less stilled. With his passing the
@patrick _wilson: I liked the part of Steve world has lost a rare original, Disney has

Jobs that wasn't afraid to tell someone they lost a member of our family, and I have
were fucking up. lost a great friend. An incomparable 3

—Weezer’s Patrick Wilson THE REACTION TO innovator, Steve influenced two separate
JOBS DEATH WAS centuries and forever changed what we
@MarcusTGrant: you put the world in believe is possible.”
SWIFT AND PASSIONATE —Walt Disney Co. president/CEO Bob

our palms.
—the Collective’s Marcus Grant lger, in a memo to Disney employees

28

| BILLBOARD | OCTOBER 15, 2011




BEYOND
THE I-SHIRT

BOOTH

CONSOL l['AﬂON (ROSS-PROMOTION.
BRAVADO. HOTTOPIC AND
LIVENATION MERCHANDISING.
NORDSTROM AND URBAN
OUTHITTERS. LOTS OF INTENSE
COMPETITION. TODAY'SMERCHBIZ
ISSTRONG—ANDGROV\/ING

BY RAY WADDELL

ILLUSTRATION BY WARD SUTTON

In the traditional hierarchy of the music business, if touring was
last to be invited to the party, merchandising was relegated to
the kids’ table.

Now, as the live business has ascended to the top of the music
industry food chain, the merch business has not only moved up
in status accordingly but also transcended its live events bound-
aries to become a powerful revenue force in its own right, driven
nol only by innovative live-music bundling concepts, but an ever-
expanding Internet distribution channel and a growing music
apparel presence at retail.

In short? Music merchandising has matured. In the past,
merch deals for artists were set up much like a label deals, with
advances (and recoupment by the merch company), royalty rates
and revenue percentages. But where they once were only as long-
lived as a tour or album cycle, increasingly today merch deals
last longer and, like label contracts, have grown more complex.

“If I were to say they were all getting easier, I'd be getting
slammed the next day,” says Tom Bennett, CEO of Bravado, a
subsidiary of Universal Music Group (UMG). “But I would say
that most artists, because of the nature of their earning capacity
and the way the pie is split up now, are very intensely focused on
what their piece of pie is on the merchandising.”

Merch is “increasingly integrated” into an artist’s career
now, according to Live Nation Merchandise CEO Dell Furano.
“In the last five years in particular, merchandising by artist
managers and the merch companies starts with the single

release, starts with the album, starts with the tour,” he says.
“We have a lot more cross-marketing. That's a growing trend.
Sell the music, sell the merchandise, sell it together, package
it and cross-promote it.”

Like the rest of the music industry, the merch business has
undergone widespread consolidation. The two biggest players are
Live Nation Merchandise (a subsidiary of Live Nation Entertain-
ment) and UMG'’s Bravado. Beyond that, Cinder Block and Dream
On, Dreamer are two of only a handful of remaining indepen-
dents. Another factor is label-run merch companies, exclusive
of the Bravado/UMG situation—a result of labels acquiring as
many rights as possible in signing recording contracts.

‘If you're a band, you have more choices, particularly in your
concert merchandising” Furano says, citing labels, major firms,
independents and DIY as options. “Some bands will decide to do
the merchandising themselves. And then each step becomes a
little more complicated. You have the concert merchandising, you
have the retail merchandising, and you have your e-commerce.
Different merchandise companies have different strengths in
different areas.”

There’s a wealth of options, but some see a dearth of exper-
tise. “There aren't a lot of people out there that are veterans of
the business,” says Joseph Bongiovi, co-founder of Brothers En-
tertainment Merchandise, recently acquired by AEG Live sub-
sidiary BandMerch.

The number of options available to artists “depends on what
they want to do,” Bennett says. “I believe the performance of
certain musicrelated merchandising companies has dramati-
cally improved over the last five years,” but he adds that it’s very
tough for smaller companies to compete on the scale of what
Bravado does.

“We've improved the service, the team; we do more and differ-
ent types of things,” Bennett says. “It’s harder for others to com-
pete at that level, and therefore for a new acl—assuming you're
a new act with aspirations, hopes and dreams—Ilike anything
else you want to get into bed with the best company you can.
So there’s actually less choice for full-service merchandising.”

s VP of merchandising at Sony Music, Mat Vlasic over-

sees the merch initialives across all Sony labels, and

works with international affiliates as well. All merch

activity at Sony exists under the Thread Shop banner,
initially an Epic Records endeavor that’s now used primar-
ily as a retail brand for music-merch efforts at retailers like
Nordstrom and Urban Outfitters. Vlasic estimates that about
85% of all new record contracts today include some element
of merch rights.

“Some labels are more aggressive in getting [merch rights]
than others, and some of the deals are so highly competitive that
they start taking some of those rights off the table when they sign
the deals,” Vlasic says. “The various business and legal affairs

“The big miss with
all these rights we
have, and all these
great artists, is we
were hasically only
sellinga T-shirt.”

—TOM BENNETT, BRAVADO

OCTOBER 15, 2011 | www.billboard.biz 29




people who are negotiating those deals have our pitch template,
and will rope us in as needed to talk to managers.”

And it’s not just deals for new artists. “We’re also going back
to our more established or iconic artists and doing deals with
them,” Vlasic says. “We just did a new deal with the Strokes to
do all their stuff, and we just closed a deal with Bob Dylan, which
is really a first for him at licensing and retail. He’s always had
tour merch, but that was it.”

These deals are structured “7 million different ways,” Vlasic
adds. Sometimes it’s just a matter of artists having a seamless
merch operation. “Generally, on the newer acts we're already
going to be running their website, so it just makes sense to have
an online store intertwined, and we might as well do their tour
and retai]l merch,” he says. “We’d obviously like to do it all, but
in the case of Dylan, he’s had a touring situation for many years,
and it wasn’t an option to change.”

Most in the industry agree that labels eagerly acquire merch
rights, but operate them with varying degrees of expertise. The
skills involved are complex.

“Label merch operations have gotten a bit better, but the abil-
ity to issue the contract, develop the artwork, clear the rights, get
the product approved, run it parallel with the management firm
so they’re in the final stages of releasing the record, manufac-
turing the product for the lowest price, manufacturing the right
amount of the product, shipping it, collecting the money, pay-
ing the royalty and doing every step of that process at the lowest
possible cost structure, that requires a lot of expertise,” Furano
says. “The margins are thin. It’s very competitive.”

Vlasic admits that the merch biz has been a learning experi-
ence. “We've grown organically over the last three or so years.
We've learned just as you learn anything—you make mistakes,
you fix them, you hone your craft, you invest in infrastructure,
you invest in talent acquisition, you build the business,” he says,
adding that the challenges are many. “This is a company that’s
been set up to just sell music, so to start incorporating T-shirts
and stickers and buttons is a challenge. But you learn and you
build. We've done a good job.”

Bennett points out that Bravado shouldn’t be compared to
merch operations at some labels. “Bravado is not a bolted-on
business,” he says. “We don't just represent Universal acts. We
represent acts as diverse as Michael Jackson on Sony, Metallica
on Sony in the U.S., Katy Perry on EMI, Red Hot Chili Peppers
[and] a ton of other projects.”

The top executives at Bravado have more than a century of ex-
perience in the merch business, Bennett says. “That’s not some-
thing you can get easily, or the relationships that come along
with that,” he adds. “We're trying to run [Bravado] very much as
a stand-alone business that has to justify what it does and how
it does it to each and every one of its artists, regardless of what
label—if they’re even on a label.”

Even if they don’t directly see revenue from merch sales, the
labels have come to realize they can benefit from strategic mer-
chandising programs.

“For certain releases, merch is really helping to drive the CD
release. For Lady Gaga, we had a humongous merch program at
many retailers all around the world. Getting that image, and the
news out there that the product was coming, was well-driven by
apparel-type retailers,” Bennett says. “It’s rare now that an act
of any level would look to release a record without at least trying
to understand what value the merch component could bring.
Because merch will sell alot around the release of a new record,
or add to the visibility of the project or both. It’s integral, and it’s
great to see artists, managers, retailers and record companies
alike are all getting it.”

And if a merch company like Live Nation Merchandise
finds itself alternatively cooperating and competing with
labels, “that’s just life,” Furano says. “The approach hasn’t
changed: ‘Can we make the artist more money from more
sources in his merchandising on a worldwide basis—touring,
retail, licensing, e-commerce—than our competitors? Can we
do it with better service?’ Every day we go to the office and
that is our focus.”

Live Nation Merchandise has about 100 clients, down about
40 from recent years. “We trimmed our roster some, focused on
artists where we have long relationships with the management
firms, and we focused on more established artists,” Furano says.
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he Internet has created opportunities for bands to
charttheir own merch course. “There are bands out
there that have norecord deal, no management, and
they’reare selling thousands of T-shirts at Hot Topic,”
BandMerch’s Bongiovi says. “The reason Hot Topic
is having so much successis they understand the re-
gional part of the business. They also embrace what
we used to call ‘cult followings,” meaning a smaller

niche. Now a cult following is millions online.”
Bongiovi says BandMerch is targeting develop-
ing bands to help them “extend their brand, reach more kids and
give them better tools online and on the merchandising side to
help them on tour, as well as better ways to get their products out
to retail,” he says. “You become a resource for emerging talent
at a time when, if you're an emerging talent, you're not going to
become huge, but you're definitely going to be able to maintain
a business for yourself. Some of these bands just on their down-
loading alone are making tens of thousands of dollars a month.”

Just as UMG’s relationship with Bravado can add value for
both act and label, BandMerch’s affiliation with AEG Live can
provide juice when the latter can add a merchandising compo-
nent to a tour offer.

Still, “it has to be right for the artist,” Bongiovi says. “In bringing
a tour/merch deal to the table, there are ways to make it more ben-
eficial to the artist, but ultimately it comes down to: ‘If you're smart
as a brand, what’s the best company for you to extend your brand?
Who’s going to give you the right attention to take your brand to
the next level, to take your database from 100,000 people online to
a few million people, which ultimately allows you to maybe not do
arecord deal next time?” You don't have to worry about selling mil-
lions of records anymore; you sell a few hundred thousand and make
more money [with merch] than you did selling a million [records}.”

And, as Live Nation’s new affiliation with UMG through Live
Nation’s Front Line division has a strategic ticketing element to
it, Bongiovi believes the relationship between BandMerch and
AEG Live has promising potential as the latter ramps up its own
ticketing operation, Outbox Enterprises.

“|AEG’s] new ticketing system will help us create what I want
to create: a one-stop place for any given property,” Bongiovi says.
“You have property X, and they have an e-commerce site or shop-
ping cart connected to their website—you should be able to buy
everything about that property at that one place. You don’t have
to go one place for the music, somewhere else for the merch,
somewhere else for the tickets, somewhere else for the screen-
savers, somewhere else for the ringtones.”

Smaller merch companies tout their boutique approach, saying
it allows for more focus on each artist. Large companies counter
with scale and leverage.

Vlasic believes many bands don’t iaximize their merch rev-
enue potential, sometimes sacrificing earnings for autonomy.

“Alot of bands when they start out really want to do it themselves,
and that works up until a certain point where they need a professional
to take over and monitor inventory, especially for touring,” he says.
“I see why they want to do it themselves. They think the margins
are going to be better, they think they're going to make more money,
but the reality is when they don’t have somebody who can be really
dedicated to inventory management, they don’t necessarily know
how to properly merchandise product. There are also a lot of missed
opportunities at retail that some bands forgo. They don't think it’s
worth it, or they think it might negatively impact their fan base.”

If there is a missed opportunity out there, Bennett believes it
may be the lack of deeper product lines from artists. “The biggest
miss is people like us and our competitors are not doing enough
of either the slightly more up-market or more varied product,” he
says. “The big miss with all these rights we have, and all these
great artists, is we were basically only selling a T-shirt.”

Overall, Bennett says he “couldn’t be more excited” about the
state of music merchandising. “It’s one of the few areas of our
business that came through this thing called ‘the great recession’
relatively intact, and it really does fee] that touring is coming back
strong,” he says. “Retail is strong, online sales are growing, and
it feels like quite a stable force in the business.” e

Nashville-based Ray Waddell (@billboardtour) is executive director
of content and programming for touring and live entertainment at
Billboard. He writes the weekly On the Road column.
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Yankee Hotel gift shop:
Merch available to
Wilco fans includes

dog collars and
tote bags.
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FAIR TRADE COFFEE, DOG COLLARS, YO-YOS,
EVEN A BICYCLE—WILCO’S MERCH PLAN IS
ABOUT CREATIVITY AND COLLABOARATION

BY JILLIAN MAPES

Wilco has taken great strides to become
not only an independent band, but its
own business. Most recently, this has
included Wilco’s record label, dBpm
(decibels per minute), distributed by
indie label Anti-. The Whole Love, the
alt-Americana band’s eighth album (re-
leased Sept. 27), served as dBpm’s banner
release. Before that, in 2010, it was the
founding of Wilco’s annual Solid Sound
music and arts festival at the Massachu-
setts Museum of Contemporary Art.

“Sometimes people ask me, ‘What do
you think about the music business?’ |
really don’t,” band manager Tony Mar-
gherita says. “Sometimes I feel like we're
on an outer road outside of the main high-
way of the music business. We're kind of
on the service road.”

But before dBpin (the band was
picked up by Nonesuch following the
release from its Reprise contract) and
before Solid Sound, it all started with
merch. Seven or eight years ago, Wilco
and the small team at Tony Margherita
Management ditched outside companies
and started handling its own. With the
exception of physically designing the
pieces and fulfilling the orders that come
through Wilco's online store, the band’s
wide array of quirky merch offerings are
handled in-house.

“We commission all the art, we ap-
prove all the art, we do all of the order-
ing of the actual stock and supplying both
for the road and for the company that does
the [online] fulfillment for us,” Margher-
ita says. “In the past we'd done it with sev-
eral merchandise companies, but [ just
sat down and said, ‘| know we can do it
better than this.” | remember showing
up ata gig and the official tour shirt was
not even there. It was like, “This cannot
happen. There’s going to be 7,000-8,000
people here and we don't have the shirt?””

Wilco's merch selections have evolved
far beyond tour shirts, catering to the
Chicago band’s mature, cult-y fan base.
Attendees of Wilco's three-month North
American and European jaunt this fall
will find posters and ball caps nestled on
the merch table alongside a “freaker” (a
one-size-fits-all knitted beverage cozy),
as well as a vinyl-record carrying case.
Merch catering to environmentally con-
scious fans—such as Wilco-branded reus-
able nylon sandwich and snack bags ($8
and $10, respectively, and handmade by
Massachusetts company snackTAXI)—
are also available. Wilco drummer Glenn
Kotche even has sweatbands for sale ($3,
in three colors), embroidered with his last
name and a cricket. “We just try to make
cool, quality items, whether they’re post-
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Wilco the store: Among the band’s
offerings are baby clothes and the
“freaker,” a knitted beverage cozy.

ers, yo-yos, T-shirts, dog collars or baby
clothes,” Margherita says. “When it goes
well, it’s fun for the business.”

It’s also fun—and beneficial—for the
independent businesses that Wilco part-
ners with, including Intelligentsia Cof-
fee and Souldier, a Chicago company that
creates custom guitar straps, headbands,

elts, camera straps and drumstick bags.
As Margherita and Wilco frontman Jeff
Tweedy explain, partnering with small
shops—many of which have roots in Chi-
cago or Massachusetts—starts on an or-
ganic level.

“The Wilco coffee thing came about
because Intelligentsia is here in Chicago
and [bassist] John [Stirratt] and [multi-
instrumentalist] Pat [Sansone] are big
fans, and they made some connections,”
Tweedy says. “It was kind of a surprise to
me that we had Wilco coffee. It's more a
collaboration with a local business that
we feel is doing something cool, rather
than straight-up merch. Some think it's
kind of weird, but I think it's fun for us
to reach out to other people doing stuff
that we like and seeing if there’s any way
that our worlds connect.”

Of all the merchandise Wilco has
dreamed up, the Todd Simeone-designed
Wilco bicycle—Tweedy’s idea—wins the
prize for most creative. Only one single-
speed, light blue cruiser was created,
awarded to a lucky fan who participated
in the preorder for the band’s new album.

“We’'ll meet people on the road and a
lot of the fans can do crafts and technical
stuff, and we start a dialogue to come up
with an idea,” Margherita says. “The bike
had been in the works for a long time;
we just didn’t know what we wanted to
do with it. It's a constant process of gen-
erating ideas.”

B e S —

“The idea of bundling
is natural,” says Keith
Garde, president of
celebrity services at
Worchester, Mass.~
based PAID. PAID is
a multifaceted artist
services company that
counts Aerosmith, “Weird Al” Yankovic, Slayer and Slash among
its clients. It provides the pick-pack-and-ship and customer ser-
vice functions for physical sales and integrates with such digital
artist service providers as Topspin Media and Moontoast.

“One of the things we at PAID have found to be a winning for-
mula is the tried-and-true stuff like merch and apparel—and the
modern delivery content,” says Garde, a former co-manager of
Aerosmith and executive VP of its management company, Col-
lins Management. “When you combine the two, you can market
online, provide immediate access online and continue to bring
value to what you doin the real world.” Not only do bundies in-
crease the value for the customer, but selling bundies can make
good economic sense. “People,” Garde adds, “are always look-
ingforadeal”

Social commerce provides a great opportunity for artists of all
stripes to selt bundles. A host of services allows artists to sell di-
rectly to fans within their Facebook pages—no need to navigate
to another Web page to complete the transaction. Nimbit has
long offered its acts a Facebook store to sell digital and physicat
items. Topspin has partnered with RootMusic to allow its artists
to integrate accounts and sell digital and/or physical goods on
the RootMusic BandPage.

Moontoast impulse is centered on the Facebook platform.
There aren’t any upfront or monthly costs to start an Impuise art-
ist page—Moontoast takes a 15% cut of sales. ReverbNationhas a
Facebook app that creates a storefront that’s linked to the artist’s
Reverb Store. If the artist already has ReverbNation’s Band Pro-
file app installed, the Reverb Store is automatically added to the
Facebook profile. The company takes a varying flat fee from sales.

Most of these companies also allow artists to integrate en-
tire storefronts at their websites. One exception is Bandcamp,
the increasingly popular service that alows artists to sell digital
and physical goods directly from their Bandcamp pages. The
San Francisco-based company started offering digital-physical
combinationsin November 2009.

Digital delivery is the easy part of the physical-digital bundle.
Taking care of the physical items is far more complicated. CDs,
LPs, T-shirts and other items need to be manufactured and
stored. There are shipping costs and taxes to consider. And with
shipping physical items comes a slew of customer service issues
not seenin digital delivery.

Independent artists need to be aware of certain nuances to
physical sales, Topspin senior director of artist services Wayne
Leeloy says. For example, some indie acts will opt to charge a flat
shipping fee because it’s so simple, he says. But rates can vary
greatly—especially for international shipments.

Leeloy advises artists to think about scale and how much time
they have to dedicate to fulfilling orders. Fortunately, a number
of service providers can integrate with direct-to-fan companies
to handle the warehousing of physical inventory and order fulfill-
ment. Los Angeles-based Audiolife has integrated with Topspin,
ReverbNation and AEG. Other Topspin fulfillment partners are
Paso Robles, Calif.-based Kufala; Burlington, Wash.-based Con-
neXtion; and Reading, England-based Sandbag. Framingham,
Mass.-based Nimbit not only offers the online platform that en-
ables direct-to-fan sales, but it can also handle fulfillment orders
for its clients’ physicalitems.

But Leeloy says they’l find that managing customers’ needs
and concerns could require additional help from either a record
label or third-party service provider. “It can be pretty over-
whelming,” he says. —Glenn Peoples

Raining merch:
A Slayer bundle from PAID
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Whenever, wh r.‘fﬂjakira fans, seen
here in March at Bhe of the Colombian J

pop star’sshows inBogota, pledge their
allegiance withofficialeadbands.”

The Changing

Rules Of
Moving Merch On)

' The Road

Live Nation Merchandise CEO Dell Furano says merch per-
caps are “down slightly” overall, but points out that a variety
of factors influence sales. “We don’t measure the same way
you measure ticket sales,” he says. “Arenas and our big head-
liners continue to do really solid business at a consistent level.
Artists that tour in the summer, if they don’t have arecord, the
tour sales will be down by a third. If you have a new record and
a major tour, we'll do good if not better per-heads as last time.
Overall, I'd say solid to good with areas of softness.”

Through Live Nation’s multirights deals with such acts as Ma-
donna, U2, Shakira, Nickelback and Jay-Z, Live Nation Merchan-
dise has “built-in” deals with world-class artists, but that’s only a
small percentage of the merch division’s 100-plus client roster.

“You got to know which ponds to fish in,” Furano says. ‘“You
always fish in the pop pond. And you always keep your pole in
the country pond, too. Country, pop, rock, alternative—those are
always the strongest areas with the biggest breakout potential,
which is what we always look for.”

In terms of trends, “shirts are still king, and caps,” Furano
says. “Probably the biggest change is [that there’s] much more
overseas touring. We’re doing per-heads in Moscow that we’ve
never seen before; Eastern Europe like we’ve never seen before;
Greece. In South America, where they used to be 10% of what
we do [stateside], they’re now a third of what we do here. These
global tours are animportant element.”

Even if shirts and hats are mainstays, the styles of merch are
evolving, “from two-fers a few years ago, to burnouts last year, to
a combination of things this year,” BandMerch president Joseph
Bongiovi says. “ltems for women are becoming more prevalent.
Now you have styles and sizes built for male and female separately.”

Pricing, as in every business, is a critical consideration. “With
newer artists, we keep the prices down,” Furano says. And ticket
prices always play arole in sales volume. “It’s a simple theory: The
higher the ticket price, the more dedicated the fan; the higher the
merchandise sales, the more desire to have a souvenir. When you
start having discounted tickets, soft tickets, giveaways, festivals,
[you get fewer] passionate fans, and it changes [things] a lot.”

Figuring out how to maximize sales ontheroadisamovingtarget.

“You have to look at each venue,” Furano says. “You have to
make sure the buildings have good displays, an adequate num-
ber of vendors—which is a big issue, They always want to keep
the vending staff down so the individual vendors make more
money. The merchandisers want more vendors so they don’t
miss sales. The negotiations [are] never routine.”

The best way to sell more merch, according to Cinder Block
COO Michael Kromnick, is for bands to connect with fans on
the deepest possible level, both in social media and in per-
son, before the first note is played. “Through personal contact
at meet-and-greet events, through crowd-sourced content
and finally through constant communication, a strong bond
is formed,” he says. “The stronger the bond, the more merch
will be sold.” —RW
32 |
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TOURING, RETAIL, ONLINE: THEY MUST
WORK TOGETHER AND SEPARATELY

BY RAY WADDELL

The three legs of the merchandising stool
are touring, retail and online. All three
require a focused and unique approach,
and the challenge today is for merchandis-
ers to synergize rather than cannibalize.

How can merchandisers accomplish
this? “By just being smart, patient and
strategic,” BandMerch president Joseph
Bongiovi says. “Each one deserves its
own exclusivity when it comes to art-
work and product.”

Each market segment has its own place
in consumer consciousness, Bongiovi says.
“When you sell something to someone at a
concert, it’s an impulse buy,” he says. “Re-
tail tends to be a little more fashion-forward,
alittle more lifestyle, a little more art-based,
or retro-based sometimes.”

Live Nation Merchandise CEO Dell Fu-
rano says the approach at his company
models what’s happening in the sports
merch business. “They do huge business
at the event, at retail and online,” Furano
says. “You have a certain mix; you keep
a lot of exclusive product design for the
specific channels.’

While tour merch is about the souvenir
for fans, e-commerce is about deep product
lines. “If we're selling 30 products on the
road with Kiss, we can sell 200 products at
Kiss Online, offer a broader scope of prod-
ucts, better selection, women’s and chil-
dren’s nightshirts, whatever it might be.”

Bravado CEO Torm Bennett agrees. “[On-
line] is about variety, exclusivity of the prod-
uct, uniqueness, making sure you're giv-
ing that core fan that’s going to a website,
Twitter, Facebook—that’s absolutely en-
gaged in social media for the artist—give
them a chance to get something that isn't
available everywhere,” he says. “It gives us
a chance to make some cool, hip stuff that
we don’t make in huge quantities.”

Right now, retail works for only a small
group of artists. “The classic bands do
the biggest at retail,” Furano says. “And
retail has become more challenging, be
cause over the last seven or eight years all
the independent record stores are gone.
Record retailers were huge business for
us; Virgin, Tower . . . they bought every-
thing—new groups, alternative groups,
heavy metal—and they took chances on
new artists. Today, there’s not neatrly the
number of independents.”

