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BILLBOARD 
TOURING CONFERENCF- 
unites today's most successful promoters, age 
managers, venue operators, sponsors, digital music executives, 
merchandising companies and production professionals to 

.discuss the state of the industry, network and do business. 
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Pr All S... 
e Panel Sessions on Artist Development, the Role of Corporate Sponsorships, 

the Results of Industry Consolidation and Much More! 
e Intimate Roundtable Discussions on Key Industry Issues 

Networking Cocktail Receptions with the Best in the Touring Business 
e THE BILLBOARD TOURING AWARDS - Honoring the Industry's Top Artists, 

Venues and Professionals of the Year! ' 
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ENTER-rim N IVI IEN I LIVE! 
The official entertainment 
event of CTIA offers 
sessions on mobile music, 
video and social networking, 
plus a keynote interview 
with MySpace's Brandon 
Lucas. More at mobile- 
entertainmentlive.com. 
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panels with top executives, 
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Award -worthy films and hit 
TV shows like "Gossip Girl" 
(right). For details, visit 
billboardevents.com. 
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EDITORIALS ;COMMENTARY 

Think Before You Brand 
BY RICHARD THOMPSON 

Celebrity brand partnerships have be- 
come undeniably big business in recent 
years, and the success stories -the mul- 
tiple links between artists and Apple, plus 
Pepsi's long -running association with the 
likes of Britney Spears, Beyoncé and Pink 
-speak for themselves. 

From a brand perspective, positioning 
alongside the right face can transform a 

company's image, while the celebrity 
gains the possibility of further career de- 

velopment and longevity in the public eye. 

Having worked in the marketing in- 
dustry for much of my career, I set up 
Merlin Elite with the aim of managing 
rather than representing our clients, and 
a significant part of this involves work- 
ing with brands to set up appropriate 
sponsorship deals. 

This doesn't just involve someone being 
the "face" of a brand or product launch. 
Product placement is also becoming in- 

creasingly popular. The last two videos 
from my client Jamiroquai featured lucra- 

tive product placement deals with cloth- 
ing brand Diesel and accessories brand 
Breil -a successful agreement for all par- 

ties, as both are an excellent fit with Jay 

Kay's image and fan base. 
We have also recently managed a suc- 

cessful sponsorship deal between singer/ 
actress Natalie Imbruglia and drinks 
brand Martini, joining the hugely suc- 
cessful association already established 
with George Clooney. 

But, whereas adding Imbruglia as the 
face of Martini Rosato gives the brand a 

younger, more glamorous image -per- 

fectly in keeping with the female audience 

that the brand wanted to appeal to-not 
all such deals prove so compatible. 

A common mistake is to jump onto the 
celebrity bandwagon and assume that a 

famous face will increase product sales, 
regardless of who it is or what he or she 
stands for. In an environment where con- 

sumers are increasingly cynical 
toward marketing messages, 
badly matched partnerships 011 

and ads that lack authentic- 
ity only serve to alienate the 
target audience. 

Take the Spice Girls' 
Christmas advertisements for 
U.K. supermarket chain Tesco. 

Few consumers would have bought 
into the fact that Victoria Beckham shops 
at Tesco, as it doesn't fit with the public 
image she has built throughout her career. 

Meanwhile, with reality TV providing 
a constant flow of new faces to an already 
overcrowded music industry, brand tie - 
ups can provide much needed cut - 
through and, if well -managed, strengthen 
the profile and public persona of the artist 
or band in question. 

The recent sponsorship deal between 
Girls Aloud -a band put together on TV's 
"Popstars: The Rivals" -and Kit Kat has 
been hugely successful. The group's uni- 
versal appeal has launched Kit Kat's new 
product range, while partnering with a 

chocolate brand strengthens the image 
of Girls Aloud as a band that young 
women can relate to. 

Fame is also becoming increasingly 
short -lived, with even the most estab- 
lished artists needing to constantly rein- 

vent themselves in order to stay at the top 
of their game. Yet one of the most impor- 
tant elements of a successful brand am- 
bassador is someone who has a consistent 
and coherent media profile, which allows 
the public to trust the person. A good 
celebrity tie -up is essentially like a rec- 
ommendation-if consumers think the 

celebrity is trustworthy and feel 
they can relate to the person- 

ality in question, they are 
more likely to view the 
brand in a favorable light. 

No wonder new EMI 
Music CEO Elio Leoni- 

Sceti comes to the industry 
with a background not in 

, music, but in branding: With the 
right guidance, band /brand relationships 
could play a central role in the develop- 
ment and growth of the industry, and 
partnering with the right brand could be 
the key to creating the stronger, more es- 

tablished image necessary to retain a loyal 

fan base. 
While EMI head Guy Hands' tongue - 

in -cheek suggestion in Billboard that the 
Sex Pistols should be sponsored by Lloyds 

bank (Billboard, Jan. 26) may be taking 
the idea a bit too far, less obvious associ- 
ations -such as Kylie Minogué s ads for 

cross -channel train service Eurostar- 
may be where the industry is heading. 

This way, artists can strengthen their 
public profile and media presence, while 
retaining credibility and avoiding that most 
elementary of errors: predictability. . 
Richard Thompson is founder of celebrity 

management firm Merlin Elite. 

1=1=1= I)13M: IC 

20,0 

WHITNEY 
HOUSTON, 

TBA 

6 I BILLBOARD I AUGUST 2, 2008 

BILLBOARD.BIZ POLL 
OK, time to profile 180 of the big fourth -quarter 

.biz releases. Which album do you think will rake in 

the biggest sales come Christmas time? 

7% 7% Miss our Q4 preview? 
Order a copy at 

Beyoncé, TBA U2, TBA billboard.com /backissues. 

o ...................74 Other ....... .. 
11% 
Christina 
Aguilera, TBA 

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

SUBSCRIBE. Go to billboard.biz /subscribe or call 
800- 562 -2706 (U.S. toll free) or 818- 487 -2596 (International). 
Letters should be concise and may be edited. All submissions published shall become the 
sole property of Billboard. which shall own the copyright in whole or part, for publication. 
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»,NEW IP 
BILL HITS 
SENATE 
A bipartisan group of 
senators introduced 
new legislation to 
address intellectual 
property rights 
enforcement on 
Capitol Hill. The 
Enforcement of 
Intellectual Property 
Rights Act of 
2008 includes the 
authorization of the 
attorney general to 
enforce civil copyright 
laws, among other 
key points. The bill 
is similar to legislation 
that passed the 
House in May, the 
Prioritizing Resources 
and Organization for 
Intellectual Property 
(PRO IP) Act. 

» >U.K. ISPs 
PLAN TO 
TACKLE 
PIRACY 
Six of Britain's 
largest Internet 
service providers - 
Virgin Media, BSkyB, 
Carphone Warehouse, 
BT, Orange and 
Tiscali -have reached 
an accord that 
voluntarily binds them 
to a code of practice 
intended to sharply 
reduce illicit file 
sharing. They will be 
required to work with 
rights holders to 
clamp down on file 
sharing, while 
committing to further 
develop the legitimate 
online market. 

>>>NEW 
PRETENDERS 
ALBUM TO 
ROLL OUT 
AS MP3 
The Pretenders will 
roll out their new 
album, "Break Up 
the Concrete," as 
one MP3 per week 
with a different 
partner leading up 
to the Sept. 23 CD 
release. The first 
song, "Boots of 
Chinese Plastic," is 

available for free 
download via AOL's 
Spinner.com and the 
band's Web site. 
Other partners 
include QuickTime, 
ClearChannel.com, 
CMT.com, iLike, 
imeem, MP3.com, VH1 
Classic, Yahoo, CBS 
Radio and MSN 
Windows Media. 

FUN AND GAMES JINGLE JANGLE TICKET TO RIDE ROCKING GOTHAM 
Music boosts taertisers return to Ticketmaster looks at Bon Jovi, Joel stage 

videogame sales old favorites life after IAC big shows 

MIMEO 

In Y 

NICE TO SHARE 
Online music services 

integrate offerings 

RETAIL BY CORTNEY HARDING 

SHOP, LOOK, L 
Nontraditional Retailers 
Still See Value In CDs 

Shoppers wandering into a suburban 
Limited Too outlet or a downtown 
American Apparel store will now have 
the opportunity to pick up more than 
the perfect pair of leggings. 

The Limited Too is the exclusive 
brick- and -mortar retailer of Jordan 
Pruitt's sophomore album, "Permis- 
sion to Fly" (Hollywood Records) 
through Aug. 22. American Apparel 
has exclusive rights to French singer 
Sebastien Tellier's album "Sexuality" 
through Sept. 30. 

It seems like a counterintuitive move. 
U.S. album sales sank another 11% dur- 
ing the first half of 2008 from a year ear- 
lier, according to Nielsen SoundScan. 
That included a 16.3% plunge in CD 
sales. Against that grim backdrop, lead- 
ing nontraditional music retailer Star - 
bucks revealed in June that it plans to 
scale back on its in -store sales of CDs. 

So what's motivating some retailers 
to move in the opposite direction and 
seek opportunities to peddle music on 
shiny discs? 

"CD sales are declining, but celebri- 
ties are more important to tween girls 
then ever," says Scott Bracale, president 
of Tween Brands Agency, a unit of Lim- 
ited Too parent Tween Brands. "Our 
business is really about lifestyle and not 
just clothing, and we realize that music 
is very important to our customers." 

As part of that wide -angle pop - 
culture focus, the Limited Too and 
American Apparel are using CD sales 
as part of a broader branding effort. 
The Limited Too will focus on pro- 
moting Pruitt via its in -store TV net- 
work, while American Apparel is 
extending its promotion of Tellier's 
Sexuality album with T- shirts and 
tank tops dubbed "Sexuali- Tees" and 
" Sexuali- Tanks." 
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For American Apparel, making sure 
the music was aligned with its brand 
was also crucial. "This is the first time 
American Apparel has done anything 
like this, so we were very careful when 
we made this decision," says Matt Werth, 
content director at Viva Radio, which is 

helping coordinate the Tellier campaign 
and provides the music for all 185 Amer- 
ican Apparel stores worldwide. "We 

SEBASTIAN TELLIER has partnered 
with American Apparel, which will 
be the exclusive physical retailer of 
his new album through Sept. 30. 

started this is Europe, and his albums 
were in the stores the week he per- 
formed on Eurovision, so the timing 
was perfect. It was doing so well over 
there we decided to expand." 

Stephane Elfassi, co- founder of Tel - 

lier's label Record Makers, says he is 
pleased with the progress of the Euro- 
pean campaign and excited about the ex- 

pansion into North America. "We wanted 
to find a new way to expose our artist," 
he says. "The album is a concept album 
about sexuality. American Apparel is a 

very sexy brand, and it has worked well." 
Werth says that the scale and spe- 

cialization of the program is what sets 
American Apparel apart from the ear- 
lier music retailing aspirations of Star - 
bucks. "We're not planning on having 
huge racks of CDs in the stores or any- 
thing like that," he says. "We're focus- 
ing on Sebastien and incorporating 

him into the advertising, trying to cre- 
ate more of a symbiotic relationship." 

Keeping programs small and fo- 
cused seems to be the secret to the suc- 
cess of two other chains that sell music 
along with a diverse product lineup. 

Restaurant chain Cracker Barrel usu- 
ally stocks three to four exclusive albums 
at a time in the "old country stores" that 
adjoin its restaurants, including an Al- 

ison Krauss + Union Station compila- 
tion and a Merle Haggard disc with 
previously unreleased recordings. 

While music accounts for only a 

small portion of sales, "it is important 
in terms of connecting the customer 
with brand," Cracker Barrel spokes- 
woman Julie Davis says. "There is an 
emotional aspect to music that cannot 
be underestimated." 

At accessory and apparel retailer Hot 
Topic, the focus is on connecting music 
to the broader lifestyle choices of its cus- 
tomer base, so much so that "Everything 
about the music" is the chain's motto. 

"We've always sold some CDs in our 
stores," senior VP /chief music officer 
John Kirkpatrick says. "But we have in- 
creased the stock in our stores over the 
last year, and we have seen double -digit 
growth in CD sales." 

Kirkpatrick credits the chain's grow- 
ing music sales to a focus on stocking 
local bands and trying to help the bands 
whose records it sells gain national 
exposure. "We are trying to position our- 
selves as a place for music discovery," 
he says. "Our customers are the type of 
people that are very influenced by music, 
and our goal is to find credible, authen- 
tic, emerging artists to expose to them." 

In the end, Kirkpatrick says, "our suc- 
cess doesn't live and die on our CD sales." 
But, he adds, "music is the secret ingre- 
dient in all of our marketing." 

MOBILE: For 24/7 news and analysis 
_biz on your cell phone or mobile device, 

go to: mobile.billboard.biz. 
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THE 
LATEST 

NEWS 
FROM '/ 

»> SAT MERGER 
LIKELY TO BE 
APPROVED 
FCC Commissioner 
Jonathan Adelstein 
voted against the 
proposed Sirius -XM 
merger after the 
satellite radio companies 
refused to embrace any 
of the conditions he 
proposed to win his 
support for the deal. The 
vote on the regulatory 
body now stands at 2 -2, 
after commissioner 
Michael Copps rejected 
the plan as well. Only 
Republican member 
Deborah Taylor Tate 
remains undecided. 
Sources say she is 
expected to approve 
the merger. 

»> SALSA 
STAR BLADES 
INKS WITH UMPG 
Actor /singer/ 
composer Ruben 
Blades, possibly the 
best -known name in 
contemporary salsa, 
has signed an exclusive 
worldwide publishing 
administration 
agreement with 
Universal Music 
Publishing Group. 
The agreement includes 
most of Blades' back 
catalog, amounting to 
approximately 300 
works. Blades is 

currently Panama's 
minister of tourism 
and has been actively 
involved in politics. 
But he has said he plans 
to return to music and 
acting next year. 

» >LOVE SUED 
OVER NIRVANA 
ROYALTIES 
Courtney Love 
has been sued by 
management firm 
London & Co. for 
allegedly failing to 
pay commissions 
for the partial sale 
of her share of the 
Nirvana publishing 
catalog. London is 

asking for $975,000 it 
claims it is owed as well 
as costs of the suit. 
London was hired to 
provide business 
management services 
to Love, according to 
the lawsuit. "I'm 
aware there's an issue 
between London Co. 
and Courtney, but I 

have not seen the 
lawsuit," Love's 
attorney Howard 
Weitzman says. 

BY STEVE TRAIMAN 

GAME ON 
New Music Titles Push 
Sales To Record Levels 

Record first -half sales of video and corn - 
puter games got a big boost from Rock - 
star Games' "Grand Theft Auto IV" and 
Activisiori s "Guitar Hero III." 

Previewed at the E3 game industry 
conference July 16 -18 in Los Angeles, 
music game titles due by year's end 
promise to kick annual sales to new 
highs, thanks to Konami's new "Rock 
Revolution," Harmonix/MTV/ Electronic 
Arts' "Rock Band 2," Activision /Red Oc- 

tane's "Guitar Hero: World Tour," THQ's 
"Saints Row 2" and EA's "Madden NFL 

'09," among others. 
U.S. sales of videogame hardware, 

software and accessories through the 
end of June totaled $8.27 billion, surg- 
ing 36% from $6.1 billion during the 
same period last year, according to the 
N P D Group, which tracks sales at retail. 

Videogame software sales topped $4.3 

billion, soaring 49% from $2.9 billion 
from a year earlier on record unit sales 
of 107.6 million, up 25% from 85.9 mil- 
lion a year earlier. 

In one of the conference's biggest an- 
nouncements, Konami said it has en- 
tered a partnership with Linkin Park 
under which "Rock Revolution," the 
newest franchise in the music game 
market, will be the official videogame 
of the band's 25 -date Projekt Revolu- 
tion tour. At each tour stop, Konami will 

set up a demo tent that will feature 
"Rock Revolution," as well as new 
demos of "Dance Dance Revolution" 
and "Karaoke Revolution American Idol 
Presents Encore," according to Konami 
marketing director Rozita Tolouey. 

The band's single "Given Up" is one of 

40 tracks featured in "Rock Revolution," 
a multi- instrument music game that will 

compete head to head with the "Guitar 
Hero" and "Rock Band" franchises. 

" Linkin Park was looking to add a 

gaming arcade for its fans as part of this 
summer's Projekt Revolution festival 
and was happy to learn that Konami was 
looking for a tour to premiere their new 
music -based game," says Jordan 
Berliant, co -music division head of Col- 

lective Music Group, Linkin Park's per- 
sonal management firm. 

Berliant said the partnership with 
Konami was an outgrowth of his previ- 
ous experience with another band that 
released a new single simultaneously at 
online music stores and as a download - 
able track on a game system site. He de- 

clined to identify the band and the game. 
"The game [site download] sold five 

times as many downloads," Berliant 
said. "We learned that, given the choice, 
music fans prefer the interactive ver- 
sion of music to the passive version. 
This led to discussions with Konami to 
create an integrated campaign to use 
the Projekt Revolution tour as a plat- 
form to introduce their game to a very 
targeted demographic." 

Among other highlights of upcom- 
ing music game titles that created the 
real buzz at E3: 

`SAINTS ROW 2' 
"We've doubled our budget for more 
current and big -name talent for the 

programmable 
radio stations 
plugged into 
the gameplay," 
says Frank Pe- 

treikis, lead 

Linkin Park's CHESTER BENNINGTON 

audio designer for game developer Vo- 

lition. "We have a dozen in -game sta- 
tions with a broader variety of music 
genres and 12 or 13 tracks per station for 
150 -plus songs, compared to 140 in the 
first edition. Among lead artists set are 

Duran Duran for the '80s Hits station, Big 

Pun for rap and the Deftones for alter- 
native rock." Early promotion is centered 

on an online community site at commu- 
nity.saintsrow.com. "It's the place for 
what's happening in the Row," he adds. 

For the original "Saints Row," released in 

August 2006, THQ offered an innova- 
tive pre -order retail DVD with David Ban- 

ner's title track and other original songs 
by Ghostface Killah and Trife Da God, 

Daz Dillinger and Sy Smith. "Saints Row 

2" will be in stores Oct.14 for Xbox 360 
and PlayStation 3. 

`ROCK BAND 2' 
The soundtrack will feature more than 
80 songs on the game disc plus an addi- 
tional 20 bonus 
tracks available for 
free download this 
fall. Among the ex- 

clusive tracks are 
AC /DC's "Let There 

Be Rock," Guns N' 

Roses' "Schackler's 
Revenge" from the 

highly anticipated "Chinese 

Democracy" album and 
Bob Dylan's first videogame 
track, "Tangled Up in Blue." 

A new "disc export" feature 
lets users export most tracks 

from the first edition of 
"Rock Band" into "Rock 
Band 2." Gamers also will 
have an array of officially li- 
censed instrument acces- 
sories available, including 
an upgraded wireless Fend- 

er Stratocaster Controller, 
Mad Catz Fender Telecaster 

Controller, Fender Bass Controller, Squire 

Stratocaster Guitar Controller, Cymbal 
Expansion Pack and an ION Drum 
Rocker. "Rock Band 2" ships in Septem- 

ber, with an exclusive Xbox 360 launch 

window, followed by PS3, PS2 and Wii 

versions later this fall. 

`GUITAR HERO: 
WORLD TOUR' 
The latest version of the top -selling fran- 

chise title will not only include drums 
and a microphone 
but will also inte- 
grate Line 6's gui- 
tar tone technol- 
ogy, enabling 
gamers to use 

amps, cabs and 
effects from the 
Line 6 POD in the 
game's Music Stu 

dio. Among major 
artist additions, an 

avatar ofJimi Hendrix will be showcased 

in the game, along with his "The Wind 
Cries Mary" and a live version of "Pur- 
ple Haze." Metallica's much -anticipated 
album "Death Magnetic" will be avail- 

able as downloadable content for the 
game on the same day as the album's 
release. "Guitar Hero: World Tour" ships 

Oct. 27 for PS3 and Xbox 360. 

RETAIL BY ED CHRISTMAN 

From Physical To Digital 
UMe Strategy Aims To Drive Traffic To Its Own Site 

digital strategy for selling music that has 

been in discussion for nearly a decade will 
soon be coming to market. 

Universal Music Enterprises will begin 
issuing a greatest -hits line packaged 

with digital download cards that not only give buy- 
ers bonus material, but also provide special dis- 
counted online offers. If exercised, UMe will pay a 

commission to retail stores. 
The strategy is being dubbed Playlist Your Way. 

The download cards gives the buyer access to six 

additional digital tracks or a full -length album at 
a discount price. 

The albums in the promotion are hits packages 
from the Allman Brothers, B.B. King, Diana Ross, Etta 

James, James Brown, Jodici, K -Ci & JoJo, Kiss, Lynyrd 
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Skynyrd, Marvin Gaye, Patsy Cline, Stevie Wonder, 
Sublime, the Temptations and Johnny Cash. 

According to sources, brick -and -mortar mer- 
chants will receive 8% of the sales from the digital 
offers, pro -rated on CD sales of the titles. 

The strategy of using CDs to drive people who 
shop in stores to label Web sites has been contro- 
versial since the late 1990s. In fact, 
the National Assn. of Recording Mer- 

chandisers sued Sony Music in 2000 
over that very issue, in a case that 
the organization eventually 
dropped. But since then, whenever 
the idea was brought up, labels have 
discussed ways to compensate re- 
tail for such sales. 

One such possibility is to simply ask the cus- 
tomer which store they bought the CD from. But 
for whatever reason, UMe is using a pro -rated 
compensation system. The card will direct buyers 
to a UMe Web site, which was not up at press time. 

While merchants like the notion that UMe is try- 
ing a new strategy, they aren't so sure about the 
terms. "Right now, I am willing to test anything to 
find some format that might work," the head of 
purchasing at a large account says. "I will try it. If it 
is hugely successful, then we can go back to them 
and talk to them about the terms." 

But that merchant notes that this is clearly an 

early experiment, considering that 
the chosen artists don't tradition- 
ally do well in download sales. Oth- 
ers raise concerns that accounts 
that don't buy direct from UMe will 
lose out on the incremental digi- 
tal sales. 

UMe didn't return calls for 
comment. 
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» >UMG MERCH 
ARM, KILLERS 
INK DEAL 
Bravado, the global 
merchandising arm 
of Universal Music 
Group, has entered 
an agreement to 
manufacture and 
distribute merch for the 
Killers. Financial terms 
and the length of the 
deal were not disclosed. 
Bravado became a 

division of Universal last 
year when the music 
giant paid around $90 
million to acquire the 
merchandiser's parent, 
Sanctuary Group. 

»> RIHANNA 
STARS IN CIRCUIT 
CITY CAMPAIGN 
Rihanna is the face and 
sound of a new back -to- 
school campaign from 
electronics retailer Circuit 
City. The campaign uses 
the music from the 
singer's new single 
"Disturbia," from her 
latest album, "Good Girl 
Gone Bad: Reloaded." 
In addition, Rihanna's 
face is featured in 
online ads for the store. A 
mobile offering, available 
on circuitcity.com, will 
let users download a 

free voicetone of the 
singer and exclusive 
wallpaper images. 

>>>GUITAR 
CENTER READIES 
DRUM -OFF 
Guitar Center on Aug.1 
will kick off its 20th 
annual drum -off contest. 
Local judges at each 
of Guitar Center's 214 
stores will whittle down 
thousands of participants 
during the coming 
months before the 
winner is chosen at a 

drum -off that will take 
place in January in Los 
Angeles. The exact date 
and venue are still being 
finalized. The grand prize 
includes $25,000, among 
other gifts. Non- music- 
related sponsors include 
Converse, Monster 
Energy and Levi's. 

Compiled by Chris M. 
Walsh. Reporting by Lars 
Brandie, Alexandra Cahill, 
Leila Cobo, Jonathan 
Cohen, Kamau High, the 
Hollywood Reporter, 
Mitchell Peters and 
Jeffrey Yorke. 

For 24/7 news and b. analysis on your 
mobile device, go to: 
mobile.billboard.biz. 

BY KAMAU HIGH 

JINGLE ALL 
THE WAY 
Product -Centric Songs Surge Back Onto The Air 

Here comes the jingle- updated, mod- 
ernized and looking for its close -up. 

The once inescapable form of adver- 
tising has popped up in campaigns 
from two large marketers and will also 
be applied to a range of brands on an 
upcoming TV show. 

On July 29, Chicago -based confec- 
tion maker the William Wrigley Jr. Co. 
will announce that it has commis- 
sioned Ne -Yo, Chris Brown and Ju- 
lianne Hough to remix its signature 
jingles (billboard.biz, July 18). 

Brown will sing the Double Mint 
jingle, while Ne -Yo will tackle Big Red 
and Hough will be paired with Juicy 
Fruit. IPG's Translation Advertising, 
the New York advertising agency 
headed by former Interscope execu- 
tive Steve Stoute in partnership with 
Shawn "Jay -Z" Carter, will launch an 
advertising campaign that uses the 
new jingles this week. 

Meanwhile, McDonald's recently 
named the winner of a contest to remix 
one of its jingles from the 1970s, "Two 
all -beef patties, special sauce, lettuce, 
cheese, pickles, onions, on a sesame 
seed bun." 

Jason Harper from Boynton Beach, 
Fla., beat out more than 1,000 other 

contestants with his version. "For a 

long time people went away from jin- 
gles. I think the pendulum is swing- 
ing back and will settle somewhere in 
the middle," McDonald's chief creative 
officer Marlena Peleo -Lazar says. 
"There might be a new expression of 
the jingle -it just won't be like we re- 
member it." 

McDonald's has brought back the 
"two all -beef patties" jingle twice be- 
fore, once in 1996 and again in 2003. 
But this time it is being used much 
more extensively. And the company 
hasn't ruled out resurrecting other jin- 
gles. "You never know; it depends on 
the project," Peleo -Lazar says. 

On CBS, jingles are being given 
their own network TV forum. Gene 
Simmons is already lined up as one of 
the judges for the "Apprentice" -style 
show "Jingles," from "Survivor" pro- 
ducer Mark Burnett. On the show, 
which does not have yet have an air - 
date, contestants will vie for a $100,000 
grand prize by writing jingles for real 
products. Kimberly Caldwell, a final- 
ist on the second season of "American 
Idol," is slated to host. 

So why are jingles making a come- 
back? And why did they fade away in 

From left, LINDA KAPLAN THALELR and JULIE 
ROEHME, along with Kiss frontman GENE 
SIMMONS, serve as judges for the new reality 
show 'Jingles.' KELLY CALDWELL, right, is host. 

the first place? 
Steve Karmen, a legendary jingle 

writer behind 1969's "Call Nationwide, 
'cause nationwide is on your side," 
which is still in use today, thinks he 
knows why. 

"Jingles went away because the ad 
business is too lazy to think for itself. 
The easy way to get music is to punch 
in lyrics into a computer and then say, 

`What can we match that with ?' " says 
the outspoken author of the 2005 tome 
"Who Killed the Jingle? -How a 

Unique American Art Form Disap- 
peared." "When you move away from 
something that names your product to 
something that doesn't, you're not ad- 
vertising a product -you're advertis- 
ing a song." 

Karmen, who wrote jingles for 
Wrigley's Spearmint Gum years ago, 
thinks such companies are returning 
to their pasts because the jingle is in- 
stantly evocative of an earlier, perhaps 
better, time. "Wrigley's is going back 
to its old music because it's their 
music, and it is instantly identified 

with them," he says. 
Joel Simon, CEO /president of New 

York music house JSM Music, sees the 
transition from the jingle to the music 
used in today's commercials as a reac- 
tion to the polished structure of the 
jingles of old. "What happened isn't 
that music changed. Those jingles were 
incredibly musical," he says. "The mar- 
keters, advertising agencies and the 
brands felt that it was time to grunge 
[or] dirty it up." 

Today, music houses rarely, if ever, 
create what would be considered a 

traditional jingle. Instead, they are 
more likely to take a piece of contem- 
porary music and customize lyrics 
that evoke the product. JSM Music, 
for example, does the music for Kay 

Jewelers ads, which always include 
the sung line, "Every kiss begins with 
K," and "Come and get your love" for 
phone maker Alltel. 

"It's not that I don't do jingles -it's 
just that I don't do things called 'jin- 
gles,' " Simon says. "It's the same music, 
just a different approach." 

BY KERRI MASON 

Creating A ̀ Fanbase' 
Atlantic Debuts Artist Update Application 

Fans of Atlantic Records acts like T.I., Shinedown 
and Simple Plan need only start up their computer 
to connect with their favorite artist, via a new ap- 
plication created by the label, Billboard has learned. 

Fanbase uses Adobe AIR runtime technology 
to engage fans directly on their desktop: No 
Googling, repetitive clicking or downloading re- 
quired. The so- called RIA -rich Internet applica- 
tion- merges an imeem music player, video con- 
tent from YouTube and Brightcove, and a Meebo 
chat feature -plus up -to -date info on tour dates 
and new releases -into a single window. 

Simple Plan's Fanbase application will launch July 
28, with other artists to follow in the coming weeks. 

"I like it because it's an aggregator; it brings every- 
thing that's online about us to one place," says Chuck 
Comeau, drummer of Simple Plan, one of the first 
acts to embrace Fanbase. "It's kind of funny to say 

that surfing the Web is not convenient anymore, but 
it's even faster than that on your desktop." 

Fanbase is the result of six months of develop- 
ment within Atlantic's new -media department, cre- 
ative director of digital media Eric Snowden says. 

According to Snowden, the decision to ag- 
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gregate pre- existing technologies, rather than 
create new ones, was made early in the pro- 
gram's development. 

"I was thinking, 'OK, are we going to build a chat 
app? That doesn't make sense,' " he says. "Meebo's 
chat is better than any chat that Atlantic Records 
will ever build. I think that's a mistake that a lot of 
companies make: They want to own every little piece 
of everything. I thought it was better to reach out to 
these people who are amazing at these specific 

things and try to bring them all together, as opposed 
to trying to hack something together in- house." 

Fanbase was tested with members of Simple 
Plan's fan club earlier this month. "The reaction 
so far has been great," Comeau says. 

"When you think about it, MySpace isn't the 
greatest place for one -on -one interaction with 
other fans," Snowden says. "If I go to Simple 
Plan's MySpace page, there's not really a way to 
have a direct conversation with another fan. We 
can both post comments, but beyond that it kind 
of falls off a bit. I think we're in a position to be 
able to help people make better connections." 

For Atlantic, Fanbase is one piece -albeit 
a large one -of a bigger technology puzzle. 

"We're looking at different solutions on 
the CD -maybe Fanbase becomes part of 
that," Snowden says. "We're looking at stuff 
for mobile phones, from simple WAP sites 
to more advanced interfaces like a version of 
Fanbase on a phone. So it's more about let- 
ting fans do what they want to do with the 
artists, no matter where they are, and tai- 
loring the content to different devices. " 
Atlantic's new Fanbase initiative merges 
multiple applications into a single interface 
for acts like SIMPLE PLAN (pictured), T.I. 
and Shinedown. 
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TOURING BY RAY WADDELL 

Breakup Time 
Ticketmaster Looks Beyond 
Live Nation, IAC Spinoff 

When Ticketmaster completes its expected 
spinoff in August from parent IAC, it will 
begin life as a free -standing, publicly traded 
company in a vastly complex and competitive 
live entertainment market. 

The ticketing giant finds its core business 
under pressure from Web -based secondary 
ticket vendors and the pending loss next year 
of its biggest client, Live Nation, which plans 
to launch its own ticketing division. 

In response to these challenges, Ticketmas- 
ter has cut a flurry of deals, including its ac- 

quisition of secondary ticketing business 
TicketsNow in February for $265 million, its 
takeover of ticketing software provider Paci- 
olan and U.K. ticket exchange site Get Me In 
in January and its investments in such non - 
ticketing businesses as Irving Azoff's artist 
agency company Front Line Management and 
online music recommendation engine iLike. 

presale and other developing ticket markets, 
all driven through its Internet portal, live - 
nation.com. Live Nation not only wants to 
control ticketing at its own venues, includ- 
ing more than 40 North American amphithe- 
aters, but also will eventually compete for 
ticketing contracts at non -Live Nation ven- 
ues and in direct deals with artists. 

"Our focus has always been providing a dif- 
ferentiated solution," Moriarty says, declin- 
ing to comment specifically about Live Nation. 
"Service, technology and distribution helps 
folks sell more tickets ... Certainly audience 
and distribution in the Internet age is every 
bit as important, if not more important, as it 
was in an offline world." 

Advertising and sponsorship are other areas 
of opportunity for Ticketmaster, although here 
too, it will face competition from Live Nation. 
"We've got that large live entertainment au- 
dience," Moriarty says. "There are lots of folks 
out there who want to be connected with that 
audience, and we think in general we've un- 

a 

`The core strengths 
that we've brought . 
are going to continue 
to be those things that 
are very much values( 
by our clients.' 

-SEAN MORIARTY, TICKETMASTER 

Profit margins at the company will likely 
remain under pressure as it continues to in- 
vest in expanding its presence in the lower - 
margin secondary ticket market and 
internationally. But Ticketmaster CEO Sean 
Moriarty expresses confidence in the com- 
pany's ability to successfully navigate 
through it all. 

"We've always existed in a competitive land- 
scape and certainly the success we've had has 
caused the category to be attractive to lots of 
people," Moriarty says. "I believe the core 
strengths that we've traditionally brought are 
going to continue to be those things that are 
very much valued by our clients." 

The most immediate issue facing Ticket - 
master is making up for the volume and scale 
of business it will lose with the departure of 
Live Nation, which (including its House of 
Blues business) accounted for 17% of the com- 
pany's total revenue in 2007 and about 13% 
of its earnings before interest, taxes, depreci- 
ation and amortization, according to Lehman 
Brothers. While the company has indicated it 
believes its recent acquisitions will help it 
grow EBITDA in 2009, Lehman projects 
EBITDA to fall 3% next year as a result of the 
break with Live Nation. 

Ticketmaster.com remains by far the top 
event entertainment Web site with 12.5 mil- 
lion unique visitors in the United States in 
June, according to Nielsen Online. But Live 
Nation has indicated that it will be very ac- 
tive in primary, secondary, fan club, VIP, 

dermonetized the advertising and sponsor- 
ship opportunities." 

In addition to international expansion, the 
secondary ticket market will be another key 
growth area. Ticketmaster's acquisition of 
TicketsNow greatly expanded its presence in 
this still relatively small but thriving sector. 
But as the company continues to grow this 
side of the business, Wall Street will be watch- 
ing closely to see how much the resulting shift 
in its revenue mix will affect margins. Mori- 
arty says he sees "tons of opportunity to drive 
value in the industry by doing a better job of 
pricing in the primary market," as well as in 
"facilitating resale and by driving incremen- 
tal tickets sold on distressed shows." 

But even as the company looks to expand be- 
yond its core primary ticketing business, there 
will be limits to its diversification strategy. 
When asked whether Ticketmaster might con- 
sider becoming a risk -taking, talent -buying 
promoter, Moriarty replies, "Never say never, 
but in general, our focus is connecting artists 
with audiences and using technology and mar- 
ket intelligence to do that." 

Revenue from ticket service charges will re- 
main the primary profit center for Ticketmas- 
ter, he says. "You'll see us focus on diversifying 
revenue streams, but this is a service busi- 
ness," Moriarty says. "And the service we're 
providing, the technology, the key piece of it 
is really that retail distribution, so I would ex- 

pect that that model is going to be with us a 

good long time." 
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CONCERT FILM PRODUCTION 
& MUSIC DOCUMENTARIES 

SURROUND THE AUDIENCETM 

Additional clients include: 

THE WHO 

HARRY CONNICK, JR. 
THE BRIAN SETZER L': ;iF :; 

ALANIS MORISSETTE 

BRANFORD MARSALIS 
and more 

Upcoming: 

Rush - Snakes & Arrows Live DVD 
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t left, BILLY JOEL, seated, 
gets a hand from PAUL 
McCARTNEY at Shea Stadium, 
while BON JOVI performs a 
free cco "' at Central Park. 

NEW YORK STATE OF MIND 
How Billy Joel, Bon Jovi Pulled Off Their Multimillion Dollar Big Apple Engagements 

Two veteran hitmakers. Two famous venues. Thousands of stoked fans. 
Millions of dollars in box office. Just another week in New York. Well, 
not just any week. After Bon Jovi wrapped up one of the 10 highest- gross- 
ing tours of all time at Madison Square Garden July 14 -15, Billy Joel 
performed a couple of sellout shows July 16 and 18 at Shea Stadium 
featuring some of the biggest names in music history. Top promoters in 
the business brought both shows to fruition -AEG Live in the case of the 
entire Bon Jovi tour and Live Nation with CKX COO Mitchell Slater for the 
Joel stand. Both engagements were filmed for separate documentaries set 
to be released in 2009. Billboard was in the house for both artists. Here's 
a breakdown of how these concerts came together and how they helped set 
the pace for live music in 2008. 

But r9" 
Billy Joel's pair of "Last Play 
at Shea" concerts didn't top 
his 12 sellouts at the Garden 
in 2006 when it comes to 
box office records. But in 
terms of sheer star power, 
the Shea Stadium double 
will likely not be topped by 
anyone in 2008. 

Joel's two sellouts at Shea 
grossed nearly $12.9 million 
and moved more than 115,000 
tickets, according to Artists 
Group International. In addi- 
tion to Joel and his versatile 
band, the concerts featured 
star turns by Tony Bennett, 
John Mayer, Don Henley, John 
Mellencamp, Garth Brooks, 
Roger Daltrey, Steven Tyler 
and Paul McCartney. 

They were the last shows ex- 

pected to be performed at 
Shea, which basically invented 
stadium concerts with the Bea- 

tles in 1965. The ballpark is 
slated to be replaced in 2009 
by the New York Mets' new sta- 
dium Citi Field. 

The road to the Last Play 
at Shea began more than a 

year- and -a -half ago when Joel 
told his longtime agent Den- 
nis Arfa that he wanted to 

play the ballpark before it 
was demolished. 

So Arfa reached out to Mets 
president Dave Howard. "It 
took a while for them to be OK, 

to get comfortable about it," 
Arfa says. "The fact that Billy's 
a product of New York and 
Long Island's own helped." 

The concert was all but con- 
firmed by October. The follow- 
ing month, Arfa brought the 
idea to Mitch Slater, a former 
principal with New York pro- 
moter Delsener Slater Pre- 
sents and now COO for CKX. 

"Mitch was the hammer we 
needed," Arfa says. 

Next onboard was Live Na- 
tion, which entered a market- 
ing alliance with Citi in 
February. As a presenting 
sponsor, Citi helped subsidize 
the cost of the Joel shows. 

Only one show was 
planned. But after it sold out 
in less than an hour, a Friday 
show was added, stirring a 

minor controversy among 
fans who thought they had 
purchased tickets for the "last" 
concert at Shea. 

Joel acknowledged the issue 
from the stage. "To accommo- 
date people who couldn't get 
tickets the first time, we asked 
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the Mets organization to add 
another show," he told the au- 
dience. "The only [day] they 
had available was Friday. But 
we are the last music act to play 
at Shea. So it's the last 'double 
play' at Shea." 

Production crews spent two 
weeks in Hershey, Pa., prep- 
ping for the shows. Arfa esti- 
mates it cost more than $2 
million to produce the con- 
certs. On July 13, the Mets had 
a Sunday night ESPN game, 
with Joel's crew moving in im- 
mediately afterward, working 
around the clock to set up the 
production. 

The Shea concerts will be 
chronicled in a Spitfire Pictures 
documentary due in theaters 
early next year. They added to 
a big summer for Joel, who had 
just come off a record- break- 
ing 10 shows in May through 
July at the Mohegan Sun in 
Uncasville, Conn., which 
grossed $9.6 million and sold 
96,100 tickets. 

"It's almost like Mohegan 
was the setup for Shea," says 
Arfa, still basking in the glow 
the Monday following the 
big stand. "It was like Lou 
Gehrig and then Babe Ruth 
at bat." 

BON J0)11 
Exit 99 on Bon Jovi's Lost 
Highway tour led to Madison 
Square Garden, wrapping the 
biggest tour of the New Jer- 
sey rockers' long career and 
one of the highest -grossing 
tours ever. 

Following a free show July 12 

on Central Park's Great Lawn, 
the tour ended with a July 14- 

15 double at the Garden. 
When the final numbers 

are counted, the Lost High- 
way tour, which began last 
October with 10 nights at 
the new Prudential Arena 
in Newark, N.J., will have 
grossed $202.6 million and 
sold more than 2 million tick- 
ets, according to Boxscore and 
AEG Live. That would put it 
just behind Bruce Spring - 
steen's 2002 -03 The Rising 
tour, which ranks sixth among 
the highest -grossing tours of 
all time with $207 million, 
according to Boxscore. 

Bon Jovi Management's 
Paul Korzilius, who has 
worked every Bon Jovi tour 
since the Slippery When Wet 
trek in 1987 and has run BJM 
since since 1992, says Lost 
Highway was "the No. 1 fi- 
nancial tour in both gross and 
net in [the band's] entire 
25 -year career." 

The initial plan was not to 
roll out another 100 shows so 
quickly on the heels of the 
2006 Have a Nice Day tour, 
which grossed $131 million 
and sold out arenas and stadi- 
ums in North America and 
Europe. But when the band's 
2007 album "Lost Highway" 
debuted atop the Billboard 200 
last June, a big tour seemed 
in order. 

"It was about demand, the 
success of the record, momen- 
tum," says Bon Jovi co-man- 
ager Jack Rovner,a partner in 
Vector Management. 

BJM coordinated the tour 
with Rob Light and Chris 
Dalton at Creative Artists 
Agency and AEG Live's team, 
led by CEO Randy Phillips, 
tour director Gord Berg and 
president of international 
touring Rob Hallett oversee- 
ing Europe. 

The AEG /Bon Jovi finan- 
cial structure of this tour 
was similar to the last one, 
"only the guarantees were 
higher based on the enor- 
mous success of the previ- 
ous tour," says Phillips, who 
adds that Lost Highway is 
AEG Live's top -grossing 
tour. One -promoter tour 
deals, like AEG's pact with 
Bon Jovi, were conceived 
largely so acts could have 
seamless promotion and 
promoters could "cross -col- 
lateralize" the top -dollar 
dates against markets that 
might not perform as well. 

Despite producing the 
band's last two tours, Phillips 
says AEG does not have a 

multitour deal with Bon Jovi, 
"although we would make one 
in a split second if asked. 

Backstage at the Garden 
on the last night of this tour, 
"Jon and the band presented 
me, along with Rob Hallett 
and Gord Berg from AEG, 
the traditional gold and sil- 
ver 'Slippery When Wet' pen- 
dant and necklace for 
'surviving' two world tours 
together," Phillips says. "I 
consider receiving this Bon 
Jovi bling the equivalent of a 

multitour deal." 

BY THE 
NUMBERS 

Total gross of Bon 
Jovi's 99 -date Lost 
Highway tour 

Gross of Bon Jovi's 
Madison Square 
Garden shows 
July 14 -15 

Ranking of Lost 
Highway tour among 
highest -grossing 
tours of all time 

Tickets sold for Billy 
Joel's 10 Mohegan 
Sun shows in May -July 

Gross of Billy Joel's 
Shea Stadium shows 
July 16 and 18 

The first year Paul 

McCartney performed 
at Shea Stadium (with 
the Beatles, above). 

SOURCES: Billboard Boxscore. 
AEG Live. Artists Group International 
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Venue, Date 
Attendance 

Promoter 

BRUCE SPRINGSTEEN & THE E STREET BAND 

Camp Nou, Barcelona, July 19 -20 143,804 
two sellouts Dr Music 

SPRINGSTEEN & THE E STREET BAND 
Ullevi Stadion, Gothenburg, 
Sweden, July 4 -5 

115,720 
two sellouts EMA Telstar, Live Nation 

BRA °'E SPRINGSTEEN & THE E STREET BAND 
Emirates Stadium, London, 
May 30 -31 

91,712 
two v_ louts AEG Live U.K. 

BRUCE SPRINGSTEEN & THE E STREET BAND 
Valle Hovin, Oslo, July 7 -8 79,984 

Iw se-0uL< 
EMA Telstar, Live Nation 

BRUCE SPRINGSTEEN & THE E STREET BAND 
Estadio Santiago Bernabéu, 
Madrid, July 17 

53,783 
55.000 Dr Music 

BRUCE SPRINGSTEEN & THE E STREET BAND 
Parken Stadion, Copenhagen, 
June 29 

45,929 EMA Telstar, Live Nation 

BRUCE SPRINGSTEEN & THE E STREET BAND 
Millennium Stadium, Cardiff, 
Wales, June 14 

48,549 
50,000 AEG Live U.K. 

BRUCE SPRINGSTEEN & THE E STREET BAND 
Olympiastadion, Helsinki, July 11 42,552 

se uut EMA Telstar, Live Nation 

BRUCE SPRINGSTEEN & THE E STREET BAND 
Estadio de Anoeta, San 
Sebastián, Spain, July 15 

44,384 
sellout Dr Music 

KENNY CHESNEY, KEITH URBAN, SAMMY HAGAR & OTHERS 
Lincoln Financial Field, 
Philadelphia, July 19 

49,169 Eagles Stadium Operators, The Messina 
50,017 Group /AEG Live 

BRUCE SPRINGSTEEN & THE E STREET BAND 
Amsterdam Arena, Amsterdam, 36,257 
June 18 ;6.529 Mojo Concerts 

BRUCE SPRINGSTEEN & THE E STREET BAND 
Old Trafford, Manchester, 
England, May 28 

41,074 
50.000 AEG Live U.K. 

BRUCE SPRINGSTEEN & THE E STREET BAND 
Stadio San Siro, Milan, June 25 59,821 

llout se 
Barley Arts Promotions 

BRUCE SPRINGSTEEN & THE E STREET BAND 
HSH Nordbank Arena, Hamburg, 41,697 
June 21 sellu't MLK/United 

BRUCE SPRINGSTEEN & THE E STREET BAND 
Parc Des Princes, Paris, June 27 40,661 GDP 

BRUCE SPRINGSTEEN & THE E STREET BAND 
LTU Arena, Dusseldorf, Germany, 33,196 
June 16 78 009 

BILLY JOEL 
Hersheypark Stadium, Hershey, 27,452 
Pa., July 10 sellout 

RASCAL FLATTS, TAYLOR SWIFT 
Cheyenne Frontier Days, 
Cheyenne, Wyo., July 19 -20 

Hollywood Bowl, Hollywood, 
July 7 

31,394 
two sellouts 

14,054 
17,592 

KENNY CHESNEY, LEANN RIMES 
Verizon Wireless Amphitheater, 19,157 
Virginia Beach, Va., July 17 20 09( 

MLK/United 

Live Nation 

Romeo Entertainment Group 

Live Nation, Bill Silva Presents 

Live Nation, The Messina Group /AEG Live 

VICENTE FERNANDEZ, VICENTE FERNÁNDEZ JR. 
U.S. Airways Center, Phoenix, 
July 11 

11,541 
-I out Ralph Hauser Promotions, Elias Entertainment 

DAVE MATTHEWS BAND, GOMEZ 
Lakewood Amphitheatre, 
Atlanta, July 7 

18,920 Live Nation 

TOM PETTY & THE HEARTBREAKERS, STEVE WINWOOD 
Riverbend Music Center, 
Cincinnati, July 8 

20,595 
sellout 

JOURNEY, HEART, CHEAP TRICK 
Verizon Wireless Amphitheater, 15,227 
Irvine, Calif., July 16 sellout 

JOURNEY, HEART, CHEAP TRICK 
Mandalay Bay Events Center, 
Las Vegas, July 18 

8,287 
Allout 

DAVE MATTHEWS BAND, GOMEZ 
Ford Amphitheatre, Tampa, Fla., 17,286 
July 9 19 522 

STEVIE WONDER 
Shoreline Amphitheatre, 
Mountain View, Calif., July S 

14,897 
15,7;9 

Live Nation 

Live Nation 

Another Planet Entertainment 

Live Nation 

Live Nation 

JOHN MAYER, COLBIE CAILLAT, BRETT DENNEN 
Nikon at Jones Beach Theater, 14,037 
Wantagh, N.Y., July 9 seaout 

Live Nation 

JOURNEY, HEART, CHEAP TRICK 
Fiddler's Green Amphitheatre, 
Englewood, Colo., July 9 

15,864 
sellout Live Nation 

JOHN MAYER, COLBIE CAILLAT, BRETT DENNEN 
Molson Amphitheatre, Toronto, 
July 7 

7,452 
19,400 

TOMMY TIERNAN 
Live At The Marquee, Cork, 
Ireland, July 2, 4 -5 

15 000 
thee sellouts 

JOURNEY, HEART, CHEAP TRICK 
Cricket Wireless Amphitheatre 
Chula Vista, Calif., July 15 

14,351 
17,501 

Live Nation 

Aiken Promotions 

Live Nation 

BRAD PAISLEY, JEWEL, CHUCK WICKS, JULIANNE HOUGH 
Nissan Pavilion at Stone Ridge, 19,997 
Bristow, Va., July 12 22.000 

JONAS BROTHERS, DEMI LOVATO 

10 

20 

30 

SCOREConcert Grosses 
GROSS/ ARTIST(S) 
TICKET PRICE(5) 

$14,182,721 
( 9,051,649) 
$111.25/$89.31 

$11,266,116 
(70,876300 krona) 
$126.37/$78.68 

$9,773,779 
(£4.936.252) 
$113.85/$94.05 

$9,220,272 
(49,990000 kroner) 
$115.28 

$5,546,856 
( 3,540,096) 
$111.25/$89.31 

$5,298,725 
(26,877375 kroner) 
$133.07/$98.57 

$4,866,576 
(f2.495,680) 
$107.25/578 

$4,757,806 
( 3.016.042) 
$124.62/$108.85 

$4,706,802 
( 3,003,960) 
$13338/595.58 

$4,519,632 
$103.50/583.50 

$4,370,497 
( 2,957,103) 
$125.63/$108.63 

$4,307,628 
(£2 ,175,570) 
5108.90/58910 

$4,225,418 
( 2,831.560) 
$119.38/544.76 

$4,168,176 
( 2.812.855) 
$118,55/588.91 

$4,141,306 
( 2,798,180) 
$140.60/559.20 

$3,282,790 
( 2,194658) 
$119.65/$82.26 

$2,217,276 
$90/544.50 

$1,911,815 
$75.50/$47.50 

$1,318,161 

$1,007,635 
$80,'$41.75 

$1,001,436 
$120.75/545.76 

$1,000,016 
575/540.50 

$952,617 

$885,981 

$865,763 
$131.15/$8925/ 
$5765 

$804,222 
$67/532 

$798,980 
$29 50/510 

$794,287 
$65.50/$41.S0. 

$793,555 
$131/$91/$45.50/ 
$23.25 

$782,487 
($797.455 Canadian) 
568.20/528.95 

$756,854 
( 480,000) 
$5046 

$734,571 
$131/$91/$66/$31 

$722,720 
$54,50/525 

$722,062 
$75/$25 

$718,721 
$68.50/53950 

Superpages.com Center, Dallas, 19,993 
July 9 sellout 

AMERICAN IDOLS LIVE 
HP Pavilion, San Jose, Calif., July 8 12 095 

sellout 

Live Nation 

Live Nation 

AEG Live 

SERIOUS STORAGE! 
TRUE ARCHIVAL S RAGE FOR 1,000 CD'S IN A 2'x2' SPACE 

Unlike cheap plastic sleeves, The Jewelsleeve is sturdily 
constructed from four layers of thick, virgin vinyl. Its solid, 
reinforced seams are welded on all sides for superior strength 
and durability. It's the only sleeve on the market that stores 
every part of the original CD without risk of damage, so you 
don't have to cut, fold, or discard the artwork to store your 
CD's. Advanced scratchless, anti -static, non -stick cushions 
protect both sides of the disk. Custom index labels provide 
generous room for information. When assembled, 
the disk, label, booklet, and the tray 
card! combine to 
make one strong, 
slim, CD archive. 

The Jewelsleeve is 
simply the best 
all -in -one sleeve 
available anywhere! 

Please visit us at: 
www.jewelsleeve.com 

or call Joe at 1- 800 -863 -3312 
and ask for free sample! 

ARENA aw .0111111111111111111111111MUM 

N E T W OR K 

ArenaNetwork is seeking 
Chief Operating Officer 

For Position details please go to: 
Arenanetwork.net /employmentopps 

If interested: 
Contact Erica Spencer @ (818)707 -8421 

or 
See Brad Parsons @ IAAM Hilton Hotel 

TG 
ArenaNetwork 
Theatre Group 
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More Than Yesterday 
Live Opportunities For Indie Acts Require Hard Choices 

ood news for indie acts: There are 
more talent buyers and live per- 
formance opportunities than 
ever before. 

But bands also face tougher 
choices as they weigh such options as headlin- 
ing, supporting, playing a one -off festival or 
hooking up with a multi -act tour like Vans 
Warped or Mayhem. 

Factors to consider include the market, fi- 

nancial and creative goals, and the band's place 
in its career trajectory. "Every single situation 
is pretty unique," Windish Agency president 
Tom Windish (Chromeo, Aphex Twin) says. 
"I try to present as many opportunities to our 
clients as possible, and then they choose what 
they want to do or we choose together." 

Geography and whether a band will return 
to a given region also play a role. "If I know an 
artist will be working a territory hard and could 
be faced with playing the same market twice 
within a seven -month window, I try to give it 
two different looks," says Kirk 
Sommer, a William Morris 
Agency agent for acts ranging 
from the Killers to Adele. "Un- 
derplay, support, geographic lo- 

cation within the market and 
configuration are all options." 

Making the right choice is crit- 
ical, even on the first album cycle. 

"If you fail to do that, it's very dif- 
ficult to make the right moves 
going forward with the second and third records. 
It's very difficult to find your audience," says 
Dave Kirby, president of the Kirby Organiza- 
tion (Buckcherry, Unwritten Law). 

"If you pick the right opportunities and put 
the band on larger tours, traveling festivals like 
Warped, for example, or the latest phenome- 
non, which is the radio shows, at a certain point 
you want to try and break off from that and put 
together your own tour where the attention is 
focused specifically on the headlining band, on 
your band," Kirby says. 

After all, the headliner gets the press and the 
peak performance time. "The headliner also 
has control over the production, which is very 
important," Kirby says. "And at that point, you're 
able to establish the band's value." 

Indeed, headlining is about establishing value 
with fans and talent buyers. "Say someone's head- 
lining and the support budget is $200 or $250," 
Windish says. "You can come back and say, 'The 
last time [my band] was in this market, they made 
$2,000 headlining. Can you be flexible in the 
budget, or can we go back to the promoter to- 

gether and talk to them and try to make this work ?' 

If they had just been the support act for most of 
their career, it would be impossible to make that 
argument to the agent or the promoter." 

But headlining is easier said than done, and 
caution should be exercised. 

"I truly like to headline step by step, room by 
room, to let our fans grow with us," Sommer 
says. "Some of my artists have performed as 
sole and immediate support to the largest con- 
temporary groups in the world and it did less 
than zero for them." 

Of course, there are times when a support 
situation makes sense, Sommer adds. "The 
headliner's fans must be easily impressed or 
the support must really be able to deliver, and, 
of course, all of the variables such as set length, 
money, production and billing must be in our 
interest," he says. "Pepper, for instance, has 
done very well converting other artists' audi- 
ences over the last few years." 

When it comes to festival plays, Sommer says 
he is most interested in a gig "that makes a big- 
ger media splash, pays well and provides a plat- 
form for an artist to perform in front of a 

significantly larger audience." 
Festivals are often a "breeding 

ground" for key connections. 
"Younger artists have the oppor- 
tunity to sow the seeds for that 
large support slot with a more de- 
veloped artist on the catering line 
or in a press tent," Sommer says. 

Timing is everything. "Bands 
are touring more, and each time 
they tour what the right thing is 

shifts a little bit," Windish says. 
"One time it could be playing the indie rock 
club in a certain city where all indie bands play 
when they're coming up. Another time if there's 
a festival there and it's a good billing position 
and the fee is good, that could be good. Other 
times the fee may not be good but it could still 
be a worthwhile investment just to play in front 
of all the people at the festival." 

Sommer says the Enemy's first run in North 
America is front -loaded with festivals. "They 
may be an arena act in the U.K., but they have 
not yet proven to sell hard tickets here, and this 
could lay the foundation to really do some dam- 
age upon their return," Sommer says. "Adele, 
on the other hand, had offers for every real fes- 
tival under the sun but after much considera- 
tion we only chose to do the ones where she 
should not be affected by other noise and could 
further maintain her integrity as an artist." 

Bottom line, Windish feels the market is well - 
populated with talent buyers interested in new 
talent. In addition to the usual venues and fes- 
tivals, street fairs, colleges or performing arts 
centers that are "opening up to booking things 
that are newer or younger." 

o n The 
Road 

RAY 
WADDELL 
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For 24/7 touring news .biz and analysis, see 
billboard.biz/touring. 

QLJE$'l'IOINS 
with HADI PATROVI 

During the gold rush, the smart money wasn't on the thousands of prospectors flocking to 
California with dreams of striking it rich: It was on the outfitters who sold them their picks 
and shovels. 

This is the tack taken by iLike, a social music discovery service that is rapidly carving out 
a niche for itself as a provider of music -related services to sites either unwilling or unable 
to develop their own. It's a relatively new role for iLike, which until a year ago was trying to 
lure customers to its own site. But then it developed a custom application for Facebook 
and watched its membership skyrocket almost overnight. 

The company recently added several new tools to its utility belt, including the ability to 
stream full -length songs via Rhapsody, an ad- serving program for concert promoters and 
an initiative that lets other Web site developers add iLike functionality to their products. 

Company president Hadi Patrovi explains the strategy to Billboard. 

You've just announced the milestone of 
30 million users. How many of those are 
registered vs. active users? 
We have 30 million registered users. The total 
number of users that visit iLike in a given 
month is 20 million. For total registered users, 
about 50% come from Facebook, while our 
daily active users are closer to 30 % -40% Face - 
book users. Our own Web site, ilike.com, con- 
tributes about 25% to the number of active 
users, and about 5 [million] -6 million of the 
30 million total user figure. 

