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Keynote at MidemNet 09

David Eun,
VP of Content Partnerships,
Google (USA)

In 10 years MidemNet has become the definitive event for
monetizing music in the digital age. Over two days of intense
conference sessions and serious networking, debate and enga-
ge with more than 1,400 key international executives and
actively participate in shaping the industry’s future.

Also benefit from dedicated networking lounges and events, as
well as unique matchmaking opportunities like the celebrated
mentoring sessions.

midemnetblog.com
Keep up with the discussions at MidemNet throughout the year.

Media partners

Biloeere (. jciatemesiaw=  informa
music : ) ally Musique Infoss  musik.oche

consorcom MIDEM® is a regjstered trademark of Reed MIDEM — All rights reserved.

midem

MUSIC BUSINESS IN THE D

INTRODUCING 2 A
THE “VISIONARY CHAIR COMMITTEE™ : —
A renowned group of 7 visionaries chosen to advise a%
the MidemNet: e
Chairman: Ted Cohen, Managing Partner, TAG Strategic (USA) e

Chris Anderson, Editor in Chief, Wired Magazine/Author of The Long Tail
& of the forthcoming book Free (USA) e

Sam Duann, Founder & President, Rock Music Group (Taiwan)

Harvey Goldsmith CBE, Managing Director, Artiste Management
Productions (UK)

Bruce Houghton, President, Skyline Music/Editor, Hypebot.com (USA}
Terry McBride, CEO, Nettwerk Music Group (Canada)

Ralph Simon, Chairman Emeritus & Founder, Mobile Entertainment Forum
~ Americas (USA)

* Excluding VAT and valid for all participants without a stand.
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EXPERIENCE THE BUZZ

EXCLUSIVE i
\O h n MEET ARCADE,
SONY BMG’S
IN-HOUSE
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IHAD . RETAIL
To Go TAKING CONTROL
R. KELLY WHAT’S JANET’'S
ON MY NEXT MOVE?
FANS.’ RAP DOWN UNDER
EMERGING
f? AUSSIE,

NZ HIP-HOP

MySpace
Music

¢ WHY IT MATTERS

¢ Q&A WITH
MYSPACE CEO
CHRIS DeWOLFE

¢ AMAZON’S
BURGEONING MP3
PARTNERSHIPS
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;\j . ’P);QONLY Summit Dedicated Exclusively

f f\ﬂ)\ the Tup Sellmg Genre of Latin Music!

7

; e October 6-8, 2008 » Wilshire Grand ¢ Los Angeles

\ONF IRMED PANELISTS :

FEATURING.. .

A O%A WITH
FONOVISA'S EXCLUSIVE

Pepe Garza

Armando Banuelos Ron Czerny Yesenia De Luna

Cnistal Do Ivan Fi d Istnael Galle
Songwriter PlayPhoune Luna Communications Nnrr‘:y1fol lr:::fy I\mgi:‘E:::::(h:fmnl “'Sl(::gw?“:tvms KBUE, La Que R[E[]H[]ING AR"SI
and La Maquina Musical Center / Promotores Buena, Los Angeles

Radio Network Unidos M a rco

-_ 1 = r -
r Antonio

- j =
g - Solis

Adrlana Gnscolgne Francesco Gomez Sergio Gomez Rebeca Leon ~ Tim Luce Espinoza Paz
s Akwid Akwid AEG Live / Marquez Brothers Artist/Composer ADDITIONAL PANELISTS INCLUDE:
Goldonvoice Entortainmont, Inc. Elias Andrade, PeerMusic Publishing
i — 1 Alac E. Baxter, FAR Music, LLC. & DBGIC Mgmt, LLC.
and Sports and Entertalnment Management, Inc.
Gabriel and Nano Berrelleza, Los Cuates de Sinaloa
\ ' Jim Biello, US Marketing, Inc/Chicago
A Lorenzo Braun, Sony BMG Latin
' Glenn Otig Brown, YouTube
| 1 Erol Chicowskl, loda
Jimmy Porez Marlo Oulnloro Christian Resten Anget Sepulveda Pope Serrano Oswaldo Villarreal Claribel Cuevas, Sony ATV Music Publishing
GLR Songwriter Fire Advertalnment  Programming, Terra ASL Songwriter Songwriter Gabriel Frogoso, DBC Entertalnment
UsA NSty Skander Goucha, Universal Music Latin Entertainment
Eddie Leon. Liberman Broadcasting
Bruno Lopez, Univislon.com
;‘ promotores Tony Melendez, Conjunto Primavera

Jose & Felipe Meza, Los Inquletos del Norte

Josh Newman, SendMe Moblle

Alejandro Recio, ARSolutions ;
Mitch Rotter, Thumbplay {
Laura Sempile, Conill LA

Nathan Thompson, The Orchard

Unidos
Showcase
October 6

Lamento Show Los Creadorez del Tierra Cali
de Durango Pasito Duranguense

Registration:646.654.4643

Register Today & Simemmcseass  www.BillboardEvents.com

Wilshire Grand: 888.773.2888
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ON THE CHARTS