On the other hand, lifestyle retailers like

Hot Topic have become more important
than ever, as have mass retailers. “We sell
a lot of product to Gap, Old Navy, Target,
[and] they want more Beatles, AC/DC, Aero-
smith, the Who, Kiss—classic rock bands,
which is a specialty of ours,” Furano says.
Shelf space is a challenge, and “the
artists it hurts most are the real heavy,
heavy metal groups and the new alter-
native groups,” Furano says. “It's much
harder to get a lot of traction at retail for
then1.” Other genres are expanding, he
adds. “Hot Topic now carries Justin Bieber
and Taylor Swift shirts. Two years ago they
never would have carried those [artists].
Bravado’s Bennett says his company’s
relationship with parent Universal Music
Group brings a lot to the party at retail.
particularly in bundling music with merch
when the former can be difficult to find.
“If you go to any mall in America,
you'll struggle to find a music CD,” Ben-
nett says. “So by us having a good look
and a good experience for the shopper
at some of these stores as diverse as For-
ever 21, Zara, H&M or Urban Outfitters,
sometimes that’s your first mode of con-
tact to actually know that something is
happening with artists—around a release
week even—Dbecause you won't see that
at amall. And in some countries . . . like
Australia and Holland, the biggest retail-
ers for the record were actually apparel
retailers that we were able to convert to

Beatles for sale: Fab Four merch
can be found at department
| stores like Bioomingdale’s,

be apparel/music [retailers].”

Bongiovi says the collectible memora-
bilia business has exploded online, “es-
pecially for our A properties. We have an
auction function proprietary to each site,
so there’s a Bon Jovi section of their e-
commerce site and we auction products,
whether it’s one-of-a-kind or limited edition.
We did a program with Jon [Bon Jovi] where
each night we auctioned off the acoustic
guitar from that night, with photos of him
playing it, signing it [and] dating it.”

Price isn’t the main consideration here,
Bongiovi says, adding, “You're not goug-
ing your audience, you're giving them
what they want, and they’re excited about
it. Obviously the margins are wonderful
as well. Certain properties have created a
business that didn’t exist before. I have a
saying to acts: ‘Your garbage is our gold.
Don’t throw anything out. We can always
create a feel to that for the audience.”

Bennett doesn’t really believe that on-
line and retail can cannibalize tour merch.

“Once an act is at a certain level, they
get to be more popular to a lot more peo-
ple than they can play to. They can't play
in every city, even if they go out and play
hundreds of dates in America in the hun-
dreds of towns that there are,” he says.
[Retail and online] reach past the fan base
you can reach by just going to a concert.
It might be every couple of years that an
act is hitting a particular city. You need
to have the availability of the product in
those marketplaces.”

So if an artist has all three channels
in play, which is the strongest?

“Retail and tour for the artists we deal
with will be the higher of the three, and if
the artist is doing an arena tour and not
as much in retail, it’s probably going to be
tour,” Sony Music VP of merchandising
Mat Vlasic says. Online attracts core fans,
and online sales are increasing. “But there’s
something to say for a 30-SKU pad sitting
in the middle of a Walmart that has 250,000
people walking through it every week,” he
says. “There are a lot of impulse buyers.”

Bottom line, each channel has its ben-
efits and drawbacks. “It depends on the
artist, the timing, if they have an album
out, if there’s cross-promotion at retail,”
Vlasic says. “The idea is to penetrate every
place you can.” s
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Let’s put the T in...: Shirts from classic rock bands
like Kiss are among the top-selling items at mass
retaliers like Target and Oid Navy.
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A CONVERSATION WITH BANDMERCH'S JOSEPH BONGIOVI

BY RAY WADDELL

Joseph Bongiovi and Steve Miles co-founded Brothers Enter-
tainment Merchandising, which the AEG-owned BandMerch
acquired earlier this year. Bongiovi and Miles now serve as
president and senior VP, respectively.

Established in 2000, the BandMerch roster includes AFI,
Alice in Chains, Leonard Cohen, Rise Against, Ricky Martin and
Nine Inch Nails, with the Brothers deal adding Bon Jovi, Jeff
Dunham, Buckcherry and others to the mix.

Bongiovi is a veteran branding/merchandising executive
with innovative ideas about extending an artist's brand into
every corner possible. Billboard spoke with him about the state
of the business, merch A&R and labels entering the merch biz.

You said in the release announcing the acquisition that enter-
tainment properties have “increasingly limited choices in terms
of marketing their brands.” Did you mean outlets in general or
merchandising firms specifically?

Alittle bit of both. Obviously, it depends on the outlet or channel
you're talking about. Retail has become really tough, with very
limited shelfspace, and the numbers are so tight, it’s crazy. It’s
all about mass, all about quantity over anything else toamortize
the costs. And it’s few and far between as faras those [retailers]
that can really support those kinds of programs.

I never considered myself a merchandiser. I've always consid-
ered myself a tool for bands to expand their brand in the lifestyle
market. Not even “entertainment”; I like “lifestyle” because that
really encompasses fitness, music, entertainment, TV, film, what-
ever—it’s something that affects people’s lifestyles and the way
they look at themselves. There are not a lot of companies that
embrace that for brands.

When looking for bands, do you approach it like A&R—
see potential and sign and invest and work on a royalty-
type basis?

Absolutely. We do a deal with them where we can support them
any way they want, whether it’s a supply deal for a tour and give
them product they can handle themselves—Ilike they’re used
to doing anyway—step it up in the quality of the product and
in getting them a great price, and then help them with distri-
bution channels like building a really great state-of-the-art e-
commerce site for them, or help them establish an even better
relationship through us with the Hot Topics of the world, the
mom-and-pops out there they can generate some revenue from.
We have a 30,000-square-foot fulfillment center in Burbank,
Calif., where we fulfill all the online items. We can even offer
distribution for CDs.

These days merch is among the top considerations, not just
for a tour, but for the entire career. Would you agree?
We've been trying to get them to consider us as early as possible.

Some of them still don't. Even just strategically, asa brand, thinking
far enough ahead and getting us involved early enough to where
we can build the e-commerce shop that has downloading capabili-
ties so that when your first single comes out and you're sending
an email blast out to whatever database you have, you're already
set up with the merch look and feel that matches the album, et
cetera. Creatively, it’s all cohesive, where in the past merch was
like an afterthought.

It’s so much different now. Fans are demanding that it be so
much more integrated, the artwork to be more sophisticated. It’s
great to have that black photo T—and by the way, the black photo
T still sells really well—but there’s a lot of other stuff you want
to create around these brands.

When we talk about labels entering the merch busi-
ness, you did it at PolyGram. Do labels have the skill
sets necessary?

No. Itdepends on the label and the situation. Alot of times we end
up helping. They’ll say, “Listen, we have the merch rights. Let’s
partner.” Sowe’lldoa deal with the label to be their merch solution.
Obviously, touring is a very specific area where you really need to
know what you're doing.

Retail and e-commerce are also unique. On the e-commerce
side, while they think they understand the Internet, which they do
when it comes to downloading of music and building of websites,
the e-commerce side is much different and much more proac-
tive. You can't just build it and hope somebody’s going to come
to your store and buy your merch. You've got to market, you have
to promote, you have to engage the consumer.

Are merch rights part of just about every new label deal?
Merch rights are definitely asked for. But there are some smart
managers out there who are getting in on these new acts before
they get their record deal. There are smart attorneys and busi-
ness managers out there saying, “You may not want to [give up
those rights].” And it depends on the property. You look at Katy
Perry or Justin Bieber, those rights weren’t necessarily included
in their record deal, and if they were they were very quickly
negotiated out. Once you're an established artist, everything’s
negotiable anyway.

Merchandising is bigger and deeper than ever, but is
it healthier?

Ashealthy asit’s ever been. It’s taken more seriously now, because
there are so many more avenues for distribution. Not only the
physical distribution, but the distribution of a brand. If you're a
smart merchandiser, if you're a brand specialist, you're creating a
look and a feel that’s used across every avenue of communication
you can imagine, from one cellphone to another, one comiputer
to another, one person live at a concert to another. oee
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THE LATIN RECORDING ACADEMY

Latin
Music’s
Sure Bet

LAS VEGAS TO HOST 12TH ANNUAL

LATIN GRAMMY AWARDS
BY JUSTINO AGUILA

he 12th annual Latin Grammy Awards will air live from the
Mandalay Bay Resort & Casino in Las Vegas on Nov. 10 on
the Univision network.

Broadcast in Spanish since the show moved to Univision
in 2005, the event is one of the network’s most highly rated pro-
grams, according to the Latin Recording Academy.

Las Vegas’ role as host of the show is part of an agreement
among the academy, Univision, the Mandalay Bay Events Center
and the Las Vegas Convention and Visitors Authority. The awards
show will be held at the Mandalay Bay through 2012.

‘Children’s ch
SHAKIRA wil
honored for

and her phila

efforts to aid
underprivileged kids.

Puerto Rican duo Calle 13 has set a record with 10 nomina-
tions this year, and Shakira will be honored as Person of the Year.

Lifetitne achievement honors will be presented to Mexican-
American songstress Linda Ronstadt, Puerto Rican singer/gui-
tarist Jose Feliciano, Brazilian crooner Gal Costa, Mexican rock
pioneer Alex Lora, Argentine ensemble Les Luthiers, Afro-Uru-
guayan percussionist Ruben Rada and the late Colombian salsa
singer/songwriter Joe Arroyo, who died in July.

The trustees’ awards will be bestowed on songwriter/com-
poser/producer Manuel Alejandro, Mexican arranger/musician

Jesus “Chucho” Ferrer and Ray Santos, known as “El Maestro”
of the mambo sound.

The Latin Grammys are presented in 46 categories for albums
and songs that are recorded at least 51% in Spanish or Portuguese
and released between July 1, 2010, and June 30, 2011. The prizes
recognize recordings from around the globe that fulfill the lan-
guage eligibility requirements.

This special feature highlights nominations in key catego-
ries including best new artist, producer of the year and song
of the year.

Recognized for her
artistic, philanthropic
achievements

BY JUSTINO AGUILA

Known as a prolific singer/song-
writer and a chamgion of children’s
well-being, Shakira has been named
the Latin Recording Academy’s 2011
Person of the Year for her artistic and
philanthropic achievements.

The youngest artist to receive the
recognition, Shakira, 34, joins a ros-
ter of previously honored recording
artists that includes Carlos Santana,
Gloria Estefan and Ricky Martin.

Shakira’s gala tribute on Nov. 9 is
being heid one day before the Latin
Grammy Awards at the Mandalay
Bay Convention Center in Las Vegas.
She’s also nominated in three cat-

egories, including album of the year.

A native of Colombia, Shakira has
combinedrock, Latin and Mediterra-
nean influences in her music. In1996,
her album Pies Descalzos produced
the hits “Estoy Aqui” and “Se Quiere
...5eMata”

She continued to gain fans with
other offerings like Donde Estan los
Ladrones in 1998 followed by Sha-
kira: MTV Unplugged, which earned
Shakira her first Grammy for best
Latin pop album and two trophies at
the 2000 Latin Grammys.

Shakira released her first English-
language album, Laundry Service, in
2001, which introduced her to a big-
ger audience. In 2005, Fijacion Oral
Vol. Tincluded the hit “La Tortura,”
featuring Spanish singer/songwriter
Alejandro Sanz. The album earned
her four Latin Grammys.
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“La Tortura” set a chart record by
spending 25 weeks atop Billboard’s
Hot Latin Songs chart, one of nine
No. 1s on the list for Shakira. The
singer has also had five chart-top-
pers on Top Latin Albums, including
her most recent, Sale e/ Sol, which
spent 12 weeks at No. 1. Shakira’s
album sales stand at 9.9 million units,
according to Nielsen SoundScan.

Shakira, at 18, founded the Pies
Descalzos Foundation, a charity cre-
ated to support the academic needs
of underprivileged children. Also,
the singer has continued helping
children around the world through
benefit concerts and other chari-
table work.

“We are honored to pay hom-
age to this dynamic, socially con-
scious woman whose illustrious
career has touched so many people
around the world,” Latin Recording
Academy president/CEO Gabriel
Abaroa Jr. says. R0
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Behind The
Ballots

LOOKING AT HOW LATIN
LABELS VIE FOR GRAMMYS

BY LEILA COBO

hen ballots for the mainstream Grammy Awards are an-

nounced by the Recording Academy, voters immediately

get a flurry of emails and postcards from supportive re-
cord companies labeled “For your consideration,” urging academy
members to vote for a specific artist or recording.

The academy doesn’t prohibit such solicitations through postal
mail, email or advertisements. But it does state that neither the
Grammy logo nor specific information about award categories
should be included in those solicitations.

The Latin Recording Academy offers the same guidelines to
those seeking support for Latin Grammy nominees. Those guide-
lines affect how Latin music companies, managers and publicists
pursue nominations and votes.

The process begins with the first round of voting for the nomi-
nations, when the academy sends ballots and a list of all submit-
ted and screened recordings to voters.

“We sent out a list of all our submissions to everyone we knew,”
one label’s marketing director says.

But direct calls to action aren’t the only way to raise awareness.

“We always make sure the right people, especially in the
artistic community, hear the music,” says Tomas Cookman,

president of indie Nacional Records, which
received five nominations.

It’s hard to say who the “right people” are,
as the Latin Recording Academy has many
members and because finalists for many of
the categories—including the main ones like
album, record and song of the year—are de-
cided upon by a small voting committee and
not by the voters are large. So many in search
of a Latin Grammy cast a wide net.

Cristian Castro, for example, had never
garnered a Latin Grammy nomination be-
fore. This year, his label and management
felt strongly that his album, Viva el Principe
(Universal)—an homage to legendary Mexi-
can singer Jose Jose produced by Rafael Perez
Botija, Jose Jose’s original producer—merited
a nomination.

“We designed his tour precisely during the
voting period to remind everybody about this great album,”
Castro’s manager Walter Kolm says. Viva el Principe was nomi-
nated in the best male pop album category, which isn’t selected
by committee but by voters at large.

Despite the best intentions and the most massive exposure,
however, some recordings don’t receive the expected number
of nominations.

A case in point is Don Omar, whose worldwide smash hit,
“Danza Kuduro” (featuring Lucenzo), was nominated for best
urban song (which receives general voting) but not for song of
the year (which is by committee), despite the fact that it’s been
the longest-running No. 1 on Billboard’s Hot Latin Songs chart
in the past year and has even topped airplay charts in Spain.

“If [omitting Don Omar] was not deliberate, then 1 must state
that the various ‘pop aficionado’ members of the committee have
taken themselves far too seriously,” Don Omar’s manager Adam
Torres wrote in a letter to Billboard. “In my humble opinion, they
disregarded the purpose of the song’s creative process and ultimate

Anticipation: Latin Recording
Academy president/CEO
GABRIEL ABAROA JR. announced
the nominations for the 12th
annual Latin Grammy Awards,
which will air Nov. 10 on Univision.

intent, which I believe is to touch and impact
as many people as possible with music. So
it’s jolting to me to have seen some of the
names, titles and number of nominations
for some of the selections when I have not
seen, heard or felt the impact of them in
many places throughout the world.”

Regardless of how nominations are gar-
nered, once they're announced, publicists
get to work.

“All publicists create a very detailed pro-
motional plan,” says Nevarez Communica-
tions’ Mayna Nevarez, whose clients include
Castro and Daddy Yankee. “The moment
they’re nominated we sent out press re-
leases, we talk about the album with the
dailies, do TV interviews, mention the nom-
inations repeatedly.”

So do labels. Select-O-Hits publishes ads
(in Billboard, among others) and runs retail promotions to spur
sales. Sales bumps, president Johnny Phillips says, are biggest
when artists perform, but are still seen with nominations.

The outreach, Nevarez adds, goes beyond the United States.
“In Latin America, the press gives the Latin Grammy nomina-
tions a lot of relevance. It really opens the door, especially with
new artists.”

Is getting a Latin Grammy nomination or award a sure-fire
route to increased sales? Everyone agrees that it isn’t—Dbut it cer-
tainly helps.

“It’s part of that brand equity we speak about so much,” one
major-label executive says. “It’s a very positive thing. But it doesn’t
[make or break] a career. I've had many acts get multiple nomi-
nations and nothing much happens.”

Nacional’s Cookman adds, “In the end, being able to say, ‘I got
two Latin Grammy nominations—people look at you differently.
For a media-savvy artist it’s an amazing thing, because people pay
attention to it. It's an eye-grabber on your press release.” - .

The Newcomers

Best new artist
nominees arrive
from multiple
cultures

BY JUSTINO AGUILA

This year’s contenders for the best
new artist Latin Grammy Award orig-
inate from Brazil, Puerto Rico, Spain,
Italy and Uruguay. But each qualifies
for a nomination in this category re-
served for acts that have released re-
cordings based on albums that “first
establish their identity to the public
as performers,” according to the
Latin Recording Academy.

PABLO ALBORAN

The self-titled album on EMI Music
from Spanish-born Pablo Alboran
features romantic and moving pop
ballads. The crooner’s lyrics and
voice shine most when performing
his songs in an acoustic arrange-
ment, showcasing his flamenco-in-
spired music with a raspy voice that
has inspired millions of viewers to
check him out on YouTube. His per-
formances stand out with the sim-
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plicity of just his voice and the light
strumming of his guitar.

MAX CAPOTE

Born in a region of Uruguay that’s
riddled with gangs and drug traffick-
ing, Max Capote’s love of rock’n’roll
began as a child when he found he
could escape the troubles around
him by listening to a local radio show
called “Golden Hits.” It was how he
discovered such artists as Chuck
Berry, Little Richard and Jerry Lee
Lewis. With a nomination for his Oja
Musica album Chicle, the singer/
songwriter brings a heartwarming,
whimsical vibe to his music. He ef-
fortlessly meshes several genres
fromlounge toboleroand a’60s sen-
sibility. Add Capote’s visual style of a
trademark suit, tie and shades to the
mix and his pop-inspired melodies
stand outin afresh, hip and cool way.

PAULA FERNANDES

The popularity of Brazil’s country
music, known as sertanejo, contin-
ues to thrive and songstress Paula
Fernandes is keeping the tradition
of the music alive on her album Paula
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Fernandes Ao Vivo (Universal Music
Brazil), which is also in the running
for best sertaneja album. The singer/
songwriter has been performing
since she was a child. Now with a high
profile in her native country the en-
tertainer is set on bringing her music
to new audiences.

IL VOLO

Hailing from Italy, classical crossover
trio Il Volo recently played its first
North American tour and performed
in more than a dozen cities. The
teenage threesome—Piero Barone,
Ignazio Boschetto and Gianluca Gi-
noble—were first seen on Italian tal-
ent show “Ti Lascio Una Canzone”
in 2009 and are now focused on
attracting an international follow-
ing. Live Nation, in association with
Geffen Records, released the act’s
Italian- and English-language album
and presented its recent tour. Univer-
sal Music Latinoreleased the Spanish
version of the album, which qualified
the group for this nomination.

SIE7E

David Rodriguez, better-known as
Sie7e, left a well-paying advertising
agency job in Puerto Rico only a few
years ago to pursue his dream of
writing and singing music. The gam-
ble paid off. First, Sie7e self-released
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nominees

artist are (clockwise from
top left) SIE7E, IL VOLO
and PABLO ALBORAN.

the independent album La
Buena Vida; its success led
to a deal in June with Warner
Music Latina, which released new
set Mucha Cosa Buena, which
earned him this nomi-
nation. The new album
features endearing lyr-

ics and fast-moving
rhythmic compositions

set in batucada, samba

and salsa. It spent six
weeks on Billboard’s
Top Latin

Albums

chartand

peaked at

No.17. «-°




s GESAC
SONGWRITERS
WRITE. PLAY. GET PAID.

SESAC CONGRATULATES LATIN GRAMMY® NOMINEES:
EL GUERO Y SU BANDA CENTENARIO “ESTARE MEJOR” - BEST BANDA ALBUM
DON TETTO “MIENTEME, PROMETEME” - BEST ROCK ALBUM

AND TO OUR SONGWRITERS WHO CONTRIBUTED TO LATIN GRAMMY® NOMINATED PROJECTS:
JACOB LUTTRELL (“Euphoria”/Enrique Iglesias), JENCARLOS CANELA (“Armando”/Pitbull),
FONSECA/SAYCO (“Lenguaje de Amor”/Alex Campos), AND BILL O’CONNELL (“Pure imagination”/Dave Valentin)

www.sesaclatina.com
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Premier Producers

Versatile veterans are
competing for the prize

BY JUSTINO AGUILA

The bar has been set high for the Latin
Grammy nominees in the category of pro-
ducer of the year. The field features five
veteran and versatile producers who have
worked with some of the best-selling art-
ists in Latin music.

RAFAEL ARCAUTE

He’s no stranger to the Latin Grammys and
this year Rafael Arcaute returns with a nod
for his work with multiple nominee Calle
13. The Argentine producer has achieved
a distinctive career by working with such
rock and alternative music acts as Diego
Torres, Fito Paez and Alberto Spinetta. This
year he’s nominated for his work on Calle
13’s Entren los Que Quieran, which peaked
at No. 6 on Billboard’s Top Latin Albums
chart and has sold 57,000 units, according
to Nieisen SoundScan.

AUREO BAQUEIRO

Mexican-born Aureo Baqueiro has had a
thriving career producing the work of many
well-known artists including Alejandro Fer-
nandez. The prolific produceris being rec-

Romantic at
heart: “A Donde
Vamos A Parar”
by MARCO v
ANTONIO SOLIS
is up for song of
the vear. /

="
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ognized for six projects that earned
him a spot among his highly re-
garded colleagues. Those albums
are Leonel Garcia’s Tu, Benny |bar-
ra’s La Marcha de la Vida, Alex Jorge
y Lena’s self-titled album, Ha*Ash’s A
Tiempo, Paty Cantu’s Afortunadamente
No Eres Tu and Fernandez’s Dos Mundos
Revolucion En Vivo.

DESMOND CHILD
One of the busiest producers in the busi-
ness straddlinganimpressive mix of genres,
Desmond Child said recently that he chal-
lenges artists by pushing them away from
their comfort zones, which isn’t always an
easy transition. That said, the results con-
tinue to speak volumes as the producer and
co-writer of Ricky Martin’s Musica + Alma +
Sexo finds atop spot among his peers. The
CD debuted at No. 1on Top Latin Albums,
spending two weeks atop the tally.

ISIDRO INFANTE

Puerto Rico-born pianist/arranger Isidro In-
fante has worked with some of the biggest
names inthe businessincluding Tito Puente,
Celia Cruz and Johnny Pacheco. Previously
nominated for dozens of Grammy Awards,
the producer this year has received a Latin

A el Gran Combo, which peaked at No.3on
Top Latin Albums.

GUSTAVO SANTAOLALLA

A previous winner of both Grammy and
Academy Awards, Gustavo Santaolallare-
turns to the ranks of nominees with several
projects including Supervielle’s Reverie,

Behind the soundboard:
DESMOND CHILD (left)

and GUSTAVO
SANTAOLALLA are
among the nominees for
producer of the year.

Galindo’s Entre la Ciudad y el Mar, which
peaked at No. 14 on Latin Pop Albums.
Bornin El Palomar, Argentina, the producer
began his career in the late '60s with Arco
Iris, the band he co-founded. His cinematic
scores have been heard in such films as
“Brokeback Mountain” and “Babel,” both
of which earned an Oscar for best original

Grammy nomination for Salsa: Un Homenaje

Antonio Carmona’s De Noche and Gustavo

At The Creation

Writers honored
with song of the year
nominations

BY JUSTINO AGUILA

The song of the year category
recognizes the earliest stage in
the creative process that leads
to a successful record. This Latin
Grammy is given exclusively to the
songwriter, unlike record of the
year, which goes to the recording
artist and producer. In the case
of this year’s nominees, all the
artists either wrote or co-wrote
the music.

‘A DONDE VAMOS A
PARAR’

Writer: Marco Antonio Solis
Hitmaker Marco Antonio Solis has
become one of Latin music’s most
recognized singer/songwriters
with a career spanning several
decades. Once the lead singer of
Los Bukis, he has gone on to write
successful songs for himself and
other artists. His nomination is for
“A Donde Vamos A Parar,” which

stays within his romantic style. It’s
from his album En Total Plentitud,
a12-track set with carefully crafted
songs complete with string instru-
ments. The album showcases his
ability to orchestrate fresh melo-
dies for lovers and the broken-
hearted alike.

‘LATINOAMERICA’

Writers: Rafael Arcaute, Calle 13
Calle 13 enters this year’s Latin
Grammys with 10 nominations.
The pair known as Residente and
Visitante return to the awards with
recognition for song of the year
thanks to their album Entren los
Que Quieran. It was produced by
Argentine producer Rafael Ar-
caute, who through the years has
made a name for himself by col-
laborating with alternative acts.

‘LO MEJOR DE Mi VIDA
ERES TV’

Writers: Eric Bazilian, Claudia
Brant, Andreas Carlsson, Desmond
Child, Ricky Martin

Five songwriters collaborated on
the nominated track from Ricky

music score. e

Martin’s album Musica + Alma +
Sexo. The single, featuring Na-
talia Jimenez, stayed at No. 1 for
two weeks onthe Hot Latin Songs
chart and sold more than 130,000
units, according to Nielsen Sound-
Scan. Co-writer Desmond Child,
who produced Martin’s album, is
up for producer of the year as well.

