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Got it? Flaunt it.

Did your BRANDED ENTERTAINMENT idea generate major buzz?
Then you’re a contender for the BUZZ AWARDS, which celebrate the
best in brand/media integration—campaigns that catch fire, brilliant
product placements, innovative use of a medium for a promotion,
branding efforts that invade the pop-culture consciousness.

They’re the ones we’re looking for!

CATEGORIES INCLUDE:

> Event > Music > Scripted Television

> Film/Movie > Qutdoor/Out of Home > Sports

> Gaming > Print > Wireless Promotion

> Guerrilla Marketing > Radio > Integrated Campaign =

> Internet > Reality Television > Other >

There's one winner per category, and the judges' favorite grabs | BUZZ BUZZ

the Grand Prize, a spread 4/c ad in and Adweek, Brandweek
and Mediaweek profiling the winning effort (valued at $58,270).

| BIIZZ
Winners will be honored at The Next Big Idea Conference, ! ' I
which takes place October 29-30 in Los Angeles. For information N Buzz Buzz B“zz Buzz
about the conference, visit www.thenextbigidea.com. é o \

3 BIIZZ BIIZZ

Enter the ) BUZZ BUZZ
2007 BUZZ t0day! : "“zz Bz "“Z?. Buzz

Q@ o 5

EXTENDED DEADLINE: AUG. 31 @ {3 822
NEW!! EASY ONLINE ENTRY AT WWW.ADWEEKBUZZ.COM &

\ @ K
ADWEEK MAGAZINES @
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Billboard’s Dance Music
Summit is returning to Las
Vegas, with Vegas Music
Experience—one week of
nighttime events featuring
the world’s best DJs, hot
nightclubs and concerts—
plus pool parties. More at
billboardevents.com

REGIONAL MEXICAN
Three-day summit features
Jenni Rivera, the Billboard
Q&A and Premios
Premmusa presented by
Promotores Unidos with
performances by Diana
Reyes, Pablo Montero,
Alacranes and others. More
at billboardevents.com.

www americanradiohietorv com

UPFRONT 13

5 A BAND A WEEK 14
MTV’'s 52/52 campaign 15
shines all-encompassing 16
spotlight on established 17
and unsigned acts. 18

10 Global 20
12 On The Road 22

FILATURES

24 ROCK STEADY For five albums, Foo Fighters
have been a model of consistency. What'’s in store for
their most ambitious album yet?

27 A DAY IN THE LIFE OF CHRIS HICKS

A publisher, a label executive, a manager and more,
Hicks may also be a model for tomorrow’s biz.

31 LIVE! FROM TOKYO Billboard and Hanshin

open clubs in Japan as part of a comprehensive
licensing deal.

35 JAPAN’S NEW DIGITAL EQUATION

New revenue channels offset sales downturn.

MUSIC

41 PUTTIN’ ON THE HITS

Manilow covers 4
’70s favorites, own 49
songs on third 49
“Greatest” album. 50
42 Higher Ground 67
43 Rhythm & Blues 68
44 Nashville Scene, 69

Global Pulse
45 C(Classical Score
47 Reviews

Touring

Latin

Retail Track

Digital Entertainment
Making The Brand
Garage Rock

The Publishers Place
Q&A: Barney Wragg

IN EVERY
ISSUE

Opinion

Over The Counter
Market Watch

Charts

Marketplace

Mileposts

Executive Turntable,
Backbeat, Inside Track

ON THE COVER: Foo Fighters
{llustration by Sean McCabe.

CE: NICK
LM M

HOME FRONT

MOBILE
ENTERTAINMENT LIVIE
The official conference of
CTIA-The Wireless Assn.
features interactive
interviews, an exhibit floor,
networking opportunities
and a performance by Josh
Kelley at the Bash. More at
billboardevents.com.

AUGUST 18, 2007 |

JADED INSIDER

Who rocked at
Lollapalooza? Patti Smith
played an extra set for little
kids, 1ggy & the Stooges
invited fans onstage and
Pearl Jam closed the three-
day Chicago festto a
backdrop of fireworks.
More at jadedinsidercom.

www.billboard.biz 3


www.americanradiohistory.com

DIM()_N EDITORIALS | AQ‘MMENTAR_Y J LETTERSV — ——

Branded ForSuccess

McDonald’s, Others Reveal Agency World Clout When it Comes To Music

BY PETER NICHOLSON

The musicindustry has no one to blame
but itself for the continuing downward
spiral it finds itself in. It used to be the
voice of popular culture until it killed
radio and independent records, which
essentially wiped out the dreams of
garage bands, coffee-bar-playing single
acts, state fair sensations, small-town
favorites, Sunset Boulevard dreamers,

cabaret throwbacks and the indie poster
children—basically anyone with talent.

The music industry gave up support-
ing these types of bands because they fell
in love with a formula for monetary suc-
cess that did not include real emerging
artists. By not providing these artists with
the support and exposure that their tal-
ents deserved, the industry ended up alien-
ating audiences, killing its credibility and
losing the pulse of popular culture. This
may sound dramatic, but from my point
of view, it sums up the outcome to date.

However, the pulse of pop culture isn’t
dead; it’s very much alive and being nur-
tured in advertising agencies (wait for
obligatory laugh and chuckle). Seriously,
advertising has always been in touch with
popular culture, but now, more than ever,
advertising agencies have become more
in tune with the beat of pop culture and
how that applies to the brands. And, all
brands have a role in popular culture.
Some have niche roles; others have a
broader, more significant reach.

I recently read that McDonald’s is
sponsoring a 10-city concert tour to be
played exclusively in the restaurants’
parking lots. This tour is breaking the
traditional role of music sponsorship, be-
cause McDonald’s is managing and pro-
ducing the tour. McDonald’s is using its
vast popularity and its ability to connect
directly to fans of the emerging artist to
provide the exposure the artist needs to
succeed~—a partnership, so to speak. And
yes, McDonald’s is a pop culture icon
unto itself, but up until now, most of its
association with music was done in the
traditional relationship with the music
industry, where music was the starletand
sponsorship was the groupie that got a
prime photo op to flaunt around.

That old model always annoyed me

4 | BILLBOARD | AUGUST 18, 2007

because it discounted the importance
of the brand’s stature in popular cul-
ture. As | said before, in many cases,
not just with McDonald’s, the brand’s
position in pop culture is more power-
ful than the music or the artist. So the
right brand and music in partnership
would provide better and faster expo-
sure for the music and the brand.

The old cliché that the artist “sold out”
doesn’t apply in this situation, because it

NICHOLSON

is a harmonious relationship that is built
on the truth of popular culture’s percep-
tion of the music and the brand. The music
is cool. The brand is cool. And both can
become part of the DNA of how a person
defines him- or herself. Now, the brand
doesn’t become a trend and the music
won't be a one-hit wonder. I don’t know if
the agency handling McDonald’s had any-
thing to dowith this, but itis a greatexam-
ple of the rules being broken, in any case.

The formulas and rules on how to gain
exposure and become part of popular cul-
ture are forever changing. These are ex-
citing times. The Internet has created the
democratization of distribution and al-
lowed independent music to resurface

McDonald’s
LOMm vetoed

Twista for his
lyrics, and everyone
from Chamillionaire
to Barack Obama has
been talking about
the surplus of “N”
words, sexism and
violence in hip-hop
lyrics. Do you think is
rappers should curb
the explicit language?

BILLBOARD.COM POLL

and not be constrained by the barriers
erected by the musiclabels. The smart in-
dependent labels realize this. They know
that in an era where exposure is king, a
smart partner, like an advertising agency,
must understand audience and culture
and grasp unique and relevant ways to
converse with themn.

That’s the science. What that partner
also needs is the mojo that makes pop cul-
ture salivate for more. This kind of part-
nership fosters and protects the band’s
brand and doesn’t ask it to alter its per-
sonaala “selling out,” because good agen-
cies understand brands (bands) only
succeed based on the truth of the brand.
Again, this is an unfamiliar concept to
the artists, because the perception about
advertising is that it manipulates and
bends the truth. In my career, | have al-
ways been in search of the truth behind
a brand because it created the best com-
munication, causing a visceral reaction
in popular culture.

I will end on my bias as to why an ad
agency makes for a great partner if you
are an independent band: creatives. Most
agency creatives are artists at heart. And
in some agencies, they actually get to be
more artist than marketer. Creatives
spend alot of time making ideas that take
on a bit of their own personality. So the
work becomes personal and not commer-
cial. Or, as I like to say, a lot of care has
gone into the work. The creatives share
the same understanding that any artist
has: your work is precious and it is per-
sonal and must always be respected. .-

Peter Nicholson is partner/chief creative
officer at Deutsch New York.

FEEDBACK

9%

I don’treally
care one way
or another.

406 TOTAL VOTES ASOF 89.07

WRITE US. Share your feedback with Billboard readers -

ge This 4

around the world. Send correspondence to letters@billboard.com. .
Include name, title, address and phone number for verification.

Letters should be concise and may be edited. Ali submissions published shall become the
sole property of Billboard, which shall own the copyright in whole or part, for publication.
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>>>SECOND
PAYOLA
SUIT FILED
AGAINST
UNIVISION

A second lawsuit
alleging a payola
scheme by
Univision Music
has been filed
against the record
company, the Los
Angeles Times
reports. The

$10 million lawsuit
by Los Angeles’
Platino Records,
which has a
distribution deal
with Univision,
accuses the
recording giant
of driving down
Platino’s sales

by not promoting
the smaller
label’s music.

>>>WMG
POSTS Q3
LOSS

Warner Music
Group on Aug. 7
posted a quarterly
loss that was
greater than
expected by
analysts as the
company contends
with rapidly
dropping music
sales. The net

loss widened to
$17 million, or 12
cents per share,
compared with a
loss of $14 million,
or 10 cents per
share, for the same
quarter a year ago.
Revenue declined
2% to $804 million
during the period,
falling short of Wall
Street’s average
expectation of
$832.2 million.

>>>UMG BUYS
STAKE IN LOUD
Universal Music
Group acquired a
stake in the operator
of social networking
Web site Loud.com,
according to
reports. The
company did

not disclose the size
of its equity
investment in the
Web site. The ad-
supported site
allows hip-hop fans
to upload their own
raps and compete
for arecord deal
with SRC Records, a
Universal-
distributed label.
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BY MICHAEL PAOLETTA

MTV’s 52/52 Campaign Shines
All-Encompassing Spotlight On
cstablished And Unsigned Acts

Insigned New York trio Team
“acelift—consisting of Fat Jew,
Machine and Fonda—was fea-
ured in several colorful, in-
sour-face on-air promotional
spots on MTV in early August.
But these weren’t sporadically
slaced appearances: The band
—with its frat-house antics,
cheeky humor and Fat Jew’s
sut-to-there hair gloriously in-
-act—showed up in more than
11 hours of teases geared to-
ward such MTV shows as “The
Hills,” “The Real World: Syd-
ney” and “My Super Sweet 16.”

Equal parts rap, goth and
nard house, Team Facelift is the
tirst of 52 acts to be spotlighted
in MTV’s new 52/52 campaign,
which showcases one act per
week in all of MTV’s oni-air pro-
mos, Billboard has learned-
and which extends to MTV’s
online and wireless platforms.

For the week of Aug. 6, Team
Facelift was also MTV.com’s
artist of the week.

With 52/52, MTV gives all of
its on-air promo time to one act
for a given week—followed by
long tail opportunities online
as participating acts are
archived, along with exclusive
<ontent, for up to one year.

“MTV is giving us the oppor-
tunity to reach a demographic
we can’t reach on our own,” Fat
Jew says. “Cool 20-somethings
in the U.S. may have heard of
us, buta 15-year-old girl in Ne-

braska has likely not heard of
us. But that’s changing.”

The week preceding Team
Facelift’s debut on MTV, the
trio’s four songs had been col-
lectively streamed 100 times on
its MySpace page. On Aug. 7,
one day after 52/52 launched,
this number jumped to
4,000, according to Fonda.

That’s the sort of effect
that 52/52 mastermind
Tina Exarhos, MTV execu-
tive VP of marketing and
multiplatform creative, and
her team are aiming for.
“Do I expect to break a band
every week?” Exarhos asks.
“No, that’s not the goal. We
want to expose music in
new, rich ways to the viewer.”

“We're always looking to grow
and evolve with our audience—
and to adapt to how they’re lis-
tening to music,” says Amy
Doyle, senior VP of music and
talent at MTV. “And today, our
audience is savvier than ever.’