ARTIST / TITLE

METALLICA /
OEATH MAGNETIC

CHRIS TOMLIN /
HELLO LOVE

| DARIUS RUCKER/
_LEARN TO Live

METALLICA /
OEATH MAGNETIC _

h M.I.A./

MARVIN SAPP /
THRSTY

Y ALL SHALL PERISH /
METALLICA/

D J KHALED /
WE GLOBAL _

METALLICA /
DEATH MAGNETIC

RKM & KEN-Y /
THE ROYALTY/LA REALEZA

NE-Y0 /
L YEAR OF THE GENTLEMAN

ARTIST / TITLE

B
WHATEVER YOU LIKE

T/
WHATEVER YOU LIKE

PINK
S0 WHAT

LEONA LEWIS /
| BLEEDING LOVE

COLDPLAY /

1 DABIUS RUCKER /
| § DON'Y THINK | OONT THINK ABOUT 1

" JAMES FORTUNE 8 FIVA/

VIVA LA VIDA

BRANDON HEATH /
GIVE ME YOUR EYES

MOBY /
1 LOVE TO MOVE IN HERE

RIHANNA /
DISTURBIA

HTRUSTYOU
LUIS FONSI/
ND ME COY POR VENCIOO
RIHANNA /
DISTURBIA
THE OFFSPRING /
YOU'RE GONNA GO FAR, KID
T/

| WHATEVER YOU LIKE

| ERIC BENET/
YOU'RE THE ONLY ONE

| BIW,

1 WHATEVER YOU LIKE
TI /
WHATEVER YOU LIKE
g T/
WHATEVER YOU LIKE

iy
WHATEVER YOU LIKE

ARTIST / TITLE

AC/DC /
__NOBULL: LIVE FROM THE PLAZA DEL TOROS

KID ROCK /
__ AL SUMVIER LONG

ARTIST / TITLE
AC/OC /
BACK IN BLACK

JOSHUA BELL / ACADEMY OF ST. MARTIN... /
VIVALDI' THE FOUR SEASONS

ANDREA BOCELLI/
THE BEST OF ANDREA BOCELL: VIVERE

NATALIE COLE /
STILL UNFORGETTABLE

DAVE K0Z /
GREATEST HITS

THE SAX PACK / "
FALUN FOR YOU

SMOOTH JAZZ SONGS

POP 100 §§ #1

TOP WORLD § #1

RIHANNA /
| DisTURBIA

CELTIC THUNDER /
ACT TWO

TOP DVD SALES § #1

TOP TV DVD SALES J #1

BABY MAMA

GREY'S ANATOMY: SEASON FOUR

TOP VIDEO RENTALS J »1

TOP VIDEO GAME RENTALS § «1

BABY MAMA

X360: MADDEN HFL 09

UPFRONT

7

MySpace majors
make adjustments for
joint venture.

6 Questions:
Michael Goldstone
Mileposts

FEATURES

COVER STORY

Retail Track, The Indies
Digital Entertainment
On The Road

Latin

Global

Q&A: Chris DeWolfe

I' After crooning his way
into the hearts of millions, John Legend goses

uptempo on “Evolver.”

Ten years after

consolldat|on swept concert proJ‘noters Live Nation’s
and AEG’s dominance defines the industry.

Billboard celebrates a new crop ¢f top hitmakers.

STARS

) Valeriya sets

her sights on Western exposure.

| As Latin Grammy Awards move

to Houston Univision plans multiplatform celebration.

MUSIC

Paisley

plugs in, rocks out on 6
mostly instrumental 53
album. 53
Global Pulse 54
Underground 68
Reviews 69
Happening Now

IN EVERY
ISSUE

Opinion

Over The Counter
Market Watch

Charts

Marketplace
Executive Turntable,
Backbeat, Inside Track

ON THE COVER: John Legend photograph by Vincent Peters,

REGIONAL MEXICAN
Billboard’s Regional

TOURING CONFAB
Attend the Billboard

FILM & TV MUSIC
The Film & TV Music

Mexican Summit, the only
event dedicated exclusively
to this genre of Latin
music, will feature a
superstar Q&A with
Marco Antonio Solis. Visit
billboardevents.com for
more information.

Touring Conference &
Awards to see the keynote
Q&A with Gene Simmons:
the man, the myth, the
merch. For the chance to
connect with the best in
the business, register at
billboardevents.com.

www.americanradiohistorv.com

Conference features a
Q&A with Diane Warren
and panel discussions with
key players from Oscar-
worthy films and such hit
TV shows as “Gossip Girl.”
For details, go to
billboardevents.com.

OCTOBER 4, 2008

HOME FRONT

THE HOT 100 AT 50
. Celebrate the 50th
\13 anniversary of the
2 Billboard Hot 100
at billboard.com/hot100,
where you can explore
the All-Time Hot 100
and additional exclusive
charts spotlighting Hot
100 milestones.
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The Promise Of
Sound Exchange

The Collecting Organization Fires Back At The Orchard

BY JOHN SIMSON

For nearly 75 years, recording artists and
record companies were never compen-
sated when their sound recordings were
played on all types of radio in the United
States, unlike most other countries
around the world. In 1995, that changed
when the Digital Performance Rightin
Sound Recordings was passed. [t was a
giant step for artists and labels. Today,
13 years later, digital streaming of music
has become an important new revenue
source for recording artists and record
labels, but one that also provides an
opening for opportunists who want to
exploit this new revenue stream.

Such digital services as satellite radio,
webcasters, simulcasters and cable
music services pay royalties to artists
and labels—Dboth indies and the majors
—for the use of sound recordings. In
2001, to facilitate the reporting, collec-
tion and distribution of digital royal-
ties, SoundExchange was created as a
nonprofit collection organization by
those who share in these royalties—
artists and labels.

SoundExchange has tracked more
than 2 billion plays and paid out more
than $150 million to tens of thousands
of artists and thousands of labels, while
accruing the lowest administration fee
of any comparable collection agency
worldwide (less than 6% in 2007).

SoundExchange’s unprecedented ef-
ficiency means that as webcasting and
other services continue their explosive
growth, SoundExchange will ensure that
artists and labels receive maximum pay-
outs and accurate reporting. That’s just
as it should be, since it’s only fair that
the creators of music should be appro-
priately compensated for their work.

Because there are new laws and reg-
ulations that govern this relatively new
process, SoundExchange is moving for-
ward in a responsible, guarded manner
to assure that the interests of artists and
labels are fully protected.

A few weeks ago in these pages, in an
extremely misleading opinion piece, the
CEO ofthe Orchard—a for-profit enter-
prise that charges a commission to la-
bels for receiving their royalties from
SoundExchange—accused Sound-
Exchange of not paying the Orchard roy-
alties for labels it claimed to represent.