‘QUE EL SONETO NOS
TOME POR SORPRESA
Writer: Jorge Drexler

Uruguayan musician Jorge Drexler
returns to the Latin Grammys with
the song “Que el Soneto Nos Tome
Por Sorpresa,” which is featured in
the film “Lope.” The singer/song-
writer has worked with such art-
ists as Shakira, Maria Rita and Vic-
tor Manuel. Now he returns to the
ranks of Latin Grammy nominees
with a tenderly written ballad.

‘SOLAMENTE TU’

Writer: Pablo Alboran

Also nominated in the best new
artist category, Spain’s Pablo Al-
boran is a contender for song of
the year as writer of “Solamente
Tu.” The singer/songwriter’s soul-
ful ballads with flamenco and
acoustic combinations only add
to his well-crafted harmonies and
lyrics about life and love. ose
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select-0-Hits Congratulates all of
our Latin Grammy Nominees
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Ruben Blades

(Todos Vuelven Live)

* Best Salsa Album

» Best Long Form Music Video
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Sie7e

(Mucha Cosa Buena)

» Best New Artist

* Best Alternative Song
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El Gran Combo
(Salsa: Un Homenaje A El Gran Combo)

* Best Salsa Album

Edwin Bonilla

(Homenaje A Los Rumberos)
» Best Salsa Album

» Best Engineered Album

LIMITED EDITION

Jose Alberto (El Canario)
(Original Limited Edition)

B i i Bliena » Best Salsa Album
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Diana Reyes
(Ajustando Cuentas)
November 1, 2011

Independent Music is
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‘BLOOD’ SIMPLE?

nJuly, invitations began circulating fora free

concert sponsored by Paper magazine, to be

held in a warehouse in Brooklyn. That fact

alone wasn’t unusual, but the lineup was
alittle puzzling: local super-producer/art collec-
tor Swizz Beatz—and a solo Joe Jonas, formerly
of the multiplatinum, teen-girl-fantasy trio the
Jonas Brothers.

Rap fanatics and Paper’s 30-something, cos-
mopolilan audience arrived confused—would
Jonas perform former Jonas Brothers pop-rock
mega hits, like “Burnin’ Up” and “Lovebug,” as a
warm-up for Beatz’ cacophonous raps? But after
Jonas took the stage clad in a sharp-looking blazer,
a tough crowd converted. He played a briel set of
electric, R&B-infuised tracks from his solo debut,
Fastlife (due Oct. 11 on Hollywood Records), and it
was clear the man onstage was no longer the cute
kid from the Disney Channel. (A healthy number
of his longtime fans were in attendance, too, if the
hormonal screams were any indication.)

Transforming a charmed teenhood career
into a viable adult one is possibly one of the en-
tertainment industry’s most difficult feats. For
every Justin Timberlake, there are 10 former boy-
band members whose post-group disinterest led
them to hang up their hats. Jonas, now 22, is five
years past his family band’s first album (It's About
Time), and the group is on hiatus. Brother Nick
has a solo album and is working on Broadway;
Kevin is a newlywed. Joe’s betting on his own
transition with a slick, infectious R&B and club
album that showcases not who he was, but who
he’s become: an adult with a refined sense of
style, a love for club culture and, apparently, a
lot of heartbreak to sing about.

“Everything that [ write about | pull from per-
sonal things that I'm going through, whether
good or bad,” Jonas says from his home in Los An-
geles, on a break from his tour with Cash Money
Records’ R&B star Jay Sean. “It can be a scary
thing sometimes when you say, ‘OK, here’s my
journal. What do you think?"”

Specifically, Jonas has perfected the art of
sounding anguished in his signature velveteen
tenor. On lead single “Just in Love,” just anointed
with a racy feature from Lil Wayne and a sexy
Parisian video (which stirred controversy after
the directors of the independent 2010 film “For
Lovers Only” accused the video’s directors of pla-
giarism), he croons about an overwrought rela-
tionship. Another, “Kleptomaniac,” produced by
R&B specialist Adonis (Usher’s No. 1 “My Boo”),
bemoans a girl with a bad streak, and is mature
both in Jonas’ delivery and its dubstep beat. While
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‘FLOWER’ GIRL
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ONONE

Joe Jonas grows up his sound on
solo debut. Women swoon.

Fastlife was largely produced by Timberlake col-
laborators Danja and Rob Knox, its sound was
guided by Jonas’ love for club music, and hisim-
provement as a DJ, something he picked up dur-
ing the last Jonas Brothers tour.

“I wanted to be able to come up with some-
thing different than stuff everybody hears on the

radio or whatever,” Jonas says. “l know a lot of
celebrities go and just DJ, so I didn’t want to be
like, ‘Oh, I'm a celebrity and now I D], or any-
thing like that. I've been really practicing and
learning with other DJs, which is really great.
That was exactly where [the path of the album)]
was at. Whether it meant completely doing some-

A SURE BET

thing totally left, or just like the dubstep stuff,
trying to create my own.”

While Jonas was sending mixtapes to his
friends and going out dancing, his label and
management were parlaying his new lifestyle
into the next phase of his career.

“To have a successful group and individually
break away, it's never a guarantee,” says manager
Johnny Wright, who has worked with the Jonases
since 2006 and has been behind the careers of
virtually every major boy band since New Kids on
the Block. “The discussion we had with Joe was
just, ‘Let it just happen naturally. If you grow the
way that you're growing, you mature, the music
matures, you bring all the fan base and pick up
new fans along the way."”

Jonas’ team has been gearing up for Fastlife for
more than a year, with a massive blueprint befit-
ting a Jonas. Asked about the label’s rollout plan,
Disney Music executive VP Ken Bunt’s instinct
is a gasp and a laugh: “Wow.” A better question
might have been what isn’t part of the plan: stops
on “The Ellen DeGeneres Show,” “Late Night With
Jimmy Fallon,” “Live! With Regis and Kelly,” “The
Tonight Show With Jay Leno,” “Today” and “Danc-
ing With the Stars,” while “Late Show With David
Letterman” and “MTV World Stage” are already
done. E! Entertainment Television premiered the
videos for “See No More” and “Just in Love” on
airand online, and when Ryan Seacrest has a sick
day at “American Top 40,” he calls Jonas to fill in.

That’s about half of what’s on the schedule,
so certainly Jonas is doing all right—a fact Bunt
attributes, in part, to the Jonas Brothers’ early
savvy with social inedia and their fierce connec-
tion to their fans. “They were one of our first
artists who really understood the power of You-
Tube and online,” Bunt says. “We're seeing this
whole new era of artists who really grasp it now,
but they were ainong the first and never really
got the credit for that.” The singer’s new mobile
app includes a live-chat feature for when Jonas
wants to talk with his fans.

But having a tight schedule is nothing new for
Jonas. What is, however, is the ability to express
himself in such a direct, personal way. “Writ-
ing without my brothers was interesting,” he
says, “because a lot of times when you’re writ-
ing with other people you're feeding off each
other, coming up with a concept. You may not
all want to write a breakup song. [With Fastlife],
[ was able to dive deeper into my relationships
and things that I've gone through personally,
and discuss what it means to have those emo-
tions.” Cue screams, fainting. ..
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Banner year: Bon lver added
four North American dates
to the back end of his fall
tour, wrapping a huge 2011
before a hometown crowd
at Madison, Wis.’ Orpheum
Theatre on Dec. 10. “For the
Chicago play, we've selected
the UIC Pavilion, whichis a
larger arena-style venue,”
management says. “We're
hoping that this show is an
introduction to a step we
may need to take in 2012
in playing larger capacities
worldwide” ... Swim good:
Thanks to what he called
“an overzealous promoter,”
Frank Ocean’s first solo
dates—New Orleans (House
of Blues, Nov. 5), New York
(Bowery Ballroom, Nov. 6),
Los Angeles (El Rey The-
atre, Nov. 15)—were leaked
online, prompting Ocean
to announce on his Tumblr
three European stops: Paris,
Londonand Amsterdam...
Protest rock: Two days after
apair of rare performances
at All Tomorrow’s Parties in
Asbury Park, N.J., Neutral
Milk Hotel icon Jeff Mangum
poppedup againon Oct. 4
at the Occupy Wall Street
march in Manhattan, playing
solo among a crowd of pro-
testors. Only his seventh live
performance in the past 10
years, it came days after ru-
mors of a Radiohead protest
set were squashed... Better
late: Eleven years after back-
ing out of the Super Bowl’s
halftime show, Madonnais
reportedly set to perform
at the Feb. S event in india-
napolis, though pubilicist Liz
Rosenberg wouldn’t confirm
or deny. In 2000, Madonna
did say she’d be open to
giving it another go... Get
well: Adele canceled 10 U.S.
dates starting Oct. 7 after
doctors suggested she seek
an “extended rest period”
for her ailing voice ... Game
on: Foo Fighters will head-
line the closing ceremonies
of BlizzCon 2011, an annual
gaming convention set for
Oct. 21-22 at the Anaheim
(Calif.) Convention Center.
It’s already sold out, though
fans canview live coverage
of the event by purchasing a
“virtual ticket.” Dave Grohl
quipped, “We're pretty sure
... music historians will look
back at BlizzCon 2011 as the
unquestionable pinnacle of
Foo Fighters’ long and illus-
trious career.” Noted!
—Chris Payne

SEACHANGE

Future Islands venture into
the unknown with ‘On the Water’

amuel T. Herring is start-
ing to get nervous. His
band, the Baltimore-via-
North Carolina trio Future Is-
lands, is on the verge of releasing
its third and most high-profile
albumyet—On the Water,due Oct.
11 from Thrill Jockey Records.
“It leaked the other day, or yes-
terday, I think, and the mixed re-
views are already starting to come
in,” Herring says two weeks be-
fore street date. “I guess I've been
waiting on the mixed reviews.”
It’s taken the singer and his
band—which includes bassist
William Cashion and keyboard-
ist Gerrit Welmers—a long time
to get to the point where anyone
cared enough about their music
to publish a review in the first
place. Now that they’ve crossed
that threshold, and delivered an
album that probably no one, not
even themselves, expected, thean-
ticipation is starting to take its toll.
Last summer’s [n Evening
Air was the breakthrough. The
band’s second full-length LP

since forming in 2006, In Eve-
ning Air struck listeners with its
astute deconstruction of new
wave sentimentality. And then
there was Herring’s voice, which
by that point had devolved intoa
ragged, theatric howl—a turbid
mixture of Vincent Price, '70s
Bowie and Michael Crawford
as the Phantom of the Opera.
Thrill Jockey signed the band
after hearing In Evening Air in
near-finished form.

“[Future Islands] have the
rare ability to capture your 100%
absolute attention,” label spokes-
man David Halstead says. “It’s
more than just a good beat and
a catchy bassline.”

The band toured almost con-
stantly in support of In Evening
Air, opening for Okkervill River
and Titus Andronicus and playing
Los Angeles’ raucous Fuck Yeah
Festival. Future Islands earned
a growing army of ardent sup-
porters in part due to Herring’s
unsettling stage persona, which
involves him singing with throat-

shredding sincerity, arching his
back while gazing wide-eyed into
the audience, thrusting his fists
into the air and, occasionally,
pantomiming interactions with
a phantom presence. He’s also
been known to break into tears.

“The songs come from a pas-
sionate place, so it’s easy for me
to be passionate onstage,” Her-
ring says. “I've had people who
absolutely were in love [with our
live show] and I've had people
who were just really terrified by
me. Honesty is a weird thing to
deal with in art, but I want our
audience to know this is real.
These are real stories. There’s
alot of pain and anger and sad-
ness and truth in them.”

Halstead says the live show
has been instrumental in turn-
ing casual Future Islands listen-
ers into true believers.

“I've seen skeptics walk into a
show and leave absolutely floored,”
he says. “I've had complete strang-
ers lean over and tell me, ‘This
band is amazing! in the middle
of a set, and when you think about
it, that never really happens.”

The new album invokes a quiet
intimacy for long stretches, which
will likely make it more difficult to
translate for a ravenous crowd—
part of the reason for Herring’s
current apprehension. On the
Water was recorded at the river-
front house/live-in studio of origi-
nal Lower Dens drummer Abram
Sanders in North Carolina, away
from the band members’ busy
lives in their adopted home of
Baltimore. Vivid narratives have
always been a staple of Future [s-
lands’ songs, but On the Water is
the closest thing to a full concept
album that the band has ever pro-

duced. Tt revolves around a nar-
rator who reconciles with love,
mermory and loss while traveling
between two bodies of water.
“We slowed things down on
this record, not purposefully, but
just because that’s the way the
songs came out when we were
writing them,” Herring says.
“You can't take a song back. And
I don’t want to hide a beautiful
song just because it’s not what
we think our fans are expecting.”
The new album landed a cov-
eted spot on NPR’s “First Listen”
online streaming series, and
the band has some “tastefully
selected” movie and TV licens-
ing deals that Thrill Jockey isn'’t
yet revealing. Future Islands will
headline a nationwide tour Oct.
25-Dec. 3, including a stop at
Fun Fun Fun Fest in Austin in
early November. ..

During the past year-and-a-half, Peter
Gabriel has taken something of a
sledgehammer to a batch of music—
both his own and others’. Working with
arranger John Metcalfe, Gabriel first
reinterpreted songs by David Bowie,
Paul Simon, Arcade Fire and others for
his 2010 release Scratch My Back (Real
World/Virgin), which peaked at No. 26
on the Billboard 200. Gabriel then in-
vited those same acts to take their shot
at his own catalog for the companion
project /’ll Scratch Yours (which cur-
rently only exists online). Now, his tour

supporting Scratch My Back has yielded
New Blood, a set of orchestral versions
of 13 of his songs with some new part-
ners—Ane Brunin place of Kate Bush on
“Don’t Give Up” and daughter Melanie
Gabriel on “Downside Up”—and anam-
bient piece called “A Quiet Moment”
that serves as a segue between the
main album and a bonus track of “Sols-
bury Hill.” New Blood, again created
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with Metcalfe, arrives Oct. 10 through
Real World/Virgin, with a companion
video, “New Blood Live in London,”
coming Oct. 250on DVD, Blu-ray and 3D.

1 After doing Scratch My Back,
what led youto approach orchestral
versions of your own material for
New Blood?

This was an accidental projectin the sense
that it fell out of Scratch My Back. When
I took it on the road, there was about an
hour’s worth of material and I wanted to
playat least two hours. So we started look-
ing at what else I could do, and then it was
an obvious thought to try doing some or-
chestral arrangements from my material.
And in applying that to my stuff, it really
felt like it was reinventing some of those
songs in a way that really got me going,
and [ thought, “Oh, we better record this.”

2 Wwhat was the arrangement
process like?
Obviously we were applying John Met-
calfe’s ears and intelligence as well as
my ideas. We started off together and 1
explained what I was looking for, and
then John would come back with some

first drafts. Occasionally, such as [on
Bowie’s| “Heroes” on the Scratch My
Back project, they sounded perfect to
me, but more often it would go two,
three, four times back and forth and I
would point things out that I thought
could be better or suggest some alter-
native harmonic ideas. In the end, the
moods felt better defined in some ways,
and also the vocals and the lyrics—you
hear them better in these arrangements
than in my original arrangements.

3 Did“Don’t Give Up” take on a dif-
ferent character or meaning for you
by having a different duet partner?
Yes, | think so. That’s probably one of
the most covered if not the most covered
song ['ve written. There's been quite a
few other versions by other artists, and
of course Kate is very much in people’s
minds when they hear that song. So it’s
tough for any singer to come in and take
it on, and Ane did a wonderful job and
really made it her own.

4 s any more being done with the
I’ll Scratch Yours component?
Well, out of the 12 artists [covered on

Scratch My Back] we've had six tracks
back, and there’s really outstanding things
there. Some of the artists who originally
hoped to be part of this just aren’t going to
be able to come through, so we’re looking
at getting three or four other artists who
have sort of done my stuff in one form
or another in order to get to an album’s
worth. And 1 know you don’t have to do
analbum any longer; you can do song by
song, but [ still like the albumn format.

5 But aren’t you also the perfect
candidate to embrace more short-
form, download-friendly types of
projects, too?

I've got no problem with the songs being
cut up and distributed separately, but |
really would miss the opportunity to put
them together and sequence them and
have them tell the story as asingle, united
body of work rather than justa succession
of bits and pieces. That’s still the way ['d
like to work.

6 Do you see yourself continuing

to pursue the orchestral, decon-
structed approach of Scratch My
Back and New Blood?
1 would like to roll it to a halt. We have
a short tour in November, and that may
be the end of it. I'm itching to get back
to writing and to generating some new
stuff, and I will review some of the many
tracks thatare in the can in some states of
completion. There’s a lot of material, but
very few finished lyrics or vocals. - -

FUTURE ISLANDS: MIKE WORASSI; GABRIEL: YORK TILLYER



ALAINA BRIAN BOWEN SMITH. HAMILTON PARK CLAY PATRICK McBRIDE
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TEEN
DREAM

‘American ldol’ runner-up
Lauren Alaina follows winner
Scotty McCreery’s lead

says Lauren Alaina, the “American Idol” season 10 runner-up.

“It was so shocking to me how much hard work I had to put

intoit. I'mso glad it wasn’tas easy as [ expected because it prepared
me—I feel like no matter what comes at me, I’ll be able to handle it.”
Now, the 16-year-old Georgia native is preparing to release her
debut album, Wildflower, Oct. 11 through 19/Interscope/Mercury
Nashville. It was recorded during the summer while Alaina was on

(11 B efore [ was on ‘American Idol,’ I thought it would be so easy,”

the American Idols Live! tour. “1 was singing at night and waking
up and recording my album,” she says. “{Producer] Byron Gallimore
would fly to where | was and we'd do it there.” Recording sessions
took place in cities including Chicago, Atlanta and Nashville. “I
was really lucky because there were good studios around,” Alaina
says. “We would just drive over to the studio and get to business.”

In selecting songs, the high school junior, who plans to take
classes online this year, kept her fan base in mind by picking mate-
rial that was age- and lyrically appropriate. “I have adult fans too, but
I feel like the adults would respect me more for singing songs that
are appropriate for my age than singing grown-up songs,” she says.

She says the title track was a perfect fit. “That’s my personality.
I’'m a wildflower.” And the lead single, “Like My Mother Does,”
is also autobiographical. “I fell in love with it because me and
my mom are best friends,” she says of the song, which peaked
at No. 2 on Billboard’s Country Digital Songs chart and is No.

In bloom:
LAUREN ALA

39 this week on Hot Country Songs. “We do pretty much every-
thing together . .. My mom and [ have always been so close, but
being on ‘American Idol, | feel like it brought us even closer.”
Alaina, who'’s been writing songs since she was 9, co-wrote
“Funny Thing About Love” with Brett James and Luke Laird. “We
actually wrote another song first and then we just started randomly

jamming and came up with the music, then [ started
spitting out words for it,” she says. “We put together a
chorus and then I called them four or five days later and
we [finished] the song.”

The album also includes a tune by one of Alaina’s he-
roes, Carrie Underwood, who co-wrote “Eighteen Inches”
with Kelley Lovelace and Ashley Gorley.

In June, 19/Interscope/Mercury Nashville released the
American ldol Season 10 Highlights: Lauren Alaina EP
exclusively to Walmart to whet fans’ appetites (the proj-
ect peaked at No. 6 on Top Country Albums), and Wild-
flower has been promoted through a presale campaign on
Alaina’s website (laurenalainaofficial.com) and postcards
announcing the street date that were handed out during
the American Idols Live! tour. Additional support will
come from advertising at radio, TV and print outlets.

In a strategic move by the labels involved, the
debut album from “American Idol” winner Scotty
McCreery, Clear As Day, arrived Oct. 4 (also on 19/
Interscope/Mercury Nashville), one week before
Wildflower.

“They do share a fan base together by nature of shar-
ing the ‘American Idol’ experience together,” Universal
Music Group Nashville VP of marketing Tom Lord says
of Alaina and McCreery. “This allows us to message both
releases to the fan base, so people going to retail to buy
one will see the other positioned at retail at the same time.

“We went one week apart from each other so that they
can each have their own street date,” Lord adds, “and
so that they wouldn’t be competing with each other for
similar media bookings in the same week.”

“It’s really cool that our careers are being laid out around the
same time,” Alaina says of McCreery. “We went through this
whole experience together. That’s a bond we don’t have with any-
one else.”

Four's tops:
HAMILTON PARK

H{ASE BY GAIL MITCHELL

Love Jones

Industry vet Andre Harrell revives a genre mainstay
with first Harrell Records signing, Hamilton Park

Whatever happened to R&B vocal groups? Sure,
there have been a few sightings along the way—
comeback attempts by established acts like Jagged
Edge and Dru Hill, TV-bred newcomers (Day26,
Brutha) and would-be stars waiting in the wings
prepping for another run (Electrik Red, RichGirl).
But it’s been years since an R&B group, once a
mainstay of the genre, has really hit it big.

That may soon change as two new male acts

look to breathe life back into the group dynamic.
Two weeks ago, the debut album by teen quartet
Mindless Behavior (Billboard, Dec. 4, 2010), #1
Girl (Streamline/Conjunction/Interscope), shot to
No. 7 on the Billboard 200. The group’s second
single, “Mrs. Right” (featuring Diggy), has entered
the top 20 on Hot R&B/Hip-Hop Songs, and #1
Girlis now No. 27 with sales of 51,000, according
to Nielsen SoundScan.

Next up: fellow foursome Hamilton Park, the
first act signed by industry veteran Andre Har-
rell to his new Atlantic-distributed label, Harrell
Records. The group’s first single, “Thing Called
Us,” is No. 57 on Hot R&B/Hip-Hop Songs and
a self-titled EP arrives Oct. 11.

If there’s one thing Harrell, founder of Uptown
Records (Mary J. Blige, Heavy D) is bullish on, it’s
Hamilton Park'’s ability to go the distance. “I've got
a track record with groups,” says Harrell, whose
résumé includes game-changers Guy and Jodeci.
“I know what to look for, what makes sense from a
record standpoint. Hamilton Park had the group
thing down when I met them. All they needed
was a tweak or two.”

Harrell first met Hamilton Park—Anthony, Mr.
Marcus Lee, Chris Voice and Royce P—last year
when he staged the Superstar Soul Search in part-
nership with Radio One in Atlanta. Although the
high school grads missed the registration deadline
for the competition, word of their talent reached
Harrell, prompting him to meet the group, which
is managed by Atlantic Southeast regional man-
ager Yancey Richardson and Don “Frame” Howard
through their L7 Entertainment. Hamilton Park
was invited to perform the national anthem for the
Soul Search finals, and it wasn’t long before the act
was in New York singing for Atlantic executives.

“We’re modeling ourselves off the old pattern
of what groups were,” Lee says, noting that the
group has been together for five years, polishing
its vocal prowess in church choirs and camara-
derie skills on the basketball courts of Atlanta’s
Hamilton Park Recreation Center. “We've watched
other groups break up after rushing to a desti-
nation without understanding what it takes, the
ups and downs. We're no choirboys; we’ve made

mistakes. But when you stay prayed up, you can
work through things.”

Hamilton Park possesses a down-home, South-
ern soulfulness. in addition to the love-ballad sin-
gle “Thing Called Us,” the group’s six-song EP
features early viral buzz track “Computer Love”
and a contemporary take on the Guy classic “Piece
of My Love.”

The collection is all in keeping with the group’s
chivalry-isn't-dead philosophy. “We're connois-
seurs of love whose end-all, be-all goal isn’t just
to get in the bed,” Anthony says. “It’s about heart-
to-heart communication from a mature young
man’s perspective about love, relationships, sad-
ness and happiness.”

“All of my groups have had a strong male atti-
tude,” Harrell adds. “I liked the fact that Hamilton
Park are church boys and athletes, yet kind of street.”

A preorder campaign for the EP includes an
exclusive deluxe CD bundle containing a T-shirt
and rubber wrist band with the group’s logo plus
instant access to the extended version of the sin-
gle’s video. Deluxe CD purchasers will also receive
access to a preorder pass allowing them to un-
lock exclusive content—detailed profiles of each
member—during a four-week period leading up
to the EP’s release.

Hamilton Park will get a chance to showcase
its wares as one of the featured acts on the 22-date
Scream Tour: The Next Generation. Launching
Sept. 30 in Augusta, Ga., and wrapping Nov. 20 in
Richmond, Va., the trek’s lineup includes Mind-
less Behavior, Diggy Simmons, Jacob Latimore,
the OMG Girlz and special guests the New Boyz.