At press time, MTV was in
the process of scheduling art-
ists—the signed and unsigned
—for upcoming 52/52 cam-
paigns. For the week of Aug. 13,
Paramore will take the 52/52
spotlight. Also confirmed are
Rodrigo y Gabriela (for the
week of Aug. 20), Nelly Furtado
{Aug. 27), Mark Ronson (Sept.
3), Kanye West (Sept. 10), Oh
My God (Sept. 17) and Foo
Fighters (Sept. 24).
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Lou Robinson, senior VP of
video prom.otion and artist
development at RCA Music
Group, calls 52/52 a boon for
artist development. “MTV is
taking ckances by not just fea-
turing tke t-ied and true, but
unsigned acts,” he says. “How
would they >therwise get this
kind of expcsure?”

Inthe 52/52 model, each fea-
tured artist collaborates with
MTYV on creative direction. The
act is filmed, appears and is
identified in numerous weekly
spots, ranging from perforrn-
ance footage and comedy skits
to interviews and behind-the-
scenes downtime. The spots
range from 15 to 60 seconds.

While the Team Facelift

www.americanradiohistorv.com
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promos ~>flec: “he trio’s in-

you--“zc=humcr, Rodrigo y
Gabrizk'zspots go in the oppo-
site d raction, with the act of-
fering its cwn sersion of a
guitar tatorial, while sitting on
app'e bozes in 1 winery. Para-
more. mearrwhil2, was filmed
at a camagrou<l in Queens,
N.Y, ar d treated the spotsas a
mind- TV series

Bzcause eack 52/52 featured
artist #all se the “face” of MTV
prom>: £ eny gven week, the
artist muet be eb.e to “deliver”
11 ko.s of airtime. “We want
tomra<ei acrecible play fueled
by tae ac "s musiz and person-

-

TEAM RACELIFT is the first
act to be spotlightedin M™V’s
52,62 campzign. RODRIGO
Y GABFIEL®. (inset, left) and
PARAMORE are schedubed
for cam rig aeeks.

ality,” MTV senior VP of on-air
promotion Zevin Mackall says.
“We'r= not crcing them t> do
any busizess for us that ~hey
woulca’ necessarily want todo.”
To llustrate, Mackall pcints
to the merbers of “eam
Facelift, who he says were will-
ing and &b} to talk about the
differ=r t pta>grams in th= pro-
mos becauze they are fars of
the shows. Conversely, “Rod
and Cab wer= nct really down
for ary of taat,” Mackall says.
“And that =vas fine. We told
them ‘W= v.ant this to be asout
yo1. Ttis is your time -6 ex-
pressyours={f’ ” e

b- MO 3| _E: Fer 24/7 news and analysi cr ycur cell phone
or nobile cevice, 9o to: mobile.billdcardb z.
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>>>BEYONCE,
TIMBERLAKE
LEAD VMA NODS
With seven each,
Beyoncé and Justin
Timberlake lead the
nominations for the
2007 MTV Video Music
Awards, to be handed
out Sept. 9in Las
Vegas. Other top
nominees include
Kanye West and
Rihanna with five and
Amy Winehouse with
three. Timbaland will
serve as the musical
director for the event
at the Palms Casino
Resort. Performances
are confirmed from
Winehouse, Rihanna,
and Foo Fighters,
among others.

>>>MORE JOIN
YOUTUBE SUIT
Several copyright
holders are joining a
class action
infringement suit
against YouTube,
including the National
Music Publishers’
Assn., investigative
journalist Robert Tur
and the United
Kingdom’s Rugby
Football League. The
suit, filed by music
publisher Bourne Co.
and the Football Assn.
Premier League in May,
seeks to stop the
“unauthorized and
uncompensated use”
of the creative and
other copyrighted
works of the league
and publisher, as well
as the works of other
copyright holders that
would qualify as part
of the suit.

>>>VIRGIN TO
HOST LATIN
IN-STORE TOUR
Virgin Megastores will
host its first series of
in-store performances
by emerging Latin
artists with its Musicay
Pasion tour in
November. The Pinker
Tones, an electronic
group from Spain on
Nacional Records, will
headline the trek,
which hits Virgin
Megastores in San
Francisco, Los Angeles,
Phoenix, New York and
Orlando, Fla.
Additional performers
are yet to be
announced for the two-
week tour, which kicks
off the week of Nov. 5.
The shows are free.

BY MICHAEL PAOLETTA

Soul Mate

Sony BMG Licenses Gamble And Huff Catalog

Sony BMG Music Entertainment has licensed
the complete catalog of music from Philadel-
phia International Records, the label founded
by Kenny Gamble and Leon Huff in 1971, Bill-
board has learned. This marks the first time that
the entire PIR catalog—which includes hits by
MFSB, Patti LaBelle, the O’Jays, Billy Paul and
others—is under one roof.

Under the terms of the multiyear arrange-
ment, Sony BMG Music Entertainment’s Com-
mercial Music Group and Legacy Recordings
will issue physical and digital recordings of PIR
material. The deal also extends to ringtones (an-
other PIR first), PDA applications, synch licenses
and branded entertainment.

This ambitious partnership launches in Oc-

(o Vg BY KEN TUCKER

Carrie Carries On

New Underwood Single Sets Chart Record

The rapidly rising star of Carrie Underwood is
shining a little brighter this week as she be-
comes the highest-debuting female artist on
Hot Country Songs since the chart expanded
from 30 to 50 positions in January 1964.
(The chart currently carries 60 positions.)
Underwood’s “So Small,” the first sin-
gle from her as-yet-untitled Oct. 23
sophomore release, debuts at No. 20.

Underwood’s introduction to the
music world came two years ago
when she won the 2005 season of &8
“American Idol.” Since then she has
scored three multiweek No. 1 &
country singles: “Jesus, Take the
Wheel,” “Wasted” and “Before
He Cheats.” Another single, “Don’t
Forget to Remember Me,” reached
No. 2.

Chris Huff, music director for coun-
try outlets KSCS and KTYS Dallas,
which played Underwood’s song 31 §
and 45 times, respectively, in the first
week of its release, says that such
significant airplay is usually re-
served for established superstars. |
“It usually takes an album or two
of solid hits before you reach the
kind of critical mass with the au-
dience that Carrie reached with a
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tober with two double-disc compilations, “The
Essential Lou Rawls” and “The Essential Teddy
Pendergrass.” Additionally, 50 digital releases
(original albums and collections) will be ready
for download by the end of the year.

Some previously unreleased recordings, in-
cluding a live set from Patti LaBelle and a Phyl-
lis Hyman album, will also make their
commercial debuts in the future.

“The sounds of PIR are a vital and indispen-
sable part of American pop music history,” Sony
BMG Music Entertainment president John In-
grassia says.

In pastyears, the PIR repertoire was split be-
tween Epic/CBS and EMI. Now that it's “back
together again, we can promote and market it
on a global level,” Huff says.

Between synch licenses, sampling and reissues,
the catalog has received a tremendous amount of
exposure over the years, Gamble says. “Now it’s
time to build upon that and grow the PIR brand.’

In Sony BMG, PIR appears to have found the
right partner to do precisely that. “The scope of
the PIR catalog becomes our entire platform,”
Legacy Recordings GM Adam Block says. “We
can conceive of, with Kenny and Leon, virtually
anything. There are no restrictions, as we have
access to all the pieces.” e

single or two,” he says. “When you think about
where Kenny Chesney and Rascal Flatts and
Keith Urban were on their second album, this is
really phenomenal.”

Country KMPS Seattle spun “So Small” 37

N . times between July 30 and Aug. 5, making

it one of the most-played songs on the
.\' station. PD Becky Brenner says the
i rapid support is warranted for two rea-
sons. “Carrie Underwoodis an Amer-
§ ' ican ldolin more ways than one. Sheis
 the people’s choice. They have a
. vested interest in her success, and
they want to know what sheis
up to. When a brand-new
song by a superstar is not
available anywhere
else but on the radio,
we want credit for
beingthe first to bring it
to the people.”
"“ / The song, whichis aboutin-
- vesting time and energy into
g, things that aren’t really important,
i was co-written by Underwood with
Luke Laird and Hillary Lindsey.
Underwood’s first album, “Some
Hearts” (Arista/Arista Nashville), has
" sold 5.8 million copies, according to
Nielsen SoundScan. e
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SpiralFrog Takes The Beta Leap

Ad-supported free digital
music service SpiralFrog is
leaping closer to going live.
The company has initiated
a private beta launch in
Canada and the United
States, inviting select media
and other outlets to test the
service and provide feedback.
The move puts to rest many
questions about the com-
pany’s viability. When origi-
nal CEO Robin Kentand a
number of directors left in the
spring, rampant speculation
suggested the service would
never see the light of day.
SpiralFrog founder Joe
Mohen says he expects to
emerge from the private beta
for a publiclaunch by the end
of the summer. However, the
company has missed launch
dates before. An initial
launch date last December
was pushed to this spring.
Based on the features of
the beta site, however, it's
clear SpiralFrog has kept busy
in the meantime. But while
many music industry ana-
lysts and insiders express op-
timism at the potential for
ad-supported free music, it’s
far too early to declare this
frog a prince.

Selection: The service has
close to 770,000 tracks avail-
able, with more than 3,500
music videos, that users can
stream or download free of
charge. Competing fee-based
services like Rhapsody or
iTunes have catalogs with
more than 2.5 million songs.
SpiralFrog’s video library,
however, is on par, despite
having fewer licensing deals.

Functionality: The service
requires users to download a

small software package prior
to using, but is fully accessi-
ble via an Internet browser.
It's not like iTunes, which is
aseparate application. Down-
loads take place relatively
quickly, with U2’s “Pride (In
the Name of Love)” finishing
in less than a minute and its
high-resolution video in
about 90 seconds. Users can
also e-mail selections to
friends, regardless of whether
they’re members.

Ads: The ad-supported as-
pects of the service, at least for
now, are relatively unobtru-
sive. Users are not forced to
watch an ad as their song or
video downloads, but rather
can continue to browse and
sample other music while they
wait. But ads are very preva-
lent on the site, with “The
Simpsons Movie” and the U.S.
Navy taking center stage.

DRM: All music and video ac-
quired on the site is protected
in Windows Media Audio
digital rights management,
meaning it cannot play on
the iPod. Users’ computers
must be running either Win-
dows XP or Vista, and use
Windows Media Player v. 9
or older.

Partnerships: Its only major
label deal is with Universal
Music Group, and the com-
pany will need others on-
board quickly to make an
immediate impact. Other
deals include EMI Music
Publishing, BMI, SESAC,
Canadian publishing society
SOCAN and various inde-
pendent label deals with such
companies as Koch and ag-
gregator the Orchard. -

U2: PETER CARRETTE/ REX FEATURES; GAMBLE & HUFF: GEMS/REDFERNS/RETNA

UNDERWOOD: MARIO ANZUONI/REUTERS
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>>>$%$1.5 BILLION
JUDGMENT
AGAINST
MICROSOFT
TOSSED

A U.S. judge dismissed
a $1.5 billion judgment
against Microsoft for
allegedly infringing on
Alcatel-Lucent’s patent
for MP3 technology.
Microsoft originally
licensed the MP3
technology from a
company called
Fraunhofer, which
Alcatel-Lucent

later acquired. The
company then sued
Microsoft, claiming
the technology was
subsequently improved
without Microsoft
paying additional
fees. The judge
reversed the verdict,
saying the jury’s
decision was wrong.

>>>GODTUBE
LAUNCHES
GodTube.com, a
Christian-themed site
with a layout and
concept similar to
that of popular Web
innovator YouTube, has
officially launched.
Now in its beta form,
GodTube features a
variety of content
ranging from sermons
to music videos.
Company executives
say details of an
upcoming music
talent contest via the
site in September are
being worked out.

>>>DYNAMIC
PRICING SERVICE
SECURES
FUNDING

Digital music service
Amie Street—which
uses dynamic pricing
to determine how
much each song
costs, based on its
popularity—closed a
first-round funding
series that includes
such big-name
investors as Amazon.
The exact amount

of the investment
was not disclosed.

Compiled by Chris M.
Walsh. Reporting by
Ayala Ben-Yehuda,
Antony Bruno, Susan
Butler, Jonathan
Cohen, Mitchell Peters
and Charles Riley.

For 24/7 news and
b- analysis on your
Ro V4 mobile device, go to:
mobile.billboard.biz.
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WhatHe’s
Doing Now

Garth Brooks To Return To Retail, Radio, Maybe The Stage

The Garth Brooks juggernaut is setting the table for
a new release. And this time, Billboard has learned,
you won’t find it only at Wal-Mart.

After exclusively selling his music through that
big-box merchant for the last two years, Brooks will
once again make it available to all retailers. Butina
surprise move, his Pearl Records imprint will appar-
ently be self-distributed.

Meanwhile, speculation regarding a live perform-
ance aspect to Brooks’ resurfacing has been cen-
tered around an extended runin one market.