SoundExchange has one responsibil-

6 | BILLBOARD | OCTOBER 4, 2008

SIMSON

ity: to protect the interests of artists and
copyright owners, period. Sound-
Exchange generally pays royalties to
record labels and recording artists di-
rectly, but we cooperated with the Or-
chard’s request to make payment
through the organization in hopes of
reaching out to more labels. Though we
lack the space here to expound on the
details, the fact is that SoundExchange
was doing its job by ensuring that the
Orchard complied with the law and the
agreement it signed with SoundEx-
change, which it had not done at the time
of its “editorial.” For example, the Or-
chard failed to provide the legally re-
quired tax documents, thus preventing
SoundExchange from paying royalties
owed to many labels.

Another grossly misleading statement
from the Orchard designed to create a
negative perception was the claim that
we collected $140 million last year but
distributed less than $40 million. Any-
one familiar with collection procedures
knows that there is a lag time between
collections and distributions. Account-
ing rules require that SoundExchange
“book” collections in 2007 even though
they weren’t even received until early

2008. In fact, in April 2008, we distrib-
uted approximately $50 million, the
largest distribution ever in SoundEx-
change’s brief history.

The Orchard even deceptively com-
plained about receiving royalties from
tracks for which it doesn’t own the rights
when the Orchard knows full well
SoundExchange must rely upon data re-
ceived from the services when allocat-
ing royalties. Improper payments
naturally occur, and we dedicate signif-
icant resources to correcting these er-
rors. It is the Orchard’s duty to inform
SoundExchange of such errors reported
by the services.

It was never our intention to debate
these issues here, and indeed this mat-
ter is being addressed directly between
SoundExchange and the Orchard. But
the Orchard’s public statements required
aresponse and provided us with this op-
portunity to emphasize what is all too
often lost in the rush to exploit sound
recordings: There are dedicated, hard-
working people behind the creation of
music, and their rights must be carefully
protected. While we recognize the value
that companies like the Orchard bring
to independent labels, we must exercise
extreme caution when entering complex
deals that require us to pay someone
other than the copyright owner.

As SoundExchange leads the way
through this uncharted and sometimes
challenging terrain, we will continue to
put artists and copyright owners first.
We will continue to execute our respon-
sibilities in a deliberate and prudent
manner and will continue to evolve state-
of-the-art collections and reporting sys-
tems. We will continue to hold those
who seek financial gain by exploiting
the works of artists and labels to the
highest ethical and legal standards. And,
apparently, we'll continue to absorb a
few cheap shots along the way. It goes
with the uncharted terrain. e
John Simson is executive director of
SoundExchange.

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.

v

SUBSCRIBE. co to biliboard.biz/subscribe or call

800-658-8372 (U.S. toll free) or 847-559-7531 (International).

Letters shoutd 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.

wwWw americanradiohistorvy com

Billlboard

PUBLISHER
HOWARD APPELBAUM

EDITORIAL DIRECTOR
BILL WERDE
EDITORIAL
SENIOR EDITORS: Jonathan Cohen 646-654-5582° Ann Donahue 223
SPECIAL FEATURES EDITOR: Thom Duffy 646-654-4

292 Louis Hau £

INTERNATIONAL BUREAU CHIEF: Mark Sutherland O11-44 E
EXECUTIVE DIRECTOR OF CONTENT AND
PROGRAMMING FOR LATIN MUSIC AND ENTERTAINMENT: Leila Cobo ami) 305- 3 9

EXECUTIVE DIRECTOR OF CONTENT AND
PROGRAMMING FOR TOURING AND LIVE ENTERTAINMENT: Ray Waddell

EXECUTIVE DIRECTOR OF CONTENT AND
PROGRAMMING FOR DIGITAL/MOBILE: Antony Bruno

SENIOR CORRESPONDENTS d Christman (R

Paul Heine 9. Kamau High ( 1g) 64 ]

Gail Mitchell 2 Chuck Taylor € 29

Tom Ferguson ¢ Editor) O

CORRESPONDENTS: Aya Ben-Yehuda (Lat 93 Mike B yle ¢
Hillary Crosley (R&R/H 646-654-. 464/ Conney Hardlng Indies) 646-654
Mitchelt Peters 32 2322 Ken Tucker (F ) 615-321-4286

INTERNATIONAL: Lars Brandle (Ausir Steve McClure
Wolfgang Spahr ‘Ger W) Robert Thompson a

BILLBOARD.BIZ NEWS EDITOR: Chris M. Walsh 64¢ 4-49(
GLOBAL NEWS EDITOR: Andre Paine C 4
BILLBOARD.COM EDITOR: Jesslca Letkemann 6. 54

ONLINE EDITORS Manel Concepclon ) O
Katie Hasty (2l -4¢

COPRY CHIEF: Chns Woods

COPY EDITOR: Christa Titus

SENIOR COPY EDITOR, SPECIAL FEATURES: Wayne Robins 4-4

ASSOCIATE EDITOR, SPECIAL FEATURES: Evie Nagy 646-654-4709

CONTRIBUTORS: Jim Bessman, Larry Blumenfeld, Fred Bronson, Ramiro Burr, Chuck Eddy, Juliana
Koranteng, Kerri Mason, Deborah Evans Price, Paul Sexton, Steve Traiman, Anastasia Tsioulcas
SPECIAL PROJECTS MANAGER: Kristina Tunzi

DESIGN & PHOTOGRAPHY
CREATIVE DIRECTOR: JOSH KLENERT
ART DIRECTOR: Christine Bower SENIOR DESIGNER: Greg Grabowy
PHOTO EDITOR: Amelia Halverson

CHARTS & RESEARCH

DIRECTOR OF CHARTS/SENIOR ANALYST: GEOFF MAYFIELD ¢
ASSOCIATE DIRECTOR: SILVIO PIETROLUONGO
SENIOR CHART MANAGERS Raphael George (R&E