“This whole generation is missing love on the
radio,” Harrell says. “Hamilton Park can bring
back that emotional energy.”
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DEMI LOVATO
Unbroken

Producers: various
Hollywood Records
Release Date: Sept. 20

A product of the same Dis-
ney Channel star factory
that created Miley Cyrus,
Selena Gomez and the
Jonas Brothers, Demi Lo-
vato veered dramatically
off-script last year when she
left a tour with the Jonases
to enter rehab for cutting
and eating disorders. But
if you expected Lovato to
brush that unsavoriness
under the rug on her third
studio album, Unbroken,
think again—the setis a sur-
prisingly frank examination
of Lovato’s recent troubles.
By Mouse House stan-
dards, it's practically on
par with Hole’s 1994 album,
Live Through This. “Would
it make you feel better to
watch me while | bleed?”
she asks in “Skyscraper,” a
Toby Gad-produced ballad.
Later, in the song “For the
Love of a Daughter,” which
Lovato co-wrote with the
Academy Is ... lead singer
William Beckett, she begs
a parent to “put the bottle
down.” Unbroken offsets
the heaviness with some
lighter fare, most appeal-
ingly in the form of “All

ATKINS

Take a Back Road
Producers: Ted
Hewitt, Rodney Atkins
Curb Records

Release Date: Oct. 4
You can say this much
for Rodney Atkins—his
albums are full of per-
sonality. On his fourth
release, Take a Back
Road, the Knoxville,

Tenn., native presents himself as an easygoing regular guy,
a dedicated family man, a loyal friend and even a bit of a
romantic. It’s a new wrinkle for him in such tracks as “Cabin in
the Woods” and “She’s a Girl.” Most important, Atkins makes
listeners feel these attributes with vocal performances that
sound so earnest and sincere you'd expect lightning to strike
the disc if he wasn’t telling the truth. There’s also an audible

Night Long,” the killer Tim-
baland/Missy Elliott club
jam that opens the album.
But Lovato pulls remarkably
few punches here. =MW

LADY ANTEBELLUM
Own the Night

Producer: Paul Worley
Capitol Nashville

Release Date: Sept. 13

SETH MacFARLANE

Music Is Better Than Words
Producer: Joe/ McNeely

Universal Republic

Release Date: Sept. 27

Given Seth MacFarlane’s position
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as one of Hollywood’s highest-paid
writer/producers, it doesn’t exactly come as a shock
to learn that the “Family Guy” creator has recorded an
album. After all, less powerful showbiz players than he
have convinced labels to bankroll similar forays into music.
(This year in particular has produced a bumper crop, with
recent records from actors-turned-singers Jeff Bridges,
Tim Robbins and Hugh Laurie.) But if Music Is Better Than
Words carries a whiff of inevitability, its content—and its
quality—does indeed surprise. Fronting an honest-to-
goodness big band captured live at Los Angeles’ historic
Capitol Studios, MacFarlane offers charming renditions
of such vocal-jazz standards as “You're the Cream in My
Coffee” and “It’s Easy to Remember (And So Hard to
Forget).” Norah Jones and Sara Bareilles appear for sure-
thing duets in “Two Sleepy People” and “Love Won't Let
You Get Away,” respectively. But it’s MacFarlane who turns
in the album’s most impressive performance in a haunting
take on David Raksin and Johnny Mercer’s “Laura.”—-MW
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After the success of its first
two albums, and especially
2010’s Need You Now, one
might expect Lady Ante-
bellum to kick up its heels
a little on its third release.
Not quite. The trio is sell-
ing subtlety on Own the
Night, a decidedly gentle
and even dour affair domi-
nated by songs about lost
love (curious since Lady A
lady Hillary Scott recently
announced her marriage
engagement) and string-
laden ballads clearly aimed
at the heartstrings tugged
by the Need You Now title
track. The tune “Just a Kiss”
in particular follows that
same mold, with Scott and
Charles Kelley trading vo-
cals and a big, lush bridge
that sweeps the track into
a dramatic crescendo.
There's a lot more where
that came from in “Wanted
You More,” “As You Turn
Away” and “Heart of the
World.” Elsewhere, “Cold
As Stone” has a slight Celtic
flavor and “Friday Night” is
the set’s lone out-and-out
rocker. There's a great deal
of craft and melodic sophis-
tication at work here, but in
raising one bar Lady A has
lost some of the breezy
fun that marked its earlier
work.—GG

aim on this outing to reclaim the commercial momentum of
2006’s If You’re Going Through Hell after stumbling a bit with
It’s America in 2009, so there’s a little more grit on the title
track, “He’s Mine,” “The Corner,” “Growing Up Like That” and
“Tips.” And there’s some genial wit on “Family” and the anthe-
mic “Lifelines.” This is one back road that may return Atkins to

country’s highway of hits.—GG

DREAM THEATER

A Dramatic Turn of Events
Producer: John Petrucci
Roadrunner Records
Release Date: Sept. 13
Dream Theater fans have
been anxiously awaiting the
band’s new album, A Dra-
matic Turn of Events. With
co-founder and drummer
extraordinaire Mike Portnoy

unexpectedly departing the
group last year, the ques-
tion of who would follow in
his iconic shoes has loomed
large. But new drummer
Mike Mangini takes his place
behind the kit like business
as usual. Dream Theater has
wisely turned the shakeup
into a new (and needed)
change of direction. The
epic songs and nonstop

CHICKENFOOT
Chickenfoot 1l
Producers: Mike Fraser,
Chickenfoot
earMUSIC/eOne Music

Release Date: Sept. 27

Supergroups tend to bring out the cynic in most music
fans, and with historically good reason. But Chickenfoot
sounded surprisingly right right from the get-go in 2009,
and Chickenfoot /il (the quartet’s smirkingly titled second
effort) is even better than its self-titled debut. It’s a rare
case of a group that’s equal to—or perhaps even greater
than—the sum of its parts, cranking out beefy blues-rock
with virtuoistic sheen from guitarist Joe Satriani and
powered by Red Hot Chili Peppers drummer Chad Smith’s
muscular whomp. Chickenfoot covers a good deal of
ground on the 10 tracks of ///. The songs range from the
riffy, Rolling Stones-styled “Alright Alright” to the rootsy
groove of “Something Gone Wrong.” Meanwhile, Sammy
Hagar and Michael Anthony harmonize in vintage Van
Halen fashion on “Different Devil,” and “Lighten Up” nods
to Deep Purple, a collective influence, The track “Three
and a Half Letters” might carry some socio-political
weight, but this is an album that really wins hearts with
its granite thump’n’roll.—~GG

time changes remain, but
the band sounds fresher and
looser thanit hasinages. The
group’'s members are clearly
enjoying a rediscovered
melodicism and experimen-
tation in their songwriting.
Dream Theater digs in with
impressive might into twist-
ing, hook-heavy journeys like
“Bridges in the Sky,” “Break-
ing Alllllusions” and “Outcry,”
yet also softens into a vulner-
ability never heard before on
songs like “Far From Heaven”
and “Beneath the Surface”
(the latter a heartbreak story
of lovers too immobilized
by pain to reach out to each
other). Fans, rejoice: The
spirit carries on, very much
intact.—CT

PEARL JAM

Pearl Jam Twenty
Producer: Pear!/ Jam
Columbia Records

Release Date: Sept. 20
Pearl Jam hasn’'t been shy
aboutdiggingintoits archives
in the years running up to its
current 20th-anniversary
bonanza. But with Cameron
Crowe's career-spanning
documentary “Pearl Jam
Twenty” in theaters world-
wide, the famously rock-
friendly director did what
any fan with such unprec-
edented access to the band’s
vaults would-—he made the
soundtrack an epic mixtape,
complete with his own exten-
siveliner notes. The two-disc,
29-song effort takes choice
live musical moments from
the film (“Alive,” from the
band’s third show ever, in
1990 Seattle; a stirring 2010
“Better Man” singalong from
New York’s Madison Square
Garden) and rolls them up
with previously unreleased
demos and instrumentals
(19971's sweet “Acoustic #1,”
featuring frontman Eddie
Vedder’s big voice front and
center; Mike McCready’s gui-
tar-only takeon1998’s “Given
to Fly™”) that capture the vet-
eran act’'s songwriting pro-
cess through the years. For
hardcore fans, there’s much
here to love and dissect. For
the more casual listener, it's
an engaging musical portrait
of the first 20 years of a great
Americanrock band.—JL

KRISTIN BARLOWE
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SINGLES

Helena Beat (4:35)
Producer: Greg Kurstin
Writer: M. Foster

(BMI)
Startime/Columbia

FOSTER THE PEOPLE

Publisher: Smims Coffee and Tea Music Publishing

With indie crossover MGMT shying away from the dance- |
floor on its recent material, up-and-coming Los Angeles
rock band Foster the People continues to pick up the
slack with “Helena Beat,” the second single off debut set '
Torches. Like the surprise hit “Pumped Up Kicks,” “Helena |
Beat” pairs some moderately disturbing lyrics (“I tie my

| hands up to the chair so | don’t fall that way”) with a light-

hearted beat, half-daring listeners to rethink what they’re
| dancing to. Frontman Mark Foster and the band could
probably stand to back off the studio tricks a bit—the high-
[ pitched falsetto vocals of the “Kicks” chorus run the entire
song here. And although “Helena Beat” lacks the earworm
quality of its predecessor, the song finds its own identity as
a more fleshed-out synth-rock track.—CP

DANCE/ELECTRONICA
NERO

Promises (Skrillex Remix)
(4:28)

Producers: Joe Ray, Dan
Stephens, Alana Watson,
Sonny Moore

Writers: J. Ray, D. Stephens,
A. Watson, S. Moore
Publishers: EMI/EMI/
Copyright Control/

MTA Records

For those unfamiliar with
the format, the “Promises”
remix is a bit of a head-butt:
After one verse and chorus,
a sweet, unsuspecting vocal

COLDPLAY
Paradise (4:38)

| Producers: Markus Dravs,
Daniel Green, Rik Simpson
Writer: Coldplay
Publishers: various
Capitol

Boiling strings, rattling
synthesizers, bass-heavy
beats—has Coldplay made
a Kanye West record? Not

gets attacked by the sonic
equivalent of dinosaurs with
laser beams attached to their
heads. That's the essential
effect when Skrillex gets his
hands on a track like “Prom-
ises” by U.K. electronic outfit
Nero. Skriltex strips the origi-
nal “Promises” of its turbo-
charged breakbeats, isolates
the vocal and allows it to fly
almost a cappella for a spell.
Then he unloads an explosive
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exactly, but “Paradise,” the new single from the group’s
upcoming fifth studio album, My/o Xyloto, does bring a few
new ideas to the table. For the lightweight chorus, Chris
Martin dangles the title word (“Para-para-paradise”) like a
squirming fish on a hook. The rest of the lyrics aren’t much
more descriptive—Martin sings about a girl wanting to

escape into her own dreams amid a bieak landscape—but

bass drop on top, complete
with harmonic synths, ma-
chine dronesand high-pitched
screeches that have become
signatures of his aggressive
dubstep style. Out of context,
the shift sounds abrupt—but
on a nightclub dancefloor or
under a tent at a festival, it’s
pure adrenaline. —KM

| R&B |

MONICA

Anything (To Find You)
(Featuring Rick Ross)
(3:42)

Producer: Missy Elliott
Writers: various

Publishers: various

RCA Records

“Anything (To Find You),”
the first single from Monica'’s
forthcoming seventh studio
album, New Life, is a throw-
back to '90s hip-hop, right
down to the “Who Shot Ya”
sample and producer Missy
Elliott declaring, "As we pro-
ceed to give you what you
need!” The 30-year-old singer
has been out of the spotlight
as of late, but the single reas-
sures fans that she’s still got
the smooth, soulful vocals
that can slide gracefully over
a backing beat. After Rick
Ross grunts through an open-

Coldplay’s main appeal has never been its lyrical content.

Musically, “Paradise” suggests a massive budget, with will |
Champion’s hard-hitting percussion sounding particularly |
lavish. Rock fans who couldn’t get behind Viva /a Vida
or Death and All His Friends probably won’t appreciate
but the track is another slice of warm-hug

“Paradise,”
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FLORENCE & THE
MACHINE

What the Water Gave Me
(5:32)

Producer: Paul/ Epworth
Writers: £ Welch

F. White

Publisher: not J/isted
Universal Island

I “What the Water Gave
Me,” the first sounds from
Florence & the Machine’s
sophomore album,
Ceremonials, sounds like

nothing else on mainstream

| radio. However, like the band’s surprise crossover hit, “Dog Days Are Over,” there’s a familiar
structure in place that makes the choruses hit hard—and pop fans hit the replay button. After
building up for more than three minutes, frontwoman Florence Welch begins wailing over the
amalgamation of her Machine’s harps and percussion. The lyrics (“Be the overflow/Pockets
full of stones”) eerily allude to Virginia Woolf’s drowning, while the song shares its title with
an abstract Frida Khalo painting. Clearly, Florence & the Machine are trying to inject some
[ culture into their comeback single—luckily for the listener, the unstoppable hook is all the

group really needed to stave off a sophomore slump.—J8

ing verse, Monica arrives with
lyrics that combine attitude
and vulnerability. “I'm open,
won't you come inside?/And |

ecstasy for those who’ve been onboard since “Yellow.”—RR |

promise that | will treat you
better than right,” she sings.
With“Anything (To Find You),”
Monicahasissued another soft
jam to secure her status as an
R&B queen in the company of
Mary J. Blige.—MD

POP

KELLY CLARKSON
Mr. Know It All (3:53)
Producers: Brian Kennedy,
Ester Dean

Writers: B. Seals, E. Dean,

B. James, D. Jones
Publishers: various
S/19/RCA

After painting with darker
tones on 2007's uneven My
December, Kelly Clarkson
triumphantly returned to
bubble-gum pop-rock with
2009’s All | Ever Wanted.
While “Mr. Know It All,” the
lead single off Clarkson’s up-

EDITED BY MITCHELL PETERS
(ALBUMS) AND JASON
LIPSHUTZ (SINGLES)

CONTRIBUTORS: Jeff Benjamin,
Maggie Doherty, Gary Graff,
Jessica Letkemann, Jason S.
Lipshutz, Kerri Mason, Chris
Payne, Ryan Reed, Christa Titus,
Mikael Wood

OCTOBER 15, 201

coming Stronger, features
some nasty gibes at a ex-
boyfriend, the singerisclearly
staying putinasunny, upbeat
sound. Unlike "Never Again,”
the vitriolic breakup single
from My December,"Mr.Know
It All” pairs Clarkson's frustra-
tion with an upbeat arrange-
ment that’s awash in gentle
guitar chords and twinkling
piano. The song floats be-
tween the righteous declara-
tions (“You like to bring me
down, don’t you?/Well, | ain't
going down") of the verses
before arriving at the phrase,
“Youdon'tknow a thing about
me,” in the hook. Ctarkson
has handied this subject with
more intensity inthe past, but
“Mr. Know It All” presents her
as.a more tempered, mature
artist before her fifth full-
lengthis released. —JSL

LLEGEND & CREDITS

All albums commercially available
in the United States are eligible.
Send album review copies to
Mitchell Peters at Billboard, 5700
Wiishire Blvd., Suite 500, Los
Angeles, CA 90036 and singles
review copies to Jason Lipshutz
at Billboard, 770 Broadway.
Seventh Floor, New York, NY
10003, or to the writers in the
appropriate bureaus
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Breaking his mold:
JAMES MORRISON

EZEZE  BY RICHARD SMIRKE

From Grief To Glory

Brit singer James Morrison turns personal loss into No. 1
album; Starbucks tie-in launches phase two of campaign

he past few years have been a tumultuous,

I life-changing period for British singer/

songwriter James Morrison. It started with

the birth of his first child, Elsie. Then. roughly

12 monthsago. his father, a struggling alcoholic,

died, leaving the artist inconsolable. “It was a

very emotionally charged period of time,” says

the candid 27-year-old, who channeled his ex-

periences, joy and grief into his third studio set.
The Awakening.

“Without losing my dad, this album wouldn™
have been the record that it is,” says Morrisorn,
who'’s signed to Island Records/Universal and
published by Sony/ATV Music Publishing. “To
write about something so personal but not have
it feel like I'm giving too much away . . . that’s
a delicate thing to deal with, and I feel like I've
done it with a sense of dignity and tact. I've made
an album that I feel really proud of, and it has
really connected with people.”

Landing Morrison the second No. 1 album
of his career, The Awakening debuted atop the
U.K. albums chart, with first-week sales of
62,000 units, according to the Official Charts
Co. His first No. 1 was his 2006 debut, Undis-
covered, followed by 2008’s sophomore set Songs
for You, Truths for Me, which peaked at No. 3.
The BRIT Award-winning artist, who scored
a Europe-wide smash in 2008 with the single
“Broken Strings”—an emotive duet with Nelly
Furtado—has posted total worldwide record sules
of 5 million, according to Island.

‘James has one of the best soul voices in the
U.K., if not the world,” Island Records U.K. GM
Jon Turner says. e credits Morrison’s maturity
as an artist as the key force behind the singer’s
third successive hit atbum.

“I haven't broken the mold musically,” Mor-
rison adds, “but | feel that J’ve broken the mold
for myself as an artist. | wanted to move away
from the poppy side of things a bit. This time
| felt that I had the confidence to be the artist
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that I wanted to be and not worry about success.”

To launch The Awakening, key radio executives
were invited to Island’s London offices in July to
hear an exclusive album playback, introduced by
Morrison. That personal touch “really galvanized
support and got people onboard,” Turner says.

Lead single “I Won't Let You Go” received
strong backing from regional radio stations across
the United Kingdom, many of which began play-
ing the track five weeks early. The soulful rock-
pop ballad, which debuted at No. 5 on the U.K.
singles chart on Sept. 25, has also been placed in
regular daily rotation by the two leading national
networks: top 40 station BBC Radio 1 and AC-
formatted BBC Radio 2. “It’s only a certain type
of artist that can play on both those stations,”
Turner says. Also driving albums, he adds, was a
street-week performance on the BBC 2 TV show
“Later ... With Jools Holland.”

The second phase of what Island envisions as
a yearlong campaign is getting under way. Com-
mencing Oct. 9 with an in-store concert at its
flagship London store, Starbucks will launch a na-
tionwide promotional campaign through which
customers can download one Awakening track
from iTunes for free. To maintain sales during
the holiday season, second single “Up,” a duet
with British singer Jessie ], will be released in
the United Kingdom on Dec. 5.

Morrison will embark on a six-date U.K. head-
lining tour in November. That will be followed
by a wider national trek in January and February,
booked by London-based Creative Artists Agency.
A U.S. run of live dates will also take place in early
2012, according to Island, although details haven’t
yet been announced. The Awakening is slated for
domestic release in March or April through Uni-
versal Republic.

“I'm going to go over there and sing my ass
off,” Morrison says of his U.S. plans. “Hopefully
they’ll love it—1'll sell some records and have a
hit in America.” .

RIHANNA’S RECORD PACE

The singer logs the fastest run to 20 Hot 100 top 10s

among solo acts

Rihanna roars to a 20th Billboard Hot 100 top
10 faster than any other solo artist as “We Found
Love,” featuring Calvin Harris, darts 16-9 this
week (see chart, page 54). Having first graced
the list in the June 11, 2005, issue, the singer
reaches the milestone in a span of six years and
four months, besting Madonna for the quickest
collection of 20 top 10s among soloists {froman
artist’s first Hot 100 appearance). The Material
Girl tallied her 20th such hit, “Hanky Panky,”
the week of July 28, 1990, for a stretch of six
years and nine months from her chart arrival
with “Holiday.”

Among the 14 total acts with at least 20 top 10s,
Rihanna—the swanky club's fifth female mem-
ber—reaches the mark the second-fastest. Only
the Beatles sprinted to the sum more swiftly, tak-
ing just two years, seven months and one week
between their chart entrance with “1 Want to Hold
Your Hand” (Jan. 18, 1964) and “Yellow Subma-
rine,” which sailed 52-8 on Aug, 27, 1966. Rihanna
pushes the Supremes to third place among all acts.
Motown’s dream girls collected their 20 career top

10s during a span of six years, five months and one

week between 1964 and 1970.
RIHANNA'’S 20 BILLBOARD HOT 100 TOP 10s

Another milestone: @

RIHANNA
—Gary Trust

YEAR PEAKPOSITION _TmeE
2005 No. 2 “Pon De Replay”
2006 No. 1 (Bweeks) FEOST - L
2006  No.6  ‘“Unfaithful” .
2007 No.9 “Break it Off” (Rihanna and Sean Paul)
2007 ~ No. 10 iy “Umbrella” (featuring Jay-2Z)
2007 No7 “Hate That | Love You” (featuring Ne-Yo)
2008 "No.3  “Dont 5top the Music”
2008  No.1() _ “Take a Bow” i
2008 No.1() “Disturbia”
2008 No.1() ~ “Live Your Life” (T.I. featuring Rihanna)
2009  No.2 “Run This Town” (Jay-Z, Rihanna and Kanye West)
2009 e = ~ “Russian Roulette”
2010 ‘No.8 “Hard” (featuring Jeezy)
2000 No.1()  “RudeBoy” oin L el
2010 No. 'IA(T) “Love the Vﬁy You Lie” (Eminem featuring Rihanna)
2010 No.1() “Only Girl (Inthe World)”
2010 No.1() ~ “What’s My Name?” (featuring Drake)
201 No.1() ~ “S&M” (featuring Britney Spears)
20m ~ No.7 “Cheers (Drink to That)”
201m No. 9* “We Found L.ove” (featuring Calvin Harris)
';till charting -

No littte girl:
CADY GROVES

JAD: RIHANNA |AN GAVAR

JULIAN E




GROUPLOVE: AUTUMN DE WILDE; ARBORES: ELLEN ARBORES

:{6]si @80 BY MITCHELL PETERS

Making It
In America

High-profile synchs, key TV
appearances and tour slots—
including Florence & the
Machine—get the ball rolling
for Grouplove

pproximately 19 months before the Sept. 13
release of its full-length debut, Never Trust a
Happy Song (Canvasback Music/Atlantic),
Los Angeles-based rock quintet Grouplove ironically
survived by licensing its song “Getaway Car” to HBO's
“Howto Make Itin America.” Seven months later, the
CW Network caught wind of the band and licensed
its catchy tune “Colours” for an episode of “90210.”

“It wasn’t a lot of money,” Grouplove frontman
Christian Zucconi recalls, “but it was enough to
cover our rent and not let us work shitty day jobs
while we got the band up and running.”

Those TV synchs, along with early support from
such music websites as the Hype Machine and NME,
have helped Grouplove earn an opening slot for Flor-
ence & the Machine, a co-headlining tour with Fos-
ter the People, key festival bookings, late-night TV
appearances and a chart-climber in “Colours.” The
single moves 21-19 in its ninth week on Billboard’s
Alternative airplay chart and has sold 37,000 down-
loads, according to Nielsen SoundScan. Its video has
garnered 565,000 views on YouTube. Never Tiust a
Happy Song debuted at No. 4 on Heatseekers Albums
and has sold 6,000 copies.

Alternative WSUN-FM Tampa, Fla., is one of
Grouplove’s chief radio supporters. The station has
played “Colours” 561 times through Oct. 2, accord-
ing to Nielsen BDS.

“I wanted WSUN to be the first modern rock sta-
tion to play it,” WSUN PD Michael Sharkey says,
“and the response has been very positive. People
want to hear something that sounds unique with-
out being weird.”

Ben Berger co-manages Grouplove with his

o

el

warming up: ]
GROUPLOVE

8

brother Nicky Berger as Berger Management. The
initial promotional push began with the Jan. 25
release of a self-titled EP, which has sold 11,000
copies, according to SoundScan. The band’s pro-
file quickly grew following the placement of “Co-
lours” on key music blogs, which sparked addi-
tional touring opportunities. Each day during the
month leading up to the release of Never Trust a
Happy Song, the band posted fresh content on its
website, ranging from videoclips from the road
to drawings by Grouplove vocalist/keyboardist
Hannah Hooper.

“This was effective,” Berger says, “because what
we wanted to get across is that they're five friends
having the best time doing what they've always
wanted to do.”

Grouplove—whose other members include An-
drew Wessen (vocals/guitar), Sean Gadd (vocals/
bass) and Ryan Rabin (drummer/producer)—formed
in 2009 after the bandmates randomly met a year ear-
lier at an artist colony in Greece. The quintet made
its national TV debut in late March on NBC’s “Last
Call With Carson Daly.” “Last Call” music producer/

T

&

> -

booker Davis Powers says he booked the band im-
mediately after it opened for Florence & the Ma-
chine at Los Angeles’ Wiltern a few months prior.
“I didn’t really know about them until I saw that
show,” Powers says.

“Last Call” taped Grouplove during its headlin-
ing concert at Los Angeles’ 500-capacity Troubadour
earlier this year. “It made the perfect scenario to give
them their TV debut,” Powers adds.

Since then, Grouplove has embarked on its
own headlining North American club tour and
played such festivals as Chicago’s Lollapalooza
and England’s Reading and Leeds. Its music has
also been licensed to HBO's “Entourage,” a Chev-
rolet ad and the videogames “Madden NFL 12”
and “FIFA 12.” The act performed on “Conan”
in late September and is scheduled to appear on
“Late Show With David Letterman” in Novem-
ber. In the coming months Grouplove will tour
Europe and Australia, perform at a number of
U.S. holiday radio show concerts and play a mix
of headlining shows and opening slots in North
American early next year. .