Does it concern you at all that most of 
your user base comes from sources other 
than your own branded Web site? 
We're very different than most other Web 
music companies in that we're completely 
syndicated across other Web sites. Most com- 
panies would be embarrassed that one -fifth 
of their registered user base comes from their 
own Web site. We really don't care. For us, it's 
more important to put our stuff where the 
users are. There are lots of sites that have built 
their own standalone destinations for music. 
We're trying to build a syndicated one where 
we're trying to put music in other destinations 
that don't have it. 

.:ÿ,A. How do these newly announced 
services help you achieve that goal? 
Before, iLike has been all about music discov- 
ery, connecting consumers to artists. With the 
rollout of the Rhapsody integration, we're en- 
abling music consumption. That's good for 
both consumers and artists. The other change 
is the concert promotion platform that en- 
ables third -party concert promoters, develop- 
ers and venue owners to get involved in iLike. 
It expands the scope of our business. 

oWhat's the business model for that 
concert ad platform? 
Currently, for $5 you get 1,000 impressions on 
a flat -rate CPM [cost per thousand]. The good 
thing about that is that it's simple. But the prob- 
lem is that in a market like New York, there's 
a lot more shows to promote, whereas in a small 
town there's maybe only one show. Making 
those the same price is really not fair. So we're 
going to move to more of an auction so the 
highest bidder gets the most targeted spot. 

Who's the target user for this new 
developer platform? 
Technology companies that create Web sites 
who want to let users add musical features. 

So if you ran a start -up that did on- 
line greeting cards, we can make it 
really easy for you to let anybody 
who's sending a greeting card pick 
a song that goes along with it. 
There's lots of interesting things 
one can do by adding either a sin- 
gle song or a playlist in the context 
of another Web site. 

So you're going from being the 
music engine for a handful of sites 
to a much more diverse set of 
sites, potentially at least. 
We're already in all the top social 
networks except for MySpace. We've 
become the de facto music service 
for the other four big social net- 
works. The next level of integration 
is to go to smaller sites. Instead of 
doing that by [individual] partner- 
ships, we're building a reusable plat- 
form to make it easier to get to the 
next hundred or thousand smaller 
sites. It's basically free, and we'll 
monetize the way we monetize 
everything else on iLike. .. 
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Smooth _Moves 
Retail Pleased 
With Sony BMG, 
EMI Appointments 

With declining CD sales, the 
slower- than -anticipated ascen- 
sion of digital delivery of music 
and the rampant piracy and 
counterfeiting of music, it's 
easy to see why sales are in a 

downward spiral. But there is 

another more subtle fac- 

tor that's also affect- 
ing the industry: 
Two major la- 
bels -Sony BMG 
Music Entertain- 
ment and EMI 
Music -have faced 
such severe opera- 
tional challenges that it's as 
though they are "broken," as 
some of their peers at Univer- 
sal Music Group (UMG) and 
Warner Music Group put it. 

But in a promising sign, re- 

tailers are welcoming a cou- 
ple of key appointments at 
Sony BMG and the promotion 
of two respected distribution 

executives at EMI. 
At EMI, A &R clearly hasn't 

been performing up to snuff. 
While the label recently received 
a boost from Coldplay's "Viva 

La Vida or Death and All His 
Friends" and Katy Perry's "One 
of the Boys," those big hits came 
at the tail end of another decline 
in the company's market share, 
which fell to 9.4% of U.S. album 

sales in the first half of 
2008 from 10.4% dur- 

ing the same period 
a year earlier, ac- 
cording to Nielsen 
SoundScan. Mean- 

while, EMI employ- 
ees have had to 

contend with big distrac- 
tions during the past year, in- 

cluding the sale of the company 
to British private equity firm 
Terra Firma and a dramatic con- 

solidation and restructuring of 
EMI's operations. 

But throughout the A &R 
slide, the distribution side of 
EMI's business has remained 
strong under the auspices of 

Ronn Werre, who has just 
been promoted to president of 
EMI Music Commercial Devel- 

opment, overseeing sales and 
distribution worldwide among 
other responsibilities. As a re- 

sult of Werre's promotion and 
the EMI restructuring, Darren 
Stupak has been promoted to 
running the U.S. distribution 
arm, EMI Music Marketing, as 
senior VP of sales and commer- 
cial development, reporting to 

Werre. EMI already gets high 
marks from the account base, 
so Stupak's upgrade is seen as 
welcome news. 

At Sony BMG, market share 
fell to 24.8% during the first half 
of 2008, down from 29.1% year 
to date as of Oct. 10, 2004, the 
first week Nielsen SoundScan 
calculated the company's com- 
bined market share following 
the merger of Sony Music and 
BMG Music earlier that year. 
Post -merger, Sony BMG had 
been expected to challenge 
UMG for market supremacy, but 
alas, that wasn't to be. 

The label also grappled with 
a slew of other challenges, in- 
cluding management shake- 
ups, the CD copy -protection 
software controversy of 2005 
and questions about what 
would happen after the com- 
pany's five -year 
merger pact ex- 

pires in 2009. 
Sony BMG also 
alienated con- 
ventional mu- 
sic merchants 
through exclu- 
sive deals with 
big boxes and by 

forcing out exec- 
utives perceived to be friendly 
to physical product, such as for- 

mer Sony BMG Salles Enter- 
prise heads Bill Frohlich and 
Jordan Katz. 

But things finally seem to 
be stabilizing. First off, Sony 
BMG appears to be nearing a 

buyout of Bertelsmann's stake 
in the label. And in a particu- 
larly important development 
for brick -and -mortar mer- 
chants, the company hit a 

home run in its moves to fill 
the void created in January fol- 

lowing Katz's departure. 
First came the appointment 

of Dennis Kooker, Sony BMG 
global digital business and U.S. 

sales executive VP of opera- 
tions and finance, as interim 
executive overseeing the distri- 
bution company. Then in July 

L ame the appointment of long- 
time Best Buy 
music executive 
Jennifer "J.J." 
Schaidler as ex- 

ecutive VP, over- 
seeing physical 
and digital sales. 
Both moves 
were made by 
Thomas Hesse, 

Sony BMG pres- 
ident of global digital business 
and U.S. sales. 

Initially, Kooker's promo- 
tion was perceived as a mistake 
because retailers weren't aware 
of him. But he has since made 
his presence known. " Kooker 
has been doing things quietly, 
but he got our respect big 
time," one retail executive at a 

big chain says. Sony BMG's 
competitors also think highly 
of Kooker. "I never knew the 
guy, but everyone gives me 
tremendous feedback on him," 
a top distribution executive at 
one of the majors says. 

ED C 

Retai 
Tracil 
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As for Schaidler, a compet- 

ing distribution president de- 

scribes her appointment as an 
"inspired choice. She is a fab- 

ulous executive and she will do 

a great job there," the exec says. 

"The industry needs her." 
Likewise, fellow retail mer- 

chants who know Schaidler 
from her days serving on the 
NARM board think highly of 
her. What's more, they love that 
she is a retailer and likely to be 
more sympathetic to retail's 
plight. And because of her ex- 

perience in overseeing Best 
Buy's digital and mobile busi- 
ness as well as its CD and DVD 

business, retailers say she is the 
ideal executive to help the in- 
dustry to bridge the phys- 
ical /digital divide. 

But even as the industry ap- 
plauds Schaidler's appoint- 
ment, the retail executive adds, 
"I hope they don't take Kooker 
out of the picture. He is very in- 
novative and retail -friendly." A 

source inside Sony BMG say 
Kooker fans needn't worry, as 
he will remain in the picture as 

Hesse's righthand man. 

For 24/7 retail news 
biz and analysis, see 

billboard.biz /retail. 
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Future Talk 
Regional Mexican Summit To Focus On New Biz Models 

Mobile, digital, branding, sponsor- 
ships and new ways of approaching 
the business will be the focus of Bill- 

board's third an- 

nual Regional 
Mexican Music 
Summit, taking 
place Oct. 6 -8 at 
the Wilshire 
Grand Hotel in 
Los Angeles. 

Already con- 
firmed as one of 
the centerpieces 
ofthe conference is a Q &A session with 
Pepe Aguilar, one of the most pro- 
gressive artists in the regional Mexi- 

can realm who has fully embraced not 
only new musical styles, but also novel 
ways of doing business, from manage- 
ment to marketing to new media. 

The summit's advisory board, 
comprising decision -makers within 
regional Mexican music, recom- 
mended that this year's gathering 
focus on new business opportunities 
in various arenas. 

Regional Mexican music remains the 
most lucrative and biggest genre of Latin 

music in the United States. But at a time 
when the business is changing dramat- 
ically and physical sales are plunging, 

the genre is overwhelmingly in 
need of fresh business para- 
digms, including the creation of 
branding alliances (which remain 
rare) and the expansion ofthe dig- 

ital and mobile 
arenas, where 
sales of regional 
Mexican music 
still lag behind 
those of other 

genres, but are quickly 
gaining ground. 

In the sales realm, 
for example, while 
regional Mexican ac- 

counts for more than 
half of all Latin 
music sold in the 
States, it made up 
only 10.3% of Latin 
digital sales in 2007, 
according to Nielsen 
SoundScan. 

But through May 
11 of this year, re- 

Latin 
Notas 
LEILA 
COBO 

Lig 

gional Mexican albums in- 
creased their share of all 
Latin digital albums to 
13.8 %. During the week 
of July 6, the top -selling 
Latin album in Apple's 

iTunes store was "Si Tu Te Vas" by 
romantic Mexican duo Los Temer- 
arios, which followed Intocable's 
No. 1 ranking in May. Only two other 
regional Mexican acts have hit No. 1 

on the iTunes chart. 
In the mobile arena, the bulk of the 

regional Mexican presence has been 

felt in the polyphonic ringtone arena, 
but in the mastertone realm, Latin in 
general and regional Mexican in par- 
ticular are virtually nonexistent on 
the charts. 

Yet this, experts say, is the area 
where regional Mexican can truly ex- 

plode. According to a 2007 Forrester 
study titled "Hispanics Connect to Mo- 

bile Data," 30% of Hispanic mobile 
data users download or stream music 
to their phones -more than twice the 
number of non -Hispanics. They are 
also three times more likely to down- 
load videos than non -Hispanics. And, 
in a twist, Spanish- dominant cell 
phone users are even more likely to 
do so, with 35% of them downloading 
music to their phones. 

Latin Notas is open to speaker sug- 
gestions for the Regional Mexican 
Music Summit, the only conference 
dedicated to the genre. We are seeking 
innovative companies that can con- 
tribute to the development, growth and 
health of the driving force of the Latin 
music industry. A full schedule of 
events as well as registration informa- 
tion is available at regionalmexican - 
musicsummit.com, and you may 
contact me directly with your input at 
lcobo@billboard.com. 

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

`Angels' Take Flight 
Pop Group From Hit Argentine TV Show Seeks International Audience 
BUENOS AIRES -Since last 
year's debut of popular TV 
series "Casi Angeles," the 
show's fictional pop band 
TeenAngels has become a 

real -life hit in Argentina. 
Now the group is poised for 

wider success thanks to an 

agreement to air the series in 

Mexico in early 2009 on the 
Televisa network and a world- 
wide tour slated to kick off 
around the same time. 

In Argentina, "Casi Ange- 
les" airs Monday through Fri- 

day on national network 
Telefe. Since the start of 
its second season 
April 1, it dominates 
its 6 p.m. -7 p.m. TV 
time slot, averaging 
about 1.4 million 
viewers every night, 
or 42% of the coun- 
try's viewership. 

"Casi Angeles" is the 
brain child of Cris Morena, 

a producer /songwriter 
who has created other 
successful tween- focused 
shows like "Chiquititas," 
"Floricienta" and "Re- 

beide Way," which have each 
produced albums that have 
enjoyed multiplatinum sales. 

The cast members of 
TeenAngels, who were cho- 
sen through an open audition, 
portray teenagers raised at 

TEEN AN GELS 

an orphanage who now have 

a band. Music, of course, plays 

a central role in the series. 
"These five boys and girls 

make a band, find their iden- 
tities and overcome their 
painful conflicts and per- 

sonal experiences," Morena 
says. "The music heals and 
saves them." 

In a sign of the show's 
strong appeal, Televisa didn't 
license the concept to pro- 
duce its own version, as it usu- 

ally does with other interna- 
tional programs, but instead 
will air the original Argentine 
production. The TeenAngels' 
tour will make stops in Mex- 

ico and Israel, where "Casi 
Angeles" airs on TV and 
cable network Nick- 
elodeon. And in Latin 
America, the series will 
debut on the Disney 
Channel this year. The 

group has also debuted a 

musical at the 3,200 -seat 
Gran Rex theater in Buenos 

Aires and sells assorted 
merchandise at the city's 
"Casi Angeles" store. 

"We had to be patient, be- 

cause it was not an immedi- 
ate success," says Gustavo 
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Yankelevich, chairman /CEO 
of RGB Entertainment, which 
produces "Casi Angeles" with 
the Cris Morena Group. "We 
did not dominate the ratings 
last year, but the success of 
the stage show and 20,000 
DVDs sold in 2007 did indi- 
cate that the audience was 
there, waiting to explode, as it 
finally did this year." 

The TeenAngels' self -titled 
2007 debut album has sold 
65,000 units and was certi- 
fied platinum (40,000 copies 
in Argentina), according to 
Sony BMG marketing direc- 
tor Damian Amato. To date, it 
is the 12th- best -selling album 
of the year in Argentina, ac- 
cording to shipment data 
from CAPIF, the Argentine 
trade group representing the 
music and video industries. 

A second album, "TeenAn- 
gels Il," arrived in January and 
was certified platinum during 
its first month of release, 
Amato says. Sales were help- 
ed by the promotion of a first 
single, "A Ver Si Pueden," on 
FM radio and Radio Disney. 

-Marcelo Fernandez Bitar 

EN ESPAÑOL: All the great Latin music coverage 
.COm you've come to expect from Billboard -in Spanish! 

Billboardenespanol.com. 
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Earlier this month, mobile 
aggregator /distributor 
PlayPhone launched its 
first all- Spanish language 
site, playphone.com/es - 
panol. Billboard spoke with 
founder /CEO Ron Czerny 
about the future of Latin 
mobile and the company's 
plans for Latin -American 
expansion. 

At this initial stage, your site 
features largely translated 
content. Will you customize 
that content? 
Absolutely. We created Play - 
Phone en Español for the U.S. 
Latin market, and we are now 
hiring a team of Latin people to 

take over the Web site manage- 
ment so it's not a pure transla- 
tion of the English site. And 
we're also going to customize 
it for each Latin country. We 
launched in Brazil in January. 
The site is in Portuguese, and 
it is fully customized under 
playphone.com.br. We're about 
to launch Argentina next 
month, and we're expanding 
into about seven countries. 

What are the particulars of 
the Latin -American market? 
The appetite is heavily toward 
local content, and the major la- 

bels sometimes don't support 
local content deals. So, we have 
to work with small agencies and 
small labels in specific coun- 
tries. The main reason we have 
a large office in Brazil is to sup- 
port the local business. Local 

content accounts for 50% of our 
business there, if not more. 

The advent of direct billing 
and direct distribution al- 
lowed you to expand into 
Latin America this year. 
What prospects do you see 
now for Latin America? 
The cell phone is the main de- 
vice of entertainment in those 
countries and there is a high 
download rate. Mexico has one 
of the highest download rates 
in the world. In Brazil, with just 
four months in business, we're 
generating over $200,000 a 

month in revenue, and music 
is the largest part of it. Ar- 
gentina is very strong as well. 
I think combined our Latin - 
American business will be sev- 

eral million dollars a month by 

the end of the year. The flood- 
gates are opening. -Lelia Cobo 
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Best'Practices 
Retail Giant Rolling Out Indie -Centric Venture 

Most of the shoppers at the Chattanooga, Tenn., 
Best Buy came to the store May 10 to buy a new 
TV or browse for stereo equipment, not to check 
out an acoustic set by Five Star 
Iris. But after the Atlanta indie band 
band played a few songs, the group 
discovered it had won the crowd 
over, selling 35 CDs in an hour to 
random patrons, most of whom, 
according to lead singer Alan 
Schaefer, "were not club -going 
folks. They probably wouldn't have 
heard our music otherwise." 

In an era where many big -box 

mitted to touring and can provide us with a qual- 
ity product," he says. "What I look for is a band 
that has a strong regional following; I'd prefer 

a band that plays several local 
shows to a band that does one big 
tour every so often." Fetto adds 
that the program is open to all 
genres of music. 

Once a band is accepted into 
the program, it pays an initial 
setup fee of $250 and is paid 
$5.15 for each CD sold. But just 
stocking the disc is only part of 
the program. "We are trying to 

develop something that totally runs that gamut 
and empowers the artists," Feinberg says. "We 
can do in -store signage and performances and 
make sure our stores are stocked in every city 
along a band's tour route." 

Best Buy has also recently begun integrating 
the program into its circular, which is included 
in almost every Sunday paper in the country. 
The first program artist to appear in the ad was 
Cas Haley, a reggae singer whose album was 
included in the spread three weeks ago. In the 
wake of the placement Haley's album, which is 

available only at Best Buy stores and online, 
sold 2,000 copies in the last two weeks (out of 

retailers are cutting back on CD sales, Best Buy 

is bucking the trend and instead focusing on of- 

fering a more personalized selection of discs. 
"We don't want to carry a cookie -cutter assort- 
ment of albums," the chain's national entertain- 
ment director Glenn Feinberg says. In an effort 
to diversify its offerings, Best Buy has started 
reaching out to independent bands through the 
Best Buy Unsigned Artists Program. 

According to John Fetto, head of J Distrib- 
ution and Best Buy's partner in the venture, the 
program is open to all unsigned artists, pro- 
vided they meet a few basic criteria. "The band's 
Web page really has to show that they are com- 

IVE STA RIS' June 28 set on the 
B Buy stage at the Taste 
o hicago Festival was an 

outgrowth of its deal with the 
retailer's Unsigned Artists Program. 

17,000 total) and reached No. 

2 on Billboard's Top Reggae Al- 

bums chart, according to 
Nielsen SoundScan. 

While Five Star Iris hasn't 
reached the same level of sales 
success as Haley, the act cred- 
its the program with helping 
to legitimize the band and giv- 

ing it a number of opportuni- 
ties for exposure. In addition to the in- store, 
the band has played at territory meetings and 
recently appeared on the Best Buy stage at the 
Taste of Chicago. Schaefer also says the folks 
in charge of the program are responsive when 
opportunities strike. "We got played on [triple 
A] KENZ in Salt Lake City, and Best Buy jumped 
and got the album in stores [there] almost im- 
mediately." 

Best Buy senior entertainment manager Lon 
Linden says his goal is to keep growing the 
project so that more artists can reap the same 
benefits as Five Star Iris and Haley. "We started 
working on it almost two years ago, and I feel 
like we have a solid foundation in place at this 
point," he says. "The next step in our evolution 
is awareness and messaging and increasing 
the number of participants in the program." 

Linden hopes that Best Buy's recent decision 
to stock instruments in its stores will help draw 
a more music -focused audience, and he plans 
on incorporating endcaps filled with local music 
into stores soon. There is also talk of partner- 
ing with venues, although Linden says nothing 
has been decided. 

Fetto adds that even starting the program 
has been an opportunity for Best Buy to grow 
and capture a new market. "People still buy 
CDs, and they have to buy them somewhere," 
he says. "The big boxes are cutting back and 
indie retailers are closing down. Don't forget, 
in a lot of places, Best Buy is becoming the only 
record store in town." 

(, =or 24/7 Indies news and analysis, see 
.1JIZ billboard.biz /indies. 
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Out Of Nothing At All 
Mobile Carriers Pin Hopes On Ad- Supported Entertainment 

NEW DELHI -With more than 270 million 
mobile subscribers, India would seem to pro- 
vide a promising market for ad- supported mo- 
bile entertainment offerings. 

But due in large part to the delayed launch 
of third -generation (3G) mobile services, the 
projected market is expected to be negligible 
in the near term. But that hasn't stopped wire- 
less carriers and mobile marketing firms in 
the world's second -largest mobile market (after 
China) from trolling for opportunities. 

A recent report by London -based industry 
organization Mobile Entertainment Forum 
projected the Indian mobile- entertainment 
market to generate $403.1 million in revenue 
in 2008, climbing to $2.2 billion in 2013. But 
MEF expects ad- supported mobile entertain- 
ment to account for only a tiny portion of 
spending, growing from a microscopic $6,300 
this year to just $2.2 million in 2013. 

The main culprit? A continued delay in the 
launch of 3G services in India. Originally ex- 

pected to launch this year, 3G services have been 
held up by the inability of state -run Telecom 
Regulatory Authority of India, the government's 
Department of Telecom and mobile carriers to 
agree on the pricing of spectrum access, for- 
eign ownership and other regulatory issues. 

Still, mobile industry executives believe 
music would be well -positioned to profit should 
ad- supported business models take offin India. 

"Mobile music already has a massive user 
base and is not affected much by connectivity 

A lack of music industry unity has ham- 
pered the ability of rights holders to negotiate 
better terms from content aggregators and car- 
riers. But P.S. Parasuram, head of content and 
new product development at Bharti Airtel, in- 
sists the carriers' share of revenue is justified, 
"given the high infrastructure investments 

_ 
The revenue the Mobile Entertainment 
Forum expects India's mobile entertainment 
market to generate in 2013. 

borne by carriers to serve a large market like 
India, where users are charged the lowest tar- 
iffs in the world." 

With mobile operators grabbing the lion's share 
ofconsumer spending on mobile entertainment, 
some are considering ad- funded ringtones as a 

means to make up for revenue lost to piracy. Air - 
tel, India's biggest carrier, plans to test a music - 
based ad- supported mobile service as part of the 
company's existing music service Hello Tunes. 

"Hello Tunes will shortly pilot subsidized 
monthly subscription fees for caller ring - 
back tones where, for instance, the first 
three [such tones] could be music tracks 
and the next [tone] could be an ad jingle," 
Parasuram says. 

`Mobile music already has 
a massive user base and 
is not affected much by 
connectivity issues, such 
as 3G, which really pertains 
to videos and games.' 

-NEERAJ ROY, MEF ASIA BOARD ISIS 
issues, such as 3G, which really pertains to 
videos and games," says Neeraj Roy, vice chair- 
man of the MEF Asia Board and CEO of Mum - 
bai -based mobile marketing company 
Hungama Mobile. 

Some advertisers are bullish about ad- 
supported mobile entertainment, even 
though overall mobile ad spending in India 
remains modest. MEF projects spending 
will total $6 million this year, rising to $54 
million in 2013. 

"Two hundred and seventy million mobile 
users is a great target audience," says Sandip 
Tarkas, president of customer strategy at Mum - 
bai -based retail conglomerate Future Group. 
"While mobile advertising hardly exists in our 
ad spend today, in five years, I reckon we will 
allocate at least 10% of our total ad spend on 
mobile advertising." 

Meanwhile, Roy claims that only about $70 
million -$80 million of the annual revenue from 
mobile entertainment, mostly from music, ac- 

crues back to rights holders. 
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Another reason for the Indian mobile mar- 
ket to hope that ad- supported entertainment 
will break out: Some fee -based services haven't 
done well with consumers. For instance, Mum - 
bai -based Star India's mobile portal getplus.in 
recently scrapped a 75 cent monthly fee to ac- 

cess paid -for TV shows, music and other enter- 
tainment content, although it still charges for 
individual downloads. Mumbai -based Univer- 
sal Music India serves as content aggregator. 

"It's still early days to charge consumers for 
access to such mobile- entertainment plat- 
forms," Star India senior VP /head of mobile 
entertainment Viren Popli says. 

The prospects for ad- funded mobile music 
in India are "more of a concept than reality," 
Mumbai -based EMI Music India managing 
director Suresh Thangiah admits. His coun- 
terpart at Universal Music India, Rajat Kakar, 

agrees, saying that while ad- supported offer- 
ings "could offer potential for mobile music, 
it really depends on how this concept is offered 
to advertisers and consumers." 

GLOBAL BY CHRISTIE ELIEZER 

STRIKE UPTHE BRAND 
Music Tie -Ins Finally Take Off In Australia 

MELBOURNE -After lagging behind other 
markets in their use of music branding cam- 
paigns, Australia's music and marketing sec- 
tors are sprinting to make up lost ground. 

The amount of money going to music com- 
panies from branding tie -ins has surged by 
about 60% annually since 2006 and should 
climb by about the same rate this year and in 
2009, says Sean Pickwell, managing director 
of "band and brand" specialist Waterfront En- 
tertainment Marketing of Sydney, whose 
clients include Sony Ericsson, Gamier hair - 
care products and Ford Motor. 

Most high -profile deals to date have involved 
international acts and multinational brands. 
One source notes that even the biggest Aus- 
tralian -owned companies have difficulty attract- 
ing key acts, as "they only have about a quarter 
of the multinationals' marketing budgets." 

When Australian companies seek branding 

opportunities, sports sponsorships account for 
most of the deals, Pickwell says. By contrast, of 
the estimated $4 billion Australian ($3.8 bil- 
lion) that Australian -based corporations spent 
in 2007 on branding and sponsorships, Pick - 
well estimates that just $13 million -$15 mil- 
lion Australian ($12.6 million -$14.5 million), 
or 0.4 %, went to the Australian music business. 

But Aussie acts could soon capture a larger 
share of branding expenditures. About a 

decade ago, Australian acts were unsure how 
their audiences would react to corporate part- 
nerships, while brands complained of the re- 
luctance of artists to fulfill commitments, 
Pickwell says. 

"But in recent years," he says, "brands 
have been reassured that the music indus- 
try and artists are more switched on to the 
needs of marketers." 

Delta Goodrem (Pepsi -Cola), John Farnham 

N EWS 
» >MERCURY SHORTLIST 
RISES 
Rock veteran Robert Plant is up against 
teenage singer /songwriter Adele on the 12- 

album shortlist for the 2008 Nationwide Mer- 
cury Prize. The nominees, chosen from more 
than 240 albums by British acts, are Adele's 
"19" (XL), British Sea Power's "Do You Like 
Rock Music ?" (Rough Trade), Burial's "Un- 
true" (Hyperdub), Elbow's "The Seldom Seen 

Kid" (Fiction /Universal), Estelle's "Shine" 
(Atlantic), Laura Marling's "Alas I Cannot 
Swim" (Virgin /EMI), Neon Neon's "Stainless 
Style" (Lex), Portico Quartet's "Knee -Deep in 

the North Sea" (Vortex), Rachel Unthank & 

the Winterset's "The Bairns" (EMI), Radio - 
head's "In Rainbows" (XL), Robert Plant & 

Alison Krauss' "Raising Sand" 
(Rounder /Decca) and the Last Shadow Pup- 

pets' "The Age of the Understatement" 
(Domino). The Mercury judges will select their 
album of the year from the shortlist Sept. 9 at 
a televised ceremony in London featuring 
live performances from various nominees. 

-Tom Ferguson 

» >UNIVERSAL REACHES 
FOR SKY 
U.K.market -leading pay -TV provider Sky has 

reached an agreement with Universal U.K. to 
launch a music subscription service that will 
provide subscribers with unlimited music 
streams and a set number of download -to -own 
tracks from Universal's catalog. Price points 
and an official start date have yet to be revealed, 

but the service will roll out to consumers in the 
United Kingdom and Ireland later this year, with 
titles offered in the MP3 format via a range of 
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SEED, left, and-SHARON DEE are among the 
contemporary aejs on Gallo's roster. 

SNEAKY SOUND SYSTEM, left, and ROGUE TRADERS, above, are among the Aussie 
acts currently taking advantage of newly emerging branding opportunities. 

(telecom Telstra) and Jimmy Barnes (Lego's 
Pasta) are among the Aussie acts that have pock- 
eted branding dollars in the past 18 months. 
And electro -pop trio Sneaky Sound System - 
whose self-titled 2006 debut was certified dou- 
ble- platinum (140,000 units shipped) -will 
promote the Aug. 16 release of its album "2" 

(Whack) and an Aug. 16 -30 tour by participat- 
ing in a print /billboard /TV ad campaign for 
Sony Ericsson's Walkman mobile phone. 

Earlier this year, Ford Motor (Australia) 
inked its first Aussie music deal, 
sponsoring multiplatinum Sony 
BMG act Rogue Traders' 31 -date 
national tour. 

"The music industry can be 
quite daunting" for Australian 
brands, Ford Australia sponsorship 
manager Nick Cummins says. "You 
have to know its ins and outs. It's quite dif- 
ferent to sports, where Ford traditionally op- 
erates." 

Under the pact, Ford used Rogue Traders' 
tracks in TV and radio ads for its Fiesta model. 
Ford also ran an online contest offering a walk - 
on role in a band video, which Cummins says 
allowed it to accumulate data on the campaign's 
18- to 35- year -old target group. Ford, he adds, 
is now looking at more music opportunities. 

"The band wanted a huge production and knew 
they needed sponsorship," Rogue Traders man- 
ager Philip Cleary says, noting that Ford covered 

a "substantial" part of the band's $750,000 Aus- 

tralian ($729,000) tour costs. "They're already 
brand- savvy. Five to seven percent of their [an- 

nual] income comes from sponsors." 
Sony BMG Australia launched its Business 

Enterprises division in 2006 and now claims to 
work with 100 brands. Its initiatives have in- 

cluded offering exclusive downloads as cus- 
tomer incentives for Kellogg's, MBF health 
insurance and Hyundai Motor. 

The campaigns "generated excel- 
lent results" for the label and 

brands in terms of consumer re- 
sponse, with some 70,000 tracks 
downloaded to date, Sony BMG 
Music Entertainment Australia 
chairman /CEO Denis Handlin 

says. 
The latest sign of burgeoning inter- 

est in music branding came July 8, when rep- 
resentatives from 150 brands attended the 
Sydney launch of the local arm of BrandAmp, 
the European joint venture between Universal 
Music Group and global communications 
agency WPP's media investment arm GroupM. 
BrandAmp develops music /brand partnerships 
for WPP clients. 

BrandAmp Australia's Sydney -based GM Dar- 

ren Aboud says he expects the company to add 
"significantly" to the sector's growth Down Under. 
"The idea is to show brands that music is part of 
their culture -not an add -on," he says. 

subscription options. Sky's multichannel TV 
service claims 8.9 million subscriptions, which 
it says translates to about 21 million viewers. 
The company also operates a fast -growing 
broadband service. -Lars Brandie 

» ,ENPALS EXTENDS 
DEADLINE 
Italian government agency ENPALS has ex- 
tended the deadline for payment of royalty - 
based retroactive pension contributions (Bill- 
board, June 14) by record labels from July 15 

until Oct.16. ENPALS announced its intention 
earlier this year to impose royalty -based pen- 
sion payments by record labels. Labels were 
asked to pay an initial fee per singer per 
recorded track that would subsequently be 
updated according to the number of albums 
and singles sold, backdated to 2004. While 
the major labels accepted the new arrange- 
ment without protest, indies lobbied for an ex- 
tension, arguing the deadline would force 
many into bankruptcy. Indie representatives 

say they are now setting up negotiations with 
Italy's Ministry of Labour in an attempt to mod- 
ify the scheme. -Mark Worden 

»,MTV LAUNCHES U.K. 
CHART SHOW 
The United Kingdom has a new TV chart 
show. On July 21, MTV U.K. launched a weekly 
singles and album chart countdown show 
that airs on the domestic version of VH1. The 

"Official U.K. Top 40" is the first chart count- 
down program on British TV since the BBC 

axed its venerable "Top of the Pops" program 
in the summer of 2006. It is part of a new 
long -term, multiplatform deal between MTV 

U.K. and chart compiler the Official U.K. 
Charts Co. The chart show is broadcast each 
Monday at 7 p.m. GMT, then airs on other 
channels across the MTV network throughout 
that week. -LB 

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

BY DIANE COETZER 

Changing 
Of The Guard 
New Gallo Music Head Aims To Keep Pole Position 

JOHANNESBURG -Africa's oldest and largest 

independent label is entering a new era. 

Gallo Music Group managing director Ivor 
Haarburger is retiring July 31 after 40 years 
with the Johannesburg -based company. Re- 

placing him is Lazarus "Laz" Serobe, who 
became the first black head of a domestic 
major when Sony Music South Africa named 
him managing director in 2001. 

Haarburger admits he is leaving the African 
indie powerhouse in "challenging times." 
Recording Industry Assn. of South Africa fig- 
ures credit Gallo with a 17.7% value market 
share in 2007, compared with its 10 -year peak 

of 26% in 1998. 

But Serobe says he's intent on improving 
market share. 

"My biggest challenge will be balancing 
[our] commitment to roots music with 
A &R'ing new music forms that belong in con- 
temporary South Africa," Serobe says. 

One immediate goal will be to increase 
Gallo's digital sales at home and abroad with 
the assistance of Warner Music, he says. Since 

May 2007, the two companies have operated 
a joint venture, Warner Music Gallo Africa, 
representing Warner repertoire on 

the African continent. Warner Mu- 

sic Gallo Africa is attempting to 
build relationships with local on- 
line retailers and mobile operators 
to make its repertoire widely avail- 
able in South Africa, Serobe says. 

The exec says he's also looking 
forward to working with U.S. -indie 
Heads Up International, Gallo's key overseas 
label partner. Cleveland -based Heads Up will 
release a slate of Ladysmith Black Mambazo 
catalog and new offerings. Gallo boasts mul- 
tiple Grammy Award wins with Ladysmith 
and Miriam Makeba. 

Another potential growth opportunity is 

South African hip -hop, which Serobe says 

has yet to realize its commercial potential. He 

also sees opportunities for new genres to 
emerge, given the sustained popularity of 
local house /hip -hop hybrid kwaito during 
the past 15 years. 

Since launching in 1926, Gallo has built an 

unparalleled catalog of indigenous music 
that Haarburger estimates includes 85% of all 

recordings made in the country prior to the 
mid -'80s. Repackaging such catalog acts as 

Stimela, Sipho "Hotstix" Mabuse and Solo- 
mon Linda & his Original Evening Birds, he 

says, "has seen us through tough times." 

In addition to its catalog strengths, Gallo's 
domestic roster includes such contemporary 
South African artists as Simphiwe Dana, Seed, 

Sharon Dee and Valerie Kimani. Haarburger 
says that Afro -soul star Dana "really brings 
together the roots music that makes Gallo so 

unique, but with a fresh, contemporary out- 
look that speaks to the 21st century. That is 

what I am positive will remain under Laz." 

Serobe's appointment as Gallo managing 
director is a homecoming of sorts. He was the 
company's business and legal affairs manager 
in 1994 and 1995 before joining Sony Music 
South Africa as business and legal affairs di- 

rector. Since 1996, Gallo Music Group, 

which also includes Gallo Music Pub- 

lishers and the RPM Records imprint, 
has been part of Johannesburg 
media conglomerate Avusa. 

Haarburger "mentored me at 
Gallo before Sony South Africa set up busi- 
ness," Serobe says. "From those days, I came 
to appreciate how important distinctly South 
African music repertoire is to the company." 

Following the 2004 merger of Sony and 
BMG, Serobe created the Heita Records label 

as a joint venture with Sony BMG Africa, but 
sold his stake to Sony in 2006 and moved 
to wireless carrier Vodacom as executive 
head of mobile entertainment. 

"Having worked with both Ivor and Laz 

for so many years it's both strange and excit- 
ing for me to see Laz replacing Ivor at Gallo," 
says Guy Henderson, London -based senior 
VP of international at publisher Sony /ATV 
and a former Sony Music South Africa man- 
aging director. "Strange in that it is hard to 
imagine the South African music industry 
without Ivor; exciting because I know Laz, 

with his experience and array of talents, will 
bring so much to the Gallo Group." - 
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DIGITAL BY ANTONY BRUNO 

Tear Down 
This Wall 
Enthusiasm 
Grows For Open 
Platforms, Shared 
Content 

I guess it really is true that 
everything you need to know 
you learned in kindergarten. 

Take the very first lesson: 
Share everything. 

It's right there at the top of 
the list, but only now are we 
starting to see the digital enter- 
tainment industry take notice. 
Once littered with walled gar- 
dens and content silos, the dig- 
ital landscape is finally 
beginning to sprout a cus- 
tomer- friendly ecosystem of 
shared content and traffic. 

Fueling this newfound spirit 
ofinteroperability are new tech- 
nologies that enable the sharing 
of content between sites. They 
include the Open Social initia- 
tive and Facebook's open devel- 
opment platform, both fueling 
the "widgetization" of the Web. 

It's also a reflection of the 
surging "mash -up" movement 
online. A mash -up is a Web ap- 
plication that combines con- 
tent and features from multiple 
sources for a specific purpose 
that none of the contributors 
do individually. The most corn - 
monly used applications are 
those with easily embeddable 
content or open APIs (pro- 
gramming information avail- 
able to all), such as Google 
Maps, Twitter and Last.fm. 

This mash -up practice has 
long been used by such niche 
music applications as Wik- 
iFM -which merges a band's 
Wikipedia page with its music 
streamed from Last.fm -or 

Rhapsody +Pitchfork, which, as 
its name implies, adds full - 
song streaming from Rhapsody 
to Pitchfork's music reviews. 
Most are created by tech -savvy 
fans just looking for ways to cre- 
ate their dream application. 

But in the last year, main- 
stream services have taken the 
bait. In 2007 Music -based so- 
cial network MOG added You- 

Tube videos as part of its MOG 
TV service. Yahoo's FoxyTunes 
originated as a mash -up that 
combined artist bios, lyrics and 
news from Yahoo; related artist 
recommendations from 
Last.fm; and links to buy tracks 
from Amazon. 

The list goes on. TiVo users 
can now stream YouTube videos 

and Rhapsody's music. MTV is 
using its partnership with 
Rhapsody to let fans stream 
music heard on its TV shows. 
AT &T Mobility subscribers can 
choose between Napster Mobile 
or indie haven eMusic as their 
mobile music provider. 

Digital music retailers are get- 
ting with the program, too. eMu- 
sic will soon incorporate relevant 
content from other sites into its 
online music subscription serv- 

ice. For instance, a pending re- 

vamp of its artist pages will 
dynamically pull in music videos 
from YouTube, artist entries 
from Wikipedia and fan or other 
photos from Flickr. 

And in the spirit of sharing, 
eMusic is reciprocating by un- 
shackling much of its exclusive 
editorial content and making it 
available in widget form. That 
includes features like the eMu- 
sic Dozen, as well 

as Q &A profiles 

TUNE TROOPERS 
"From the days of old, Melodica was a land of 
music, a land of freedom. Until one day, they 
came -the Mechanoids, who enhanced their 
body with machinery." That's the premise of 
the latest music game for the iPod -"Song 
Summoner. The Unsung Heroes." The first role - 
playing game for the music device has garners 
tapping their iPod library for songs that can be used as 

weapons, transforming each into "Tune Troopers" to 
battle those Mechanoid bastards. Or something. What- 
ever ... it involves playing music and killing things, so 

just run with that and check it out. "Song Summoner: 
The Unsung Heroes" is available now from the iTunes 

store for $5. -AB 

and Spotlight articles. 
Its new album page fea- 

tures allow users to post 
their favorite albums to 

Facebook, Twitter and 
more than a dozen 
other social networking 
sites and services. 

"The days of build- 
ing some big, mono- 
lithic, walled -garden 
digital music store that 
people will come to 
and you never let them 
out of are gone," eMu- 
sic CEO David Pak - 
man says. "We [haven't 
been] making it easy 
for fans to embed their 
favorite eMusic finds, 
so this is really a recog- 
nition of behavior that 
already exists." 

Even Apple, that 
bastion of rugged indi- 
vidualism, is starting 
to play better with oth- 
ers. Hand in hand with 
the recent iPhone 
launch was the intro- 
duction of iTunes' App 
Store, made possible 
by Apple's decision to 

give developers access 
to the iPhone platform 
(at a price, of course). 
The result is a host of 
programs that take ad- 
vantage of one -click 
iTunes sales, as well as 
the integration of such 
iPhone partners as YouTube. 

Contributing to this momen- 
tum in no small way is the 
emergence of several clear win- 
ners standing out amid the 
many options for online con- 
tent. YouTube is the de facto In- 

ternet video service, 
responsible for upwards of 1 

billion video streams per day. 

Wikipedia has emerged as an 
important source for artists' in- 
formation, with popular artist 

pages averaging 
around 5,000 hits per 
day -dwarfing the 
failed artist -wiki ef- 
forts of such services 
as Napster's Nar- 
chive. And for pho- 
tos, there's Flickr. 

Rather than com- 
peting with these 
readily available 

services, it's proving 
easier and faster to just in- 
corporate them. 

"Tear down the walls," Pak - 
man says. "Let's bring stuff 
into the site that people are al- 

ready using, and let people 
take our stuff out." 

This newfound openness to 
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Recent redesigns of such online 
music services as eMusic, above, 
have incorporated content from 
multiple online sources. 
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sharing is also reflective of the 
face lift trend taking place 
among digital music sites tart - 
ing themselves up for a new 
digital music mating season. 
With labels now agreeing to 
digital rights management -free 
licensing, ad- supported free 
streaming and other models, 
the digital music game has 
changed, and established play- 

ers are busily revamping their 
strategy to best address this 
new battlefield. 

Last.fm recently underwent 
a face lift of its own. Buzznet is 
sprucing up through an aggres- 
sive series of acquisitions, and 
even Rhapsody and Napster say 

to expect more changes as their 
DRM -free strategies sink in. 

It's early days, to be sure. But 
if successful, these forays could 
pave the way to an interopera- 
ble future where, rather than 
trying to guess how fans want 
to enjoy music online, services 
will simply let them create their 
own customized experiences 
using their favorite tools. 

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

I3I"S & BRIEFS 
DOWN THE TUBE 
User -generated online video 
may not be the cash cow 
many expected. According 
to research outfit the Diffu- 
sion Group, user -submitted 
videos account for slightly 
less than half, or 42 %, of all 
the video streamed online 
today, but contribute only 
4% of all ad- related revenue. 
Professional video, mean- 
while, accounts for the other 
58% of streams and 96% of 
ad- related revenue. Case in 

point: At a recent music in- 
dustry conference in Lon- 
don, Nettwerk Music honcho 
Terry McBride said Avril Lav- 
igne is prepped to pocket $2 

million in ad -share revenue 
from YouTube. Of course, her 
"Girlfriend" video remains 
the most -watched music 
video in the site's history. 

USE YOUR HANDS 
The mobile version of "Gui- 
tar Hero" was critically 
panned but a commercial 
success. So it's no surprise 
that developer Hands -On 
Mobile has introduced the 
sequel -"Guitar Hero Ill: 
Backstage Pass." With more 
than 25 hours of gameplay, 
the new game lets players 
promote their music on TV 
and radio, build buzz 
through street cred, make 

demo tapes, sign record 
contracts, conduct press in- 
terviews, rehearse and of 
course play gigs. And in an 

even further departure, play- 
ers can join an online user 
community, where they can 

download new music, chat 
and set up competitions with 
other users. 

DOWNLOAD 
DO- GOODERS 
Charities are making good 
use of the flexibility and 
ubiquity of digital music. 
Several artists, such as 

Natasha Bedingfield, Peter 
Buffett and Akon, are using 
digital channels as fund -rais- 
ers for their favorite causes. 
Bedingfield has teamed with 
LG Mobile Phones to offer a 

live version of the song 
"Angel" as an exclusive ring - 
tone. The $3 fee will be do- 
nated to the VH1 Save the 
Music Foundation, which 
raises awareness and fund- 
ing for music education. Buf- 
fet and Akon are working 
with variable -pricing outfit 
AmieStreet to raise funds for 
the Creative Visions Foun- 
dation. The service's new 
Download to Make a Differ- 
ence campaign will donate 
$2 to the organization for 
every free download of their 
single "Anything." 

TOP SONGS 
4 1 SLIPKNOT 

Psychosocial ROADRUNNER 

AOL Music 
exclusively 
premiered the 
band's new masks 
in a gallery and 
presented the 
song in tandem 
with the feature. 

2 CHRIS BROWN 
With You JIVE 

3 TAYLOR SWIFT 
Picture to Burn BIG MACHINE 

4 ALICIA KEYS 
No One J 

5 CHRIS BROWN 
Take You Down JIVE 

6 TAYLOR SWIFT 
Teardrops on My Guitar BIG MACHINE 

7 JORDIN SPARKS 
One Step at a Time JIVE 

6 CHRIS BROWN 
Kiss Kiss JIVE 

9 AVRIL LAVIGNE 
When You're Gone RCA 

ro BRITNEY SPEARS 
Break the Ice JIVE 

TOP VIDEOS 
1 KATY PERRY 

I Kissed a Girl CAPITOL 

The singer's video 
was featured in 
AOL's "About to 
Pop" and "DL 
Show" programs, 
garnering its 
handsome 
placement on 
the tally. 9 

4 

5 

6 

7 

KERLI 
Walking on Air ISLAND 

RIHANNA 
Take a Bow DEF JAM 

MILEY CYRUS 
7 Things HOLLYWOOD 

LIL WAYNE 
Lollipop CASH MONEY /UNIVERSAL MOTOWN 

LEONA LEWIS 
Bleeding Love SYCO /J 

DANITY KANE 
Damaged BAD BOY 

e JORDIN SPARKS 
No Air JIVE 

JONAS BROTHERS 
Burnin' Up HOLLYWOOD 

10 MARIAN CAREY 
Bye Bye ISLAND 

393,813 

87.635 

45.147 

45.075 

33.807 

33.190 

31.204 

30.392 

30.169 

27,529 

173.827 

169,773 

148.824 

136.613 

123,767 

123,343 

90,792 

84,390 

79.623 

70.677 

First Listen /First View " Network Live ' Breaker Artist 
AOL Sessions Source: AOL Music for the four weeks 

ending July 18. 
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Carrol 
The SunTrust executive talks 
about lending and wealth 
management options for 
musicians, publishing companies 
and other clients. 

SunTrust has been a well -known name in the publishing business and in Nashville, but dur- 
ing the last few years the company has been spreading its wings. First, SunTrust grouped and 
branded business lines that were closely related into the Sports & Entertainment Group, 
overseeing investments and providing other financial services to musicians, athletes and 
actors. Second, it began expanding beyond its core business of serving individual clients to 
work with corporate clients as well. 

"We started out in Nashville 20 years ago," SEG managing director Thomas Carroll says. 

"My predecessor -Brian Williams, who passed away tragically two years ago -was a real 
pioneer in the music business and at the time was one of the first people to discover how 
to use royalties and intellectual property in the form of copyrights as collateral for loans." 

Carroll, who grew up in Atlanta and graduated from Wake Forest University, has been 
with SunTrust for 12 years and had always been involved in the management of high net - 
worth client relationships. Since a number of his clients were in sports and entertainment, 
"when the opportunity came to run this group, it was a good fit," he says. 

Today, the SunTrust parent company has total assets of $179 billion and serves clients in 

39 states. In music, the company has expanded its business to hip -hop in Atlanta and Latin 
in Miami, and has its eyes on New York and Los Angeles, with the goal of making inroads 
into the film industry, Carroll says. 

Who are some of your clients? 
I prefer not to say. In 2008, v, e had 98 

clients who were nominated for 
Grammy Awards and 28 who won. 
We deal with very prominent musi- 
cians. In the country music space, we 
have significant market share. We 
have served upwards of 80% of [Coun- 

try Music Assn.] award winners. 

What about the corporate side? 
In the last couple of years, we have 
worked with a lot of publishing corn - 
panies and record labels. We really 
like the publishing business and 
have been proactively going out try- 
ing to find opportunities to help 
publishers to acquire assets. That's 
a business we really like, especially 
with companies that have business 
models that know how to exploit 
those assets, and can perhaps buy 
them undervalued. 

What type of investment man- 
agement services do you offer? 
It's a little bit different. You are talk- 
ing typically about young individu- 
als who are inclined to live a pretty 
extravagant lifestyle and who may 
not have a lot of financial experi- 
ence, so we take a very conservative 
posture in dealing with their assets 
and money. One of our biggest chal- 
lenges is to try to prevent our clients 
from overspending. Some listen to 
us and some don't. 

The music business doesn't have 
any 401(k)s so we try to get them to 

set up IRAs and make the annual 
contribution to that so they can start 
to prepare for retirement. We take 
the first few years to help a client to 
establish a core base, a nest egg of 
conservatively managed assets that 
are liquid. Once they prove some 
sustainability in the industry, then 
we can have them branch out and 
do other things. 

What about lending activities? 
The lending side is critical. Typically 

a young athlete or musician is going 
to want to live a lifestyle maybe in 
advance of the cash flow supporting 
that lifestyle. So the way they bridge 
themselves until the cash flow 
catches up is through a credit facil- 
ity. We have a number of situations 
where we provide royalty loans that 
are secured by a songwriter's roy- 
alty income stream from ... one of 
the performing rights societies. 

So the collateral would be the 
royalty stream, not the copyright 
asset itself? 
Right. The royalty stream is like a re- 

ceivable. It is already earned and 
payable to the artist. The way we 
structure the loans, the money comes 
straight from the performing rights 
organization to us. We also do a lot 
of intellectual- property lending. We 
try to get our clients to treat that as a 

financial asset. Oftentimes, we may 
recommend that a client sell all or a 

portion of that asset, especially in 

light of tax rates being so favorable 
for buying and purchasing them. But 

ifa client wants to do something else 
without liquidating, we can provide 
a facility or a loan against their pub- 
lishing assets. The revenue off those 
assets will typically pay down that 
loan over time, and we file a lien with 
the copyright office. 

When you work with companies 
acquiring publishing assets, how 
much equity do you like to see 
in deals? 
I wish there was a canned answer. It 
depends on what the asset is -you 
could be buying an iconic asset that 
you feel pretty comfortable with over 
time or you could be buying an asset 
that is not quite as well -known and 
then we typically will want to see a 

little more equity. It also depends on 
our expectation of management's 
ability to manage and exploit the 
asset. A good ballpark is probably 
70% loan to value. But that could 
range from 50% to 80 %. The more 
skin in the game, the better. 

Has that stance changed as the 
market place gets tighter? 
It has changed a little bit. It's inter- 
esting because it seems that the 
publishing business is doing quite 
well and I think a lot of that is being 
fueled by the tax laws. 

Are you referring to the 15% cap- 
ital gains tax rate levied on an 

One of our 
biggest 
challenges 
is to try to 
prevent 
our 
clients 
from over- 
sending. 
dome 
listen to 
us and 
some 
don't. 

individual's sale of music com- 
positions, which is due to revert 
back to the individual's higher 
income tax rate in 2010? 
The tax changes that went into place 
are helping to fuel a lot of the valu- 
ations that you are seeing in music 
publishing rights now, which are 
getting pretty high. The seller gets 
to recognize the gains at capital 
gains rates and the buyers get to 
amortize the expense of the acqui- 
sition over a shorter period of time, 
which makes it a better deal for the 
buyer and seller. Depending on 
what happens in the next presiden- 
tial election, there is some concern 
that those rates may go up, which 
is spurring some activity now. 

My understanding is that publish- 
ing valuations have dropped 
somewhat, even if they are still 
considered high at the lower level. 

It all depends on the asset. I have 
seen some catalogs fetching 18, 19, 

20 times [net publishers share] and 
there is a market lined up to poten- 
tially bid on it. And then there are 
other catalogs that are in the single 
digits [in NPS]. 

Can you quantify any aspect of 
your business? How much does 
your investment management 
arm run, or how are you weight- 
ed in terms of music versus film 
and sports? 
We don't quantify that publicly, but 
what I could tell you is our loan port- 
folio has grown at a compounded 
annual growth rate of 40% per year 
over the last five years. Our banking 
deposit balances and investment bal- 

ances have each grown about 25% 
during that same time frame. We 
are heavily weighted in music right 
now- 65 % -70% -and our second - 
biggest part would be motor sports 
and then traditional team sports. 

So do you face the same pres- 
sures as other investment firms 
every time a negative article on 
the music industry is printed? 
We don't because we are delivering 
pretty strong year- over -year growth, 
top and bottom line. 
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It's a scaldin g summer 
day in Los Angeles 

as some of the music industry's most 
distinguished urban artists made their way to the 

Shrine Auditorium for the 2008 BET Awards. 
This year's bill featured all the heavy- hitters: Usher, 

Lil Wayne, Alicia Keys and T Pain assisted by 
DJ Khaled, Ludacris and Rick Ross. But 

what drove the audience wild was Chris Brown's 
set with Ciara. For a performance of Brown's 
"Take You Down," she ditched her traditional 

oversized sweat pants and bedazzled sports bra 
in favor of a black, skin -tight dominatrix -style 
cat -suit, thigh -high black stiletto boots and a 

matching black wig. The choreography included 
straddling Brown mid -air as he laid on the stage 

floor, scaling her hands up the right side of his 
body and a dance trick in which Ciara slithered her 

head down his back, and rested it on his right calf 
while bending her lean frame backwards. 

The performance ended with Brown and Ciara 
seductively staring at each other, as the crowd gave 
them a standing ovation. The message couldn't 

be more clear: Ciara isn't the teen princess of Crunk 
& B any more. Now 23 and with two platinum 

records under her belt, she is reinventing her career 
with a bold new creative and business plan that 

includes "Fantasy Ride," a conceptual album due in 
the fourth quarter via LaFace /Zomba, 

and an intensified focus on branding with a 
modeling contract and movie roles. 

"The key to any success is to be creative and 
to take chances," her recently appointed man- 
ager Johnny Wright says. "This is how artists 
stay on top: by challenging themselves and in- 
creasing their fan base, and by bringing some- 
thing unexpected to you." For "Fantasy Ride," 
Ciara is pushing the envelope creatively by hav- 

ing the set feature three distinct musical styles. 
As of now, the three sounds will tentatively be 
called "Groove City," full of sensual songs; 
"Crunk Town," with Atlanta -based crunk music 
similar to her introductory single, "Goodies "; 

and "Kingdom of Dance," with uptempo, 
house -leaning, freestyle -tinged cuts. 

"There are three elements of her music in 
this record and to me that's growth," Wright 
says. "That could never 
be a bad thing. She's 
not stepping away from 
her original fans; in- 
stead, she's exploring 
new opportunities on 
this record." 

Producers include 
Danja Handz, Jasper 
Cameron, L.O.S. and 
Tricky Stewart, who is 
co- executive producing 
the album alongside 
Ciara. Akon, Lil Jon, the - 
Dream and Ludacris 
make guest appearances, while Ne -Yo, T -Pain 
and Frankie Storm (from Rihanna's "Don't 
Stop the Music ") are all contributing writers. 

"It will still definitely be three different 
sounds in one package," Ciara says. "My mis- 
sion is to take fans on a musical journey to three 
different sounds that represent me so that they 
get a chance to see the sides of me they still 
haven't seen." 

"High Price," featuring Ludacris, and the 
uptempo dance song "Work" are both in con- 
tention for debut single. ( "High Price" has al- 

ready been leaked online. "My feelings were 
so hurt, because I wanted to present that track 
to the fans the right way," Ciara says.) Other 
tracks on the set include the feminist track "In- 
dependent Woman," the go -go -esque "Echo," 
the bass -heavy "When I," the energetic "I'm 
On," the melodic "Lover's Thing" and the Ne- 

Yo- assisted "Super Natural." "The music flows 

together. It's about the journey and having fun 
through music. I can give you a basic album 
in a 12 -song layout, but I wanted to be more 
creative," Ciara says. 

The format presents challenges and oppor- 
tunities alike for marketing, says Lisa Cam- 
bridge, VP of marketing at Zomba Label Group. 

"The dance aspect of this album has made 
international want to get their hands on it, es- 

pecially the U.K.," Cambridge says. "She has 
[had] some success overseas, but this is her real 
breakthrough. We're really hoping to set up op- 

portunities to spend time in the territories and 
combine it with touring; this way, she can be 
more in command of her time." However, Cam- 

bridge says because Ciara 
is somewhat of a "new 
artist" overseas, she will 
most likely start by doing 
all -day promotional stops 
instead of a formal tour. 

As far as online promo- 
tions, there will be lim- 
ited- edition digital 
versions of the three ele- 

ments on the album 
made available, Cam- 
bridge says. 

In addition, she says 
Ciara will make appear- 

ances on urban TV music shows like BET's "106 

& Park," as well as the traditional stops on MTV's 

"TRL," daytime talk shows and late -night TV. 

And amid all the promotion for the album, 
Ciara is planning how to make a bigger impact 
in the entertainment scene. She recently inked 
a deal with Wilhelmina Models, which cur- 
rently represents such acts as Fergie, Natasha 
Bedingfield and the Veronicas. 

Wilhelmina president Sean Patterson was 
one of the first to notice Ciará s recent worn - 
anish air and decided to jump onboard. "We've 
been talking for years, but definitely recently 
saw the opportunity to market her, create en- 
dorsement deals and image- enhancing deals 
that would be good for her brand," Patterson 
says. "She is the complete package. She is 
model made, with perfect size, perfect height 
[Ciara is 5 feet, 7 inches tall], a beautiful body 

`My mission 
is to take fans 
on a musical 

journey to 
three diferent 

sounds that 
represent me.' 

-CIARA 

TRIPPIN' 
WITH 
CIARA 
On "Fantasy Ride," Ciara divides the album 
into three "cities ": "Groove City" for slow 
jams, "Crunk Town" for tributes to her Crunk 

& B roots and "Kingdom of Dance" for, you 

guessed it, dance. Here she talks about the in- 

spirations for some of the tracks. -MC 

GROOVE CITY 
On "Lover's Thing ": "This 
track is very melodic -it's a 
feel -good record. It's a track 
for those nights when you 
want to be wrapped up with 
your boo." 

On "Super Natural ": "This 
song takes me back to the 
times of Biggie and [R &B 
group] Total." 

CRUNK TOWN 
On "High Price ": 
"This song features 
Ludacris [right] 
and it is like [Ciara's 
previous single] 'Oh' 
but to the 10th power. 
It's so futuristic to me." 

On "Echo ": "This song is 
about swagger, attitude 
and having fun. The beat is 
produced by Danja Handz." 
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KINGDOM 
OF DANCE 
On "Work ": "This 
is a high- energy 
record. This is the 

type of song you 
can work out to; 

you're going to sweat 
up a storm in the club." 

On "I'm On ": "One thing: 
The energy is sick!" 
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and face. Take the music and dancing away, 
and she's still gorgeous. It's a dream pairing 
for us as an agency." 