Hop) Wade Jessen (€

CHART MANAGERS Bob Allen Box N. Keith Caulfield

A ) Anthony Colombo (Rock, Spo
Mavy DeCroce Kid ;\ud Na le) Geoff Mayfield (The & 2
Gordon Murray eggae. So etwork
Silvio Pietroluongo | t nas). Paul Pomfret

ndon), Gary Trust ( It 00} Alex Vitoulis
ANALYST: Keith Caulfield

CHART PRODUCTION MANAGER: Michael Cusson

ASSOCIATE CHART PRODUCTION MANAGER: Alex Vitoulis

BILLBOARD RESEARCH MANAGER: Gordon Murray 646-654-4

DIGITAL
VICE PRESIDENT, DIGITAL: JOSHUA ENGROFF
DIRECTOR, MARKET DEVELOPMENT: Eric Ward
MANAGER, MARKET DEVELOPMENT: Justin Harris

ADVERTISING SALES
VICE PRESIDENT, SALES/ASSOCIATE PUBLISHER: JEREMY LEVINE 6 4.4
NATIONAL SALES DIRECTOR/DIGITAL & CONSUMER: Derek Sentner 646-
DIRECTOR, BUSINESS DEVELOPMENT & EAST COAST SALES: Cindy Mata &
EAST COAST SALES: Ryan Bleich £46-654-4625, Charles Perez 646-654-4691
DIRECTOR, SPECIAL FEATURES & WEST COAST SALES: Aki Kaneko =¥
WEST COAST ADVERTISING DIRECTOR: Diane Johnson 3273 2 Alex Tenta
NASHVILLE: Lee Ann Photoglo 615-383-1573 (1 abels) Cynthia Mellow 5
ADVERTISING DIRECTOR DETROIT: Nancy Cole
ADVERTISING DIRECTOR EUROPE/U.K.: Frederic Fenucci )7-42
INSIDE ACCOUNT REP: Jeff Serrette 646-654-4
MANAGING DIRECTOR/LATIN: Gene Smith ¢
LATIN AMERICA/MIAMI: Marcia Olival 305-5864-7578 Fa 864-3;
ASIA-PACIFIC/AUSTRALIA: Linda Matich & ax: €
JAPAN: Aki Kaneko 3235252299

MANAGER OF SALES ANALYTICS: Mirna Gomez 64 469

ADVERTISING COORDINATOR: Alexandra Hartz 646-654
MARKETING

SENIOR MARKETING DIRECTOR: LILA GERSON 64 462

MARKETING DIRECTOR: Stacey Gross 646-654-461
EVENT MARKETING MANAGER: Nicole Carbone 64¢
MARKETING MANAGER: Kerri Bergman 646 654.46
SALES/MARKETING ART DIRECTOR: Melissa Subatch
SALES/MARKETING DESIGN MANAGER: Kim Grasing

AUDIENCE MARKETING
AUDIENCE MARKETING DIRECTOR: FRANCES DAVIS
AUDIENCE MARKETING MANAGER (GROUP): Michele Larsen
AUDIENCE MARKETING ASSDSTANT MANAGER Nidia Augustin
SUBSCRIPTIONS: g 3 | Fr 847-559-7531 (Inter

LICENSING, EVENTS & REPRINTS
DIRECTOR, BUSINESS DEVELOPMENT & LICENSING: ANDREW MIN
EXECUTIVE DIRECTOR, CONFERENCES & SPECIAL EVENTS: MICHELE JACANGELO
SPONSORSHIP/BUSINESS DEVELOPMENT MANAGER Cebele Marquez 646-554-464
SPONSORSHIP SALES MANAGER: Michelle Fine-Smith 646-654-4718
SPONSORSHIP SALES MANAGER: Matthew Carona 646-654-511¢
SPECIAL EVENTS DIRECTOR: Margaret O'Shea
SPECIAL EVENTS MANAGER: Lisa DiAntonio
EVENT CLIENT SERVICES MANAGER: Courtney Marks
DIRECTOR, LICENSING & CUSTOM MEDIA: Diane Driscoll 646-654-46
GROUP FINANCIAL DIRECTOR: Barbara Grieninger 046-654-4/
MANAGER, INTERNATIONAL LICENSING & SALES: Angeline Biesheuvel e Qrielsen
MAGAZINE REPRINTS: Doug Kline 54¢ 3

PRODUCTION
PRODUCTION DIRECTOR: TERRENCE C. SANDERS
ADVERTISING PRODUCTION MANAGER: Chris Dexter
EDITORIAL PRODUCTION SUPERVISOR/QPS ADMINISTRATOR: Anthony T. Stallings
SYSTEMS/TECHNOLOGY SUPERVISOR: Barry 8ishin
SENIOR COMPOSITION TECHNICIAN: Susan Chicola
COMPOSITION TECHNICIAN: Rodger Leonard
ADVERTISING GRAPHIC ARTISTS: Ray Carlson, Ken Diamond

OPERATIONS
VICE PRESIDENT/CHIEF OPERATING OFFICER: ANDY BILBAO
HUMAN RESOURCES DIRECTOR: BILL FINTON
LEGAL COUNSEL: MARK MILLER
DISTRIBUTION DIRECTOR: Lou Bradfield

554-4634

PERMISSIONS COORDINATOR/ASSISTANT TO PUBLISHER: Dana Parra 646-654-469¢
BILLING: Liza Perez
VICE PRESIDENT, MANUFACTURING AND DISTRIBUTION: Jennifer Grego
VICE PRESIDENT, AUDIENCE MARKETING: Joanne Wheatley
BILLBOARD OFFICES
NEW YORK: 770 Broadway, LOS ANGELES: 1T leavou se.
Ne K NY. 1 vl Angel
ne: 646-65.
Ca) 646 654 4681 A4
Fax. 646-654-4799 20
SENIOR VICE PRESIDENT, THE ENTERTAINMENT GROUP
GERRY BYRNE
The Holl eporter « Billboard + Back Stage * Film 0
Books . . G . T C =X PO ivC