BALANCING ACT

RCA newcomer Cady Groves spices her pop with a little spunk

In the music video for Cady Groves’ debut single,
“This Little Girl,” the pint-sized pop singer enlists
binoculars and various hiding spots to watch her
boyfriend canoodle with another girl behind her
back. Eventually, she duct-tapes the guy to a wall
in her apartment. “This little girl is capable of mur-
der, because you hurt her,” Grove sings.

The seething sentiment doesn’t exactly match
the sunny pop-rock arrangement of “This Little
Girl.” But the single is catching on—the video
counts 48,000 views on Vevo since its Sept. 26
debut—while unveiling the spunky 22-year-old
Oklahoma native’s real-life heartbreak story. After
signing to RCA Records in May 2010 and moving
to California, Groves became romantically in-
volved with one of the songwriters working on her
debut album. That is, until she discovered he had
a secret girlfriend.

Devastated, Groves scrapped all the material
she had previously written and decided to start

anew. “It was hard to even write at that point,” she
says. “l just wanted everyone to leave me alone,
to hide away. What was great was the label say-
ing, ‘We understand what’s going on, but we see
something that you can’t see. There’s asilver lining
in you writing right now.”

So Groves pressed on and delivered an album
set for early 2012 that balances her anger and
natural poise: “This Little Girl” and “Your Win-
dow” are full of vitriol, while “We’re the Shit” is
aloving shout-out to her fans. RCA senior VP of
marketing Aaron Borns says the upcoming pro-
motion campaign will involve amplifying Groves’
natural pop appeal without keeping her pissed-
off lyrics at the forefront.

“It’s coming from a genuine place,” Borns says.
“Even if some of the subject matterisn’t as light as
the sound of the songs may allude to initially, that
only makes it more interesting for people.”

“This Little Girl” will continue being pushed to

top 40 formats, with Groves spending the rest of
the year doing promotional radio tours and at-
tending press events. Borns says the main mar-
keting focus is the song’s video, which features a
cameo by country star/“The Voice” coach Blake
Shelton. Groves says she got in touch with him
through Twitter, where the two initially bonded
over “being crazy funny and inappropriate.”
Shelton (@blakeshelton) has since helped pro-
mote Groves on the social platform and posted
links to the “Girl” video for his 709,000 followers.
Groves, who has 32,000 followers (@cady-
groves), tweets dozens of times per day and
often laces her musings with profanity. Though
she may look like aninnocent teenybopper, the
singer/songwriter wants to be taken seriously as
an adult talent.
“l get enough crap for looking younger than
I am,” she says. “That’s not what I’m going for.”
—Jason Lipshutz

TURNING
THE TABLES

Erik Arbores, 14-year-
old Dutch science
whiz, also on way to
becoming a chart-
topping DJ

Very young faces are nothing new in
pop music. But a 14-year-old chart-
topping DJ? That might be a first.

Meet Erik Arbores. The science whiz,
Katy Perry fan, budding pianist and
DJ/producer is signed to one of the
world’s biggest dance labels, superstar
DJ Armin van Buuren’s Armada.

Arbores’ first release, the three-
track EP Take /t, was released world-
wide on Sept. 26 and quickly shot to
the top of the Dutch iTunes chart. One
of its trance-y tracks, “Bliss,” entered
the overall Dutch charts at No. 20 and
recently debuted on American radio
on DJ Austin Kramer’s “Fresh Friday”
show on SiriusXM’s dance-dedicated
BPM channel.

Arbores is a prodigy in more than
just music: He skipped four grades in
his native Holland and is attending the
Delft University of Technology, where
he’s studying physics. “Understand-
ing the structure of science helps with
understanding melody and rhythm,”
he says. “And the creativity required
in music helps with thinking outside
the box in science, which is often how
new insights are discovered.

For Armada co-owner/director
Maykel Piron, Arbores symbolizes
a new age. “When | was 14, | snuck
into clubs,” he says. “But these days,
videoclips and music are all over the
Internet. So kids can get a taste of
what’s going on. And music produc-
tion tools are more accessible.”

Armada is planning a full-tilt U.S.
dance radio promotion campaign
behind Take it. In the meantime, the
label is building Arbores’ online foot-
print with an introductory YouTube
video and new Facebook page.

Arbores hopes to pursue a career
as aninternational DJ, like mentor van
Buuren. “l remember creating my own
mixtapes and trying to produce my first
few tracks at 14,” van Buuren recalls.

‘None of that sounded as high-profile
as Erik’s stuff. The future holds a great
career inmusic for him.” —Kerri Mason
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>>As her new album, Miss Little
Havana—whichis exclusive to
Target and iTunes—debuts on
the Billboard 200 at No. 28,
Gloria Estefan enjoys her first
No. 1on Dance Club Songs since
“Oye” the week of Sept. 19,
1998, with “Wepa,” her sixth ca-
reer topper on the list. She first

] reigned with “Tradicion” in the
Dec. 25,1993, issue.

>>Now a trio following the
departure of Michael Steele,

¥ the Bangles grace the Blllboard
200 for the first time since July
21,1990, as Sweetheart of the
Sun, the group’s flrst studio
album since 2003, bows at No.
148. Of the Bangles’ four prior
chart entries, they rose as high
as No. 2 with Different Light
in1987.

Read Chart Beat
every week at
billboard.com/chartbeat.

BLINK-182: ESTEVAN ORIOL
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J.Cole’s ‘Story’ Starts AtNo. 1 On Billboard 200

Just one week after 85-year-old Tony
Bennett grabbed his first No. 1 album
on the Billboard 200 with Duets I1, an-
other artist nets his first No. 1—but
he’s a little younger.

Rapper J.Cole, 26,bows inthe No. 1
slot with Cole World: The Sideline Story,
selling 218,000 copies, according to
Nielsen SoundScan.

It’sthe Roc Nation/Columbiaartist’s
first album and marks the first time a
solo artist’s debut effort has entered at
No. 1 since May 14, 2010. That week,
B.o.B started at No. 1 with The Adven-
tures of Bobby Ray with 84,000. (For
more on B.o.B this week, see page 54.)

-— & | >
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Cole’s launch is the highest sales
week for any act’s debut chart ef-
fort since Nicki Minaj’s Pink Friday
started with 375,000 at No. 2on Dec.
11,2010.

With Cole’s fellow Columbia acts
Adele and Bennett at Nos. 3 and 4, re-

spectively, it marks the first timeanim-
print has locked down three of the top
four since Columbiaitselfdid so on the
Jan. 8 chart.

REISSUE MANIA: Just outside the top
10 on the Billboard 200 this week, Pink
Floyd’s reissue of The
Dark Side of the Moon
re-enters at No. 12 with
26,000 sold (up 3,607%).
The act rerveleased 14 of
its albums last week and
a boxed set collecting all
of the newly refurbished
titles. Dark Side got the
glossiest reduxtreatinent,
as it was available in ex-
panded versions dubbed “Experience”
and “Immersion.” Each came equipped
with bonus live tracks and assorted out-
lakes, with the lavish “Immersion” edi-
tion carryingalist price of $130.

Dark Side continues to hold the re-
cord for the most weeks-charted on the
Billboard 200, with 781 nonconsecu-
tive frames on the tally. It first debuted
on the chart upon its release in 1973
and eventually peaked at No. 1. [t was
afixture onthe chart from its initial re-
lease until 1988. The album returned
to the list in late 2009 after we revised
charteligibility rules regarding older
releases. It was last on the chart, pre-
vious to this week, on July 9, when it
ranked at No. 74.

Five more Pink Floyd titles dot
the Billboard 200: The Wall (No. 40;

10,000), Wish You Were Here (No. 71;
7,000), Animals (No. 83; 6,000), Med-
dle (No. 174; 3,000) and the Discovery
Studio Box Set (No. 175; 3,000). Com-
bined, the 14 reissued studio albums
sold 67,000 copies, with the least popu-
lar being More. The week previous, they
moved just 3,000. More
was originally released
in 1969, but was reissued
in 1973 as Dark Side was
beginningits manimoth
chartrun.

Another classic No. 1
album, but of a more re-
cent vintage, also makes
a big gain this week:
Nirvana’s Nevermind
bounds 146-13 with 25,000 {(up 647%).
The jump is owed to the 1991 set’s
20th-anniversaryreissue packages that
dropped last week.

Theoriginalalbum’ssales have been
merged with all the newly reissued ver-
sionsoftheset, savefora “superdeluxe”
package, which charts separatelyat No.
131 (4,000). Among the “super” set’s
70 tracks are many live or alternative
versions of Nevermind’soriginal track
list, including a whopping 22 songs
that weren’t on the album. Because it
had such an expansive amount of ad-
ditional songs, it’s treated as a unique
entity on our charts.

FRANKMUSIK POPS: British singet/
producer Frankmusik bows at No. 11
on the Dance/Electronic Albums chart

IVIa I-I(et \A’at‘:l“ A Weekly National Music Sales Report

Weekly Unit Sales

DIGITAL

ALBUMS ALBUMS*
This Week 5,570.000 1,919,000
Last Week 5,282,000 1,852,000
(hange 5.5% 3.6%
This Week Last Year 5,312,000 1,616,000
(hange 4.9% 18.8%

‘Digital album sales are also counted within albunisaies,
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with his proper U.S. debut album, Do
Itinthe AM, shifting 1,000 copies in its
first week.

The Cherrytree/Interscope act (aka
Vincent Frank) is on the road with
Erasure, opening for the veteran elec-
tronic/pop act (Billboard, Aug. 6). It’s
a perfect comnbo, as Frankmusik also
produced Erasure’s new album, Tomor-
row’s World, out Oct. 11 in the United
States. Frankmusik’s latest single, “No
1.D.,” features his labelmate Colette
Carr, and its “Grease”-inspired video
has notched 1.2 million views since
its YouTube debut on Sept. 10. [ts pre-
ceding single, the title track (featuring
Far*East Movement), hascollected 1.9
million views on YouTube.

‘IDOL’ COMEBACK? This year’s
“American Idol” winner, Scotty Mc-
Creery, is poised to become the first
“ldol” champ since Ruben Studdard
in 2003 (and only third overall) to debut
at No. 1 on the Billboard 200 with his
firstalbum.

Industry prognosticators suggest
McCreery’s Clear As Day will bow
atop the tally next week with perhaps
170,000 copies sold. That would eas-
ily mark the biggest debut sales week
for any “Idol” winner since 2008,
when David Cook’s self-titled set
started at No. 3with 280,000. [n 2009
Kris Allen’s seif-titled album bowed
at No. 11 with 80,000, and then last
year, Lee DeWyze’s Live It Upstarted
at No. 19 with 39,000. . .

2011, Figures are rounded ITICISCH

Year-To-Date e e e <1722k g5 ndScan
TD:tGA'tT% 2010 2011 CHANGE g
20,366,000  OVERALL UNIT SALES a
20,775,000  Albums 221,073,000 228495000  3.4% 00millionunits "
-2.0%  DgitalTats 860,360,000 951,739,000  10.6% a ﬂ
19,443,000 Store Singles 1,586,000 876,000  18.3%
4.7% Total 1,083,019,000 1,182,110,000 9.1% 80 4—?
Abums w/TEA* 307,109,000 323668900  5.4% j -
' I(gc(l)\:geasléztr;ks:ﬁ;nvalen\ album sales (TEA) with 10 track downioads equivalent ! ]
60 { |
ALBUM SALES | p—
0 L - 221 million | ! ’
'228.5 million 40 [ !
| WR
SALES BY ALBUM FORMAT 20 - ; |
o 157170000 151,574,000  -3.6% | ll'
Digital 61,874,000 74145000  19.8% ]
Vinyl 2,003.000 2.726,000  36.% 0 — . -
—  Other 25,000 52,000 108.0% ndles el o €haln

traditional Merchant
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REPRISE 528158/WARNER BROS. {18.98) +
il 9 9 n

JAY Z KANYE WEST
@ PINK FLOYD

ROC-A-FELLA ROC NATION/DEF JAM 015426/1BJMG (13.98)
CAPITOL 28955 {18.98)
® -

Duets Il
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Fans-could download dubstep artist Excision’s annual
Shambhala mix album—refeased Sept. 28—by “liking” his
Facebook page, so it’s no surprise that he gained 13,000
Facebook fans last week. In turn, he rises 32-17 on Uncharted.
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Rising 48-30 on the Social 50 chart, Drake jumps thanks to the
recent debut of the music video for his single “Headlines.”
Since bowing Oct. 2, it has accumutated nearly 1 million YouTube
views, raising his overall profile views from 30,000 to 32,000
during the tracking week. In addition, he gained 71,000
Facehook fans last week.
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The fastest acceleraﬂng artists during the past week, across
all major soclal music sites, statistically predicted to achleve
future success, as measufed by Next Big Sound.
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Lady Gaga logs her 10th Mainstream Top 40 top 10, as “You and I”
rises 12-10. Dating to her first week in the top bracket (Dec. 20, 2008,
with “Just Dance,” featuring Colby 0°Donis), she boasts the fist’s
highest top 10 total, ahead of runner-up Rihanna's eight.

Rihanna, meanwhile, debuts at No. 26 with her own “We Found
Love,” featuring Calvin Harris, and No. 35 as a featured artist on Nick!
Minaj’s “Fly.” With the bows, Rihanna lies Britney Spears for the
second-maost appearances (28) in the chart’s 19-year history, just one
below Mariah Carey’s record 29. “Found” additionally equals “Hate
That I Love You” (Sept. 22, 2007) for Rihanna’s highest Mainstream
Top-40 debut rank.
Rihanna holds the
chart’s marks for
the most No. 1s
(eight) and top 10
{18).

See page 46 for
more on Rihanna’s
history-making
move into the top
10 (16-9) on the
Billboard Hot 100.
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Chevelie previews its sixth studio album,
due in early December, as “Face to the
Floor” debuts on Rock Songs at No. 34 (1.8
million first-week audience impressions)
and Active Rock (see billboard. biz/charts)
at No. 38. The band is currently on tour
with Bush.
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COUNTRY SONG
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BLOW ME AWAY
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WHAT YOU WANT
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UNDER AND OVER IT
FIVE FINGER DEATH PUNCH (PROSPECT PARK)
15 MONSTER YOU MADE
POP EVIL (LON!
2 NO MATTER WHAT
PAPA ROACH |7 LEVEN SEVEN)
BITCH CAME BACK
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17 KILLING ME INSIDE
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o MADE IN AMERICA Toby Keith @ 7 STORM WARNING Hunter Hayes
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o = i GOD GAVE ME YOU Blake Shelton from Sheiton’s @ AMEN R EdensEdge g
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- K STEGALL Z BROWN (2 BROWN.W OURRETTE N.COWAN) © SDUTHERN GROUND/ATLANTIC/BIGGER PICTURE No. 1 streak off S 1 VGILLJ HOBBS J NEIBANK (V/GILLA GRANTW OWSLEYD.0'BRIAN} © MCANASHVILLE
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oR - s lx |5 LADY ANTEBELLUM OwnThe Night 1 26 2% 29 BILLY CURRINGTON Enjoy Yourself 2 o 1 ALISON KRAUSS & UNION STATION  Paper Airplane
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525 BB 4 2 BRANTLEY GILBERT Halfway To Heaven 2 28 2 3 BLAKE SHELTON Loadedt The Best Of Blake Shelton 4 e RICKY SKAGGS A Skaggs Family Christmas: Volume Two
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53 e 5 5 e Ear] Tailgates & Tanlines " - RONNIE DUNN Ronnie Dunn ; o i SARAH JAROSZ Follow Me Down
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£5s o 7 9 BLAKE SHELTON Red River Blue 1 . SUNNY SWEENEY Concrete i = THE WAILIN' JENNYS Bright Morning Stars
B! gr; WARNER BROS 527370/WMN {18.98) _— . . REPUBLIC NASHVILLE 015751/UNIVERSAL REPUBLIC (10.98) REQ HOUSE 234 -
2s3 o 3 15 TAYLOR SWIFT Speak Now gy 4 @ % 38 BILLY CURRINGTON lcon: Billy Currington 5, o 12 PUNCH BROTHERS Antifogmatic
gch B1G MACHINE TS0300A [18.98) @ MERCURY 015290/UME (798) o - B NONESUCH 521980° WARNER BROS.
289 @ o THE BAND PERRY The Band Perry a5 % 14 KRISTIN CHENOWETH  Some Lessons Learned 14 @ n RICKY SKAGGS Country Hits Bluegrass Style
%E: REPUBLIC NASH\V/VILLE DN?SS}UNIVEHSAL REPUBUC (10.98) £ MASTERWORKS #0718 SONY MASTERWORKS (11.98} SKAGGS FAMILY 1011
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gc2 JAKE OWEN Barefoot Blue Jean Night DARIUS RUCKER Charl C
i) By 7 arleston, SC 1966
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;,?S U L CAPITOL NASHVILLE 97702 (18.98) S92 5 19/MERCURY/INTERSCOPE 015805 EX/IGA (6.98 :
255 @ 5 16 JUSTIN MOORE Outlaws Like Me ZAC BROWN BAND PassThe Jar: Live ) .
5 VALORY JMO200A (10.98) o Son 2 s SOUTHERN GROUND/ATLANTIC 523726/AG (25.98 CD/OVD) e Toby Keith logs his 20th lead-
£5 BRAD PAISLEY Thisis C M ¢ v
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§j§.§ 18 17 19 VARIOUSARTISTS ~ NOWThat sWhat | Call Country: Volume 4 SONIA LEIGH 1978 December the Oklahoman’s first in exactly
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n o gway svvhiskey ALISON KRAUSS & UNION STATION PaperAirplane e . . ..
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LIL WAYNE
THA GARTER NYOUNG MONEYCASH MONEYUNMERSAL REPUBLI IS5 UNVERSAL

JAY Z KANYE WEST
WATCH THE THRONE ROC-A-FELLAVROC NATION/DEF JAM U1542610JMG

BEYONCE
4PARKWOOD/COLUMBIA 90824/SONY MUSIC

MINDLESS BEHAVIOR
#1 GIRLSTREAMUINE/CONJUNCTIONANTERSCOPE 015986/1GA

BAD MEETS EVIL
| HELL: THE SEQUEL SHADY/INTERSCOPE 015729/GA

RIHANNA
LOUD SAP/DEF JAM 014927/IDJMG &

115 JRgPTBULL

ET PIT MR. 305/POLO

PHONTE
CHARITY STARTS AT HOME HBD 1

EVIDENCE
CATS & DOGS RHYMESAYERS 0144

GAME
THE RED. ALBUM DG C 013729/1GA

9TH WONDER

| THE WONDER YEARSIT'S A WONDERFUL MUSIC GROUP 02

EMINEM
RECOVERY WEB/SHADY/AFTERMATH/INTERSCOPE 014411%/1GA

R

NICKI MINAJ
PINK FRRDAY YOUNG MONEY/CASH MONEY 015021*/UNIVERSAL REPUBLIC
CHRIS BROWN
FAME JIVE 86067/RCA

BIG SEAN

KELLY ROWLAND
HERE | AM UNIVERSAL MOTOWN 014495/UNIVERSAL REPUBLIC

ROLUNG PAPERS ROSTRUM/ATLANTIC 527099/AG &

JILL SCOTT
‘THE LIGHT OF THE SUN BLUES BABE 527941 */WARNER BROS.

MIGUEL
ALL | WANT IS YOU BLACK ICE/BYSTORM/JIVE 75487/RCA

A

KIRK FRANKLIN
HELLO FEAR FO YO SOUL/VERITY 77817/RCA

LEDISI
PIECES OF ME VERVE FORECAST 015557/VG

DRAKE
THANK ME LATER YOUNG MONEYCASH MONEY O1AR25UNVERSAL REPUBLIC

LATE NIGHTS & EARLY J B4826/RCA

_

a VARIOUS ARTISTS

SELF MADE: VOL | MAYBACH 527800/WARNER BROS.

TYLER, THE CREATOR
GOBLIN XL 529"

. Z-RO

METH J PRINCE/RAP-A-LDT 4 LIFE 03393/RAP-A-LOT

JILL SCOTT
THE ORIGINAL JILL SCOTT..VOL 1 HIDDEN BEACH 00102

DJ KHALED
WETHE BESTFIREYER A€ THE BESTHOUNG MONEYASH MONEY IHEMNVERSAL ERUBL

ACE HOOD

BLOOD SWEAT + TEARS WE THE BEST/DEF JAM 01533/DJMG
TECH N9NE

ALL6S & 7S STRANGE 87/RBC @

KEM
INTIMACY: ALBUM Il UNIVERSAL REPUBLIC 014469 ®

'KANYE WEST

MY BEAUTUL DARK ROC-AFELLADEF JAM MBS A0IMG ®

SADE
THE ULTIMATE COLLECTION EPIC 90454/SONY MUSIC

'THE TEMPTATIONS
_lCON: THE TEMPTATIONS MOTOWN 014607/UME

LIL WAYNE
1AMINOT A HUMAN BEING CASH MONEY D1500/UNIVERSAL REPUBLIC

CEE LO GREEN
 THE LADY KILLER RADICULTURE 525601/ELEKTRA

GUCCI MANE & WAKA FLOCKA FLAME
07 EFCHSCRAD PRESENTS FEARA Y2 MEZAYIY B SLAD TECTAMARAE BRCS.

RICK ROSS
TEFLON DON MAYBACH/SLIP-N-SLIDE/DEF JAM 014366"1DJMG

R. KELLY
LOVE LETTER JIVE 80874/RCA

LUPE FIASCO

L LASERS IST & 15TH/ATLANTIC 520870%/AG

JENNIFER HUDSON
| REMEMBER ME ARISTA 60819/REA ®

;37 MAC MILLER

ON AND ON AND BEYOND ROSTRUM DIGITAL EX

BEASTIE BOYS

HOT SAUCE COMMITTEE PT. TWOBROO)
JOSS STONE

LP1 STONE'D 527769*/SURFDOG

DUST 05639*/CAPITOL

KID CUDI
MEONTHEMIONE T LEGEND OF MR SMGERDFEAM ONEL0D W ANVESAL FRBIL ©
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NEW

50 [ NEW

T-Pain’s “5 0°Clock,” featuring Wiz Khalifa
and Lily Alien, punches in to the upper half
of the Hot R&B/Hip-Hop Songs chart (64-
49) with a 1.7 million increase in audience
impressions, 35% of which come from a
55-play spike during the tracking period at

KKDA Dallas.
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SOMETHING BIG MY BLOCK/COLUMBIA 62330/SONY MUSIC

SYLEENA JOHNSON
CHAPTER V. UNDERRATED SHANACHIE 5794
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¥ MIGUEL BLACK ICE/BYSTORM/JIVE/RCA
SHE WILL
 LIL WAYNE FEAT DRAKE YOUNG MONEY/CASH MONEY/UNIVERSAL REPUBLIC

HEADLINES
ORAKE YOUNG MONEY/CASH MONEY/UNIVERSAL REPUBLIC

BEST THING | NEVER HAD
1 BEYONCE PARKW000/COLUMBIA
THAT WAY
WALE FEAT. JEREMIH & RICK ROSS MAYBACH/WARNER BROS.
WET THE BED
CHRIS BROWN FEAT. LUDACRIS JIVE/RCA
oTIs
JAY Z KANYE WEST FEAT UM REDDING ROC-A-FELLAROC NATION/DEF JAMIDJMG
1'M ON ONE
OJ KKALED WE THE BESTAYGUNG MONEY/CASH MONEYAUINIVERSAL REPUBLIC
HOW TO LOVE
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MRS. RIGHT
MINDLESS BEHAVIOR FEAT. DIGGY STREAMUNE/CONJUNCTION/INTERSCOPE
PP 1> *AS IN PARIS
JAY Z KANYE WEST ROC-A-FELLAROC NATION/DEF JAMAUMG
MARVINS ROOM
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BODY 2 BODY
ACE HOOD FEAT. CHRIS BROWN WE THE BEST/DEF JAM/IDJMG
PARTY
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IMA BOSS
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WORK OUT
2% J. COLE ROC NATION/COLUMBIA
CFLY
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SUPER BASS
I NICKI MINAJYOUNG MONEY/CASH MONEY/UNIVERSAL REPUBLIC
COPY, PASTE
DIGGY ATLANTIC
TONY MONTANA
FUTURE EPIC/COLUMBIA
DEDICATION TO MY EX (MISS THAT)
= LLOYD FEAT. ANDRE 3000 & LiL WAYNE YOUNG-GOLDIE/ZONE 4INTERSCOPE
TOO EASY
TYRESE FEAT. LUDACRIS VOLTRON RECORDZ/CAPITOL
BOO THANG
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No. 12 with The Wonder Years.