Via the partnership, Ciara is aiming to land 
endorsement deals with fashion designers, sim- 
ilar to the campaign she spearheaded for Ro- 

cawear last year, and beauty brands. "We'll work 
with her to identify those brands and those com- 
panies she feels are in sync with her image, ex- 

pose her to [ fashion] labels she isn't necessarily 
aware of and make choices that best fit her," 
Patterson says. "We want to help her evolve 
while maintaining identity and individuality." 

And the label fully supports these efforts, 
with Patterson and Cambridge saying that 
they are targeting Victoria's Secret to pair up 
with Ciara. It's a perfect fit, Cambridge says, 
since it "plays with her personality and her 
coming of age. It's tasteful, sexy and beauti- 
ful, just like her." 

Cambridge also wants Ciara to partner with 
an apparel, health or beauty brand that can help 
accentuate her commitment to athleticism. "I 

work out six days during the week and have 
five or six meals during the day that consist of 
meats, veggies and protein shakes. On the sev- 
enth day I have a little fun," Ciara says. 

Besides modeling, Ciara is also expand- 
ing her acting career. She filmed her first 
starring role in the Jeff Clanagan- produced 
"Mama, I Want to Sing" a movie that will be 
released straight to DVD in early 2009. (This 
is Ciara's second acting role; she made her 
debut in the 2006 MTV Films production "All 

You've Got," which starred Adrienne Bailon 
and Efren Ramirez.) 

In "Sing," inspired by the off -Broadway 
play of the same name, Ciara plays the role 
of Amara, a young R &B pop singer who has 
contradicting views from those of her evan- 
gelist mother. The film also stars Lynn Whit- 

of heart. Pha declined to comment as well.) 
"There was a mutual friend that stayed in 

contact with her and called me out of the blue 
to tell me Ciara wanted to discuss the position 
with me," says Wright, who also represents 
Justin Timberlake, the Jonas Brothers and Janet 
Jackson. "I got on the phone with her and she 
told me she wanted to get someone to join her 
team for this album ... Ciara is not one -di- 

mensional. She is a brand in essence, she's 
multitalented. She's a visionary who is learn- 
ing to take the platform she has and use it for 
other things." 

Now that Ciara feels more secure in her skin, 
she's giving the opportunity for others to shine 
as well, recently appearing on up- and -coming 
singer Tiffany Evans' single "Promise Ring." 
"I saw her perform and immediately thought 

she was special. So, the opportunity 
came up for me to start her off and in- 

troduce her to the world. We did the 
video together and I brought her on tour 
with me," Ciara says. 

Additionally, Ciara is holding a second 
round of auditions via her MySpace page 
and official Web site to find dancers for 
her next tour. This is part of a broader mo- 
bile /Internet campaign planned by Zomba, 
Cambridge says, as they are planning to "ag- 

gressively partner with mobile" outlets, of- 

fering exclusive content to different 
providers, as well as executing various online 
campaigns and contests. 

And while all these changes would over- 
whelm some artists, Ciara is taking them in 
stride. 

"What matters is that I know what I know 
and no one can change the way I feel," she says. 

"You have to just be happy with yourself, have 
an understanding of things around you and 
grow with that." 

CIARA and CHRIS BROWN stunned observers with their sexy 
performance of 'Take You Down' at the recent BET Awards. Inset: 
Ciara is starring in the film version of 'Mama, I Want to Sing.' 

field and Billy Zane. 
The promotional campaign for the set will 

commence in September, to coincide with the 
release of the album, Clanagan says. "Ciara 
came up because we wanted a contemporary 
adaptation of the film that would appeal to those 
who saw the original version but capture a 

younger demographic as well. Ciara is ideal for 
that. She appeals to the 16 -24 olds, as well as a 

mature fan base." 
This expansion of Ciara's career comes at 

the same time as the singer made 
the decision to part with long -time manager 
Phillana Williams and mentor Jazze Pha ear- 
lier this summer. Pha helped launch Ciara's 
career in 2004 and worked closely on her pre- 
vious albums- 2004's "Goodies," which has 
sold 2.7 million copies in the United States, ac- 

cording to Nielsen SoundScan, and 2006's "Evo- 

lution," which has moved 1.3 million 
copies -as a producer. (Ciara wouldn't com- 
ment on the reasons behind the sudden change 

o N A\XTIINNIING S After going platinum with her first two albums and showing strength ll in collaborative singles, Ciara's "Fantasy Ride" has high expectations. 

Nielsen SoundScan 

U.S. Sales: 2 723 0 

Debut: 3 

Debut Date: 10/16/2004 

The Billboard 200 

Peak: 3 

The Billboard 200 

Peak Dale: 10/16/2004 

Weeks on Chart: 71 

12/23/2006 

11/23/1006 

37 

"Goodies" 
Sho'NuU /Music Line/ 

Laface /Zomba 

2004 

"Ciara: 

The Evolution" 
laFace /Zomba 

2006 

SOURCE The Billboard 200 through the chart dated July 26. 2008. 
Sales through the week ending July 13, 2008 

TITLE DEBUT DEBUT DATE PEAK PEAK DATE WEEKS ON CHART LABEL 

"Goodies" 94 6/26/2004 1 (1 weeks) 9/11/2004 38 Sho'Nuff /Music Line /LaFace /Zomba 
(Featuring Petey Pablo) 

"1, 2 Step" 74 10/30/2004 2 (7 weeks) 1/8/2005 39 Sho'Nuff /Music line /laFace /Zomba 
(Featuring Missy Elliott) 

"Oh,r 
75 3/26/2005 5/21/2005 23 Sho'Nuff /Music Line /LaFace /Zomba 

(Featuring tudacris) 

"Lose Control" 86 5/21/2005 9/11/2005 29 The Gold Mind /Atlantic 
(Missy Elliott Featuring (iara if Fat Man Snoop) 

"Like You" 63 8/6/2005 10/1/2005 21 Columbia 
(Bow Wow Featuring Clara) 

"And I" 96 10/29/2005 96 10/29/2005 1 Sho'Nuff /Music line /Laface /Zomba 

"So What" 88 4/22/2006 10 7/15/2006 21 DTP /Geffen 
(Field Mob Featuring Clara) 

"Get Up" 93 8/12/2006 9/2/2006 20 LaFace /Jive /Zomba 
(Featuring Chamillionaire) 

"Promise" 45 11/25/2006 11 12/30/2006 20 LaFace/Zomba 

"Like a Boy" 81 3/17/2007 19 5/5/2007 20 LaFace/Zomba 

"Can't Leave 'Em Alone" 90 8/4/2007 40 9/15/2007 13 LaFace/Zomba 
(Featuring 50 Cent) 

"Stepped On My J'Z" 90 1/26/2008 90 7/26/2008 1 Derrty /Universal Motown 
(Nelly Featuring Ciara 81D) 

SOURCE. The Billboard Hot 100 through the chart dated July 26, 2008. 
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TECHNOLOGY AND CONSUMER 
BUYING HABITS ARE CONVERGING 

IN LATIN AMERICA, TO THE 
BENEFIT OF MOBILE MUSIC 

BY LEILA COBO 
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Mexican pop group Belanova was in the recording stu- 
dio early last year when it got word to hustle. Handset 
manufacturer Sony Ericsson wanted to use the group's 
music in a vast promotional effort that entailed pre - 
loading Belanova content into thousands of cell phones. 

Management for Belanova, a synth pop group signed 
to Universal, suggested using tracks from the act's pre- 
vious album. But Sony Ericsson was adamant that it 

be new, front -line material that no one yet had. 
And so, in August 2007, a month ahead of the album's 

physical release, Sony Ericsson put out 200,000 phones 
in Mexico preloaded with three new tracks from "Fan - 
tasía Pop," plus webisodes produced specifically for 
those mobile phones, photos and a game. 

Today, Belanova has sold 700,000 preloaded Sony 
Ericsson phones in Mexico alone -some with three 
tracks, some with the full album. Even accounting for 
the abbreviated content, that's far more than the 108,000 

physical copies the album has sold in that country, ac- 

cording to Universal, which negotiated the mobile deal 
with management. 

To be sure, Belanova is still one of the few acts that 
sells more in digital formats than physical -but the 
group's success in that area points toward a yet largely 
untapped outlet for music sales in Latin America: the 
cell phone. 

"Mobile is the great bright spot," says Seth 
Schachner, VP of Sony BMG's digital business in Latin 

America. "Over the last three years, it's gone from a 

tiny little enterprise to something that is an integral 
part of our business." 

According to IFPI numbers, digital accounted for 
approximately 8% of the Latin market in 2007, up from 
a mere 3% in 2006. Of that, the mobile market made 
up the vast majority -87 %. 

While digital online sales in Latin America have lan- 
guished due to a lack of broadband usage and the ab- 

sence of a dynamic, functional online music store, 
mobile music sales are poised for take off thanks to 

ever -growing mobile penetration, an increase in sub- 
scription services in the region and the launch this year 
of third-generation (3G) networks in most Latin coun- 
tries, which allow for high -speed wireless Internet ac- 

cess. Already, online wholesale revenue for the entire 
region amounted to only $3 million in 2007, while ac- 

cording to the IFPI, wholesale revenue from mobile 
downloads added up to $35 million. 

Although the mobile situation varies greatly from 
country to country, depending on penetration and the 
evolution of technology, digital and mobile sales today 
account for anywhere between 15% and 20% of all rev- 

enue for most Latin labels. Within that, mobile brings 
in the lion's share -in many cases more than 90 %-of 
that total. And because of the lower costs associated with 
digital sales and distribution, margins are far healthier. 
One executive estimates that more than 50 %ofa major 
Latin label's profits may come from the digital division. 

In Latin America, the bulk of the mobile business 
derives from polyphonic ringtones, mastertones and 
preloaded phones. But it is hoped that within the next 
two years, full -track downloads and subscription serv- 

ices will allow for more personalized content. 
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3G GROWTH 
In regards to downloads alone, a Portio research study 
released this year estimates that the Latin market for 
over -the -air downloads will grow from $130 million in 
2007 to $660 million in 2011 as incipient 3G technol- 
ogy becomes more widespread. 

"3G services are still far away from meeting their 
goals," Warner Music VP of business development Al- 

fonso Perez -Soto says. "So, we're just starting. There 
is almost everything for us to do." 

Competition in the space is gearing up; in 2007, the 
region's leading mobile operator, América Móvil, 
launched its Ideas Telcel music store, which offers a broad 
variety of mobile content. This year, the region's other 
major player -telecommunications giant Telefónica- 
is readying its own region -wide music store, Emoción 
Movistar; it will sell music in all formats, from ringtones 
and mastertones to full tracks and ringbacks. Emoción 
is set to launch initially in Colombia in August and will 
then move to other countries, with plans to be function- 
ing region -wide by early 2009. 

The store is a departure for the region because it func- 
tions as a one -stop shop where users can get all their 
content with the same click, as opposed to jumping 
from aggregator to aggregator. Because Telefónica it- 
self is also the music aggregator, it can, for example, re- 

lease an album or artist region -wide with a single action. 
"Obviously, the potential it has is tied to the imple- 

mentation of 3G technology, but it is still tremendous," 
says Juan Luis Calleja, music director for Telefónica's 
corporate content unit. 

MOBILE SALES 
According to a Pyramid Research study released 
this year, individual mobile subscriptions in Latin 
America grew from 247 million in 2005 to 389 mil- 
lion in 2007, translating into a penetration rate of 
69 %, vs. a global average of 52 %. Pyramid esti- 
mates that by 2012 the number of subscriptions in 
the region will be 574 million, with a penetration 
rate of 96 %, sharply higher than the projected 
global average of 72 %. 

Parallel to that, the market for mobile handsets in 
Latin America has grown from 112 million devices sold 
in 2005 to 145 million in 2007. Pyramid projects a 10% 
increase in sales in 2008 and estimates that in the next 
five years, 900 million mobile devices will be sold in 

Latin America. 
For the besieged music industry, this is a glimmer 

of good news. 
since 2005, sales of music phones quadrupled in 

Latin America, going from 5 million handsets to 23 

million in 2007, or 17% of the total. Pyramid estimates 
that by 2012 that number will rise to 115 million hand- 
sets, or 58% of the total. 

"The importance of music [in the region] amazes 
me," says Stephan Croix, Sony Ericsson VP of market- 
ing for the Latin American region. "Our best -selling 
phones today in Latin America are Walkman phones. 
And this is across the board and across all countries." 
(In the United States, for example, Sony Ericsson mar- 
kets a handful of Walkman phones; in Latin America 
it sells more than 10.) 

From left, above: 
JULIETA VENEGAS, 
BELANOVA, 
FONSECA and 
BABASONICOS are 
artists who are part of 
the push for mobile 
content in Latin 
America. Below, 
STEPHAN CROIX, VP 
of marketing for the 
Latin American region 
at Sony Ericsson, 
which has released 10 
different versions of 
Walkman mobile 
phones -all music - 
enabled, regardless 
of price -for Latin 
American consumers. 

ARTIST PROMOTION 
Sony Ericsson has expanded its Latin -American mar- 
ket share in the past three years, becoming the region's 
third -largest handset manufacturer after Nokia and 
Motorola, respectively, according to Pyramid Research. 
The company's growth is attributed in large part to its 
effective marketing campaigns, many of which incor- 
porate music and artist promotions. 

In the past two years, Sony Ericsson has promoted 
new phones with massive preload campaigns -some 
numbering upwards of 1 million phones -by such major 
artists as Juanes (Universal), Ricky Martin (Sony BMG) 

and Robbie Williams (EMI). In June, it launched content 
from Madonna's "Hard Candy" (Warner) in 18 countries 
and in two packages: one with five tracks from the album 
and the other with the full album. But it has also em- 
barked on smaller campaigns targeting local markets, 
like the recent launch of Fonsecá s album " Corazón" 
(EMI), with 50,000 preloaded phones in Colombia. 

In fact, given the incipience of full -track downloads, 
preloads have been the preferred method of selling al- 

bums digitally in Latin America. 
"There's no doubt that in the past three years, Latin 

America is the most active region in the world as far 
as preloaded content," says Oliver Bucknell, senior VP 

for Tribal Brands, an agency specializing in the mobile 
entertainment space whose clients include Verizon 
and Motorola. 

"Every phone is designed for a particular consumer 
type, and then we work very closely with labels at the 
regional, local and global level [to find the right artist 
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¡AyTunes! 
"Music represents a far more 
essential element in peo- 
ple's lives than in other ter- 
ritories," says Juan Luis 
Calleja, music director for 
Telefonica's corporate con- 
tent unit. "In Latin America, 
people truly have music in 

their blood." 
SOURCE Pyramid Research, First - 
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to promote the phone with], and we see where we have 
a match," Croix says. Many manufacturer and carrier 
promotions are done with specific, local artists to get 
what Croix calls a "high degree of relevance." Partner- 
ships also change according to territory and act. 

Earlier this year in Argentina, Universal negotiated 
a deal with Motorola and carrier Personal to release 
"Mucho," the new album by rock band Babasonicos, 
in mobile form a month ahead of its physical release. 
It was the first time an Argentine act made its new ma- 
terial available exclusively on a mobile format. 

Sony Ericsson's preload deal with Colombian 
singer Fonseca is only for Colombia and Central 
America, but also includes promotion of his tour 
in those territories. And Motorola partnered with 
Movistar Mexico to promote its Z6 phone, preloaded 
with exclusive content from rock band Maná. 

While major, region -wide deals tend to be with major 
artists, like Madonna on the mainstream side or Juanes 
on the Latin end, there are variants. Tribal Brands, for ex- 

ample, recently did a campaign with Motorola that in- 

volved preloading four songs by Fergie into approximately 
50,000 phones in Brazil. As part of the deal, the singer 
had to give a series of private concerts in that country. (Al- 

though deals vary from artist to artist, royalty rates for pre- 
loads are comparable to those for physical album sales.) 

But the development of preloads has gone hand in 
hand with the underdevelopment of online digital sales, 
Bucknell says. 

Latin America's broadband penetration is incipient 
and there are no easy -to -use online music stores and no 
region -wide rate agreements between publishers and 
labels to ease populating those stores. While Internet 
penetration stood at 28.3% region -wide in March, ac- 

cording to Internet World Stats, broadband penetration 
was less than 5% (although it has jumped from 2.7 mil- 
lion subscribers in 2003 to 19.4 million in 2007). 

As a result, Bucknell says, "there was a vacuum. There 

MADONNA is one of the 
artists at the forefront 
of the mobile revolution 
in Latin America. 

On 

The 
Ma 

While Latin America is ex- 

periencing rapid mobile 
growth in every country 
in the region, Billboard 
outlines the dramatic 
market differences be- 
tween territories. 

BRAZIL 
The biggest handset market in Latin America, Brazil's 
salesof handsets grew 20% in 2007 to 44 million units, 

according to Pyramid Research, and accounts for more 
than 30% of the Latin American handset market. Thanks 

to aggressive promotion and preloaded phones as well 
as third- generation (3G) technology, Pyramid expects 
the number of music handsets sold to grow exponentially, 

from 5.5 million in 2007 to 37.5 million in 2008. Aided by 

the launch of several mobile music stores, Brazil is sec- 

ond only to Mexico in full -track download sales. The Vivo 
music store, for example, reports an average of 300,000 
downloads per month. Total wholesale revenue derived 
from mobile music content for 2007 was $11.6 million. 

MEXICO 
The country is No. 2 in total number of handsets, 
with 27.8 million sold in 2007. But with a $14 million 
wholesale value for 2007, it leads in mobile revenue. 

Music is considered the single largest growth op- 
portunity for the handset market in Mexico, and man- 

ufacturers and carriers have been aggressive in mar- 
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was no way of being able to download music, either onto 
a PC and certainly not onto a cell phone." 

The basis to determine the fees paid by the handset 
manufacturer is usually the price per track, but it then 
fluctuates according to factors like the number of hand- 
sets (the more handsets, the less the fee per track), the 
number of countries involved, the number of tracks 
and whether there are sponsorship dollars involved. 
Regardless, "it is a one -shot deal, there are no returns, 
and I get a fee per handset," says Ana Clara Ortiz, VP 
of digital for Universal Music Latin America, which 
negotiated the Belanova deal. 

In addition, Ortiz says, there is the added benefit of 
a strong marketing campaign supported by the hand- 
set manufacturer that usually coincides with the album 
or single release. 

The downside of preloads, however, is that space is lim- 

ited to the manufacturer's marketing needs and only a 

limited number of acts get preload deals. Further, such 
deals have to be arranged months in advance and the 
content has to be available and cleared at least six to eight 
weeks prior, limiting the pool of possibilities. 

"They're exciting for the sheer volume they gener- 
ate," says Sergio Lopes, VP of digital for EMI's Latin re- 

gion. This year, for example, preloads of Lenny Kravitz's 
"It Is Time for a Love Revolution" outpaced physical 
sales of the album in the region, with 300,000 handsets 
sold. However, he adds, "it's a business of opportunity" 
that has to coincide with a manufacturer's campaign. 

"It's a short -term fix," Bucknell says. However, he adds, 
"they are training consumers to utilize cell phones to lis- 

ten to music. And obviously that is important. If we can 
get consumers to rely on their cell phones as M P3 play- 

ers, that may build demand for over -the -air downloads." 

WHAT'S AHEAD 
In fact, in the past year, with the launch of 3G networks, 
the industry is finally looking beyond preloads and ring- 

keting with music. Mobile penetration rates for Mex- 

ico and Brazil is well below the regional average of 
69 %, suggesting these markets are the ones with 
the most growth potential. 

VENEZUELA 
With increasing penetration rates and 12.8 million hand- 
sets sold, Venezuela overtook Argentina as the third - 
largest mobile market in Latin America. In terms of rev- 

enue stemming from music -related mobile content, 
however, it lags way behind the other top Latin mar- 
kets, not even reaching the $1 million mark in 2007, ac- 

cording to the IFPI. 

ARGENTINA 
Argentina boasts the highest mobile penetration 
rate -97% in 2007 -and has the fastest adoption 
rate for music phones in the region; nearly 30% of 
all its handset sales were music phones. 3G tech- 
nology is just launching in the country, and the bulk 
of Argentina's mobile revenue is still in mastertones. 
But because it is the one country with a set rate in 

Mexico Chile Argentina 

tones, to the degree where a cell phone "is definitely an 
alternative to sell music," Warner Music's Perez -Soto says. 

In March, aggregator /distributor PlayPhone launched 
a customized site for Brazil and is already generating 
more than $200,000 per month in revenue, according 
to founder /CEO Ron Czerny (see story, page 16). More 
than 50% of that revenue, he says, comes from music - 
related content. Czerny already has plans to enter Ar- 

gentina and Brazil this year and projects that his Latin 
business will amount to 20% of PlayPhone's total busi- 
ness by year's end. 

But PlayPhone's launch, Czerny says, was contin- 
gent on the availability of direct billing (where customers 
are charged on their phone bill or the purchase is dis- 
counted from a prepaid account), which carriers only 
began to allow late last year. Right now, the bulk of Play - 

Phone's Brazilian sales are ringtones and mastertones, 
because 3G networks are not fully deployed. 

Despite that, Brazil and Mexico, the biggest Latin 
markets, have seen an explosion of growth in sales of 
mobile tracks, fueled by the launch of 3G services and 
dedicated music stores operated by carriers and man- 
ufacturers (see story, page below). 

"We have robust full -track stores and we have an evi- 

dence of great demand out there," Sony BMG's Schachner 
says. "And we have tremendous repertoire and talent that 
are enormously appealing." This ranges from interna- 
tional names to home -grown artists, which, in most Latin 

countries, outsell international repertoire. And, if pub- 
lishers and labels reach a rate agreement by year's end, 
as many predict, this will broaden the repertoire offer 
across the board, as opposed to requiring carriers and 
manufacturers to negotiate case -by -case agreements. 

"I don't know if the mobile phone will impact great 
catalogs," EMI's Lopes says. "But I do see great possi- 
bilities for music in general because money will come 
into the industry. People will buy music through their 
cellular phones." 

place for digital downloads, content deals can be 
negotiated with ease. 

COLOMBIA 
The country is seen as a major growth opportunity. 
While music phones accounted for only 11 %of all hand- 
set sales in 2007, they are getting a renewed push 
going forward, in part thanks to multiple, high -pro- 
file music promotions. Mastertones make up the bulk 
of Colombia's mobile music revenue, whose wholesale 
value is behind only Brazil's and Mexico's. Full -track 
downloads will get a push from the launch of two mo- 
bile music stores this year. 

CHILE 
While the marketplace is small in sheer number of hand- 

sets sold (6.1 million), Chile is a technology -savvy coun- 
try eager to embrace new ways of consuming music. 

Earlier this year in Chile, Movistar introduced a sub- 
scription service that allows dual delivery to cell phones 

and computers and was billed as Latin America's first un- 

limited mobile music downloads source. -LC 
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ROCK BY GARY GRAFF 

Room 
To Grow 
Online, Synch Initiatives In Store 
For Staind's Sixth Album 

Staind guitarist Mike Mushok calls the forthcoming "The 
Illusion of Progress" "a very different record for us, but 
better different." 

The same can be said for the way Flip /Atlantic is bringing 
the rock quartet's sixth studio album to market in advance of 

its Aug. 19 street date. 
While first single "Believe" is making an impact at active and 

alternative radio, the Massachusetts band's traditional base of 

support, the label is planning an intensive and ambitious viral 

campaign to launch and sustain the album via a broad array of 

Web sites and platforms. 
Staind has created an exclusive edition of "Illusion" that con- 

tains three bonus tracks and a one -year membership to the 
group's fan club. The "fan pack" will be sold at retail outlets 
but, according to Atlantic senior VP of pop /rock marketing 
Dane Venable, will encourage buyers to link to the group's Web 

site and expose them to Staind's online community, including 
access to a special 30- minute documentary on the making of 
the album. 

Staind is also involved in a special mobile promotion with 
Amazon where fans can pre -order the album via their cell phones. 

"It's a first -of -its -kind thing," Venable says, explaining that users 

can text message a code to a particular number that will verify 

or establish their account with Amazon and let them order the 
exclusive edition. Street team members are distributing fliers 

detailing the promotion at Staind's concert stops this summer 
with 3 Doors Down and Hinder. 

Venable has been working with Staind for 10 years. He still 

considers radio, along with touring, to be Staind's "first line of 
defense," but he says the group has become more enthusiastic 
about online initiatives and creating new avenues of promotion. 

"In the past two years they've gotten very, very active on their 
Web site, and they've seen results," Venable says. "That provides 

them with the motivation to do even more. They've completely 

embraced it." 
The cycle started while Staind was recording the new album 

with producer Johnny K in frontman Aaron Lewis' barn in Mass- 

achusetts, creating what Lewis considers "probably the most 
musical record we've made yet." It comes in the wake of three 
consecutive albums- 2001's "Break the Cycle," 2003's "14 Shades 

of Grey" and 2005's "Chapter V" -that have debuted at No. 1 on 

the Billboard 200 and have sold at least platinum. 
Staind documented the making of the album with a series 

of webisodes that started in January on staind.com, which man- 

ager Jordan Feldstein, who handles Staind for Career Artist 

Management, says was "really effective to recapture the inter- 
est of the core fan base." Staind.com is relaunching in late July 

as a fully interactive Web site, with an aggressive fan club com- 

ponent providing opportunities for communication, concert 
ticket presales, meet -and -greets and other benefits. 

Besides taking "Believe" to radio, where it is No. 9 on the Main - 

stream Rock chart after just four weeks, the label released it for 

sale on iTunes and premiered it on MySpace, generating more 
than 200,000 hits in its first week. The song's video premiered 
July 24 through AOL, and Flip /Atlantic is planning a multiweek 
Staind promotion with imeem that will include advance listen- 

ing parties and exclusive content. 
iTunes began selling an exclusive Staind bundle July 22, which 

includes two bonus songs, a video and access to an "instant grat- 

ification" download track. The digital retailer and the label are 

working on an iTunes Originals as well. 

Flip /Atlantic is aggressively pushing "Illusion" for music li- 
censing. At the end of June the label held an invitation -only 

showcase for film, TV and advertising music supervisors at the 
Viper Room in Los Angeles, where Staind previewed material 
from the album. Venable says the initiative has already snared 
deals for "Believe" to be used in ESPN Major League Baseball 

broadcasts in August and NASCAR telecasts in September. 

The song was also played on a recent episode of" So You Think 

You Can Dance," which Venable hopes will help "Believe" cross 

over to hot AC when the label takes the track there in late Au- 

gust and then to mainstream top 40 in September. 

While on its current tour, Staind plans to perform Aug. 28 

on ABC's "Jimmy Kimmel Live!" The group will play two weeks 

of European dates with Nickelback in September as part of its 

first concerted campaign overseas, then return to North Amer- 

ica for a headlining tour from October through December, with 

more touring expected in 2009. 

Mushok says Staind is looking forward to seeing how the 
new initiatives play with its fan base but likes the fact that 
everything that's planned "gives a little bit more back to the 
fans. It gives them more options and ways of getting more 
from us." 
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» >IN THE ̀ KNOW' 
Jessica Simpson has 
christened her debut 
country album "Do You 
Know" and will release it 
Sept. 9 via Columbia 
Nashville. First single 
"Come On Over" rises 23- 
20 this week on Hot 
Country Songs. The 
album was produced by 
Brett James and John 
Shanks, with songwriting 
contributions from 
Rachel Proctor, Victoria 
Banks, Troy Verges and 
Hillary Lindsey. Beyond a 

slew of morning and late - 
night talk show 
performances in the 
coming weeks, Simpson 
is making the rounds at 
U.S. country festivals. 

» >THINK PINK 
Pink has set an Oct. 28 
release date for her as- 
yet- untitled fifth album. 
The LaFace /Zomba set is 
led by the single "So 
What," which will hit 
radio early next month 
and digital outlets shortly 
thereafter. The song was 
co- written by Pink and 
produced by Max Martin, 
who was behind the 
artist's prior hits "Who 
Knew" and "U + Ur Hand." 

» >RETURN OF THE 
KING 
B.B. King returns to his 
blues roots with the help 
of producer T -Bone 
Burnett on "One Kind 
Favor," due Aug. 26 via 
Geffen. The legendary 
artist is backed on the 
effort by pianist Dr. John, 
drummer Jim Keltner and 
bassist Nathan East. The 
track list includes such 
blues chestnuts as Big Bill 
Broonzy's "Backwater 
Blues," Blind Lemon 
Jefferson's "See That My 
Grave Is Kept Clean" and 
T -Bone Walker's "I Get So 
Weary." 

» >`RED' MEDICINE 
Before U2's new album 
arrives in November, fans 
will have another vintage 
reissue to enjoy. The 
band's classic 1983 live 
album "Under a Blood 
Red Sky" will appear 
Sept. 23 via Universal as a 

single CD and a CD /DVD 
set. Extra content has not 
yet been specified. The 
original CD was recorded 
in St. Goarshausen, 
Germany; Boston; and 
Morrison, Colo., while the 
home video includes just 
the Colorado gig at Red 
Rocks Amphitheatre. 

Reporting by Jonathan 
Cohen. 

with JOHN MELLENCAMP 

At a recent concert outside Detroit, John Mellencamp marveled about releasing his 
23rd album, "Life Death Love and Freedom." "When I was a kid," he told the crowd, 
"I just wanted to make a record. That was it. I really had no vision I would be 56 years 
old and make 23 albums." But now the Indiana rocker once called Johnny Cougar 
finds himself 32 years into a career that continues to grow in craft, creative potency 
and artistic vision. For his new album (released July 15 on Hear Music) Mellencamp col- 
laborated with producer T -Bone Burnett on not only the record's austere and tex- 
tured sound but also on CODE, a new high- definition sound process developed by 
Burnett that's featured on the DVD version of the album. Mellencamp, who was hon- 
ored with the Billboard Century Award in 2001, is still basking in the glow of his Rock 
and Roll Hall of Fame induction in March, but he's hardly resting on his laurels. 

1 As you've said, "Life Death Love 
and Freedom" is not "a singalong 
album." It handles some big and seri- 
ous issues and questions. What was 
the creative charge or mission you felt 
as you set out to make this? 
All of these songs were written in a 15- 
day period. I had no intention of writing 
songs for a record; [they] just sort of hap- 
pened. One would be making an error to 
personalize these songs too much. [They] 
were written in the American Songbook 
tradition. 

2 What led you to work with T -Bone 
Burnett for this album, and what did 
he bring to the party that led to what 
we hear on "Life Death Love and Free- 
dom," thematically and sonically? 
I've known T -Bone for about 10 years; I am 
good friends with his manager, Larry Jenk- 
ins. T -Bone Burnett knows more about 
music from 1960 backwards than anyone I 

have ever met. Regardless of how the record 
turned out, he and I became very good 
friends. Our friendship became more im- 
portant than the record. It's very rare that 
you make a musical friend. 

3 How would you describe the path 
you've taken during these 23 albums? 
I would contend there's been a thread 
through them all, that the landscape 
on "Life Death Love and Freedom" is 
indeed the same world "Jack & Diane" 
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inhabited, only 26 years later. How do 
you see it? 
All of these records are the same to me. The 
songwriting all comes from the same place. 
But it's how we choose to use the band that 
changes. I have been fortunate enough to 
go from being a young man to an old man. 

4 How does CODE allow you to pres- 
ent your music in a way that's more sat- 
isfying as an artist? 
Digital technology was sold by the record 
companies as a better sound. But us guys 
who make the records always knew differ- 
ent. CODE gives a wider band range to allow 
the sound to be captured in a more analog 
way, if that makes any sense to you at all. 

5 Musicians, including yourself, 
played an active role in the 2004 pres- 
idential election. What impact do you 
think you had, and what do you see as 
your role, if any, in this year's campaign? 
Slowly but surely, this country changes by 
the men that we elect and admire. If my 
music can help change the culture in any 
small way, then let the change be near. 

6 What made Hear Music a good fit 
for this album? Are you on a record - 
to- record deal with it? 
Hear Music is strictly a logo now. This record 
is being worked by Concord Records. I was with 
PolyGram for 25 years [so] I have no desire or 
need for any long -term record contracts. 

R&B BY MICHAEL D. AYERS 

Grand 
Recognition 
Irma Thomas Hopes To Extend 
Artistic Renaissance 

For songstress Irma Thomas, 
the last few years have been 
pretty good -and a long time 
coming. 

Often overshadowed by 
contemporaries like Aretha 
Franklin and Etta James, the 
67- year -old Louisiana native 
has recently seen a resurgence 
of interest in her work, start- 
ing in 2006, when her album 
"After the Rain" won the best 
contemporary blues album 
Grammy Award. "After the 
Rain" sold only 11,000 copies 
in the United States, accord- 
ing to Nielsen SoundScan, but 
it was her best seller in a 

decade. 
In June, British music mag- 

azine Mojo honored her with 
a lifetime achievement award, 
and last month, she shared 
the stage at the Essence festi- 
val in New Orleans alongside 

Mary J. Blige, Rihanna and 
Angie Stone. 

For Thomas, it's never too 
late to be recognized, as indi- 
cated by "Simply Grand" (Aug. 
12, Rounder). The concept was 
simple -pair Thomas' voice 
with numerous pianists, such 
as longtime collaborators Dr. 

John, Ellis Marsalis and Henry 
Butler, and younger artists like 
Norah Jones and John Medeski. 

"They all seemed to have this 
genuine feeling of playing 
along with me," Thomas re- 
calls. "I feel honored that that 
was the respect given to me- 
a mutual respect -and by ad- 
mitting they were fans of mine, 
they just wanted to play. They 
didn't want to be a participant 
in terms of vocals." 

Blues, jazz, soul and tradi- 
tional R &B are present through- 
out "Simply Grand," but it's 

EDITED BY TOM FERGUSON 

» >LIDELL & LARGE 
It's been a slow burn, but things are heating up for U.K. 
singer /songwriter Jamie Lidell. U.K. indie label Warp says global 
sales for his third album, "Jim," have just hit the 100,000 mark, 
thanks to an expanding fan base generated by widespread pos- 
itive media response and an extensive touring schedule. 

Lidell is about to begin a string of summer festival shows, run- 
ning from July 25 at Japan's Fuji Rock Festival through Sept. 5 

at the United Kingdom's Bestival. Following that, he'll start a run 
of European /U.K. headlining shows (Nov. 8 -Dec. 21). 

Such activity should expose more people to the old- school soul 
charms of "Jim," originally released worldwide by Warp in late 
April. It peaked at No. 7 on Billboard's Top Heatseekers chart in 

May and spent six weeks in the top 20 of the Netherlands' Mega 
chart. The album has built on the acclaim afforded its 2005 pred- 
ecessor, "Multiply," and shows the 34- year -old Cambridgeshire 
musician wearing his influences on his sleeve more obviously - 
and commercially -than ever. 

"I've got a lot of different interests; doing pop is definitely 
one of them," he says. "I'm inspired by people like Beck, Björk 
and Radiohead, people that stay relevant and keep the 
`chameleon' thing going. I'm not as prolific as those guys and 
don't have the budget, but that doesn't stop the creativity burn- 
ing under the hood." 

Lidell is published by Warp Music and booked for Europe by 
Brighton, England -based LittleBig. -Pau/ Sexton 

» >BUENA VISTA REVISITED 
Ten years on, music from the Buena Vista Social Club's leg- 
endary 1998 farewell concert at New York's Carnegie Hall is to 
be released for the first time. Featuring Cuban stars Ibrahim 
Ferrer, Ruben Gonzalez and Compay Segundo (all now de- 
ceased), the Ry Cooder- produced BVSC studio recording (1997) 
is acknowledged as the biggest -selling world music album, 
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Thomas' accomplices who are 
casting her voice into these dif- 

ferent forms. "Each one is dif- 

ferent. Isn't that ironic ?" she 
asks with a laugh. "Each singer 
has their own delivery style, and 
[the instrumentalists] have their 
own delivery style, too." 

The "Simply Grand" ses- 
sions were orchestrated by pro- 
ducer Scott Billington, who 
selected the songs and sug- 
gested the pairings. When the 
players and Thomas finally got 
together, material was put to 
tape quickly. "We didn't spend 
a lot of time rehearsing," she 
says. "When you have profes- 
sional people who understand 
what to do and who can tell a 

story, it's easy. It's a love affair." 
Rounder hopes to expand 

that love affair to younger au- 
diences during a year that 
marks Thomas' 50th anniver- 
sary of recording. "She's not 
someone who gets stuck doing 
the same old thing," Rounder 
GM Sherri Sands says. "This is 

unique, and it's a great oppor- 
tunity, with all the special 
guests, to grow her fan base." 
Rounder plans to unveil a 

handful of unique Web widg- 

ets to spread the music, as well 

as tap into Amazon's targeted 
e -mail blasts. The label also in- 

tends to book Thomas for mul- 
tiple dates in major markets, a 

first in that regard. 
Thomas' newfound spotlight 

hasn't changed her humility- 
if anything, it's made her even 

more humble. "My goal was to 

sing my heart out and let peo- 

ple understand I always enjoy 
what I do," she says. "To finally 
be recognized by your peers, 
and get to sing with people who 
were your fans, I just wanted to 

say, 'OK, here I am. And enjoy 
me if you wish.' " 

with more than 8 million units, according to 
London -based label World Circuit Records. 

While surviving BVSC members Omara Por- 

tuondo and Eliades Ochoa continue to tour with 
their own bands and several of the original back- 
ing musicians tour as BVSC Presents ... , the 
initial lineup performed the record live only 
three times, including a final appearance July 1, 

1998, at Carnegie Hall. Moments from that 
farewell were captured in Wim Wenders' "Buena 
Vista Social Club" movie (1999), but the music 

has otherwise remained in the vaults. The full 

concert recording has now been remixed by 

Cooder and will be released as a double -CD by 

World Circuit (United Kingdom) and Nonesuch 

(United States) in October. 
"Listening to the tapes for the first time 

in 10 years, I'm struck by what an amazing 
musical event it was," Cooder says. "You'll 
never hear people of that caliber working 
together again." -Nigel Williamson 

» >NOVEL APPROACH 
Atlantic Records is giving music buyers across 

the world the chance to find themselves on 

the same page as Lykke Li. 

The 22- year -old Swedish singer /songwriter's 
debut album, "Youth Novels" (LL Recordings), 

which hit No. 3 on the GLF chart in her home- 

land in January, rolls out globally during August 
and September through Atlantic. The artist, born 

Lykke Timotej Zachrisson, has "a worldwide 
deal outside of Scandinavia" with Atlantic, says 

her Lund, Sweden -based manager Filip Wilén at 

Bud Fox Management. Li's own LL Recordings 
retains Scandinavian rights for "Youth Novels," 

which was issued June 9 in the United Kingdom. 

While Internet interest in Li's peppy brand 
of intelligent pop has been growing -album 
track "Little Bit" has logged almost 700,000 
views since it was posted on YouTube in Octo- 
ber 2007 -Li has spent much of early summer 
on the European festival circuit. "We'll keep it 
growing organically," Wilén says. "Let people 
find and discover Lykke Li. She is an amazing 
live artist -and we have some strong singles to 
follow up with." 

Li, who doesn't yet have a publishing deal, 

is booked by CAS (Europe, Australia, Japan), 
the Windish Agency (North America) and 
Luger (Scandinavia). -Charles Ferro 

BY GAIL MITCHELL 

Preaching 
The Gospel 
Geffen Introduces Teenager Spensha Baker 

Spensha Baker isn't your typical teen singer. 

Possessing a powerful voice that draws com- 

parisons to Whitney Houston and Aretha 
Franklin, the 15- year -old is breaking into music 
by way of gospel. 

"I didn't choose gospel -it's in my heart," 
Baker says on the phone from her Converse, 
Texas, home. "I can't picture myself singing 
for anyone else but God and sharing his mes- 

sage with everyone. But I'm doing it my way." 

That way is showcased on her Geffen debut, 

"Outloud!" (Aug. 5). Effervescent lead single 
"Hallelujah," originally recorded by gospel 
icons the Clark Sisters, reflects the exuber- 
ant, message- oriented material that makes up 
the album. 

Guest producers Warryn Campbell (Mary 

Mary), Tim Miner (Steve Perry), Shep Craw- 

ford (Whitney Houston) and Eric Dawkins 
(Fantasia) weave Baker's testimony within an 

R &B /pop fabric threaded at times with a tra- 

ditional feel. She shines on such original tunes 
as the midtempo "Teach Me," the all- things- 
in -time ballad "Thank You for Not Answering" 
and the title track. "Spensha's project proves 
there's a voice out here for teens who want to 

inspire people in another way," Geffen A &R 

executive Erica Grayson says. 
Baker adds, "The message is to live your 

life out loud. Don't go through life closing 
yourself off. Let people see you for what 
you are." Geffen chairman Ron Fair sees 
Baker as "the truth. She's got that God - 

given tone that's handed out so rarely." 

Fair witnessed Baker's talent first- 
hand as a judge for "American Idol" 

precursor "Star Search." Although 
the then -12- year -old finalist didn't 
win the competition, she did earn a 

Geffen contract. Baker's command- 
ing voice has been nurtured since 
the age of 7 by her mom, Marcy, who 
manages her only child through Cor- 

nerstone Management. 
Building awareness for the new- 

comer has been a deliberate and steady 
process. Tapped to sing at the 2005 
Grammy Jams tribute to Stevie Won- 
der, Baker has since performed at mil- 
itary bases, NBA all -star games and on 
Trinity Broadcast Network's "Praise the 
Lord" program. She served as a presenter 
at the 2008 Stellar Awards and, most re- 

cently, sang at the White House for its Black 

Music Month gospel salute. 
Meanwhile, buzz single "Purpose," 

which Baker co -wrote with her mother, 
has been playing on XM Satellite Radio 

for more than a year. Currently in the midst 
of a promo tour, Baker is slated to tape an- 

other segment of BET's "Bobby Jones Gospel" 

Aug. 2. Among her earliest supporters are 
gospel W P PZ Philadelphia and Atlanta -based 

Gospel Music Channel, where the "Hallelu- 
jah" video was No. 7 at press time. 

GMC senior director of music development 
Alvin Williams believes Baker has the talent 
to follow in the gospel /mainstream crossover 
footsteps of Yolanda Adams and Kirk Franklin. 

"Geffen came out of the box correct by defin- 
ing her as a true gospel artist," Williams says. 

"What Kirk, Yolanda and now Marvin Sapp 
have in common is they created a solid gospel 
foundation before breaking into the main- 
stream. As long as the label stays committed 
to Spensha, she'll be around for years to come." 

Baker is up for the challenge. "Because I'm 
young and doing gospel, a lot of odds are against 

me," she says. "But in the end, I believe I'll 
have the victory." 

BAKER 
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»>THE MELISMATICS 
Contact: Mike Buenting, manager, bull a tcinternet.net 
When Melismatics frontman Ryan Smith first joined the ranks 
as a songwriter at publisher Iowa Homegrown Music earlier this 
decade, he'd turn in "half stuff that was weird and another half 
that was pop -rock. They said to me, You got to write the pop 
songs first. After that, do whatever you want.' For a while I had 
to think like that." 

Nowadays, Smith has a number of other filters for his songwrit- 
ing. The rest of the four -piece band, for instance, which has been 
together in its current incarnation since late 2005 with bassist 
Mark Wade, guitarist /vocalist Pony and drummer Ron Caron. 

Of late, a more famous friend has helped the group suss out its 
arena -sized modern rock sound and songs. Producer John Fields 
(Switchfoot, the Jonas Brothers), who picked up on the band at 
this year's South by Southwest, had his hands all over "Acid Test," 
the Twin Cities -based band's fourth album, due Sept. 30. 

According to band manager Mike Buenting, formerly of booking 

agency Bull Productions, the band sold out of its 2000 debut, 
"Post Modern Rock," after two pressings of 1,000; "New Infection" 
has sold between 2,500 and 3,000 copies, and "Turn It On" has 
moved roughly 2,500. 

Particularly with the added, prominent vocals from Pony and 
the polished production from Fields, the Melismatics are poised 
to reach an even wider audience with "Acid Test," to be distrib- 
uted by Koch. That new material will be put to the "Test" as the 
group takes the stage July 30 at Chicago's Double Door, where it 
will be competing in the Lollapalooza Last Band Standing com- 
petition, having garnered thousands of peer votes. 

Beyond Melismatics synchs in MTV's "Laguna Beach" and NBC's 
"Windfall," Smith's songs have been routinely adapted for oppor- 
tunities from Iowa Homegrown Music and Chicago -based agency 
Leo Burnett. Additionally, the band will be working closely with 
Jim Baltutis, formerly of Warner Bros., and his new company Global 
Brand Media on merchandising /fashion crossover opportunities, 
as well as trying to find key sponsorships while it is on the road. 

-Katie Hasty 

»>NICOLE 
FRECHETTE 
Contact: Amanda Kochic, Fresh Management. 
203- 298 -8138 

The Northeast doesn't have a reputation as 
a hotbed for country music, but for 23 -year- 
old singer /songwriter Nicole Frechette, 
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there's an audience for country no matter 
where she performs. "I look at it like being 
a diamond in the rough," she says of opt- 
ing to keep her home base in southern Con- 
necticut. 

That's not to say Frechette hasn't had 
Nashville on her mind. She spent a week there 
in 2006, cutting her self -titled debut. Unlike 
many self -released albums, Frechette's self - 
financed set is ripe with high production qual- 
ities, with lead single "Yeah Right" penned 
by hitmaker Phil Vassar. 

Frechette's music fits well with the streak 
of fiery young women like Miranda Lambert 
and Carrie Underwood on country's airwaves. 
It's not just the clarity of her voice that's 
strong -so is Frechette's commanding pal- 
let of emotions in her delivery. It drips with 
Southern charm, expressing loss at one mo- 
ment, defiance at the next, and hinting at a 

tone reminiscent of Dixie Chicks' Natalie 
Maines. Her postal code may suggest Yan- 
kee, but listening to tracks like the violin - 
laced ballad "Cross Against the Moon," one 
can hear the tender anxiousness of a small - 
town girl dying to bust out into bigger things, 
as the song's narrative suggests. 

While she grew accustomed to studio work 

in 2006, Frechette started to hone her live 
performance skills last fall. Like many country 
singers, she began by hitting the local bar cir- 
cuit, but quickly booked gigs in Massachu- 
setts, Rhode Island and New York. Yet, with 
this sudden influx of work, she's finding it 
tough to pay her band while continuing to 
perform. "So far, I've been losing money at 
my gigs," she says with a laugh. 

But in the past few months, it's apparent 
something is starting to click. She's booked to 
open for Jo Dee Messina during Labor Day 
weekend in Woodstock, Conn. She shared a 

bill with Tim McGraw last month at the Col- 
gate Country Showdown at Boston's Tweeter 
Center and will soon share an as- yet -unan- 
nounced bill with LeAnn Rimes. 

Media interest has remained steady, with 
a local TV performance as well as features 
in the New Haven Advocate and the Madison 
Source. She was also voted New England 
Country Music Organization's 2008 female 
vocalist of the year and female vocalist of 
new country, plus her album nabbed CD of 
the year. 

This winter, she plans to head back to 
Nashville for a time to lay the groundwork for 
lyrics for her next album. -Michael D. Ayers 

EDITED BY KATIE HASTY 

»SAMUEL 
Contact: Ben "B -Roc" Ruttner, 
info a heavyrocmusic.com 
On the streets of New York, it wouldn't be un- 
usual to hear songwriter Samuel before you see 

him. As a bike messenger, the 20- year -old spends 
plenty of "alone" time during the day and man- 
ages to get some of his best songwriting done 
during those hours. "There I'll be, singing at the 
top of my lungs," the Manhattan native says. 

Sidewalk -bound passers -by aren't the only 
audiences privy to the vocals of Samuel's brand 
of beat -laden pop. Mark Ronson has spun 
Samuel's track "Say Goodbye" featuring Wade 
Oates (the Virgins) twice on his "Authentic Shit" 
East Village Radio show, as has Roxy Cotton- 
tail and Jesse Marco. 

Thus far, Samuel (born Samuel Hindes) has 
collaborated closely with Ben "B -Roc" Ruttner, 
who runs HeavyRoc Studios in New York and is 

one -half of production duo the Knocks. The 
producer helped lay down the hip- hop -influ- 
enced dance tracks behind Samuel's innocent, 
self- described "emo" croon, resembling an 
urban Postal Service. 

Friend Andrew Keller, an A &R rep for Colum- 
bia, has already flown Samuel to California to 
work with producer Dave Trumfio (Wilco, My 
Morning Jacket, OK Go). Trumfio is helping 
Samuel craft his debut album, "I Heart New York," 
on spec. Having roared through six tracks in just 
five days, Samuel is confident the effort will be 
finished and ready for release later this summer, 
with plans for intricate packaging and an ex- 
panded live performance set. (He currently per- 
forms solo.) "It certainly helps to have friends in 
the arts," he says. -KH 

VIDEO: For an exclusive performance 
.COM and interview with Samuel, 

go to billboard.com /samuel. 
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DAVID BANNER 
The Greatest Story Ever 

Told 
Producers: various 

SRC /Universal 
Release D 

Since he first appeared 
on the national stage 

with 2003's "Mississippi: The 

Album," Banner has used his 

platform as an opportunity 
to showcase the best and 
worst qualities of Southern 
hip -hop. The contrast reaches 

a head -scratching apogee on 

"The Greatest Story Ever 
Told," where Banner alter- 
nates furiously soulful tracks 
about inner -city violence 
( "So Long ") with chest -beat- 
ing sex jams in which foreplay 
is reduced to strangling a 

chick till her face turns blue 
( "A Girl "). The extremes offer 
up a portrait of a man far 
more complex than what we 

get from many of Banner's 
peers, and the inventive beats 

(by Banner, Cool & Dre, Akon 
and others) add vital life to 
his gruff flow. But you have 
to wonder if some of these 
tracks simply reflect the rap- 
per's desire to be all things to 
all consumers. -MW 

ROCK 

HAWTHORNE 
HEIGHTS 
Fragile Future 
Producer: Jeff Schneeweis 
Victory 
Release Date: Aug. 5 
1121 This Ohio -based emo- 

rock outfit has spent 
the time since 2006's "If Only 
You Were Lonely" dealing 
with drama considerably 

bands sing about. Hawthorne 

sequently countersued by) its 

label, Victory, for breach of 
contract (since resolved); 
then, late last year, guitarist 
Casey Calvert died from an 

accidental overdose of pre- 
scription drugs on the group's 
tour bus. Not surprisingly, on 

"Fragile Future," HH finds 
comfort in the familiar, with 
frontman J.T. Woodruff layer- 
ing catchy (if slightly worn - 
sounding) vocal melodies 
over stop- and -start guitar 
chug that never gets too 
fuzzy for the Hot Topic set. 
Emo fans will be satisfied; 

dabblers will have their as- 

sumptions about the genre 
confirmed. -MW 

MIKE GORDON 
The Green Sparrow 

John Siket, Jared Slomoff 
Rounder 
Release Date: Aug. 5 

©The centerpiece of 
Gordon's second solo 

album (and first since his old 
band Phish split in 2004) is 

undoubtedly "Andelman's 
Yard," a wondrous, well -con- 
structed romp on which he 

handles all the instruments, 
including banjo, bass, keys 

and acoustic guitar. Show- 
ing the influence of some- 
time- collaborator Leo Kot- 
tke in its delicate, searching 
lines, Gordon's dream -in- 
flected mini -epic exudes a 

glowing warmth. The silly/ 
sweet "Pretend" and "An- 
other Door" (which is remi- 
niscent of the Allman Broth- 
ers) employ a similarly light, 
bouncy touch. Jam -oriented 
rockers ideal for Phish's in- 
evitable reunion also turn up: 

see "Traveled Too Far," fea- 
turing two of his ex -band- 
mates. It all goes down 
smooth until Gordon intro- 
duces funk ( "Radar Blip," 
"Jaded ") and calypso ( "Mor- 
phing Again ") to the mix, 
with the results sounding 
stiff or dated. But make no 
mistake: He's got plenty to 
be proud of here. -SV 

SUGARLAND 
Love on the Inside 
Producers: Byron Gallimore, 

Sugarland 
Mercury Nashville 

THIRD DAY 
Revelation 
Producer: Howard Benson 

Essential Rei.urd, 
Release Date: July 29 

VI 

Sugarland's third album, finely crafted with producer 
Byron Gallimore, is proof positive that singer /song- 
writers Jennifer Nettles and Kristian Bush are on the 

cusp of superstardom. Hooky and infectious first 
single "All I Want to Do," currently No. 3 on Hot 

Country Songs, is a tantalizing tease of the album's 

breadth. Steamy "What I'd Give" finds Nettles 

growling her way through a honey -do list that would 
get any man's blood pumping, while "Keep You" 

finds her convincingly pleading a seemingly no-win 
situation. "Joey," a foreboding throwback written 
with Bill Anderson, leaves one wondering about the 

title character's fate. "Genevieve" starts acoustic 

and slow, building into a rollicking ode to a favored 

beau, and "Steve Earle," about the oft -married song 

poet, is hilarious and refreshingly raw from a pro- 

duction standpoint. -KT 

NEIL HALSTEAD 
Oh! Mighty Engine 
Producers: Neil Halstead, 

Robert Carranza 
Brushfire 
Release Date: July 29 

©For his second solo out- 
ing, Mojave 3 /Slowdive 

principal Halstead relocated 
from 4AD to Jack Johnson's 
Brushfire Records. Which 
seems a good fit, as the warm, 
reflective nature of Halstead's 

music is in step with Johnson's 

laid -back vibe, minus any 
surfer -boy groove. Essentially, 

"Engine" is Mojave 3 lite. The 

d appeal to 
Third Day's core Christian music audience while 

expanding its fan base in the mainstream rock arena. 

Possessing just the right amount of gritty intensity 
combined with sweet Southern charm, frontman Mac 

Powell is equally effective on tender ballads like "Let 
Me Love You" and such hard -charging rockers as "This 

Is Who I Am." "Born Again" is both a study in self - 

examination and celebration of a life redeemed that 

features a gorgeous guest vocal by Flyleaf's Lacey 

Mosely. Third Day fan Chris Daughtry lends his voice 

to "Slow Down" and guitar virtuoso Robert Randolph 
mixes it up on the bluesy firestorm of "Otherside." 
"Call My Name" is a well -crafted number that has 

already topped the Christian charts. Great songs, 

excellent musicianship and Powell's passionate vocals 

make this one of the best albums of the year. -DEP 

1 

album is dominated by soft 
acoustic numbers with a sub- 

tle folk twist. Keyboards back 

the optimistic "Always the 
Good," and delicate mandolin 
decorates "Witless or Wise" 
and "A Gentle Heart." The 

album's pastoral hue makes 

Nick Drake comparisons ob- 
vious, though nothing here 
feels imitated. For proof, see 

the awesomely titled bitter- 
sweet love song "Baby, I Grew 

You a Beard," with lines like, "I 

know that you'll love the 
man /Whose follicles are 
growing just for you. " -JM 

CANDLEBOX 
Into the Sun 

Producer: Ron Aniello 
Independent Label 
Group /Silent Majority Group 

Release Date: July 22 

i 
band always did up right in the 

form of "Lover Come Back to 
Me" and "Breathe Me In." With 
its style remaining refreshingly 

intact, especially on punchy 
rocker "A Kiss Before Dying," 
Candlebox gets the last laugh 

at those who once howled 
that it didn't adhere to trend - 
specific grunge. -CLT 

TILLY AND THE WALL 
Untitled 
Producer: Mike Mogis 
Team Love 

Release Date: June 17 

©On another album with 
no official name (fans 

have christened it "O "), Tilly 
and the Wall stick with their 
signature combination of half - 
shouted words and harmony 
vocals. But the group also 
breaks new ground with punk 
rock riffs and percussion that 
well surpasses the standard 
of tambourines and Jamie 
Prenssnall's tap dancing. 
"Falling Without Knowing" is 

a dance track driven by quick - 

paced drum effects over long - 

held synth chords that make it 

hard, if not impossible, to hear 

Pressnall's footwork. Else- 
where, circus -like cacophony 
ends "Chandelier Lake" with 
what sounds like a blend of 
accordion, keyboards, bells 
and a harp. Nothing here is 

drastic enough to alter the 
novelty label of "the band 
with the tap dancer," but it's 

©Candlebox stopped 
recording after 1998's 

"Happy Pills," so a reunion 10 

years on leaves one to won- 
der just what path the act will 
take. Since group principal/ 
singer Kevin Martin kept his 

chops honed with the woe- 
fully under -recognized Kevin 

Martin & the HiWatts, he has a 

head start. Candlebox isn't as 

intensely soulful as its '90s 
heyday, although it still favors 
a deep groove ( "Bitches 
Brewin," "Underneath It All ") 

and hasn't shaken off existen- 
tialism (contemplative finale 
"Consider Us "). There's also 
the watery, desultory blues the 

definitely a "step" in the right 
direction.- LL 

POP 

RICK SPRINGFIELD 
Venus in Overdrive 
Producers: Rick Springfield, 
Matt Bissonette 
New Door /UMe 
Release Date: Ju /y 29 

©Springfield may be 
best -known for 1981's 

Billboard Hot 100 topper 
"Jessie's Girl," but the Aus- 
tralian singer's career has en- 

dured a full 40 years in an in- 

dustry that blows hot and 
cold for his brand of main- 
stream power -pop. Follow- 
ing a 2005 covers album and 

a 2007 set of Christmas stan- 

dards, the all -original "Venus 
in Overdrive" demonstrates 
the strengths that keep 
Springfield in the game: 
broad stylistic range and 
pure emotional energy. First 
single "What's Victoria's Se- 

cret?" relies on a near copy 
of the "Jessie's Girl" musical 
formula, but the album builds 
to include modern rock, a 

reggae- tinged title track and 

the intense "Warning Shots," 

surprisingly Reznor -esque 
to the point of invoking Lu- 

cifer. The album's third, less 

radio -hungry act is its most 
satisfying, settling into soul - 

rock and Beatles- influenced 
tunes like "She" and "Saint 
Sahara. " -EN 

SCARS ON BROADWAY 
Scars on Broadway 
Producer: Daron Malakian 
Velvet Hammer /lnterscope 
Release Date: July 29 
Sy 

creative force Daron Malakian sets the tone for his 

new project early on when he sings, "Ain't nobody 
searching for a second chance /I'm just looking for a 

new romance." He could, of course, be talking about 
a real relationship, or perhaps SOAD's long- lasting 

hiatus. But in any event, Malakian and SOAD drummer 
John Dolmayan have indeed brought something new 

for their fans to love -and perhaps even for non -fans 

as well, given the more direct and accessible nature of 

Scars' music. The duo still delves into SOAD -style 

idiosyncracies via the sonic tumult and machine -gun 

dynamics of such tracks as "Serious," "Exploding/ 
Reloading," "Chemicals" and "World Gone Long," but 

Scars is just as apt to delve into the poppier melodi- 

cism of "Funny" and "Insane," the full -on funk of 

"Enemy" or the metallic muscle of "Stoner Hate." 