PRESIDENT: Greg Farrar; SENIOR VICE PRESIDENT, HUMAN RESOURCES:
Michael Alicea; SENIOR VICE PRESIDENT, MARKETING: Mark Hosbein;
SENIOR VICE PRESIDENT, FINANCE: Derek Irwin; SENIOR VICE PRESI-
Nieisen Business Media DENT, ENTERTAINMENT: Gerry Bymne; SENIOR VICE PRESIDENT, MAR-

KETING, MEDIA & VISUAL ARTS: Sabrina Crow; SENIOR VICE PRESIDENT,
RETAIL: David Loechner; SENIOR VICE PRESIDENT, ONLINE: Linda McCutcheon; SENIOR VICE
PRESIDENT, BUILDING DESIGN: Joe Randall; SENIOR VICE PRESIDENT, CENTRAL SERVICES: Mary
Kay Sustek; VICE PRESIDENT, LICENSING: Howard Appelbaum; VICE PRESIDENT, MANUFACTURING
& DISTRIBUTION: Jennifer Grego; VICE PRESIDENT, AUDIENCE MARKETING: Joanne Wheatley


www.americanradiohistory.com

THE
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>>>STEVEN
TYLER SUES
BLOGGERS

Aerosmith frontman
Steven Tyler sued
unknown bloggers
who the singer said
impersonated him
on the Web, writing
about the death of
his mother and other
“intimate details”
from his life. In a
lawsuit filed in Los
Angeles, Tyler, 60,
accuses the
bioggers of public
disclosure of private
facts, making faise
statements and
misappropriation of
likeness. In the
lawsuit filed he also
said he believes the
same group was
responsibie for
similar postings in
2007.

>>>JAY-Z,
STARGATE
FORM LABEL,
PUB CO.

Jay-Z and Norwegian
songwriting/
production duo
Stargate have joined
forces under the
StarRoc banner,
which will feature a
record label and
publishing company
under Jay-Z’s Roc
Nation venture with
Live Nation.
According to the
principals, “the
focus is to find new
talent and develop
artists through
mutually beneficial
global partnerships,
which include music
distribution,
publishing, touring
and merchandising.”

>>>ARJONA
SIGNS WITH
WARNER
MUSIC LATINA
After spending the
majority of his
career signed to
Sony, and later, Sony
BMG, Guatemalan
singer/songwriter
Ricardo Arjona has
signed a long-term
recording deal with
Warner Music
Latina. The deal was
closed this month,
and Arjona will
release his new
studio set, “Quinto
Piso,” Nov. 18. The
first single, “Como
Duele,” will be sent
to radio Sept. 29.

AMAZON VS. ITUNES

10

s the dust settles from
the Sept. 25 launch
of MySpace’s highly
anticipated and
somewhat con-
troversial new music service,
the broader implications of the
initiative are becoming clearer.
Ajoint venture of the News
Corp. subsidiary and Univer-
sal Music Group (UMG), Sony
BMG Music Entertainment
Warner Music Group, EMI
Music and Sony/ATV Music
Publishing, MySpace Music
Service (billboard.biz, Sept.
24) represents a turning point
for the recording industry and
MySpace itself.

For the major labels, My-
Space Music is the cumulation
of more than 18 months of ex-
perimentation in new business
models and alaunching pad for
their digital music strategies
for the future. While detractors
continue to level criticisms
against them for their alleged
role in hindering the digital
music market with complicated
licensing demands and other
limitations, the majors have
largely reassessed their ap-

RELATED STORIES i
“Getting Paid,” page 8 |
“Amazon, Everywhere,”

page 10
Q&A: MySpace CEO Chris
DeWoilfe, page 22

ILLUSTRATION BY GLUEKIT

MEET ARCADE

CLUB DATE

EARL PALMER, RIP

MySpace, Majors Make Adjustments For Joint Venture

proach to the Internet, spurred
by the continued slide in phys-
ical music sales.

During the year-and-a-half
leading up to the launch, the
majors have signed unprece-
dented deals opening the door
to ad-supported free stream-
ing, digital rights manage-
ment (DRM)-free music sales
and reduced licensing costs in
return for revenue share and/
or company equity.

All these elements are pres-
ent in the MySpace Music
deal. As such, the service rep-
resents less of an experiment
and more of a template for fu-
ture agreements.

“It highlights the shift in
our business to bring business
models to the market that
meet where the demand is for
our music,” UMG’s eLabs di-
vision executive VP Rio Cara-
eff says. “It’s the single largest
thing we've done to change the

way we do business around
the way the customer wants to
experience music.

Caraeff says to expect fur-
ther flexibility in digital music
deals in the near future.
Among other things, this
means including access to the
Universal catalog in software
development kits that give de-
velopers the ability to create
new applications with built-in
music licensing.

“You’'ll see more from us
going forward in this area,” he
says. “The notion of creating
and enabling more innovation
around music than would nor-
mally occur under our prior
modes of doing business is very
important to us. We recognize
that the ways we can think of
music are not the only ways
music can be used online. We
would like to see tens of thou-
sands of instances of music
being used in creative ways in
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interesting apps online with
less friction and less hassle.”

For MySpace, the service
represents a significant expan-
sion from a simple social net-
working site billed as “a place
for friends” toa content-driven
service billed as “a place for
music,” using its core commu-
nity features as its foundation.

“The whole consumption
patterns for both music and
video have changed a great
deal in the last five years,” My-
Space co-founder/CEO Chris
DeWolfe says (see Q&A, page
22). “We wanted to put to-
gether a music service consis-
tent with those changing
patterns and layer a business
model around it.

The social networking giant
has long served two masters—
the artists with profiles on the

DOUBLE LIFE

service and the music fans
with the same. There are more
than 5 million bands with My-
Space profiles, and while My-
Space doesn’t provide a
specific breakdown, the vast
majority are independent or
unsigned artists.

And MySpace’s first foray
into digital music sales was
very much an indie-led effort.
The company two years ago
partnered with digital registry
firm Snocap to add a DRM
free “MyStores” sales widget
toartist profiles. Despite sign-
ing content deals with individ-
ual artists and larger indie
aggregators like Independent
Online Distribution Alliance
and the Orchard, sales from
the initiative proved disap-
pointing. Rival imeem now
owns Snocap, which still of-
fers the MyStores service.