According to retail sources, the country star will
issue a three-disc boxed set, “The Ultimate Garth
Brooks,” that will street either Nov. 6 or 13. The set will
contain a 34-track, two-CD greatest hits retrospec-
tive with four new songs, and a DVD with videos,
many of them recently filmed, for all tracks on the
CDs. In addition, Brooks is rereleasing his catalog
titles, some of which have been on moratorium at
general retail since 1998,

Nashville-based Big Machine Records is involved
with promoting the new cuts to radio; the first single
is expected in September. One of the new cuts is re-
portedly a remake of Huey Lewis’ 1982 hit “Workin’
for a Livin’,” on which Lewis plays harmonica.

Programmers from across the country, who have
been given few details, have been invited to an Aug.17-

BY ED CHRISTMAN, RAY WADDELL and KEN TUCKER

18 event in Nashville. Brooks has also sched-
uled an Aug. 18 press conference there.

Two-year-old Big Machine, headed by
veteran promotion man Scott Borchetta,
recently signed Brooks’ wife, Trisha Year-
wood, and is working her new single,
“Heaven, Heartache and the Power of
Love,” to radio. Borchetta declined to com-
ment to Billboard. (Disney’s Nashville-based Lyric
Street Records promoted three singles to radio from
Brooks’ Wal-Mart set.)

In an interesting move, the new box will carry a $12
wholesale cost, the typical major label wholesale
price of a front-line single-disc album, while catalog
titles will carry a $7.85 wholesale cost, sources say.

In 2005, Brooks split from Capitol Records and left
with ownership of his catalog. Later that year, he is-
sued.a “Limited Series” boxed set exclusively through
Wal-Mart, which contained three of his prior albums,
a previously unreleased DVD and a disc of never-be-
fore-heard songs. In early 2006, Brooks rereleased his
catalog exclusively at Wal-Mart and then, in time for
Christmas 2006, he issued “The Entertainer,” a five-
disc DVD package, solely at the giant merchant.

It remains to be seen how retail will react to the
new releases after being cut out of the loop on Brooks
product for so long, says one merchant who is still

BROOKS

considering whether to stock the artist’s albums.

On the live front, standing offers from promoters
have apparently been on the table for Brooks since his
retirement in 2000.

Last time out, Brooks shattered country touring
records with an outing centered around his 1998
Capitol release “Sevens.” The three-year extrava-
ganza grossed more than $105 million (country’s
first $100 million run) and drew close to 5.5 million
people. Notably, Brooks charged a relatively paltry
$20 perticket when he likely could have demanded
three times that amount.

Since retiring, Brooks has made sporadic live ap-
pearances, including a Hurricane Katrina benefit, a
Grand Ole Opry appearance in 2005 and a more re-
cent performance at a Live Earth concert in Washing-
ton, D.C. He previously said he would not embark on
a full-blown tour until his youngest daughter grad-
uates from high school in 2015. s

EITIEEN BY SUSAN VISAKOWITZ

INTRODUCING INDIE

ADA Spearheads
Compilation For
‘Casual Buyers’

A compilation comprising 15
of the most prominent acts in
indie rock—the opening salvo
in what the Alternative Distri-
bution Alliance, which spear-
headed the project, hopes will
be an ongoing, biannual se-
ries—is now being aimed at
major and indie retail ac-
counts, say Vice Records man-
ager Adam Shore and ADA
head of sales Michael Black.
But indie stores may not be
making it a priority.

“This Is Next Volume 17—
set for release Aug. 21 on Vice,
and including such acts as the
Shins, Spoon and Clap Your
Hands Say Yeah—is
geared toward intro-
ducing to a main-
stream  audience
bands that “don’t geta
lot of support at radio
or other mainstream

8 BILLBOARD

outlets,” Shore says.

The project was dreamed up
two years ago following the un-
expected success of the indie-
heavy “Garden State” film
soundtrack, which featured sev-
eral ADA-family bands. Using
the consistently strong-selling
“Now! That's What 1 Call
Music” pop-hit compilations as
a model, ADA aims to have
each release in the series A&R’d
and marketed by a different
ADA-distributed label, with a
goal of reaching “beyond the

SPOON

core album consumer and to-
ward the casual buyer,” accord-
ingto ADA’s promo materials.

In April, Shore told Enter-
tainment Weekly that the focus
for “This Is Next” would be
“Wal-Marts, big-box stores, red
states and TV advertising.” He
now says, though, that “we
want all record stores to carry
it. It's attractive to large mass-
merchant retailers because it
can introduce their audience to
new artists, but it's a great tool
for indie retail, too.”

But Eric Levin, owner of At-
lanta’s indie Criminal Records
and head of the Alliance of In-
dependent Media Stores, says
he hasn’t even discussed posi-
tioning strategy for the album
with AIMS’ 29 member stores
because there’s still no “firm
plan” in place with Vice and
ADA. “We have a lot of fourth-
quarter initiatives that are im-
portant to us, so while this is
huge for Viceand ADA, it’s just
another one of our projects.”

Further, Levin believes most
of the songs on “This Is Next”
are already in the hands of his
store’s consumers. “I maybe
would have loved to see this two

yearsago. Butatleastit gives us
achance to end-cap our catalog,
which we'll have at great prices.
“I would bet not even the
most hardcore indie consumer
has heard all 15 of these artists,”
Shore counters. “Thisis an un-
precedented gathering of artists
from some of the greatest indie
labels that have ever existed.
TV advertising remains a
major component of the mar-
keting campaign. “We're in a
partnership with MTV2 on this,
somost of the consumer adver-
tising will be through MTV,
Black says. In addition to tradi-
tional spots, MTV2’s alternative
music show “Subterranean”
will dedicate an episode to the
collection, and banners will run
across several MTV-related
Web sites. :

Billboard’s Indies column is
on hiatus, but will return to
the magazine shortly. In the
meantime, indies coverage
will continue in the magazine
and online.

iz ndanalysi, see
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NEW LOCATION IN NEW YORK
OPENING AUGUST 27TH

360 PARK AVENUE SCUTH, 16TH FLOOR, NEW YORK, NY 10010 TEL: 212:897-840C FAX: 212:764-8941

MARTY DIAMOND - LARRY WEBMAN . STEVE FERGUSON
JONATHAN ADELMAN - BRIAN BILLIG - MATT FROST - FEAT-HER KOLKER
STEPHANIE MAHLER - ED MICONE - =LEURETTE VINCENT

MONTEREY

509 HARTNELL STREET, MONTEREY, CA 93940 TEL: 831-375-4889 FAX: 831-375-2623

FRED BOHLANDER - CHIP HOOPER - JONATHAMN LEVINE
DAN WEINER - LYNN CINGARI - DUFFY MCSWICGIN
JACKIE NALPANT - AARON PIN<KUS - HANX SACKS

NASHVILLE

124 12TH AVENU= SOUTH, SUITE 410, NASHVILLE, TN 37203 TEL: 615-251:4100 FAX: 615:251:4401

CURT MOTLEY - GREG JANESE - BOBBY CUDD - STEVE DAHL
BETH HAMILTON - BRIAN HILL - PETE OLSON - RAY SHELIDE
AARON TANNENBAUM - JAMES YELICH

BEVERLY HILLS

>60 N. CRESCENT DR, NORTH BUILDING, BEVERLY HILLS, CA 9210 TEL: 31)-288:800( FAX: 310-288:2000

WWW.PARADIGMAGENCY.COM
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Singles Growing Unsteady

Longer Chart Stays For U.K. Hits Don’t Result In More Sales

LONDON—Rihanna’s recent record-
breaking stay at the top of the U.K.
singles chart might suggest the glory
days of the format have returned. But
behind the celebration there is more
evidence that the days of multiplat-
inum chart-toppers are over.

In late July, “Umbrella” (Def
Jam/Universal) became the United
Kingdom’s longest-running No. 1in
13 years with a 10th week at the top.
It did so with total sales of just
354,000, of which chart compiler the
Official U.K. Charts Co. (OCC) says
29% were physical.

The tally pales when compared
with Gnarls Barkley’s “Crazy.” After
that track’s ninth and final week at
the U.K. peak in spring 2006, its sales
were 660,000, compared with Ri-
hanna’s 332,000 at that stage.

“It's been decades since singles
have been a reliable revenue stream,”
EMI Records U.K. director of na-
tional accounts Derek Allen says.
“They’ve always been, and will con-
tinue to be, an integral part of an over-
all marketing strategy, whetherit'sa
clarion call [for] an established
artist’s new album or the launch of a
new act.”

U.K. singles sales across all for-
mats continued their upswing in the
first half of 2007, improving 29% year
on year, according to trade body the
BPI. Individual downloads have
soared 49.9% year on year to 36.4 mil-
lion units, and accounted for 89.4%
of all U.K. singles sales, compared
with 63% during 2006. The digital
boom means that individual track

RIHANE’S"‘UmbreUa;

with 10 weeks at the top;,
was th
longest-running No. 1

nited Kingdgm’s
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>>>EMI REVENUE DOWN 5.1%
Just days after it was acquired by private eq-
uity firm Terra Firma, EMI Group said its first-
quarter revenue shrank by 5.1% at constant
currency, compared with the corresponding
period last year. The decline, covering the 18-
week period to Aug. 6, reflected “the tough
market conditions experienced in the recorded
music market,” EMI said in a statement.

The company’s recorded music division—
home to Robbie Williams, Norah Jones and
Corinne Bailey Rae—was responsible for the
shortfall, with EMI Music revenue plummet-
ing by 13.4%.

The statement also blamed “EMV’s light re-
lease schedule when the restructuring pro-
gram was being implemented.” On the flip side,
EMI Music Publishing revenue improved 11.9%,
partly as a result of litigation settlements.

EMI’s digital revenue continues to shine,
the company added. —Lars Brandle
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>>>JACK WHITE PRODUCTIONS
FOUNDER SPLITS

Composer/producer Jack White has parted
ways with the German music company he
founded, Jack White Productions, following
a dispute.

White was dismissed after making a “mas-
sive breach of trust,” JWP chairman Thomas
Stein says. “We have knowledge that Jack
White has been building up a parallel busi-
ness, which is in direct competition with the
business of JWP.”

White has exited as managing director of
JWP’s White Records in Berlin, and his con-
sulting agreement has been terminated. He
rejects the accusations as untrue and is threat-
ening to sue for damages.

White founded JWP in 1998. Listed on the
Frankfurt stock exchange, JWP claimed rev-
enue in 2006 of €11.5 million ($15.9 million).

—Wolfgang Spahr

sales now reach way beyond the chart.
Between January and June, songsin
the top 40 accounted for only 12.6%
of digital track sales.

While the figures show more peo-
ple are downloading more tracks than
ever, the digital net is cast so widely
that some observers are wondering
how—if a song can be No. 1 for 10
weeks without even reaching gold
certification (400,000 shipments)—
the singles market can remain viable.

o 0
‘We would still
like a shorter
release window
between
download and
physical.
—PAUL QUIRK,
QUIRKS RECORDS

Mercury head of radio Mark
Rankin says the speed of modern
music consumption is undermining
physical singles.

“The consumer wants things
quicker,” he says. “They don’t want
to be dictated to, to wait for a specific
date to buy the physical product.”

With the introduction this year of
digital sales data, songs tend to be
staying on the chart longer. In late
July 2004, before the eligibility of dig-
ital sales, that week’s top 20 singles
had spent an average of 3.75 weeks

on the chart. For the same period this
year, it was 4.25 weeks.

“The slower chart is a good
thing,” says Paul Quirk, co-owner
of independent store Quirks Rec-
ords in Ormskirk, Lancashire, and
co-chairman of retail trade body
ERA. “But we would still like a
shorter release window between
download and physical. Many retail-
ers aren’t happy about download-
only singles, as they make them
seem ridiculous in the eyes of the
customer, who expects everything
they hear to be available.”

Allen says, “We've always made de-
cisions about singles formats on a
case-by-case basis. The digital market
hasn’t changed that. Physical formats
may no longer be appropriate for
some releases. In others, 7-inch vinyl
may be the most critical element.”

The continuing decline of the CD
singles sector recently prompted
members of the OCC board to lobby
for a change in the physical release
date from Monday to Friday.

“We're not convinced the Friday
release date will in any way reinvig-
orate the physical singles market,”
Allen says. “It creates huge logisti-
cal headaches for retail, not to men-
tion replenishment and excess
inventory issues.”

But Quirk is more positive.

“It would add impetus to weekend
buying,” he says. “If we do nothing,
physical single sales will continue to
diminish. I would prefer to try every-
thing, and then at least we can say there
was no stone left unturned.” wes

>>>AUSSIE AIR HEADS SOUTH

The Australian Independent Record Labels
Assn. (AIR) is relocating its Brisbane head-
quarters of three years to Melbourne, effective
Sept. 3.

“It’s a strategic decision by the board to be
where the indie power brokers are,” AIR CEO
Stuart Watters says. “Melbourne has a num-
ber of burgeoning indie businesses who are
clearly going to be major players down the
track, so it makes sense.”