Scars, like Serj Tankian's solo album, makes SOAD's 

absence much easier to endure. -GG 
._ 
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PLASTILINA MOSH 
All U Need Is Mosh 
Producer: Alejandro Rosso 
Nacional 
Release Date: Aug. 5 

Mexico's anarchic pop- 
sters are at it again on 

their latest compendium of 
high- energy electronic ab- 
surdity. Think nonsensical, 
bilingual lyrics elf you want to 
lay down with me, just cut the 
crap ") delivered over wacked- 
out samples, hard -driving gui- 
tar and thick dance beats. 
There are a few atmospheric, 
arty tunes here, but the most 
fun songs are either shame- 
lessly silly ( "My Party" name - 
checks Danny Bonaduce, Gary 
Busey and Mario Lopez on the 
guest list) or are blessed with 
choruses so catchy as to be 
almost (gasp!) commercial. 
"Jonaz Goes to Hollywood" 
and "Pervert Pop Song," which 
features Ximena Sariñana, fit 
happily into the latter cate- 
gory. Good, bitchy fun. -ABY 

FRANCESCA 
BATTISTELLI 
My Paper Heart 
Producer: Ian Eskelin 
Fervent /Curb /Warner Bros. 
Release Date: July 22 

©Battistelli makes her 
Fervent debut with this 

engaging collection, show- 
casing her emotion -laden 
voice and intuitive songwrit- 
ing skills. She's already scored 
a radio hit with the bouncy an- 
them "I'm Letting Go," and 
there are plenty more gems 
on this well- crafted disc. The 
title track is a vibrant up- 
tempo tune about God's pro- 
found impact on one fragile 
life, while "Forever Love" is a 

tender worship song that 
beautifully showcases the 
young artist's vocal gift. In ad- 

dition to winning kudos for 
her voice, Battistelli wrote or 
co -wrote every track on the 
album. Following in the tradi- 
tion of such female singer/ 
songwriters as Amy Grant, 
Cindy Morgan and Nichole 
Nordeman, Battistelli delivers 
songs that share her personal 
insights on faith in an honest, 
open way. -DEP 

JAMES BROWN 
I Got the Feelin': James 
Brown in the '60s 
Producer: Shout! Factory 
Shout' Factory 
Release Date: Aug. 5 

©Listening to Brown's 
music is one thing. 

Watching the Godfather of 
Soul in action is quite another. 
Those who never got that 
chance will understand how 
he also came to be nicknamed 
the Hardest Working Man in 

Show Business after witness- 
ing the sweat- drenched, elec- 
trifying performances on this 
three -DVD set. " Feelin' " cap- 
tures a seminal period in his ca- 
reer in 1968. While rioters were 
torching inner cities in reaction 
to Dr. Martin Luther King Jr.'s 

assassination, Boston stayed 
cool thanks to the decision to 
not cancel (and to also televise 
live) a previously scheduled 
Brown concert the day after 
King's death. Directed by 
David Leaf, the behind -the- 
scenes documentary "The 
Night James Brown Saved 
Boston" is the compelling cen- 
terpiece of this package -a 
tribute to Brown's talent and 
the deepening of his own so- 
cial activism. Rounding out the 
set: the actual Boston Garden 
concert ( "James Brown Live at 
the Boston Garden ") and an 
earlier Harlem performance 
( "Live at the Apollo '68"), plus 
intriguing extras. -GM 

ati 101A01ri a10 IgE 
EDITED BY JONATHAN COHEN 
(ALBUMS) AND CHUCK TAYLOR 
(SINGLES) 

CONTRIBUTORS: Ayala Ben - 
Yehuda, Gary Graff, Laura 
Leebove, Michael Menachem, Jill 
Menze, Gail Mitchell, Evie Nagy, 
Sven Philipp, Deborah Evans 
Price, Shad Reed, Christa L. 

Titus, Ken Tucker, Susan 
Visakowitz, Mikael Wood, 

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

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

All albums commercially available 
in the United States are eligible. 
Send album review copies to 
Jonathan Cohen and singles 
review copies to Chuck Taylor 
(both at Billboard, 770 Broadway, 
Seventh Floor, New York, N.Y. 

10003) or to the writers in the 
appropriate bureaus. 

34 BILLBOARD AUGUST 2, 2008 

i 
SINGLES 
P() P 

DAVE BARNES 
Until You (3:59) 
Producers: Ed Cash, 

Dave Barnes 
Writer: D. Barnes 
Publishers: Dave Barnes /No 
Gang, ASCAP 
Razor 8 Tie 

©Many of the best pop 
songwriters have come 

out of Nashville, and Dave 
Barnes is one such sing- 
er /scribe now building mo- 
mentum for performing, as he 

coos about his love in "Until 
You," the lead single from his 

Razor & Tie debut. Having 
recorded three previous al- 
bums and written songs for 
Marc Broussard, Josh Hoge 
and close friend Matt Wertz, 
his single comes from the 
album "Me and You and the 
World," which debuted at No. 

94 on the Billboard 200 and 
peaked at No. 3 on the iTunes 
album chart. Barnes' mid - 
tempo, bright- weather pop - 
rock song, which he produced 
with Ed Cash, offers heart and 
soul amid the cocoa raspiness 
of his voice. Barnes is on the 
road this summer and early fall 

with Taylor Swift, Bonnie Raitt 
and Los Lonely Boys. -MM 

COUNTRY 

CHRIS YOUNG 
Voices (2:56) 
Producer: James Stroud 
Writers: C. Young, 

C. Tompkins, C. Wiseman 
Publishers: Runnin' Behind 
Publishing /Big Loud Songs/ 
Big Loud Shirt, ASCAP 
RCA 

We are all a product of 
environment and fam- 

ily members who have shap- 
ed our lives with words of wis- 
dom. Chris Young celebrates 
the impact of those "Voices," 
where, in the chorus, he re- 
calls advice that still rings 
true: "My dad sayin' work that 
job, but don't work your life 
away /Mama tellin' me to drop 
some cash in the offering 
plate on Sunday /And grand- 
dad sayin' have a few but 
don't ever cross that line /I 
hear voices all the time." 
Here's one of those country 
slice -of -life lyrics that every- 
one will relate to immediately. 
Young has a deep, muscular 
voice that infuses the song 
with heart and soul. This ter- 

rific single serves as an intro- 
duction to his RCA sopho- 
more set, a compelling collec- 
tion that should provide a 

strong vehicle to make this 
young singer /songwriter the 
star he deserves to be. -DEP 

ROCK 

HINDER 
Use Me (3:49) 
Producer: Brian Howes 
Writers: Hinder, B. Howes, 
A. Winkler, C. Hanson 
Publishers: various 
Universal Republic 

ElLike many of its wild - 
haired heroes of the '805, 

rock outfit Hinder achieved 
mainstream success thanks to 
a pop -smart power ballad. Two 
years after "Lips of an Angel," a 

top five Billboard Hot 100 hit 
that fueled a country version 
by Jack Ingram, the Oklahoma 
quintet returns with a raw, 
bluesy sleaze -rock track whose 
Jack Daniels- soaked live sound 
is more destined for dive bars 
than arenas. "Use Me," the first 
single from forthcoming soph- 
omore set "Take It to the Limit," 
is packed with testosterone - 
heavy lyrics and chunky, 
AC /DC -like guitars, but its old - 
school party -rock chorus, 
which rhymes "whole lotta 
love" with "never enough," falls 

ever so slightly short. -SP 

SLIPKNOT 
Psychosocial (4:44) 
Producers: Dave Fortman, 
Slipknot 
Writer: Slipknot 
Publishers: EMI April /Music 
That Music, ASCAP 
Roadrunner 

Between its hiatus since 
2004's "Vol. 3: The Sub- 

liminal Verses" and headliner 
status on the Rockstar Energy 
Mayhem festival, Slipknot's 
upcoming album "All Hope Is 

Gone" already has a lock for 
a strong (if not No. 1) debut. 
Nonetheless, the masked 
metallers took out extra insur- 
ance with lead single "Psy- 
chosocial." Once it gets past 
the climactic intro, the track 
instantly induces headbang- 
ing with a relentless thrash 
guitar hook and lockstep beat 
that will set the band's Mag- 
gots to marching. Rock go- 
to producer Dave Fortman 
(Evanescence, Mudvanye) 
smooths out the crunchy 

i -VA /S 
T.I. 
No Matter What (4:41) 
Producer: Dania 
Writers: C.J. Harris Jr, F.N. Hills 
Publishers: various 
Grand Hustle / Atlanti 
T.I.'s decision to start putting pen to paper again 
(hence the title of upcoming album "Paper Trail ") is 

turning about to be an A -grade report. With delivery 
as compelling as ever and lyrics stronger than before, 
the "King of the South's" excellent Danja -produced 
beat on "No Matter What" plays like the score to an 
epic film. T.I. is undoubtedly the star of the show, with 
a drama -filled life on par with such a motion picture. 
Whether explaining his legal issues, discussing per- 
sonal losses or putting his competition in its place, 
the message is clear: I'm still standing, no matter 
what. It's a potent number, and if it serves as any indi- 
cation of the rest of "Paper Trail," T.I. is set to release 
the best album of his career. -SR 

i 
ki MATTER 

WHAT 

riffage just enough 
track to go down easier at 
radio -not that it needed any 
help. With guitars sawing, 
drums pummeling and vo- 
cals snarling, "Psychosocial" 
is all that modern metal 
hopes to be. -CLT 

for the 

THE VERVE 
Love Is Noise (4:07) 
Producer: The Verve 
Writers: R. Ashcroft, 
the Verve 

Publisher: not listed 
Mega force /RED 

© Eleven years after 
decade -defining alt - 

rock gem "Urban Hymns," Brit 
pop royalty the Verve is back 
with new material and a line- 

up that reunites frontman 
Richard Ashcroft with gui- 
tarist Nick McCabe. The ener- 
getic "Love Is Noise" sends a 

looped sample of lovesick 
shrieks over a taut new wave 
beat that builds to a Spring - 
steen -esque rock chorus with 
crunchy guitars -an exciting 
departure that will surprise 
fans still whistling safely to 
"Bittersweet Symphony." 
"Will those feet in modern 
times /Walk on soles that are 
made in China ?" a brooding 
Ashcroft muses, sounding 
dark and dangerous, his vocal 
power stronger than ever. 
"Forth," the Verve's patiently 
awaited fourth album, arrives 
Aug. 26. -SP 

STAIND 
Believe (4:08) 
Producer: Johnny K 
Songwriter: Staind 
Publishers: Green fund /i.m.nobody 
Music /My Blue Car Music /Pimpyug 
Musik, ASCAP 
Atlantic 
There's no need to ask if Staind's "Believe" will be a 

hit -after a mere four weeks the song is already No. 9 

on the Mainstream Rock chart, and the Massachusetts 
band's track record of airplay smashes further renders 
the point moot. The lead single from upcoming album 
"The Illusion of Progress" (due Aug. 19) is another 
earnest plea for acceptance and understanding 
whose appealing dynamic follows Staind's now -pat 
power balladry formula of soothing verse and crash- 
ing chorus. The group outlasted the nù metal trend 
because of its talent for creating intense, brooding 
rock, so it's not hard to "Believe" that the track's par- 
ent album is destined for the same platinum fate as its 
three predecessors. -CLT 
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GOSPEL BY ANDREE FA RIAS 

Looks Like 
He Made It 
Marvin Sapp Smashes 
Records With 
Crossover Hit 

For a song that was originally deemed 
too raw and incomplete to be included 
on an album, let alone be a lead sin- 
gle, "Never Would Have Made It" has 

proved a career breakthrough for 
gospel mainstay Marvin Sapp -and 
a record -breaker on the airwaves. 

During its nearly yearlong run at 

gospel radio, the live track has spent 
a staggering 43 weeks at No. 1 on Hot 
Gospel Songs, shattering all records 
set by previous chart- toppers at any 

other format in the history of Nielsen 
BDS. (At 31 weeks, a distant second 
is Palomo's Regional Mexican hit "No 

Me Conoces Aun. ") 

The unprecedented momentum of 
"Never Would Have Made It" at gospel 

radio ignited a crossover to urban AC 

stations, with outlets like KJLH In- 

glewood, Calif., leading the way in a 

slow but steady build on the Hot Adult 

R &B Airplay tally. The song finally hit 
the top spot there in the July 26 issue. 

"Never Would Have Made It" joins 
a short list of contemporary gospel 
tracks that have found favor with adult 
urban programmers, including 
Yolanda Adams' "Open My Heart" in 

2000, Donnie McClurkin's "We Fall 

Down" in 2001 and Smokie Norful's 
"I Need You Now" in 2003. 

"Once we know we have a hit, then 
we go after it with everything we 

have," says Jazzy Jordan, senior 
VP /GM of Zomba's gospel division. 
"Once it establishes itself, once the 
indicators are there, we're going to 

do whatever we have to do." 
Jordan says that as soon as he 

and his team sensed the possibil- 
ity of a crossover, the label up- 
streamed the single to Jive, which 
then took over the promotional 
reins, but not without meeting 
some initial resistance. 

Zomba Label Group executive VP 

of R &B promotion Larry Khan says 
there's a new trend of gospel stations 
being owned by larger, urban - 
minded companies, which causes a 

territorialism that makes it more dif- 

ficult to cross -promote singles like 
"Never Would Have Made It." 

"It takes you even longer because 

they like the separation between what 
urban AC plays and what the gospel 
station plays and what the urban sta- 

tion plays," he says. "So it's even 
harder than it was 10 years ago." 

Still, the song's empowering mes- 
sage caught on with radio program- 
mers and listeners at both formats, 
creating an equally sustained impe- 
tus at retail. "Thirsty," Sapp's 2007 re- 

lease, has spent 27 weeks at No. 1 on 

Top Gospel Albums and has sold 
395,000 copies in the United States, 
according to Nielsen SoundScan. 

Not bad for a song Sapp says hap- 

pened on the spur of the moment the 
Sunday after the singer officiated at 

his own father's funeral. 
"It almost didn't make the album," 

Sapp admits. "He passed away and 
we did the eulogy on a Thursday, and 
Sunday I came to the church and it 
just happened in a worship service. I 

close out worship all the time at my 

church. I just stood up there and 
began singing what was in my heart. 
Next thing I knew, it's a crossover hit." 

Zomba Gospel has yet to decide 
on a follow -up single from "Thirsty," 

but Jordan acknowledges the label is 

not exactly looking to replicate the 
fortunes of "Never Would Have Made 

It." He hopes Zomba will continue 
working the song by exploring addi- 
tional opportunities in TV and film. 

"A song like this comes along once 
in a lifetime," he says. Jive senior di- 

rector of urban AC promotions Unice 

Rice adds, "There's always going to 

be an opening for a song of this cal- 

iber, but on the urban AC format, 
these kinds of records ... they're few 

and far between." 

A BIG PREVIEW PAY ̂ FF 
Being associated with the new Batman movie "The 

Dark Knight' is paying big dividends for a 

vintage Smashing Pumpkins song, "The 

Beginning Is the End Is the Beginning." 

The track is featured in the trailer for 
"The Watchmen," which is running 
before "The Dark Knight" in U.S. the - 
aters. Consequently, "Beginning" sold 

t nearly 11,000 digital downloads this 
week, according to Nielsen Sound - 
Scan, a mind -boggling 98,482% in- 
crease from the negligible amount 

it transacted last week. A different version of the 

song, "The End Is the Beginning Is the End," pre- 

viously appeared in the 1997 film "Batman & 

Robin." It too enjoys a big jump, exploding 2,351% 

to sales of more than 1,000. The Pumpkins are 

presently in Memphis recording a new song, 

"G.L.O.W.," due for release this fall. 

10,000 
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6,000 
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HERE'S TO 
YOU, MRS. 
PRESIDENT 
Carla Bruni is very much France's 
first lady. 

The former supermodel hit head- 

lines globally when she married French 

president Nicolas Sarkozy in February. 

Then Sarkozy's March U.K. state visit 

generated a media frenzy, with Bruni's 

face appearing on the front page of 
every national newspaper there. 

But back in her adopted homeland 

this week, the Italian -born artist's sta- 

tus has more to do with her musical 

career than her choice of partner. 
Singer /songwriter Bruni's third al- 

bum, "Comme si de Rien n'Etait" 
(Naive), hit No.1 on France's IFOP /Tite 
Live chart, selling more than 32,000 
copies in the 10 days following its July 
11 release, according to the label. 

Paris -based Naïve president Patrick 

Zelnik admits Bruni's new status brings 

unique problems. "We had to bring 
forward the release date," he says. ̀ The 

media buzz was getting out of control 

-journalists were writing about the 
album without having heard it." 

Naïve made the album available for 

free streaming July 9 -21 at carlabruni 

.com, logging 600,000 unique visitors. 

That initiative put Bruni back "in all the 

newspapers," Naïve international direc- 

tor Thomas Lorain says, "but this time, 

they were talking about the music." 

Naïve licenses Bruni's albums globally 

from her Teorema imprint. In the United 

Kingdom, indie Dramatico issued the 

new set July 14; a U.S. release follows 

Aug. 5 through Downtown Records. 

Converting Bruni's media profile into 

hard sales is Naïve's new challenge. 
Lorain admits that, despite the Sarkozy 

wedding's blanket press coverage, 

Bruni's overseas album sales subse- 

quently rose only "a few thousand." 
She has much ground to make up on 

her 2002 debut, "Quelqu'un m'a Dit," 

which Naïve says has sold 1.2 million 

domestically and 800,000 internation- 

ally. The Official U.K. Charts Co. (OCC) 

puts U.K. sales at 16,000; Nielsen 
SoundScan reports U.S. sales of 53,000. 

"Comme si de Rien n'Etait" enters 

the OCC albums listing this week at 

No. 58 on first -week sales of 2,900. 
Naïve says it has sold 120,000 in 

France and 270,000 internationally. 
While security issues make con- 

cert tours impractical, Bruni has high - 

profile domestic TV appearances 
lined up during September, followed 
by European and U.S. promotion. 

- Aymeric Pichevin 
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CHRISTIAN BY DEBORAH EVANS PRICE 

Relaunching Randy 
Travis Tallies Career -Best 
Debut With New Aibum 

Fueled by a Big Apple media blitz, Randy Travis is 
back with his first country album in eight years. 
"Around the Bend" dropped July 15 via Warner Bros., 
the label he first signed with 
nearly 25 years ago. The set, 
which debuts this week at No. 

14 on the Billboard 200 and 
No. 3 on Top Country Al- 
bums, heralds the return of 
one of country music's most 
acclaimed traditionalists, 
credited with jump -starting 
the country format with his 
1986 debut, "Storms of Life." 

In recent years, Travis 
found a second and very suc- 
cessful career as a gospel 
artist, recording four faith - 
based albums as well as a 

Christmas collection for 
Warner Bros. -owned Word 
Records. In 2003, the track 
"Three Wooden Crosses" 
started as a hit in the Christ- 
ian market, then returned 
Travis to the top of Hot Coun- 
try Songs. It also earned him 
Grammy, Country Music 
Assn., Academy of Country 
Music and Dove Awards. 

Travis says "Three Wooden 
Crosses" taught him "that 

quality of material will rise above and succeed, and 
that's why it's so important to choose the right songs. 
'Three Wooden Crosses' did something for us that I 
thought we'd never see again -turning into some- 
thing that is like a signature song." 

Travis and the folks at Warner Bros. are hoping 

that lightning will strike again with his new sin- 
gle, "Dig Two Graves," which he performed on 
"Late Show With David Letterman" on street date. 
During the week, he also promoted the new release 
with visits to "Good Morning America" and "Live 
With Regis and Kelly." 

For "Around the Bend," Travis again worked 
with longtime producer Kyle Lehning. "When Kyle 

and I started working together years ago, he said, 
'I want to help you make the best record we can 
make and past that, it's you singing these songs 
every night. So if you don't love it, don't do it.' I've 
stuck by that," Travis says. 

The album's first single, "Faith in You," didn't 
perform as hoped, failing to dent Hot Country 
Songs. Travis says part of the problem may have 
been the title. "We did get people wondering, 'Is 
this a gospel project ?' because of the title, and I 

guess I could understand that, but I thought it was 
a good choice for a single," he says. 

Either way, Travis is happy to be working again 
with Warner Bros., the label he has been on since 
1985, with the exception of two DreamWorks albums 
in the '90s. The label first built awareness via Travis' 
Web site, drawing more than 500,000 visitors in the 
first month after a March relaunch, according to 
Warner Bros. Nashville senior VP of sales and mar- 
keting Peter Strickland. Other Web features are live 
now with AOL and MSN, among others. 

Strickland says Travis visited 150 radio stations to 
help launch the album and made a big impact with 
a visit to QVC. "He was on QVC promoting this 
record for 20 minutes and sold 7,500 units in that 
amount of time," he says, "so that led us to believe 
that the fan base is active and ready to go." . 

HAMFATTER: BEST IN SHOW 
Fans of U.K. business reality show "Dragons' 
Den" (BBC2) are used to watching the panel 
of tycoons dismiss would -be entrepreneurs 
with a few pithy lines. 

But on the show's July 21 season premiere, 
3.4 million viewers saw Cambridge, England - 
based alternative rock band Hamfatter's live 
performance and bold business plan ignite 
a bidding war among three of the "dragons" 
to invest. 

The result? Hamfatter sold 30% of its prof- 
its during the next two album cycles for 
£75,000 ($150,000) in a 360 -degree deal with 
telecoms /media entrepreneur Peter Jones, 
known to U.S. audiences as a judge on ABC's 
"American Inventor." 

The day after the broadcast, Hamfatter hud- 
dled in Jones' London offices, where manager 
Jamie Turner is now based. 

"It's gone absolutely mental," says frontman 
Eoin O'Mahony, a managing director of Ham - 
fatter Ltd. alongside Turner. "We've had loads 
of people on the radio talking about us." 

The band's appearance generated plenty of 
publicity, including slots on digital radio net- 
work BBC 6 Music, breakfast TV show "G MTV" 
and pieces in most national newspapers. 

"It's not obvious rock territory, but maybe 
that's the point," O'Mahony says of such 
mainstream interest. "Let us play to everyone 
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and let them decide." 
Such appearances helped new single "The 

Girl I Love" reach No. 38 on the U.K. iTunes 
store the day after "Dragons' Den," while total 
views of the band's MySpace profile more than 
doubled from 23,000 to 49,000 within 24 hours 
of broadcast. A physical release through Shell - 
shock distribution follows Aug. 11. 

"We've had more hits in one day than in the 
five years before that," says guitarist James In- 
gham, who met O'Mahony at Cambridge Uni- 
versity. The lineup is completed by drummer 
Mark Ellis. 

Jones' £75,000 has largely been spent on 
manufacturing and a marketing campaign for 
the Aug. 18 rerelease of third album "What 
Part of Hamfatter Do You Not Understand ?" 

The single "Sziget (We Get Wrecked)" reached 
No. 54 on the U.K. chart last year, although 
there is no record of the band's TV claim of a 

2006 No. 3 hit in Austria. Hamfatter controls 
its own publishing, with a September U.K. tour 
booked through Helter Skelter. 

Market -leading U.K. retailer HMV believes 
sales will follow through on the interest. "We're 
already talking to the band about a series of PAs 
across our Fopp and HMV stores," HMV head 
of music Rudy Osorio says. "They're certainly 
going to have a solid platform to launch this new 
phase of their career." -Andre Paine 

WHO 
NEEDS 
PROMO? 
It's been six years since Los Temerar- 
ios, Mexico's top -selling romantic 
group, released an album of new ma- 
terial, and just as long since they went 
out on promotion. 

But that hasn't stopped brothers 
Adolfo and Gustavo Angel from sit- 
ting pretty at No.1 on Top Latin Al- 
bums for the second week with "Si 
Tú Te Vas" (Fonovisa). The set of pre- 
viously unreleased material is the 
eighth album the brothers have 
placed atop the chart, the most ever 
on Top Latin Albums. 

Released July 8, "Si Tú Te Vas" 
comes in the wake of two concept al- 
bums, "Veintisiete" (2004) and "Re- 
cuerdos del Alma" (2006), where 
Temerarios covered ranchera stan- 
dards and other tunes from the tra- 
ditional Mexican songbook. "Veintisi- 
ete" sold 300,000 copies, according 
to Nielsen SoundScan, and the single 
"Qué de Raro Tiene" became the first 
ranchera track to hit No. 1 on Bill- 
board's Hot Latin Tracks chart. 

"Si Tú Te Vas," produced by Adolfo 
with Rudy Pérez, is a departure, with 
a sound that plunges firmly into pop, 
all but eschewing the more traditional 
Mexican "grupo" sound that has been 
a Temerarios trademark. 

Not that fans seem to mind. Bol- 
stered by a title track that reached 
No. t on the Hot Latin Songs chart the 
week of release and by a powerful TV 
campaign, "Si Tú Te Vas" translated to 
the second -best -selling debut week 
in the group's history. 

This week, the album remained 
comfortably at No. 1 with 12,500 
copies sold, far more than Wisin & 

Yandel at No. 2 with 7,600. 
The Angel brothers have yet to do 

interviews or TV appearences. But 
they benefited from a TV spot cam- 
paign on Univision that, for two weeks 
prior to release, offered hints about 
the new album. A second campaign 
announcing "Si Tú Te Vas" was avail- 
able for sale kicked off on street date. 

Fonovisa VP of marketing and pro- 
motion Alberto Del Castillo says the 
label had "countless" retail and on- 
line campaigns in place at all levels. 

"There was a of of expectation 
around the album," Del Castillo says. 

"Without a doubt, radio was key. But 
all the other campaigns gave us the 
support to reach No.1 in sales, even 
without the artists' physical support." 

Temerarios' cousin and manager 
Mayra Alba says the group will begin 
promotion when it kicks off a U.S. tour 
Aug. 1 in Los Angeles. It is their first 
tour in three years, and that alone 
should keep sales high. -Lei /a Cobo 
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Bilibisri s 
A WEEKLY ROUNDUP 
OF NOTABLE CHART 

ACHIEVEMENTS 

WATCH THIS SP 
Cyr 

's "L 
on the Inside" will be sitting 
atop the Billboard 200. They 
were Nos. 1 and 2, respectively, 
in a tight race, on Nielsen 
SoundScan's Building chart, 
which was released July 23, 
reflecting sales through 
Tuesday, July 22. 

Op 
DVD Sales is the animated 
"Batman: Gotham Knight" 
(141,000) while "Batman 
Begins," the first movie in th 
franchise to feature Christian 
Bale, leaps 14 -2 (79,000, 
up 300 %). 

As Taylor Swift arrives at j 

No. 1 on Top Country Albums 
"Beautiful Eyes," she also find 
herself at No. 2 with her self - 
titled debut. It's the first time 
one artist has held the top two 
slots since LeAnn Rimes did th 
trick in the March 3,1997, issue. 

CHART 
13 E A"F 

»The debut singles by Colbie 
Caillat and Sara Bareilles have 
monopolized pole position on 
the Adult Contemporary chart for 
the last 30 weeks, the longest 
consecutive run at No. l by solo 
female artists in the 47 -year and 
two -week history of this survey. 
Caillat's "Bubbly" led the list for 
19 weeks and was succeeded by 
Bareilles' "Love Song," which is still 
in the penthouse after 11 weeks. 

»If you had to name a member of 
the family group DeBarge, you 
might think of El, Chico or Bunny, 
the three siblings who scored hits 
as solo artists. But another family 
member, Mark, is back on the 
Billboard Hot 100 as a songwriter. 
He penned the DeBarge song 
"Stay With Me," sampled in 
Mariah Carey's "I'll Be Lovin' U 

Long Time," which moves 100 -79. 

Read Fred Bronson 
x every week at 

billboard.com /fred. 
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Nas Keeps No. l Pace; Hold Steady's ̀ Late' Surge 
It seems Nas gets more attention for 
what he might, or might not, title an 
album than most artists get for a career's 
worth of music. That sort of scrutiny 
wouldn't exist were it not 
for his ongoing relevance. 
proved this issue by his 
fifth No. 1 on the Billboard 
200. His untitled new set 
also becomes his seventh 
No. 1 on Top R &B /Hip- 
Hop Albums. 

The record begins with 
187,000 copies. The ar- 
rival comes a dozen years 
after his first chart -topping album, It 

Was Written," and 14 years after his 
first Billboard 200 ink, when "Illmatic" 
peaked at No. 12. 

Well before its release, this new col- 

lection grabbed top -of -mind attention 
last year from hip -hop devotees and 
activists when Nas contemplated the 
controversial title of the N -word. Along 

the way, that discussion generated 
much press attention, including a re- 

cent feature in this magazine (Bill- 
board, July 5). 

Nas' last studio set hit the market 
during Christmas week of 2007. Its 
title, "Hip -Hop Is Dead," also sparked 
months' worth of conversation in 
music columns and blogs. Nas' new 
album replacing rapper Lil Wayne 

atop the big chart brings a certain irony 
to that earlier title's notion. 

This marks the third rap album to 

lead the Billboard 200 in 2008, follow- 
ing Wayne s "Tha Carter 
III" and Rick Ross' 
March release "Trilla." 

Nas' first week is 
lighter than the 355,000 - 

unit start of "Hip -Hop Is 

Dead," not uncommon 
in today's music climate 
and all the more under- 
standable when you con- 

sider that his 2006 album 
hit stores during the busiest shopping 
week of the year. 

This, in fact, marks Nas' first studio 
set to arrive outside the confines of No- 

vember or December since his 1999 

title, "I Am ... ," which landed in April. 

Even without the traffic of the holiday 
season, that album garnered the 
biggest sales week of this rapper's ca- 

reer, opening at 471,000 copies. 
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HOLD EVERYTHING: The arrival of 
physical product helps Brooklyn band 
the Hold Steady make an eye- catching 
re -entry at No. 30 on the Billboard 200, 

by far the highest chart peak of its career. 

But the band also got a huge helping 
hand from the generous attention it re- 

ceived during a profile on "Late Show 

With David Letterman." 
While most musical acts on "Letter- 

man" and the other late -night talkers 
are relegated to the last few minutes of 
a show, Andy Kindler, a comedian who 
frequently contributes to "Late Show," 
thrust the spotlight on the Hold Steady 
during the second segment of the show's 
July 16 broadcast. 

Kindler introduced the piece by ex- 

pressing his unabashed affection for 

the band. That led to footage of the 
deadpan specialist interviewing lead 
singer Craig Finn and Hold Steady 
fans, as well as some performance 
footage- including a guest guitar ap- 

pearance by Kindler himself. 
Prior to the tracking week, the band's 

"Stay Positive" had only been sold via 

digital downloads. With the arrival of 
CDs and the "Late Show" exposure, 

sales increase more than 20 times over 
the prior frame, from less than 1,000 

copies to more than 17,000. 
Physical product accounts for almost 

72% of the week's sum, but "Positive" 

also surges in downloads, with that chan- 

nel's 519% improvement leading to a No. 

12 re -entry on Top Digital Albums. 
Prior to this issue, the June 17 release 

had spent one week at No. 23 on Digi- 

tal Albums and a lone frame at No. 170 

on the big chart. It sold close to 4,000 

downloads during its first digital frame, 
which stood as its best digital week until 
this issue's total of 5,000 units. 

To put that in perspective, there were 
only two weeks when Hold Steady's 
conventionally released 2006 set, "Boys 

and Girls in America," sold more than 
5,000 copies. That album peaked at No. 

124 during a two -week stint on the Bill- 

board 200. Its earlier titles 
didn't reach either that 
chart or Top Heatseekers. 

"Positive" peaked at No. 

5 during a two -week Heat - 
seekers stay, but with this 

leap into the top half of the 
Billboard 200, the Hold 
Steady no longer qualifies 
for that list. Wonder how 
many cool rock bands will 

be phoning Kindler by the 
end of the week. 

I VIrke ̀  Watch `cIi A Weekly National Music Sales Report 

Weekly Unit Sales Year -To -Date 
DIGITAL 

ALBUMS ALBUMS' 

DIGITAL 

TRACKS 

This Week 

Last Week 

Change 

This Week last Year 

Change 

7,482,000 1,209,000 19,851,000 

7,331,000 1,187,000 18,965,000 

2.1% 1.9% 4.7% 

8,119,000 904,000 14,918,000 

-7.8% 33.7% 33.1% 
'Digital album sales are also counted within album sales. 

Weekly Album Sales (Million Units) 
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2007 2008 CHANGE 

OVERALL UNIT SALES 

Albums 255,000,000 227,014,000 -11.0% 

Digital Tracks 462,095,000 601,796,000 30.2% 

Store Singles 1,190,000 931,000 -21.8% 

Total 718,285,000 829,741,000 15.5% 

Albums OW 301,209,500 287,193,600 -4.7% 
'Includes track equivalent album sales (TEA) with 10 track downloads equivalent 
to one album sale. 

ALBUM SALES 

'07 

'08 227.0 million 

SALES BY ALBUM FORMAT 

190,802,000 16.3% (D 227,996,000 - 

Digital 26,248,000 35,221,000 34.2% 

Cassette 193,000 55,000 -71.5% 

Other 563,000 936,000 66.3% 

For week ending July 20.2008. Figures are rounded. 
Compiled from a national sample of retail store and rack 
sales reports collected and provided by 

Year -To -Date Album 
Sales By Store Type 
100million units 

p ra 
80 

60 

40 

20 
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SoundScan 
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traditional Merchant 
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Go to www.billboard.biz for complete chart data 37 

www.americanradiohistory.com

www.americanradiohistory.com


 

OO 

SALES DATA 
COMPILED BY 

nielsen 
SoundScan 

o 
x Ño .11v ARTIST 
W c g ;é IM PHINI & NUMBER I DISTRIBUTING LABEL (PRICE) 

NOT SNOT 
DEBUT 

1 NAS 
DEF JAM /COLUMBIA 011505 IDJMG (13.98) 

2 1 1 

LIL WAYNE 
1í11n33 UMRG (13 98) 

SOUNDTRACK o 
4 2 2 

5 3 3 

O 5 7 

2 
GREATEST 
GAINER 

COLDPLAY 
CAPITOL 16886" (18,98) 

Title 

Untitled 1 

Tha Carter III © 1 

Mamma Mia! 3 

Viva La Vida or Death And All His Friends t 

10 

11 6 6 

® 14 

mm 
18 12 14 

16 4 - 

SOUNDTRACK 
WALT DISNEY 001742 (18 981 

KID ROCK 
TOP DOG /ATLANTIC 290556 "'AG (18.98) 

JOHN MELLENCAMP 
H 1895,+ 

DAVID BANNER 
BIG F A L L SRC UNIVERSAL MOTOWN 009956,UMRO (13.98) 

Camp Rock 

Rock N Roll Jesus R 

Life Death Love And Freedom 

The Greatest Story Ever Told 

TAYLOR SWIFT 
BIG MACHINE 0140 (15.98 CD/0VÚ) ±' 

8 9 RIHANNA 
SRP, DEF JAM 008968" IDJMG (13 98) 

Beautiful Eyes (EP) 

Good Girl Gone Bad 

VARIOUS ARTISTS 
EMI /SONY BMG;UNIVERSAL,JZOMBA 08144 /CAPITOL 

TAYLOR SWIFT 
BIG MACHINE 079012 (18.98) +, 

O.A.R. 
EVERFINEATLANTIC 511179 AG (18.98) 

RANDY TRAVIS 
WARNER BROS (NASHVILLE) 43254 /WRN (13.981 + 

KATY PERRY 
CAPITOL 04249 (12.98) 

BECK 
OGC 011537'%IGA (13.98) 

8.98) 

17 13 10 © DISTURBED 
REPRISE 411132 WARNER BROS (18.98) 

18 19 ¡ JOURNEY 
NOMOTA 4506 EX (14.98 CD /DOD) 

1& 11 8 
CI USHER 

LAFACE 23388; ZOMBA (18.98) 

O ®O 
21;, 15 18 

NOW 28 

Taylor Swift 

All Sides 

Around The Bend 

One Of The Boys 

Modern Guilt 4 

Indestructible 1 

Revelation 5 

Here I Stand 1 

It's the fourth 

top 10 start for the 

singer and his 19th 

charting album 

overall, stretching 

back to the Aug. 18, 

1919, debut of 

"John Cougar." 

SOUNDTRACK 
WARNER SUNSET 511101 WARNER BROS (18.98) 

LEONA LEWIS 
SYCO /J 02554/RMG (18.98) 

22 10 5 ; 3 JOHN MAYER Where The Mayer Light Is: John Ma Live In Los Angeles COLUMBIA 22665"; SONY MUSIC 119.981 -I, g Y 9 

JONAS BROTHERS 
HOLLYWOOD 000282 (18.98) 

The Dark Knight 20 

Spirit R 

22 31 

24 9 4 

25 21 20 

26 17 15 

Jonas Brothers 

G UNIT 
G UNIT /INTERSCOPE 011461' /IGA (13.98) !+' 

DUFFY 
MERCURY 010822' IDJMG (11.98) 

PLIES 
BIG GATES /SLIP -N- SLIDE /ATLANTIC 511238/AG (18 -98) 

27 19 21 
CI 3 DOORS DOWN 

UNIVERSAL REPUBLIC 011065 /UMRG (13.98) 

O 28 32 10 
JASON MRAZ 

29 16 11 

RE-ENTRY 

31 27 27 

33 59 

37 41 

34 24 28 

35 23 16 

38 32 39 

o 41 37 

38 35 34 

39 29 24 

iQ 58 43 

2 

THREE 6 MAFIA 

HEATSEEKER 
GRADUATE 

THE HOLD STEADY 

CHRIS BROWN 

NATASHA BEDINGFIELD 
81 

ALAN JACKSON 

TOBY KEITH 
.- _HVILLE 010334 UME (19 -98) 

(18.98) 

T *O *S (Terminate On Sight) 4 

Rockferry 4 

Definition Of Real 2 

3 Doors Down 1 

We Sing. We Dance. We Steal Things. 3 

Last 2 Walk 5 

Stay Positive 30 

Exclusive 4 

Pocketful Of Sunshine 3 

Good Time 1 

35 Biggest Hits 2 

MOTLEY CRUE 
ELEVEN SEVEN (16 98) + 

Saints Of Los Angeles 4 

JACK JOHNSON 
a IRE 010580' /UMRG (13.98) 

Sleep Through The Static 1 

KENNY CHESNEY 
A 118.981 

Just Who I Am: Poets & Pirates 

MARVIN SAPP 
,MBA (17.98) 

SHINEDOWN 
... . .:1 AG 118 98 

ALAN'S MORISSETTE 
MAVERICK 269308 WARNER BROS (18 98) 

Thirsty 28 

The Sound Of Madness 8F, 

Flavors Of Entanglement 8 

41 25 98 m MAROON 5 
A8Mi0CTONE 008917/1GÁ 118.981 + 

WEEZER 
DGC;INTERSCOPE 0/1135+IGA (13.98) 

CARRIE UNDERWOOD 
19 ARISTA ARISTA NASHVILLE 11221iRMG'RMG SBN (18.98) 

TIM MCGRAW 
CURB 79086 EX (14.98) 

45 26 - LOS TEMERARIOS 

42 30 30 

43 36 35 

® 
FONOVISA 353648 VG (13.98) 

46 38 36 
SUGARLAND 
MERCURY NASHVILLE 007411 /UMGN (13.98) 

The band, which 

previously never 

vent higher than No. 

0. makes a splash 

vith its first studio 

Set since 2005, 

hitting 33,000 in 

first week. 

Dmpanion score to 

e box office king 

ows with 25,000 

.old. The last 

Batman" film's 

ouodtrack 

eaked at No.155. 

ollowing an 

Interview and 

performance on 

NPR's "World 

Cafe" July 18, 

the singer's 

album zips up 

the tally with 

a 41% increase. 

It Won't Be Soon Before Long 1 ?he soundtrack 

,allies with its best 
Weezer 4 sales week (7,000; 

Carnival Ride © 1 
up 404 %) 5Í0(e 

March after the film 

Greatest Hits: Limited Edition 10 was released last 

week on DVD. 
Si Tu Te Vas 28' 

Enjoy The Ride © 4 

47 31 33 m MARIAN CAREY 
SI II 111, II' 41C 113.98) 

E=MC2 

O ©O 
49 20 

BRUCE SPRINGSTEEN AND THE E STREET BAND 
, o ,o1AL ;, SONY MUSIC (7.98) 

WILLIE NELSON WYNTON MARSALIS 
HF 61.154' BLG (18 98) 

METRO STATION 

Magic Tour Highlights (EP) 

Two Men With The Blues 

48 

?Ai 
i=3 

® 
ae Y a. 

á3 Né3ó 
47 45 

52 45 47 

53 46 44 

54 44 48 

10 

ARTIST 
IMPRINT 8 NUMBER / DISTRIBUTING LABEL (PRICE) 

DEATH CAB FOR CUTIE 
BARSUK /ATLANTIC 452798'ÁG (18.98) 

FLOBOTS 
UNIVERSAL REPUBLIC 011258/UMRG (13.9 

FRANK SINATRA 
REPRISE 438652 /WARNER BROS. (18.98) 

COLBIE CAILLAT 
UNIVERSAL REPUBLIC 009219 /UMRG (10.98) 

55 56 52 CI GARTH BROOKS 
PEARL 213 (25.98 CD/UVD) +I 

56 54 42 VARIOUS ARTISTS 
SIOEONEDUMMY 1355 (8.98) 

57 MIRANDA LAMBERT 
COLUMBIA (NASHVILLE) 78932/SBN (18.98) 

RICK ROSS 
SLIP -N -SLIDE /DEF JAM 009536" /IDJMG (13.98) 

59 GEORGE STRAIT 
MCA NASHVILLE 010826 /UMGN (13.98) 

58 

55 68 

52 55 

50 58 

70 72 O BRAD PAISLEY 
ARISTA NASHVILLE 07171/SBN (18.98) 

ONEREPUBLIC 
MOSLEV'INTERSCOPE 010266 /IGA 13.98 

ABN 
J PRINCE 511943rRAP -A -LOT 4 LIFE (18 -98) 

63 39 23 ® VANESSA HUDGENS 
HOLLYWOOD 002052 (18.98) 

56 1 SOUNDTRACK 
FOX 82986'RA7" 3 TIE (16.98) 

61 42 51 

64 48 

65 64 66 

66 49 

67 68 

LINKIN PARK 
MACHINE SIAM - ,t'ARNER BROS (18 -98) 1 +. 

38 
®THE OFFSPRING 

COLUMBIA 021. - `l'. ',111SIC (18.98) 

94 MILEY CYRUS Hannah Montana/Miley Cyrus: The Best Of Both Worlds Concert 
HOLLYWOOD 00'x _50 WALT DISNEY (18.98 CD NO) + 

Title 

Narrow Stairs 

Fight With Tools 

Nothing But The Best 

Coco 

The Ultimate Hits 

Vans Warped Tour '08 

Crazy Ex- Girlfriend 

Trilla 

Troubadour 

5th Gear 

Dreaming Out Loud 

It Is What It Is 

Identified 

Alvin And The Chipmunks 

Minutes To Midnight 

Rise And Fall, Rage And Grace 

68 60 40 

69 63 57 

O 122 95 

71 65 50 

72 53 62 

73 69 4 

74 34 12 

O 90 75 

76 61 46 

77 66 63 

78 77 89 

79 62 54 

80 85 73 

81 78 85 

82 71 71 

83 76 5311 

84 95 87 

85 87 82 

o 107 102 

87 80 81 

88 83 78 

89 81 77 

90 67 64 

91 98 110 

92 88 99 

93 93 97 

95 

96 

97 

RE-ENTRY 

74 79 

84 70 

SIGUR ROS 
XL 364 /BEGGARS GROUP (11.98) 

MADONNA 
WARNER BROS. 421372'(18.98) 

JAKOB DYLAN 
STARBUCKS,COLUMBIA 02328" /SONY MUSIC (15.98) 

JEWEL 
VALORO 0100 18.9 

ADELE 
XL /COLUMBIA 30624'/50NY MUSIC (15.98) 

ASHANTI 
THE INC. /UNIVERSAL MOTOWN 011318 /UMRG (13.98) 

TECH N9NE 
STRANGE 48 18.98) 

DJ SKRIBBLE 
THRIVEDANCE 50784,THRIVE 18.98) 

SOUNDTRACK 
NEW LINE 39114 16.98) 

KEYSHIA COLE 
CONFIDENTIAL /IMANI /GEFFEN 009475 " /IGA (13.98) 

SEETHER 
WIND -UP 13127 (18.98) 

VARIOUS ARTISTS 
SONY BMG /EMI /UNIVERSAL'ZOMBA 28781 :SONY BMG STRATEGIC MARKETING GROUP (18.98) 

WISIN & YANDEL 
MACHETE 010293 (16 98) '+ 

LADY ANTEBELLUM 
CAPITOL NASHVILLE 03206 (12.98) 

SOUNDTRACK 
NICKELODEON; COLUMBIA 30987 ;60NY MUSIC 

MARCO ANTONIO SOLIS 
FONOVISA 353530/1G 113.98 CO /OVDI +. 

JAMES OTTO 
RAYBAW WARNER BROS (NASHVILLE) 49907 WRN (13.98) 

VICENTE FERNANDEZ 
SONY BMG NORTE 146,9 115 98) 11/ 

BLAKE SHELTON 
WARNER BROS 34488 1WRN 18.98 

DAUGHTRY 
RCA 88860 /RMG (18.98) 

NICKELBACK 
ROADRUNNER 618300 (18.98) ' 
SOUNDTRACK 
FOX/RHINO 410. - AG (13.98) 

AMY WINEHOUSE 
Back To Black 

UNIVERSAL H11' C 008428' /UMRG (10.98) 

MILEY CYRUS Hannah Montana 2 (Soundtrack) /Meet Miley Cyrus I HOLLF; "d. *ALT DISNEY (22 98) 

RASCAL FLATTS Still Feels Good 
LYRIC STREET 000384 /HOLLYWOOD 18.98) 

JULIANNE HOUGH 
MERCURY NASHVILLE 011052/UMGN (13.98) 

®SOUNDTRACK 
ATLANTIC 409212/80 (18.98) 

ROBERT PLANT / ALISON KRAUSS 
ROUNDER 619075" (18.98) 

FLYLEAF 
16-1..tz,4 AOM OCTONE 6500051ISÁ (12.981 + 

99 104 
MICHAEL BUBLE 
43; REPRISE 100313 WARNER BROS (18 98) 

1 

15 

2 

5 

© 3 

35 

6 

1 

1 

3 

14 

62 

23 

5 

© 1 

10 

3 

Med Sud I Eyrum Vid Spilum Endalaust 15 

Hard Candy 1 

24 

53 

6 

12 

30 

2 

Just Like You 2 

Finding Beauty In Negative Spaces 9 

NOW 27 2 

2 14 

4 

28 

41 

Sunset Man 3 

Para Siempre 38 

Pure BS 8 

Seeing Things 

Perfectly Clear 

The Declaration 

Killer 

Total Club Hits 

Sex And The City 

Wisin Vs. Yandel: Los Extraterrestres 

Lady Antebellum 

Una Noche En Madrid 

Daughtry 1:1 1 

1 

1 

© 2 

© 

© 1 

3 

5 

2 

57 

1 

All The Right Reasons 

Juno 

O 108 123 13 

99 100 86 

HEATSEEKER 
GRADUATE 

SAVING ABEL 
SKIDDCO 15019 /VIRGIN (12.98) 

THE -DREAM 
RADIO KILLA,,DEF JAM 009872' /IDJMG (13.98) 

Julianne Hough 

Step Up 2: The Streets 

Raising Sand 

Flyleaf 

Call Me Irresponsible 

Saving Abel 

Love /Hate 

9R 

30 

50 43 61 Metro Station 43 

THE BILLBOARD 200 ARTIST INDEX COLBIE CAILLAT MILEY 

AIM FOR 

. éz9 
.. 

JEREMY CAMP 123 
3 DOORS DOWN .... . .118 .27 ASHANTI 73 DIERKS BENTLEY 

MARIAN CAREY 47 0 30013 158 RODNEY ATKINS 172 MARY J. BLIGE 156 
CASTING CROWNS ...180 DAUGHTRY 87 

10 YEARS 184 AVENGED SEVENFOLD ..149 BOYS LIKE GIRLS . .177 
KENNY CHESNEY 37 DEATH CAB FOR CUTIE ..51 

. 
GARTH BROOKS 55 

COLDPLAY 4 GAVIN DEGRAW 148 
ABN . 62 0 CHRIS BROWN 31 KEYSHIA COLE 77 RAHEEM DEVAUGHN ..189 
ADELE 72 DAVID BANNER 8 MICHAEL BUBLE 97 JOHN COLTRANE 145 NEIL DIAMOND 140 
TRACE ADKINS 104 SARA BAREILLES ....106 BUCKCHERRY 130 SHERYL CROW 154 DISTURBED 17 
ALKALINE TRIO 117 BECK 16 BUN -8 128 

CUTE IS WHAT WE DJ CLAY 200 
GARY ALLAN ... ...169 NATASHA BEDINGFIELD ..32 

DJ SKRIBBLE 75 

38 Go to www.billboard.biz for complete chart data 

THE DOORS 173 
THE -DREAM 99 
DUFFY 25 
DWELE t52 
JAKOB DYLAN 70 

EAGLES 

ESTELLE 155 

VICENTE FERNANDEZ 

100 SERGIO MENDES 103 91 WILL AM/STARBUCK8 30278; CONCORD (18.98) 

FIVE FINGER DEATH 

PUNCH 133 

FLEET FOXES 122 

FLEX 103 

FLIGHT OF THE 

CONCHORDS 129 

FLOBOTS 52 

FLO RIGA 136 
FLYLEAF 96 
FUO FIGHTERS 139 
FOREIGNER ... 166 

KENNNO G 171 

DELTA G00DREM 116 
NATALIE GRANT 176 
AL GREEN ... ... _ 108 

G UNIT 24 

EMMYLOU H 

HIT THE LIGHTS 190 
THE HOLD STEADY ....30 

JULIANNE HOUGH 93 JIM JONES & 
VANESSA HUDGENS 63 BYRD GANG 164 

JOURNEY ... 18 

JUDAS PRIEST 143 I 
ENRIGUE IGL 

TORY KEITH 34 
ALAN ALAN JACKSON KERL? 197 

LYFE JENNINGS 141 ALICIA KEYS 109 

JEWEL...,.. _..,...71 KID ROCK 6 

JACK JOHNSON 36 KIDZ BOP KIDS 137 

JONAS BROTHERS _ 23 KUTLESS 153 

Data for week of AUGUST 2, 2008 

LADY ANTEBELLUM 

MIRANDA LAMBERT .. .57 

LED ZEPPELIN 126 

AMOS LEE 168 
LEONA LEWIS 21 

LIFEHOUSE 179 

LIL WAYNE 2 

LINKIN PARK 65 

LOS LONELY BOYS ....110 

Encanto 60 

MADONNA 

THE MAINE 125 
MANA 178 
MAROON 5 41 

JOHN MAYER _22. 102 
JESSE MCCARTNEY ..144 
REBA MCENTIRE 142 
TIM MCGRAW 44 

JOHN MELLENCAMP ....7 
SERGIO MENDES 100 

CHARTS LEGEND on Page 43 
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The Altar And The Door 

Once 

The Best Of 26 

SALES DATA 
COMPILED BY 

niclscn 
SoundScan 

101 

102 15 76 

104 92 84 
TRACE ADKINS 
CAPITOL NASHVILLE 76927 (18 981 

e 113 105 m EAGLES 
ERC 4500 EX (14.98) 

106 79 118 1 SARA BAREILLES 
EPIC 94821/SONY MUSIC (11.98) 

107 73 65 6 
MY MORNING JACKET 

ATO 21626 (13,98) 

108 106 69 8 
AL GREEN 
BLUE NOTE 48449`/BLG (18.98) 

109 101 83m ALICIA KEYS 
MBKU 11513`/RMG (18.98) O+ 

110 57 26 
CI LOS LONELY BOYS 

OR /EPIC 17428/SONY MUSIC (15.98) 

111 72 60 0 N *E *R *D 
STAR TRAK'NTERSCOPE 011447/1GÁ (13.98) 

10 120 107 m ENRIQUE IGLESIAS 
UNIVERSAL LATINO 010974 (14.98) /1 

113 59 25 © RELIENT K 
GOTEE 70009 (13.98) 

ARTIST 
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 

Title 

JORDIN SPARKS 
ZOMBA (18.98) 

Jordin Sparks 

JOHN MAYER 
'DIA 27976 * /SONY MUSIC (18.98) 

PACE 
SETTER 

FLEX 
_MI TELEVISA 15221 (13 98) 

Continuum 

Te Quiero 

American Man: Greatest Hits Volume II 

Long Road Out Of Eden 

Little Voice 

Evil Urges 

Lay It Down 

As I Am 

Forgiven 

Seeing Sounds 

95/08 

The Bird And The Bee Sides 

114 102 101 m PARAMORE 
FUELED BY RAMEN 159612'/ÁG (13.98) 

RIOT! 

125 12515 THEORY OF A DEADMAN Scars & Souvenirs 
604 618009 /ROADRUNNER (11.98) 

Delta ® M DELTA GOODREM 
MERCURY 011262 /DECCA (11 98) 

D 117 51 13 
ALKALINE TRIO 
EPIC 17247./SONY MUSIC (15 98) 

118 114 100 m DIERKS BENTLEY 
CAPITOL NASHVILLE 09070 (18.98) 

119 115 109 

120 96 92 

121 116 114 

122 111 120 

110 

VARIOUS ARTISTS 
WALT DISNEY 001130 (18.98) 

EMMYLOU HARRIS 
NONESUCH 480444' /WARNER BROS. (18.98) 

THREE DAYS GRACE 
JIVE 83504 /ZOMBA (18.98) 

FLEET FOXES 
SUB POP 777' (13.98) 

123 94 108 16 
JEREMY CAMP 
BEC 63723 (17.98) -F 

124 112 93 ® VARIOUS ARTISTS 
EMI /SONY BMG /UNIVERSAL /ZOMBA 08145 /CAPITOL (18.98) 

125 40 - © THE MAINE 
FEARLESS 30112 (12.98) 

LED ZEPPELIN 
SWAN SONG 313148 /ATLANTIC (19.98) +, 

RADIOHEAD 
TBD 21622'/ATO (13.98) 

D BUN -B 
J PRINCE TRILL,'RAP-A -LOT 4 LIFE 445884 /ASYLUM (18.98) 

FLIGHT OF THE CONCHORDS 
HBO 715' /SUB POP (15.98) 

BUCKCHERRY 
ELEVEN SEVEN 00001 /ATLANTIC (13.98) 

VARIOUS ARTISTS 
LYRIC STREET 001932 /WALT DISNEY (18.98) 

REHAB 
ATTICA SOUND /UNIVERSAL REPUBLIC 011555 /UMRG (10.98) 

139 148 m FIVE FINGER DEATH PUNCH 
FIRM 70116 (12.98) 

134 124 111 D VAMPIRE WEEKEND 
XL 318' /BEGGARS GROUP (11.98) 

197 174 
R.E.M. 
WARNER BROS 418820' (18.98) (* 

136 132 121 
CI FLO RIDA 

POE BOY /ATLANTIC 442748/AG (18.98) 

137 138 142113 KIDZ BOP KIDS 
RAZOR & TIE 89172 (18.98) 

150 154 
SOUNDTRACK 

a,¿ WALT DISNEY 000651 (18.98) 

159 170 
Ca FOO FIGHTERS 

"SELL /RCA 11516'/RMG (18.98) 

140 105 103 ® NEIL DIAMOND 
COLUMBIA 15465/SONY MUSIC (15.98) 

141 136 119 ® LYFE JENNINGS 
COLUMBIA 07966 /SONY MUSIC (11.98) 

REBA MCENTIRE 
MCA NASHVILLE 008903 /UMGN (13.98) 

JUDAS PRIEST 
EPIC 30708' /SONY MUSIC (19.98) 

JESSE MCCARTNEY 
HOLLYWOOD 001942 (13.98) 

JOHN COLTRANE 
RHINO CUSTOM PRODUCTS 8288 /STARBUCKS (13.98) 

MONTGOMERY GENTRY 
COLUMBIA (NASHVILLE) 22817 /SBN (18.98) 

VARIOUS ARTISTS 
WALT DISNEY 001099 (18.98 CD /DVD) ) 
GAVIN DEGRAW 
J 06291 /RMG (18.98) 

AVENGED SEVENFOLD 
HOPELESS 303804-WARNER BROS. (18.98) 

Agony & Irony 

Greatest Hits // Every Mile A Memory 2003 -2008 

Disneymania 6: Music Stars Sing Disney... Their Way! 

129 129 

131 124 

128 109 74 

129 121 132 

130 127 122 

147 151 160 

148 135 126 

149 141 143 

© 

I 

2 

70 

22 

1 

7 

9 

© 1 

[2 

26' 

181 

Australian star 

makes her Billboard 

album chart bow 

with her debut U.S. 

full -length, starting 

with 6,000 and 

4 No.1 on Top 

Heatseekers. 

113 Group's "Bartender 

20 Song" is featured 

on this Universal 

116 Nepublic album 

',also No. Z on 
13 ieatseekers) as 

veil as its recent 

pic set, "Sittin' 
22 it a Bar." 