But in launching a music
service meant in part to take on
Apple’s iTunes store, particu-
larly one aspiring to generate
advertising revenue based on
free music streams and traffic
to artist pages, MySpace has
opted to focus on the content
its members use most.

That means major labels.
And while major-label acts
represent the minority of art-
ists on MySpace, they account

>>> ¢ontinued on p8
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>>>REVENUE UP
30% FOR
TICKETMASTER
For the three months
ended June 30, Ticket-
master reported total
revenue of $382.3
million, up 30% over the
prior year, according to
a 10-Q quarterly report
the ticketing company
filed. During the three-
month period,
Ticketmaster’s domestic
revenue was up 31%
($261.5 million) over last
year. The increase is due
to a 9% increasein
average revenue per
ticket and a 5% increase
in the number of tickets
sold, according to the
Securities and Exchange
Commission filing.
Ticketmaster partly
attributes the domestic
rise in ticket sales to the
2008 acquisitions of
ticketing companies
TicketsNow and
Paciolan.

>>>AT&T DIALS
IN IGLESIAS,
AVENTURA

AT&T is teaming with
Enrique Iglesias and
Aventura on their joint
tour to provide exclusive
content online, via
mobile and at AT&T
stores. A series of AT&T
in-stores will precede
the remaining dates on
the Iglesias/Aventura
tour, which wraps Oct. 5
at the izod Center in
East Rutherford, N.J.
Handset purchasers at
the in-stores can receive
two free concert tickets,
and games will be set up
with such prizes as tour
T-shirts and lglesias CD/
DVvDs, among other
promotions.

>>>ATLANTIC,
SCREAM STAR
UNVEIL JOINT
VENTURE

Atlantic Records has
entered into a joint
venture with Scream
Star Entertainment, a
multidimensional artist
development and
entertainment brand
headed by chairman and
industry veteran Michael
Mauldin. The first artist
signed to the Scream
Star Records imprint is
16-year-old R&B singer
Jeremy “Maleek”
Leggett. The signing is
in association with
Wyclef Jean’s Carnival
House Records.

>>> continued from p7

for the majority of content the com-
pany’s broader membership seeks out,
in terms of music streamed and artist
profiles visited, although MySpace

doesn’t provide specific figures.

Not surprisingly, independent labels
and the digital aggregators that repre-
sent them are somewhat miffed that
they weren’t invited to take part in the
joint venture alongside their major-label
competitors. However, that didn’t stop
the Orchard and major-owned indie
distributors (Warner’s Alternative Dis-
tribution Alliance, Sony’s RED, Univer-
sal’s Fontana and EMI’s Caroline) from
licensing the catalog of their label clients
to the service at launch. Negotiations

between MySpace and other indie la-
bels remain ongoing. While an equity
stake in the joint venture is completely
off the table, the terms under discus-
sion focus on the indies’ share of ad rev-
enue from streaming and purchased
music and videos.

The majors in the joint venture,
meanwhile, will profit notonly from a
cut of the same ad and sales revenue,
but also in the underlying revenue the
venture receives, even from content
contributed by other labels.

Charles Caldas, CEO of indie music
licensing group Merlin, criticized this
arrangement, arguing that it allows
major labels to profit from the use of

indie music at MySpace Music with-
out giving indies the ability to profit
from the venture as equity partners.

“Without an equitable participation
by independents, that creates a silua-
tion that is both unhealthy and dan-
gerous,” Caldas says, acknowledging
that Merlin is nonetheless in licens-
ing talks with MySpace Music.

By contrast, Orchard CEO Greg
Scholl downplayed the immediate im-
portance of securing an equity stake
in MySpace Music.

“The opportunity to create an ancil-
lary and noncannibalistic revenue
stream and ignite growth in the sec-
tor is, on balance, more important to

our clients than holding out for an eq-
uity stake of uncertain future value
that will likely never come to pass,”
Scholl says. “So [we] chose proactive
engagement . . . We will continue to
press our case for equity or profit shar-
ing for the independent sector, but in
the meantime, [we will] ensure our
clients prosper from the value My-
Space Music creates.”

Time will tell whether this new
major-label focus will have better re-
sults. But for better or for worse, nei-
ther MySpace nor the majors plan to
do things the old way anymore. . .

Additional reporting by Cortney Harding.

Labels, Publishers

Getting Paid

How New Biz Models Compensate

The launch of MySpace Music is only one in a series of recent business initia-
tives by the recording industry to find new ways of generating revenue from
recorded music.

SanDisk has unveiled its new slotMusic format, which will feature albums
from all four major labels on microSD memory cards. Nokia and Sony Ericsson
are preparing to offer music subscription services in Europe that will be avail-
able on select cell phones. And on Sept. 23, music publishers, labels and dig-
ital music services announced a landmark agreement on mechanical royalty

rates for ad-supported streaming music and subscription services.

Here’s alook at the royalty agreement and how labels and publishers will be

compensated.

ROYALTY AGREEMENT ON
AD-SUPPORTED
STREAMING SERVICES AND
SUBSCRIPTION SERVICES
The National Music Publishers’ Assn.
(NMPA), RIAA, Digital Media Assn.,
Nashville Songwriters Assn. Interna-
tional and the Songwriters Guild of
America have agreed to a mechani-
calroyalty rate structure under which
interactive music streaming services
and downloads with digital rights
management restrictions will gener-
ally pay publishers 10.5% of revenue,
retroactive to Jan. 1, 2008, and 8.5%
for the preceding six years back to
Dec. 31, 2001, less any amount owed
for composition performance royal-
ties. The actual rates paid are also sub-
ject to complex formulas that set min-
imum payment floors for each class
of music service.

The agreement also allows for pro-
motional interactive streaming on
artist, label and retail Web sites to
continue without mechanical royalty
payments. Composition perform-
ance royalties, which are already
being coltected by performance
rights organizations, are unaffected
by the agreement.