Watters and chart manager Dominic Fagan
will move south with the association. Label
services manager Stephen Foster and com-
munications manager Raynee Dewar remain
in Brisbane as consultants.

AIR represents the interests of 350 Aus-
tralian labels and 5,000 domestic acts. The
trade body has renewed its partnership with
drinks manufacturer V Energy for its Aus-
tralian independent Music Chart and is pro-
ducing the Australian Independent Label
Summit Oct. 3-5in Brisbane.

—Christie Eliezer
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>>>MAJORS SELECT SENA

The four music majors have appointed Dutch
collecting society SENA to advise them in
the collection of public performance income
in ltaly.

Public performance royalties in Italy are
currently collected by Societa Consortile
Fonografici, an organization set up in 2000.

SCF generated €32.5 million ($44.5 million)
for labels in Italy last year.

“IFPI for some years promoted the idea of
twinning and sharing good practices among
the record industry societies,” says London-
based Lauri Rechardt, an IFPI consultant. “This
project is a natural continuation to that and
the cooperation will benefit equally all the
societies involvedinit.”

Should SENA’s consultancy role be suc-
cessful, the major labels are said to be con-
sidering a similar move in Spain.

—Mark Worden

b- For 24/7 global news and analysis,
OIZ sce billboard.biz/global.

ROBERTO D'ESTE
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BY CHRISTIE ELIEZER
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Australian ¢l rs such

as these at Melbourne’s
Metro Club could soon be

» paying more for a night out.
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Australi#h Nightclubs Rage At Soaring Licensing Rate

L8

MELBOURNE—Australian nightclub owners
are warning of imminent meltdown in the
sector, after the Copyright Tribunal ap-
proved a massive hike in licensing costs for
sound recordings.

The Tribunal increased the rata nightclubs
will pay to the Phonographic Performance
Co. of Australia (PPCA), from 7 cents Aus-
tralian (6 cents) to $1.05 Australian (90
cents) per person per night of opera-
tion (billboard.biz, July 11). Dance
parties (large, rave-type events
usually held in warehouses) will
be hit even harder, with the
rate rocketing from 20 cents
Australian (17 cents) to $3.07
Australian ($2.60).

“We're just halfway through this
fight,” says Bill Healy, director of r a-
tionatl affairs at the Australian Hotels
Assn., which represents 1,600 nightciubs na-
tionwide. The AHA has faunched a Federal
Court appeal against the new rates, with the
case due to be heard in fate September.

“What worries us the most is that the fee
applies to the capacity of the venue, not the
number of people who attend,” Healy says.
“That is grossly unfair. Some nights a venue
can be just half capacity, but still have to pay
the full fee.”

Healy says the nightclub sector pays $1.4
million Australian ($1.2 million) per year to the
PPCA at the current rate—an amount that
could potentially increase to as much
as $15 million Australian ($12.9 mil- 4
lion) under the new system. Ac-
cording to the AHA, nightclubs
that pay an average $30,000-
$40,000 Australian ($26,000-
$34,000) will now have to
stump up an extra $100,000-
$200,000 Australian ($86,00D-
$172,000) each.

“People will go out of business or close
down their venues on certain nights,” says
Kevin Attwood, owner of the Exchange Hotel
in Sydney.

“We could see discos and dance nights
disappear from suburban and regional
areas,” says Anthony Ball, chief axecutive of
Sydney-based nightclubs representative
body Clubs Australia.

Conrad Palmer, GM of Brisbane’s the Em-
pire, warns that costs may be passed on to

——

the consumer.

“We charge $10 [Australian ($8.60)] at the
door,” he says. “Will people pay more? If they
do, presumably they’ll cut down on what they
spendinside.”

“Music is integral to their operations, yet
it becomes valueless when they have to pay
a bit more,” PPCA chief executive Stephen
Peach says. “We're asked to believe this is

the difference between a profitable,
successful nightclub and one about
to close its doors. That defies all
rational analysis.”

Lindy Morrison, former drum-
mer with Australian aiternative
act the Go-Betweens and mu-

sicians’ representative on the
PPCA board, agrees. “For too
fong Australian musicians have been
subsidizing businesses like nightciubs,”
she says. “Musicians are the iowest income
earners inthe rock industry, most of them are
non-composers, and this income is an impor-
tant way to augment their earnings.”

The PPCA estimates artists currently
receiving $200-$300 Australian ($170-$260)
each per year will now get $2,000-$3,000
Australian ($1,700-$2,600) annually.

“No one is retiring to the south of France on
that,” Peach says.

The nightclub sector is now hoping for a life-
line from the Australian Consumer and Com-

petition Commission, which s investigat-

ing, at the PPCA’s invitation, whether
the PPCA’s jurisdiction might be
anti-competitive. The ACCC’s
decision, due in a few months,

will shape the clubs and raves’
strategy, potentially clearing the
way for them to bypass the

PPCA and negotiate rates directly

.
PEACH > with single record companies. Other

options include spinning non-copyright-
protected tracks only.

“That seems a bit fanciful,” Peach says.
“Nightclubs and DJs play what punters want
to hear and gets them into clubs. It is not de-
termined by some list of which tracks are
deemed playable.”

But Attwood remains defiant. “If the
charges do go through, we’ll stop playing Aus-
tralian tracks,” he says. “If the Australian music
industry tries to push us out of business, then
we’ll retaliate.”
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AN AUDIENCE OF ONE.
WHAT A CROWD.

Fello Dave on tour foi Armed Forces Entertainment in Southwest Asia

“We were on tour for Armed Forces Entertainment in Kuwait last year and |
noticed an Air Force kid in the mess tent eating alone and keeping to himself.
We wound up sitting next to him and struck up a conversation. It was a bit
one-sided at first, but when he realized we were a band from back home, he
perked up. We fold him we were playing that night and his expression changed.
“| have to get on a plane in three hours to go back to Afghanistan. I'm on a
two-day leave.” He wasn't going to be able to see the show, so we invited him
to our soundcheck. We played the longest soundcheck ever. By the time we
finished, that kid was grinning from ear to ear. “This is the first time I've felt this
good in months,” he said as he grabbed his gear and headed to the flight line.
That's why we do it. At least once a year, we set out on an
Armed Forces Entertainment tour with one goal—to put a smile on some faces.”

- Mike Himebaugh -Hello Dave

Mike Himebaugh is lead singer for Hello Dave, a Chicago-based band
biending-elements of rock, pop, falk and blues.

A RMED
FORCES

ENTERTAINMENTe.

WHERE STARS EARN THEIR STRIPES

FIND OUT IF YOU HAVE WHAT IT TAKES TO TOUR.
GO TO ARMEDFORCESENTERTAINMENT.COM.
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Food For Thought |

Buyout Will Help SMG Focus On Concessions Business

If American Capital Strategies’ $631 million
acquisition of Philadelphia-based private facil-
ity management firm SMG means anything,
it’s that SMG will now be more aggressive in
the food and beverage arena.

American Capital bought out primary stake-
holders Aramark (itself a hugely successful
concessionaire) and the Pritzker family of Hyatt
Corp. fame in acquiring SMG.

That food and the concessions business
would be a focus for SMG going forward was
evident with a stop by the SMG booth at the re-
cent International Assn. of Assembly Managers
conference and trade show in Salt Lake City.
Chefs from the company’s Savor . . . Catering
by SMG concessionaire division were dishing
out some pretty tasty barbecue, smoked salmon,
cheese and what I’'m told was some quality wine.

‘The American Capital guys
are really smart and really
friendly with all the SMG
management team and are
eager to see SMG go to the
next level. _wes wesTLey, sme

I’'m more of a beer guy, myself.

SMG was founded in 1977 with the manage-
ment of its first facility, the Louisiana Super-
dome in New Orleans. Through a series of
acquisitions and mergers, the company grew
to manage convention centers, exhibition halls
and trade centers, arenas, stadiums, perform-
ing arts centers, theaters and specific-use ven-
ues worldwide. In arare sitdown, Wes Westley,
SMG president/CEO since 1994, talked with
On the Road about the acquisition and life with
American Capital.

Calling Aramark “really good owners,” West-
ley says of the American Capital deal, “This re-
ally breathes some fresh air into SMG. The
American Capital guys are really smart and
really friendly with all the [SMG] management
team, not just me, and are eager to see SMG go
to the next level.”

Westley says that in the past, SMG had non-
compete restrictions with Hyatt and Ararnark
that allowed the company only to handle food
service in accounts that SMG managed. “We
had 54 accounts we did food service in, but
most people don’t know that because we were
very quiet about it, for obvious reasons,” West-
ley says. “We do about $150 million in food a
year at SMG. And with American Capital tak-
ing over and Aramark and Hyatt parting own-
ership, we're free of all restrictions, so we’re
going to try to grow the company strategically
in other ways.”

Under the direction of senior VP of sports
and entertainment Mike Evans, SMG has been
proactive in the touring world, partnering with
12 |
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other promoters and producing tours, one-offs
and legs of tours by acts including Jamie Foxx,
Tool and Joe Walsh this summer. SMG also
produced and bought talent for the California
Mid-State Fair in Paso Robles, which this year
included Aerosmith, Rascal Flatts, Stevie
Nicks, Bob Dylan, Martina McBride, Dierks
Bentley, Godsmack, Chris Bottiand Daugh-
try. In addition, SMG has national booking
deals with Bentley, Blue Man Group, the Wig-
gles and comic Carlos Mencia.

In terms of growth, the major-market North
American facility business is pretty mature, with
most major markets boasting modern arenas a
decade or less old. Secondaries are catching up
as well, and the international facility market is
booming. “Secondary markets and alternative
venues are where we see our growth inthe U.S.,”

Westley says. “Internationally, we’ve branched
outinto Latin America, and John Sutherland,
who runs our European division, has identified
a lot of key markets over there.”

Asked if clients and the industry would be
able to see a difference in how SMG operates
under new ownership, Westley says SMG will
be “totally transparent. American Capital is re-
ally hands off. They’re more of an investor, with
a portfolio of over 100 companies. Really, there’s
no change in management—we just havea new
owner that is providing us capital and encour-
aging growth.”

Westley admits it had been stressful running
such a far-flung company while it was for sale
and speculation was rampant. Industry scut-
tlebutt had a lot of companies kicking SMG's
tires, including mega promoters Live Nation
and AEG Live. “I read a lot in the press, which
I kind of chuckled at because there were a lot
of rumors and speculation by people, all of it
wrong,” he says. “American Capital was the win-
ner, but it was not a one-horse race by any stretch
of the imagination.”

A $631 million price tag indeed seems to be
a vote of confidence in what SMG has accom-
plished. “For me personally and I think for all
of us, it was a real endorsement for all of the
hard work we've been doing over the last few
years,” Westley says. “In business it all comes
down to money, right? This was someone vot-
ing with money, not just talking about it.” «-+

2 For 24/7 touring news
_b|z and analysis, see
biliboard.biz/touring.
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Soda Stereo’s Stadium Comeback

Leading Latin-American Rock Band Returns To The Road

BUENOS AIRES—A reunion tour scheduled for this fall by Ar-
gentine rock band Soda Stereo will be a jumping-off point for re-
viving the influential act’s catalog and overall visibility.

Almost exactly 10 years since its last concert, Soda Stereo
will hit stadium and arena stages across Latin America, where
it enjoyed one of the longest-running and most consistently
successful careers of the '80s and "90s.

The tour kicks off Oct. 19-20 with two shows at the 60,000-
seat River Plate stadium in Buenos Aires, which sold out in 48
hours, establishing a record for the amount of tickets sold in
such a short period. Three additional shows have now been
booked for the stadium, with Soda Stereo poised to break the
attendance record established for River Plate by the Rolling
Stones, who were seen by 300,000 people in five days

After negotiating since October 2005, concert promot-
ers Triple Producciones {led by band manager Daniel Kon)
and Pop Art (led by Robert Costa) signed a contract last
December. The tour’s main sponsors are cell phone car-
rier Personal and Sony Ericsson, which has quickly be-
come a major music event sponsor in the region

Soda is slated to play 13 shows, including Nov. 15
16 at Mexico City’s Foro Sol and Nov. 21 at Los Ange
les’ Home Depot Center—its only U.S. show so far.