9 

All I Intended To Be 22 

One - X 

Fleet Foxes 

Beyond Measure 

NOW That's What I Call Classic Rock 

Can't Stop Won't Stop 

Mothership 

In Rainbows 

II Trill 

Flight Of The Conchords (Soundtrack) 

15 3 

Country Sings Disney 

Graffiti The World 

The Way Of The Fist 

Vampire Weekend 

Accelerate 

Mail On Sunday 

Kidz Bop 13 

High School Musical 2 © f 
Echoes, Silence, Patience & Grace 

Home Before Dark 1 
3 

Lyfe Change 

Reba Duets 

Nostradamus 

Departure 

Opus Collection: A Man Called Trane 

Back When I Knew It All 20 

Radio Disney Jams 10 

Gavin DeGraw 

Avenged Sevenfold 

24 

44 

After performing 

the National 

Anthem at the 

© 7 Major League 

Baseball All -Star 

Game July 15, her 

2 album rebounds 

Up 112 %). 
3, 

4 

107 

®© VARIOUS ARTISTS 
RHINO CUSTOM PRODUCTS 8185 /STARBUCKS (13.98) 

The Second Wave 

1$4 

The former 

"American Idol" 

contestant starts 

with 4,000 as well 

as at No. 5 on Top 

Heatseekers and 

a No. 20 bow on 

Top Independent 

Albums. 

EMI 
With a new lineup. 

the band returns 

with its 12th 

charting album 

and its first since 

"Complete Greatest 

Hits" went to 

so. 80 in 2002. 

.s-3 á3 3á 3ó 
ARTIST 
IMPRINT 8 NUMBER! DISTRIBUTING LABEL (PRICE) 

Title 

151 130 112 
THE TING TINGS 
COLUMBIA 26925' (12 981 

We Started Nothing 

152 110 106 DWELE 
RT 5049/KOCH (17.98) 

...Sketches Of A Man 

153 154 113 KUTLESS 
BEC 07161 (17.98) 

41lli' = : SHERYL CROW 
: A&M/INTERSCOPE 010599/IGA (13.98) ,±) 

To Know That You're Alive 

Detours 

155 161 157 
ESTELLE 
HOME SCHOOL -- ' H60 /AG (13.98) 

MARY J. BLIGE 
MATRIARCH. GEFFEN 0' '' ILA (13.98) 156 137 117 

157 155 155 

158 89 - 

aó 

78 

35 

64 

Shine 8 

Growing Pains 

MGMT 
COLUMBIA 19512''SONY MUSIC (11.98) 

30H13 
PHOTO FINISH 511181 (13.98) 

Oracular Spectacular 

Want 

159 104 22 
MY CHEMICAL ROMANCE 
REPRISE 357436 /WARNER BROS. (24.98 CD:'SVD) +' 

ACE YOUNG 
PAllO 00001 (16.98)* Z ma 

161 82 - "II RATATAT 
XL 353./BEGGARS GROUP (14.98) 

162 119 67 

163 146 144 

The Black Parade Is Dead! 

Ace Young 

LP3 

CUTE IS WHAT WE AIM FOR 
FUELED BY KAMEN 511251 (13.98) 

Rotation 

PANIC AT THE DISCO 
DECAVDANCE,FUELED BY RAMER 430524, AG (18.98) 

Pretty.Odd. 

164 110 29 
JIM JONES & BYRD GANG 

<: BG /M.D B. 10047' ASYLUM (18.98) 
M.O.B.: The Album 

SECONDHAND SERENADE e 186 - 
GLASSNOTE 41 . _AST WEST (15 -98) 51 

A Twist In My Story e 121 IGY 
N. ATLANTICFORESI IN0 118981 

S 

167 169 146 TYE TRIBBETT & G.A. 
COLUMBIA 161'4 

129 

89 

22 

160 

82 

21 

2 

29 

44 

No End In Sight: The Very Best Of Foreigner 166 

Stand Out 

168 166 116 AMOS LEE 
BLUE NOTE 01225' BLO (17.98) 

GARY ALLAN 
. MCA NASHVILLE 008962 /UMGN (13.98) 

MARCO ANTONIO SOLIS 
FONOVISA 353133/U6 (10.98) 

169 167 161 

170 143 137 

RE-ENTRY 

172 160 150 

Last Days At The Lodge 

Living Hard 

La Mejor... Coleccion 

1 KENNY G 
STARBUCKS 30670 /CONCORD (18.98) (4/ 

RODNEY ATKINS 
.. CURB 78945 (18.98) ® THE DOORS 

UMC'ELEKTRA 360060 /RHINO (11.98) 

174 118 - WHITECHAPEL 
METAL BLADE 14681 (13.98) 

i1 S 
C HEAR 

CARLY 
30662 /CONCORIMON D 

NU AR GRANT 
y;( CRB 79025 

TALIE 
(18.98) 

16 

29 

92 

Rhythm & Romance 14 

If You're Going Through Hell 3 

The Future Starts Here: The Essential Doors Hits 173 

This Is Exile 

177 170 171 
I BOYS LIKE GIRLS 

COLUMBIA 05572 /SONY MUSIC (11.98) 

1 MANA 178 172 156 f WARNER LATINA 481788 (17.98) + 

179 152 135 

180 173 178 

118 

This Kind Of Love 15 

Relentless 81 

Boys Like Girls 55 

Arde El Cielo [2. 30 

Who We Are LIFEHOUSE 
GEFFEN 009153IGA (13 98) 

CASTING CROWNS 
BEACH STREET 10117. REUNION (17.98) 

181 168 172 A 
SOUNDTRACK 
CANVASBACK /SONY MUSIC SOUNDTRAX 10586' /COLUMBIA (13.98)' 

M.I.A. 
-) XL /INTERSCOPE 009659'/1GÁ (9 -98) e= VARIOUS ARTISTS 

LL %5 DIGITAL EX (5.98) 

10 YEARS 184 162 149 
UNIVERSAL REPUBLIC 010979/UMRG (11.98) 

185 142 134 

186 164 163 
SOUNDTRACK 

,; INTERSCOPE 010271/IGA (19.98) 

Kala 18 

The 100 Most Essential Pieces Of Classical Music 028 

Division 12 

THE RACONTEURS 
THIRD MAN 456060' /WARNER BROS. (18.98) 

Consolers Of The Lonely 

Across The Universe: Deluxe Edition 20 

187 187 189 WE THE KINGS 
S -CURVE 52001 (8.98) 

188 165 151 `J JOSH TURNER 
. MCA NASHVILLE 008904'UMGN (13.98) 

189 195 159 

190 97 - 

191 158 136 

192 180 185 

193 176 168 

194 171 176 

195 199 - 

196 182 158 

197 126 - 

® 
199 128 165 

200 156 -- 

WE the Kings 151 

Everything Is Fine 5 

RAHEEM DEVAUGHN 
JIVE 19080 /ZOMBA (17.98) 

HIT THE LIGHTS 
TRIPLE CROWN 3079 /EAST WEST (14.98) 

Love Behind The Melody 

Skip School Start Fights 

RADIOHEAD 
CAPITOL 16425 (18.98) 

EDDIE VEDDER 
MONKEY WRENCH /J 15944'/RMG (18.98) 

PUDDLE OF MUDD 
FLAWLESS /GEFFEN 009377/IGA (13.98) 

KEITH URBAN 
ITOL NASHVILLE 07685 (18.98) C +: 

Into The Wild (Soundtrack) 11 

Famous 1'27 

Greatest Hits 11 

SIXX: A.M. 
ELEVEN SEVEN 171 (15 98) 

The Heroin Diaries Soundtrack 62 

KANYE WEST 
:. ROC -A- FELLA /DEF JAM 009541'; IDJMG (13.98) 

Graduation © 1 

KERLI 
ISLAND 009539IOJMG (9 98) 

`? REV THEORY 
AN HOWES /MALOUF;DGC /INTERSCOPE 011064 /IGA (9.98) 

Love Is Dead 126 

Light It Up 

VARIOUS ARTISTS Voices: The Ultimate Gospel Collection 
' SONY BMG CUSTOM MARKETING GROUP 221252/TIME LIFE (12.98) 

DJ CLAY DJ Clay I AMI V 

.4 .: HET HOUSE 4701, PSYCHOPATHIC (10.98) 

74 

156 

METRO STATION 50 
MGMT 157 
MIA 182 
MONTGOMERY 

GENTRY 146 
ALANIS MORISSETTE 40 
MOTLEYCRUE 35 

JASON MRAZ 28 
MY CHEMICAL 
ROMANCE 159 

MY MORNING JACKET 107 

NAS 1 

WILLIE NELSON 
WYNTON MARSALIS 49 

N`E`R *D 111 

NICKELBACK 88 

O.AO 
THE OFFSPRING 66 
ONEREPUBLIC 61 

JAMES OTTO 84 

BRAD BRAD PAISLEY 
PANIC AT THE DISCO 163 
PARAMORE 114 

KATY PERRY 15 

ROBERT PLANT / 
ALISON KRAUSS 95 

PLIES 26 
PUDDLE OF MUDD 193 

R.E.M. 135 

THE RACONTEURS 185 

RADIOHEAD 127,191 
RASCALFLATTS 92 
RATATAT 161 

REHAB 132 

RELIENTK 113 
REV THEORY 198 
RIHANNA 10 

RICK ROSS 58 

MARVIN SAPP 38 

SAVING ABEL 98 

SECONDHAND 

SERENADE 165 

SEETHER 78 

BLAKE SHELTON 86 

SHINEDOWN 39 

STOUR ROS 68 

CARLY SIMON 175 

FRANK SINATRA 53 

Data for week of AUGUST 2, 2008 For chart reprints call 646.654.4633 

SIXX. A.I,, .. 195 
MARCO ANTONIO 

SOLIS 83,170 
JORDIN SPARKS 101 

BRUCE SPRINGSTEEN 8 
THE E STREET BAND . .48 

GEORGE STRAIT 59 

SUGARLAND 46 
TAYLOR SWIFT 9, 12 

ACROSS THE UNIVERSE' 

DELUXE EDITION ....186 
ALVIN AND THE 

CHIPMUNKS 64 

CAMP ROCK 5 

THE DARK KNIGHT 20 

HIGH SCHOOL 

MUSICAL 2 138 

CCARLY 82 

JUNO 89 

MAMMA MIA! 3 

ONCE 181 

SEX AND THE CITY 76 

STEP UP 2. 

THE STREETS 94 

TECH N9NE 74 

LOS TEMERARIOS 45 

THEORY OF A 

DEADMAN 115 

THREE 6 MAFIA 29 
THREE DAYS GRACE 121 

THE TING TINGS 151 

RANDY TRAVIS 14 

TYE TRIBBETT & G.A...167 
JOSH TURNER 188 

CARRIECARRIE UNDERWOOD 
KEITH URBAN 194 

USHER 19 

VAMPIREÖ 
EDDIE VEDDER 192 

THE 100 MOST ESSENTIAL 
PIECES OF CLASSICAL 
MUSIC 183 

COUNTRY SINGS 

DISNEY 131 

DISNEYMANIA 6: MUSIC 

STARS SING DISNEY 

THEIR WAY! 119 
NOW 27 79 

NOW 28 11 

NOW THAT'S WHAT I CALL 

CLASSIC ROCK 124 

RADIO DISNEY 
JAMS 10 147 

THE SECOND WAVE 150 

VANS WARPED 
TOUR 118 56 

VOICES: THE ULTIMATE 

GOSPEL COLLECTION 199 

WEE2ER 42 

KANYE WEST 196 

WE THE KINGS 187 

WHITECHAPEL 174 

AMY WINEHOUSE 90 
WISIN & YANDEL 80 

ACEYOUNÖ 
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m¢ 

SOUNDTRACK The Dark Knight 20. 
BRUCE SPRINGSTEEN & THE E STREET BAND Magic Tour Highlights (EPI 

46 . 
COLUMBIA )SONY MUSIC 

7 4 
CASH MONEY UNIVERSAL MOTOWN /UMRG 

A 
LIL WAYNE Tha Carter III 

2 

II 
®JOHN MELLENCAMP Life Death Love And Freedom 7 III 

HEAR + 

2 BECK Modern Guilt 161. 
1 IGA 

1C 5 5 
SOUNDTRACK 

Title 

Billkoard® 

O TOP POP CATALOG 

o 
o 

6 443 

ARTIST 
TITLE IMPRINT 8 NUMBER / DISTRIBUTING LABEL (PRICE) 

GREATEST 
GAINER 

ABBA 
GOLD - GREATEST HITS POLYDOR/POLAR 517007MME (18981297. 

JOURNEY 
JOURNEYS GREATEST HITS LEGACY COLUMBIA 85889 /SONY BMG (18.98 12 P. + 

3 BOB MARLEY AND THE WAILERS 
LEGEND) THE BEST OF BOB MAREY AND IRE WAILERS TUFT GONG ISLAND 54890411ME (13.9889)) + 

4 3 
VARIOUS ARTISTS 
I CAN ONLY IMAGINE: PLATINUM EDITION IRO 20228/TIME LIFE (19 98, 

5 

6 140 

7 9 77 

GUNS N' ROSES 
GREATEST HITS GEFFEN Oï : '- 98) 

CARRIE UNDERWOOD 
SOME HEARTS ARISTA / ARISTA NASHVILLE 71197 RMG (18 981 

ORIGINAL BROADWAY CAST RECORDING 
JERSEY BOYS RHINO 73271 (18 98) 

79. ORIGINAL CAST RECORDING 
" MAMMA MIAI DECCA BROADWAY 543115 DECCA (18 98) + 

2 
BILLY JOEL 
THE STRANGER 30TH ANNNERSARY LEGACY EDION COLUMBIALEGACY 2258USOIW BMG (2116). + 

160 
MICHAEL 
T'S TIME 143'REPRISE 

BUGLE 
48946, WARNER BROS (18.98) + 

MICHAEL JACKSON AG, 
NUMBER ONES MJJ.EPIC 88998 SONY MUSIC (18.98/12.98) 

12 12 
5 CREEDENCE CLEARWATER REVIVAL 

CHRONICLE THE 20 GREATEST HITS FANTASY 2" CONCORD (17.98/12.98) 

0 

ID 

o 

® ABBA 
THE BRT OF ABBA: 20TH CENTURY RY MAST THE MILLEMUM COLLECTION FOLYCOR 007820UME )9 - 

ORIGINAL BROADWAY CAST RECORDING 
WICKED DECCA BROADWAY 001682 / DECCA (18 98) 

14 

15 

16 13 96 

17 74 

18 15 282 

20 16 270 

RASCAL FLATTS 
ME AND MY GANG LYRIC STREET 165075 HOLLYWOOD (18.98) 

FERGIE 
THE DUTCHESS WILL I. AM ABM INTERSCOPE 007490, IGA (13 98) 

QUEEN 
GREATEST HITS HOLLYWOOD 161265 (18 98 11 98) 

NOT SHOT 
DEBUT 

BON JOVI 
CROSS ROAD MERCURY 526013 UME (18 98 11 98) 

SELAH 
GREATEST HYMNS CURB 78890 (13.98) 

KENNY CHESNEY 
GREATEST HITS BNA 679761 SAN (1898. 12.98) 

PINK FLOYD 
DARK SIDE OF THE MOON CAPITOL 46001" (18.98/10.98) 

22 19 8 
AC /DC 
BACK IN BLACK LEGACY /EPIC 80207` /S0NY BMG (18.98) o 

C/D f 5G THE BEATLES 
i LOVE APPLE 79808' CAPITOL (18 98) +. 

46 206 
JOSH GROBAN 
CLOSER 143 REPRISE 48450 /WARNER BROS 118.981 +. 

ABBA 
NUMBER ONES POLY00R 008021 UME (13.98) 

26 27 153 
CREED 
GREATEST HITS WIND -UP 13103 (18 98 CD,DVD) + 

27 7? 237 
EVANESCENCE 
FALLEN WIND -UP 13063 (18.98) 

0 S 321 
LINKIN PARK 
[HYBRID THEORY] WARNER BROS 47755 (18.98 12 90 

28 2, 712 BOB SEGER & THE SILVER BULLET BAND 
GREATEST HITS CAPITOL 30334 (16.98] 

30 2 41 
BOSTON 
GREATEST HITS LEGACY EPIC 67622 /SONY MUSIC (11 98) 

31 26 
JIMI HENDRIX 
EAPEFUENCE HENDRIX: THE BEST OF JIM) HENDRIX EXPERIENCE HENDAS 111671 *NNE 089812 90 

32 3) 850; METALLICA 
METALLICA ELEKTRA 61113'!ÁG (18 98 11.98) 

33 25 

34 33 

35 37 

36 20 

JACK JOHNSON 
IN BETWEEN DREAMS JACK JOHNSONBRUSHRREUNIVERSAL REPUBUC 004149' UMRG (1398) 

DISTURBED 
TEN THOUSAND FISTS REPRISE 48433 WARNER BROS 118.981 + 

THE DOOBIE BROTHERS 
BEST OF THE BOOBIES WARNER BROS. 76096 RHINO (11.98) 

AEROSMITH 
AEROSMITH'S GREATEST HITS COLUMBIA 57367 SONY MUSIC 111 98 3 981 

43 
38 29 4 

DISTURBED 
THE SICKNESS GIANT 24738WARNER BROS (11 9817 95) 

THE BEATLES 
1 APPLE 29325 /CAPITOL (18.9812.98) 

0 
© 

0 

0 

g 

39 2i 23 THE BEACH BOYS 
THE RERY BEST OF THE BEACH BOYS: SOUNDS OF SUMMER CAPITOL 82710 (18 98) + El 

,, SOUNDTRACK 
Ell 69 

HANNAH MONTANA WALT DISNEY 861698 (18.98) +) 

O ® PEARL JAM // REARVIEWMIRROR: GREATEST HITS 1991 -2003 EPIC 93535" SONY MUSIC 

42 18 
,41' 
58 MICHAEL JACKSON 

, THRILLER 25 LEGACY EPIC 17986' SONY BMG(19.98) 

43 40 2 
MICHAEL BUBLE 
MICHAEL RUBLE 143 REPRISE 48376 /WARNER BROS. (18.98) 

CD RE -ENTY BRUCE SPRINGSTEEN 
GREATEST HITS COLUMBIA 67060' SONY MUSIC (10 98 EO)17.98) 

45 36 
TOM PETTY AND THE HEARTBREAKERS 
GREATEST HITS GE FFEN 015327 UM E (13 98 ) 

LIL WAYNE 46 32 
73;:t THA CARTER II CASH MONEVDNIVERSAL MOTOWN 005124' UMRG (13 98) 

47 44 
, 

ELVIS PRESLEY 
ELVIS: 30 #1 HITS RCA 68079', RMG (19 98'12 98) 

48 38 488 DEF LEPPARD 
VAULT -- GREATEST HITS 1980.1995 MERCURY 528718: UME (18. 98 11.98) 

49 34 
TIM MCGRAW 
GREATEST HITS CURB 77978 (18 9812.98) /} RE -ENTRY 
FRANK SINATRA 0 THE HEART OF THE MATRA RNNK SPATM SINS ABOUT LOVE EMI PEON. NVJ1NES.3GE'2 E(STrî8BUCD` :+E) 

Bruce Springsteen's digital -exclusive live album "Magic Tour 

Highlights" bows at No. 6 on Top Digital Albums and No. 48 on the 

Billboard 200 with 12,000. All proceeds from its sales will benefit the 

Danny Federici Melanoma Fund, named after the late E Street band 

member. One of the tracks on the set, "4th of July, Asbury Park 

(Sandy),' is culled from Federici's final performance with the band, 

March 20 in Indianapolis. 

<y 

0 

0 
0 
© 

40 Go to www.billboard.biz for complete chart data 

SALES DATA 
COMPILED BY 

nielsen 
SoundScan 

TOP DIGITAL- 

s3 á3 3ó 
ARTIST 
IMPRINT / DISTRIBUTING LABEL 

Title 

o ® 1121 
NAS Untitled 
DEE JAM /COLUMBIA IIDJMG 

2 COLDPLAY Viva La Vida or Death And Al) His Friends 

o 
o 
o 
O 

2 5 
CAPITOL 

O.A.R. 
EVERFINEiATLANTIC AS 

10 2 
SOUNDTRACK 
DECCA 

All Sides 

Mamma Mia! 

WARNER SUNSET /WARNER BROS. 

9 1 

11 

WALT DISNEY 
Camp Rock 5 

, 3 3' 
JOHN MAYER Where The Light Is: John Mayer Live In Los Angeles 

22 
n COLUMBIA /SONY MUSIC + 

14 6 

THE HOLD STEADY Stay Positive 
30 VAGRANT 

ABBA Gold - Greatest Hits 
POLVDOR /POLAR (ME 

111 

5 
KATY PERRY One Of The Boys 15. 
CAPITOL 

o ® DAVID BANNER The Greatest Story Ever Told 
5.1,0. F A.C. E. SRC /UNIVERSAL MOTOWN UMRG 

!1N 
17 10 

JASON MRAZ 
{j¿! ATLANTIC /AG 

` 17 12 113,; 
SRP /OEF 

RIHANN 
JAM 

A 
:IDJMG 

We Sing. We Dance. We Steal Things 
28 
II 

10 II Good Girl Gone Bad 

!1!S VARIOUS ARTISTS The 100 Most Essential Pieces Of Classical Music 
{¡7 X5 

19 19 7 
DISTURBED 
REPRISE /WARNER BROS. 

183 . 
Indestructible j7. 

20 16 6 
ADELE 

CDLUMBIA SONY MUSIC 

21 20 10° DUFFY 
.-J MERCURY /10JMG 

C NEW 
ORIGINAL CAST RECORDING 
SECCA BROADWAY DECCA 

19 72 

C RE -ENTRY 
JONAS BROTHERS 
HOLLYWOOD + 

CD RE -ENTRY 
SOUNDTRACK 
ATLANTIC /AG 

RE-ENTRY 
METRO STATION 
RED INK /COLUMBIA 

Rockferry 25. 
Mamma Mia) 

Jonas Brothers 23. 
Step tip 2: The Streets 94. 

Metro Station s; j 
49 TOP INTERNET" 

ràT s_q 3ó 
ARTIST 
IMPRINT / DISTRIBUTING LABEL 

o m 
o= j RANDY TRAVIS Around The Bend 
14 y WARNER BROS. (NASHVILLE) 43254/WRN (19 

2 i 5 
COLDPLAY Viva La Vida or Death And All His Friends 

4 
CAPITOL 16886' 

o m 
4 2 

JOHN MELLENCAMP Life Death Love And Freedom 7 

REAR 30822 + 

2 BECK Modern Guilt 
16 

i1GC 011507-. IGA 

Two Men With The Blues 49 5 3 2 WILLIE NELSON WYNTON MARSALIS 
1 BLUE NOTE 04454': BLG 

O.A.R. All Sides 
13 

EVERFINE. ATLANTIC 511179: AG A SIGUR ROS Med Sud I Eyrum Vid Spilum Endalaust 
68 V XL 364 BEGGARS GROUP 

13 2 
DJ CLAY DJ Clay Presents: Let' Em Bleed: The Momtage Vol. 2 200 

HATCHET HOUSE 4701 'PSYCHOPATHIC 

t1 8 : 
KID ROCK 

+; TOP DOG /ATLANTIC 2905567iAG 

(DS 
m !*l {j¡' DEF JAM COLUMBIA 01150510JMG 

NAS 

12 10 

13 

14 9 

6 

5 

2 

Rock N Roll Jesus 6 II 
Untitled 1 

THE HOLD STEADY 
VAGRANT 501 

EMMYLOU HARRIS 
'IONESUCH 405444''WARNER BROS. 

Stay Positive 
30 

All I Intended To Be 
120 

SOUNDTRACK 
SALT DISNEY 001742 

SOUNDTRACK 
DECCA 011439 

Camp Rock 5 

Mamma Mia! 

JOHN MAYER Where The Light Is: John Mayer Live In Los Angeles 
22 

COLUMBIA 22665' /SONY MUSIC + 

ORIGINAL BROADWAY CAST RECORDING Passing Strange: The Stew Musical 

GHOSTLIGHT!AH -K -BOOM 84429 /RAZOR 8 TIE 

DUFFY Rockferry 
25 

MERCURY O10822'A01MG 

LIL WAYNE Tha Carter III 

CASH MONEY UNIVERSAL MOTOWN 011033:UMRG 

BILLY JOEL The Stranger: 30th Anniversary Legacy Edition 
COLUMBIA /LEGACY 22551!SONS BMG + 

WHITECHAPEL This Is Exile 
174 

METAL BLADE 14681 

ROBERT PLANT / ALISON KRAUSS Raising Sand 
95 

ROUNDER 619075" 

MUDCRUTCH Mudcrutch 
REPRISE 455868 "/WARNER BROS. 

LEONA LEWIS Spirit 
21 

SYCO: J 02554 RMG 

KATY PERRY One Of The Boys 
15 

CAPITOL 04249 

Narrow Stairs 
51 

DEATH CAB FOR CUTIE 
BARSUK ATLA'.I , 

El 

EXOLVSIVE 
CHARTS FROM 

T T . 

Nw w w 
I-s3 3 3ó 

O 

15 

1 

5 

9 

27 

2 

24 

53 

1 

7 

41 

14 

4 

TITLE 
ARTIST (IMPRINT. DISTRIBUTING LABEL) 

KEEP ON WALKIN' 
THE GRASCALS LROUNDER) 

W *H *E *E *L*S 
DAN TYMINSKI (ROUNDER) 

ABIGAIL WASHBURN & THE SPARROW QUARTET 
ABIGAIL WASHBURN 8 THE SPARROW QUARTET (NETTWERK) 

STEELDRIVERS 
THE STEELDRIVERS I ROUNDER) 

MONEYLAND 
VARIOUS ARTISTS (MCCOURY) 

DAILEY & VINCENT 
DAILEY 8 VINCENT (ROUNDER) 

BEST OF BLUEGRASS GOSPEL: COLLECTOR'S EDITION 
STEVE IVEY (IMI /MADACY) 

LONG ROAD 
DREW EMMITT (COMPASS) 

THE INFAMOUS STRINGDUSTERS 
THE INFAMOUS STRINGDUSTERS (SUGAR HILL'WELK) 

VIRIDIAN 
THE GREENCARDS)DUALTONE) 

MOUNTAIN TRACKS: VOLUME 5 
YONDER MOUNTAIN STRING BAND (FROG PAO) 

BLUEGRASS WORSHIP: 30 SONGS TO EASE YOUR SPIRIT 
VARIOUS ARTISTS (STAR SONG) 

16 
COAL 
KATHY MATTEA (CAPTAIN POTATO THIRTY TIGERS) 

27 
GOOD THING GOING -- 
RHONOA VINCENT )ROUNDER) 

14 17 
HONORING THE FATHERS OF BLUEGRASS: TRIBUTE TO 1946 AND 1947 
RICKY SKAGGS 8 KENTUCKY THUNDER ISKAGGS FAMILY) 

p< 
FN 

'á 
o 

LS' 

TITLE 
ARTIST (IMPRINT ' DISTRIBUTING LABEL) 

MAMMA MIA! 
SOUNDTRACK ( DECCA) 

1 5 

1 

3 34 

5 4 8 

6 5 6 

7 6 29 

8 7 56 

O - 18 

10 8 13 

9 49 

12 11 59 

13 12 91 

14 10 45 

15 13 44 

CAMP ROCK 
SOUNDTRACK (WALT DISNEY) 

THE DARK KNIGHT 
SOUNDTRACK (WARNER SUNSET WARNER BROS ) 

ALVIN AND THE CHIPMUNKS 
SOUNDTRACK (FOX/RAZOR 8 TIE) 

SEX AND THE CITY 
SOUNDTRACK (NEW LINE) 

ICARLY 
SOUNDTRACK (NICKELODEON'COLUMBIASONY MUSIC) 

JUNO 
SOUNDTRACK (FOX RHINO'AG) 

HANNAH MONTANA 2 (SOUNDTRACK) /MEET MILEY CYRUS 
SOUNDTRACK (HOLLYWOOD! WALT DISNEY) 

STEP UP 2: THE STREETS 
SOUNDTRACK (ATLANTIC /AG) 

FLIGHT OF THE CONCHORDS 
FLIGHT OF THE CONCHORDS (HBO SUB POPI 

HIGH SCHOOL MUSICAL 2 
SOUNDTRACK (WALT DISNEY) 

ONCE 
SOUNDTRACK (CANVASBACK /SONY MUSIC SOUNDTRAX'COLUMBIA) 

HANNAH MONTANA 
SOUNDTRACK (WALT DISNEY) 

ACROSS THE UNIVERSE: DELUXE EDITION 
SOUNDTRACK IINTERSCOPEJ1051 

INTO THE WILD (EDDIE VEDDER) 
SOUNDTRACK (MONKEY WRENCH J RMG) 

BETWEEN THE BULLETS 

`MAMMA MIA!' MANIA 

111111,1 
THE MOWN SOUNOTRACKI .C2.AJ18AA 

The "Mamma Mia!" sound- 
track jumps to No. 3 on the 
Billboard 200 and No. 1 on Top 

Soundtracks with an 89% in- 

crease in sales, shifting 91,000. 

The film bowed in U.S. the- 
aters July 18 and earned the 

highest -grossing weekend opening for a musical. 
The movie is adapted from the stage musical "Mamma 

Mia!," which is based on the music of ABBA. 

The act notches its first No. 1 on Top Pop Catalog with 

"Gold: Greatest Hits" (15,000; up 96 %) while the group is 

also found at Nos. 13 and 24, selling 5,000 and 4,000, re- 

spectively. Overall album sales for ABBA are up by 93% this 
week, while its total digital track sales increase by 161 %. 

Meanwhile, the original cast recording of "Mamma 
Mia!" (No. 8 on Catalog with 6,000; up 92 %) is a handful 
of units away from the No. 1 slot on Top Cast Albums. 

-Keith Caulfield 

Data for week of AUGUST 2, 2008 

www.americanradiohistory.com

www.americanradiohistory.com


AIRPLAY 
MONITORED BY 

nielsen 
BDS 

SALES DATA 
COMPILED BY 

nielsen 
SoundScan Billbearel® 

cit HOT 100 AIRPLAY" 

tai ea `5 TITLE 
ARTIST (IMPRINT / PROMOTION LABEL) 

O 1 15 
TAKE A BOW 
RIHANNA (SRP /DEF JAM /IDJMG) t 

2 2 20 

3 3 18 

BLEEDING LOVE 
LEONA LEWIS (SYCO /J /RMG) 

LOLLIPOP 
LIL WAYNE FEAT STATIC MAJOR (CASH MONEY UNIVERSAL MOTOWN) 

O 9 A MILLI 
LIL WAYNE (CASH MONEY /UNIVERSAL MOTOWN) 

5 4 16 
BUST IT BABY PART 2 
PLIES FEAT. NE -YO (BIG GATES /SLIP- N- SLIDE/ATLANTIC) 

O 7 10 
FOREVER 
CHRIS BROWN (JIVE / ZOMBA) 

7 6 9 

O 8 13 

I KISSED A GIRL 
KATY PERRY (CAPITOL) 

I LUV YOUR GIRL 
THE -DREAM (RADIO KILLA /DEF JAM /IDJMG) 

- 

9 12 
LEAVIN' 
JESSE MCCARTNEY (HOLLYWOOD) 

11 10 
GET LIKE ME 
DAVID BANNER WAR. CHRIS NöWN 1A LG. F ACE SRC /UNIVERSAL MCI NN 

(I) 12 10 

18 12 

13 10 14 

14 13 12 

15 15 20 

30 5 

18 

25 6 

14 25 

18 16 23 

27 7 

21 20 16 

CD 29 8 

23 17 17 

24 19 13 

o 24 11 

DANGEROUS 
KARDINAL OFFISHALL FEAT. AEON (KONLIVE /GEFFENINTERSCOPE) 

CLOSER 
NE -YO (DEF JAM /IDJMG) 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

HEAVEN SENT 
KEYSHIA COLE (IMANI /GEFFEN /INTERSCOPE) 

WHAT YOU GOT 
COLBY O'OONIS FEAT. AKON (KONLIVE /GEFFEN /INTERSCOPE) 

ALL SUMMER LONG 
KID ROCK (TOP DOG /ATLANTIC) 

VIVA LA VIDA 
COLOPLAY (CAPITOL) 

NO AIR 
JORDIN SPARKS DUET WITH CHRIS BROWN (19 /JIVE /ZOMBA) 

LOVE IN THIS CLUB 
USHER FEAT. YOUNG JEEZY (LAFACE / ZOMBA) 

LOLLI LOLLI (POP THAT BODY) 
THREE 6 MAFIA (HYPNOTIZE MINDS /COLUMBIA) 

IT'S NOT MY TIME 
3 DOORS DOWN (UNIVERSAL REPUBLIC) 

PUT ON 
YOUNG JEEZY FEAT. KANTE WEST (CTE /DEF JAM /IDJMG) 

DAMAGED 
DANITY KANE (BAD BOY /ATLANTIC) 

TAKE YOU DOWN 
CHRIS BROWN (JIVE /ZOMBA) 

GOOD TIME 
ALAN JACKSON ::'.:I 

r3 á3 3ó 
26 22 12 

27 21 25 

28 7 

29 23 14 

TITLE 
ARTIST (IMPRINT/ PROMOTION LABEL) 

TEENAGE LOVE AFFAIR 
ALICIA KEYS (MBK /J /RMG) 

SEXY CAN I 

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

GOT MONEY 
LIL WAYNE FEAT. T -PAIN CASH MONEY UNIVERSAL MOTOWN/UNIVERSALI 

HOME 
BLAKE SHELTON (WARNER BROS. (NASHVILLE) /WRN) 

30 26 28 
LOVE SONG 
SARA BAREILLES (EPIC) ® 

34 7 
ALL I WANT TO DO 
SUGARLAND (MERCURY NASHVILLE) 

32 11 

I® 33 8 

36 6 

® 39 4 

38 6 

37 31 17 

I 49 4 

39 37 14 

o 41 10 

41 35 16 

O 45 7 

43 40 40 

Q 50 9 

O 47 5 

48 7 

64 3 

Q 54 3 

O 70 2 

50 43 12 

SHAKE IT 
METRO STATION (COLUMBIA) 

PUT A GIRL IN IT 
BROOKS & DUNN (ARISTA NASHVILLE) 

YOU LOOK GOOD IN MY SHIRT 
KEITH URBAN (CAPITOL NASHVILLE) 

WHEN I GROW UP 
THE PUSSYCAT DOLLS (INTERSCOPE) 

SHOULD'VE SAID NO 
TAYLOR SWIFT (BIG MACHINE) 

REALIZE 
COLBIE CAILLAI (UNIVERSAL REPUBLIC) 

HERE I AM 
HICK ROSS (SLIP -N -SLIDE /DEF JAM /IDJMG) 

IN LOVE WITH A GIRL 
GAVIN DEGRAW (J /RMG) 

GIRLS AROUND THE WORLD 
LLOYD FEAT. LIL WAYNE (THE INC. /UNIVERSAL MOTOWN) 

BACK WHEN I KNEW IT ALL 
MONTGOMERY GENTRY (COLUMBIA (NASHVILLE)) 

I STILL MISS YOU 
KEITH ANDERSON (COLUMBIA (NASHVILLE)) 

LOW 
FLO RIDA FEAT. T -PAIN (POE BOY /ATLANTIC) 

GUNPOWDER & LEAD 
MIRANDA LAMBERT (COLUMBIA (NASHVILLE)) 

THE TIME OF MY LIFE 
DAVID COOK (19 /RCA /RMG) 

LOOKIN BOY 
HOT STYLI FEAT. YUNG JOG (SWAGG TEAM; BLOCK/JIVE/ZOMBA) 

NEED U BAD 
JAZMINE SULLIVAN (J /RMG) 

DISTURBIA 
RIHANNA (SRP /DEF JAM /IDJMG) 

I'LL BE LOVIN' U LONG TIME 
h1ARIAH CAREY (ISLAND /IDJMG) 

GET SILLY 
V I C. YOUNG MOGUL WARNER AROS 

TITLE 
á3 ó ARTIST (IMPRINT / PROMOTION LABEL) 

51 46 15 
SAY 
JOHN MAYER (AWARE /COLUMBIA) 

52 42 15 

o 
54 44 19 

57 4 

72 2 

56 53 11 

55 5 

m69 2 

o 
62 19 

Q 68 2 

59 5 

O 75 2 

63 3 

64 52 13 

(1) 

74 2 

O - 1 

66 3 

65 3 

73 2 

70 60 15 

1 

1 

73 58 9 

1 

1 

m 
m 

BETTER AS A MEMORY 
KENNY CHESNEY (BNA) 

MAGIC 
ROBIN THICKE (STAR TRAK/INTERSCOPE) 

I'M STILL A GUY 
BRAD PAISLEY (ARISTA NASHVILLE) 

AMERICAN BOY 
ESTELLE FEAT. KANYE WEST (HOME SCHOOUATLANTIC) 

NEVER WOULD HAVE MADE IT 
MARVIN SAPP (VERITY / ZOMBA) 

MOVING MOUNTAINS 
USHER (LAFACE / ZOMBA) 

THE BUSINESS 
YUNG BERG FEAT. CASHA (YUNG BOSS /KOCH -EPIC 

TE QUIERO 
FLEX (EMI TELEVISA) 

BURNIN' UP 
JONAS BROTHERS (HOLLYWOOD) 

WE WEREN'T CRAZY 
JOSH GRACIN (LYRIC STREET) 

WAITIN' ON A WOMAN 
BRAD PAISLEY (ARISTA NASHVILLE) 

TROUBADOUR 
GEORGE STRAIT (MCA NASHVILLE) 

LOVE IN THIS CLUB PART II 
USHER FEAT. BEYONCE & LIL WAYNE (LAFACE /ZOMBAI 

DO YOU BELIEVE ME NOW 
JIMMY WAYNE (VALORO) 

ONE STEP AT A TIME 
JORDIN SPARKS (19 /JIVE /ZOMBA) 

HOLLER BACK 
THE LOST TRAILERS (BNA) 

LEARNING HOW TO BEND 
GARY ALLAN (MCA NASHVILLE) 

DON'T THINK I DON'T THINK ABOUT IT 
DARIUS RUCKER (CAPITOL NASHVILLE) 

LAST TIME 
TREY SONGZ (SONG BOOK /ATLANTIC) 

IN THE AYER 
FLO RIBA FEAT. WILLIAM (POE BOY /ATLANTIC) 

MUSIC FOR LOVE 
MARIO (3140 STREET /J /RMG) 

GAME'S PAIN 
THE GAME FEAT. KEYSHIA COLE (GEFFEWINTERSCOPE) 

PLEASE EXCUSE MY HANDS 
PILES FEAT. JAMIE FOSS & THE -DREAM (BIG GATES SLIP- N- SDDEATLANTIC: 

SPOTLIGHT 
JENNIFER HUDSON (ARISTA /RMG) 

1,290 stations, comprised of top 40, adult contemporary, R&B/hlp -hop, country, rock, gospel, smooth jazz, -to' "d Christian formats 
are electronically monitored 24 hours a day, 7 days a week. This data is used to compile The Billboard Hot 100. 

®HOT DIGITAL SONGS- 

TITLE 
á3 ó ARTIST rIPRINT/ PROMOTION LABEL, 

I KISSED A GIRL 

O 1 

3 2 7 

3 4 

a7 13 

6 4 11 

O 6 5 

8 5 8 

KATY PERRY 

PUSHING ME AWAY 
JONAS BROTHERS I HOLLYWOOD) 

7 THINGS 
MILEY CYRUS (HOLLYWOOD) 

BURNIN' UP 
JONAS BROTHERS (HOLLYWOOD) 

FOREVER 
CHRIS BROWN (JIVE /ZOMBA) 

VIVA LA VIDA 
COLOPLAT (CAPITOL) 

DISTURBIA 
RIHANNA (SRP /DEF JAM /IDJMG) 

WHEN I GROW UP 
THE PUSSYCAT DOLLS (INTERSCOPE) 

O g 16 
SHAKE IT 
METRO STATION (COLUMBIA) 

10 10 22 

11 8 11 

12 9 

13 11 18 

13 10 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

TAKE A BOW 
RIHANNA (SRP /DEF JAM /IDJMG) 

DANGEROUS 
KARDINAL OFFISHALL (KONLIVE /GEFFEN) 

LOLLIPOP 
HL WAYNE FEAT. STATIC MAJOR (CASH MONEY.NNIVERSAL MUI .. 

LOLLI LOLLI (POP THAT BODY) 
THREE 6 MAFIA (HYPNOTIZE MINDS /COLUMBIA) 

W 14 13 
LEAVIN' 
JESSE MCCARTNEY (HOLLYWOOD) 

eiI'M YOURS 
16 14 

JASON MRAZ (ATLANTIC) 

m 22 12 
AMERICAN BOY 
ESTELLE FEAT. KANYE WEST (HOME SCHOOUATLAL 

O 17 13 
A MILLI 
LIL WAYNE (CASH MONEY /UNIVERSAL MOTOWN, 

O 20 13 
CLOSER 
NE -Y0 (DEF JAM /IDJMG) 

BLEEDING LOVE 
.(.: 20 15 22 

LEONA LEWIS (SVCO /J /RMG) 

21 18 4 

® 
o 
® 

23 14 

30 8 

24 15 

58 9 

ALL I WANT TO DO 
SUGARLAND (MERCURY NASHVILLE) 

HANDLEBARS 
FLOBOTS (UNIVERSAL REPUBLIC) 

GET LIKE ME 
LIAVIU BANNER FEAT. CMS BROWN (B,IG. FACE SRC/UNIVERSAL No, '.. 

IT'S NOT MY TIME 
3 DOORS DOWN (UNIVERSAL REPUBLIC) 

PAPER PLANES 
M.I.A. (XL/INTERSCOPE) 

TITLE 
3ó ARTIST / MPRINT / PROMOTION LABEL) 

THIS IS ME 
DEMI LOVATO A JOE JONAS (WALT DISNEY) 

26 21 5 

m32 6 

31 5 
IN THE AYER 

FLO RIDA FEAT. WILLIAM (POE BOY /ATLANTIC) 

FALL FOR YOU 
SECONDHAND SERENADE (GLASSNOTE /ILG) 

BUST IT BABY PART 2 29 27 17 
PLIES FEAT. NE -YO (BIG GATES /SLIP -N- SLIDE / ATLANTI: 

30 25 10 
SUMMERTIME 
NEW KIDS ON THE BLOCK (INTERSCOPE) 

® 39 4 
ONE STEP AT A TIME 
JORDIN SPARKS (19 /JIVE / ZOMBA) 

32 29 17 
4 MINUTES 
MADONNA FEAT. JUSTIN TIMBERLAKE (WARNER BR CL, 

33 19 3 

34 28 11 

NO AIR 35 35 28 
JORDIN SPARKS DUET WITH CHRIS BROWN (JIVE / ZOMBA 

OUT HERE GRINDIN 
DJ KHALED (TERROR SOUAD/KOCH) 

IF I NEVER SEE YOUR FACE AGAIN 
MAROON 5 FEAT. RIHANNA (A &M /OCTONE /INTERSCOPL 

36 34 19 

37 33 19 

38 37 13 

39 36 11 

43 8 

41 38 5 

43 41 16 

44 4 

44 26 3 

Q 56 7 

W - 2 

47 8 

49 37 

49 40 29 

50 42 26 

WHAT YOU GOT 
COLBY O'OONIS FEAT. AKON (KONLIVE /GEFFEN /INTERSCS' 

DAMAGED 
SANITY KANE (BAD BOY /ATLANTIC) 

MERCY 
DUFFY (MERCURY /IDJMG) 

GET SILLY 
V.LC. (YOUNG MOGUL /WARNER BROS.) 

SHOULD'VE SAID NO 
TAYLOR SWIFT (BIG MACHINE) 

PLAY MY MUSIC 
JONAS BROTHERS (WALT DISNEY) 

BARTENDER SONG (AKA SITTIN' AT A BAR) 
REHAB (UNIVERSAL REPUBLIC) 

IN LOVE WITH A GIRL 
GAVIN DEGRAW (J /RMG) 

FREE FALLIN' 
JOHN MAYER (COLUMBIA) 

PUT ON 
YOUNG JEEZY FEAT. KANYE WEST (CTE /DEF JAM /IDJI.I 

BUZZIN' 
SHWAYZE FEAT CISCO ADLER (SURFTONE /GEFFEWINTERSL 

GOT MONEY 
LIL WAYNE FEAT. T -PAIN (CASH MONEY /UNIVERSAL MOTO.'.'. 

LOW 
FLO RIBA FEAT. T -PAIN (POE BOY /ATLANTIC) 

SAY 
JOHN MAYER (AWARE COLUMBIA) 

REALIZE 
COLBIE CAILLAT (UNIVERSAL REPUBLIC) 

3 

52 

53 

m 
o 

TITLE 
á 3 ó ARTIST (IMPRINT / PROMOTION LABEL) 

LOOKIN BOY 
HOT STYLI FEAT. YUNG JOC (SWAGG TEAM BLOCK JIVE 10MP. 

THE TIME OF MY LIFE 
DAVID COOK (19 /RCA /RMG) 

Lit 4 

51 9 

45 33 

- 1 

3 

- 1 

1 

58 48 23 

59 46 21 

/60 

54 11 

W 
62 52 4 

© 

61 8 

64 4 

64 53 2 

65 55 30 

3 

67 60 33 

68 67 11 

89 57 4 

70 71 4 

- 3 

72 73 7 

DON'T STOP THE MUSIC 
RIHANNA (SRP /DEF JAM /IDJMG) 

ADDICTED 
SAVING ABEL (SKIDDCO /VIRGIWCAPITOL) 

BETTER IN TIME 
LEONA LEWIS (SYCO /J /RMG) 

JUST DANCE 
LADY GAGA FEAT. COLBY ODONIS (STREAMLINE /EONLIVEINTERSCO' 

HERO 
NAS FEAT. KERI HILSON (DEF JAM /COLUMBIA/IDJMG) 

SEXY CAN I 

RAY J IS YUNG BERG (KNOCKOUT /DEJA 34 /KOCH /EPIC 

LOVE IN THIS CLUB 
USHER FEAT. YOUNG JEEZY (LAFACEZOMBAI 

LAST NAME 
CARRIE UNDERWOOD (ARISTA /ARISTA NASHVILLE, 

SHUT UP AND LET ME GO 
THE TING TINGS (COLUMBIA) 

THUNDER 
BOYS LIKE GIRLS (COLUMBIA) 

I LUV YOUR GIRL 
THE -DREAM (RADIO KILLA /DEF JAM /IDJMG) 

SHE NEVER CRIED IN FRONT OF ME 
TOBY KEITH (SHOW DOG NASHVILLE) 

STOP AND STARE 
ONEREPUBLIC (MOSLEYINTERSCOPE) 

GIVE IT 2 ME 
MADONNA (WARNER BROS.) 

SEE YOU AGAIN 
MILEY CYRUS (HOLLYWOOD) 

CHECK YES JULIET (RUN BABY RUN) 
WE THE KINGS (S- CURVE) 

LIFE IN A NORTHERN TOWN 
SUGAAWW FEAT. LJrILE BIG TOWN 001000W IMERCURY', -. 

THAT'S WHAT YOU GET 
PARAMORE (FUELED BY RAMEN /RRP) 

SWING 
SAVAGE FEAT SOMA BOY TELL'EM (DAWN RAID/UNIVERSAL REPUB.'. 

GUNPOWDER & LEAD 
MIRANDA LAMBERT (COLUMBIA (NASHVILLE)) 

® 48 
DON'T STOP BELIEVIN' 
JOURNEY (LEGACY /COLUMBIA) 

74 63 11 

1 

VIOLET HILL 
COLOPLAY (CAPITOL) 

ALL THE WAY AROUND 
ALI LOHAN (MALOOF) 

Data for week of AUGUST 2, 2008 I For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data 43 

ALBUM CHARTS 
Sales data compiled from a comprehesive pool of U.S. music 
merchants by Nielsen SoundScan. Sales data for R &B /hip -hop 
retail charts is compiled by Nielsen SoundScan from a national 
subset of core stores that specialize in those genres. 

Albums with the greatest sales gains this week. 

GREATEST 
GAINER 

PACE 
SETTER 

DWhere included, this award indicates the title 
with the chart's largest unit increase. 

Where included, this award indicates the title with 
the chart's biggest percentage growth. 

NEATSEENEB 
GRADUATE 

Indicates album entered top 100 of The Billboard 200 
and has been removed from Heatseekers chart. 

PRICING /CONFIGURATION /AVAILABILITY 
CD /Cassette prices are suggested list or equivalent prices, which 
are projected from wholesale prices. O after price indicates 
album only available on DualDisc. CD /DVD after price indicates 
CD /DVD combo only available. 'P DualDisc available. + CD /DVD 
combo available. indicates vinyl LP is available. Pricing and 
vinyl LP availability are not included on all charts. EX after cata- 
log number indicates title is exclusive to one account or has lim- 
ited distribution. 

SINGLES CHARTS 
RADIO AIRPLAY SINGLES CHARTS 
Hot 100 Airplay, Hot Country Songs, Hot Rap Songs and Hot 
Latin Songs are compiled from a national sample of data sup- 
plied by Nielsen Broadcast Data Systems. Charts are ranked by 
number of gross impressions, computed by cross -referencing 
exact times of airplay with Arbitron listener data. Mainstream 
Top 40, Adult Top 40, Adult Contemporary, Modern Rock, 
Mainstream R &B /Hip -Hop, Adult R &B, Rhythmic, Hot Dance 
Airplay, Hot Christian Songs, Hot Gospel Songs and Smooth 
Jazz Songs are ranked by total detections. 

Songs showing an increase in audience (or detections) 
over the previous week, regardless of chart movement. 

RECURRENT RULES 
Songs are removed from The Billboard Hot 100 and Hot 100 
Airplay charts simultaneously if they have been on The Billboard 
Hot 100 for more than 20 weeks and rank below No. 50. Songs 
are removed from the Pop 100 and Hot R &B /Hip -Hop Songs 
charts, respectively, if they have been on for more than 20 
weeks and rank below No. 50. Songs are removed from Hot 
Country Songs if they have been on the chart for more than 20 
weeks and rank below No. 10 in detections or audience, provid- 
ed that they are not still gaining enough audience points to bul- 
let. Songs are removed from Hot Latin Songs if they have been 
on the chart for more than 20 weeks and rank below No. 20. 
Songs on Latin Airplay charts are removed after 20 weeks if 
they rank below No. 20 in both audience and detections. 
Descending songs are removed from Adult Contemporary if they 
have been on the chart for more than 20 weeks and rank below 
No. 15, if they have been on the chart for more than 26 weeks 
and rank below No. 10, or if they have been on the chart for 
more than 52 weeks and rank below No. 5. Descending songs 
are removed from the Adult Top 40, Adult R &B, Hot Dance 
Airplay, Hot Christian Songs, Hot Gospel Songs and Smooth 
Jazz Songs charts if they have been on for more than 20 weeks 
and rank below No. 15 (No. 20 for Mainstream Top 40, Modern 
Rock, Mainstream R &B /Hip -Hop and Rhythmic). 

CONFIGURATIONS 
O CD single available. O Digital Download available. O DVD 
single available. Vinyl Maxi -Single available. O Vinyl single 
available. CD Maxi -Single available. Configurations are not 
included on all singles charts. 

HITPREDICTOR 
itr Indicates title earned HitPredictor status in that particular 
format based on research data provided by Promosquad. Songs 
are tested online by Promosquad using multiple listens and a 

nationwide sample of carefully profiled music consumers. 
Songs are rated on a 1 -5 scale; final results are based on 
weighted positives. Songs with a score of 65 or more (75 or 
more for country) are judged to have Hit Potential; although 
that benchmark number can fluctuate per format based on the 
strength of available music. For a complete and updated list of 
current songs with Hit Potential, commentary, polls and more, 
please visit www.hitpredictor.com. 

HOT DANCE CLUB PLAY 
Compiled from a national sample of reports from club DJs. 

Titles with the greatest club play increase 
over the previous week. 

AWARD CERT. LEVELS 
ALBUM CHARTS 

Recording Industry Assn. Of America (RIAA) certification for 
net shipment of 500,000 albums (Gold). RIAA certification for 
net shipment of 1 million units (Platinum). 4H RIAA certification 
for net shipment of 10 million units (Diamond). Numeral within 
Platinum or Diamond symbol indicates album's multi -platinum 
level. For boxed sets, and double albums with a running time of 
100 minutes or more, the RIAA multiplies shipments by the num- 
ber of discs and /or tapes. Certification for net shipments of 
100,000 units (Oro).'.. Certification of 200,000 units (Platino). 
Certification of 400,000 units (Multi -Platino). 

SINGLES CHARTS 
RIAA certification for 500,000 paid downloads (Gold). 
RIAA certification for 1 million paid downloads (Platinum). 

Numeral within platinum symbol indicates song's multiplat- 
inum level. RIAA certification for net shipment of 500,000 
singles (Gold). 

MUSIC VIDEO SALES CHARTS 
RIAA gold certification for net shipment of 25,000 units for 

video singles. RIAA gold certification for net shipment of 
50,000 units for shortform or longform videos. RIAA platinum 
certification for net shipment of 50,000 units for video singles. 

RIAA platinum certification for sales of 100,000 units for 
shortform or longform videos. Numeral within platinum symbol 
indicates song's multiplatinum level. 

DVD SALES /VHS SALES /VIDEO RENTALS 
RIAA gold certification for net shipment of 50,000 units or $1 

million in sales at suggested retail price. RIAA platinum certifi- 
cation for sales of 100,000 units or $2 million in sales at sug- 
gested retail price. IRMA gold certification for a minimum sale 
of 125,000 units or a dollar volume of $9 million at retail for the- 
atrically released programs; or of at least 25,000 units and 51 

million at suggested retail for non -theatrical titles. IRMA plat- 
inum certification for a minimum sale of 250,000 units or a dol- 
lar volume of $18 million at retail for theatrically released pro- 
grams, and of at least 50,000 units and $2 million at suggested 
retail for non -theatrical titles. 

www.americanradiohistory.com

www.americanradiohistory.com


Ea TITLE 
3ó ARTIST ¡IMPRINT, PROMOTION I- ''.E.., 

LET IT DIE 
F00 F151111 - 

PORK AND BEANS 
WEEZER (DGC /GEFFEN/FN ): 

HAMMERHEAD 
THE OFFSPRING (COLUMBIA) 

:±3 
TITLE 

5w 3á 

2 2 15 

3 20 

4 4 51 

6 5 38 

O 
o 

9 

7 30 

9 21 

10 29 

10 8 28 

11 25 

24 12 

.y 1:1 15 

10 14 11 

16 15 

19 5 

17 11 

18 12 

19 15 15 

Q 22 17 

21 21 13 

22 20 20 

© 
@ 

23 10 

24 4 

ARTIST {IMPRINT é PROMOTION LABE: 

11WKS 
LOVE SONG 
SARA BAREILLES r, Iï 

BLEEDING LOVE 
LEONA LEWIS (SYCO /J /RMG) 

SAY 
JOHN MAYER (AWARE/COLUMBIA) 

BUBBLY 
COLBIE CAILLAT (UNIVERSAL REPUBLIC) 

GREATEST 
GAINER 

THE TIME OF MY LIFE 
DAVID C001((19 ' T.r 

APOLOGIZE 
W TIMNALAND FEAT. DNEREYU",,i. i_ACKGROUNDANTERSCOPEI 

TEARDROPS ON MY GUITAR 
TAYLOR SWIFT (BIG MACHINE /UNIVERSAL REPUBLIC) 0.1 

FEELS LIKE TONIGHT 
DAUGHTRY (RCA /RMG) 

TATTOO 
JOBGIN SPARKS (19 /JIVE / ZOMBA) 

LOST 
MICHAEL RUBLE (143 /REPRISE) 

IN MY ARMS 
PLUMB (CURB /REPRISE) 

BUSY BEING FABULOUS 
EAGLES (ERC) 

AWAKE 
JOSH OROBAN (143 /REPRISE) 

AFTER ALL THESE YEARS 
JOURNEY (NOMOTA) 

WHATEVER IT TAKES 
LIFEHOUSE (GEFFEN/INTERSCOPE) 

L47 

U7 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

NO AIR 
JORDIN SPARKS DUET WITH CHRIS BROWN (19 /JIVE/ZOMBA) 

REALIZE 
COLBIE CAILLAT (UNIVERSAL REPUBLIC) 

IN GOD'S HANDS 
KELLY RIRTADO FEAT. MN URBAN IMOSLEY /GEFFENANTERSCOPEI 

WON'T GO HOME WITHOUT YOU 
MAROON 5 (ASM /OCTONE /INTERSCOPE) 

I THOUGHT I'D SEEN EVERYTHING 
BRYAN ADAMS (BADMAN) 

III 

111 

I FALL 
KIMBERLEY LOCKE (CURB /REPRISE) 

ROOTS BEFORE BRANCHES 
ROOM FOR TWO (CURB /WARNER BROS.) 

ALL SUMMER LONG 
KID ROCK (TOP DOG /ATLANTIC) 

O 25 6 
STOP AND STARE 
ONEREPUBLIC (MOSLEY /INTERSCOPE) 

2 1 14 

3 3 11 

17 

6 4 20 

7 6 22 

B 18 

11 4 

12 12 

11 9 18 

12 10 22 

13 14 18 

16 11 

15 13 16 

m 
1 

17 7 

20 9 

18 19 38 

19 15 13 

Q 21 15 

`n1/ 23 13 

22 22 16 

23 18 14 

O 26 4 

O 31 4 
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2 

2008 
Billbeart 

AIRPLAY 
MONITORED BY 

niClscn 
BDS 

SALES DATA 
COMPILED BY 

nickel) 
Sound Scan 

TITLE 
53 3ó ARTIST [MPAaIJI PROMOTION LABEL) 

I KISSED A GIRL 
KATY PERRY 

LEAVIN' 
JESSE MCCARTNEY (HOLLYWOOD) 

FOREVER 
CHRIS BROWN (JIVE / ZOMBA) 

TAKE A BOW 
RIHANNA (SRP /DEF JAM /IDJMG) 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

1 12 

o 
o 

3 17 

4 13 

4 2 18 

5 26 

6 6 23 

ffl 
o 
o 

7 19 

10 8 

12 5 

15 11 

3 7 

12 8 19 

13 9 21 

14 11 21 

15 14 9 

16 11 

23 14ï 

21 21 

19 17 25 

22 17 

CD 26 13 

22 19 30 

© 28 

24 24 23 

25 18 34 

26 20 22 

28 25 11 

31 14 

32 7 

33 13 

32 29 38 

33 27 28 

36 14 

o 37 15`'''.. 