COLE, PHONTE ARRIVE

J. Cole isn’t the only rapper from North Carolina
making some noise on Top R&B/Hip-Hop Albums as
Greensboro native Phonte, formerly of the trio Little
Brother and duo the Foreign Exchange, debuts his
first solo album, Charity Starts at Home, at No. 9. The
project sold just south of 8,000 units, according to
Nielsen SoundScan. Previous to this set, Phonte had
five other charted works as a member of Little Brother,
with bandmates Rapper Big Pooh and 9th Wonder. In
addition, he had two Billboard-charted projects as half
of the Foreign Exchange with Dutch producer Nicolay.
Neither group reached the top 10 with any of its albums. Meanwhile, 9th Wonder debuts at

—Karinah Santiago
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PITBULL FT. MARC ANTHONY MR. 305/P0L0 GROUNDS

'y MOVES LIKE JAGGER
MAROON 5 FT. CHRISTINA AGUILERA A&M/OCTONE

BAILANDO POR AHI
JUAN MAGAN SONY MUSIC

? DANZA KUDURO
DON OMAR & LUNCENZO YANiS/ORFANATD

VENCER AL AMOR
5 NEW INDIA MARTINEZ NOT LISTED

8 GIVE ME EVERYTHING
PITBULL FT. NE-YO, AFROJACK & NAYER MR 305P0L0 GROUNDS

-
7 5§ PARADISE
L}

COLDPLAY PARLOPHOKE

9 ON THE FLOOR
* JENNIFER LOPEZ FT. PITBULL ISLAND

9 7 ROLLING IN THE DEEP
ADELE XU

10 NEW WE FOUND LOVE

RIHANNA FT. CALVIN HARRIS SRP

DIGITAL SONGS

EE ‘:;a (MELSEN SOUNDSCAN

INTERNATIONAL) OCTOBER 15, 2011

NEW AGE
MARLON ROUOETTE UNIVERSAL

3 MOVES LIKE JAGGER
= MAROON 5 FT. CHRISTINA AGUILERA AGM/GCTONE

| WON'T LET YOU GO

3 1 AMES MORRISON ISLAND
; SOMEONE LIKE YOU
& NEW orig ki
s 5 TITANIUM
DAVID GUETTA FT. SIA WHAT A MUSIC
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- LEONARD FT. DR. MARBUSE MAJOR BABIES
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_.' 4§ DANZA KUDURO
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SEAN PAUL FT. ALEXIS JORDAN VP .
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5 3 STEREO HEARTS
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9
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1 1 SOMEBODY THAT | USED TO KNOW
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RIHANNA SRP
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g | RAINOVER ME
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e A WITHOUT YOU
DAVID GUETTA FT. USHER WHAT A MUSIC
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DIONE AURA KOOLMUSIC
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E ] DAVID GUETTA FT. USHER WHAT A MUSIC
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MARDDN 5 FT. CHRISTINA AGUILERA A&/ OCTONE
i, | WON'T LET YOU GO
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JAMES MORRISON ISLAND
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COLDPLAY PARLOPHONE
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]
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MAN DOWN
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10 NEW
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MOVES LIKE JAGGER
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ADELE XL
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LMFAD PARTY ROCK/WILL.|. AM/CHERRYTREE
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265/8 (Mary J Bige Music, ASCAP/Universal Music Corpora-
tion, ASCAP/Cstyle Ink Music Publishing, ASCAP/Slide That
Music. ASCAP/EM: April Music. Inc  ASCAP), AMP/HL, RBH
39

4 AM (EMI Foray Music, SESAC/Rico Love is Still A Rapper
SESAC/E Hoad 66 Music. SESAC/Grandma's Boy Publishing.
SESAC), HL. RBH 53

5§ 0'CLOCK {Nappy Boy Publishing. ASCAPAUniversal Music 2
Songs. BMPGH Sound Publishing, ASCAP/WR Music Corp ,
ASCAP/Sony/ATV Tunies LLC, ASCAP/Sony/ATV Music Pub-
fishing UK, PRSA2 Music Pubhshing Lid , ASCAP/Kurstin
Pubtishing Ltd , ASCAP/EMI Apni Music. Inc ASCAP/EMI
Blackwood Mustc Inc , BMVEMI Music Publishing Lid..
PRS/Unversal-Songs Of PotyGram Intemational, BMI),
AMPHL. H100 62, RBH 43

THE ADVENTURES OF RAIN DANCE MAGGIE (Wagying
Dog Tal Music, BMi/Earl Grey Songs, ASCAP) H100 68

AFTER MIDNIGHT (Mol Listed) H100 88

ALL YOUR LIFE (EMI Blackwood Music Inc , BMI/Rainbow
Skyline Music BMUCactus Moser Music, BMI), HL. CS 24,

H100 76

ALONE WITH YOU (Songs of Maxx Putishing, SESAC/Tunes
of Rand T Direct, SESAC/Razor & Tie, SESAC/Mighty Seven,
BMUSongs For Beans, BMIAITX Music, BMLittte Blue Egg.
ASCAP/Crazy Watet Music ASCAP/Kobalt Mus(c Publishing
Amenca, Inc , ASCAP) CS 56

AMEN {Sony/ATV Tree Publishing Company, BMV401 Kye
Music. BMUFouche River, BMiKyelya con Dios Publishing,
BMUnk Pen Marma Music. SESAC/Sangs of Maxx Publishing
SESAC/Tunes of Rand T Direct, SESAC/Syd And Sophie
Songs, SOCANMusic Sevices, BMI/EMI Biackwood Music
Inc.. BM, HL, CS 28

EL AMOR (Arjona Musical, ASCAP/Sony/ATV Discos Music
Publisting LLC, ASCAP} 1T 9

AMOR CLANDESTING (Tulum Music. ASCAPAWB Music
Corp . ASCAP) 1T 21

ANYTHING (TG FIND YOU) (Mass Contusion Productions.
Inc.. ASCAPAUmwversal Music Corporahon, ASCAP/Cainon's
Land Music Pubishing, ASCAP/EMI Apnl Music, lnc..
ASCAP/Nappy Puddy Music, ASCAP/Universal Music - Z
Tunes LLC , ASCAP/Kersapio Music Publishing, ASCAP/4
Blunts Lit Al Onge Publishing. BMUFirst N’ Gold Publishing,
BMUSony/ATV Sengs LLC, BMVWarner-Tamerlane Publishing
Corp, BMVB1g Poppa Music. ASCAPAustin Combs Publish-
g, ASCAP/Bembardt Music, ASCAP/WE Music Corp ,
ASCAPMusic Sates Corporation, ASCAP/Jobete Music., Inc ,
ASCAP), AMPHL. RBH 66

AQUILES AFIRMO (DEL Melodies, BMI) LT 38

AUNQUE SEA EN SILENCID (CUATRD PAREDES) (TN Edi-
ciones Musicales. BMI) LT 45

AYER (Not Listed) LT 40

! gL

BAGGAGE CLAIM (Sony/ATV Tree Publishing Company.
BMI/Pink Dog Publishing. 8MYTittawnir! Music, BMUCarnwal
Music Group. BMUBiuewater Music Senaces Corporation,
BMUniversal Music - Careers, BMIHigh Powered Machine
Music, BMI}, HL, CS 11, H100 61

BAIT A HODK {EM! Blackwood Music Inc . BMYRhetineck
Music BMI/Big Music Machine BMI/Double Barteli Ace
Music, BMYSuper 98 Music, LLC , BMVEMI Apnl Music In¢ ,
ASCAP/Songs Of Countrywood. ASCAP). HL. CS 33

BAREFDOT BLUE JEAN NIGHT (Music Of Cal IV, BMVCal [V
Entertainment LLC. BMUCal % Songs, ASCAP/Papertown
Songs. SOCAN) CS 7.H100 33

BASTA YA (Crisma, inc . ASCAP) LT 26

BEST THING | NEVER HAD (FAZF 2 Music BMI/Songs Of
Unwversal Ine . BMVEMI April Music, Inc . ASCAP/B-Day Pub-
lishing, ASCAP/Chistopher Mathew Music, BM/Hitco Music
Publishing, BMDL Songs, ASCAP/Downtown Mustc Pup
lishing LLC ASCAP/Roc Nation Music, ASCAP/Vohndeeis
Soul Music Publisting, ASCAP), AMP/HL. H100 51, RBH 10

BETTER WITH THE LIGHTS OFF (Primary Wave Brian
BMIWien husic Pubkishing, BMINites Holtowel--Dhar Pub-
hshing Designee. ASCAP/David Singer-Ving Publishing
Designee, ASCAP/Devin Talles Publisting Designee,
ASCAP/ndie Pop Mustc, ASCAP/Songs Of Universal, ing ,
BMICulture Beyond Ur Experience Publisiing, BMI). AMP/HL

BODY 2 BODY (Mr Cashilow Publishing. BMI/DJ Khaled Puby
lishing, BMi/Songs Of Universal. in , BMCuiture Beyond Ur
Expenence Pubhsfung BMIColione Rook Barto Publishing,
BMyWamer-Tameriane Publishing Corp . BMI), AMPAHL, H100
94, RBH 18

BOD THANG (Verse & Sham Publishing. BMVBuVision Pub-
hshing, BMIAVerse of the Jugganauts, BMYSEJ Company
Music Publishing. BMU'Sham of the Jugganauts. BMI/Ashlee
Ross. BMI) RBH 52

BRIGHTER THAN THE SUN (Plummy Lou Music, BMUWrte 2
Live Publishing. ASCAP/Kobalt Music Publishing Amenca,

Inc , ASCAP) H100 69

BULLETPROOF (IVetanie Howard Music, ASCAP/Big Loud
Songs, ASCAP) CS 55

BURN DUT (DRIVE FAST) (Checkmate Publisfing, BMISongs
Of Uriversal, nc., BMUPubhishing Of NYLA. BMI), AMPHL
ABH 98

7 b
e ﬁz e e

CALLING ALL THE MDNSTERS (Walt Disney Music Compa-
ny, ASCAP) H100 100

CAMOUFLAGE (House Of Sea Gayle Music, ASCAP/Words &
Music, ASCAP/EM) Apnil Music, fnc ASCAP/Didn't Have To
Be Music ASCAP).HL CS 51

CHANGE (Sany/ATV Tree Publisting Company BMVSongs Of
Better Angels Music, BMiBlank Sheet Mustc, BMVSixteen
Stars Music. BMI/HortPro Entertainment Group, inc..
BMVRooster Pecked Music, BMU29 Cent Hambergers Music,
ASCAP/Red Cape Songs, ASCAP), HL, CS 58

CHEERS (DRINK TO THAT) (Trac N Field Entertainment LLC.
ASCAP/WB Mustc Corp.. ASCAPUnersal Music Corpora-
tion, ASCAPALeR Pockel Music ASCAP/Corey Gibson Publish-
ing Designee. ASCAP/AIMO Music Corp ASCAP/Awn Lavi-
gne Pubitstung LLC. SOCAN/Primary Wave Brian, BMiFerry
Hill Songs ASCAP/Wamer-Tamerlane Publishing Corp ,
BMI/Sony/ATV Songs LLC. BMI) AMP/HL H100 13, RBH 89

CDMO TU NO HAY 2 (Moskifas Muertas Publishing.
SGAE/Rataouille Publishing. SGAE/Sociedad General De
Autores De Espana, SGAE/Yadam Gonzalez Publisting
Designee, BIEM) LT 47

CDPY, PASTE (Crow's Tree Publishing, BMI/Songs Ot Universal,
Inc , BMIWB Music Corp . ASCAPASerry Lee Publishing
ASCAP), AMP/HL. R8H 28

CDST DF LIVIN' (Tractor Radio Songs. SESAC/Sony/ ATV Tim-
ber, SESAC/Sony/ATV Tree Pubishing Company. BMUShow-
billy Music, BMI) HL, CS 20

COUNTDOWN (2082 Music Publishing ASCAP/WS Music
Corp , ASCAP/DLJ Songs, ASCAP/Downtown Music Publish-
1ng LLC, ASCAP/EMI April Music. inc . ASCAP/B-Day Publish-
1ng, ASCAP/Dat Darn Dean Music BMI/2412 Songs L.C.
BMlPeermusic. BMICainon's Land Music Publishing,
ASCAPUnversal Music Corporation, ASCAP/Bw Ten Publish-
ing, ASCAP/Mike Ten Pubiishing Inc . BMJ/Totally Famous
Music ASCAP) AMP/HL RBH 71

COUNTRY MUST BE CDUNTRY WIDE (Square D Music.
ASCAP/Average ZJS Music Publishing. BMYWarner-Tameriane
Pubiishing Corp.. BMIAndiana Angel Music, BMI), AMPCS
12, H100 64

CRAZY GIRL {Mike Curb Music. BMVSweet Hysleria Music,
BMI/Sony/ATV Tree Publishing Company, BMU/Cake Taker,
BtUoie, BMI), AMPHL. CS 8, H100 38

CUANTO ME CUESTA {Moontunes. ASCAP) LT 19

DANCE (A$S) (FF To Def Publishing, [LC, BMUSony/ATY Tunes
LLC. ASCAP/GloJoe Music Inc BMIAva Panama,
ASCAP/Two Works, ASCAP/Jobete Music, Inc , ASCAP/Stane
Duamong Music. BM/BMG Chrysalis Music Pubiishing.
BMI/Bust- Publishing. BMiI), HL, RBH 56

DEAR JOE (Mot Listed) ABH 73

DEDICATIDN TO MY EX (MISS THAT) (O Smith Publishing,
BMUMy Diet Starts Tornorrow. Inc . BMY/Songs Of Universal,
Inc, BMYAndre Benjamin Publishing, BMI), AMP/HL, H100
81,RBH 44

DE MI {Sony/ATV Discos Music Pubiishing LLC, ASCAP) LT 23

DIA DE SUERTE {Sony/ATY Latin Music Publishing. LLC.

64 |

BMUWB Music Corp - ASCAP/Wamer/Chappell Mexica,
SACM)LT 13

DIDN'T I {Ariose Music. ASCAP/EM! Apni Music, Inc ,
ASCAP/ST One Songs, ASCAP/Curb Songs ASCAP/Jacot-
s, ASCAP/Sony/ATV Tree Publistung Company, BMY
AMP/HL, €S 35

DI QUE REGRESARAS (Sinaloa Music, LLC. BMI} (75

DIRT ROAD ANTHEM (Wamer-Tameriane Wbllshmg Com
B Angel Music, BMU
Group, LLC BMI/Average ZJS Music Hmhshmg BMI) AMP
H100 48

DONDE ESTAS PRESUMIDA (Arpa Musical. LLC. BM)) LT 14

DRANK IN MY CUP (Mr Kirk Jerel Randie, ASCAP/Dwill 137
Publishing. ASCAP/Sound M OB Productions LLC, BMIAI'S
Only Ahout Music LLC. ASACP) RBH 55

DRINK IN MY HANO (Sony/ATV Tree Publistung Company,
BMUSinnerling Mustc, BMUSony/ATV Acuft Rose Music
BMUUniversal Music - Careers, BMIHigh Fowered Machine
Music, BMI) AMPHL. CS 23, H100 78

EASY (Songs Of Unwersal, Inc , BMi/Kreative Songs. BMIUni-
versal Music Corporation, ASCAP/Final Final Songs Of Eleva-
tion, ASCAPAWapakonetta Music. ASCAP), AMPHL. CS 16.
H100 52

THE EDGE OF GLORY (Slefani Germanotia p/k/a Lady Gaga,
BMI/Sony/ATV Songs LLC. BMUHouse Of Gaga Publishing.
Inc . BMI/GloJoe Music Inc.. BMYWamerTamertane Publish-
1ng Corp., BMVGanbay Music Publishing, BMYMaxwell And
Carter Publishing, ASCAP/Universal Music Corporation.
ASCAP), AMP/HL, H100 37

ELLA ES MI MUJER (RGC Music. BMVDEL Melodies. BMI) LT
35

EMBRUJADO (Faloma Music. BMI) LT 44

ENERGIA (Alexis & Fido Music Publishing, ASCAP/Sony/ATV
Discos Music Publishing LLC, ASCAP/Egbert Rosa Cinfron
Publishing Designge. ASCAP) LT 28

ENHORABUENA (Marcha Musical Corparation, ASCAP) LT 25

ENSENAME A OLVIDAR (Dareyes De La Sierra Music
Bii/Unversal-Musica Uniea Publishing, BMVArpa Musical,
LLC. BMIWarner-Tamerlane Publisting Corp , BMI) LT 16

EVERY TEAROROP IS A WATERFALL (Liniversal Music -
MGB Songs. ASCAPWoulnough Music, Inc , BMiAnving
Mustc, Inc . BMIUpalz Music inc.. BMI), AMP/HL, H100 92

FAM.E. (Young Jeezy Mustc inc , BMVEMI Blackwood Music
Inc . BMI/Colarie Rook Barto Publishing, BMUWE Music
Corp.. ASCAP/Doman And Ya Majesty s Music, ASCAP/Warm-
er Chappel! Music Holland, BY/Chrysalis Music. ASCAP/Ava
Publishing. ASCAP), AMPRBH 88

FAR AWAY (Marshmellow Music, BM/SPZ Music, Inc.,
BMDowntown DMP Songs. BMINQC Music Publishing LLC,
ASCAP/F.OB Music Publishing ASCAP/YS Publisting LLC.
ASCAP/Stone Agate Music. BMI), AMPRBH 46

FAR AWAY (Tygaman Music, BMIVEM| Blackwood Music inC .
BMUStateline Music. BMiMoney Mack Music BMUJess
Jackson Publishing, BMI/Songs Of Universal, Inc , BM/Chris
Rechardson Music, BMI), AMP/HL. H100 98

FASTER (Stage Three Songs. ASCAP/Liftle Victones Music.
ASCAP/BMG Gold Songs. ASCAP/EMI April Music. Inc
ASCAP/Rooue L eacder Music, ASCAP/BMG Rights Manage-
menl (US) LLC, ASCAP}, HL. H100 85

FIGHT FOR YOU (Jason Denulo, BMIArving Music, Inc
BMI/Good Soldier Sogns Ltd , ASCAP/WB Music Corp ,
ASCAP/Hudmar Publishing Company, ASCAP/Rising Storm
Music, ASCAP), AMP H100 83

FISH (Meiodies Of Bigger Picture SESAC/Bigger Picture Group.
LLC. SESAC/Acoustic Peanul Publishing, SESAC/Geormac
Pubhisting. SESAC/Cathoun Entertainment. SESAC/Jeff, Jack
& The Mule Music. SESAC/Plard Cactus. SESAC) CS 25,
H100 95

FLY (Harajuku Barbie Music, BMI/Money Mack Music
BMI/Songs Of Universal, Inc , BMY.Jonathan Rotem Music
BMUS Songs fRondor Music
Inc. ASCAP/NetWorth Enteriammen, LLC. ASCAP/Kevin
Hissink Designee, ASCAP/Williarm Jordan, ASCAP/Clemmie
Rishad Penton. BMI) AMP/HL H100 43 RBH 24

FLY TOGETHER (Pen Game Music. ASCAP/First N' Goid Pub-
Tishing, BMYSony/ATV Songs LLC BMUN Pub-
lishing, ASCAPAUniversal Music Corporation, ASCAP).
AMP/HL, RBH 58

FOOL FOR YOU (Jacks Love Emporum BMIVEMI Blackwond
Music Inc - BMYChrysaiis Sengs, 8Mi/God Given Music.
BMU. HL, RBH 21

FRID (EMI Biackwood Music Inc , BMYDharmik Music Pubish-
ng. BMIUniversal-hMusica Unica Publishing, BMIAWY Pub-
lishing, BMYDestonia Music ASCAPAUniversal Musie Corpo-
ration. ASCAP) LT 6

GIVE ME EVERYTHING (Pibull s Legacy Publishing, BMV/Un:-
versal Music - Careers, BMUTenyor Music, BMUTALPA Music
Publishing, BUMA/Pen In The Ground Publishing, ASCAPAUnI-
versal Music - 7 Tunes LLC , ASCAP/Sony/ATV Songs LLC.
BMVAbuela y Tia Songs, BMI}, AMPHL 100 15 (T 2. RBH
84

GDD GAVE ME YOU (No Gang Music Publishing.
ASCAP/Razor & Tie Music Publishing. LLC. ASCAP) CS 4,
H100 25

GDOD GDOD NIGHT (Not Listed) REH 80

GOOD LIFE (Midnite Miracle Music. ASCAPVelvet Hammer
Music. ASCAP/Sony/ATV Tunes LLC. ASCAP/Acoraman
Music ASCAP/Koball Music Publishing America Inc ,
ASCAP/Patriot Games Publishing, ASCAPALIF Publishung Co ,
ASCAP), HL H100 20

GOT 2 LUV U (Dutty Rock Music PRS/EMI April Music. Inc .
ASCAP/Wite 2 Live Publisting, ASCAP/Kobait Music Publish-
g Amesica, inc , ASCAP) HL, H100 84

GOT MY COUNTRY ON (Internal Combustion Music,
BMVSouthside Independent Music Pubhishing LLC BMINYeard
Publisting. BMI/Music Of Stage Three, BMI/Songs Of Com-
man, BM/BMG Chrysalis Music Publishing, BMYDanny
Myrick Music, BMIRoot 49 Music BMi} CS 43

GUCC! GUCCI {Naassia Zolot Publishing Designee/Anthony
Negrete Publishing Designee/Michael Weiner Pubiishing
Designee) H100 96 RBH 83

HEADLINES (Live Write LLC. BMVEMI Blackwood Music Inc
BMUMavor & Moses LLC, SOCAN/Boi-1da Praductons LLC,
ASCAP/Sony/ATV Tunes LLC, ASCAP), HL, H100 22. RBH 2

HERE FOR A GDDD TIME (Day Money Music, ASCAPHoriPro
Enteriamment Graup, Inc. ASCAPLiving Far The Night Music.
BMiHonPro Entertainment Group. Inc  BMI/Sixeen Stars
Music, BMI/Tenorado Publishing, BMI} €S 5, H100 53

HIMAHDLIC (For The Write  Price, ASCAP/Roynet Music.
ASCAP/Jazz The Man Music ASCAP) RBH 93

HOME {Chrysalis Music ASCAP/Sugar Lake Music.
ASCAP/BMG Rights Managment (Ireland} Limited.
IMRO/Chestaut Bam Music BMVBig White Tracks, ASCAP}

€S53

HOUSE PARTY (Robert Willams ASCAP/Tone Beals Puniish-
ing Designee ASCAPoung Chis Music. ASCAP/Cherry Lane
Music Publishing Company Inc  ASCAP), CLM, RBH 67

HOW T0 LOVE (Young Money Publishing inc - BMIAWarmer-
Tamerlane Publisting Corp . BMIEMI Blackwood Music Inc .
BMI/You Need Me, Don't Leave Me, BMi/LaMar Seymour Pub-
tishing Designee, ASCAP/LaNelle Seymour Putlishing
Designee, ASCAP/Beamer Boy Publishing, ASCAP/Biing Bling
Music, ASCAP/Songs Of Universal, tnc. BMI), AMPHL, H100
17.RBH 11

HUNT YOU DDWN (Songs O Universal. Inc , BMVAdelne 29
Puphshing BMISing Station, BMiBoomer Sooie Songs.
BMUCollie Dawg Music. BMLU/Alex Bridge Music Publishing,
BMUniversal Music Corporation, ASCAP/Memphianna,
ASCAP), AMPHL CS 41

| COULD BE THE DNE (Mac And Black Music LLC. BMU/Black
To Black Songs. BMVole, BMIWarnes-Tamerlane Pubiishing
Corp , BMI), AMPCS 57

| DON'T WANT THIS NIGHT TO END (Sony/ATY Tree Publish-
1ng Company, BMi/Peanut Mill Songs, BMVEMI Blackwood
Mustc Inc . BMIString Sretcher Music, BMURhettneck Music
BMUWB Music Corp , ASCAP/Meiissa's Money Music Pub-

Go to www.billboard.biz for complete chart data

Iishing ASCAP/Get A Load Of This Music. ASCAP) AMP/HL,
€S 31.H10090

IF 1 DIE YOUNG {Pearlfeather Publishing. BMI/Rio Bravo Music.
Inc , BMI). AMPH100 29

IF IT'S LOVE (Sengs Of Universal, inc , BMKemundy Song
Chest, BMi/Uncle Buddie’s Music, Inc - ASCAP). AMPAHL,

RBH 27

IF YOU WANT TQ (Hath.a way. SESAC/Ultra Empire Music.
BMVCisum Naashar Publishing, ASCAP/Terrence Lilly.
SESAC) RBH 98

1 GOT NOTHIN (Universal Music Corporabion, ASCAP/Cadaja
Publishing, ASCAP/MXC Music. ASCAP/Still Working For The
Woman, ASCAP/EverGreen Copynghts, BMI). AMP/HL. CS 21,
H10093

1 GOT YQU (This Is Hit. Inc... ASCAP/Fibber & Molly Music
ASCAP/BIg Loud Songs. ASCAP/Magie Mustang Music.
BMiMack 2 Music, BMI/Big Loud Bucks. BMYSony/ATV
Cross Keys Music Publishing, ASCAP/Sony/ATV Tree Publish-
ing Company, BMI), HI . CS 14, H100 87

1 LOVE YOU (Cecile Barker Publisting, ASCAP/Sony/ATV
Songs LLC, BMI) HL. RBH 70

JMA BDSS (Robert Whlliams, ASCAF/4 Biunts Lit At Once Pub-
lishing. BMY/Sany/ATV Songs LLC, BMVFirst N' Gold Publish-
100, BMVCriando Jahiil Tucker, ASCAP) HL, RBH 23

I'M FLEXIN' (Domani And Ya Majesty's Music, ASCAP/WB
Music Corp , ASCAP/Sippi Land Publishing, BMI/Sangs Of
Universal, inc , BMI), AMPHL, RBH 68

I'M GONNA LOVE YOU THROUGH IT {WB Music Corp .
ASCAPMelissa's Money Music Publishing, ASCAP/Get A
Load Of This Music, ASCAP/Nashwistaville Songs. BMY/Sonya
Isaacs Music. BMI/Black To Black Songs. BMV/ote. BMI). AMP

2

€S 3.