While the number of shows is rot remarkable, the
size of the venues (Foro Sol fits 50,000, for example) is

Taking advantage of the reunion buzz, Sony BMG,
which owns the Soda Stereo catalog, released a great
est hits compilation in July called “Me Veras Volver,”
which has sold 65,000 copies in Argentina and was al-

VENEZIA DIGITALE
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ready certified platinum for sales of 40,000 units. The title is a
play on words from a line in the band’s 1988 hit “En la Ciudad
de la Furia” and is also the title of the band’s reunion tour. The
hits package includes a password to the band’s Web site (so-
dastereo.com), where buyers will be able to download songs
from the kickoff reunion concert in October, plus videos and
photos. Sony BMG Argentina president Afo Verde says the

SODA STEREO

3-4 September 2007

band’s catalog will be remastered and reissued, along with three
DVDs, one of which will documentan “MTV Unplugged” show.
Soda Stereo’s discography includes seven studio albums, three
live recordings, two EPs and a compilation of rarities, recorded
between 1983 and 1999.
The group—which comprises singer/guitarist Gustavo Cerati,
bassist Zeta Bosio and drummer Charly Alberti—became a
point of reference for hundreds of artists across South Amer-
ica, who discovered the infinite possibilities of composing rock
in Spanish thanks to Soda’s hits: Songs that evolved from catchy
pop tunes to sophisticated doses of alternative rock and elec-
5 tronica. In recent years, Soda Stereo has denied any inten

i tion cf areunion, but rumors and speculation were rampant
until -he tour was officially announced in June. Still, all three
members have vowed to keep silent until a press confer-
ence in September. Rehearsals will begin in August
and plans call for a documentary of the entire tour,
plus a deluxe photo book and tour diary.

The Soda member with the most successful
solo career has been Cerati, a triple Latin
Grammy Award winner who recently per.
formed at Live Earth in Hamburg with
Shakira. Most recently, Bosio toured Latin

America and the United States asa D] in June,
and Alberti has just released a new video for
the debut album of his band Mole. Cerati has re-
ferred to this reunion as “a jump back in the time-
line,” but promises, “We will all resume our solo
careers in January 2008 .
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Selling InSpanish

Is Latino Culture Defined By A Language?

In a recent column (Billboard, July 28)
that was inspired by a panel at July’s Latin
Alternative Music Conference (LAMC),
Latin Notas contrasted the effectiveness
of using Spanish and English on Web
sites and at digital stores that sell Latin
music or cater to Latin consumers.

But the Spanish vs. English debate
is not just about driving sales.

The issue of language has always
been a thorny and conflicted one for
Latin culture in this country. Should
marketers and advertisers use English,

THE DEY

Spanish or both? Is Latino culture in-
trinsically tied to Spanish? Or is lan-
guage irrelevant in a society where the
Hispanic population is dramatically
and rapidly changing?

I believe language is a primary driver
of culture, and those who seek to profit
from Latin culture in general and Latin
music in particular should have, at the
very least, rudimentary knowledge of,
and respect for, the language that drives
the content they sell.

In the music realm, this discussion

A0

L
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Andres Levin likes to stretch the definition of Latin music, fusing dance, urban
and traditional sounds. After producing albums for acts as diverse as Los Ami-
gos invisibles and Miguel Bosé, he has composed the scores for four new fiims:
horror-thriller “Borderland,” caper flick “Ladrén Que Roba a Ladrén,” reg-
gaetén-themed “Feel the Noise” and “El Cantante,” the Hector Lavoe biopic re-

leased Aug. 3.

The “El Cantante” score doesn’t
stick to salsa. How do you explain
the stylistic departures?

More than styles, the movie has very
extreme dramatic points of success and
happiness where they are on top of the
world, and other times when Hector is
crumbling and self-destructive. I did
want the score to have a very unique
voice and interesting instrumentation
so it wouldn’t sound like necessarily a
typical Hollywood drama score, but
have elements of Latin instrumenta-
tion and folklore.

14 BILLBOARD
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Did you have to do alot of research
before composing?

On the more Latin side of the score,
I used a lot of the cats that actually
played with Fania and Hector back in
the day. Not only would we record the
score, but the room, every time a
scene would come on, would be full
of anecdotes.

So you guys watched the film while
recording?

Yeah, the traditional film-score sce-
nario is a composer or conductor with

is relatively new.

After all, the broad definition of Latin
music is that it is in Spanish. Naturally,
this can be debated to death. But the
factis, for the purpose of qualification
and measurement, Nielsen Sound-
Scan, Nielsen BDS and both the main-
stream and Latin Grammy Awards,
among others, define Latin music as
music that’s at least 51% in Spanish.

It is natural to assume that the ma-
jority of Latin music consumers un-
derstand the language of the music
they consume.

However, with a Latin population that
is increasingly bilingual or English-
speaking, the parameters get blurry. If
a band like the Dey qualifies itself as
Latin, yet sings predominantly in Eng-
lish, how should its music be marketed?

Labels often rely on both languages,
particularly if an act sings only occa-
sionally in Spanish—say, Beyoncé
with her Spanish-language version of
“Irreplaceable.”

However, there are other acts, such
as Los Lobos, that are marketed pre-
dominantly in English, even though
their identity—down to their name—
is unabashedly Latin.

Inan effort to better define what con-
stitutes “Latin,” or not, the Assn. of
Hispanic Advertising Agencies recently
launched its Latino Identity Project,
whose objective was to define what

an 80-piece orchestra and a huge
screen. And everybody is watching and
following along. It gets very interest-
ing with musicians. Some people are
much more sensitive to it than others,

makes Latinos Latinos.

In a recent speech, AHAA media
task chairman Carl Kravetz said,
“Latino cultural identity is not confined
to language and acculturation. Rather,
at the heart of Latino cultural identity
is a set of cornplex, adaptable, intricate
and interrelated values.”

Kravetz was quick point out that the
Latino Identity Project was not herald-
ing the death of Spanish usage or Span-
ish-language media. Quite the contrary;
both are flourishing.

But if marketers are not connecting
with Latino consumers, he added, it’s
because “we are not speaking their lan-
guage,” notin the linguistic sense, but
ina “more sophisticated and nuanced
way of communicating and connect-
ing with Latino consumers today.”

Whatis “the” language then? AHAA
says quantitative research is the next
step in its Latino Identity Project, in
order to determine what makes this
new Latin consumer tick.

Meanwhile, there is one language
that binds Argentine Jews, African
Americans from Colombia’s Pacific
coastand bilingual U.S. Latins. Itisn’t
food or heritage or the much-touted
ability to dance.

Itis, quite simply, Spanish. .+«

For 24/7 Latin news

_biz and analysis, see
billboard.biz/latin.

and really interpret it. There are some
trombone solos and violin solos and
things like that, but a fair amount of
improvisation on the score.

Is there more of a demand these
days for Latin soundsin filmand TV?
Film scores are not like records; a
Latin sound could just mean one in-
strument on top of an orchestra. As
agenre, it’s much more open and ex-
perimental, for me at least. The score
of “Borderland” is not really Latin.
There is Afro-Cuban stuff in there,
but it’s very orchestral and horror-
thriller-type music. . . [Levin's band]
Yerba Buena showed up on a lot of
shows from “Entourage” to “CSI” to
“Third Watch.” This was already a cou-
pleyears ago. And obviously Gustavo
[Santaolalla]’s success is making peo-
ple lean towards a certain kind of
sound as well. —Ayala Ben-Yehuda

EN LA RED: For 24/7 coverage of the Latin music world,
LOM Billboard has partnered with MSN. For a complete roundup
in Spanish, go to Billboard.Latino.MSN.com.
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Ritmo

An Indie Retailer
Branches Out

As Latin consumers increas-
ingly turn to big-box stores as
a source for music, the nation’s
largest independent Latin re-.
tailer is adapting—by becom-
ing “more of an entertainment
store than just arecord store,”
Ritmo Latino president David
Massry says.

On Aug. 2, a mariachi band
playedin front of Ritmo’s third
store-within-a-store, which
opened recently in South Gate,
Calif. (see photo, above). The
music store is leasing space
from Mexican restaurant chain
El Gallo Giro, where it also has
listening stations.

The low-overhead concept
is yielding better sales so far per
square foot than Ritmo Latino’s
stand-alone stores. Ritmo has
also added perfume counters,
computers with Internet access
and an arcade in one of its
stores. It has also doubled its
English inventory to 15%.

On the downside, Massry
says police and immigration
authorities are scaring away
customers by setting up check-
points near his stores. He says
sales have shown asingle-per-
centage-digit dip from last
year. (For the market as a
whole, Nielsen SoundScan
data showed a13% dropin first-
half 2007 Latin album sales
fromthe same period in 2006.)

Another obstacie is exciu-
sive tracks given to mass mer-
chants, atrend that prompted
Ritmo to boycott Enrique Igle-
sias’ “Insomniac” for several
weeks this summer.

Massry doesn’t blame such
exclusives for lower sales at
Ritmo—yet. He says the busi-
ness is profitable enough at
his 50 stores nationwide to
open two to three new stores
by year’s end.

As for the Iglesias contro-
versy, the singer was sched-
uled to cut the ribbon at
Ritmo’s newest store Aug. 7
in Anaheim, Calif.

—Ayala Ben-Yehuda
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e« Retail Track

'ED CHRISTMAN echristman@billboard.com

AnlssueOf
GreatImport

Labels, Stores And Records Crossing The Water

Imagine the reaction at retail when Universal
Republic told store owners to stop selling Amy
Winehouse’s “Frank” album, which is only
available as an import. The initial response
was: What?! It’s the same reaction you'd get
from a label salesman if you told him to stop
selling to Wal-Mart.

But eventually merchants began to see the
label's side. Retailers say they are willing to
abide by Universal’s edict, even if the label’s
thinking is outdated in a digital world (Bill-
board, Aug. 11).

The import/export issue, in general, waxes
and wanes. Sometimes it depends on currency
fluctuations, sometimes it depends on business
conditions. When parallel imports {foreign ver-
sions of domestic releases that are often exactly

the same except for price) come into play, label
folk get up in arms, and rightly so.1 remember
when the big boxes first started pounding the
$9.99 price point, and some chaius, one-stops
and independent merchants thought they could
compete by buying cheaper Canadian product.
The economics of imports from that country
were enhanced by currency fluctuations that left
the U.S. dollar strong against Canada’s.

The majors can control product from flow-
ing across borders by enforcing copyright laws,
and some majors came down hard on Cana-
dian imports while others held back.

On the other hand, I also recall the early
1990s when some U.S. one-stops were ringing
up huge sales by exporting product to Japan
and Europe, which have higher pricing struc-
tures than the United States. Of course, the
Japanese and European labels went ballistic
trying to stop the importers, and Billboard’s
U.K. office, which covers the international
music business, persuaded me to write a story

outing the dastardly U.S. villains engaging in
this nefarious practice.

Atthetime, the U.S. major labels made a big
show of trying to stop the practice by putting
out policy letters threatening to cut offany one-
stops caught exporting their albums. | was
younger then, and even though I had seven
years’ experience working at record stores and
one-stops, | was still naive about the extent of
the duplicity within the record industry. So |
feverishly wrote story after story about the U.S.
label crackdown on exports.

But what I later learned is that, while the
distribution sales reps were hand-delivering
letters banning exports to one-stops, they
were winking and telling them to export as
much as they wanted. After all, such exports
helped the labels meet unrealistic sales
goals back in the day, when front-load-
ing initial album shipments was a
common practice. Moreover, execu-
tives’ annual bonuses were at risk, and
those exports also helped reach over-
all company sales goals.

Now, in the case of the Winehouse
record, retailers are complaining again
about how labels want it both ways. As
the story in last week’s issue pointed out,
U.S. labels often give short shrift to in-
ternational A&R, forcing their foreign
counterparts to depend on importers to
provide incremental sales and maybe
even help demonstrate why some al-
bums merita domestic release stateside.

Universal plans to release “Frank” in
November, but that will representan in-
teresting marketing dilemma for the
label. That's because Winehouse's very
successful “Back to Black” is in fact her
second album, and its old-school R&B
stylings are now established as her trade-
mark sound in the minds of consumers. After
a successful album, follow-up efforts that show-
case a change in an artist’s musical direction
can be tricky. But in this case it's preordained,
since “Frank” came out first in 2003 and had
songs that are more jazz-tinged.

The import sales—18,000 units, according
to Nielsen SoundScan—clearly show demand
exists. So Universal would be foolish not to
issue the album domestically. But without the
proper setup, positioning—and, in this case,
explanation—the album could come as a sur-
prise to fans who expect a certain sound from
the singer. 1f that anticipation isn’t met and
it hurts sales, then fickle fans might perceive
“Frank” as a sophomore flop and could move
on to the next big thing. So when it comes
time to issue “Frank,” Universal Republic has
a fine line to walk.

For 24/7 retail news
biz and analysis, see
* billboard.biz/retail.
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LTI VRTRGIINEN BY ANTONY BRUNO

The Graying Of Digital

Music Consumers Online Are Older Than You Think

Visitors to Blue Note’s Web
site will be in for a surprise
later this month.

The label is in the process
of revamping the site to be-
come an online aggregator, so-
cial network and digital music
store for fans of jazz and
blues—the staples of the Blue
Note catalog—rather than a
simple promotional Web site
for its artists. It's a bold move
for a label whose core age de-
mographic is 35-54—far older
than the typical 18-34 age
group that virtually all other
digital music services target
these days.