U.S. Copyright Royalty Board
(CRB) judges are expected toruleon
the proposed rates by Oct. 2. The
judges are also expected to set me-
chanical royalty rates for physical

product, paid music downloads and
ringtones by that date.

“This historic agreement is the foun-
dation for a new generation of music
distribution,” NMPA president/CEQ
David Israelite said in a statement.
“This agreement provides a flexible
structure to support innovative busi-
ness modelsin the digital music mar-
ketplace that will benefit music fans,
creators and online services.’

MYSPACE MUSIC

Record labels that license their music
to MySpace Music will receive a cut
of the advertising revenue generated
as a result of one of their songs or
music videos being streamed. My-

Space Music’s initial brand sponsors
are McDonald’s, Sony Pictures, State
Farm and Toyota.

Labels will also get their standard
cut for any of their songs purchased
as an MP3 download via Amazonor a
ringtone bought via Jamster. And
they would also receive a cut of the
revenue generated from sales of con-
cert tickets and merchandise that will
be available on the site in the future.
Neither Amazon nor the labels would
break out the precise formulas used
to calculate these revenues.

As part-owners of the MySpace
Music joint venture, Universal Music
Group, Sony BMG Music Entertain-
ment, Warner Music Group, EMI Music
and Sony/ATV Music Publishing will
also receive a percentage of the ser-
vice's overall profits.

Publishers will be paid royalties for
each interactive stream and digital
download. In the case of streaming,
the proposed formula calls for the rev-
enue pool to subtract costs in obtain-
ing advertisers, with the resulting pool
paying out 10.5% for mechanical roy-
alties less composition performance
royalties. As for permanent downloads,
publishers will receive whatever rate
is set by the CRB judges.

SANDISK’S
SLOTMUSIC
Sources say the list
price for a slot-
Music microSD
card is ex-
pected to be
$14.98, with the la-
bels pocketing about $7

of that. Sources say retailers
will earn a 35% margin on each
card, implying a wholesale cost of
$10, which would leave SanDisk $3
per disc. Sources also suggest that a
slotMusic album card packaged with
a hand-held music player would
allow the labels to pocket $8-%$9 per
unit. The mechanical royalty rate for
the slotMusic cardis expected to be
the same as for a CD, which is sched-
uled to be determined by the CRB
judges by Oct. 2.

CAMILLE JONES |

PlayNow

NOKIA’S COMES WITH
MUSIC, SONY ERICSSON’S
PLAYNOW PLUS

Under Nokia’s Come With Music
service, scheduled to launch in Oc-
tober in the United Kingdom, the
cost of aone-year music subscrip-
tion will be included in the pur-
chase price of select Nokia phones.
The subscription allows anyone
buying a Comes With Music phone
to download an unlimited number
of songs at no extra charge. Labels
receive a share of that upfront cost
based on their market share. Nokia
struck separate deals with music
publishers but would not disclose
the terms.

Sony Ericsson said recently that
it will launch a music download
subscription service called
PlayNow Plus in Sweden
through local wireless

carrier Telenor in the

fourth quarter of this
year, with further roll-
outs in other European
territories expected to
L._begin in early 2009.
PlayNow Plus is based on the
existing MusicStation service
from U.K. mobile services company
Omnifone. PlayNow Plus sub-
scribers will pay a monthly fee for
unlimited music downloading. La-
bels will collect a per-subscriber
monthly minimum fee, as well as a
per-download fee. Publisher com-
pensation information wasn’t im-
mediately available.
—Ed Christman and Antony Bruno
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>>>CMA HONORS
GALANTE

Sony BMG Nashville
chairman and longtime
Country Music Assn.
board member Joe
Galante has been
honored with the CMA
President’s Award,
which is given annually
at the discretion of the
president of the board.
Board president and
Lyric Street Records
president Randy
Goodman made the
presentation at a board
meeting and praised
Galante’s leadership,
creative thinking and
dedication.

>>>PUMPKINS
READY 20TH-
ANNIVERSARY
TOUR

The Smashing Pumpkins
will celebrate their 20th
anniversary with a fatl
tour featuring unique
set lists. The trek begins
Nov. 1in Cleveland and
wraps Dec. 2-3in Los
Angeles. During
multiple-night
engagements, for which
special ticket bundles
will be available, the
band vows to not repeat
any song on the set lists.
The first night of such
runs is dubbed “Black
Sunshine,” while the
second is called “White
Crosses.”

>>>MTV
ACQUIRES
SOCIAL PROJECT
MTV Networks has
bought Social Project,
the company it
partnered with to build
its Flux social media
network. MTV
incorporated the Flux
network across the
company’s various
properties to give fans
the ability to join online
social communities
related to their favorite
shows, artists and other
common interests. The
Flux Publisher Network
consists of more than 35
MTV Web sites,
including MTV.com.

Compiled by Chris M.
Walsh. Reporting by
Ayala Ben-Yehuda,
Antony Bruno, Jonathan
Cohen, Mariel
Concepcion, Hillary
Crosley, Gail Mitchell,
Mitchell Peters, Ken
Tucker and Reuters.

Di[eipr-\88 BY ANTONY BRUNO

Amazon, Everywhere

Web Retail Giant Cuts
Deals But Remains Far
Behind Apple

In less than a year, Amazon’s MP3 dig-
ital music store has emerged as a real
player for brands and businesses look-
ing to add digital music to their prod-
ucts or marketing efforts.

First, it signed up Pepsi-Cola in Jan-
uary to offer redeemable “Pepsi Stuff”
codes good for music downloads and
other gear sold at Amazon, much like
Apple’s iTunes store did in 2004 in a sim-
ilar campaign with Pepsi. Then it
teamed with Rockstar Games in March
to let players of “Grand Theft Auto 1V”
tag songs in the game’s soundtrack to
buy later at Amazon’s MP3 store.