I'M ON ONE (D Khaled Pubhshing, BMI/Songs Of Unwersal
Inc , BMUMoney Mack Music, BMYoung Money Pubiistiing
inc BMUWamer-Tamerlane Publishing Corp , BMUFirst N'
Gold Pubiishing, BMI/Seny/ATV Songs LLC, BMI/Brother Bagz
Publishing, BMYBrother Bagz Publishing SOCANALve Wite
LLC, BMVK Sheehan Publishing Designee, BM{Underground
Sunshine Music, BMY), AMP/HL, H100 34, RBH 9

INTENTALO (ME PRENDE) (Not Listed) LT 48

IN THE QARK {Indie Pop Music ASCAP/Sony/ATV Tunes LLC,
ASCAP), HL.H100 14

IN THE MIDDLE (Precious Baby Publishing, ASCAP/T-Bellz
Publishing, BMI) RBH 81

IN THE MODD (Skillz LLC. ASCAP/Stacegoemusic Company,
BM¥Jerrod Stacy. ASCAP/Black Phantom Music, ASCAP/Hot-
fathanmusic, BMy/Warner-Tamerlane Publishing Corp . BM),
AMP RBH 45

I SMILE (Gertrude's Music Publishing. BMIHoceanna Music.
ASCAP/Universat Music Corporalion, ASCAP/Avant Garde
Music Publishing, ASCAP/EMI Apnil Music, Inc , ASCAP),
AMP/HL, RBH 29

IT AIN'T GOTTA BE LOVE (FSMGI, iIMRO/English vy Music
BMI/Chrysalis One Songs. BMIBug Music. tne , BMI).
AMPAHL, CS 46

IT GIRL (Roditis Music, ASCAP/Here's Lookin' At You Kidd
Music, BMIBefuga Heights Music, BMYSony/ATv Songs LLC,
BHey Kiddo Music ASCAP/Kobalt Music Publishing Amer-
1ca Inc . ASCAP/Jasan Deruic BMIAMing Music. Inc . BMI).
HL, H100 19

IT WILL RAIN (Mars Force Music, ASCAP/Roc Nation Mustc.
ASCAP/Music Famamanem LLC, ASCAF/EMI Apnil Music.
inc, ASCAP/Toy Piane Music. ASCAP/Universal Music Corpo-
rahor, ASCAP), AMPHL, H100 28

1 WANNA GD (Maratone AB, STIM/Songs Of Koball Music Pub-
lishing America Inc . BMU/Maratone, ASCAP/Kobait Music
Publishing Amenica. Inc , ASCAP/Mr Kanani Songs.
ASCAP/EMI Apnil Music. Inc . ASCAP). HL. H100 24

2 J s

JUST AKISS (Wamer-Tamerlane Publishing Corp...
BMUDWHaywood Music. BMIRADICBULLETSPublishing,
BMUEMI Foray Music. SESAC/Hillary Dawn Songs.
SESAC/EMI Blackwood Music (nc - BMU/Stnng Stretcher
Music, BMI) AMP/HL, H100 32

JUST FISHIN' (Sony/ATV Acutf Rose Music, BMUS Ring Cur-
cus Songs. BMYSony/ATV Tree Publisting Company. BMI/Five
Hilis Music. BMDo Write Music. LLC BMI) HL, CS 6, H100
65

e et REerTEs
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KEEP ME IN MIND (Wemerhound Music. éMVLH' Dub Music.
BMI/Angeiika Music, BMISouthern Ground BMI) CS 22,
H100 99

KEEP YOUR HEAD UP (S-Curve Songs Woridwide, BMI). AMP
H100 63

LAST FRIDAY MIGHT (T.G.LE) (Whe [ m Rich You li Be My
Bitch, ASCAP/WB Music Corp , ASCAP/Kasz Money Pubish-
1ng, ASCAP/Maratone, ASCAP/Kobait Music Publishing Amer-
163, Inc , ASCAP/Bannie McKee Music, BMWhere Da Kasz
At BMVCYP Two Publisting, BMI), AMPH100 18 LT 39

LATE NIGHTS & EARLY MORNINGS {Marshmellow Music,
BMVSPZ Music. Inc , BMYDownlown DMP Songs, BMDam
Rich Music, BMVEMI Blackwood Music Inc . BMI), HL, RBH
31

LAY IT ON ME (Dat Damn Dean Music, BMUSangs Of Univer-
sal, Inc , BMIHit-Boy Music, BMIAU Can't Teach Bien The
Shih, BMUFE To Def Publishing LLC BMi), AMP/HL. RBH 43

LET IT RAIN (Scrambler Music, ASCAP/Camival Music Group.
ASCAP/BMG Gold Songs, ASCAP/Glassbean, ASCAP/We
Jarn Writers Group, ASCAP) CS 18, H100 86

LET'S ODN'T CALL IT A NIGHT (Pencing. Bil/Songs Of Send
Me The Checks Music, SESAC/EMI Foray Music.
SESAC/Orbison Music, LLC, BMYBMG Chrysalis Mustc Pub-
lishing. BMV/Turn Mg On Music, BMI), HL, CS 45

LET'S GET TDGETHER (Phylvesier Music Inc.,
ASCAP/Tmullins Music, ASCAP) CS 37

LIFE DF THE PARTY (Tor's Kid Music, BMI/Mamas Pebbly
Pubhishing ASCAPAL Tolber! Music, BMULIt Eddie Serrano
Music. BMi/Deanna’s Ditties, ASCAP/William Serrano Pub-
lishing Designee, ASCAP) RBH 25

LIGHTERS {Shroom Shady Music, BM/Songs Of Universal,
Inc, BMU/Artegia Music, BMiWamer-Tamerlane Publishing
Corp.. BMUMars Farce Music, ASCAP/Bughouse, ASCAP/Bug
Music ASCAP/Rot Nation Music ASCAP/Music Famamanem
LLC. ASCAP/EMI Apnl Music, Inc , ASCAP/Toy Piane Music,
ASCAP/Art For Art's Sake Mustc, ASCAP/ArtHouse Entertan-
ment LLC. ASCAP/Rac Music 4 Life Publishing. ASCAP/Jan-
1ce Combs Publishing, inc , BMIEMI Blackwood Music Inc .
8MIPhillianare Worldwide Pubishing, BMI/Plalinum ke Pub-
hishing, BMI), AMP/HL, H100 11,LT 27

LIKE "EM ALL (Make Ah Sound Publishing. ASCAP/Crown
World Publishing. ASCAP/Seny/ATV Tunes LLC, ASCAPA
Down Productions Publishing. ASCAP/Jacobs Ink. BMUCrown
World Publishing Inc . BMWUnwversal Musica, inc .
ASCAP/Edibons Musicales Fantasia, ASCAP), HL. RBH 75

LIKE MY MDTHER DDES (Sony/ATV Tree Publishing Compa-
iy, BMI/Cake Taker, 8Mi/ote. BMI/Pan in The Arl Publishing,
BMi/Perfect Mess Music, BMI), HL CS 38

LDNG HOT SUMMER (Richard Marx Music ASCAP/Mary
Rose Music. BMUSongs Of Universal, Inc , 8MI). AMPHL CS

, H100 46

LONG WAY TO GO (EMI April Music. Inc , ASCAP/Tri-Angels
Music. ASCAP), HL. CS 28

LOVE DON'T RUN (Mike Curb Music, BMY/Ghermkyie Music.
BMI/T One Songs. ASCAP/Ariose Music. ASCAP/Little
Champron Music, LLC, ASCAP/Dream Rock Music. In¢ .
ASCAP). AMP CS 19 H100 89

LDVE ON TDP (EMI April Music, inc - ASCAP/B-Day Publish-
ing, ASCAP/2082 Music Publishing. ASCAPWB Music Corp.,
ASCAP/DLI Songs ASCAP/Downtown Music Publishing LLC,
ASCAP), AMP/HL, RBH 85

LDVE YDU LIKE A LOVE SONG {Antonina Songs,
ASCAP/AKashic Freld Music, BMi/Songs Of Universal. inc .
BiiMafia Detla Roccsa, BMIAN-Q Music, BMYDownlown
Music Publishng LLC. ASCAP), AMP/HL. H100 55

e i
e | o
MADE IN AMERICA (Tokeco Tunes, BM/Bobby's Lyrics, Land
and Livestock, BMIDo Write Music, LLC, BMVSweetwater
Jams, BMI/Reynsong Publishing Corp, BMI) CS 1, H100 41
MAGIC (Nayvachus Maximus Music, BMUMaking Moves Inc .
ASCAP) RBH 78
MAKE YDU SAY DOH (Blzq Chrome Music, BMU/Swealie Pub-
lishing, ASCAP/Zentab Music Publishing. BMI) RBH 63

MAN DDWN (Pubhshing Designee. BMi/Universal Music Cor-
poration, ASCAPAring Music, Inc  BMI/Sholay. BMiMerokee
Music, ASCAP}. AMP/HL, RBH 42

MAQUINA DEL TIEMPO (Tito I Patron Publishing.
ASCAP/Sony/ATV Discos Music Publishing LLC, ASCAPWY
Publishing BMVUniversal-Musica Unica Pubhshing, BMI) (T

24

MARILYN MONRDE (Not Listed) RBH 94

MARVIN & CHARDONNAY (FF To Def Publishing, LLC.
BMUPlease Gimme My Publishing Inc - BMIEMI Blackwood
Music Inc., BM/Songs Of Universal, Inc., BMI/Boscoe Dash
Pubishing, ASCAP/Campstar Music. ASCAP/EMI Apnl Music
Inc., ASCAP), AMP/HL. H100 36 RBH 3

MARVINS ROOM (EMI Blackwood Music Inc , BMyLive Wrte
(LC. BMIMavor & Moses LLC. SOCANBeck, PRS), HL H100
56, RBH 12

MAS QUE NUNCA (Serca Music Publishing inc , BM) LT 30

EL MENTIROSO {Iviarcha Musical Corporation. ASCAP) LT 17

MI CORAZON INSISTE (Rubet Music Publishing, ASCAP/Uni-
versal Musica , Inc., ASCAP} LT 50

EL MIL AMORES (Pacific Laiin Copyright Inc , ASCAP/Topazio
Musical Corporation, ASCAP} LT 18

MORE THAN YOL'LL EVER KNOW (Nephew Wirlie Music,
ASCAP/Pacihc Coast Pirate Publishing, BMVDr Clance Music,
BMYP Ty Music Publishing. BMUMamas Pebbly Publishing,
ASCAP) RBH 61

MOTIVATIGN (EMI Btackwood Music Inc . BMUmipub Music,
BMI/EMI Foray Music, SESAC/Rico Love Is Still A Rapper,
SESAC/Hypnotic Beats, BMI/Reber Made LLC, BMYSangs Ot
Kobalt Music Publishing America, Inc , BM/Young Mongy
Publishing inc , BMi). AMP/HL H100 44, RBH 13

MOVES LIKE JAGGER (Sudgee Music, BMI/Universal Music
Careers, BMI/Matza Ball Music. BMiWhere Da Kasz Al,
BM(MaruSongs. BM/Lotzan Balls Soup, BMiMaratone,
BMI/Songs Of Kobalt Music Publishing Amenca Inc , BMY),
AMPHL, HI00 2 1733

MOVIN' DOWN THE LINE (Ugmoe Music, ASCAP/Universal
Music Corporation, ASCAP), AMPHL, RBH 87

MR. KNOW IT ALL (B-Unek Songs, ASCAP/Universal Music
Corporahion, ASCAP/Dat Damn Dean Music, BMSongs Of
Universal, Inc . BMYWB Music Corp , ASCAP/External Com-
tustion Music, ASCAP/Brefl James Songs. ASCAP/AIl For
Melodie Music. ASCAP) AMPHL H100 30

MR. SAXOBEAT (Uliia Empire Music BMUSC MediaPro Music
Entertainment. SRL) H100 26
RS. RIGHT (Conjunction Entertainment, BMVEMI Blackwood
Music inc . BMI/Baotleggers Stop. ASCAPAUniversal Music
Corporation, ASCAP/Novae Music. ASCAP/Secondhand Star
stup. ASCAP/Diggy Music Publishing LLC, BMI/Warner-Tamer-
lane Publishing Corp , BMI}, AMP/HL, H100 73, R8H 15

MY HEART CAN'T TELL YOU NO (Kobalt Music Publishing
Amenica, Inc., ASCAP/Little Shop Of Morgansengs, BMUMor-
gan Music Group, BMI), AMPCS 36

MY LAST (FF To Def Publishing. LLC BM¥Lel The Story Begin
Music Publishing, ASCAP/Cirysalis Music, ASCAP/EMI April
Music, Inc ASCAP/Fiyte Tyme Tunes (n , ASCAP/Songs Of
Universal. inc , BMVCulture Beyond Ur Expenence Pubiishing,
BMI) AMPHL. RBH 17

MY NAME IS MDNEY (Southern Ground. BM1) CS 54

MY SH*T BANG (Eari T Stevens Publishing. B/ Toriey Storey
Publishing. BMI) RBH 97

Lt
NADA IGUALES (Anval Music. ASCAP) LT 32
NEVER REALLY WANTED (Cal IV Songs, ASCAP/Five Slone
Publishing, ASCAP/Circle C Songs. ASCAP/Cal IV Entertain-
msr\sléLLC BMI/Full Circle Music Publishing, LLC, ASCAP)

Ci

NI**AS IN PARIS (Piease Gimme My Pubiishing inc . BMVEMI
Biackwood Music Inc . BMIEMI April Music, Inc .
ASCAP/Carter Boys Music, ASCAPHiI-Boy Music, ML
Can't Teach Bien The Shh BMUSongs Of Universa! Inc.,
BMI/Papa George Music BMiUnichappeil Music. Inc. BMI).
AMP/HL. H100 35. BBH &

NO HANDS (Juaquinmaiphurpublishing. ASCAP/Roscoe Dash
Publishing, ASCAP/Dead Steck Music BMYWB Music Corp.
ASCAP/Drum Squad LLC, ASCAPYoung Drumma. ASCAP),
AMRRBH 47

NO LA VOY A ENGANAR (Edimusa. ASCAP) LT 41

NO ONE GONNA LOVE YOU (Dam Rich Music BMIEMI
Blackwood Music Inc BMI), KL, RBH 37

NO SLEEP (PGH Seund Publisting, ASCAP/WB Music Corp ,
ASCAP/Matza Bali MusiC, BMI/Where Da Kasz At, BMI), AMP
H100 79

NOTHING (imagem Songs Ltd., PRS/Sonic Graffit ASCAP/EM!
Apnl Music. inc, ASCAP/Slage Three Music lnc BMI) HL,

NOT OVER YOU (G DeGraw Music BMI/Warner-Tamerlarie
Publishing Corp , BMIWe 2 Live Publishing, ASCAP/Kobalt
Music Pubhsnlng America, inc . ASCAP), AMPH100 5%

<s; i

OLWIDAME (JCAM Edllora Musrcal SA de cv)iT4

DNE MORE DRINKIN' SONG (New Songs Of Sea Gayle,
BMIOzworth Music. 8MI), HL CS 17 H100 80

ONLY WANNA GIVE IT TO YOU (Elievision Music Publishing
BMI/Sony/ATV Songs | LC BMICrow's Tree Publishing,
Bivi/Prvate Stock Entertainment. LLC. BMYSongs Of Univer-
sal, Inc , BMIDreamviliain, BMVCAK Music Publishing, Inc .
ASCAP/Cotd Chilin' Music Publishing Inc , ASCAP/Songs Of
Marl. ASCAP). AMP/HL. RBH 48

DN MY LEVEL (PGH Sound Pubhshing, ASCAP/WB Music
Corp . ASCAP/EMI Blackwood Music Inc - BMVJimipub
Music BMI/Todd Anthony Shaw Publishing Designee,
BMHyprotic Beats. BMi/Rebet Made LLC, BMYSongs Of
Kobait Music Publishing Amenica, Inc . BMUKMSA, BMI).
AMPHL RBH 65

VEN A BAILAR (Songs Of RedOne, BMI/Sony/ATV Songs LLC
BMU2101 Songs, BMVPtbull's Legacy Publisting BMUni-
versal Music - Careers, BMIEMI Apnl Music, inc , ASCAP/EMI
STog%s France, SARL/Sony/ATV Tunes LLC, ASCAP), AMP/HL,
L

OTIS (Please Gimme My Publishing Inc , BMVEMI Blackwood
Music (nc. BMVEMI Apr Music Inc.. ASCAP/Carter Boys
Music, ASCAP/EMI Robbins Catalog, inc . ASCAP/BMG Goid
Songs. ASCAPHot Butier Milk Music Inc, ASCAP/BMG Piat-
inum Songs, BMIFirst Prionty Music, BMI/Tutamencan, Inc ,
BMI/Swing Beat Songs. BM/Dynatane Publishing Company
BMIAntersong-US A inc , ASCAP/Unichappell Music, Inc
BMI), AMP/HL, H100 47 RBH 5

QUT DF MY HEAD (Hey L Chill Music. BMI/Heavy As Heaven
Music. BMYSongs Of Universal, Inc , BMiMakithot Music
Publishing, SESAC/Perfect Aftendance, L LG, ASCAP/Einnor
Music. ASCAPWB Music Corp . ASCAP/Tee-Bass Music Inc ,
BMUEM Blackwood Music Inc , BMYAIln0 Music Ing .
BMIAWonda Songs. BMI). AMPHL, RBH 32

i e o i
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PARAD!SE {Opal Mus~c London PRS/Unrversa\ Muswc MGB
Songs, ASCAP/Upala Music inc , BM) AMP/HL. H100 58

PARA NO PERDERTE (A1pd Muswca&, LLC.BMN LT 22

PARTY (Please Gimme My Publishing Inc , BMIEMI Biackwood
Music Inc . BMUWay Above Music. BMUSony/ATV Songs
LLC. BMI/EMI April Music Inc ASCAP/B-Day Publishing.
ASCAP/Chrysalis Music, ASCAP/We Don't Play Even When
We Be Playi’. ASCAP/Get Ya Frog On Publishing, BMI/Enter-
tainment Music, BMYSIick Rick Music Corp . 8MI), HL RBH

1
PART; RDCK ANTHEM (Parly Rock Music, ASCAP) H100 5,
71

PICTURE PERFECT (Blue Erro Soul Music. ASCAP/EMI Apn|
tusic. inc . ASCAP/Imagine Nation Music. ASCAP/Sangs Of
Windswep! Pacific, BMVGrooveworks Entertainment,
BMI/Rhythm Lingo, ASCAP), HL, RBH 77

PIECES DF ME (Studio Beast Music BMIAVarner-Tamerlane
Pubiishing Corp , BMI/Chuck Harmony s House Publishing,
ASCAP/Strauss Co . LLC . ASCAP/Normanarnis Music Pub-
lishing, ASCAP/EMI Apal Music, Inc , ASCAP/Blue Toes,
ASCAP/Bug Music, ASCAP), AMP/HL, RBH 34

PRETTY GIRLS (Yaggamentz Music. BMVA In The Fodder
Music, BMY/Bug Music, Inc, BMVJonaman Rolem Music.

I/Sony/ATV Songs LLC, Music,
Emertamment, LLC. ASCAP/Willam Jordan, ASCAP/CIemmle
Rishad Penton, BMI/Shervaun Edwards, BMI), HL, H100 72

PROMISE (EM! Foray Music, SESAC/Rico Love Is Stil A Rap-
per, SESAC/Mayimba Music. Inc., ASCAP/Palabras De
Romeo, ASCAP/Courtney Madison Music, BMY/Warner-Tamer -
lane Publishing Corp , BMI} LT 8

PUMPED UP KICKS (Smims Coffee And Tea Music Publishing,
BMI), AMPH100 3

EL PUNTD FINAL (Marcha Musical Corporation ASCAP/Josan

Publishing, BMI/Pacific Latin Copynght Inc ASCAP/Cruz De
Pidra Music Publishing, ASCAP) LT 31

asrs.;o' e e o

Ly s &

QUE A TODA MADRE (OUE A T(]D(] DAR) (LGA Music Pub-
lishing. BMV/Ideas Enterpnses. inc , BMULos Compositores
Pubishing, BMI) LT 37

QUICKIE (MJP Music, ASCAP/Fede Music BMUB Dizzle
Muzik, ASCAP) H100 71, RBH 7

QUITATE LA VENDA (Seg-Son Music, Inc . BMYGenio Musi-
cal. SESAC) LT 49

2

RABIOSA (The Caramel House Music. BMYSony/ATV Melody.
BMYPitbull's Legacy Publishing, BMI/Universal Music
Careers, BMVlns Duenos Del Negocio Publishing ASCAP)
AMPHL LT

RACIO MESSAGE (R Kelly Publishing, Inc , BMUniversal
Music - Z Songs. 8MI). AMP/HL, RBH 33

RAIN DVER ME (Abuela y Tia Songs. BMYSony/ATV Songs.
LLC. BMi/Songs Of RedCne. BMiMarc Anthony.
ASCAP/Sony/ATV Tunes LLC ASCAP/2101 Songs. BMI). HL,
H100 74,171

REALITY (Sony/ATV Milene Music, ASCAPAstandsoul Music
LLC, ASCAP/Sony/ATV Cross Keys Music Publishing,
ASCAP/Stage Three Songs, ASCAP/Stage Three Music Inc.
BMU/Brett James Comelius Music, ASCAP), HL, CS 50

REMINQ ME (House 01 Sea Gayie Music, ASCAP/EM! Apol
Music Inc . ASCAP/Dicin 1 Have To Be Music. ASCAP). HL.
H100 45

RESPIRA (DaFans Songs BMUSony/ATV Latin Music Publish-
g, LLC, BMU/Brantunes Music Publishing. ASCAP/Sony/ATV
Discos Music Publishing LLC. ASCAP/Groobin’” Music
ASCAP)iT 36

ROLLING IN THE DEEP (Universal-Sangs Of PolyGram [nter
national, BMVEMI Blackwood Music Inc . BMI). AMP/HL.
H100 21, RBH 62

ROUND OF APPLAUSE (Noi Lls(ed) RBH 76

e E % = i
T e
SAIL (Tron Songwriting, ASCAP/Red Bull Media House GmbH.
ASCAP/Kobalt Music Publishing Amenca, inc ASCAPY H100
14

SET FIRE TO THE RAIN {Universal-Sorgs 0f PolyGrarm Inter-
national, BMVChrysahs Music Ltd , PRS), AMPHL, H100 91

SEXY AND | KNDW IT (¥eah Baby Music, ASCAP/Chebra
Music, ASCAP/Party Rock Music, ASCAP) H100 6

SHAKE LIFE (Young Jeezy Music Inc , BMVEM! Blackwood
Music Inc , BMVCopynght Control/Hudmas Publishing Com-
pany, ASCAP). HL, RBH 74

SHE AIN'T YOU (Songs Of Unwversal Inc . BMICullure Beyond
Ur Expenience Publishing, BMICherry Lane Music Publishing
Company tnc , ASCAP/Cherry 315 Music, ASCAP/The Bad
Bad Guys, ASCAP/Melotst Music Publishing, BM/KMacnifi-
cent, BMYPoo 8 ZPublishing Inc. ASCAP/Bug Music,
ASCAPWB Music Corp . ASCAP/Sany/ATV Tunes LLC.
ASCAP/Bam Jams, BMI), AMP/CLMML RBH 20

SHE WILL {Young Money Publishing Inc.. BMIAWames-Tames-
lane Publishing Corp., BMILive Write LLC, BMI/EMI Black-
wo0d Music Inc , BMYBrother Bagz Publishing, BMI).
AMP/HL.H100 27 RBH 1

SHOT CALLER (French Manlana, BMI/Chavhe “Rock" BMI/Cult
Ciassic Publishing, ASCAP) RBH 8f