43 7 

37 30 18i 

38 34 34 

40 13 

38 13 

41 35 36 

47 16 

O 42 7 

© 54 11 

45 41 38 

Q 52 7 

47 39 39 

Q 46 9 

49 45 34 

49 12 

sWKS 

BLEEDING LOVE 
LEONA LEWIS (SYCO /J /RMG) 

SHAKE IT 
METRO STATION (COLUMBIA) 

WHEN I GROW UP 
THE PUSSYCAT DOLLS ( INTERSCOPE) 

BURNIN' UP 
JONAS BROTHERS IHOI {YW0001 

GG/ DANGEROUS 
AIRPLAY MOM BNNNL HAT. NMI(NNLIVE/GEREWINIERSCOPE) 

DISTURBIA 
RIHANNA (SRP /DEF JAM /IDJMG) 

LOLLIPOP 
LIL WAYNE FOE BlANC MAJOR (CASH MONEY/UNIVERSAL MOTOWN) 

DAMAGED 
SANITY KANE (BAD BOY /ATLANTIC) 

WHAT YOU GOT 
COLBY O'DONIS FEAT. AKON (KONLIVE /GEFFEN/INTERSCOPE) 

7 THINGS 
TILED CYRUS (HOLLYWOOD) 

VIVA LA VIDA 
COLDPLAY (CAPITOL) 

CLOSER 
NE -TO (DEF JAM /IDJMG) 

ITS NOT MY TIME 
3 DOORS DOWN (UNIVERSAL REPUBLIC) 

SEXY CAN I 

RAY J A YUNG BERG (KNOCKOUT /DEJA 34 /KOCH /EPIC) 

BUST IT BABY PART 2 
PLIES FEAT. NE -TO (BIG GATES /SLIP -N -SLIDE /ATLANTIC) 

FALL FOR YOU 
SECONDHAND SERENADE (GLASSNOTE /ILG /ATLANTIC) 

REALIZE 
COLBIE CAILLAT (UNIVERSAL REPUBLIC) 

ONE STEP AT A TIME 
JORDIN SPARKS (19 /JIVE / ZOMBA) 

IN LOVE WITH A GIRL 
GAVIN DEGRAW (J /RMG) 

NO AIR 
JARDIN SPARKS DUET WITH CHRIS BROWN (19 /JIVE /ZOMBA) 

LOVE IN THIS CLUB 
USHER FEAT. YOUNG JEEZY (LAFACE /ZOMBA) 

PUSHING ME AWAY 
JONAS BROTHERS (HOLLYWOOD) 

SUMMERTIME 
NEW KIDS ON THE BLOCK ( INTERSCOPE) 

AMERICAN BOY 
ESTELLE FEAT. KANTE WEST (HOME SCHOOL /ATLANTIC) 

ALL SUMMER LONG 
KID ROCK (TOP DOG /ATLANTIC) 

LOLLI LOLL! (POP THAT BODY) 
TRH 6 MNARAT.NDETPAT. TMM6D &=WONW (HYPNOTIU MINDSCWUMAIA, 

LOW 
FLO RIDA FEAT. FPAIN (POE BOY /ATLANTIC) 

ALL AROUND ME 
FLYLEAF (AAM/OCTONE/INTERSCOPE) 

THAT'S WHAT YOU GET 
PARAMORE (FUELED BY RAMEN /RRP) 

HANDLEBARS 
FLOBOTS (UNIVERSAL REPUBLIC) 

IN THE AYER 
FLO RIDA FEAT. WILLIAM (POE BOY /ATLANTIC) 

4 MINUTES 
MADONNA FEAT. JUSTIN TIMBERLAKE (WARNER BROS.) 

STOP AND STARE 
ONEREPUBLIC (MOSLEY /INTERSCOPE) 

A MILLI 
LIL WAYNE (CASH MONEY /UNIVERSAL MOTOWN) 

GET LIKE ME 
GAVD RAM FEAT. CMS BROWN (B.I.G. F.A. C.EJSRCAINNERSAL MOTOW'. 

DON'T STOP THE MUSIC 
RIHANNA (SRP /DEF JAM /IDJMG) 

I'M YOURS 
JASON MRAZ (ATLANTIC /RRP) 

CRY FOR YOU 
SEPTEMBER (ROBBINS) 

BETTER IN TIME 
LEONA LEWIS (SYCO /J /RMG) 

SEE YOU AGAIN 
MILEY CYRUS (HOLLYWOOD) 

THUNDER 
BOYS LIKE GIRLS (COLUMBIA) 

LOVE SONG 
SARA BAREILLES (EPIC) 

THE TIME OF MY LIFE 
DAVID COOK (19 /11CA /RMG) 

WITH YOU 
CHRIS BROWN (JIVE /ZOMBA) 

GET SILLY 
V I C (YOUNG MOGUL/WARNER BROS.) 

TITLE 
53 -3a; ARTIST (IMPRINT / PROMOTION LAGE: 

CD 53 14 
CHECK YES JULIET (RUN BABY RUN) 
WE THE KINGS (S- CURVE /CAPITOL) 

THIS IS ME 
DEMI LOVATO 8 JOE JONAS (WALT DISNEY) 

IF I NEVER SEE YOUR FACE AGAIN 
MAROON 5 FEAT. RIHANNA (ASM /OCTONE /INTERSCOPE) 

MERCY 
DUFFY (MERCURY /IDJMG) 

0 GOT MONEY .- LIL WAYNE FEAT. T -PAN (CASH MONEY /UNIVERSAL MOTOWN) 

Q I'LL BE LOVIN' U LONG TIME 
MARIAN CAREY (ISLAND /IDJMG) 

LOVE IS GONE 
DAVID GUETTA A CHRIS WILLIS (GUM /PERFECTO /ULTRA) 

BUZZIN' 
SWAYZE FEAT. CISCO ADLER (SURETONE/GEFFEWINTERSCOPE) 

58 8 
BARTENDER SONG (AKA SITTIN' AT A BAR) 
REHAB (UNIVERSAL REPUBLIC) 

BOTTLE IT UP 
SARA BAREILLES (EPIC) 

PLAY MY MUSIC 
JONAS BROTHERS (WALT DISNEY) 

I LUV YOUR GIRL 
THE -DREAM (RADIO KILLA/DEF JAM /IDJMG) 

PUT ON 
YOUNG JEEZY FEAT. KANYE WEST (CTE /DEF JAM /IDJMG) 

GIVE IT 2 ME 
MADONNA WARNER BROS.) 

JUST DANCE 
MWBIMMILEM YMIIINCSI M>M EIARE N) 

52 

53 

54 

51 5 

48 11 

44 14 

55 8 

57 

© 
m 

61 

64 4 

57 14 

78 13 

59 7 

56 5 

62 9 

85 7 

k 6 

67 

72 

73 

W 
75 

76 

77 

78 

© e 
e 
82 

O 
84 

63 10 

61 12 

68 

74 

72 

67 

6 

3 

5 

7 

66 8 

69 4 

77 3 

70 7 

71 4 

75 4 

76 20 

81 7 

83 7 

84 8 

86 7 

79 18 

87 7 

87 82 8 

88 65 14 

89 

90 

91 

92 

93 

96 

97 

98 

99 

91 10 

80 7 

73 15 

93 7 

90 16 

4 

99 2 

94 2 

98 11 

100 6 

95 7 

GG 

DIGITAL 

LAST NAME 
CARRIE UNDERWOOD (19 /ARISTA /ARISTA NASHVILLE) 

HOMECOMING 
KANYE WEST FEAT. CHRIS MARTIN (ROC- A- FELLA/DEF JAMIIDJMG) 

LOOKIN BOY 
HOT STYLI FEAT YUNG JOC (SWAGG TEAM /BLOCK/JIVE/ZOMBA) 

ADDICTED 
SAVING ABEL (SKIDDCO /VIRGIN /CAPITOL) 

LOST 
MENUDO (EPIC) 

SHUT UP AND LET ME GO 
THE TING TINGS (COLUMBIA) 

LOVE REMAINS THE SAME 
GAVIN ROSSOALE ( INTERSCOPE) 

SWING 
SAVAGE FEAT. SNLJA BOY TEEM (DAWN RAID /UNIVERSAL REPUBLIC) 

YOU GOT ME 
ONE BLOCK RADIUS (PROPERTY /MERCURY /IDJMG) 

PORK AND BEANS 
WEEZER (DGC /GEFFEN / INTERSCOPE) 

GOTTA FIND YOU 
JOE JONAS (WALT DISNEY) 

COME ON OVER 
JESSICA SIMPSON (EPIC /COLUMBIA (NASHVILLE)) 

PICTURE TO BURN 
TATLOB SWIFT (BIG MACHINE) 

HYPNOTIZED 
BIG GEMINII (BIG GUN /UPSTAIRS) 

SHATTERED (TURN THE CAR AROUND) 
O.A.R. (EVERFINE /ATLANTIC /RRP) 

RISE ABOVE THIS 
SEETHER (WIND -UP) 

MOVING MOUNTAINS 
USHER (LAFACE / ZOMBA) 

GIRLS AROUND THE WORLD 
LLOYD FEAT. LIL WAYNE (THE INC. /UNIVERSAL MOTOWN) 

YOUR LOVE IS A LIE 
SIMPLE PLAN (LAVA/ATLANTIC /RRP) 

SUPERGIRL 
SAVING JANE (ALERT /TOUCAN COVE) 

HERE I AM 
KINK FOSS FEAT. NELLY A AVERY STORM (SLIP- N- SLIDE/DEF JAMHDJMG) 

ALL OVER YOU 
THE SPILL CANVAS (ONE ELEVEN /SIRE /REPRISE) 

BYE BYE 
MARIAN CARET (ISLAND /IDJMG) 

LOVE IN THIS CLUB PART II 
USHER FEAT. BEYONCE A LIL WAYNE (LAFACE / ZOMBA) 

COCONUT JUICE 
TYGA FEAT. TRAVIS MCCOY (BAT SSUAD /DECAYDANCE /RED) 

THERE'S NOTHIN 
SEAN KINGSTON FEAT. ELAN 8 JUELZ SANTANA (BELUGA HEIGHTS/EPIC) 

BODY ON ME 
NELLY FEAT. AKON A ASHANI1 (DERRTY /UNIVERSAL MOTOWN) 

BEAT IT 
FALL OUT BOY FEAT. JOHN MAYER (FUELED BY RAMEN /ISLANO/IDJMG) 

WHAT ABOUT NOW 
DAUGHTRY (RCA /RMG) 

I'M GONE, I'M GOING 
LESLEY ROY (RELIGION /JIVE / ZOMBA) 

COOKIE JAR 
GYM CUSS HERON FEAT. TIESRFAM (DECAYDANCE/FUELED BY RAMENWRP) 

MOVE SHAKE DROP 
DJ LAZ FEAT. FLO RIDA A CASELY (VIP /UNIVERSAL REPUBLIC) 

GAME'S PAIN 
THE GAME FEAT. KEYSHIA COLE (GEFFEN / INTERSCOPE) 

WHOA OH! (ME VS. EVERYONE) 
FOREVER THE SICKEST KIDS (UNIVERSAL MOTOWN) 

ENERGY 
KERI HILSON (MOSLEY /ZONE 4 /INTERSCOPE) 

The Menudo franchise notches its first 

Mainstream Top 40 hit of the Nielsen DS 

era, as "Lost" lands at No. 38. (View the 

full chart at billboard.biz.) The reborn 

quintet, which is also No. 70 on the Pop 

100. is set to release its new album this tall. 

Foe Fighters earn their third Modern Rock 

No. 1 from the album "Echoes, Silence, 

Patience R Grace" as "Let It Die" rises 2 -1. 

The set is only the ninth album to yield at 

least three chart -toppers in the nearly 20- 

year history of the tally. 

44 Go to www.billboard.biz for complete chart data 

Cit ADULT TOP 40 4111111. 

IN TITLE 
ARTIST (IMPRINT I PROMO /10N GAEL 

BLEEDING LOVE 
LEONA LEWIS (SYw' 

i IT'S NOT MY TIME 
3 DOORS DOWN (UNIVERSAL REPUBLIC) 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

VIVA LA VIDA 
COLDPLAY (CAPITOL) 

STOP AND STARE 
ONEREPUBLIC (MOSLEY /INTERSCOPE) 

FEELS LIKE TONIGHT 
DAUGHTRY (RCA/RMG) 

IN LOVE WITH A GIRL 
GAVIN DEGRAW (J /RMG) 

REALIZE 
COLBIE CAILLAT (UNIVERSAL REPUBLIC) 

THE TIME OF MY LIFE 
DAVID COOK (19 /RCA/RMG) 

ALL SUMMER LONG 
KID ROCK (TOP DOG /ATLANTIC) 

WHATEVER IT TAKES 
LIFEHOUSE (GEFFEN / INTERSCOPE) 

LOVE REMAINS THE SAME 
GAVIN ROSSOALE (INTERSCOPE) 

I'M YOURS 
JASON MRAZ (ATLANTIC /RRP) 

LOVE SONG 
SARA BAREILLES (EPIC) 

SORRY 
BUCKCHERRY (ELEVEN SEVEN /ATLANTIC /RRP) 

IF 1 NEVER SEE YOUR FACE AGAIN 
MAROON 5 FEAT. RIHANNA (ASM /OCTONE/INTERSCOPE) 

MERCY 
DUFFY (MERCURY /IDJMG) 

NO AIR 
JDRDIN SPARKS DUET WITH CHRIS BROWN (19 /JIVE/ZOMRV) 

ALL OVER YOU 
THE SPILL CANVAS (ONE ELEVEN /SIRE /REPRISE) 

I KISSED A GIRL 
KATY PERRY (CAPITOL) 

1 16 

5 27 

6 6 28 

7 8 23 

8 7 27 

o 9 3 

13 13 

11 10 37 

o 
11 13 

14 17 

14 12 48 

15 15 41 

18 18 

17 13 

18 16 1/ 

19 19 

20 E 

21 11 

27 4 

® 32 4 

5 TITLE 
3ó ARTIST (IMPRINT ' PROMOTION LABEL) 

sEi LEAVIN' 
JESSE MCCARTNEY 

I KISSED A GIRL 
KATY PERRY (CAPITOL) 

3 2 17 

15 9 

12 8 17 

16 5 

4 21 

6 12 

7 16 

5 22 

9 14 

13 15 

14 17 

14 10 15 

15 11 19 

20 7 

; 17 12 23 

21 4 

23 5 

18 8 

21 22 10 

22 24 8 

AD D 6 4 

27 6 

1 

TAKE A BOW 
RIHANNA (SRP /DEF JAM /IDJMG) 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

FOREVER 
CHRIS BROWN (JIVE / ZOMBA) 

SHAKE IT 
METRO STATION (COLUMBIA) 

BLEEDING LOVE 
LEONA LEWIS (SYCO /J /RMG) 

WHAT YOU GOT 
COLBY O'DONIS FEAT. AKON (KONLIVE/GEFFE WINTERSCOPE 

IT'S NOT MY TIME 
3 DOORS DOWN (UNIVERSAL REPUBLIC) 

IN LOVE WITH A GIRL 
GAVIN DEGRAW (J /RMG) 

ALL SUMMER LONG 
KID ROCK (TOP DOG /ATLANTIC) 

DAMAGED 
SANITY KANE (BAD BOY /ATLANTIC) 

WHEN I GROW UP 
THE PUSSYCAT DOLLS ( INTERSCOPE) 

it! 

Ú7 

Ú7 

14J 

LOLLIPOP 
LIL WAYNE HAT. STATIC MANN (CASH MONEYISNNERSAL MOTOWN) 

SEXY CAN I 

RAY J A TUNG BERG (KNOCKOUT /DEJA 34 /KOCH /EPIC) 

DANGEROUS 
KARDINALOWISKALL FEAT. AKIN (KONLNE/GEFFEWINTERSCOPEI W 
REALIZE 
COLBIE CAILLAT (UNIVERSAL REPUBLIC) 

BURNIN' UP 
JONAS BROTHERS (HOLLYWOOD) 

DISTURBIA 
RIHANNA (SRP /DEF JAM /IDJMG) 

BUST IT BABY PART 2 
PLIES FEAT. NE -TO (BIG GATES /SLIP- N- SLIDE/ATLANTIC) 

SUMMERTIME 
NEW KIDS ON THE BLOCK ( INTERSCOPE) 

7 THINGS 
MILEY CYRUS (HOLLYWOOD) 

VIVA LA VIDA 
COLDPLAY (CAPITOL) 

FALL FOR YOU 
SECONDHAND SERENADE (GLASSNOTE /ILG /ATLANTIC) 

GREATEST 
GAINER 

CLOSER 
NE -T0 (DEF JAM/IDJMG) RoOniffinor 

O 25 9 

22 1, 
INIIrk 

BOTTLE IT UP 
SARA BAREILLES (EPIC) 

WHAT ABOUT NOW 
DAUGHTRY 

GREATEST 
GAINER 

zá 

147 

l41 

SHATTERED (TURN THE CAR AROUND) 
Loi 0- AR.,-,EF:IIN' ATLF.,:IIL :i. 

COME ON GET HIGHER 
MATT NATHANSON (VANGUARD) 

NINE IN THE AFTERNOON 
PANIC AT THE DISCO (DECAYDANCEJFUELED BY RAMEN/RRP) 

VIVA LA VIDA 
COLDPLAY (CAPITOL) 

INSIDE THE FIRE 
DISTURBED (REPRISE) 

GIVEN UP 
LINKIN PARK (WARNER BROS.) 

RISE ABOVE THIS 
SEETHER (WIND -UP) 

ADDICTED 
SAVING ABEL (SKIDDCO /VIRGIN /CAPITOL) 

BELIEVE 
STAIND (FLIP /ATLANTIC) 

S6 

I'M NOT OVER 
CAROLINA LIAR (ATLANTIC) 

I WILL POSSESS YOUR HEART Ili 
DEATH CAB FOR CUTIE (ATLANTIC) 

IT'S NOT MY TIME 
3 DOORS DOWN (UNIVERSAL REPUBLIC) 

LOVE ME DEAD 
LUDO (REDBIRD /ISLAND /IDJMG) 

DEVOUR 
SHINEDOWN (ATLANTIC) 

HANDLEBARS 
FLOBOTS (UNIVERSAL REPUBLIC) 

BARTENDER SONG (AKA SITTIN' AT A BAR) 
REHAB (UNIVERSAL REPUBLIC) 

THEY SAY 
SCARS ON BROADWAY (VELVET HAMMER/INTERSCU) _. 

PSYCHO 
PUDDLE OF MUDD (FLAWLESS /GEFFEN / INTERSCOPE) 

DISCIPLINE 
NINE INCH NAILS (THE NULL CORPORATION /RED) 

AFTERLIFE 
AVENGED SEVENFOLD (HOPELESS/WARNER BROS 

HELP ME 
ALKALINE TRIO (EPIC) 

ALWAYS WHERE I NEED TO BE 
THE KOOKS (ASTRALWERKS /CAPITOL) 

SOMEONE LIKE YOU 
SAFETYSUIT (UNIVERSAL MOTOWN) 

I7 

GAMMA RAY 
BECK (DGC / INTERSCOPE) 

SLOW BURN 
ATREYU (HOLLYWOOD) 

Data for week of AUGUST 2, 2008 I CHARTS LEGEND on Page 43 
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HOT COUNTRY SONGS" 

O 5 

6 9 

a7 10 

O 8 8 

Q 9 12 

9 4 3 

11 14 

11 10 4 

12 17 

4.AD 
14 15 

TITLE 
PRODUCER (SONGWRITER) 

#1 
I W 

GOOD TIME 
K. STEGALL (A JACKSON) 

Artist 
IMPRINT 8 NUMBER / PROMOTION LABEL 

HOME 
B. ROWAN (M. BUBLE,A.CHANG,A.FOSTER GILLES) 

ALL I WANT TO DO 
B.GALLIMORE.K.BUSH,J.NETTLES (J.O.NETTLES,K.BUSH,B.PINSON) 

PUT A GIRL IN IT 
T. BROWN,R.DUNN,K.BROOKS (R,AKINS,D.DAVIDSON,B.HAYSLIP) 

YOU LOOK GOOD IN MY SHIRT 
D.HUFF,K.URBAN (T.MARTIN,T. SHAPIRO.M,NESLER) 

SHOULD'VE SAID NO 
N. CHAPMAN (T.SWIFT) 

I STILL MISS YOU 
J.STEELE (K. ANDERSON.T,NICHOLS,J. SELLERS) 

GUNPOWDER & LEAD 
ELIDDELLM.WRACKE (M,LAMBERT,H. LITTLE) 

BACK WHEN I KNEW IT ALL 
B.CHANCEY (G.HANNAN,P.ODONNELL,T.WILLMON) 

WE WEREN'T CRAZY 
B. JAMES (J. GRACIN,T. LOPACINSKI,B. PINSON) 

BETTER AS A MEMORY 
B.CANNON,K.CHESNEY (S.CARUSOE.L.GOODMAN) 

HOLLER BACK 
B.BEAVERS (S,NIELSON.T.JAMES) 

LEARNING HOW TO BEND 
M.WRIGHT. G. ALLAN (G.ALLAN,M.WARREN,J.LEBLANC) 

19 24 6 
GREATEST WAITIN' ON A WOMAN 
GAINER F RHEA RS ID SAMPSON IV BABBLE) 

16 18 

17 19 

18 21 

20 20 

19 13 13 

23 26 

24 28 

22 25 

26 34 

25 27 

32 44 

DO YOU BELIEVE ME NOW 
J. WEST. D. PAHANI'AH IJ LVL8I I) I IAN.SH. I JOHNSON) 

TROUBADOUR 
T BROWN,G. STRAIT (M. HOLMES,L.SATCHER) 

DON'T THINK I DON'T THINK ABOUT IT 
F. ROGERS (D.RUCKER,C.MILLS) 

THAT SONG IN MY HEAD 
O.MALLOY (J. COLLINS,W.MOBLEY,T.MARTIN) 

LAST NAME 
M. BRIGHT (C UNDERWOOD.L LAIRD.H LINDSEY) 

8 
COME ON OVER AIR 

POWER 

Alan Jackson 
Q ARISTA NASHVILLE 

Blake Shelton 1 

0 WARNER BROS.:'WRN 

Sugarland 
OO MERCUIIY 

Brooks & Dunn 
O ARISTA NASHVILLE 

Keith Urban 
O CAPITOL NASHVILLE 

Taylor Swift 
oO BIG MACHINE 

Keith Anderson 
O COLUMBIA 

Miranda Lambert 
0 COLUMBIA 

Montgomery Gentry 
0 COLUMBIA 

Josh Gracin 
OO LYRIC STREET 

Kenny Chesney 
oO BNA 

The Lost Trailers 
ES BNA 

Gary Allan 
O MCA NASHVILLE 

Brad Paisley 
OQ ARISTA NASHVILLE 

Jimmy Wayne 
BO VALORY 

George Strait 
O MCA NASHVILLE 

Darius Rucker 
O CAPITOL NASHVILLE 

Julianne Hough 
0 MERCURY 

Carrie Underwood 
(0 19 /ARISTA ARISTA NASHVILLE 

Jessica Simpson 

BOB THAT HEAD 
D. HUFF,G. LEVO) , LMARCUS.J.D.ROONEY (G,LEVOX,N THRASHER.M.DUNLANEY) 

COUNTRY MAN 
J. STEVENS )LBRYAN,J. PMATTHEWS,G.GRIFFIN) 

SHE NEVER CRIED IN FRONT OF ME 
T. KEITH (TKEITH,B. PINSON) 

JOHNNY & JUNE 
TBROWN (H.NEWFIELD,D.BRYANT,S SMITH) 

ALL SUMMER LONG 
KID RUCK.R,CAVAUD (R J RITCHE,M SHAFERRVAN OASIS ROSSINGTON,E.KINGL.MARINELLR WACHTELW2EVON) 

Rascal Flatts 
O LYRIC STREET 

Luke Bryan 
O CAPITOL NASHVILLE 

Toby Keith 
ED SHOW DOG NASHVILLE 

Heidi Newfield 
O CURB 

Kid Rock 
TOP OOGATLANTCCBS 

3 format icon's 23rd 

No.1 follows his 

previous champ 

"Small Town 

Southern Man" to 

give Jackson his 

first back -to -back 

chart- topping 

g singles since 2001. 

3 

5 

5 

10 

1 

12 

10 
At the 40 -week 

marker, track ties 

the chart record for 

longest trek to the 

top 10, first set by 

13 Gary Allan's "Right 

Where I Need to 
14 Be" in May 2001. 

15 

16 

17 

18 

20 

21 

22 

23 

24 

25 

Check billboard.biz 

for the complete 60- 

position chart, 

featuring debuts 

from vets Phil Vassar 

(pictured), Billy 

(urrington, Kenny 

Chesney, Tim 

McGraw and 

Trisha Yearwood. 

W 
p TITLE Artist w W 

s-3 á3 á 3ó °níiOUCER (SONGWRITER) IMPRINT B NUMBER! PROMOTION LABEL 

o 27 

O 28 

0" 29 

V/` 30 33 

o 31 31 

m 

30 ALL I EVER WANTED Chuck Wicks 
2WELL,D.HUFF (C.WICKS.M. POWELL.A.WILSON) O RCA 

29 
RELENTLESS Jason Aldean 

,NOX (J. RWHITE,J,LEBLANC) O BROKEN BOW 

YOU CAN LET GO Crystal Shawanda 
^_NDRICKS (C. BATTEN,K.BLAZY,R.L.FEEK) OO RCA 

LOVE REMEMBERS Craig Morgan 
UNNELL.C.MORGAN (C.MORGAN,PO'DONNELL) O BNA 

LIFE IN A NORTHERN TOWN Sugarland Featuring Little Big Town & Jake Owen 
0 MERCURY 

Carrie Underwood 
M 19 /ARISTA /ARISTA NASHVILLE 

Kellie Pickier 
O 193BNA 

Bucky Covington 
0 LYRIC STREET 

Jamey Johnson 
OQ MERCURY 

Lady Antebellum 
0 CAPITOL NASHVILLE 

Jo Dee Messina 
E CURB 

Eli Young Band 
Op REPUBLIC UNIVERSAL SOUTH 

Pat Green 
le BNA 

Ashton Shepherd 
O MCA NASHVILLE 

Adam Gregory 
NSA /MIDAS NEW REVOLUTION 

32 

45 

o 35 39 

Q 33 36 

o 34 37 

38 43 

o. 36 35 

o 39 38 

O 43 46 

CD40 

37 

o 42 

O 47 

42 

40 

45 

51 

44 49 

Q 
49 56 

50 54 

41 41 

47 46 48 

56 

CD51 53 

50 48 47 

. uo.cLOWEs66ABRIEL) 

JUST A DREAM 
6RIGHT (S. MCEWAN.H,LINDSEYG. SAMPSON) 

DON'T YOU KNOW YOU'RE BEAUTIFUL 
'NOSEY (C.LINDSEY,A.MAYO,K.ROCHELLE) 

I'LL WALK 
MILLER.D. OLIVER (B.A.WILSON,L. L. FOWLER) 

IN COLOR 
-.F KENT HAROLEY PLAYBOYS (J.JOHNSON,L,T.MILLER,J.OTTO) 

LOOKIN FOR A GOOD TIME 
`U;HAW,PWORLEY (0.HAYW00D,C.KELLEY.HSCOTT,K. FOLLESE) 

I'M DONE 
I /LOWERS.J.D. MESSINA ( J.D.MESSINA,J,FLOWERS,M.POWELL) 

WHEN IT RAINS 
.1 .1 LESTER.E. HERBST (J.YOUNG) 

LET ME 
D HUFF )M.BEESON,D.ORTON) 

SOUNDS SO GOOD 
H CANNON (A.SHEPERD) 

CRAZY DAYS 
B ALLEN.K.FOLLESE (A.GREGORY,L.BRICE,K.JACOBS,J. LEATHERS) 

ANYTHING GOES 
M. WRIGHTC.ANDRETCH. III (B.LONG,J.W.WIGGINS) 

CHICKEN FRIED 
t K. STEGALL.Z.BROWN (Z. BROWN .W :DURRETTE) 

VOICES 
J.STROUD (C YOUNG.C.TOMPKINS.C.WISEMAN) 

I DO 
?' J.KILCHER.J. RICH )J.KILCHER) 

FOR YOU 
DEMARCUS,J.OTTO (J. BROWN. L. HENGBER) 

INVISIBLY SHAKEN 
T,HEWITTR.ATKINS (R.ATKINS.B. KIRSCH) 

HIS KIND OF MONEY (MY KIND OF LOVE) 
J. JOYCE (E.CHURCH.C.BEATHARD.S.MINOR) 

LAST CALL 
I BROWN (S.MCANALLYE.ENDERLIN) 

UPPER MIDDLE CLASS WHITE TRASH 
H JOHNSON (L.BRICE,J.MCELROY) 

NO AIR 
CHAPMAN (J.E.FAUNTLEROY II,E.R.GRIGGS.H.J.MASGN. JR..S.L.RUSSELL,D,E.THOMAS) 

Randy Houser 
O UNIVERSAL SOUTH 

Zac Brown Band 
U LIVE NATION 

Chris Young 
O RCA 

Jewel 
0 VALORY 

James Otto 
0 WARNER BROS WRN 

Rodney Atkins 
O CURB 

Eric Church 
O CAPITOL NASHVILLE 

Lee Ann Womack 
0 MCA NASHVILLE 

Lee Brice 
to CURE 

Rissi Palmer 47 
U 1720 

, 

wÓ 

26 

27 

28 

29 

28 

31 

32 

33 

34 

35 

34 

37 

38 

39 

37 

41 

42 

43 

44 

45 

41 

45 

48 

49 

O TOP COUNTRY ALBUMS" 

10 

11 

12 7 9 

() 11 

14 10 7 

16 ', 13 14 

18 

\iF 
18 14 19 

19 17 18 

20 12 12 

21 'r 16 13 

23 

11 

20 21 

21 22 

22 20 

24 19 16 

ARTIST 
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 

RITAYLOR SWIFT 
BIG MACHINE 0140 (15,98 CD /OVO) 50 

TAYLOR SWIFT 
L MACHINE 079012 (18.98).1- 

RANDY TRAVIS 
WARNER BROS. 43254/WRN (13.9E) H 

ALAN JACKSON 
ARISTA NASHVILLE 19943/SBN (18.98) 

TOBY KEITH 
SHOW DOG NASHVILLE 010334/UME (19.98) 

KENNY CHESNEY 
BNA 11457/SBN (18,98) 

CARRIE UNDERWOOD 
41ISTA ARISTA NASHVILLE 11221 /RMG /RMG /SBN (18.98) 

Title 

Beautiful Eyes (EP) 1 

Taylor Swift © 1 

TIM MCGRAW 
RB 79086 EX (14.98) 

SUGARLAND 
MERCURY Gc 113.98) 

GARTH BROOKS 
PEARL 213 (2 :I SAS) + 

MIRANDA LAMBERT 
COLUMBIA 7L ':1333 98) 

GEORGE STRAIT 
MCA NASHVILLL '.''. i.1GN (13.98) 

BRAD PAISLEY 
ARISTA NASHVILLE 071:1 SBN (18.98) 

JEWEL 
VALORY 0100 (18.98) 

LADY ANTEBELLUM 
CAPITOL NASHVILLE 03206 112.98) 

JAMES OTTO 
RAYBAW /WARNER BROS. 49907/WRN (13.98) 

BLAKE SHELTON 
WARNER BROS 44488/WRN (18.98) 

RASCAL FLATTS 
LYRIC STREET 000384 /HOLLYWOOD (18.98) 

JULIANNE HOUGH 
MERCURY NASHVILLE 011052/UMGN (13.98) 

ROBERT PLANT / ALISON KRAUSS 
ROUNDER 619075* (18.98) 

TRACE ADKINS 
CAPITOL NASHVILLE 76927 (18.98) 

EAGLES 
ERC 4500 EX (14.98) 

DIERKS BENTLEY 
CAPITOL NASHVILLE 09070 (18.98) 

EMMYLOU HARRIS 
NONESUCH 480444' /WARNER BROS. (18.98) 

VARIOUS ARTISTS 
LYRIC STREET 001932 /WALT DISNEY (18.98) 

Around The Bend 3 

Good Time 1 

35 Biggest Hits 1 

Just Who I Am: Poets & Pirates 1 

Carnival Ride © 1 

Greatest Hits: Limited Edition 1 

Enjoy The Ride © 2 

The Ultimate Hits © 1 

Crazy Ex- Girlfriend 1 

Troubadour 1 

5th Gear 

Perfectly Clear 

Lady Antebellum 

Sunset Man 

Pure BS 

Still Feels Good 

Julianne Hough 

Raising Sand 

American Man: Greatest Hits Volume II 

Long Road Out Of Eden 

Greatest Hits // Every Mile A Memory 2003 -2008 

All I Intended To Be 

Country Sings Disney 

2 

The Wal -Mart 

exclusive set (up 

606 %) was the 

focus of an in-store 

display last week. lt 

becomes available 

to all retailers 

beginning Aug. 26. 

AO albums that 

Starbucks carries 

(save one) are now 

being sold for only 

S1.95. So this set, 

exclusive to the 

coffee giant, makes a 

massive 356% gain. 

4 

15 

Band notches its 

second No. Ion Top 

Bluegrass Albums 

(see chart, page 

40) with its best 

sales week and 

achieves a new 

chart high on Top 

Country Albums. 

yW 

26 24 23 

27 23 17 

28 27 26 

29 25 24 

30 26 25 

31 28 28 

32 32 31 

34 29 30 

35 31 32 

36 30 29 

37 38 68 

38 33 

39 35 37 

40 33 27 

41 36 35 

42 

45 

42 46 

40 41 

39 39 

46 44 43 

47 45 50 

4.8 46 48 

49 43 44 

50 41 36 

ARTIST 
'PRINT 8 NUMBER / DISTRIBUTING LABEL (PRICE) 

REBA MCENTIRE 
n. A NASHVILLE 008903. UMGN ( 13.98) 

MONTGOMERY GENTRY 
,_UMBIA U . SRN (18.98) 

GARY ALLAN 
_A NASHV': UMGN (13,98) 

RODNEY ATKINS 
NRB 78945 (18.98) 

JOSH TURNER 
'.1' A NASHVILLE 008904: UMGN (13.98) 

KEITH URBAN 
-F'ITOL NASHVILLE 07685 (18.98) + 

GARY ALLAN 
NASHVILLE 008196/UMGN (13 98) 

VARIOUS ARTISTS Vintage Country The Golden Age Of Country Music 11 
HAB OMS CUSTOM MARKETING GROUP 08651 EX/STARBUCKS (13.98) 

ALAN JACKSON 16 Biggest Hits 22 
UACY'ARISTA NASHVILLE 12228/SONY BMG (11 98) 

Title 

Reba Duets 

Back When I Knew It All 

Living Hard 

If You're Going Through Hell 

Everything Is Fine 

Greatest Hits 

Greatest Hits 

3 

3 

1 

3 

4 

1 

JASON ALDEAN 
OKEN BOW 7047 (17.98) 

TIM MCGRAW 
FJ 78974 (18 98) 

PACE 
SETTER 

ALISON KRAUSS 
ROUNDER 61055517 98) 

GEORGE STRAIT 
UMGN (13.981 

Relentless 1 

LetltGo U 1 

A Hundred Miles Or More: A Collection 3 

22 More Hits 4 

DOLLY PARTON 
,GA 13481/SONY BMG (11,98) 

VARIOUS ARTISTS 
-USIC FOR A CAUSE 89189 /RAZOR 8 TIE (18.98) 

LUKE BRYAN 
ITOL NASHVILLE 63251 (12.981 

ASHTON SHEPHERD 
A NASHVILLE 010039 /UMGN (13.98) 

16 Biggest Hits 32 

Patriotic Country 3 27 

I'll Stay Me 2 

Sounds So Good 16 

THE GRASCALS 
/UNDER 610608 (17.981 

PHIL VASSAR 
UNIVERSAL SOUTH 008907 (11.98) 

Keep On Walkin' 43 

Prayer Of A Common Man 3 

SARA EVANS 
A 08770,'SBN (18.98) 

ALABAMA 
WV BMA (11.98) 

JASON MICHAEL CARROLL 
-GAS TA NASHVILLE 01487/SBN (12.98) 

TRAVIS TRITT 
. -RAER BROS. 74817/RHINO (18.98) 

Greatest Hits 3 

16 Biggest Hits 43 

Waitin' In The Country 1 

The Very Best Of Travis Tritt 21 

LEANN RIMES 
RS 78994 (18.98) 

Family 2 

RECKLESS KELLY 
YEP ROC 2164 (16.98) 

Reckless Kelly's Bulletproof 22 

Data for week of AUGUST 2, 2008 I For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data 45 
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AUG 
2 

59 

6 

7 

11 9 

12 11 

13 8 

14 

17 '5 

21 1 

19 12 

20 & 

te0 

20 

ARTIST 
'!UMBER / DISTRIBUTING LAS/ 

Tille 

12 

27 

11111109 11111109 

Of A Man 4 

NAS 
COLUMBIA 011505 /IDJMG (13.98) 

LIL WAYNE 
CASH MONEY /UNIVERSAL MOTOWN 011033 /UMRG (13.98) 

DAVID BANNER 
B.IG. FA.C.E. /SRC /UNIVERSAL MOTOWN 009956 /UMRG (13.98) 

PLIES 

BREATIEST 
RAINER 

"LANTIC 511238/AG (18.98) 

UntitIc(1 1 

Tha Carter III 9 1 

The Greatest Story Ever Told 

Definition Of Real 2 

RIHANNA 
68*/IDJMG (13.98) 

Good Girl Gone Bad 3 

G UNIT 
ERSCOPE 011461 * /IGA (13.98) O+ 

USHER 
-CE 23388/ZOMBA (18.98) 

THREE 6 MAFIA 
'IOTIZE MINDS /COLUMBIA 88580/SONY MUSIC (11.98) ) 

MARVIN SAPP 
:TY 09433/ZOMBA (17.98) 

ABN 
J PRINCE 511943 /RAP -A -LOT 4 LIFE (18.98) 

RICK ROSS 
SLIP -N- SLIDE /DEF JAM 009536 * /IDJMG (13.98) 

KEYSHIA COLE 
CONFIDENTIAUIMANI /GEFFEN 009475 * /IGA (13.98) 

CHRIS BROWN 
JIVE 12049/ZOMBA (18.98)* 
MARIAN CAREY 
ISLAND 010272 * /IDJMG (13.98) 

ASHANTI 
THE INC. /UNIVERSAL MOTOWN 011318/WAG (13.98) 

THE -DREAM 
RADIO KILLA/DEF JAM 009872 * /IDJMG (13.98) 

BUN -B 
J PRINCE /TRILL /RAP -A -LOT 4 LIFE 445884 /ASYLUM (18.98) 

AL GREEN 
BLUE NOTE 48449 * /BLG (18.98) 

JIM JONES & BYRD GANG 
BG /M.O.B. 100471 /ASYLUM (18.98) 

DWELE 
RT 5049 /KOCH (17.98) 

LYFE JENNINGS 
COLUMBIA 07966 /SONY MUSIC (11.98) 

RAHEEM DEVAUGHN 
JIVE 19080 /ZOMBA (17.98) 

N *E *R *D 
STAR TRAK/INTERSCOPE 011447/IGA (13.98) 

ALICIA KEYS 
MBK/J 11513 * /RMG (18.98)* i 
TECH N9NE 
STRANGE 48 (18.98) 

T *O *S (Terminate On Sight) 

Here I Stand 

Last 2 Walk 

Thirsty 

It Is What It Is 

Trilla 

Just Like You 

Exclusive 

E =MC2 

The Declaration 

Love /Hate 

Il Trill 

Lay It Down 

M.O -B.: The Album 

...Sketches 

Lyfe Change I. 
Love Behind The Melody 

111111 

Seeing Sounds 

As I Am 

Killer 

Billb.arl 

Rapp . 

album is ais third 

lop 10 on the 

Billboard 200 (No. 

8). He also claims 

his first No.1 single 

on Rhythmic Airplay 

and third top 10 on 

Mainstream R : / 
Hip-Hop (No. 8). 

10 
Houston's Z -Ro 

and Trae join 

forces for this 

debut. With 13 

appearances on this 

chart between the 

two, this is the first 

top 10 for both. 

Mint (e 
grabs the Pacesetter 

crown (up 86 %) 

just as it notches 

its best debut on 

Adult R8B in a 

decade with latest 

single (No. 29). 

-43 

10 

9 

13 

10' 

7 

11 131'. 

8 

18 7 

it 

TITLE 
ARTIST ".'HUNT ' PROMOTION LABEL 

®A 

MILLI 
L., wnvNE 

I LUV YOUR GIRL 
THE -DREAM (RADIO KILLA /DEF JAM /IDJMG) 

TAKE A BOW 
RIHANNA (SNP /DEF JAM /IDJMG) 

PUT ON 
YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAM/IDJG 

HEAVEN SENT 
KEYSNM COLE (IMANI /GEFFEN /INTERSCOPE) 

TAKE YOU DOWN 
CHRIS BROWN (JIVE/ZOMBA) 

BUST IT BABY PART 2 
PLIES FEAT NE -Y0 (BIG GATES /SLIP- N- SLIDE/ATLANTIC) 

IDGET LIKE ME 
NWN WHEN RMAdNIMI[81EFACIARAMATMLIMMM4 

LOLLIPOP 
LL WAYNE FEAT. STARE MAHN (CASH MONEY/UNIVERSAL MOTOWN) 

GIRLS AROUND THE WORLD 
LLOYD FEAT. LIL WAYNE (THE INC. /UNIVERSAL MOTOWN) 

LOOKIN BOY 
HOT STYLZ FEAT YUNG JOC (SWAGG TEAM OLOCK/JMEQOMBA) 

HERE I AM 
MCK NOSE FEAT.IBLY 8 AVON STOMA (SLPN- SUDEOEF JAMIOMG) 

NEED U BAD 
JAZMINE SULLIVAN (J /RMG) 

TEENAGE LOVE AFFAIR 
ALICIA KEYS (MBK/J /RMG) 

THE BUSINESS 
YUNG BERG TEAL CANNA (YUNG BOSS /EPIC /KOCH) 

MOVING MOUNTAINS 
USHER (LAFACE /ZOMBA) 

PLEASE EXCUSE MY HANDS 
.JAMETNO(& 71EMNAM IOM G41ESPRJAN.4DHAILPME) 

, LOVE IN THIS CLUB PART II 
USHER FEAT. BEYONCE 8 LIL WAYNE (LAFACE /ZOMBA) 

4s GET SILLY 
V.LC. (YOUNG MOGUL/WARNER 

3 
GAMES PAIN 

THE GAME FEAT. KEYSHIA COLE (GEFFEWINTERSCOPE) 

2 HI HATER 
G1 AINO !HUSTLE HARD /ATLANTIC) 

6 LOLLI LOLLI (POP THAT BODY) 
3. !NEE NYMRAT.NOMIPN.MM160ANINNIN MWTIff IILGOEUAaN 

1 GOT MONEY 
23 ' LL 

WAYNE FFA. T-0AN (CASH MONE1'NNNERSAL MOTOWN) 

MAGIC 
25 

5 ROBIN TRICKE (STAR TRAK/INTERSCOPE) 

9 3 

BROS 

I'LL BE LOVIN' U LONG TIME 
MARIAN CAREY (ISLAND /IDJMG) 

2 

TITLE 
ARTIST IMPRINT/ PROMOTION LABEL, 1 
El THE RIVER 

NOEL GUUHUIN (EPIC) 

WOMAN 
RAHEEM DEVAUGHN (JIVE /ZOMBA) 

TEENAGE LOVE AFFAIR 
'.' ALICIA KEYS (MBK/J /RMG) 

YOU'RE THE ONLY ONE 
ERIC BENET (FRIDAY /REPRISE/WARNER BROS.) 

NEVER WOULD HAVE MADE IT 
MARVIN SAPP (VERITY / ZOMBA) 

GREATEST 
GAINER 

HEAVEN SENT 
XEYYSSHM COLE .. GEfFEN/1NTERSCO 

III 
NEVER 
JAHEIM DIVINE MILUATLANTIC) 

NEVER NEVER LAND 
LYFE JENNINGS (COLUMBIA) 

MAGIC 
ROBIN THICKE STAR TRAK /INTERSCOPE) 

IREMEMBER 
KEYSHIA COLE (IMANI /GEFFEN /INTERSCOPE) 

IIIJUST FINE 
MARY J. BLIGE (MATRIARCH /GEFFEN /INTERSCOPE) 

SPOTLIGHT 
W JENNIFER HUDSON (ARISTRMG) 

I'M CHEATIN' 
OWELE RT /KOCH 

I'VE CHANT ED 

® 
®JAHEIM FEAT. KEY 

ME (BY THE SEA) 

LIKE YOU'LL 
ALICIA KEYS (OBI 

STAY WITH 
AL GREEN FEAT. JO HN LEGEND (BLUE NOTE/CAPITOL) 

LET GO 
LALAH HATHAWAY 

MOVING MOUNTAINS 
USHER (LAFACE / ZOMBA) 

WORDS 
ANTHONY DAVID FEAT. INDOLAWE (SOULBIRDNNNERSAL NEPUBLIC) 

FEELS GOOD 
RAHSAAN PATTERSON (ARTISTRY) ll WHENEVER YOU'RE AROUND 
JILL SCOTT FEAT. GEORGE DUKE (HIDDEN BEACH) 

BUTTERSCOTCH 
KEITH SWEAT FEAT. ATHENA CAGE (KEIA /ATCO /RHINO) 

IT AINT SUPPOSED TO BE THIS WAY 
CHANTE MOORE (PEAK/CMG) . HOMELESS 
CHARLIE WILSON (JIVE / ZOMBA) 

IIIFANTASY (SPENDING TIME WITH YOU) 
WILL DOWNING (PEAK /CMG) 

46 I Go to www.billboard.biz for complete chart data 

26 

t 
I28 

F38 

1 
37 

I, 38 

2' 26 

23 25 

17 

26 11 

32 38 

28 23 

31 23 

35 29 

29 31 

34 36 

36 37 

37 40 

38 49 

42 45 SNOOP DOGG 
I OOGGYSTYLE /GEFFEN 010835 * /IGA 13.98 

41 41 . THE ROOTS 
DEF JAM 011138* /IDJMG (13.98) 

ROCKO 

AIRPLAY SALES DATA 
MONITORED BY COMPILED BY 

nicken 
BDS 

niChCn 
SoundScan 

ARTIST 
L434ut,/ DISTRIBUTING LABEL (PRICE) 

LEDISas09NG 
(10,96) 

Gtle - 

Lost & Found 

FLOBOTS 
UNIVERSAL REPUBLIC 011258 /UMRG 13.98 

Fight With Tools 

MARY J. BLIGE 
MATRIARCH /GEFFEN 010313 * /IGA (13.98) 0 Growing Pains g 

LALAH HATHAWAY 
.IX 30308 /CONCORD (18.98) Self Portrait - { 

KILLER MIKE 
',ND TIME OFFICIAL 275 /SMC (17.98) I Pledge Allegiance To The Grind II 

C- MURDER 
J4 /ASYLUM (18.98) Screamin' 4 Vengeance 

ESTELLE 
AE SCHOOL /ATLANTIC 412860/AG (13.98) Shine 

BLOOD RAW 
CTE Presents: My Life: The True Testimony 111111 

JAHEIM 
NE MILUATLANTIC 377532/AG (18.98) 

TRINA 
'P- N -SLIDE 72008 (18.98) 

The Makings Of A Man 

Still Da Baddest 

SHAWTY LO 
331708 /ASYLUM (18.98) 

AMY WINEHOUSE 
VERSAL REPUBLIC 008428* /UMRG 10.98 

KEITH SWEAT 
'A /ATCO 106556 /RHINO (18.98) 

FLO RIDA 
L BOY /ATLANTIC 442748/AG (18.98) 

DJ SKRIBBLE 
HIVEDANCE 90784/THRIVE (18.98) 

Units In The City 

Back To Black 

54 5.1 

Just Me 

Mail On Sunday 111 
Total Club Hits 

Ego Trippin 

Rising Down 

Self -Made ROCKY ROAD /ISLAND URBAN 010773* /IDJMG 11.98 

39 34 CHANTE MOORE 
PEAK 30122 /CONCORD (18.98) Love The Woman 

JILL SCOTT 
HIDDEN BEACH 00050 (18.98) C*J 

VARIOUS ARTISTS 
HIDDEN BEACH 00061 (18.98) 

ANTHONY DAVID 
SOULBIRD /UNIVERSAL REPUBLIC 511442/UMRG (10.9) 

The Real Thing: Words And Sounds Vol. 3 

Unwrapped Vol. 5.0: The Collipark Cafe Sessions 

Acey Duecy 

MINT CONDITION 
CAGED BIRD 3838/IMAGE (18.98) 

2 PISTOLS 
JUSTICE LEAGUE /UNIVERSAL REPUBLIC 011160/UMRG 11.98 

LUPE FIASCO 
1ST 8 15TH /ATLANTIC 368316 * /AG (18.98) 

ct 

ter 
12 

13 

14 

9 10 
FOREVER 
CHRIS BROWN (JIVE /ZOMBA) 

7 14 
TAKE A BOW 
RIHANNA (SAP /DEF JAM /IDJMG) 

10 
GOT MONEY 
UL WAYNE FEAT T-PAIN (CASH MONEYNNNERSAL MOTOWN, 

14 14 CLOSER 
NE -YO (DEE JAM /IDJMG) 

11 24 WHAT YOU GOT 
COLBY ODONIS FEAT. AXON (KONLIVE/GEFFENINTERSCOPB 

GET SILLY 
V.I.C. (YOUNG MOGUL /WARNER BROS.) 

LOVE IN THIS CLUB 
USHER FEAT. YOUNG JEEZY (LAFACE /ZOMBA) 

SEXY CAN I 

RAY J 8 YUNG BERG (KNOCKOUT /DEJA 34 /EPIC /KOCH) 

I KISSED A GIRL 
KATY PERRY (CAPITOL) 

BLEEDING LOVE 
LEONA LEWIS (SYCO /J /RMG) 

IN THE AYER 
FLO RIGA FEAT. WILLIAM (POE BOY /ATLANTIC) 

GAMES PAIN 
THE GAME FEAT. KEYSHIA COLE (GEFFEN /INTERSCOPE) 

BODY ON ME 
NEW FEAT ASHwII 8 AKON (DERRTYNNNMRSAL MOTOWN) 

4 13 

6 12 

2 17 

5 13 

TITLE . 

ARTIST IMPRINT I PROMOTIONSLABEL 

DANGEROUS 
KAROIML OMISHALLFEAT AKON (KONLAEEOE9WRAIN1ERSCGPE) 

I LUV YOUR GIRL 
THE -DREAM (RADIO KILLA /DEF JAM /IDJMG) 

BUST IT BABY PART 2 
PLIES FEAT. NE -YO (BIG GATES/SLIP- N- SLIDE/ATLANTIC) 

LOLLI LOLLI (POP THAT BODY) 
THREE 6MWA RAT. POET PM, NAM 01 AMMO iPINOIDWDSCOGMMI 

8 
LOLLIPOP Y 
LIL WAYNE FEAT. STATIC MAJOR (CASH MONEWUNNERSAL MOTOWN, 

g 3 
GREATEST 
GAINER 

A MILLI 
LL WAY* (CAM P IF/AI ENSILMOION18 

9 

12 11 

13 23 

16 

19 

15 

21 

17 

23 

20 

27 

26 

4 

20 

7 

10 

5 UI 

9 
GIRLS AROUND THE WORLD 
LLOYD FEAT. LIL WAYNE (THE INC /UNIVERSAL MOTSWIC 

PUT ON 
' YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAM/IDJMG) 

22 8 
THE BUSINESS 
YUNG BERG FEAT. CASHA (YUNG BOSS /EPIC /KOCH) 

3 20 
THE BOSS 
RICK ROSS FEAT. T -PAIN (SLIP- N- SLIDE/DEF JAMIIDJMG) 

MI HERE IAM 
NM ROSE FEAT.IWLY 8 AMENSRAM(SLPNSIDED FJN4O61G) II 

E -Life 8 

Death Before Dishonor 

Lupe Fiasco's The Cool ®. 

1, 

3 

CO 

2 19 

3 13 

TITLE 
ARTIST :'J' ,PJNT PROMOTION 

rs12 

10 

® 11 

IMP 14 

14 13 

®.17 
El16 

m,.21 
20 

IB 
44 

5 2 

®p2 4 

C123 4 

!A MILLI 
LIL WAYNE . <1 MONEY'UNIVERSAL MOTOWN) 

BUST IT BABY PART 2 
PLIES FEAT. NE -YO s LIRE /ATLANTIC) 

LOLLIPOP 
LIL WOOS FEAT STATIC MAJOR (CASH MONEY/UNIVERSAL MOTOWN) 

GET LIKE ME 
MFNINOBHATWMNMNN0IEFACF IAFAASALIORMIX) 

PUT ON 
YOUNG JEEZY FEAT. KANYE WEST (CTE /DEF JAM /IDJMG) 

GOT MONEY 
LIL WAYNE FEAT. T -PAIN (CASH MONEY /UNIVERSAL MOTOWN) 

LOLLI LOLLI (POP THAT BODY) 
V/, TIT@ /WIMIMT. MOW PAT, YEAMDGaPEARMElphPNRaI c0LTJABAI 

13 
DANGEROUS 
KARDINAL OFFISHALL FEAT. AKON (KONLME/GEFFEWINTERSCOPE) 

HERE I AM 
RICK ROSS FEAT NEW &AVERY STORM (SAP- NSLID6DEFJUMBIMIG) 

LOOKIN BOY 
HOT STYLI FEAT. YUNG JOC (SWAGG TEANVBLOCK/JME/ZOMBA) 

GET SILLY 
VI.C. (YOUNG MOGUL/WARNER BROS.) 

THE BOSS 
RICK ROSS FEAT. T -PAIN (SLIP -N- SLIDE /DEF JAM /IDJMG) 

THE BUSINESS 
YUNG BERG FEAT. CASHA (YUNG BOSS /EPIC /KOCH) 

GAMES PAIN 
THE GAME FEAT. KEYSHIA COLE (GEFFEN /INTERSCOPE) 

PLEASE EXCUSE MY HANDS 
PLIES FEAT. JAMIE F0)0( A TM -DREAM (BIG GATESSUP- N-SLIDEATLANRCI 

HI HATER 
MAI80 (HUSTLE HARD /ATLANTIC) 

BABY 
LL COOL J FEAT. THE -DREAM (DEF JAM /IDJMG) 

SO FLY 
SLIM FEAT. YUNG JOC (M3 /ASYLUM) 

MR. CARTER 
LIL WAYNE FEAT. JAY -Z (CASH MONEY /UNIVERSAL MOTOWN) 

IN THE AYER 
FLO RIDA FEAT. WILLIAM (POE BOY /ATLANTIC) 

LOW 
FLO RIDA FEAT. T -PAIN (POE BOY /ATLANTIC) 

OUT HERE GRINDIN 
.: MEEDRANMNItMAS AERIEMENEKOLIFISNM1E LICOSE,iERFERZ RWE 

BODY ON ME 
NELLY FEAT. ASHANI 8 AEON (DERRTY /UNIVERSAL MOTOWN) 

DONK 
SOUDA BOY TELL'EM (COLLIPARK /INTERSCOPE) 

6 

10 

14 

25 

8 

11 

4 

7 

3 

5 

1 

FOOLISH 
SHAWTY LO (D4UASYLUM) 

Data for week of AUGUST 2, 2008 I CHARTS LEGEND on Page 43 
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 TOP ELECTRONIC 
ALBUMS' 

u U! ARTIST 
TITLE IMPRINT 8 NUMBER i DISTRIBUTING LABEL 

1 1 44 

4 6 

2 

2 

AIRPLAY 
MONITORED BY 

nirlscll 
BDS 

SALES DATA 
COMPILED BY 

niclscn 
SoundScan Billbar w, 

6HOT DANCE CLUB PLAIE', 

TITLE 
ARTIST IMPRINT / PROMOTION LABEL 

4 5 

(WHEN I GROW UP 
THE PUSSYCAT DULLS. 