But Blue Note GM Zach
Hochkeppel thinks the digital
music market has overlooked
older music fans for far too
long and that the time has
come to start teaching old
dogs new tricks.

“They need to be brought
into the fold,” he says. “No
marketing and no attention is
usually paid to an older demo-
graphic. They're sort of ig-
nored and neglected by media
in general. Youth is always the
first and foremost target,
[which] sends the message to
the older consumer that ‘This
isn’t for you.” ”

Although the assumption
is that digital music is a for-
mat for young adults, studies
show older users are in fact
quite active with new media.

A December Ipsos TEMPO
survey found 35- to 54-year-
olds made up nearly one-third
(319} of those users who paid
for music downloads. When
you include those 55 and over,
adults beyond the age of 34
make up about 40% of all paid
a la carte downloaders—twice
the proportion that consti-
tutes teens. They also down-

load more songs than average:
nine per month compared
with the average five across
all generations.

The generation gap is sim-
ilar for music subscription
services, where 35- to 54-
year-olds represent nearly
half (45%) of those who ex-
clusively use paid stream-
ing or subscription-based
music services. Meanwhile,
an April study by the same
company found only 10% of
25- to 54-year-olds admitted
to downloading music from
peer-to-peer networks, com-
pared with 21% of the 24-
34 group and 27% of the
18-24 bracket.

So here’s an age group
that is more willing to pay
for music than younger fans
and has more money to do
so. So why has it been left
out of the picture?

For starters, the older de-
mographic in general is less
interested in new music. An
April Ipsos survey found that
67% of music downloaders
aged 34-54 say they look for
older music not easily found
in record stores, while 41%
pointed to current hits. But
those figures can increase dra-
matically when focused on
niche genres like jazz or clas-
sical.

Some of Blue Note’s front-
line releases that don’t get
much placement in record
stores experience 30% or
more digital sales, far above
the industry average—for
Robert Glasper’s “In My Ele-
ment,” released in March,
49% of its first-week sales, and
31% of its total sales to date,
have been digital.

Cellist Yo-

Yo

-

to add others

The Ringboxx costs $80 and is available mainly

at Amazon

16 BILLBOARD

BOXX SCORE

Love that Tila Tequila song so
much that you just need to hear it
when friends call you on the land _.-.M"‘"’F-
line too? Now’s your chance with the

new Ringboxx. It's basically a caller ID box

for your land-line phone that allows songs to be pro-
| grammed for specific incoming phone numbers
i Users can browse and buy ringtones to add to the
library. The company has licensing deals only with
indie music digital aggregator the Orchard, but plans

—Antony Bruno
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ROBERT GLASPER’S
‘In My Element’ got
49% of its first-week
sales, and 31% of its
total sales to date,
via digital channels.

E o

Ma’s Sony Classics release
“Appassionato” sold more dig-
ital copies than physical ones
upon its release in January. [t
peaked at No. 2 on the iTunes
sales chart and finished the
first week with 57.1% of its
sales digital; to date, 30% of
its sales have been digital.

“It’s a tiny fraction [of digital
music buyers), but they’re peo-
ple who buy a massive amount
of music,” Hochkeppel says.

Ipsos analyst Matt Klein-
schmit says other digital
music services, particularly
those based on a subscription
model, would do well to estab-
lish a niche themselves—and
when it comes to age, aim
higher rather than lower.

“A lot of the services are
using a one-size-fits-all ap-
proach to their marketing,” he
says. “They think it's geared to-
wards youth, and they market
in that direction. But the real-
ity is these services need to pick
who their market is and then
superserve that

niche. That's the
only way they’re

¢ going to grow.”
] Look at eMu-
sic. It doesn’t
Ringt

have any major-
label music in its
catalog, focusing instead on
independent and rather ob-
scure fare targeting a more
mature “music afficionado.”
The average subscriber is 37.
Meanwhile the subscription
music service aimed at the
youngest demographic—
MTV’s Urge—is also the one
that label sources say is strug-
gling the most, despite hav-

ing what critics call the best
editorial content of all the
services and a bundled inte-
gration into Windows Media
Player.

“All of these services are
sort of targeting this younger
user who historically hasn’t
been the user that’s adopted
them,” Kleinschmit says.
“That’s primarily due to a
lack of understanding about
the market. Most of these
companies don’t doany kind
of market research before
they launch.”

Slowly, we're starting to see
more digital music services
aimed at the older user with
niche music tastes. Blue
Note’s pending Web site is just
the latest. Universal Music
Group opened a digital jazz
and classical music service in
the United Kingdom in Janu-
ary, and last December a so-
cial networking site aimed at
the 35-and-up crowd called
Urban Boomer (UBTunes)
went live.

So the question is, in this
digital age, what is the age
of the digital?

“Whether it’s the mobile
space ot the [online] commu-
nity space, it seems to be ma-
turing to the point where it’s
not just teenagers who are fad-
oriented [that are] participat-
ing,” Hochkeppel says. “It’s
becoming ingrained in the
culture to the point where
folks like us can be very in-
volved in the marketing and
relail aspect.” .

For 24/7 digital news

|z and analysis, see
X billboard.biz/digital.
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AS THE BAND PLAYS
The Synchronicity Live
Web site lets music fans
catch live performances
online when they can’t
make it in person. The
company uses a Flash-
based video and audio
player to stream
shows from small clubs to
larger venues nationwide.
Artists must record their
own performances, down-
load the company’s web-
casting tool and then can
establish their own band
profile on the Synchronic-
ity Live Web site to host
the footage. Additional
features include live chat
for fans and other social
networking elements.

live

DRIVING LICENSES

Artists looking to license
their music for ads, TV
shows and other promo-
tional opportunities have
another outlet in You
License, an online music
repository that just
emerged from a closed
beta program and is now
open to the public. You
License allows artists and
interested licensees to
directly negotiate deals.

'YAHO

ToP 20 STREAMS

The site provides the

search and hosting capa-
bilities, while artists up-
load their music and set
their licensing terms and
rates, as well as their bio
and photo. The private
beta program has been
under way since May.

BABY GOT
RINGBACK
RealNetworks has released
arare list of the top 10 ring-
back tones requested from
more than 16 wireless
operators using its technol-
ogy to offer the service to
subscribers. They are Shop
Boyz’ “Party Like a Rock-
star,” T-Pain’s “Buy U a
Drank (Shawty Snappin’),”
Lil’ Boosie & Webbie’s
“Wipe Me Down,” Bow
Wow Featuring T-Pain’s
“QOutta My System,” Akon’s
“Don’t Matter,” Rihanna
Featuring Jay-Z's “Um-
brella,” Plies Featuring T-
Pain’s “Shawty,” T.l.’s “Big
Things Poppin’ (Do It),”
Fantasia’s “When | See U”
and Musig Soulchild’s
“"teachme.” RealNetworks
gotinto the ringback tone
game when it acquired
WiderThan last year.
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WhatWould
ElvisThink?

Reaction Is Mixed For Viagra Ad Set
To Famed Presley Tune

The spot opens simply enough.
A handful of healthy-looking,
40-something guys are jam-
ming in a roadside bar, per-
forming an upbeat song that
sounds familiar. Sure, the
opening lyric, “Gonna set my
soulon fire,” is recognizable to
Elvis Presley fans. But lyrics
like “Can’t wait to go home”
had us scratching our head.

As the spotruns through its
30- and 60-second versions,
you know you’ve heard the
song somewhere before. But
when the “band” delivers the
song’s chorus, it becomes in-
credibly clear what is going on.

Instead of singing “Viva Las
Vegas,” as Presley did in 1964
(in the film of the same
name), the happy-go-lucky
guys in the womenless spots
sing, “Viva Viagra.”

Creative brilliance or cre-
ative train wreck?

“My first reaction was,
‘“Whoa,” ” says one music pub-
lishing executive, who spoke on
the condition of anonymity. “I
totally get it. The publisher is
there to exploit the copyright,
not necessarily the artist
that made a particular song
famous. [But] despite other
factors, my first emotional
reaction was to cringe.”

In 2004, an agency
tried licensing Johnny
Cash’s “Ring of Fire” for
a Preparation H cam-
paign. The Cash family
denied the request.

“Viva Las Vegas” was written
by Doc Pomus and Mort
Shuman. McCann Erickson,
which created the Viva Viagra
spots, licensed the composition
from Warner/Chappell Music.

The music publishing exec
who cringed is far from alone.
Most people contacted for this
column had no comment or
spoke off the record. It appears
that the Presley oeuvre is sa-
cred ground for many.

Visits to numerous blogs
uncovered comments like
“This commercial just walks
over any idea of good taste” and

“I'm sure Elvis is rolling over
in his grave.”

Perhaps. Perhaps not.
Joseph A. Tunzi, one of the
foremost authorities on Pres-
ley—with nearly 30 Elvis books
under his belt—finds the spot
quite worthwhile. “It makes

]

light of a serious situation that
some men have,” he says.

Erectile dysfunction can be
earth-shattering for some men,
Tunzi says. “But this spot takes
an unhappy situation and offers
hope. It's upbeat and happy.”

Some believe too upbeat
and too happy. AIDS Health-
care Foundation president
Michael Weinstein saidin a
statement that Viagra parent
company Pfizer is clearly dove-
tailing off of Las Vegas’ recent
and enormously successful
“What Happens in Vegas,
Stays in Vegas” campaign with
its own new ad campaign.

AUGUST 18, 2007 |

Weinstein continued, “Un-
fortunately, as far as Viagra is
concerned, what happens in
Vegas may not stay in Vegas
when the use of Viagraasa
party drug is encouraged with
irresponsible ads like this.”

Which begs the question:

p—
ELVIS gotfrisky with "Blue
Hawaii’ co-star JENNY
MAXWELL, but would he

" have endorsed a Viagra ad?

What would Presley himself—
who was known to use a phar-
maceutical or two—think
about this campaign? “Would
he be dealing with this medical
condition?” Tunzi wonders.
“Would he find the ad humor-
ous—or not so funny?”
Either way, people will draw
their own conclusions. Some
may even wonder if Elvis Pres-
ley Enterprisesis endorsing the
product or making money off
the spot. This remains un-
known, as EPE was unavailable
for comment by press time. The
same is true of Warner/Chap-
pell. McCann Erickson, mean-
while, declined comment. <+

For 24/7 branding

(biz news and analysis, see
billboard.biz/branding.
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The greatest, most important, most successful
oldies station in history, WCBS-FM, is back in
New York, and that should be cause for a big
celebration. So why am I not exactly thrilled?
Afterall, wasn’t | the wise-ass who called re-
placing the New York institution of WCBS-FM
with the Jack format the equivalent of replac-
ing the Statue of Liberty with a blow-up doll?
Well, yeah. But [ also said at the time thateven
though this was one of the world’s worst busi-
ness decisions in history (aside from breaking
every music freak’s heart, it was billing imore than
$30 million), the oldies format had gotten into
serious disrepair because of one tragic decision
that spread like wildfire through the format.
They replaced the ’50s with the *70s because

they “wanted to reach ayounger demographic,”
and they thought that was the answer.

The problems with that answer deserve a list:

1. The '50s and "60s produced the most ex-
traordinary, most fun and most important
rock’n’roll music that will ever be made, and
those two decades will forever be considered
America’s pop music renaissance.

2. Making half of our renaissance inacces-
sible to the general public should be a crimi-
nal act.

3. Replacing Eddie Cochran, Jerry Lee
Lewis and Elvis Presley with the Carpenters,

COOLEST GARAGE
SONGS

COOLEST
SONG

BELINDA

THE STABILISERS / WICKED COOL *

THIS WEEK

LIEN ON YOUR DREAMS
BLACK REBEL MOTORCYCLE CLUB / RCA

SALAD DAYS
THE GRIP WEEDS / GROUND UP

N

CRUEL GIRL
'THE RED BUTTON / GRIMBLE

DO THE ROBOT
SISELY & THE SAFETY PIN-UPS / TEENACIDE

LINDSAY NEVER GETS LONELY
_ THE ACTUAL / SOFT DRIVE

OOUI

99%
THE MOONEY SUZUKI / ELIXIA

SOME OTHER GUY
THE HENTCHMEN / ITALY RECORDS

CODE FUN
'BLACK TIE REVUE / GEARHEAD

(O0ON

SHE’S MY GIRL
THE SHAKE / RAINBOW QUARTZ

the Spinners and disco, and thinking you’ll
appeal to a younger audience is a conclusion
made by lazy, mindless, spineless, tasteless bu-
reaucrats who have forgotten that successful
radio formats have never been created by the
public in the form of a marketing survey, but
were created by creators, visionaries and men
with an emotional investment who then found
and created an audience.

4. Good salesmen in all fields have become
harder to find, and you can throw in marketing
and promotion guys too. That's because they're
not being taught how to do their job, which
would start with the motivation of an infusion
of positive energy from the visionary/creator/
boss—who doesn’t exist because the world is
now run by talentless bean counters.