SKYSCRAPER (Gat Songs, LLC. ASCAP/EMI Apnil Music, Inc .
ASCAP/BMG Europe. ASCAP/Asia Music Media, ASCAP/Hey
Kiddo Music, ASCAP/Kabalt Music Publishing America, Inc..
ASCAP/Tiny Cute Monster BMI), AMPHL H100 54

SO FRESH (Songs In The Key Of Charfie 0, SESAC/Universal
Music Corporation. ASCAP/Linden Springfield, BMVEMI
Blackwood Music Inc . BMI/Universal Music - 7 Songs. BMUIT
Will Music. Inc , ASCAP/MdcDermot Music SGCAN/Songs 0f
Universal, Inc.. BMIZA Max Entertainment, ASCAP/EMI Apnl
Music. Inc - ASCAP/RIlz Wiites, ASCAP/BIiss 69, ASCAPAUni-
versal Music - Z Tunes LLC  ASCAP/Deep Sound Music. Inc .
ASCAPMVintertainment Publishing. ASCAP), AMP/HL, RBH 96

SO GONE {WHAT MY MIND SAYS) (Siue’s Baby Music
ASCAPAUnwersal Music Corporalion. ASCAP/La Kasa Sole,
ASCAP/EMI Apni Music Inc - ASCAP/Spuggy Bug Music,
ASCAP/Paul Wall Publishing, ASCAP/2 Kingpins Publishing,
ASCAPWE Music Carp , ASCAP), AMP/HL, RBH 40

SO IN LOVE (Blue's Baby Music ASCAP/Universal Music Cor-
poraiion, ASCAP/Tappy Whyte s Music LLC BMY/Songs 0f
Universal. Inc , BMUMusty Attic Music BMVEMI Blackwood
Music Inc BMIALa Kasa Sole ASCAP/EMI Apnl Music Inc
ASCAP) AMP/HL RBH 19

SOMEBODY'S CHELSEA (Zavision Music Group. ASCAP/Redt
Sox Fan Music, ASCAP/Sony/ATV Cross Keys Music Publish-
1ng. ASCAP/Texoma Ten Music, ASCAP/Detect An Intruder
Mustc, BMUBIg Loud Bucks, BM) HL, CS 49

SOMEDNE LIKE YOU (Universal-Songs Of PolyGram Infema-
tional, BMI/Chrysalis Music. ASCAP/Sugar Lake Music
ASCAP), AMP/HL, H100 1

SOMEWHERE (Uriversal-FolyGram Intemational Publishing,
ASCAP/Leonard Bemstein Music Publishing Company.
ASCAP) AMPHL.H100 75

SPARKS FLY {Sony/ATV Tree Publishing Company. BMY/Taylor
Swift Music, BMI}, HL CS 10 H10060

SPEND IT Ty Epps Music, ASCAP) RBH 59

STAY (Gibson And Gibson Music Pubhishing, ASCAP/Datsdab-
bysay Music Publishing, ASCAP/Sany/ATV Tunes LLC.
ASCAP/Food 4 Yo Soul Music ASCAP/Chnistopher Lacy Pub-
lishing Designee, ASCAP/Songs Of Universal, inc .
BMI/Bayjun Beat Music. BMI) AMPHL, RBH 35

STAY TDGETHER (Universal iusic Corporalion, ASCAP/Noi-
fing Date Sangs inc ASCAP/Uncie Buddie s Music. In¢ ,
ASCAP/LP2 Music Group, ASCAPALedHead Productions. LLC
ASCAP), AMP/HL. RBH 51

STERED HEARTS (Universal Music - Careers BMIFebruary
Twenty Second Music. Inc . BMVEpileptic Caesar Music
ASCAP/EMI Apni Music. Inc ASCAP/Matza Balf Music,
BMI/Where Da Kasz AL BMMaru Cha Cha, BMILoizah Balls
Soup, BMiHigh Deaf Music ASCAP/BMG Ruby Sengs.
ASCAP/E AR Entertainment LTD. ASCAP), AMPAHL, H100 4

STORM WARNING (Songs 0f Unversal. Inc BMi/Happy Little
Man Publishing, BMY/Dash8 Music, ASCAP/Bughouse,
ASCAP/Bug Music, ASCAP/BMG Platinurn Songs BMIHetlo |
Love You Music, BM)), AMP/HL, CS 26

STRANGE CLDUDS (K57 Money Publishing, ASCAP/Onerrol-
ogy Publishing, ASCAP/Prestription Songs. LLC .
ASCAP/Ham Squad Music. BMI/Songs Ot Universal. Inc..
BMI/Clarence Montgomery Il ASCAP/Pouvios Sounds.
ASCAP/Stephen Joshua Hill Pubhshing Designee
BMUJarieson Xavier Jones Pubiishing Designee, BMUYoung
Money Publishing inc , BMYWarner-Tamerlane Pubiishing
Corp , BMI}, AMP/HL, H100 7, RBH 91

SUPER BASS (Hara|uku Barbie Music. BMIMoney Mack
Music BMYSongs Ot Universai. (nc , BMUDamiel Andrew Pub
fishing. ASCAP/Dal Damn Dean Music, BMI2412 Songs LLC
BMi/Peermusic BMUFh Da Mastermind, ASCAP), AMP/HL,
H100 16, LT 34 RBH 30

SURE THING (M. Publishing ASCAP/Universal Music Corpo-
ration ASCAP/Amaya-Sofia Publishing ASCAP), AMP/HL
RBH 14

SURVIVE (Precious Baby Pubkishing. ASCAP/Dalsdabbysay
Music Publishing ASCAP/Swol Ray Music ASCAP/Food 4 Yo
Soul Music, ASCAP/Chns Johnsan Music, ASCAP) RBH 60

SWAGGIN (Nol Listed) RBH 95

SWIM GDOD (Bug Music. Inc, BM|/Heavens Research,
BMi/Waynne Writers ASCAP/Sony/ATV Music Publishing
Canada, SOCAN/Break North Music SOCAN), HL, RBH 7¢

= o

TABOD (Crown P Music Publisting. BMVEMI Blackwaod Music
fnc BMVEMI Songs France, SARL) LT 3

TAKE A BACK ROAD (EMI Blackwood Music I BMI/Rhelt-
neck Music, BMyUniversai Music - Caresrs. BMyHIgh Pow-
ered Machine Music BMI). AMP/HL. CS 2, H100 31

TAKE IT DFF (EM! Blackwood Music Inc., BMUString Stretcher
Music, BI/Songs Of Southside independent Music Publish-
ing. L/External Combustion Music. ASCAP/Qut Of The Taper-
oom. ASCAP/EMI Apnl Music, Inc , ASCAP/Didn't Have To Be
Music, ASCAP), AMPHL, CS 27

TAKE ME AWAY (No! Listed) RBH 52

TAKE DVER CONTROL (BMG Rights Management (UK).
PRYBMG Platinum Songs BMITALPA Music Publishing,
BUMA/The Royalty Netwark, ASCAP/Walboomers.
ASCAP/Sony/ATV Tunes LLC. ASCAP), HL, H100 42

TATTDOS ON THIS TOWN (Warner-Tamerlane Publishing
Corp , BMi/Boatwnght Baby, BM|/Desert Treasure Music,
BMI/Feet In The Creek Music, ASCAP/BMG Gold Songs,

ASCAP), AMPCS 15, H100 66

TEAMD Y TE AMO (Serca Music Publishing Inc . BM!) LT 7

TE ESTOY ENGANANOQ CON OTRA (Not Lisled) LT 46

THAT GIRL (Kevin Fowler Music. BMIHappy Cattle Music,
ASCAPMayes Country Songs BMI) CS 60

THAT WAY (Dead Stock Music. BMYWB Music Corp
ASCAP/4 Biunts Lil At Once Publishing 8M/First N' Gold
Publishing BMJeremy Felton Publishing Designee
ASCAP/Songs 0f Universal, Inc.. BMVKimam Music,
BMISongs Of Mizay Entertainment, Inc - 8MIAWamer-Tamer-
lane Publishing Corp , BMI/Sony/ATV Songs LLC BMI).
AMPHL, H100 70, RBH 4

THING CALLED US (Fondeau A Wilhams Pubhishing.
BMI/Jares Wesley Designee. BMU/Gina Agha Music Publish-
1ng. SESAC/Lated Willams Designee. BMI) RBH 57

THIS OLE BOY (WB Music Corp , ASCAP/Melissa's Money
Music Publishing. ASCAP/Gef A Load Of This Music,
ASCAP/EMI Blackwood Music Inc  BMI/Stng Siretcher
Music, BuMURhettneck Music. BMI). AMPHL, CS 42

THREATEN ME WITH HEAVEN (Vinny Mae Music.
BMI/Songs Of Kobalt Mustc Publishing America Inc,
BMUGrant Girts Music, LLC ASCAP/The Loving Company
ASCAPWillie-0 Music. BMiDilion DiBrian Sangs. BMI), AMP

TONIGHT TONIGHT (idas Music, ASCAP/Sleep When | m
Rich Music BMI/Scartet Moon Music. Inc . BMiNash O
Music, BMVRodinis Music ASCAP/Here's Lookin® Al You Kidd
Music, BMUBeluga Heights Music. BMI/Sony/ATv Songs LLC
BMI/Hey Kiddo Music, ASCAP/Kobalt Music Publishing Amet-
163, InC , ASCAP) HL, H100 23

TONY MONTANA (Nayvacius Maxmus Music, BMUWII-A-
ggol Muzik, BMI/Rock BDB Music Publishing, Inc . BMI} RBH

TOQ EASY (Food 4 Yo Sou! Music, ASCAP/Chnistopher Lacy
Publishing Designee, ASCAP/Michael Hams Publisting
Designee. BMUGibson And Gibson Music Publishing.
ASCAP/Songs Of Universal, Inc , BMI/Bayjun Beat Music.
BMVLudacns Worldwide Publishing, Inc. ASCAP/EMI Apni
Music, Inc., ASCAP). AMP/HL, RBH 38

TOUGH (Sony/ATV Tree Pubiishing Company, BMI/esiie Satch-
&1 Music, BMI), HL, CS 34

TROUBLE (Bei Maejor Music. 8Mi/Reach Global Songs
8M/Dreamvilain. BM/Songs Of Universal, Inc , BMI)
AMPHL, RBH 50

THE TROUBLE WITH GIRLS (Songs Of Universal. Inc
BMWorjax Songs BMIBIG Loud Songs ASCAP/Angel River
Songs, ASCAP/Big Loud Bucks. BMY) AMPHL CS 40

TU DECIDES (Not Listed) 1T 43

TU MIRADA (Wamner-Tameriane Publishing Corp , BMUWarn-
er/Chappell Mexco, SACM/Sebastian Schon Publishing
Designee SACM) LT 29

TU DLOR (Cayey, ASCAP/WY Publishing, BMILuis Oneil,
ASCAP/Perfect Music Corporation. ASCAP/Perfect Latin Music
Pubiishing, ASCAP/foan Ortiz, BMIUniversal-Musica Unica
Publishing, BMULa Mente Maestra Music Publishing,
BMUEmesto F Paditla, BMUJuan Luis Morera Luna, BMIAlan-
del Veguila Matave BMIVictor Martinez, BM)) LT 11

o u

UNDERDOG (EM| Blackwood Music InC , BMINZD Publishing
Company. Inc , ASCAP/Little Champion Music LLC,
ASCAP/Hing Lake Publishing ASCAP) HL, CS 59

UNTIL IT'S GONE (Mass Confission Productions. Inc
ASCAPUniversal Music Corporation ASCAP/Camon's Land
Music Publishing, ASCAP/NaDU% Puddy Music ASCAPAUni-
versal Music - Z Tunes LLC , ASCAP/Anthony Randolph Pub-
lishing Designee. BMI/Wamer-Tamertane Publishing Corp
BMYBDP Missic. ASCAP) AMP/HL RBH 82

UNUSUAL (Songs Of Universal Inc  BMU/Andrew Wanse!
BMY/Crow's Tree Publishing. BMI/Sony/ATV Songs LLC
BMU/Dexter Wansel Pubhishing Designee, BMI/ApnI's Bay
Muzik, BMI/Warner-Tamerlane Pubhshing Corp , BMIEzekiel
Lewis Music, BMIAUniversal Music - Z Songs BMUJerry Lee
Publishing, ASCAP/Dream Team Music ASCAP/Live Wte
LLC BMVEMI Blackwood Music Inc , BMI), AMP/HL. RBH 41

UP {Noi Listed) RBH 69

EL VERDADERD AMOR PERDDNA (Mot Listed, |7 42

o =4 ﬁ;~

WALK (W1 Twelve Music, 8M¥Songs Of Universal Inc . BMIA
Love The Punk Rock Music. BMYLiving Under A Rock Music
ASCAP/Universal Music Corporation. ASCAP/Fying Earform
Music BMVSongs Of Kobalt Music Publishing America. Inc
BMI/Ruthensmear Music BMY/Bug Music. inc, BMI)
AMPHL H100 97

WALK ON (Mint FactoryTunes. ASCAP) RBH 72

THE WALLS (Rico Love 15 Stil A Rapper, SESAC/EMI Foray
Music. SESAC/EMI Entertainment Woild, SESAC/Wamner.
Tamerlane Publishing Corp , BMYCourtney Madison Music.
BMI) HL, RBH 64

WANNA MAKE YOU LOVE ME (Music 01 Cal Iv BMI/Cal IV
Entertainment LLC, BMI/Music Of Stage Three, BMI/Bobby's
Song And Salvage. BMVBMG Chrysalis Music Publishing,
BMI) CS 48

WE FOUND LDVE (EM! Apr] Music, Inc, ASCAP) HL H1009

WE OWNED THE NIGHT (Warner-Tamerlane Publishing Corp
BMYDWHaywood Music, BMYRADIOBULLETSPublishing,
BMUEM Blackwood Music Inc , BMYString Stretcher Music
BMI). AMP/HL. €S 13, H100 57

WET THE BED (Songs Ot Universal, Inc . BMUCulture Beyond
Ur Bxpenence Publishing, BMI/Sean 1Music Publishing.
BMUEM! Apni Music Inc, ASCAP/KMacnificent, BMY/Ambee
Streel Publishing, ASCAPMs _Lynn Publishing, ASCAPAJqi-
versal Music Corporation. ASCAP/Natting Dale Songs Inc,
ASCAPALonnatistic Hitz, ASCAP/Ludacns Worldwide Pubissh-
1ng Inc, ASCAP), AMP/HL, H100 77, RBH 8

WHEN WE STAND TDGETHER (Warner-Tamerlane Publishing
Corp . BMVArm Your Dillo Publisting, Inc., SOCAN/Zero-G
Mustc Inc - SOCAN/Black Diesel Music Inc - SOCANMa
Music Productions, SOCAN) AMPH100 48

WHERE COUNTRY GROWS (EMI Biackwood Music Inc .
BMUGin Road Music Publishing. BMUMusic Of Stage Three.
BM/Bobby's Seng And Salvage, BMIBMG Rights Manage-
ment (US) LLC, ASCAP) HL. CS 44

WHERE | COME FROM (Big Red Toe 8MVBig Loud Bucks
BMYAmarlio Sky Songs, BMVEMI Blackwood Music Inc
BMY/String Stretcher Music, BMI), HL CS 38

WITHOUT YOU (UR-IV Music ASCAP/EMI Apnl Music, Inc .
ASCAP/Rico Love Is Still A Rapper. SESAC/EM) Foray Music
SESAC/Shapiro. Bernstein & Co , Inc , ASCAP/What A Pub-
lishing LTD, SACEM/Sony/ATV Songs LLC BM|/Piano Songs.
BMV/Taipa Music BY STEMRA/Rister Ediions, SACEM) HL,
H1

008
WODP (StereoFame Publishing/Slap Dash Publishing. BMI} RBH
90

WORK DUT (Dreamwiliain. BMVEMI Blackwood Music Inc .
BMVPiease Gimme My Publishing nc - BMI/Songs Of Univer-
sal Inc BMIMirnmode Music, BMIBMG Chrysalis Music
Publishing, 8MVJohn Legend Publishing, BMUSukmeke
Rainey Music. ASCAPPuzzied Pieces Of Mind Music
ASCAP/EMI Virgin Music Inc , ASCAP/EIlot Waiff, ASCAP)
AMPHL. H100 67 RBH 22

% : oy 2
o i

YES (45t & 3rd Music Publishing Ing , BMVSony/ATV Songs
LLC, BMI/Studio Beas! Music, BMYWarmer Tamerlane Publish-
ing Corp BM!), AMP/HL, RBH 26

YOU {Maymba Music. Inc ASCAP/Patabras De Romeo
ASCAP)LT 10

YOU (Runmin’ Betund Publishing. ASCAP/EMI April Music. Inc
ASCAP/Universal Music - Careers, BMI/High Powered
Machine Music. BM). AMPHL CS 30

YDU AND I (Stetan: Germanotia p/k/a Lady Gaga,
BiM/Sony/ATV Songs LLC BMI/House: 01 Gaga Publishing,
Inc , BMVGlaJoe Music Inc, BME, HL H10012

YDU AND TEQUILA (Songs Of Universal. Inc , BMUHannaberg
Music. BMYWB Music Corp . ASCAP/DeanaIing Music,
ASCAP) AMP/HL. CS 9. H100 50

YDU MAKE ME FEEL... (Rokstone Music Lid PRS/Peermusic
(UK) Ltd, PRS/P & P Songs Lid, BMI) H100 10

YDU WERE MEANT FDR ME (W8 Music Com
ASCAP/Kuumba Music. ASCAP), AMERBH 100

Y.U. MAD (Money Mack Music, BMHarajuku Barbie Music
BMY/Songs Of Universal. Inc , BMUArtist Publishing Group
West. ASCAPAWB Music Corp , ASCAP/MADMAX SOUND,
ASCAP), AMP/HL, RBH 54
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y Songs), H100 (The Billboard Hot 100); LT (Hot Latin Songs) and
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ASCAP HONORS
ATL LEGENDS

ASCAP’'s rhythm and soul team hosted its
star-studded ATL Legends event at the W Hotel
Midtown in Atlanta on Sept. 28 to toast the
city’s music icons who have given back to the
community and helped transform the local scene
into an internationally renowned music center.
PHOTOS: THE PICTURE GROUP

ABOVE: ATL Legends honoree Ne-Yo (far left) poses
here with (from left) ASCAP rhythm and soul director of
membership Jennifer Drake, VP of membership Nicole
George and fellow honoree Devyne Stephens, CEO of
Up-“ront Megatainment.

UPPER LEFT: Recording artist/songwriter Johnta Austin
(richt), who's signed to Jermaine Dupri’s So So Def
Recordings, looked on proudly as his co-honoree was
presented with a proclamation from Atlanta’s city council.

LOWER LEFT: ATL Legends honoree Ludacris with manager
and Disturbing Tha Peace co-founder Chaka Zulu.

BELOW: Atlanta’s city council issued three proclamations
that evening, including one for Upfront Megatainment CEO
Desyne Stephens (left) to recognize his contributions to
the Atlanta community. Stephens poses here with fellow
honoree Shanti Das, founder/CEQO of Press Reset
Entertainment.

1

On Sept. 22, R&B group Mmdless Behavior took over Universal
CityWalk's new 5 Towers outdoor concert venue in Hollywood for its
album release party. The fan frenzy for the group that has been
sweeping the globe and shutting down streets has provided a sales
boost to the group’s album, #1 Girl, which has sald 51,000 units in its
first two weeks, according to Nielsen SoundScan. From left: group

I manager Keisha Gamble, Mindless Behavior's Princeton and Ray Ray,

Creative Management Group owner Kenneth Crear, and the group’s
Roc Royal and Prodigy. PHOTO: JESSE GRANT/UNIVERSAL CITYWALK 5 TOWERS

Additional photos
biz online this week at
billboard.biz.

To submit your photos
for consideration, please
send images to
backbeat@billboard.com.




MYSPACE, BILLBOARD
GET AMP’D UP FOR
ADVERTISING WEEK

B.o.B, Natasha Bedingfield and Far*East Movement were the head-
liners at Myspace's Amp'd Up! concert on Oct. 3 in New York—but
the name on everyone’s lips was Justin Timberlake. Myspace’s new
creative director (Billboard.biz, June 29) held a private reception
for marketers and ad agencies at Radio City Music Hall’s Roxy Suite
prior to the Advertising Week concert—co-presented by Billboard.
com and Advertising Week—but the closest he got to the Best

Buy Theater stage was a brief hang with B.0.B in the stage-right
VIP section during Far*East Movement’s energetic opening set. He
checked out shortly after. PHOTOS FERNANDO LEON/PICTUREGROUP
except where noted

UPPER LEFT: Myspace senior director of music marketing Roslynn
Cobarrubias (far left) is the hostess with the mostess, posing with (from teft
SiriusXM's DJ Wonder, Myspace production manager Randy Nangpi and the
Cardinal Agency's DJ DB.

UPPER RIGHT: Far*East Movement and its team pal around backstage after the
group’s riveting set that pumped up the crowd for the rest of the night. From
left: band drummer JT: production manager Christopher Franco: musical direc-
tor Kanobby; the group’s DJ Virman; media director/FM member Denny “DJ
Denkym” Kym; the group’s J. Splif. Kev Nish and Prohgress; and band
manager/Stampede Management partner Russell Redeaux

CENTER LEFT: “No other company has the rights Myspace has,” said Tim
Vanderhook (left). who along with brother Chris (center) is co-CEQ of
Myspace. “Nobody has the relationships we have with the four major labels,
the catalog of 25,000 independent artists and 42 million songs.” Here, the pair
further their relationship with Grammy Award-nominated artist B.o.B

NANGPI/N

CENTER RIGHT: The trifecta of party planners (from ieft): Billboard

editorial director Bill Werde, Myspace senior director of music marketing
Roslynn Cobarrubias and Advertising Week executive director Matt Sheckner
put together the kickoff bash to end ali kickoff bashes

LOWER LEFT: Natasha Bedingfield and her team hung out behind the scenes
before she hit the stage. From left: DAS Communications president and
Bedingfield manager William Derrella. DAS CEQ David Sonenberg, Bedingfield
and DAS manager Jason Richardson.

On Sept. 28 at the Recording Academy's headquarters in Santa Monica, Calif., the - = f-d -

Producers & Engineers Wing and Los Angeles Chapter presented Up Close & Personal A8 Retail Track was out and about on Sept. 21, stopping by New York’s Rodeo Bar to
with producer Alex Da Kid and singer/songwriter Skylar Grey. Moderated by on-air catch country singer Amber Digby. While there, Billboard senior correspondent Ed
personality, artist and cultural curator DJ Skee, the conversation explored the careers, Christman snapped off a shot of (from left) Chuck Mead, vocalist/guitarist for BR549
inspirations and creative collaboration of the two Grammy Award nominees, who and music director for the Broadway hit “Million Dollar Quartet”; producer/engineer Neil

discussed their individual journeys and offered advice for aspiring music-makers. Grey's
new album on Interscope Records is due early next year. Pictured after the conversation
are (from left) Producers & Engineers Wing senior executive director Maureen Droney,

Brockbank; Sony Legacy VP of A&R Rob Santos; 2 Jakes Management's Jake Guralnik;
and photographer Jim Herrington. After the performance, the group discussed “Miilion
Dollar Quartet” and how living legend Cowboy Jack Clement, who was Sun Records’

Alex Da Kid, Grey and DJ Skee. pHOTO: MICHAEL BUCKNER/THE RECORDING ACADEMY/WIREIMAGE.COM recording engineer, is only identified in the show as a tape operator. PHOTO: ED CHRISTMAN
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NEW Panel Highlight!
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Now | know there are rock stars B
in the financial industry.
2

Sports and Entertainment Specialty Group. Just as good music takes the right skill, so does
financial guidance. That’s why our client advisors are true music industry insiders with a proven track record ,
of delivering the right solutions exactly when you need them. We understand how contract changes can affect \l" ;
you. And how your credit needs will vary throughout your career. Simply put, your business is our business. SUNTR
Call Andrew Kintz* at 615.748.4434 or visit suntrust.com/talent. UST
' Live Solid. Bank Sotid.
Royalty & Catalog Lending Financial Planning Retirement Planning Investment Managemerit

* Andrew Kintz, Managing Director, Sports and Entertainment Specialty Group, is a registered representative of SunTrust Investment Services, Inc., and an employee of SunTrust Banks, Inc.
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 foliowing affiliates: Banking and trust products and services are provided by SunTrust Bank. Securities, insurance (including annuities
I and certain life insurance products) and other investment products and services are offered by SunTrust Investment Services, Inc., an SEC-registered investment adviser and broker/dealer and a member of FINRA and SIPC. Other insurance products
and services are offered by SunTrust Insurance Services, Inc., a licensed insurance agency.
h‘ © 2011 &ngﬁanks. Inc. SunTrust and Live Solid. Bank Solid. are federally registered service marks of SunTrust Banks, Inc.
l '