4 
GIVE IT 2 ME 
MADONNA WARNER BROS. 

6 9 

3 11 

12 8 

2 14 

1 10 

13 6 

8 10 

11 11 

14 7 

5 11 

17 5 

24 3 

16 8 

9 15 

17 10 16 

25 3 

38 2 

21 6 

19 7 

22 15 12 

22, 6 

18 S 

GIVE PEACE A CHANCE 
ONO MIND TRAIN /TWISTED 

GREAT DJ 
THE TING SINGS COLUMBIA 

WE BREAK THE DAWN 
MICHELLE WILLIAMS FEAT. FLO RIDA MUSIC WORLD /COLUMBIA 

SHAKE IT 
ANANE FEAT TONY TOUCH 8 MR. VEGAS SILVER LABELITOMMY BOY 

FALL 
KIMBERLEY LOCKE CURB /REPRISE 

GIVE SOME LOVE 
ANTOINE OI WI MIWO WHOA FEAT. LULU IILEE AVER LABEL 

STAMP YOUR FEET 
DONNA SUMMER BURGUNDY 

WHERE THE MUSIC TAKES YOU 
ARI GOLD FEATURING SAM ALLEN GOLD 18 /CENTAUR 

HOW MANY WORDS 
BLAKE LEWIS 19 /ARISTA/RMG 

HANDLE ME 
ROBYN KONICHIWA/CHERRYTREE / INTERSCOPE 

CONTROL YOURSELF 
ERIN HAMILTON FRESH MUSIC LA 

I DECIDED 
SOLANGE MUSIC WORLD /GEFFEN /INTERSCOPE 

THE DANCE 
EVELYN "CHAMPAGNE' KING BIG DAY /JAGGO 

ALL I SEE 
KYLIE FEATURING MIMS ASTRALWERKS /CAPITOL 

TURN IT UP 
MARK PICCHIOTTI PRESENTS BASSTOY BLUEPLATE 

CLOSER 
NE -YO DEF JAM /IDJMG 

INTO THE NIGHTLIFE 
CYNDI LAUPER EPIC 

HERE WITH ME 
ALYSON PM MEDIA 

SURRENDER ME 
DEBBY HOLIDAY DANCE MUSIC PRODUCTIONS 

STAND BY ME 
MR. TIMOTHY FEAT. INAYA DAY SILVER LABEL /TOMMY BOY 

TAKE MY BREATH AWAY 
IUSTIN CANNING JUST LOVE 

POWER 
PICK 

STRANGERS 
CHRISTIAN GEORGE CHAUNCEY DIGITAL 

TAKE A BOW 
['MANNA SRP /DEF JAM /IDJMG 

7 

6 25 

12 

2 

2 

48 

I gïi 

18 

4^$ 6 

r_ 12 28 

14 26 

big 13 15 

IP16 31 

11 2 

10 2 
STS9 NIP ''10 

1320 0296 

wK1S 
METRO STATION 
METRO STATION RED INK 10521601 

DJ SKRIBBLE 
TOTAL CLUB HITS THRIVEDANCE 90784 /THRIVE 

30H!3 
WANT PHOTO FINISH 511181 

RATATAT 
LP3 XL 353 /BEGGARS GROUP 

M.I.A. 
KOLA XL/INTERSCOPE 009659` /IGA 

HANNAH MONTANA 
HANNAH MONTANA 2: NON -STOP DANCE PARTY WAIT DISNEY CO' 

SANTOGOLD 
SANTOGOLD LIZARD KING 70034 /DOWNTOWN 

GNARLS BARKLEY 
THE ODD COUPLE DOWNTOWN/ATLANTIC 450236`/AG 

TIESTO 
IN SEARCH OF SUNRISE 7 SONG BIRD 11 /BLACK HOLE 

DJ SKRIBBLE 
TOTAL DANCE 2008 THRIVEDANCE 90780 /THRIVE 

VARIOUS ARTISTS 
ULTRA.DANCE 09 ULTRA 1636 

NINE INCH NAILS 
GHOSTS I -IV THE NULL CORPORATION 26` 

VARIOUS ARTISTS 
HIGH SCHOOL MUSICAL 2: NON-STOP DANE PARTY WALT DBMV OltA" 

CHROMED 
FANCY FOOTWORK VICE 80006` 

19 9 
RICHIE RICH & TREVOR SIMPSON 
ULTRA.WEEKEND 4 ULTRA 1696 

17 NEW 

18 15 

IN 
17 54 

JUSTICE 
CROSS ED BANGER /BECAUSE 224892 'VICE 

p 
'am 

20 18 

21 

BAJOFONDO 
MAR DULCE SURCO /VIBRA 011443 / DECCA 

4 
HERCULES AND LOVE AFFAIR 
HERCULES AND LOVE AFFAIR NA 9392* /MUTE 

DAFT PUNK 
33 

ALIVE 2007 VIRGIN 09841 

18 
CRYSTAL CASTLES 
CRYSTAL CASTLES LIES 200962/LAST GANG 

MOBY 
LAST NIGHT MUTE 9383' 

CUT /// COPY 
IN GHOST COLOURS MODULAR 050 

LADYTRON 
VELOCIFERO NETTWERK 30790 ® JASON NEVINS 
TIEIYWAIX PRESBETS: ORNE MRIIBAS 21H WvtAAJAE 9078Z'n 

á3 3ó 

30 4 

32 4 

31 4 

29 6 

TITLE 
ARTIST IMPRINT / PROMOTION LABFI 

GO GO GIRL 
DJ TIMBO LUNA TRIP 

DAY TOO SOON 
SIA MONKEY PUZZLE /HEAR /CMG 

BEAUTIFUL 
E.G. DAILY EGDP /IMMORTAL ACCESS 

I CANT GET YOU OFF MY MIND 
JASON WALKER JVM 

37 3 
DAMAGED 
DANITY KANE BAD BOY /ATLANTIC 

31 26 

39 

33 27 

34 33 

42 

36 34 

43 

39 36 

40 22 14.:.:: 
LADY GAGA FEAT. COLBYOOONIS STREAMLINE/KIXJLNEANTERSCOPE 

48 
:' ROCKSTAR 

CLUB DISTRICT ALLSTARS FEAT. TRACY COLLINS TEXTURE 

WHEN WE GET TOGETHER 
THE ONES A TOUCH OF CLASS /PEACE BISOUIT 

MERCY 
DUFFY MERCURY /IDJMG 

SAME OLD FUCKING STORY 
CYNDI LAUPER EPIC 

10 

4 

12 

9 

3 

MY LIFE 
CHRIS THE GREEK PANAGHI DJG /JRA 

LOVES GONNA LEAD YOU BACK 
JASON ANTONE CHICKIE 

SPICE UP YOUR LIFE 2008 
SPICE GIRLS VIRGIN 

CITIES IN DUST 
JUNKIE XL ARTWERK /NETTWERK 

BLIND 
HERCULES AND LOVE AFFAIR DFA/MUTE 

7 REPEAT PERFORMANCE 
RACHEL PANAY ACT 2 

'»äw SPOTLIGHT 
JENNIFER HUDSON ARISTA/RMG 

CONTROL 
PLURAL Z I W l 1. h It 

5 
IT'S OKAY 
JASON 8 DEMARCO RJN 

JUST DANCE 

46 2 

43 41 

44 20 

48 

511 
EVERYBODY EVERYBODY 
CYONFLARE MUSIC PLANT 

HOT STUFF (LET'S DANCE) 
;? CRAIG DAVID REPRISE 

THIS BOY'S IN LOVE 
THE PRESETS MODULAR 

11, 12 SET U FREE 2008 
PLANET SOUL STRICTLY RHYTHM 

50 

NONSENSE WORDS 
ATTORNEY CLIENT PRIVILEOGE CARILLO 

WATERS OF MARCH 
SERGIO MOVES FEAT Mg WtLI4MOTARBUCKSCONCARD CMG 

1 4 

6 9 

4 12 

'2 11 

3 7 

6 5 6 

9 5 

8 8 25 

9 12 38 

10 10 15 

14 4 

12 7 14 

15 6 

14 11 18 

15 13 15 

16 16 10 

22 

23 

19 4 

TITLE 
ARTIST IMPRINT / PROMOTION LABEL 

2WKS 
I KISSED A GIRL 
KATY PERRY CAPITOL 

AMERICAN BOY 
ESTELLE FEAT. KANYE WEST HOME SCHOOL /ATLANTIC 

CLOSER 
NE -Y0 DEF JAM /IDJMG 

JUST DANCE 
LADY GAGA FEAT. COLBY ODONIO SIAEPMLAJEMONINFANTERSCOPE 

WE BREAK THE DAWN 
MICHELLE WILLIAMS FEAT. FLO RIDA MUSIC WORLD /COLUMBIA 

GIVE IT 2 ME 
MADONNA WARNER BROS. 

MOVE FOR ME 
KASKADE A DEADMAUS ULTRA 

I CANT HELP MYSELF 
BELLATRAX FEATURING SOPHIA MAY NERVOUS 

LET ME THINK ABOUT IT 
IDA CORR VS FEDDE LE GRAND MINISTRY OF SOUND 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD PHONOGENIC /EPIC 

WHEN I GROW UP 
THE PUSSYCAT DOLLS INTERSCOPE 

DAMAGED 
SANITY KANE BAD BOY /ATLANTIC 

EVERY WORD 
ERCOLA 8 DANIELLA NERVOUS 

BLEEDING LOVE 
LEONA LEWIS SYCO /J /RMG 

BREAK THE ICE 
BRITNEY SPEARS JIVE /ZOMBA 

TAKE A BOW 
RIHANNA SRP /DEF JAM /IDJMG 

SHAKE IT 
METRO STATION COLUMBIA 

1P 
- SENSUAL 

PHONJAXX 8 COSI COSTI STARLET 

CMSHUT UP AND LET ME GO 
THE TING RAGS COLUMBIA 

24 3 BLACK AND GOLD 
SAM SPARRO MODUS VNENDVISLAND /UNIVERSAL REPUBLIC 

CLUB LA LA 
SIRENS NERVOUS 

25 5 

22 8 

23 14 

25 21 3 

BACK TO ZERO 
ROBBIE RIVERII JUICY 

DISCO LIES 
FIOBY MUTE 

HEARTBROKEN 
T7 FEATURING JODIE ARUBA NEXT PLATEAU 

THE LONGEST ROAD 
MORGAN PAGE FEATURING LIME NETTWERK 

Data for week of AUGUST 2, 2008 For chart reprints call 646.654.4633 

AIRPLAY 
MONITORED BY 

ITiCItiCiI 

BDS 

SALES DATA 
COMPILED BY 

11icISCIT 

SoundScan 

JAZZ/ 
CLASSICAL AUG 

wE ARTIST 
- 

WTING LABEL 

WILLIE NELSON WYNTON MARSALIS 1 

110` 

(ì4 

6 

14 

4 

23 18 

7 5 43 

9 44 

9 6 6 

10 7 S 

11 8 21 

12 1, 

13 11 14 

TWO MEN WITH THE BLUES 

MICHAEL BUBLE 
CALL ME IRRESPONSIBLE 5E 100313AVARN'. 

JOHN COLTRANE 
A MIN CALLED TRANE ',NUTS 8288/STARBUCKS 

VARIOUS ARTISTS 
JÁ22 SIGNATURES UNNEASAL: !,KETS 009387FY15TARBUCKS 9 

STEVE TYRELL 
BACK TO BACHARACH NEW DESIGN 5070 /KOCH 

VARIOUS ARTISTS 
t'AIGM GPAAO ANO AARMTUNIVERSAL MUM RUN BMWS 0081R MOOD, 

CHRIS BOTTI 
ITALIA COLUMBIA 07606 /SONY MUSIC O 

DIANA KRALL 
THE VERY BEST OF DIANA KRALL VERVE 0094122/G1+ 

CASSANDRA WILSON 
LOVERLY BLUE NOTE 07699`/BLG 

SOUNDTRACK 
KIT KITTREDGE: AN AMERICAN GIRL NEW LINE 39115 

MELODY GARDOT 
WORRISOME HEART VERVE 010468 /VG 

QUEEN LATIFAH 
TRAV'LIN' LIGHT FLAVOR UNIT /VERVE 009203/VG 

DIANNE REEVES 
WHEN YOU KNOW BLUE NOTE 89650 /BLG 

14 1_: I , MICHAEL BUBLE 
A TASTE OF BOO LE (EP) 143IIEPRISE 462716 EXWARFER BROS 

15 6 3 
SOUNDTRACK 
MAO MEN: MUSIC FROM TINE SERIES VOL 1 MANHATTAN 17386BLG 

riN(*7lir*r*7 '1 's. s`-7, 

4 

5 

6 

7 

ARTIST 
á3 3S TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL S el SERGIO MENDES 

NCA'ITT 

KENNY G 
` RHYTHM & ROMANCE STARBUCKS 30670, CONCORD ± 

LIZZ WRIGHT 
THE ORCHARD VERVE FORECAST 010292/VG 

HERBIE HANCOCK 
-" RIVER: THE JONI LETTERS VERVE 009791/VG 

WAYMAN TISDALE 
REBOUND RENDEZVOUS 5139 

ESPERANZA SPALDING 
" ESPERANZA HEADS UP 3140 

VARIOUS ARTISTS 
UNWRAPPED VOL. 5.0 HIDDEN BEACH 00061 

GERALD ALBRIGHT 
SAX FOR STAR PEAK 30604 /CONCORD 

INCOGNITO 
TALES FROM THE BEACH HEADS UP 3141 

BRIAN CULBERTSON 
BRINGING BACK THE FUNK GRP 010927/VG 

ERIC DARIUS 
GOIN' ALL OUT BLUE NOTE 87848 /BLG 

PAUL HARDCASTLE 
HARDCASTLE 5 TRIPPIN 'N' RHYTHM 24 

EARL KLUGH 
THE SPICE OF LIFE 861 4500 /KOCH 

VARIOUS ARTISTS 
VERVE/RIEMIXED4 VERVE 010928/VG 

TOMAS POPOVIC 
PAUSE MUSD R OMONTMEL SOULFULLY BMW GMG 520014 

3 , 

9 9 

O 10 

1 11 

12 13 

13 12 

14 14 

19 

12 

4 

24 

12 

8 

2 1 17 

CO 3 34 

4 4 27 

o 7 24 

8 18 

7 5 26 

8 6 26 

9 10 15 

13 24 

11 11 14 

12 12 20 

13 ` 14 31 

14 15 

TITLE 
ARTIST '.'./PRINT / PROMOTION LABEL 

FALLIN' FOR YOU 
THE SAX PACK /HC'. ACHIE 

ALWAYS REMEMBER 
BRIAN CULBERTSON Gnu' NEVVL 

WINDOW OF THE SOUL 
CHUCK LOEB HEADS UP 

TEQUILA MOON 
JESSY J PEAK/CMG 

POP'S COOL GROOVE 
NORMAN BROWN PEAK/CMG 

CAFE MOCHA 
JESSE COOK COACH HOUSE /KOCH 

LOVE & PARAGRAPHS 
CHRIS STANDRING ULTIMATE VIBE 

SAX -O -LOCO 
KENNY G STARBUCKS /CONCORD /CMG 

THROWIN' IT DOWN 
WAYMAN TISDALE RENDEZVOUS 

FREE 
MARCUS MILLER FEAT. CORINNE BAILEY RAE 3 DEUCES /CMG 

DRIFTIN' 
EARL KLUGH KOCH 

SMILE 
MIND! ABAIR PEAK/CMG 

MR. GROOVE 
EULE GROOVE NARADA JAll/CAPITOL 

7 
FARTHER UP THE ROAD 
MICK HUCKNALI SIMPLYRED.COM /ATCO /RHINU 

MARIMBA 
PAUL HARDCASTLE TRIPPIN 'N' RHYTHM 

2 

w3 ARTIST 
1,1 TITLE INCRINT & NUMBER ' DISTRIBUTING LABEL 

I fì ! THE CISTERCIAN MONKS OF STIFT HEILIGENKREUZ 

OWR RAi FORM SOUL 

LANG LANG 
IHE MAGIC OF LANG LANG t!, _15561 

VLADIMIR HOROWITZ 
IROVAIZIHNINKIM.OILASTOXERINCRD6 UttC56INVEsUtu smu 

GUSTAVO DISNINiSI MIN BOMAR YEEM oiCHES RA OF YDEWE A 

FIESTA DG 011340 /UNIVERSAL CLASSICS GROUP 

SARAH CHANG/ORPHEUS CHAMBER ORCHESTRA 

SWAIM THE FOUR SEASONS ORREUSEM CLASSICS 9443113LG 

SOUNDTRACK 
NO RESERVATIONS OECCA 00937ANNERSAL CLASSICS GROW 

ANDRE RIEU 
RADIO CITY MUSIC HALL: LIVE IN NEW YORK TENON 176575LG Q 

HILARY HAHN SWEDISH RADIO SYMPHONY OFClE51M(SOWIEN) 

SCHOENBERG. VIOLIN CONCERTOS :'t. -m. SYVEIOA TLASSSCS GROUP 

2 
MILANO CAHMIGNOLA CLAUDIO 086000 .ORCHESTRA MOZART 

. "CA111(VDNLMERt11 : 4: IERLOGINLAS, -,f ,...,1 :.AL 

10 .2 SIMONE DINNERSTEIN 
BACH: GOLDBERG VARIATIONS TELARC 80692 

JON IINVAMISIMOCIESR31 PIEINWAOMC ORDESIM (rap 
OVFAA ENO M®NO M FRMAEY N SRt', Bu;'NRR^-+E MO RINO LIID ®lk1 

LUCIANO PAVAROTTI 
19ICCHSGFFAlE4TAiEMOECG. .JSSCSOCUP 

VARIOUS ARTISTS 
PUCCINI: LA BOHEME DG 0911 FRSAL CLASSICS GROUP 

ANDRE RIEU 
ANDRE DIEU IN WONDERLAND DENON 17698/SLG 

PIACDO DOME INRDESTA DE LA COINAIAD DE WOW 110A) 

PNSION ESPANOLA OT, 010989NMVERSAL CLASSICS GROUP 

1110 
TOP CLASSICAL 
CROSSOVER ALBUMS` 

:3 

¡ik,42 3 89 

-ON 4 38 

ARTIST 
TITLE IE,ü' ,IINT A Null/Ii, 

INJOSH GROBAN 
AWAKE LIVE 

JOSH GROBAN 
AWAKE ;3 REPRISE 

ANDREA BOCELLI 
INC EST E MOFANMIIVIRI 

4 2 25 
ANDREA BOCELLI 

nwcrl eHUa 

.ñurAaNaAVSmTP G, 

VNDE NNE NTUYANY: ;,-.Ai9lsamLPn 

o 

SARAH BRIGHTMAN 
1, 26' 

SYMPHONYMANI' .4L,'/5JAL, 

6 ' 44 
PAUL POTTS 
ONE CHANCE SYC ,UMBIA 15517 /SONY MUSIC 

7 

8 

9 

11 

0 
14 

9 

18 

9 37 

10 9 

11 61 

15 42 

14 19 

12 69 

13 16 

SOUNDTRACK 
MANIA .MINES AND THE KINGDOM OF 11E CRYSTAL SKULL CONCORD 

AMADNTASINWJE DIM NI) OEIEYIMATTIARE MIKE {ESSWAMSERSI 

CALLED TO SERVE MORMON TABERNACLE CHOIR 0814 

ANDREA BOCELLI 
L0 MAR E NIEEA NOME VAWK SOMME 65i.3MINERSAL IATNO 

WILLIAM JOSEPH 
BEYOND 143 /REPRISE 455228 /WARNER BROS. 

SOUNDTRACK 
LA VIE EN ROSE ODEON /EMI CLASSICS 67822/BLG 

JOSH GROBAN 
NOEL 143 /REPRISE 231 :.'FINER BROS. 'Al 

ROYAL PHILHARMONIC ORCHESTRA 

HAYLEY WESTEN RA 
CELTIC TREASURE'.'.. :'_RSA. CLASSICS ORTES 

AHN TRIO 
LIIUBY WI MY FAYDER WEHC WACO SEAL 272E0 I SSG MASIEMQ0.A 

r3 

2 

3 

4 

5 

6 

B 

9 

10 

3 3ó 

56 

43 

9 

IU 3 

y1 4 

11 11 21 

12 3 

11 
9 

RE-ENTRY 

15 RE-ENTRY 

13 

ARTIST 
IITLE'L "RIST & NUMBER / DISTRIBUTING LABEL 

Jr1 
IWKS 

CELTIC THUNDER 
CELTIC THUNDER CELTIC THUNDER 001/DECCA 

VARIOUS ARTISTS 
BIU BLUE BALL REAL WORLD 150' 

GAELIC STORM 
WHAT'S THE RUMPUS? ROAR 20081 /LOST AGAIN 

CELTIC WOMAN 
A NEW JOURNEY MANHATTAN 75110/BLG 

GREAT BIG SEA 
FORTUNES FAVOUR GREAT BIG SEA 001 L7 

ISRAEL "IZ" KAMAKAWIWO'OLE 
WONDERFUL WORLD BIG BOY 5911/MOUNTAIN APPLE 

SOUNDTRACK 
THE DARJEELING LIMITED FOX 9240 /A8KCO 

THE BROTHERS CAZIMERO 
DESTINY MOUNTAIN APPLE 2119 

VICTOR HOLECZY AND TOMAS POPOVIC 
PAUSE: ESCAPE: HAWAII: ISLAND LUAU GMG 520014 

NIYAZ 
NINE HEAVENS SIX DEGREES 1150 

THE HIGH KINGS 
THE HIGH KINGS MANHATTAN 21344/8LG 

VARIOUS ARTISTS 
PUTUMAYO PRESENTS: QUEBEC PUTUMAYO 279 

ORCHESTRA BAOBAB 
MADE IN DAMN WORLD CRCUTRAMSUCH 43978WWAYER BROS. 

MANU CHAO 
LA RADIOLINA BECAUSE 68496' /NACIONAL 

MICHELLE AMATO/ROSAIJND MCAü1STE'S/OH MOORE 

CELTIC LADIES: COLLECTOR'S EDITION MAOACY 53173 

Go to www.billboard.biz for complete chart data I 49 

www.americanradiohistory.com

www.americanradiohistory.com


O JAPAN 
SINGLES 

3 3 (SOUNOSCAN JAPAN) JULY 22, 2008 

7 1 

TSUME TSUME TSUME /F 
MAXIUM THE HORMONE VAP 

2 

3 

4 

5 NEW 
DANCE BABY DANCEMATSU WA... (CD +DVD) 
FUKUMIMI AVEX TRAX 

6 

NEW 
MAKE MY DAY (FIRST LTD. VERSION C) 
YDI ARAGAKI WARNER 

NEW 
DOSHITE KIMI 0 SUKI NI NATTE... (CD +DVD) 
TOHOSHINKI AVEX TRAX 

30 
PONY() ON THE CLIFF 
FUJIOKA FUJIMAKI/ NOZOMI YAMAHA 

4., ONE LOVE 
ARASHI J -STORM 

7 NEW 
MAKE MY DAY (FIRST LTD. VERSION A) 

8 NEW 

10 
8111WINWME. 

YUI ARAGAKI WARNER 

MAKE MY DAY (FIRST LTD. VERSION B) 
YUI ARAGAKI WARNER 

LOVE THE WORLD (FIRST LTD VERSION) 
PERFUME TOKUMA 

BLUE BIRD 
IKIMONO GAKARI EPIC 

I FRANCE 
SINGLES 

Y W 3 53 
1 1 

2 2 

3 3 

4 5 

5 NEW 

6 4 

7 5 

8 11 

9 NEW 

10 
7 

(SNEP /IFOP/TITE -LIVE) JULY 22, 2008 

RAYON DE SOLEIL/MA MAIN SUR TO 
WILLIAM BALDE WARNER 

TIRED OF BEING SORRY 
ENRIQUE IGLESIAS INTERSCOPE 

ZOUGLOU DANCE JOIE DE VIVRE 
MAGIC SYSTEM CAPITOL 

ALLER PLUS LOIN 
KIDTONIK HEBEN 

GIVE IT 2 ME 
MADONNA WARNER BROS. 

AMERICAN BOY 
ESTELLE FT. KAYTE WEST HOME SCHOOL ATLAIITIL 

ONE DESIRE 
JAKARTA AIRPLAY 

NOW YOU'RE GONE 
BASSHUNTER 8 W MENIAL WEDS BAZIEADZ WARNER 

LA CHANGA 
BEBE LILLY HEBEN 

TOMORROW CAN WAIT 
DAVID GUETTA 8 CHRIS WILLIS VIRGIN 

I ITALY 
DIGITAL SONGS 

NY 
!FIMI / NIELSEN) JULY 21, 2008 

1 1 
NON TI SCORDAR MAI DI ME 
GIUSY FERRERI SONY BMG 

2 A TE 
JOVANOTTI UNIVERSAL 

3 2 
CRY 
NOVECENTO NICOLOSI 

4 -0., 
GIVE IT 2 ME 

I'.. 
MADONNA WARNER BROS. 

5 JASON MOM ELEKTRA 

I'M YOURS 

6 Ô 
AMERICAN BOY 
ESTELLE FT. KAYNE VEST HONE SCHOOJATLANTIC 

7 

8 

9 

10 

NEW AH! AHI AH! 
CINEMA 2 PANS 

13 
VIVA LA VIDA 
COLDPLAY PARLOPHONE 

5 IN ITALIA 
FABRI FIBRA UNIVERSAL 

NEW 
TU LO SAI 
MAURIZIO CINESI BILICO /ANTEROS 

SWITZERLAND 

QW 
3 

SINGLES 

(MEDIA CONTROL) JULY 22, 2008 

ALL SUMMER LONG 
KID ROCK TOPOOG ATLANTIC 

THIS IS THE LIFE 
AMY MACDONALD VERTIGO 

SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

CAN YOU HEAR ME 
ENRIQUE IGLESIAS INTERSCOPE 

BETTER IN TIME 
LEONA LEWIS SYCO 

ALBUMS 
COLDPLAY 
VIVA G VIM M DEATH AND ALL HIS FRIENDS PARLOPHONE 

4 4 

AMY MACDONALD 
THIS IS THE LIFE VERTIGO 

CARLA BRUNI 
COMME SI DE BIEN N'ETAIT TEOREMA /NABVE 

DJ ANTOINE 
2008 DJ ANTOINE PHONA,: 

KID ROCK 
ROCK 'N' ROLL JESUS TORDUE ;dLANIIG 

F UNITED KINGDOM GERMANY EURO DIGITAL nicfsclO 
SoondScan SONGS International 

EURO 
SINGLES SALES SINGLES SINGLES 

_ W w (THE OFFICIAL 

á3 UK CHARTS CO.) JULY 20. 2008 

1 1 

2 NEW 

3 6 

4 2 

DANCE WIV ME 
DIME RASCAL FT CALVI! HAMS 8 CHROME DIRTEE SIAN, . 

ONE FOR THE RADIO 
MCFLY SUPER 

ALL SUMMER LONG 
KID ROCK TOPDOG /'ATLANTIC 

ALL I EVER WANTED 
BASSHUNTER HARNBEAT 

5 3 
NO AIR 
JORDIN SPARKS FT. CHRIS BROWN 19/JIVE/ZOMBA 

6 4 ¡ CLOSER 
NE -YO DEE JAM 

7 17 

8 5 

9 16 

GIVE IT 2 ME 
MADONNA WARNER BROS 

STAY WITH ME 
IRONIK ASYLUM 

SHUT UP AND LET ME GO 
THE TING TINGS COLUMBIA 

FOREVER 10 
CHRIS BROWN JIVE /ZOMBA 

O CANADA 
BILLBOARD CANADIAN HOT 100 

1 

2 

'J 3 (NIELSEN BSS /SDUNOSCAN) AUGUST 2, 2008 

I KISSED A GIRL 
KATY PERRY CAPITOL /EMI 

3 9 

4 2'[ 

5 4 

6 

7 6 

8 5 

9 7 

10 

JUST DANCE 
IMY GAGA FT CASIOD @ASSTREAM &RONZYIVARSCUELIREASAL 

FOREVER 
CHRIS BROWN JIVE SONY BMG 

DANGEROUS 
AMORAL OFRRWL FT. AKON KOEINEXEFFENONNERSAL 

SHAKE IT 
METRO STATION COLUMBIA /SONY BMG 

VIVA LA VIDA 
COLDPLAY PARLOPHONE /E MI 

DISTU RB IA 
RIHANNA SRP,DEF JAM /UNIVERSAL 

TAKE A BOW 
RIHANNA SRP. DEF JAM /UNIVERSAL 

WHEN I GROW UP 
THE PUSSYCAT DOLLS INTERSCOPE'UNNERSAI. 

POCKETFUL OF SUNSHINE 
NATASHA BBIHIWIaO PHONOGENIC/EPIESOW' BML; 

1211 SPAIN 
SINGLES 

(PROMUSICAE /MEDIA) JULY 23, 2008 

1 3 
SLEEP WHEN I'M DEAD 
THE CURE GEFFEN 

2 BE MINE HOLIDAY PACK 
SOUNDTRACK EMI 

3 FREAKSHOW 
THE CURE GEFFEN 

4 

5 

6 

2 

8 

6 

THE ONLY ME 
THE CURE UNIVERSAL 

REAL THINGS 
TIKARO J LOUIS 8 FERRAN DIVUCSA 

4 MINUTES 
MADONNA FT. JUSTIN TIMBERLAKE WARNER BROS 

7 NEW 
PAPEL PAL BUL 
JOSETE VOLCAN /JUNK 

8 14 
I WANT CANDY 
RIVERA 8 SCHMITZ DIVUCSA 

9 BE MINE 
THE CAST OF HIGH SCHOOL EMI 

10 NEW 
IT'S ALLRIGHT 
GAOJO BLANCO Y NEGRO 

r, FINLAND 
SINGLES 

Y WÑ W F3 3 
1 1 

2 3 

3 

4 NEW 

5 5 

(YLE) JULY 23 NH 

LIEKEIS SA 
CHEEK RAHINA 

GIVE IT 2 ME 
MADONNA WARNER BROS, 

SAUNA CALIENTE 
NORLAN COMRADE PUBLISHING 

I KISSED A GIRL 
KATY PERRY CAPITOL 

KESA 
APULANTA PLAYGROUND 

ALBUMS 

2 

COLDPLAY 
VIVA G VIM OR OEM AND ALL HIS MENDS PARLOPHONE 

DUFFY 
ROCKFERRY A&M 

3 IRON MAIDEN 
SOMEWHERE BACK IN TIME BEST OF 1980.1989 EMI 

4 NEW 
SOUNDTRACK 
MAMMA MIA! UNIVERSAL 

SANTANA 5 4 
. ULTIMATE SANTANA ARIOLA 

50 I Go to www.billboard.biz for complete chart data 

á3 
1 1 

2 4 

3 2 

4 12 

5 5 

6 NEW 

7 3 

8 6 

9 9 

10 7 

(MEDIA CONTROL) JULY 22, 2008 

ALL SUMMER LONG 
KID ROCK TOPDOG,ATLANTIC 

BETTER IN TIME 
LEONA LEWIS SYCO 

BLESSED 
[ROY MAALOUF SONY BMG 

NESSUN DORMA 
PAUL POTTS SYCO /SONY BMG 

SO SOLL ES BLEIBEN 
ICH + ICH POLYDOR 

SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

FEEL THE RUSH 
SHAGGY FT. TRIO 8 FAIX MINISTRY OF SOUND 

TAKE A BOW 
RIHANNA SRPIDEF JAM 

CLOSER 
NE -YO DEF JAM 

MERCY 
DUFFY PAM 

(NIELSEN SOUNDSCAN 
INTERNATIONAL) AUGUST 2 200 

1 1 

ALL SUMMER LONG 
KID ROCK TOP DOG'ATLANTIC 

DANCE WIV ME 
DIZhE RASCAL FT. CALM HARRIS a CHROME DIRTEE STANM 

NO AIR 
JORDIN SPARICS DUETWRH CHRIS BROWN 'GENE ZOMBA 

4 6 SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

5 4 
CLOSER 
NE -Y0 DEF JAM 

6 5 
VIVA LA VIDA 
COLDPLAY PARLOPHONE 

7 

8 

ALL I EVER WANTED 
BASSHUNTER HARM/BEAT/MINISTRY OF SOUND 

D 
GIVE IT 2 ME 
MADONNA WARNER BROS. 

9 
8 

TAKE A BOW 
RIHANNA SRP /DEF JAM 

10 11 
MERCY 
DUFFY ABM 

11 

r3 
P-w 3 (ARIA) 

1 I KISSED A GIRL 
KATY PERRY CAPITOL 

JULY 20, 2008 

2 3 WHEN I GROW UP 
THE PUSSYCAT DOLLS ABM /INTERSCOPE 

3 2 
NO AIR 

JORDIN SPARKS FT. CHRIS BROWN 1NJNE/ZWMBA 

4 25 
SHAKE IT 
METRO STATION SONY BMG 

5 17 
BLACK AND GOLD 
SAM SPARRO ISLAND 

SEE YOU AGAIN 
MILEY CYRUS HOLLYW001' 

7 4 
TAKE A BOW 
RIHANNA SRP /OEF JAM 

8 9 
FOREVER 
CHRIS BROWN 19 /JIVE / ZOMBA 

9 6 
LOVE SONG 
SARA BAREILLES SONY BMG 

10 5 
VIVA LA VIDA 
COLOPLAY PARLOPHONE 

3 á3 (BARBS) 

1 1 
JULIETA VENEGAS 
MTV UNPLUGGED SONY BMG 

JULY 22, 2008 

2 
7 

VARIOUS ARTISTS 
CAMP ROCK UNIVERSAL 

3 4 
VICENTE FERNANDEZ 
PARA SIEMPRE SONY BM 

4 MADONNA 
HARD CANDY WARNER BROS. 

5 6 
INTOCABLE 
2C TEMI 

LUIS MIGUEL 
COMPLICES WARNER BROS. 

7 2 
COLDPLAY 
VIVA LA RIDA OR OFA1A AND ALL HIS FRIENDS PARLOPHONE 

8 15 
EDITH MAROUEZ 
PASIONES DE CABARET UNIVERSAL 

THALIA 
LUNADA TEMI 

10 25 
MY CHEMICAL ROMANCE 
THE BLACK PARADE IS DEAD! REPRISE 

WALLONIA 
SINGLES 

2 

3 

4 

5 

w 
3 (ULTRATOP/GFK) 

THIS IS THE LIFE 
AMY MACDONALD VERTIGO 

JULY 23, 2008 

2 
TIRED OF BEING SORRY (LAISSE LE BEST...) 
ENRIQUE IGLESIAS FT. NONA INTERSCOPE 

3 NO STRESS 
LAURENT WOLF FT. ERIC CARTER COLUMBIA 

9 
GIVE IT 2 ME 
MADONNA WARNER BROS. 

7 RUN THE SHOW 
NAT DELUNA FT. BUSTA RHYMES EPIC 

ALBUMS 

2 

3 

LAURENT VOULZY 
RECOLLECTION RCA 

COLDPLAY 
JA LA ADA OR DEAN AND ALL HIS MENDS PARLOHK)NE 

CARLA BRUNI 
COMME SI DE RIEN N'ETAIT TEOREMA /NANE 

4 FRANCIS CABREL 
DES ROSES ET DES ORTIES COLUMBIA 

4 
DUFFY 

:<. ROCKFERRY A&M 

13 

NEW 
SHUT UP AND LET ME GO 
THE TING DINGS COLUMBIA 

9 
WE MADE IT 
BUSTA RHYMES FT. UNION PRIX AFIEHMYTHRADLSCOPE 

I KISSED A GIRL 
NEW 

KATY PERRY CAPITOL 

14 14 
AMERICAN BOY 
ESTELLE FT. KANYE WEST HOME SCHOOL/ATLANTIC 

15 16 
BETTER IN TIME 
LEONA LEWIS TYCO 

16 13 4 MINUTES 
MADONNA FT JUSTIN TIMBERLAKE WARNER BROS. 

17 

18 

19 

18 

12 

19 

WARWICK AVENUE 
DUFFY A &M 

LOVE SONG 
SARA BAREITLES EPIC 

THAT'S NOT MY NAME 
THE TING TINGS COLUMBIA 

20 17 
FOREVER 
CHRIS BROWN JIVE/ZOMBA 

eurto DIGITAL 
SONGS SPOTLIGHT 

w (NIELSEN SOUNDSCAN 

a3 INTERNATIONAL) 

2 
CURLEY SUE 
TAKIDA NINETONE UNIVERSAL 

AUGUST 2, 2008 

6 ALL SUMMER LONG 
KID ROCK TOP DOG /ATLANTIC 

I'M YOURS 
JASON MRAZ ATLANTIC 

4 10 
BETTER IN TIME 
LEONA LEWIS SYCO 

5 
I 

JUST DANCE 
LADY GAGA FT COLBY ODOMS Ir.L 

6 3 
ELLA ELLE L'A 
KATE RYAN ARS /UNIVERSAL 

7 5 

8 7 

9 NEW 

10 8 

MERCY 
DUFFY ABM 

IN THE HEAT OF THE NIGHT 
STAR PILOTS S 

GIVE IT 2 ME 
MADONNA WARNER BROS. 

HOLD ON BE STRONG 
MARIA HAUKARS STORENG BONNIER AMIGO 

"One for the Radio" is Mcfly's 

14th straight top 10 hit on the U.K. 

Singles (hart- Its new album was 

given away in the July 20 issue of 

the Mail on Sunday newspaper. 

Y Y IZWIZEK PRODUCENTOW 

)-t-L3' á3 00010 VIDEO) 

3 

FEEL 
FEEL GORGO 

JULY 18. 2008 

ANIA 
W SPODNIACH CZY W SUKIENCE? SONY BMG 

VARIOUS ARTISTS 
RMF HA WEEP= MIEYIIA POO SLONCBA 2008 POMATON 

4 3 
MARYLA RODOWICZ 
JEST CUDNIE SONY BMG 

5 3 
VARIOUS ARTISTS 
RADIO ZET SILA MUZYKI LATO 2008 MAGIL 

6 5 

8 7 

CZESLAW SPIEWA 
DEBUIT MYSTIC 

VARIOUS ARTISTS 
TECO SLUCHAL SWIAT 1969 -1978 MJM 

COLDPLAY 
VIVA LA VIDA M DEATH ANO ALL HLS FRIENDS PAHLOHiONE 

9 - ACID DRINKERS 
VERSES OF STEEL MYSTIC PRODUCTIONS 

10 12 
JONAS BROTHERS 
JONAS BROTHERS HOLLYWOOD 

2 

JULY 23, 2008 

1 ALL SUMMER LONG 
KID ROCK TOPOOG: ATLANTIC 

29 GIVE IT 2 ME 
MADONNA WARNER BROS. 

3 6 
DANCE WIV ME 
DIM RASCAL FT. CALVIN HAMS 8 CHROME NATTE STANK 

4 2 
AMERICAN BOY 
ESTELLE FT. KAYNE WEST HOME SCHOOL ATLANTIC 

5 7 
RAYON DE SOLEIL/MA MAIN SUR TO 
WILLIAM BALDE WARNER 

6 MERCY 
DUFFY A &M 

7 12 
BETTER IN TIME 
LEONA LEWIS SYCO 

8 21 
SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

3 
NO AIR 
JORDIN SPARKS FL CHRIS BROWN 19/JNE'ZOMBA 

10 5 
CLOSER 
'IEYO DEF JAM 

11 

12 

13 

14 

11 
TIRED OF BEING SORRY 
ENRIQUE IGLESIAS INTERSCOPE 

NEW 
ONE FOR THE RADIO 
MCFLY SUPER 

N TAKE A BOW 
RIHANNA SRP /OEF JAM 

8 
4 MINUTES 
MADONNA FT. JUSTIN 11MBERUME WARNER BROS. 

15 16 
ZOUGLOU DANCE JOIE DE VIVRE 
MAGIC SYSTEM CAPITOL 

EURO ALBUMS 

3 

4 

NEW 

5 3 

6 NEW 

7 

JULY 23, 2008 

COLDPLAY 
NA IA VDA OR DEWY AND ALL HIS MENDS PARLLRgNE 

DUFFY 
RUCKFERRY A&M 

CARLA BRUNI 
COMME SI DE RIEN N'ETAIT TEOREMA /NAIVE 

MADONNA 
HARD CANDY WARNER BROS. 

AMY WINEHOUSE 
BACK TO BLACK ISLAND 

BASSHUNTER 
NOW YOU'RE GONE - THE ALBUM HARD28EAT 

AMY MACDONALD 
" THIS IS THE LIFE VERTIGO 

8 NEW 
SHARLEEN SPITERI 
MELODY MERCURY 

9 5 

10 7 

11 11 

12 10 

13 66 

14 14 

15 1,3 

THOMAS GODOJ 
PLAN A! SONY BMG 

CISTERCIAN MONKS OF ROSCRHVSTIFT HEILIGENKREUZ 

CHANT: MUSIC FOR PARADISE UNIVERSAL 

JONAS BROTHERS 
JONAS BROTHERS HOLLYWOOD 

RIHANNA 
GOOD GIRL GONE BAD SRP; DEF JAM 

PAUL POTTS 
ONE CHANCE SYCO 

2Ú 

LEONA LEWIS f 
SPIRIT SYCO rn` 

HELENE FISCHER 
ZAUBERMONO CAPITOL 

EURO RADIO Nk 

AIRPLAY 

rs-3 

3 3 

4 

5 4 
BETTER IN TIME 
LEONA LEWIS SYCO 

6 6 

7 7 

8 9 

9 8 

JULY 23, 2008 

AMERICAN BOY 
ESTELLE FT. KAYNE WEST HOME SCHOOVATLANTIC 

LOVE SONG 
SARA BAREILLES EPIC 

MERCY 
DUFFY A &M 

VIVA LA VIDA 
COLDPLAY PARLOPHONE 

10 ï 

TAKE A BOW 
RIHANNA SR P, JAM 

STOP AND STARE 
ONEREPUBLIC MOSLEY INTERSCOPE 

ALL SUMMER LONG 
KID ROCKK TOPOOG ATLANTIC 

GIVE IT 2 ME 
MADONNA WARNER BROS. 

SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

11 .,; I'M YOURS 
JASON MRAZ ELEKTRA 

12 

13 

14 11 

15 28 

NO AIR 
JORDIN SPARKS FT CHRIS BROWN 19/JNEZOMBA 

CLOSER 
NE -YO COLUMBIA 

WARWICK AVENUE 
DUFFY A8M 

BEGGIN' 
MADCON SONY BMG 

Data for week of AUGUST 2, 2008 I CHARTS LEGEND on Page 43 

02 
9 

3 

ïEi 

www.americanradiohistory.com

www.americanradiohistory.com


4 MINUTES (Webo Girl Publishing, ASCAP/WB Music. 

ASCAPNirginia Beach, ASCAP/Danjahandz Muzik. 

SESAC/W.B.M. Music. SESAC/Tennman Tunes. 

ASCAP/Universal Music - Z Tunes, ASCAP). HUWBM. 
H100 54: POP 37 

7 THINGS (Antonins Songs. ASCAP/Downtown. 
ASCAP /Seven Summits, BMI/In Bocca Al Lupo, 
ASCAP/fondolea Lane Music Publishing. BMI) 610013. 
POP 15 

ADDICTED (Primary Wave. ASCAP/Saving Abel, 

ASCAP/Crazy You Publishing ASCAPBIaddco, 
BMI/Meaux Mercy, BMVEMI CMG, BMI), HL, H100 69, 
POP 69 

ADDICTION (NextSelection Publishing, ASCAP/Mottoa 
Music. ASCAP /ASPEN Songs, ASCAP/D. Blasco Pub- 

lishing, ASCAP /Jobete Music, ASCAP/Stone Diamond 
Music. BMVBIack Bull Music, ASCAP/EMI Blackwood, 
BMVDoII Face. BMI), HL, RBH 62 

AHORA ES (Universal Musica. ASCAP) LT 17 

AINT I (L Austin Designee. ASCAP /Grand Hustle Publish- 
ing, ASCAP/WB Music, ASCAP /Crown Club Publishing, 

BMVWamerTamerlane Publishing, BMVTaylor My Hart 

Publishing, ASCAP/Tremell Clemons, ASCAP/Dega Fig- 

gas Publishing. ASCAP), WBM, RBH 88 

ALL AROUND ME (Universal Music - Z Songs, BMI/tel- 
ton Chase Publishing, BMVC.L. Culpepper 

MusicBMVYossarian Music, BMVCoked Up Werewolf 

Music. BMWulture Rock, BMI), HL H100 72; POP 33 

ALL I EVER WANTED (Universal Music - MGB Songs, 
ASCAP/Dirty Water Dog Music, ASCAPA niversal Music 

Corporation, ASCAP/Lanark Village Tunes. ASCAP /Crite- 

don Music Corporation, ASCAP /,Pua Your Yes Tunes. 

ASCAP), 91/WBM, CS 26 
AU. I WANT TO DO (Jennifer Nettles, ASCAP/EMI Black- 

wood. BMVDirkpit, BMVMusic O1 Stage Three, 

BMVBobbys Song And Salvage, BMVStage Three 

Music, BMI ) CS 3; H100 23 
ALL OVER YOU (Edward Jean Music, ASCAPAII Songs, 

ASCAP/WB Music. ASCAP), WBM, POP 87 
ALL SUMMER LONG (RJR Publishingg, BMVGaje, 

BMVWarnerTamerlane Publishing, BMVUniversal Music 

Corporation. ASCAP/EMI Full Keel Music. ASCAP/Songs 

Of Universal, BMVEMI Longitude. BMVTeadsheel Land. 

BMIffiny Tunes, ASCAP/Zevon. BMp, HL/WBM, CS 25; 

H100 52; POP 30 
AMANTES ESCONDIDOS (J & N, ASCAP) LT 13 

AMARTE (Not Listed) LT 39 
AMERICAN BOY (william Music. BMVCherry River. 

BMVChrysalis Songs. BMVPlease Gimme My Publish- 
ing, BMVEMI Blackwood, BMVlarry Loon Music, 

BMVSpeir Music, BMVCopyright Control), CLM/HL. 
6100 26, POP 29 

AMOR DESPERDICIADO (Juan Y Nelson, ASCAP) LT 41 

EL AMOR EN CARRO (Not Listed) LT 36 
ANYTHING GOES (Pacific Wind. SESAC/Melodies Of 

RPM, SESAC'Reynsong, BMI) CS 41 

B 
BABY (EMI April ASCAP/LL Cool J. ASCAP/Sangs Of 

Peer. ASCAP Marco 9th Publishing, ASCAP,2082 Music 

Publishing. ASCAP/WB Music, ASCAP), HL/WBM, RBA 

47 

BACK WHEN I KNEW BALL (Chobe. BMVLittle Biscuit 

Music, BMVlmmokalee Music, BMVDaphil Music, 

BMVEMI April, ASCAP/New Sea Gayle, ASCAP/lazy 
Blue Dog Music, ASCAP), HL. CS 9; H100 68 

BARTENDER SONG (AKA SITTIN' AT A BAR)1 (Delu- 

sional Music. BMVDestiny Imani Music, BMVBetry Soga 

Pomp, ASCAP) H100 77, POP 59 

BEAT IT Mifac Music, BMI). WBM, POP 93 
BEST, BEST (Mass Confusion, ASCAP/Universal Music 

Corporation, ASCAP/Danjahandz Muzik, SESAC/W.B.M. 
Music. SESAC/Yaslina Music, ASCAP), Ht/WBM, RBH 

94 
BEST MISTAKE I EVER MADE (Kevin Fowler Music, 

BMI/Three Aces Music, ASCAP) CS 54 

BETTER AS A MEMORY (Gravitron, SESAC /Camival 
Music Group. SESAC/Midwest Midnight, BMVCarnival 
Music Group, BMI) CS 11: H100 70 

BETTER IN TIME (Joonnathan Rotem Music, 

BLEED SunOVN 
TunesASSCH?), Ft, 

75; PPOP 

44 

Publishing, ASCAP /Seven Fèalcs Music, ASCAP /Jambi- 
lion Music, ASCAP H100 6; LT 48; POP 6 

BOB THAT HEAD (Sony /AN Cross Keys, ASCAP/FSMGI, 

IMRO/State One Songs America. ASCAP/Sweet Sum- 

mer. ASCAP/Crosstown Uptown, ASCAP/Finlage house 

USA. ASCAP/Major Bob: ASCAP /Circle C Songs, 

ASCAP/Mojave Rain Music. ASCAP). HUWBm. CS 21 

BODY ON ME (Jackie Frost, BMVUniversal Music - MGB 

Songs. ASCAP/Fiano Music, ASCAP /Byefall Music, 

ASCAP/Sony/AN Harmony. ASCAP), HLIWBM, POP 

92; RBH 78 

THE BOSS (4 Blunts Lit At Once, ASCAP/First N Gold, 

BMVJonathan Rotem Music. BMVSouthside Independent 

Music, BMVNappyyppub Music, BMVUniversal Music - Z 

Songs. BMVSon /AN Songs, BM), HL/WBM, RBH 41 

BOTTLE IT UP ( tiny Bear Music, ASCAP) POP 60 

BURNIN' UP (Jonas Brothers Publishing, BMVSony /ATV 

Songs, BMI), HL H10011; POP 9 

THE BUSINESS (Draw First Publishing, ASCAPA Want 
Mine Publishing, ASCAP) H100 71: RBH 25 

BUST IT BABY PART 2 (First N' Gold, BMVJonathan 

Rotem Music, BMVSorry /AN Songs, BMVSuper Sayin 
Publishing, BMVUniversal Music - Z Songs. BMVEMI 
April, ASCAP/Flyte Tyme Tunes, ASCAP/Black Ice. BMI(, 

HL, H100 14; POP 20: RBH 8 

BUST IT OPEN (Wilbert Martin Publishing, ASCAPM 
Rudebwoy Publishing. ASCAPATS Only About Music, 
ASACP/Elimu T Tabasuri Publishing, ASCAP) RBH 69 

BUTTERSCOTCH (Keith Sweat, ASCAP/Top Of Pop, 

ASCAP) RBH 95 

BUILN (Suretone Primary Wave Music, BMVShwayze, 

BMVShwayco Music. BMVNixen, BMI) H100 93; POP 

58 
BYE BYE (Rye Songs, BMVSongs Of Universal, BMVUni- 

versal Music - Z Tunes. ASCAP/Sony /ATV Tunes, 

ASCAPBMI April. ASCAP/Naked Under My Clothes, 
ASCAP'Chrysalis Music Puhlishing, ASCAP), HL/WBM, 

T 48 

41111111111111 
CADA QUE... ' i,.i isled) LT 30 

CANT BELIEVE IT (Jap ypub Music, BMVUniversal 

Music - Z Songs. BMVAhmad Tajz Music, ASCAP/Warn- 
ea Tamerlane Publishing. BMVIoung Money Publishing. 

BMI), HLIWBM. RBH 56 
CHECK YES JULIET (RUN BABY RUN) (Travis Clark 

Music. ASCAP /S -Curve Music, ASCAP/Mayday Malone 

Music, ASCAP/Dimensional Music Of 1091, 
ASCAP /Ctreny Lane. ASCAP/EMI Blackwood. BMURep- 

tillian, BMI), HL H100 100: POP 51 

CHICKEN FRIED (WA Music Publishing, BMVWeimer- 
hound Music. BMVHead Above Your Head, BMI) CS 42 

CLOSER (Universal Music - Z Tunes, ASCAP/Sony /AN 
Tunes. ASCAP/EMI April, ASCAP/Stellar Songs. ASCAP), 

HUWBM, H10019; POP 17; RBH 21 

COCONUT 
tltlJUICE 

(EMI Blackwood. BMVTyggaarnan Music. 

AmeriYASCAP/Repp6ÌIÌan, 
One 

Pub- 

lishing. BMI), HUWBM, POP 90 

COME ON OVER (Sweet Kisses, ASCAP/EMI April, 

ASCAP /Circle C Songs. ASCAP/Full Circle, ASCAP), HL 

CS 20: H100 74; POP 77 

COMO YO (El Conuco, BMVRedomi, BMI( LT 22 

COOKIE JAR (Epileptic Caesar Music, ASCAP/EMI April, 
ASCAP /Songs Of Peer, ASCAP /March 9th Publishing. 

ASCAP2082 Music Publishing, ASCAP/WB Music. 

ASCAPMappypub Music, BMI/Universal Music - Z 

SSoongs, BMVSongs Of Universal, 8M1), HL/WBM, POP 

COOL (Not Listed) RBH 92 

< 

COUNTRY MAN (Planet Peanut. BMVMunah Music Cor- 
p 

oaAP . BM HL, E I 

April, ASCAP/Songlighter Music. 

CRAZY 

ration. 

DAYS (Mike Curb Music. BMVSweel Hysteria 

Music, BMVCurb Songs. ASCAP /Jacobsong, 
ASCAP/Fortune Favors The Bold. ASCAP /Adam Gregory, 

SOCAN, WBM, CS40 
CRY FOR YOU (Universal- PolyGram International. 

ASCAP/EMI Blackwood. BMVEMI Scandinavia, BMI(, 

HL POP 43 
CUDDLE UP (Diamond Blue Smith Publishing, BMVBlue 

Carroll Diamond Publishing, BMVfhe Nickel Publishing, 

BMVBlue Star Publishing. BMVMusic Royale. BMI( RBH 

89 

CUDDY BUDDY (Not Listed) RBH 86 
CUSTOMER (Universal Music - Z Songs. BMVAhmad's 

World, ASCAP/Universal Music Corporation, 
ASCAP/Tdivrac Tyke ASCAP/Fresh Pain Music. 

ASCAP/HC 1030 Publishing, ASCAP/Tetragrammaton 
Music. ASCAP/Melodic Rano Productions, ASCAP/EMI 
April, ASCAP). HUWBM, RBH 45 

11111111111111111=1111 
DAMAGED (Products Of The Streets, ASCAP/Sumphu, 

ASCAP /A Grand Jam Music, SESAC/Please Envoy The 

Music, BMVZXS Publishingg. BMVIrvirlg. BMVEMI April. 

ASCAP/EMI Blackwood, BMVJanice Combs Publishing. 

BMVJustin Combs Publishing, ASCAP/Marksy Music, 

BMVNOtlingg Dale Songs, ASCAP/Notting Hill Songs. 

SESAC), HL H100 27: POP 13 

DANGEROUS (One Man Music. ASCAPByefall Music, 

ASCAP/Sony/ATV Harmony, ASCAP/C. Bahamonde. 

SOCAWD Sales, ASCAP), HL. H100 9: POP 10: RBH 67 

DID YOU WRONG (EMI April. ASCAP). HL, RBH 53 

DISTURBIA (B -Uneek Songs, ASCAP/Songs Of Univer- 

sal, BMVCulture Beyond Ur Experience Publishing, 

BMVMs. Lynn Publishing. ASCAP/Unversal Music Cor- 

poration, ASCAP /A -List Vocalz. BMI(. HUWBM, H100 

15, POP 11 

DONDE ESTAN CORAZON (Enrique Iglesias Music, 

ASCAP/EMI April. ASCAP /Doble Acuarela Songs, 

ASCAP/Warner Chappell, SGAE). HL/WBM, LT 10 

DONDE ESTAN ESOS AMIGOS (Not Listed) LT 46 

DONK (Soulja Boy Music. BMVCreomstacular Music. 

BMVElement 9 Hip Hop, BMI/Takin' Care 01 Business. 

BMI) RBH 42 
DONT (Sony /ATV Tree, BMVBeavertime Tunes. 

BMVCrosstown Uptown, ASCAP), HL CS 55 

DONT DO ME NO GOOD (Sony /AN Cross Keys. 

Music, ASCAP/Songs 01 Can - 

bustion Music, ASCAP/1vlusic 0t Windswept. 
ASCAP/WB Music. ASCAP/Red Cape. ASCAP(, 

HUWBM. CS 53 
DONT STOP THE MUSIC (EMI April. ASCAP/Sony/ATV 
Tunes, ASCAP / Frankie Storm, BMVSony/AN Songs, 

BMVMilIac Music. BMVWarer- Tamerlane Publishing, 

BMI). 11UWBM, POP 41 

DON? THINK I DON? THINK ABOUT IT (Cadaja Pub- 

lishing, ASCAP/MXC Music, ASCAP/Still Working For 

The Woman. ASCAPACG Alliance, ASCAP) CS 17; H100 

92 
DON? YOU KNOW YOU'RE BEAUTIFUL (Moonsear 

Music, BMVBPJ Administration. ASCAP/Little Blue Type- 

writer Music, BMI/Sony/AN Tree, BMVAII Mighty Dog 

Music. BMp CS 32 
DO YOU BEUEVE ME NOW (Sony /AN Tree. BMVSong 

For MY Good Girl. BM/Totally Wrigghteous Music, 

BMI/The Bigger They Are. SESACÍS 1 Songs, SESAC). 

Hl. CS 15 H100 96 

DULCE VENENO ri,''",, 1 

E 
ENERGY'..,',' 

ASCAP Rico l a , I R inipv ,..,AC; Foray Music. 

SESAC/Breaklhrough Creations, ASCAP/EMI April, 

ASCAP/Wayne Wilkins Music, BM). HL, POP 100; RBH 

59 

E R (EMERGENCY ROOM) (EMI April, ASCAP/Tailored 
I/; r right Control) HL RBH 81 

ESTA SOLEDAD Tarar , our II j 9Mii IT 

F 
FALL FOR YOU Jr u,::,s , 

POP 21 

FEELS GOOD (Cisum Naashar Publishing, 
ASCAP /OPOPP Music, ASCAP /Chrysalis Music Publish - 

ing) ASCAP /Gabrielle's Song, BMI). HL, RBH 76 

FINE LINE ((Warner- Tamerlane Publishing, BMVSeII The 

Cow. BMVTOwer One, BMI), WBM. CS 51 

FOOLISH Ouandarious A. Jordan Publishing Designee. 

BMVTop Quality, BMI) RBH 48 

FOREVER (Songs Of Universal. BMVCulture Beyond Ur 

Experience Publishing, BMVUniversal Music Corpora- 

tion. ASCAP/Robert Allen Designee. ASCAP/Ddre 78 

Publishing, SESAC), HL/WBM, H100 3; POP 3; RBH 72 

FOR YOU (EMI April, ASCAP/New Sea Gayle, ASCAP/The 

Moose Is Loose, ASCAP), HL. CS 45 

FREE FALLIN' (EMI April. ASCAP/Gone Gator, 

ASCAP/Wixen Music. ASCAP(, HL. H100 91 

FRESH AS I (MANNA BE) (Kasende Music Publishing, 

ASCAP) RBH 74 

GAMES PAIN (BabyGame, BMVSony /ATV Songs, 

BMB1tce Pride Publishing, BMVShe Wrote It. 

ASCAP/Universal Music - MGB Songs. ASCAPAts Kno- 

bodys Business, ASACP/The Royalty Network, 

ASCAP/Houdah, BMVNOtting Hill Music, BMVJamribri, 

BMI/The Royalty Network. BMI), HLJWBM, POP 98. RBH 

44 
GET LIKE ME (Crump Tight Publishing, ASCAP /Culture 

Beyond Ur Experience Publishing, BMVUniversal Music - 

Careers, BMI), HLJWBM, H100 18: POP 40; RBH 10 

GET SILLY (Bionic Bev Publishing Designee. BMVCroom- 

stacular Music, BMVJ. Dumas Publishing Designee, 

BM/Young Mogul Publishing, BMVBackyard Publishing, 

BMVEMI Blackwood, BMVCoIliPark Music. BMI). HL, 

H100 42; POP 50: RBH 34 

GIFTS (Stop Trying To Copy My Music, BMV2nd 
Round/TKO, BMI) RBH 70 

GIRL ON THE BILLBOARD (Johnny Bienstock. BMI) CS 

58 
GIRLS AROUND THE WORLD Goldies Playhouse Pub - 

lishing, BMVWarer- Tamerlane Publishing, BMVPretty 

Girls And Big Love Songs, BMVBig Love Music, 

BMVSonggs Of Universal, BMVGeman Dog Music. 
ASCAP/Young Money Publishing, BMI(, HLIWBM. H100 

64: POP 83; RBH 16 

GIVE IT 2 ME (The Waters 01 Nazareth, BMVEMI Black- 
wood, BMVWebo Girl Publishing, ASCAP/NB Music, 

ASCAP). HL/WBM, POP 64 

GOOD DAY (Autlyn Music, ASCAP/Lyrics Or Nutlrn Pub- 

lishing, BMVGrizzlyy Adams Publishing, BMVNappy 4 Life 

Publishing. BMI( RBH 66 
GOOD GOOD (Shaniah Cymone Music, ASCAP/EMI 

April, ASCAP/Slack A.D. Music, ASCAP/Universal Music 

Corporation. ASCAP/Pookietoots, ASCAP). HLANBM, 

RBH 63 
G00D TIME (EMI April, ASCAP/TU- Angels Music, 

ASCAP), HL, CS 1; H100 40 

GOT A LIME CRAZY (Mamas Dream ASCAP/WB 
Music, ASCAP/Music Of Windswept ASCAP/Songs Of 

Bud Dog ASCAP), WBM, CS 57 

GOT MONEY (Young Money Publishing, BMVWamer- 
Tamerlane Publishing. BMM ppypub Music. BMVUni- 
versal Music - Z Songs, BMVPlay N Skillz Music. 