So when I'hear “the best of the’60s, '70s and
'80s,” you must forgive me for not being overly
enthusiastic. The implication of “we’re back”
suggests “oldies are back,” and that doesn’t
seem to be what they have in mind.

I’'ve got nothing whatsoever against the Spin-
ners, Duran Duran, disco or any of that other
’70s and '80s mindless, emotionless, meaning-
less crap. It just belongs in a top 40-type for-
mat, not oldies. Oldies are history. History is
sacred. Doo-wop is oldies, therefore doo-wop
issacred, and any so-called oldies format with-
out doo-wop is a fraud. So don’t tell us WCBS
is back, implying that it’s back the way we re-
member it—we being the demographic that
you decided meant nothing when you blew it
up and now you're praying is still there.

Don’t imply this is the same content that
made it a nationally influential powerhouse, an
economic juggernaut. Be honest and say it’s
back the way it was two years ago, when you
drove the final nail into the coffin of the amaz-
ing format you invented and then assassinated.

Still a moneymaker but musically irrelevant.

See you on the radio. e

COOLEST GARAGE

ALBUMS
o FME ARTIST/LABEL

‘z ICKY THUMP

THE WHITE STRIPES / WARNER BROS.

BABY 81
_BLACK REBEL MOTORCYCLE CLUB /RCA

HAVE MERCY
~./  THE MOONEY SUZUKI/ELIXIA

é l CBGB FOREVER
VARIOUS ARTISTS /CBGB FOREVER
6 HERE FOR A LAUGH
_ THE BREAKERS / FUNZALO

9 HENTCH-FORTH-FIVE
THE HENTCHMEN / ITALY RECORDS

THE WEIRDNESS
THE STOOGES / VIRGIN

RENTACROWD
THE LEN PRICE 3 / WICKED COOL*

CATCH YOUR SNAP
PEACHFUZZ / TEENACIDE

YOURS TRULY, ANGRY MOB
KAISER CHIEFS / UNIVERSAL

‘NEW YORK-BASED WICKED COOL RECORDS IS CREATED AND HEADED BY LITTLE STEVEN VAN ZANDT.
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The Publishers Place

Mechanical Rights Agency Eyes New Opportunities

n the three years since [
began covering Billboard’s
publishing beat—and
monitoring Harry Fox
Agency activities—my,
how things have changed.

In my pre-Billboard life as an
attorney, one of the services [
performed for indie label
clients was securing mechani-
cal licenses for their releases
from HFA. At that time, HFA
seemed like a mechanical
rights agency stuck in the past:
My options to request a license
were to fill outa paper form and
mail it to HFA (and wait
months for a license) or to use
an antiquated online system
called SirNet, as clunky as a
Fred Flintstone invention.

But now, besides drastically
improving its online licensing
process, the mechanical rights

agency is eyeing the synchro-
nization licensing market it
once served. Even a so-called
collecting society can change
to better-reflect the current
market of growing synch rev-
enue and diminishing me-
chanical returns.

As digital distribution and
user-generaled content are in-
creasing the variety of audio-
visual products that include
music, HFA president/CEO
Gary Churgin isenvisioning a
more prominent role for HFA
in synch licensing.

HFA stopped handling
synch rights in 2002 because
they were “a very labor-intensive,
inefficient and a costly config-
uration to license,” Churgin
says. But since completing a
major two-year tech initiative
last year, HFA no longer relies

on so much manual labor to
handle licensing requests, add
and update titles in its database
and track income. And the HFA
team has actively explored new
business opportunities, setting
up digital distribution deals for
its publisher affiliates. So a po-
tential re-entry into the synch
space seems logical.

Afterall, mechanical revenue,
tied to the falling CD market,
keeps dropping. HFA 2004-2006
mechanical collections dipped
4.5% from $366 million in 2004
to $349.2 million in 2006. This
comes despite a gradual in-
crease in statutory mechanical
rates from 8 cents per track in
2003 10 9.1 cents in 2006.

When HFA makes licensing
deals with users (i.e, licensees)
it's acting as a conduit rather
than making decisions about

rates, Churgin says. While HFA
may negotiate certain terms,
like when and how the user
must account for and pay roy-
alties, HFA simply passes along
the license fee offer to its pub-
lisher affiliates. HFA reports
thatitrepresents U.S. mechan-
ical rights interests of about
33,000 publishers worldwide.

In the past four years or so,
HFA has made deals withava-
riety of digital distributors of
music, including several ring-
tone and mobile entertainment
providers as well as lyric
providers (LyricFind) and gui-
tar tablature sites (Musicnotes).
When deals ave finalized, HFA
publishers may optin to license
all or part of their repertoire to
thatuser under the deal terms.
HFA then administers the li-
censes—somelimes on a com-
mission-free basis to publishers
whenever HFA can negotiate
for the user to pay that admin
cost, Churgin says.

Churgin believes HFA can
provide a service for publishers
and users by doing the same for
synch licensing. “Sometimes

® 0

users would much prefer to try
and address a deal in one place,”
he says. “We can provide access
to our publisher affiliates.

In the HFA deal with Lyric-
Find, for example, the publish-
ers that opted into the deal
provided about 350,000 songs

that generated roughly 1.8 mil-
lion HFA licenses.

“The idea [ for synch licens-
ing] is for users to come up
with a menu of different con-
ditions, uses, maybe time pa
rameters, and say, ‘Under
these sets of circumstances, |
would pay the publisher X,
Churgin says. “We'd love to be
able to bring that to publish-
ers.” HFA is in early talks with
some large companies about
the prospect of handling synch
deals, he says.

In addition to administer-
ing licenses, Churgin says,
HFA has its compliance exam
team that can benefit the pub-
lishers. HFA checks the books
and records of licensees to
evaluate the accuracy of their
royalty statements and pay-
ments, and then enters settle-
ments if additional amounts
are owed. HFA collected more
than $88 million during the
last three years as a result of
its compliance exams.

biz

For 24/7 publishing
news and analysis, see
billboard.biz/publishing.
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Barnay Wraggis a geek.

As amusic geek, he got started in the industry promoting dance events in the north of Eng-
land and to this day wrestles in the mud with the masses at the annual Glastonbury Festival

In the United Kingdom.

As a tech geek and audiophile, he has a degree in acoustics, worked for a microproces-

Barney V

The man believes in the power
of a DRM-free society. He also
believes in the iPhone. Join

Barney Wragg as he levels the
digital retail playing field.

sor firm and is an unabashed iPhone fanboy.

This eclectic lkackground is the foundation of Wragg’s role at EMI Music, where he leads
the label's global digital strategy. He is the key figure behind EMI's bold and controversial de-
cision to begin selling higher-quality MP3 files without digital rights management protec-
tion—a strategy launched first via Apple’s iTunes stores and increasingly making its way to

such competing services as Amazon.

But Wragg is no anti-DRM anarchist. He believes abandoning DRM opens the door to a host
of new digital music business models that are otherwise hampered by today’s restrictive
technologies. He has a plan: First level the digital retail playing field, then expand sales into
the viral world of social networking, and finally incorporate digital music into various brand

campaigns and loyalty reward programs.

The move heralds either the beginning of a digital music renaissance or the end of the
modern record label as we know it. To be sure, all eyes are watching where Wragg, as well

as EMI, go from here.

What was the core selling point
that helped greenlight the DRM-
free initiative with EMI?

It’s a move that has multidimen-
sional aspects to it. I think that’s
what made it so interesting and
compelling. You look at it and ask,
“What does this do to the exist-
ing retail environment? What
does it do for the new distributed
Web-centric retail environment?
And what does it do in terms of
the way you're now able to engage
with brands and campaigns?”
You're looking at three enor-
mously positive attributes and as-
pects to this move.

Such as?

The first dimension is that in one
move, we were able to ignite the
whole digital retail space [by] allow-
ingall retailers to compete on a level
playing field. From a consumer
point of view, they can go to any
store and buy a file that will work
with any device and any computer.
From the retail point of view, any
retailer can sell a file to any music
player. It's good for the consumer

Thevast majority of the ]product we
anunprotec

and good for the retailer.

The second dimension is one
we're just starting to explore now.
It meant that we could embrace and
enable all the Web 2.0 distributed
channels on the Web. The third is
that there are alot of interesting as-
sociations between brands and
music. But brands that we could be
doing deals with needed to have dig-
ital musicin a form that was going
to work regardless of player or place.

What about the risks?

The principal risk was whether
there would be more piracy. The vast
majority of the product we put out
is an unprotected digital file. We
justship it on a plastic carrier rather
than an electronic carrier.

In the mobile environment, par-
ticularly in Europe, there’s alack of
a standardized DRM. We have no
encryption on the full-track audio
files we're distributing. We simply
have a flag that says, “Do not for-
ward.” The content of the file could
easily be copied and forwarded.

So, yeah, we’'ve lost that speed
bump, but when you look at it in

ed digital fi

context against the upside, we felt
it was a no-brainer.

You’ve seen an early bump in
sales at iTunes as a result. Do
you expect that to last?

I'm incredibly pleased with the sales
rate so far. We are still learning
about what’s happening. It's an
evolving story. We're acutely sensi-
tive to the fact that everybody wants
to hear more results, but we're being
purposely coy. I don’t want to go on
the record with any numbers be-
cause we're still finding out more
and more.

Are there any trends or lessons
learned at this stage that you
can share?

The biggest single trend is that
people are buying complete al-
bums. There are two reasons.
One is that the albums represent
good value for money because we
kept the price points the same
and, for the first time, this allows
you to buy a full album [digitally]
that gives you the same quality as
aCD.

Has the higher-quality music
portion of this been overlooked
with all the focus on DRM-free?
I think so. One of the things we
weren’t expecting was the torrent
of mail from consumers coming in
from random EMI addresses fo-
cused around the quality. Record
companies are not the most popu-
lar consumer companies in the
world, and to get a torrent of really
positive consumer e-mails coming
in unsolicited was really unexpected
and, for me personally, quite an in-
teresting and enlightening thing to
have happen. I've never had any-
thing like that happen before.

Explain your interest in selling
music via the Snocap MyStore
program on MySpace and per-
sonal Web sites. What does it
accomplish that you can’t get
from dedicated digital music
stores like iTunes?

The beauty about Web 2.0 is that
people can puta “buy” button every-
where. Itjust completely decentral-
izes it to be wherever the music is.
Wherever there’s a picture of the

artist, a link to the artist, somebody
writing about the artist—you can
just put a “buy” button there.

What does it take to success-
fully accomplish that, other than
eliminating DRM?

That was the biggest single prob-
lem. Social networking sites attract
a spread of demographics. Clearly,
there’s a group of very tech-savvy
users who were very vividly opposed
to DRM, even if they owned aniPod.
So while this resolved it for those
people, the biggest single issue was
just the fact that it’s a confusing
proposition—“If you have a Win-
dows device click here and an Apple
device click here.”

So what are you doing with
brands?

Brands have been trying to get
into digital music. They’ve done
some things, but they're always
concerned that if they work with
retailer X the track won’t be com-
patible with device Y. Any brand
that comes to us now and wants
to do a competition or wants to
[use] music as a prize or a loyalty
reward program, we can do that
with them and the brand doesn’t
have to be concerned that we can
only attract people with a certain
kind of music player.

What are your thoughts on the
iPhone?

It's cool as fuck. It's the user in-
terface to mobile computers that
changes everything. I worked on
the first generation of PDAs that
were Web-enabled and the first
generation of mobile phones that
had [wireless application proto-
col] in them, and the interface
was just crap. You couldn’t get to
the data. To me, it’s as big a step
forward as the mouse was. <«

utoutis
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plasticcarrier rather than an electronic carrier.
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FOR FIVE ALBUMS, FOO FIGHTERS HAVE BEEN
A MODEL OF CONSISTENCY. WHAT’S IN STORE
FOR THEIR MOST AMBITIOUS ALBUM YET?

BY JONATHAN COHEN /// PHOTOGRAPH BY THOMAS RABSCH
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But if the Foo Fighters have dispensed with the rock’n’roll
lifestyle offstage, they’re more committed to the music’s pos-
sibilities than ever on “Echoes,” their sixth studio effort. The
album finds the Foos once again teamed with producer Gil
Norton, who was behind the boards for 1997’s “The Colour
and the Shaoe” (their best seller to date, at 2.13 million U.S.
copies, according to Nielsen SoundScan).

‘We’ve bezn a band for 13 years. Album afier album, we've
tried to redesign what we do,” Grohl says. “Not reinvent, but
just make it all a little prettier. We wanted to experiment and
go deeper melodically. The first record to me sounds like it
could have been a garage hardcore band. The idea now is to
stepit up and make [the Zombies'} ‘Odessey and Oracle’ " [sic}

The band’s music began heading down a more nuanced route
on 2004’s “In Your Honor,” which featured a disc each of rock
and acoustic songs. Then in 2006, the Foos took an expanded
band out on an acoustic tour, a jaunt chronicled on the live
CD/DVD “Sxin and Bones.

“After that tour, | finally realized the melodic possibilities
hidden inalot of our songs,” Grohl says. “We had been kind of
caged by the “act we were just a four-piece band. With additional
instrumentation, which we’d never really experimented with
before the last album, we could take songs from ground level
to soaring heights.

As such, “Echoes” sports songs that shift from fingerpicked
zcoustic guitar intros to speaker-shredding rock riffs in a mat-
ter of seconds. Hardcore Foo Fighters fans will feel most at
home with explosive tracks like first single “The Pretender”
and “Erase/Replace,” which front-load the album. But what
stands out most are the true departures, like the instrumental
“Battle of the Beaconsfield Miners” (a guitar duet with Kaki
King), the acoustic “Stranger Things Have Happened” (recorded
in a hallway with a metronome audibly clicking in the back-
ground) and the closer “Home” (primarily Grohl alone at the
piano in the grand tradition of Freddie Mercury and Queen).

“Gil is heavy on preproduction,” Grohl says. “The first two
weeks I just sat with him around the table and talked to him
about arrangements, harmony and melody. Once we narrowed
it down from 40 songs to 20, we went and sat in a rehearsal
space for about four weeks. We got deep. We'd play a song a
day, and | mean a song a day, from noon to midnight. By the
time we got to tracking, we were like fucking Bad Brains—the
tightest band in the world.

Norton was also a crucial sounding board when Grohl
needed help untangling his disparate song sections. “I came
in with ideas that seemed totally discombobulated but he sat
with me and helped me piece it together like a little LEGO
firetruck,” he says.

Grohl’s willingness to bare his feelings on record is an-
ather sigr. of his evolution as a songwriter, but at times he
hit nerves a little too close to home.

“ ‘Stranger Things Have Happened,” [ don’t even listen to
that song,” Hawkins says. “I'm one of his best friends, and the
last thing [ want to do is read a love letter to his wife or who-
everitis. But at the same time, if it was someone [ didn’t know,
[ might internalize it deeply, and it might be part of my lifeand
something that I think about when 1 think of my wife.”

Throughcut the albun, there are numerous left-field mu-
sical references to “Band on the Run”-era Paul McCartney,
the Eagles and other softer-rocking relics of the '70s. ~ >>>
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“There will be times when you hear it and you'll go, ‘Wait a
second. Was that Bread?’ It's a trip,” Grohl says.

“I don’t mean to sound lame or pretentious, but it was so
fun to go through these sort of long musical journeys and in-
corporate all these different dynamics,” Hawkins adds.

And if you believe the band, the beard-growing was fun,
too. “I kept mine, but I trimmed it down a little bit. I was
looking like Dennis Wilson in his homeless period, hitch-
hiking on the Pacific Coast Highway with a bottle of orange
juice and vodka in his hand,” Hawkins says. Grohl adds, “I
look like Billy Gibbons now. My wife is a saint.”

The Foos’ embrace of complex songwriting is a far cry from the
band’s 1995 self-titled debut, which Grohl recorded completely
by himself in the months after Kurt Cobain's suicide brought
a sudden end to Nirvana. After surrounding himself with the
former rhythm section of Sunny Day Real Estate as well as gui-
tarist Pat Smear, he slowly returned to the live scene by open-
ing for Mike Watt on a celebrated 1995 club tour.

Commercial success was nearly instantaneous, with the
debut going platinum-plus and spawning three top 10 Modern
Rock chart hits. But the band was constantly changing person-
nel and didn't settle on its present incarnation—Grohl, Hawkins,
guitarist Chris Shiflett and bassist Nate Mendel—until 1999’s
“There Is Nothing Left to Lose.”

By then, the Foos were a juggernaut at retail and radio, and
an arena-level draw in most territories. Their album sales have
been almost scarily consistent, with “Nothing Left” having shifted
1.269 million, 2002’s “One by One” at 1.273 million and “In
Your Honor” even better at 1.34 million.

The Foos are thus one of only five other bands in the Nielsen
SoundScan era whose first five major-label studio albums
have all exceeded platinum. Dave Matthews Band, Pearl Jam,
Green Day, System of a Down and Korn are the others (see
chart, this page).

And their song catalog features some of the most enduring
recurrents at rock radio (“Everlong,” “My Hero,” “Learn to Fly,”
“All My Life,” “Times Like These”), where they’ve scored 13 top
10 hits and four No. 1s.

To top it off, the exceedingly good-natured Grohl has become
one of the most sought after pinch-hit
drummers in the biz, filling the stool and
boosting sales for projects by Nine Inch
Nails, Queens of the Stone Age, Tena-
cious D and Killing Joke, among others
(see story, below). Even his metal-ob-

HAPPY
TO HELP

In between Foo Fighters albums and tours, Dave Grohl has
enriched a host of high-profile releases with his musician-

GROHL as the Devilina Tenacious D video,
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Dave Matthews Band

Pearl Jam

sessed side project, Probot, sold 142,000 copies of its self-titled
2004 album for micro indie Southern Lord Records.

“Sometimes people might take for granted the magni-
tude of having a frontman like Dave Grohl,” RCA senior
marketing director Brad Oldham says. “There’s no stronger
tool possible than someone so charismatic, funny and ar-
ticulate helping present his own art to the world.” At the
aforementioned album playback, Grohl “literally hugged
and greeted everybody who got off the bus. He’s doing that
in every single territory, and it's invaluable. People will
work their asses off for this band.”

And although some might interpret the new album’s “Cheer
Up Boys, Your Make-Up Is Run-
ning” as a swipe at eyeliner-wear-
ing emo bands, Hawkins insists
Grohl really is as nice as everyone
says he is, especially when in the
company of other artists.

“Dave will be the first one to

T

producer Adam Kasper,
who was also helming
“Free.” The set has shifted
for “Songs for the Deaf.” The 163,000 copies.

inspired pairing amped up

ship. Here are a few of the most notable:

MIKE WATT

Grohl, who grew up in the
'80s Washington, D.C., punk
scene, joined Minutemen
bassist Mike Watt for his
1995 solo set, “Ball-Hog or
Tugboat,” and the spring
tour that followed. With
grunge at its pinnacle, the
album and club trek featur-
ing Nirvana’s drummer (and
Pearl Jam frontman Eddie
Vedder) caused a clamor,
especially since Grohl’s nas-
cent Foo Fighters were the
opening act. The album is
Watt’s career best seller at
90,000 copies.
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The self-described “greatest
band in the world” turned to
Grohlto drumonits self-titled
2001 Epic debut, which
shocked most observers by
selling 1.1million copies. Grohl
shined while bashing out Jack
Black’s and Kyle Gass’ tongue-
in-cheek pomp rock, and even
appeared as the devil in the
hilarious video for “Tribute.”

QUEENS OF THE
STONE AGE

During a 2002 Foos hiatus,
Grohl manned the QOTSA
drum kit for a warm-up tour

AUGUST 18, 2007

the Queens’ already power-
ful live act, and Grohl’s sig-
nature muscularity elevated
the album—particularly on
the drum-solo-centric title
cut, “Deaf” is easily QOTSA’s
best-selling album, at
992,000 copies.

CAT POWER

Before Grohl’s busy 2002
was out, he had also lent
his drumming talents to
Cat Power’s “You Are
Free,” released the follow-
ing year. As on Watt’s
album, Grohl again found
himself alongside Vedder.
The pair, both fans, were
recruited by their mutual

NINE INCH NAILS
When it came time to craft
Nine Inch Nails’ 2005 come-
back album, “With Teeth,”
Trent Reznor brought in
Grohl to play drums. “Teeth”
spawned three No. 1Modern
Rock chart singles and also
debuted at No. 1 on The
Billboard 200; sales are at
1.1 million.

HONORABLE MENTIONS:
Grohl has also guested on-
stage and in the studio with
Tom Petty & the Heartbreak-
ers, Killing Joke, David
Bowie, Garbage, P. Diddy
and MXPX, among others.

—Jessica Letkemann
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have a beer and a shot backstage,” he says. “You can like peo-
ple, and not like their music. And there’s nothing wrong
with that.”

Indeed, you'd be hard pressed to find anyone in the industry
who has a bad thing to say about the Foo Fighters, so it was no
surprise “The Pretender” was already winning PDs over well
ahead of its Aug. 6 impact date. The track, which premiered
Aug. 3 on ESPN’s broadcast of the Summer X Games, debuts
this week at No. 16 on the Modern Rock chart, the third-best
opening frame of the Foos’ career.

“Not only have they evolved into a band that crosses all rock
boundaries—considering they started out as an alt outfit with
a frontman who was adrummer with arevolutionary band and
thus had every card stacked against him—Dbut they have every
‘pop’ sensibility without being a rock sellout,” WHTG Mon-
mouth-Ocean, N.]., PD Terrie Carr says.

RCA’s Oldham capitalized on radio’s good will with a text-
messaging initiative that began in late July. Fans were able to
text “FF” and the call letters for more than 30 modern rock sta-
tions to a special short code that would text back a phone num-
ber. When called, the number played 40 seconds of “The
Pretender” well ahead of the radio add date.

“The stations are really digging this because it brands their
stations with one of the biggest rock releases of the year,” Old-
ham says. “It’s the perfect way to market in the new mobile era.”

While the label finalizes promotions with iTunes and Target,
the Foos are preparing to return to the road. After some one-off
shows this summer in the United Kingdom, where the band
has grown exponentially more popular in the past five years, the
Foos will play U.S. gigs in September and October, followed by
arenas in the United Kingdom in November and Australia in
December. Another U.S. run is on tap for early spring.

On tour, the four extra musicians utilized for the “Skin and
Bones” trek will be reprising their roles. “At first we decided to
try everything with them and see what goes and what’s needed
and what’s not really that necessary,” Hawkins says. “A song
like ‘Come Alive,” we'll need all eight of us, and it sounds re-
allyamazing. On some things we'll want to reproduce, [but] on
others we'll just do the more conventional rock version.

“On the first four records, there was an economic approach,”
he continues. “We didn’t use any keyboards or any outside mu-
sicians. We never would have thought that we would have taken
it this far.  mean, we all know we’re not reinventing the wheel
in any way, shape or form. But we're definitely reinventing the
wheel as far as the Foo Fighters go.”

ceee

Foo Fighters’ first five major-label studio albums have all gone platinum.
Below, the other rock bands since 1991 who’ve pulled off the feat.
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A PUBLISHER, ALABEL EXECUTIVE, A MANAGER AND MORE,
HICKS MAY ALSO BE A MODEL FOR TOMCORROW’S BIZ

EY SUSANBUTLER e PHOTOGRAPHS BY RICK DIAMOND
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A few months after Johnson walked into Cohen’s
office, Warner/Chappell and Atlantic Records chief
executives announced a new deal with Hicks. In April,
he became Warner/Chappell senior VP of A&R and
head of urban music, reporting to CEO Dave John-
son, and Atlantic Records senior VP of urban A&R,
reporting to chairman/CEO Craig Kallman.

But there was more. In a deal unprecedented in the
history of the music industry, Hicks isn’t only holding
the dual role of major label executive and major pub-
lishing executive. WMG also agreed that Hicks could
continue operating his label imprint Beatfactory, his
Noontime publishing joint venture with Warner/Chap-
pell, and his management consulting partnership Con-
tent Music Group.

Billboard jumped on a plane to Hicks’ home base
of Atlanta to see firsthand just how he keeps all those
jobs straight. Hicks offered a glimpse inside the sin-
gular, exclusive urban music network he works with
in Atlanta—he and others, locally, actually refer to it
as “The Network.” And he provided insightinto what
may well become a template for the music executive
of tomorrow: influence and partnerships in almost
every corner of the music business, regardless of ex-
isting label boundaries.

“I challenge anyone to produce a hit artist in R&B that
does not involve someone from Atlanta,” Hicks says as
he drives his sport utility vehicle along 1-75. “For the
past three years, there have been no hitartists or albums
in R&B that have not made their way through Atlanta,
from Beyoncé to Usher, Mary []. Blige] to Mariah [Carey].
This is where the goods are.”

We arrive at the OK Café in the middle of a crowded
parkinglot alongside a strip mall. The place is soon filled
with senior citizens flocking from a tour bus. It'sacon-
venient spot for Hicks to have a breakfast meeting with
Todd Rubenstein, a New York-based lawyer who repre-
sents producer/songwriter “Lil' Ronnie” Jackson. Ruben-
stein, like so many others, hopes to prove himself worthy
of becoming part of Hicks’ tight-knit network.

Rubenstein says that, particularly in Atlanta, there
is alarge group of people with long relationships who
work with diffe