ASCAP, /Skillz For Skillz And Play Musik, ASCAP/EMI 

April, ASCAP), HLANBM, H100 31: POP 55: RBH 27 

GOTTA FIND YOU (Wall Disney Music Company. 
ASCAP( POP 76 

GRATEFUL (B- Healed, ASCAP) RBH 83 

GUNPOWDER & LEAD (Sorry /AN Tree, BMLMashville 
Star, RMI.MItawhirl Music. BMVCamieal Music Group. 

BMVBluewater Music. BMI), HL CS B; H100 53 
GUTTA CHICK (Joseph Aschalew Publishing Designee, 

BMI) RBH 80 

HALLE BERRY (Jamaal Parka Publishing, ASCAP) RBH 

87 
HANDLEBARS (Robots Music. SESAC) H100 41; POP 

35 
HASTA EL DIA DE HOY (Maximo Aguirre, BMI/Pacific 

Latin ASCAP LT 5 

HEAVEN SENT (She Wrote It, ASCAP /Universal Music - 

MGB Songs, ASCAP /J. Vibe Publishing, ASCAP/Iex Pro - 

ject Publishing, ASCAP), HUWBM, H100 32; RBH 1 

HERE I AM (4 Blunts Ut At Once. ASCAP/First N' Gold, 

BMVYoung Drumma, ASCAP /Jackie Frost, ASCAP/Hon- 

est Ave Music. ASCAP) H100 58. POP 86; RBH 13 

HERO (III Will. ASCAP/Universal Music - Z Tunes, 

ASCAP/My Diet Starts Tomorrow. BMVSongs Of Univer- 

sal, BMVNOka International, ASCAP/Sony/AN Harmony, 

ASCAP /Jackie Frost. ASCAP), HLIWBM, H100 97; RBH 

84 

HE VENIDO (Wise W Publishing, ASCAP/Sony/ATV Dis- 

cos ASCAP) LT 15 

HI HATER (5 To 15 Publishing, BMVAouoci Publishing, 

BMVUniversal Music Corporation, ASCAP/Gaucho 

Music, BMp, HL/WBM, RBH 29 

HIS KIND OF MONEY (MY KIND OF LOVE) (Eric 

Church Publishing Designee, BMVSony/A1V Acuff Rose. 

BMVbavender Zoo Music, BMVEMI Blackwood 
BMVShane Minor Music, BMI), HL, CS 47 

HOLLER BACK (EMI Blackwood, BMVGeofhey Stokes 

Nielson Publishing. BMVWamer - Tamerlane Publishing, 

BMVT -Birds Music, BMI). HUWBM, CS 12: H100 94 

HOME (im The Last Man Standing, SOCAN/Warner Chap- 

pell, SOCAWIhan Zahn Music, BMVSony/ATV Songs. 

BMI /Almost October Songs, BMVSongs 01 Universal, 

BMI). H WyBM, CS 2: H100 50 
HOMECOMING (Please Gimme My Publishing. BMVEMI 

Blackwood, BMVUniversal Music - MGB Songs, 

ASCAP/Wet Ink Red Music. ASCAP /EMI April, ASCAP). 

HUWBM, POP 67 
HYPNOTIZED (Upstairs Music. ASCAP /6;16 Music, 

ASCAP /A Alike. ASCAP) POP 79 

1111111111111111111111111111 
I DECIDED (The Waters Of Nazareth, BMVEMI Blackwood, 

BMVEMI April, ASCAP/Solange MW, ASCAP). HL RBH 

82 
I 00 (EMI April, ASCAP/Wiggly Tooth Music. ASCAP), 

HL, CS 44 

IF I NEVER SEE YOUR FACE AGAIN (Universal Music - 
Careers. BMVFebruary Twenty Second, BMINalentine 
Valentine, ASCAP/Universal Music - MOB Songs. 

ASCAP). HL/WBM, H10061; POP 53 

I KISSER A GIRL (When l'm Rich You'll Be My Bitch, 

ASCAP/WB Music, ASCAP/Kasz Money Publishing, 

ASCAP/Maratone AB, STIM/KOball Music Publishing, 

ASCAP/EMI Music Publishing UK. SESAC/EMI, ASCAP), 

HL/WBM, H1001, POP 1 

I'LL BE LOWS' U LONG TIME (Rye Songs. BMVSongs 

Of Universal, BMVToompstone Publishing. BMVEMI 

Blackwood, BMVCsryle Ink Music Publishing, 
ASCAP/Slide That Music, ASCAP/EMI April, 
ASCAP / Jobete Music, ASCAP), HUWBM. H100 79; 

POP 56; RBH 37 

I'LL WALK (Southcastle Songs, ASCAPBwilsongs, 

ASCAP /A Dog Named Kitty Publishing, ASCAP /Carol 

Vincent And Associates, BMI( CS 33 

I LOVE THIS SONG (Universal Music Corporation, 

ASCAP /Chaggy Buss, ASCAP/Jeffrey Steele, BMVSongs 

Of Windswept Pacific, BMI), HL/WBM, CS 56 

I WV YOUR GIRL (2082 Music Publishing, ASCAP/WB 

Music, ASCAP/Songs 0f Peer, ASCAP/March 9th Pub- 
lishing, ASCAP/Young Jeezy Music Inc.. BMVEMI Black- 

wood, BMI), HL/WBM. H100 21; POP 62; RBH 4 

PM CHEATIN' ( Devele Music, ASCAP/916, BMVMissing 

Link Music. BMVBBMP Productions, BMVNotting Hill 

Music. BMI( RBH 51 

PM DONE (Dreambound Writers Group. BMVUniversal 
Music Corporation, ASCAP/Tanark Vl Merge Tunes, 

ASCAP), HL/WBM, CS 36 
PM GONE, PM GOING (Religgion Music Publishing, 

BMVMaratone AB, STIMMObalt Music Publishing, 

ASCAP/Universal Music Corporation. ASCAP), HUWBM. 
POP 95 

I'M ME (Young Money Publishing, BMVWamer- Tamerlane 

P u llishi g, BM WBM. 
olliinngsMusic, ASCAPArocnasty 

PM STILL A GUY (EMI April, ASCAP/Didnl Have To Be 

Music. ASCAP/New Sea Gayle, ASCAP/EMI Blackwood. 

BMVNew Songs Of Sea Gayle, BMVNoah's Little Boat, 

BMI), HL, H100 76 
I'M YOURS (Goo Eyed, ASCAP) H100 29: POP 42 

IN COLOR (EMI Blackwood. BMVBig Gassed Hitties, 

BMVNew Songs Of Sea Gayle, BMVNoah's Little Boat, 

BMVEldorottu Music Publishing, BMI/Lucky Thumb, 

BMI( CS 34 

IN LOVE WITH A GIRL (G. DeGraw Music, BMVWerner- 
Tamerlane Publishing, BMp, WBM, H100 38; POP 24 

INOLVIDABLE (Arpa. BMI) LT 26 
IN THE AYER (E-Class Publishing. ASCAP/Mail On Sun- 

day Music, ASCAP /Sony /AN Melody, BMVwill.i.am 

Music, BMVCheny River. BMVMusic Specialists, BMI(, 

CLM/HL, H100 36; POP 36 
INVISIBLY SHAKEN (Mike Curb Music, BMVSilver Choi- 

la Music. BMI), WBM. CS 46 
I REMEMBER (She Wrote It, ASCAP/Universal Music - 

MGB Songs, ASCAP /Canaygee Music Publishing, 
ASCAP/Universal Tunes, SESAC/Cardraygee, SESAC), 

WBM. RBH 31 

I RUN THIS (Money Mack BMVYoung Money Publishing. 

BMVWamer- Tamerlane Publishing, BMVBIing Bling 

Music, ASCAP/Money Mack Music. ASCAP), WBM, 

RBH 73 
I STILL MISS YOU (EMI April. ASCAP/Romeo Cowboy 

Music, ASCAP/WamerTamerlane Publishing, BMVCon- 

tentment Music, BMVMade For This Music, BMVTnis Is 

Hit, ASCAP/Trooyy D Songs, ASCAP/Magic Mustang, 

BM), HL/WBM, CS 7; H100 66 
IT AINT SUPPOSED TO BE THIS WAY (Shays Melody. 

ASCAP) RBH 99 
U'S NOT MY TIME Songgss Of Universal, BMVEscatawpa 

Son s, BMI,HUWAM,H10022: POP 18 

IVE CHANGED (Divine Mill Music, ASCAP/WB Music. 
ASCAP/Dynamite Soul Music. ASCAP /Sony /AN Songs. 

BMVAImo Music, ASCAP /Jasane Drama Music. 

ASCAP /She Wrote It, ASCAP/Universal Music - MGB 

Songs, ASCAP/Dabney Music Publishing, BMI(. 

HL/WBM, RBH 38 
I WOULD (Phylvesler Music. ASCAP) CS 52 

JOHNNY 5 JUNE (Big Hit Makers Music. BMI/Rainy Gra- 

ham, BMVAmylase Nlusic. ASCAP/rell Texas Tunes III, 

ASCAP/Copyright Solutions, ASCAP/SoulJet Music. 

BMI ) CS24;H10098 
JUST DREAM (Birds With Ears Music. BMVEMI Black- 
wood, BMVRaylene Music, ASCAP/BPJ Administration, 

ASCAP/Songs Of Combustion Music. ASCAP/NO Such 

Music, SOCAP/Music Of Windswept. ASCAP). HL, CS 

31 

JUST DANCE (Certified Blueberry, BMVSony/AN Songs, 

BMUByetall Music. ASCAP /Sony /AN Tunes, ASCAP), 

HL POP 65 
JUST FINE (Mary J. Blige, ASCAP/Universal Music Cor- 

poration, ASCAP/Songs Of Peer, BMVMarch 9th Publish - 

ing, ASCAP/Bubba Gee Music, BMVWB Music, 

ASCAP /2082 Music Publishing, ASCAP), HL/1VBM. 

RBH 28 

LA CUMBIA DEL RIO .Gypsymex) LT 18 

LA IMAGEN DE MAL VERDE (Garmex, BMI) LT 35 

Data for week of AUGUST 2, 2008 For chart reprints call 646.654.4633 

LAST CALL (Crazy Water, ASCAP/Universal Music Cor- 
poration, ASCAP/World House Of Hits. ASCAP), HL CS 

48 
LAST NAME (Canie-Okie Music, BMVlaird Road Music, 

ASCAP/Universal Music - MGB Songs. ASCAP/Rayylene 

Music, ASCAP/BPJ Administration, ASCAP, HIJWBM, 
CS 19; H100 63; POP 66 

LAST TIME (April's Boy Muzik. BM/Warner-Tamerlane 

Publishing, BMVWB Music. ASCAPBonnggs In The Key Of 

B Flat. SESAC/Noontime South. SESAC/W.B.M. Music, 

SESAC/The Dean's List, SESACIDecember First Publish- 
ing GroupD. SESAC/North Avenue, ASCAP/EMI Black- 

wood. BMVOueslion And Answer Publishing, ASCAP), 

FIL/WBM, RBH 15 

LEARNING HOW TO BEND (Crystal Beach. BMVThird 

Der Music, BMVHouse Of Fame. ASCAP) CS 13: 6100 
99 

LEAVIN' (Holy Corson Music, ASCAPNniversal Music - 
MOB Songs, ASCAP/Movie JB Songs, BMVSong Of 

Peer, ASCAP/March 9th Publishing, ASCAP /2082 Music 
Publishing, ASCAP/WB Music, ASCAP), HLWBM, 
H10010: POP 2 

LET GO ( Cisum Naashar Publishing, ASCAP /Oueen Of 

The Planet, ASCAP/Uncle Buddies Music. ASCAP) RBH 

57 

LET IT GO (Universal Music - Careers, BMVEvansville. 

BMVSony AN Tree, BMVTomdouglasmusic, BMI(, 
HLJWBM. CS 59 

LET ME (Springfield, ASCAP /Bug Music, ASCAP/Dazahit. 

ASCAP/Universal Music Corporation. ASCAP/Danny 
Orton Songs. ASAP), HUWBM. CS 38 

LIFE IN A NORTHERN TOWN (Warner Tamerlane Pub- 

lishing, BMVCleverite, BMI/Farrowise. BMI(, WBM, CS 

30 

LIKE YOU'LL NEVER SEE ME AGAIN (fellow Produc- 

tions. ASCAP /EMI April, ASCAP/Book Of Daniel. 
ASCAP), HL, RBH 32 

LLORO POR TI (Not Listed) LT 23 
LOLA (World Deep Music, 0MI) LT 47 

LOLL( LOLLIPOP THAT BODY) (Tefrloise Publishing, 

BMVBug, BMVAmalek Publishing. SESAC) H100 20: 

POP 31. RBH 49 
LOLLIPOP (Young Money Publishing, BMVWarner-Tamer- 

lane Publishing, BMUHed.Dlicious Music. ASCAP/Black 
Fountain Publishing, ASCAP/EMI April, ASCAP /Jimipub, 
BMVEMI Blackwood, BMI/Three Nails And A Crown. 

ASCAP/Roynet Music, ASCAP), HL/WBM, H1004; POP 

12; RBH 9 

LOOKIN BOY (Granny Man Publishing, BMVMaIik- Meldri 

Music, BMVBasement Funk South, BMI/Monotize Pro- 

ductions, ASCAP /Anonymes Publishing, BMVDimilry 

Johnson Publishing Designee. BMVAaymnd Jones. 

ASCAP) H100 47; POP 68; RBH 14 

LOOKIN' FOR A GOOD TIME (Warner- Tamerlane Publish- 
ing, BMVDWHaywood, BMVRADIOBULLETSPublishing, 

BMVHillary Dawn, SESAC /Shaw EnuR Songs. 

SESAC/Multisongs, SESAC /Jarranarye Music, 

BMIVMagic Midas, BMI). WBM, CS 35 

LOST (BRUNOS MUSIC, ASCAP/Ego ntertainment. 

ASCAP/Music Of Windswept. ASCAP) POP 70 

LOVE IN THIS CWB (OR -I)/ Music, ASCAP/EMI April. 

ASCAP/Songs Of Universal, BMVMyy Diet Starts Tomor- 

row, BMI/Young Jeezy Music Inc., BMVEMI Blackwood. 

BMVSony/AN Songs. BMVBaby Keyz Music. 
BMVSony/AN Tunes, ASCAP /1110 Entertainment, 
ASCAP). HL/WBM, H100 30; POP 26; RBH 39 

LOVE IN THIS CLUB, PART II (UR -IV Music, 

ASCAP/EMI April, ASCAP/Songs Of Universal, 
BMVSony /ATV Songs, BMVBaby Keyz Music, 
BMVYovng Je Music Inc., BMVMoney Mack, BMVRy 
Love Music. ASSCAP/Keef The Beef. ASCAP/Sony/AN 
Tunes, ASCAP /1110 Entertainment, ASCAP/Warner- 
Tamerlane Publishing, BMI), HLNBM. 6100 83: POP 

89; RBH 19 

LOVE IS GONE (Square Rivoli Publishing, 
ASCAP/Whistling Angel Music, BMVBiester Prod, 

ASCAP/Painted Desert Music, BMI) POP 57 

LOVE ME (Not Listed) RBH 71 

LOVE REMAINS THE SAME (Mad Dog Winston, 

BMVSienna Sienna Songs, SOCAN) H100 88; POP 72 

LOVE REMEMBERS (Magic Mustang. BMVTripple 

Shoes. BMVlmmokalee Music, BMVDaphil Music, BMI) 

CS 29 
LOVE SONG (Tiny Bear Music, ASCAP/Sony/ATV Tunes. 

ASCAP), HL, H10045, POP 47 

LOW (E- Class. BMI/Top Quality, BMVMusic. BMVUniver- 

sal Music - Z Songs, BMVSony/AN Tunes. 

ASCAP/Sony/ATV Songs. BMI), HUWBM. H100 44, 

POP 32 - 
MAGIC (I Like Em Thicke, ASCAP/Da Gass Co., 

ASCAP /Haddin(on Music, ASCAP) H1000 80, RBH 12 

ME DA 
MERCY (EMI, PRS/Universal-Island. versa) -IsÏard 

ASCAPILT 29 
Blackwood, 

BMI), HL/WBM, H100 60. POP 54 

MI BUEN AMANTE (Arpa, BMI) LT 37 
A MIW (Young Money Publishing. BMVWamerTamer- 

lane Publishing, BMVLevegas Music Publishing, 

ASCAP/EMI April, ASCAP/Notting Hill Music, BMVCha 

Lois Publishing, BMI), HLIWBM, 6100 8; POP 39. RBH 

2 

MOVE SHAKE DROP (Rtbull's Legacy Publishing, 

BMI/Songs 0f Universal, BMET lass Publishing, 
ASCAP/Diaz &others Music, BMVSony/AN Latin, 

BM /Limp -a -loi Publishing. BMVSony/AN Songs. BMI), 
HL, POP 97 

MOVING MOUNTAINS (DR-IV Music. ASCAP/EMI April, 
ASCAP/Songs Of Ner, ASCANINarch 9th Publishing. 
ASCAP/WB Music, ASCAP /2082 Music Publishing. 
ASCAP/Sony/ATV Tunes, ASCAP /AN Music UK, 

PRS/Suga Wuga, BMI), HL/WBM, H100 67; POP 82; 

RBH 18 
MR. CARTER (Young Mon Publishing, BMVWamer- 

Tamerlane Publishing, BMhDrewski Baby Music, 
ASCAP/Martina Music, BMVCarter Boys Publishing, 
ASCAP/EMI April, ASCAP), HI/WBM. H100 89: RBH 50 

MRS. OFFICER (Young Money Publishing, BMVWarner- 
Tamerlane Publishing, BMVThree Nails And A Crown, 

ASCAP/Tight Werk, BMI(, WBM, RBH 61 

MUSIC FOR LOVE (Sure Music Company, ASCAP/TnT 
Explosive Publishing, ASCAP/Universal Music Corpora- 
tion, ASCAPM Beach Music Publishing. ASCAP), 

HI/WBM, RBH 30 

NA DE NA (Not Usted) LT 20 
NEED U BAD (Nappy Rudd9, ASCAP/Universal Music - Z 

Tunes, ASCAP/EMI April, ASCAP /Cainon's Land Music 

Publishing, ASCAP/Borne Again Publishingg. ASCAPAta- 

tion Records. ASCAP/Westbury Music, ASCAP/Roynet 

Music, ASCAP) H100 73: RBH 11 

NEVER (Daniel Farris Publishing Designee, BMVEarfull 
Music Publishing, BMVWarner- Tamerlane Publishing, 
BMVLyrical Genius Publishing. BMVWB Music. 
ASCAP/The Prodigal Publishing, ASCAP). WBM, RBH 

35 
NEVER LEAVE MY GIRL (Connected Music, 

ASCAP/Future Boy Music. BMVDudaman Music. 
ASCAP /Goddess Isis Music, ASCAP) RBH 93 

NEVER NEVER LAND (Lyle In Publishing, 
ASCAP/Sony/ATV Tunes, ASCAP), HL RBH 33 

NEVER WOULD HAVE MADE IT (Marvin L Sapp Music, 

BMVMinstrel Productions, BMI(, WBM, H100 95 RBH 

17 

NO AIR (T And Me, ASCAP /Universal Music - MGB 

Songs, ASCAP/Demis Hot Songs, ASCAP/EMI April. 

ASCAP /Alma Music, ASCAP/Underdogs West Songs, 

ASCAP/Fauntleroy Music, ASCAPArving, BMINnderdog 

East Songs, BMVErik Griggs, BMVStrange Motel Music, 

ASCAP). HUWBM. CS 50 
NO AIR (T And Me, ASCAP/Universal Music - MGB 

Songs, ASCAP/Demis Hot Songs, ASCAP/EMI April, 

ASCAP /Almo Music, ASCAP/Underdogs West Songs, 

ASCAP/Fauntleroy Music.gASCAPArving, BMVUnderdog 
East Songs BMVErik Griggs, 

POP / 
BMI/Strange Motel Music, 

ASCAP), HUWBM, H100 
NO ME DOY POR VENCIDO (Funs) ASCAP/Sony/AN 

Discos. ASCAP/Maximo Aguirre. BMI) LT 7 

NOT A STAIN ON ME (i-Town Music. BMI) RBH 79 

NO TE VAYAS (CAPURI, ASCAP) LT 32 

ONE STEP AT A TIME 2 Style Music. ASCAP/Laurel 
" i:- stows Songs ASCAP/Murlyn 

nt r Publishing BMVWarer- Tamer- 

I BMI), WBM. H100 39; POP 23 

OUT HERE GRINDIN (DJ Mated. BMVNOtting Hill 
r, 4 Blunts Lit At Once ,ASCAPBony /AN 

uSCAP/Track -N -Field Entertainment, ASCAPMot- 
li . '.re Songs. ASCPdyFirst PP Gold, SM/Warner- 
fail .vane Publishing, BMVYoung Jeezy Music Inc., 

BMVEMI Blackwood, BMVBoosie Bad AR, ASCAP/WB 
Music, ASCAP/Sony/ATV Harmony. ASCAPByefall 
Music, ASCAP /A. McCalister Publishing Designee, 
ASCAP/Universal Music A Z Songs, BMUNappypub 
Music BMI) HUWBM. H100 59 ROH 46 

P 
EL PALETERO '. Li 23 
PAPER PLANES .: Music - Z Tunes, 

ASCAPMineden, 
universal r'olyGram International, ASCAP). 

a'bPA. H100 55 
PARA SIEMPRE (Julianita Musical, BMI) LT 3 

PEGADITO (Mostly Sad Songs. ASCAP/WB Music, 

ASCAP LT 44 

PERDONO Y OLVIDO (Gato Frio Music. BMI) LT 50 

PERMITAME Universal- Musica Unira. BMI) LT 25 

PICTURE TO BURN (Son /AN Tree. BMVTaylor Swift 

Music. BMI/ Sony! AN Timber, SESAC/Hillsboro Valley. 

SESAC), HL.POP 78 

PLAY M MUSIC (Wonderland Music Company, 

BMVWalt Disney Music Company. ASCAP) H100 87, 

POP 61 

PLEASE EXCUSE MY HANDS (First N' Gold, BMVWam- 

er- Tamerlane Publishing, BMVEinnor, ASCAP/WB Music, 

ASCAP /J. Franks Publishing, ASCAP /Check Your Pulse 

Publishing, BMVChef Huxtable Music Publishing 

BMV2082 Music Publishing, ASCAP), WBM, RBH 22 

POCKETFUL OF SUNSHINE (EMI Blackwood. BMVGator 

Baby, BMI/EMI April, ASCAP/Sony/ATV Tunes, ASCAP). 

HL'WBM. H100 7. POP 5 

PORK AND BEANS (ED. Smith, BMI) H100 78, POP 75 

POSE (Not Listed) LT 6 

EL PRÉSENTE (Lolein Music. BMVEMI Blackwood, BMI) 

LT 14 

PRIMER TIEMPO Not Listed) LT 40 

PROFESSIONAL (Stephen Goldsboro Publishing 

Designee. SESAC/YRP Music, BM/WamerTamerlane 
Publishing, BMI , WBM, RBH 98 

A PUNTO DE LLORAR (Maximo Aguirre, BMI) LT 9 

PUSHING ME AWAY (Jonas Brothers Publishing. 

BMVSonyy/AN Songs, BMI), HL H100 16: POP 27 

PUT A GALL IN IT (EMI Blackwood. BMVRhetbreck 

Music, BMVBig B vassa Music. BMVBB Music, 

ASCAP/Melissa's Money Music, ASCAP /Gel A Load Of 

This Music, ASCAP), HUWBM, CS 4; H100 62 
PUT ON (Young Jeezy Music Inca BMVYoung Drumma. 

ASCAP/WB Music, ASCAP Please Gimme My Publish- 

- 

OUE TE PERDONE TU MADRE 

RADIO 1Soulchild, ASCAP /Universal Music Corporation, 

ASCAP/Swarthy Publishingg, ASCAP/Christopher Umana 

Publishing Designee, ASCAPBufao Ebong Publishing 

Designee, ASCAP), HUW5M, ASH 55 

REALM (Cotonerie Music. BMVDancing Squirrel, 
ASCAPANAFI Music, ASCAP /Opium For The People 

Music, ASCAP /Sony /AN Tunes, ASCAP). HL. H100 37. 

POP 22 
RELENTLESS (EMI April, ASCAP /Chief Black Cloud, 

ASCAP/House Of Fame, ASCAP), HL, CS 27 

LOS REPROCHES DEL VIENTO (Not Listed) LT 33 
RIDE (So Inlaedibles, SESACfrocnasty Music, 

BMUMollinos Music. ASCAP /tdappyp_ub Music. 

BMVUniversal Music - Z Songs, BMVTremaine Neverson 

Publishing Designee, ASCAP). HUWBM, RBH 90 

RISE ABOVE THIS (Seether Publishing. BMVSate One 

Music America. BMVIackDatKat Music, BMI), WBM, 

POP 81 

THE RIVER (Divine Mili Music, ASCAP/WB Music, 
ASCAP/Lady And A Tramp, ASCAP/Noel Gourdin Pub- 

lishing, ASCAP(Mable's Girl Music. ASCAP/Universal- 

PolyGram International Tunes. SESAC), HL/WBM, RBH 

23 

SAY (Sony /AN Tunes. ASCAP/Specific Harm. ASCAP), 

HL. H100 49 
SEE YOU AGAIN (T'ondoies Lane Music Publishing, 

BMVSeven Summits, BMVAntonira Songs, 
ASCAP/Seven Pocks Music, ASCAP/In Bocca Al Lupo. 

ASCAP) POP 45 

SE TAMBALEA (Not Usted) LT 43 

SEXY CAN I (Stop Trying To Copy My Music. BMVDraw 
First Publishing, ASCAP/Victor S. Caraway Publishing. 
ASCAP) H100 33; POP 19 

SHAKE IT (Metro Station Music, ASCAP/EMI April, 

ASCAP HL, H10017: POP 7 

SHATTERED (TURN THE CAR AROUND) (010 Man 

Time Music. ASCAP /G Watt Music, ASCAP) POP 80 

SHE NEVER CRIED IN FRONT OF ME (Franklin Road, 

BMVMusic Of Sage Three, BMVBobbys Song And Sal - 

vage, BMVStage Three Music, NO CS 23. H100 65 

SHOULD'VE SAID NO (Sorry /ATV Tree, BMVTayla Swift 

Music. BMI), HL CS 6; H100 34 

SHUT UP AND LET ME GO (WB Music, ASCAP/Pay- 
writer Music, PRS/Sony/AN Tunes. ASCAP/Sony/AN 
Music UK, PAS), HLMBM, POP 71 

SIGUELO (ot Listed) LT 16 

SINCE YOIEVE BEEN GONE fW B.M. Music. 

SESAC/Songs In The Key Of B Flat, SESAC/Noontime 

South, SESAC/The Dean's List, SESAC/December First 

Publishing Group, SESAC/Jaylen Adonis Music Publish- 

ing. SESAC/Chnstan Combs Publishing, SESAC/Foray 
Music, SESAC). HUWBM, RBH 52 

SI NO TE HUBIERAS IDO (Marco. ASCAP) LT 2 

SI TU TE ATREVES (Universal Music - MOB Songs, 

ASCAP LT 24 

SI TU TE VAS (ADG, SESAC) LT 11 

SO FLY (EMI April, ASCAP /Justin Combs Publishing, 
ASCAP/Da 12 Music. ASCAP). HL, ROH 40 

SOLO UN DIA ( AHORA TE AMO) (Not Listed) LT 42 

SOUNDS SO GOOD (Gin Road, HMO CS 39 

SPOTLIGHT (Super Sayin Publishing, BMVUniversal 

Music - Z Songs, BMVSonyy/AN Tunes, ASCAP/EMI 
April, ASCAP HHL /WBM, RBH 20 

STAY DOWN Mary J. elige. ASCAP/Universal Music 

Corporation, CAPMLB.M. Music, SESAC/Songs In 

The 

SESACMaked Under My Clothes, ASCAP /Chrysalis 
Music Publishing, ASCAP), HUWBM. RBH 58 

STAY WITH ME (BY THE SEA) (Al Green. BMVUniversal 

Music - Careers, BMV474 Music, BMVNicodemus 
Music. BMVJaaPo Music, ASCAP/Universal Music Cor- 

poration, ASCAP/My Soulmate Songs, ASCAP/Songs Of 

Windswept Pacific, BMI), HUWBM. RBH 64 

STOP AND STARE (Sony/AN Tunes, ASCAP/Midnite 
Miracle Music, ASCAP/BUttedoot Music. ASCAPNei1 

Over Downfalls, ASCAP/Black Scarf, ASCAP/LJF Pub- 

lishing Company, ASCAP). HL, POP 38 

SUFRIRAS Ser- Ca, BMI LT 31 

SUMMERTIME (Sony/ATV Harmony. ASCAP/Three Piece 

Publishing, ASCAP/Donnie D Publishing, ASCAP), HL 
H100 43; POP 28 

SUPERGIRL Mr. Radar, BMVCopyright ControVShapire, 
Bernstein & Co , ASCAP/Tssha Music, ASCAP) POP 85 

SWING Dawn Raid Music Publishing. BMVUniversal 
Music Corporation, ASCAP/Soulja Boy Music, 
BMVCroomsacuar Music, BMI) POP 73 

AUG 
2 

b 2008 

SWING YA RAG (Crown Club Publishing. BMVWamer- 

Tamerlane Publishing. BMI/Universal Tunes. 

SESAC/Songs Ol Universal. SESAC). HUWBM, RBH 54 

TAKE A BOW (Universal Music - Z Songs, BMIRen In The 

Ground Publishing ASCAPNniversal Music - Z Tunes, 

ASCAP/Sony/ATV Harmony, ASCAP/EMI April. ASCAP, 

HUWBM. H100 2, POP 4. RBH 5 

TAKE YOU DOWN (Songs 01 Universal, BMVCulture 

Beyond Ur Experience Publishing, BMVFirst Avenue 

Music, PRSNniversal Music - MOB Songs. 
ASCAP/Demis Hot Songs, ASCAP/EMI April. 

ASCAP /Almo Music, ASCAP/Strange Motel Music, 

ASCAP/Underdogs West Songs, ASCAP). HLIWBM. 

H10046; RBH 6 
TARDE 0 TEMPRANO (Mostly Sad Songs, ASCAP/WB 

Music, ASCAP) LT 38 
TEENAGE WVE AFFAIR (Lellow Productions. 

ASCAP/EMI April, ASCAP/Touchyleelyy Music, 
ASCAP/Plantife Experience Music. ASCAP/Uncle Bobby 

Music, BMVEMI Blackwood, BMVStripe Music. BMblrv- 

inn, BMI), HL H100 56. RBH 3 

TE QUIERO (Editorial San Angel SA_ DE C.V.) H100 86: 

LT 1 

TEXT MESSAGES (Not Listed) RBH 65 
THAT'S GANGSTA (2 Trill Enterprises, ASCAP/Eyes 

Above Water. ASCAPBheightsmusic, ASCAP/Sony/AN 
Tunes, ASCAP / Jonathan Rotem Music. BMVSonyy/AN 

Songs BMWniversalMusic -ZTunes,ASCAP/RmpMy 
Pon International, ASCAP). HL/WBM, RBH 96 

THAT SONG IN MY HEAD (Hope -N -Cal, SMVSexy Trac- 

tor Music, BMVCaI IV Entertainment, BMVWamer-Tamer- 
lane Publishing, BMVBoalwright Baby, BMVSony/AN 
Tree. BMVGoId Watch, BMI). WBM. CS 18 

THAI'S WHAT YOU GET (WB Music, ASCAP/But Father. 

I Just Want To Sing Music. ASCAP /Josh's Music, 
ASCAP/Hunterboro Music, ASCAP). WBM. 0100 81 

POP 34 
THERE'S NOTHIN (Eyes Above Water, 

ASCAPBheightsmusic. ASCAP /Jonathan Rotem Music, 

BMVSoulhside Independent Music. BMVHeres Lakin At 

You Kidd Music. EMVRryelu Heights Music. BMVReach 
POP 91 

THEY (CALL T BFAWNS FOR A REASON (Songs 01 

Universal, BMVHannabeig BMVHope- N-CaI, BM/Sexy 
Tracta Music, BMVCaI IV Entertainment. BMp, 

HUWBM, CS 60 
THIS IS ME (Walt Disney Music Company ASCAP) H100 

57: POP 52 

THOSE GURLZ (My Own Chit Music. BMVEMI Black- 

wood. BMVAdida Music Publishing, BMVEIijah Molina 

Publishing, SESAC /0 Baby. ASCAP), HL, RBH 91 

THUNDER (EMI April, ASCAP/Martin Johnson Music. 

ASCAP ) H100 84. POP 46 
THE TIME OF MY LIFE (19 Music Ltd.. ASCAP), WBM, 

H100 48: POP 48 
TRES (Nol Listed) LT 34 

TROUBADOUR Ash Street. ASCAP/Big Loud Shirt Indus- 
', ' ' : Moulage Music. ASCAP /Sorry /AN 

\Pleshe Satcher. BMI/Sony /AN Tree. 

r n0 3 

TU ADIOS NO MATA : Pr,' 

UH HUH 

V 

Raising. ASCAP NB Muet /I `Su [Ml bure 

ASCAP /Side That Music. ASCAP/Regina s San Music, 

ASCAP), HUWBM, RBH 77 

UPPER MIDDLE CLASS WHITE TRASH (Mike Curb 

Music, BMVSweet Hysteria Music, BMI/Songs 01 Mighty 

ISIS Music. BMI.Yobali Music Rihlishlno ASCAP Vista 

V 
VIVA LA VIDA i, 

VIVE Y DEJAME VIVIR (Ara. BMI) LT 12 

VOICES (Runnin' Behind Publishing, ASCAP/EMI April, 

ASCAP B n loud Shim Industries. ASCAP( CS 43 

VDLVERE f: ' Li i` ;n 

WAITIN ON A WOMAN 

W 
rG 

Tamerlane Publishing, Ark HLWBM CS 14, H100 82 

THE WAY THAT I LOVE YOU (Pookietoots ASCAP/Uni- 
versal Music Corporation. ASCAP/Notting Hill Music. 

BMI HUWBM. RBH 36 
WE WEREN'T CRAZY (Beautiful Monkey, BMVBig 

Mouth. BMVMusic Of Stage Three, BMVBobbys Song 
And Salvage, BMI) CS 10: 6100 90 

WHAT ABOUT NOW (EMI Blackwood, BMVBug, 

BMV12:06 Publishing, OMV7 Months Of Shadows Pub- 

SOCAN)B 

sgHUWBMt fFOP g usic, BMVSmells Like Metal. 

WHATE/ER YOU UM (Crown Club Publishing, 

BMVWamerTamertane Publishing BMVJimipub, 

BMVRicco Banino Muzc. ASCAP), WBM, ROH 60 

WHAT YOU GOT (Byefall Music, ASCAP/Sony /AN Har- 

mony, ASCAP/Sony/A1V Songs. BMI), HL H100 24: 
POP t4 

WHENEVER YOU'RE AROUND (Blues Baby. ASCAPAa 

Kasa Sole. ASCAP/EMI April, ASCAP/Next Generation, 

ASCAP/Universal Music Corporation, ASCAP /Jalcat, 

ASCAP) HLNJBM. RBH 85 

WHEN I GROW UP (EMI Blackwood, BMVRodney 

Jerkins Productions, BMVUniversal Music Corporation, 

ASCAP/TnT Ealosive Publishing, ASCAP/EMI, 
PRS/Glenw610012 ne 

POP 

d 

8 

Music Corporation, PRS), HLIWBM, 

WHEN IT RAINS (NTAC. BMI) CS 37 

WHOA OHI (ME VS. EVERYONE) (Forever The Sickest 

Kids Publishing, ASCAP /Geoff Rockwell. BMI) POP 99 

WHO HOTTER THAN ME (First N' Gold, BMVWamer- 

Tamerlane Publishing, BMI/Cathead Biscuit Music. BMI), 

WBM, RBH 75 
WITH YOU (Naked Under My Clothes. ASCAP /Chrysalis 

Music Publishing, ASCAP/Sony/ATV Tunes. 

ASCAP/Sony/AN Music UK. PRS/EMI April, 

ASCAP/Stellar Songs, ASCAP/EMI Blackwood. BMI). 

HL, POP 49 

WOMAN Universal Music - Z Tunes, ASCAP /Ahmad's 

World, ASCAP/Sony/ATV Tunes. ASCAP/Life Print, 

ASCAP). HUWBM, RBH 26 

WORDS (Bug Music. ASCAP/Soup Sandwich, 

ASCAP /Gold & Iron, ASCAP/WB Music, ASCAP). WBM. 

RBH 08 

YA NO LLORES (LET ME LOVE YOU) (Chanter Music 
Publishing, ASCAP/786 Publishing, ASCAP) LT 13 

YO NO SE PERDONARTE ( Fossi. ASCAP/Sony/ATV Dis- 

cos ASCAP /Deeksha Publishing, SESAC/Sony/ AN 
Timber. SESAC/Nana Maluca. SESAC) LT 19 

YOU CAN LET GO (I Want To Hold Your Songs, 

BMVWords To Music, BMVDìmensional Music Of 1091. 

ASCAP /A Sling And A Prayer, ASCAP /Cherry lane. 

ASCAP), CLM, CS 28 
YOU GOT ME (Watch The Sasguatch Music, BMUZ -Daz- 

zlisfic Music, ASCAP) POP 74 

YOU LOOK GOOD IN MY SHIRT (Sony /AN Tree, 

BMVGold Watch, BMVWenonga. BMVNEZ. BMI), HL. CS 

5; H100 51 

YOU'RE EVERYTHING (2 Trill Enterprises, ASCAP /4 

Blunts Lit At Once. ASCAP /Sony /AN Songs, 

BMVCrump Tight Publishing ASCAP/Premro Publishing, 

BMVStiII -N -The Water. BModdactor Publishing, 

BMVEMI April, ASCAP), HL RBH 100 

YOU'RE THE ONLY ONE (India B. Music, BMVSongs Of 

Universal PolyvGGram Intentional, BMVDemonte's Music 

Publishing, BMVParadise Forever Music, BMI) RBH 24 

YOUR LOVE IS A LIE (WB Music, ASCAPMigh- Mainte- 

nance, SOCAW/keI Wheelie, SOCAN4anni Tunes, 

SOCAN). WBM, POP 84 

Go to www.bjllboard.biz for complete chart data I 51 
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CONNECT WITH THE MUSIC INDUSTRY'S MOST IMPORTANT DECISION MAKERS 

Billbarl. 

MAR ICE A (' 
For ad placement in print and online call Jeff Serrette 800- 223 -7524 /jerrette a billboard.com 

Call Benjamin Alcoff - Help wanted advertisment postings in print and online 646 -654 -5416 /Ben.Alcoff ä,nielsen.com 

T-SHIRTS 

ßflOKITflG( 

Worldwide Distributors of Licensed: 
ROCK & NOVELTY T- SHIRTS, 

STICKERS, PATCHES, FLAGS & MORE! 

Check out our website catalog: 

www.backstage-fashion.com 

or call for a free price list /flyer (dealers only): 

800 -644 -ROCK 
(outside the t'.ti. - 92S- 443- U10(1) 

NOTICES/ 
ANNOUNCEMENTS 

FREE MUSIC BUSINESS 

CLASSIFIEDS - BUY - SELL TRADE 

EQUIPMENT - FIND MUSICIANS /BANDS 

Visit - www.bizclassifieds.com 

Music Internet Services - mnusa.net 

DON'T 
MISS AN 

ISSUE 

a 

Issue #30 July 26, 2008 

To Order Back Issues 
Online, Go To: 

billboard.com /backissues 
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MUSIC 
MERCHANDISE 

BUY DIRECT AND SAVE! 
While other people are raising their prices, we 
are slashing ours. CD's. LP's, Books, Cassettes 
as low as 50 cents. Your choice from the most 
extensive listings available. 

For free catalog call (609) 890 -6000. 
Fax (609) 890 -0247 or write 

Scorpio Music, Inc. 
P.O. Box A Trenton, N.J. 08691 -0020 

email: scorpiomus @aol.com 

PROFESSIONAL 
SERVICES 

READY TO RECORD? HOW 
ABOUTSOME a HELP? 

Contact us today 
and we'll send 
you your FREE 

that's full 
of great recording 
tips and tricks. 

(866) 677-7911 
www.discmakers.com/bb 

)DISC MAJORS' 

PROMO & 
MARKETING 

Would you like to stay 
focused on making 

"HIT records? 
Trust BLOOM to manage all 

of the details in recording 
and marketing. Some of our 

services include Budgets, 

Album coordination, Rights 

administration, Union con- 
tracts, and Release planning. 

212- 627 -5456 

Ivw ,.bloomentertainment.com 

BUSINESS 
OPPORTUNITIES 

BMI AWARD WINNING WRITER, 
DAVID PAYTON HAS 

YOUR NEXT HIT - Email - 

Davidpaytonmusic @aol.com or 
Call 813- 447 -5350. 

HELP WANTED 
SEEKING ASSISTANT 

LABEL MANAGER 
MPress Records, an artist -owned indie 
record label with itn'I distribution & 10 

album catalog, is seeking an industry 
veteran for Asst. Label Mgr. to help 
oversee Distribution, Marketing and 

Product Management. Proficiency with 
Mac such as Filemaker, Quark, 

Photoshop, Quickbooks, HTML skills 
and familiarity with New Media a plus. 

Must be extremely organized, a 

problem -solver and a strong delegator. 
Salary to be determined. Send cover 

letter and résumé to 

personnel@mpressrecords.com 

or fax to: 212.481.1073. 

CONTESTS 

www.thequeen 
of 

soulcontest.com 

(TINA vs. ARETHA) 

Billboard Classifieds 
overs Eve hin 

DUPLICATION 

REPLICATION 

VINYL PRESSING 

CD ROM SERVICES 

DVD SERVICES 
FOR SALE 

PROMOTION & MARKET- 
ING SERVICES 

MUSIC DISTRIBUTORS 

AUCTIONS 

RECORDING STUDIOS 

REAL ESTATE 

INVESTORS WANTED 

STORES FOR SALE 

EQUIPMENT 
FOR SALE 

STORE SUPPLIES 

FIXTURES 

CD STORAGE 
CABINETS 

r Help' 

DISPLAY UNITS 

PUBLICITY PHOTOS 

INTERNET /WEBSITE 
SERVICES 

BUSINESS SERVICES 

MUSIC INSTRUCTION 

BUSINESS 
OPPORTUNITIES 

COMPUTER/ 
SOFTWARE 

MUSIC MERCHANDISE 

T- SHIRTS 

EMPLOYMENT 
SERVICES 

PROFESSIONAL 
SERVICES 

DJ SERVICES 

FINANCIAL SERVICES 

LEGAL SERVICES 

ROYALTY AUDITING 

TAX PREPARATION 

BANKRUPTCY SALE 

COLLECTABLE 

PUBLICATIONS 

TALENT 

SONGWRITERS 

SONGS FOR SALE 

DEALERS WANTED 

RETAILERS WANTED 

WANTED TO BUY 

CONCERT INFO 

VENUES 

NOTICES/ 
ANNOUNCEMENTS 

VIDEO 

MUSIC VIDEO 

POSITION WANTED 

LISTENING STATIONS 
FOR LEASE 

DISTRIBUTION 
NEEDED 

EDUCATION 
OPPORTUNITY 

HELP WANTED 

MASTERING 

AUDIO SUPPLIES 

ROYALTY PAYMENT 

PRINTING 

MUSIC PRODUCTION 

METAMUSIC 

STAGE HYPNOTIST 

CD FAIRS & 
FESTIVALS 

MUSIC WEBSITES 

NEW PRODUCTS 

DOMAIN NAMES 

For print and online contact Jeff Serrette: o 

_., 

800-223-7524 or jserrettefdbitlboard. com 
nted postings in print and online contact Benjamin Atcoff: 646 -654 -5416 or Ben.Atcofftänietsen.com 
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Send submissions to: exec a billboard.com 

RECORD COMPANIES: Warner Music Group promotes 
Stephen Bryan to senior VP of digital strategy and business 

development. He was VP. 

Universal Republic Records appoints Nate Albert VP of 
A &R. Albert, a founding member of the Mighty Mighty Bos - 

stones, was most recently an A &R consultant. 
Nine North Records names Tom Moran VP of promotion 

and marketing. He was VP of promotion at Show Dog Records. 

PUBLISHING: Universal Publishing Production Music pro- 

motes Jonathan Firstenberg to VP of business development. 

He was creative director at Universal Music Production Library. 

Peermusic elevates Craig Currier to senior creative direc- 
tor of advertising markets. He will continue in his role as ex- 

ecutive producer for the division. 

Ìs 
FIRSTENBERG 

TOURING: MSG Entertainment promotes Melissa Ormond to 

COO and names Don Simpson senior VP of business devel- 

opment. Ormond was executive VP of bookings, and Simp- 

son was president of House of Blues Concerts Canada. 

Live Nation ups Rick Mueller to president of California and 

Nick Masters to chairman of Southern California. Mueller was 

president of San Francisco, and Masters was president. 

Ticketmaster names Mark Meyerson senior director of its music 

services team. He was director of strategic ticketing at AEG. 

British -based independent ticketing consultancy /online 
price comparison service Tixdaq.com names Will Wadding- 
ton COO /CFO. He was senior director of business and tech- 

nology strategy at EMI Music. 

Anaheim Arena Management, which manages the Honda 

Center in Anaheim, Calif., promotes Jo -Ann Armstrong to 

director of booking. She was booking manager. 

FILM /TV: Fuse adds new VPs to its advertising sales depart- 

ment: Kim Verkler (Midwest), Michael Roche (Eastern) and 

Maggie Helm (Western). Verkler was a sales executive at 

Oxygen Media, Roche was director, and Helm was a sales ex- 

ecutive at ABC Family. 
-Edited by Mitchell Peters 

uut)i)WC)141(S 
ARTISTS HELP EXPOSE HUMAN TRAFFICKING 
In his forthcoming documentary, "Call + Response," film- 

maker /musician Justin Dillon uses footage of live musical 
performances to help reveal the horrors of human trafficking 
and slavery around the world. 

Dillon and his crew have spent nearly two years filming per- 

formances by Moby, Natasha Bedingfield, Cold War Kids, Ma- 

tisyahu, Imogen Heap, Talib Kweli, Five for Fighting, Switchfoot 

and Rocco Deluca, among others. The performances are com- 

bined with footage of slave trading and child sex brothels, along 

with interviews from such personalities as Dr. Cornel West, 

Madeleine Albright, Daryl Hannah and Ashley Judd. 

"By putting these incredible live performances in between 
the information you're hearing and the undercover footage 

you're seeing, it's marrying it all together in a way that's un- 

deniable," Dillon says. 
"Call + Response" hits select theaters around the country 

beginning Oct. 17. Dillon is talking with promoters to stage 

concerts to help promote the film in those markets. Profits 
will be donated to various organizations that aim to eliminate 
human trafficking and slavery. A trailer for "Call + Response" 
can be viewed at callandresponse.com. -Mitchell Peters 

Award -winning composers Hans Zimmer, left, and James Newton 
Howard teamed up t' compose the score for blockbuster film 
" -he Dark Knight." They were on hand July 15 to sign copies of 
the Warner Bros. soundtrack at the Virgin Megastore in New 
York's Times Square. PHOTO: COURTESY OF AMY OPOKA 

As part of Sub Pop Records' 20th 
anniversary festivities, the Pacific 
Northwest chapter of the Recording 
Academy, in partnership with 
Experience Music Project, produced 
"Oral History Live! Suo Pop Records." 
featuring intimate interviews filmed 
before a live audience. This event 
brought together Sub Pop founders 
Bruce Pavitt and Jonathan 
Poneman to discuss the history of 
tie famed indie label and dissect 
the impact it has had on the local, 
national and international music 
community. From left are Pacific 
Northwest chapter executive director 
Ben London, Seattle Mayor Greg 
Nickels, Pavitt, Ponernan and EMP 
senior curator Jacob McMurray. 
FHCTO: COURTESY OF THE RECORDING 

ACADEMY/W IRE I MAGE.CON 

This summer, 311 and Snoop Dogg are going coast to coast on 311's annual Unity 
Tour with Fiction Plane. The tour promotes 311's underlying themes of unity and 
positivity. =rom left are 311's Nick Hexum and Chad Sexton, Snoop Dogg and 
311's P -Nut, SA Martinez and Tim Mahoney. PHOTO: COURTESY OF ZANDY MANGOLD/RETNA 

VOTE FOR IT! 08 
Online advertising network CPX Interactive and the Hip -Hop 
Summit Action Network (HSAN) officially launched Vote for It! 08 
and its Get Out the Youth Vote video public service announcement 
campaign at a celebrity bash at New York's Room Service. The 
FSA, which features Russell Simmons, LL Cool J, Snoop Dogg, 
Ciara, T.I., George Lucas, Jim Jones, Doug E. Fresh and others, just 
reached a landmark 1 million views on YouTube. PHOTOS: COURTESY OF 

JOHNNY NUNEZ /WtREIMAGE.COM 

LEFT: From left are HSAN president Dr. Benjamin Chavis, CPX VP of 
marketing David Shay, CPX CEO /founder Mike Selman, Russell 
Simmons. HSAN executive director Valeisha Butterfield. CPX COO Rob 
Rasko and CPX chief technology officer /founder Carlton Hickman. 

BELOW: From left are DJ Clue, a party guest, Warner Music Group 
executive VP Kevin Liles, "106 & Park" VJ Rocsi, video director Lil 
X, a party guest and "106 & Park" VJ Terrence J. 

INSIDE TRACK 

RAP IT UP 
Originally slated for June 3, Def Jam 
up- and -comer Karina Pasian will now 
release her debut album, "First Love," 
Aug. 19. The 16- year -old Dominican - 
American this summer will embark on 

Coca -Cola's Refresh Your Flow tour 
with Lupe Fiasco and Russ Parr's Russ 

Bus tour for emerging artists. 
The former outing next hits Philadel- 

phia Aug. 3 and wraps Aug. 29 in New 

York. The latter started July 28 in Wash- 

ington, D.C., and will run through Aug. 
12 in Richmond, Va., with appearances 
slated from Ray J, Keri Hilson, DJ Khaled 

and Ace Hood, Slim from 112, Maino, 
Yung Berg, Jazmine Sullivan, DAY26, 

Jim Jones and Pretty Ricky. 

Pasian recently released a new sin- 

gle, "Can't Find the Words." First track 
"16 @ War," written and produced by la- 

belmates the -Dream and Tricky Stew- 
art, peaked at No. 70 on Billboard's Hot 

R &B /Hip -Hop Songs chart. 
In other hip -hop news, Murs returns 

Sept. 30 with "Murs for President" 
via Warner Bros. The MC's 2006 ef- 
fort, "Murray's Revenge," came out 
via indie Record Collection with dis- 
tribution by Warner Bros. A Los An- 
geles underground hip -hop fixture 
for more than a decade, Murs pio- 
neered the quirky style now touted 
by such MCs as BLU and U -N -I. The 

artist will join acts like Nas and A Tribe 

Called Quest on this summer's Rock 

the Bells tour. 
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Russell Simmons hosted the 
Rush Philanthropic Arts Foundation's ninth 

annual Art for Life benefit gala July 19 at his East 
Hampton estate. The event drew many influential guests, 

including Christy Turlington Burns, Patrice Motsepe, Arnold L. Lehman 
and Frederick Iseman. Founded in 1995 by brothers Russell, Joseph and 
Danny Simmons, Rush Philanthropic Arts Foundation dedicates itself to 

providing support for more than 50 New York nonprofit organizations benefiting 
underprivileged children. Last year the gala raised $1.4 million. From left are 

director Brett Ratner, Turlington Burns and Danny and Russell Simmons. 

From left, R &B 
singers Bobby 
Brown and 
Macy Gray, 
Championship 
Gaming Series 
commissioner 
Andy Reif and 
professional 
gamer Jonathan 
"Fatality" 
Wendel attend 
the Championship 
Gaming Series 
party July 15 at 
Santa Monica 
Airport's Barker 
Hanger in 
California. PHOTO 

COURTESY OF JASON 

MERRITT 

gtKfRSt, 

TAKE ME OUT TO THE BALL GAME 
ABOVE: Rock band 3 Doors Down attended the 
MLB All -Star Game held July 15 at Yankee 
Stadium in New York. From left are 3 Doors Down 
members Chris Henderson, Greg Upchurch and 
Matt Roberts; New York Yankee Mariano Rivera; 
and 3 Doors Down members Brad Arnold and 
Todd Harrell. 
LEFT: The Durham Bulls (the AAA affiliate of the 
Tampa Bay Rays) of the International League 
celebrated the 20th anniversary of the hit movie 
"Bull Durham" with a special concert featuring actor 
Kevin Costner and his band Modern West at the 
Durham Bull Athletic Park in Durham, N.C. From left 
are Durham Bulls GM Mike Biding, Select Artists 
Associates president Charles Johnston and Costner. 

Kenny Chesney received 
Ticketmaster's Platinum Ticket Award backstage 

at his Poets & Pirates tour stop July 5 at Nashville's LP Field. 
Chesney is among 50 of the nation's top ticket -selling tours, 

promoters, venues and sports teams receiving the honor. From left are 
Ticketmaster Nashville GM Terence Cohan, Ticketmaster Nashville marketing 

manager Melissa Nguyen, Chesney and AEG -TMG Live president Louis Messina. 

Sony BMG and the Morrison Hotel Gallery threw a party at the Morrison Hotel Gallery Loft in New York to 
celebrate the opening of the new photo exhibit "In Session at the Columbia Records 30th Street Studio." The 
exhibit, featuring many never -before -seen photos of such icons as Bob Dylan, Johnny Cash, Miles Davis and 
Tony Bennett from the Sony BMG photo archives, will be open until September. All of the photos will be for 
sale on icon -collectibles.com as well as online and in -store at the Morrison Hotel Gallery Loft. Attending the 
event, from left, are Morrison Hotel Gallery owner Peter Blachley, CMG /Sony BMG president John Ingrassia, 
photographer Don Hunstein and Bennett. PHOTO: COURTESY OF JOSEPH ROSEN 

British 
soul man James 

Hunter, right, with actor/ 
comedian Will Ferrell outside 

the "Tonight Show" studios July 14 
in Los Angeles, where they both 
appeared on the NBC program. 

Moby, KT Tunstall, Joss Stone and 
System of a Down's Seri Tanklan participated recently -.44......_ , 

in the Missing Peace Music Project via a filmed journey to 
Philadelphia to meet privately with the Dalai Lama. The world leader is an 

adviser to the project being directed and executive -produced by Rebekah Alperin 
and Chantel Sausedo. The meeting was filmed for a documentary, "Journey of a Thousand 

Miles: In Search of the Missing Peace," produced by Tracs Films. From left are Alperin, Tankia 
Stone, the Dalai Lama, the Missing Peace founder Darlene Markovich, Tunstall and Moby. 
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REGISTER EARLY AND SAVE $100! 

The ONLY Summit Dedicated Exclusively 
to the Top Selling Genre of Latin Music! 

October 6 -8, 2008 Wilshire Grand Los Angeles 
Now in its 3rd year, this unique summit celebrates regional Mexican music 
and unites the key industry players that drive this lucrative sector of the 

Latin music business. 

Join today's top regional Mexican artists, concert promoters, retailers, 
sponsors, managers as well as record label, digital /mobile entertainment, 
marketing, advertising and radio executives to network, do business and 

discuss hot industry topics. 

BILLBOARD Q &A WITH 

PEPE AGUILRR 
The voice of Mexican Music, Latin Grammy° winner and one of 

the most successful singers and producers in the Latin market! 

THE EVENT ALSO INCLUDES: 
Live Artist Showcases with Up- And -Coming Acts 

Invaluable Networking Opportunities 

Roundtable Discussions 

AND MUCH MORE!! 

RegisterToday 

6MI 

Registration: 646.654.4643 
Sponsorships: 646.654.4648 www.BillboardEvents.com Wilshire Grand: 888.773.2888 
DISCOUNTED ROOM RATE FOR ATTENDEES! $189 RESERVE BY SEPT 15. SPACE IS LIMITED! 

ASalP ®LR Networks 
mec 

nochelatìná, 
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en español 
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- a eoi-7611R-feLla-s-kk"k. SONGWRITING CONTEST 

Colourslide wins $20,000 
Maxell Song of the Year 

xx 
ORDER Ol 

TWENTY THOUSAND DOLLARS AND ßoó DOLLARS 

f ,1 Natasha Bedingfield 
7 presents the S20,000 

top prize to Colourslide 
who won the John 

Lennon Songwriting 
Contest's coveted 

Maxell Song of the Year. 
\1LM0 _ 

Pictured (L to R): John Lennon Songwriting Contest Executive Director Brian Rothschild, 
Colourslide members and winning writers Dean Newman, Alex Lawhon, Sony recording 
artist Natasha Bedingfield, President of Maxell Corporation of America Hideaki Numoto, 
and Colourslide's Steve Julian and Joe Palmer. 

» Enter the 2008 contest and...just imagine 
Download an application or upload your entries 

jiscacom 
'Lennon' and 'John Lennon' are trademarks of Yoko Ono Lennon. All artwork © Yoko Ono Lennon. Licensed exclusively through Bag One Arts, Inc. Design: Baree Fehrenbach 
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