Now, Amazon’s music download
business has taken two important leaps
forward—emerging as the digital music
sales provider behind the new MySpace
Music service (billboard.biz, Sept. 24),
as well as the mobile music vendor for
Google’s new Android mobile phone
platform (billboard.biz, Sept. 23).

That’s quite a track record for a
music service that didn’t secure the
cooperation of all four major labels
until January. At the same time, it's
clear that Amazon has a long way to
go before it has any hope of posing a
serious threat to iTunes. Amazon rep-

recently told Fortune magazine that
he projects Amazon will sell about 130
million song downloads by the end of
2008, a fraction of the 2.4 billion song
downloads that he expects iTunes to
sell in the same time frame. Munster
said he expects Amazon’s song down-
load unit sales to surge 60% in 2009
to 208 million. A key to reaching that
figure will be striking more deals along
the lines of those with MySpace Music
and Android.

Add to that the fact that Amazon
doesn’t have a wildly popular music
player associated with its MP3 store to
drive awareness and demand the way
iTunes has the iPod and the online re-
tailer’s challenges in digital music be-
come even clearer.

But Amazonisn't lacking in compet-
itive advantages of its own. It's no se-
cret that the recording industry is hoping
to foster the development of new music
services to compete with iTunes in order
to reduce Apple’s dominance and lever-

Purchase ‘;ﬁﬁsic

age over digital music sales. That’s
largely why labels have agreed to sup-
ply Amazon with digital rights manage-
ment {(DRM)-free music files, while for
the most part Apple is stuck selling re-
strictive formats.

Meanwhile, business partners like
MySpace, Pepsi and Rockstar, which
couldn’t care less whether one online
music retailer prevails over another,
prefer Amazon as a partner for sev-
eral reasons.

Firstis the fact that all Amazon music
downloads are DRM-free, making them
compatible with all music players. While
there is little evidence that consumers
make music purchasing decisions based
on whether a song download comes with
DRM restrictions, brands looking to
offer their customers digital music want
to ensure the tracks obtained under their
banner will work with any device, in-
cluding the iPod.

Second, Amazon has unparalleled
e-commerce reach. More than 81 mil-

amazoncom
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lion people have Amazon accounts
with credit card information and
other data needed to make one-click
music purchases. By comparison,
iTunes has 65 million accounts with
the same capability.

Third, Amazon’s affiliate program
provides referring partners with 20% of
the revenue from any song purchase,
up to $1.50 per transaction, a far more
generous share than the 5% split that
iTunes offers.

Finally, there is Amazon's Web Ser-
vices developer program, designed to
integrate its commerce features with
a given site without requiring users to
navigate to Amazon'’s site, and all the
elements of an open digital music re-
tail platform are there.

“Amazon knows that trying to get
everybody to go to one Web site is not
the way the Internet works,” Universal
Music Group’s eLabs digital division ex-
ecutive VP Rio Caraeff says. “Integrat-
ing your service into other people’s
devices and services allow you to expand
more rapidly.”

resentatives didn’t respond to inter-
view requests.

During the first half of 2008, Ama-
zon’s MP3 store became the second-
largest U.S. retailer of a la carte music
downloads, surpassing RealNetworks’
Rhapsody, Wal-Mart and Napster, accord-
ingto aconsumer study by NPD Group.

But it remains far behind Apple. Piper
Jaffray financial analyst Gene Munster

Welcome to MySpace MusK MR3 purchases, hrought to you by
amazon.com. To make your Musc purchasing experience as smooth as
B possible, we suggest you use tha Amazon downioadet. Get it Froe

You're ak zet. As long as you are kogged on to Amazon com, -
chases on MySpace Music wi automaticaty use the dowrioader to
‘place the deswed MP3 to Your appacation of choice [ Tunes, etc).

D0 ot show this message again

While it makes yous puchase expenence eaier, & is ot essential, Beoeaiygs

Single songs may be purchased without the downdcad manager via

3 “save as” duslog bam, whech allows you to save to your deskiop. Loumpue.| - samunl

early online posting, Radiohead’s Ed
O’Brien once offered Paine a “handbags-

I 360 DEGREES OF BILLBOARD I at-dawn duel” after he spent several days

NEW GLOBAL NEWS EDITOR

Andre Paine has been named Billboard’s global news
editor. He will be based in London and will report to
Billboard international bureau chief Mark Sutherland.

Paine will coordinate Billboard’s international news
coverage across its print and digital media platforms,
reporting on the U.K. music business and commis-
sioning stories from Billboard’s extensive network of
international correspondents.

Paine has been writing for Billboard since 2006,
regularly deputizing on the global news desk and
writing features on such acts as the Ting Tings, Duffy
and Paul Weller.

The South London native has been covering music
since 1998. He has held news roles at Melody Maker
and NME, where he was news editor from 2000 to
2002. He has interviewed personalities ranging from
Oasis’ Noel Gallagher to Eminem’s mother and gave
early exposure to Coldplay and the Libertines. In an
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trailing the band around Oxford in the year
before the release of “Kid A.”

Since 2002, Paine has been a reporter, critic and
columnist for the London Evening Standard. He was
also part of the on-air music news team at award-
winning digital radio network BBC 6 Music.

He lives in Kennington, South London, and isareg-
ular on the capital’s live music scene, where his fa-
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Caraeff'says that Amazon’s open plat-
form should help it become a signifi-
cant music vendor.

“When you take the benefits of open
MP3 formats and the {application pro-
gramming interfaces] that Amazon has
exposed and the way they incentivize
people through their affiliate models.
those are all good ingredients to drive
rapid expansion,” he says. .o

vorite recent gigs have been by Sigur Rds, Massive
Attack and Grace Jones.

NEW AUSTRALIAN CORRESPONDENT
Lars Brandle has been named Billboard’s Australian
correspondent. He will be based in Brisbane and
will report to Billboard international bureau chief
Mark Sutherland.

A native of Australia, Brandle recently returned
home after eight years in Billboard’s London office,
where he served as international editor of Billboard
Bulletin before becoming global news editor.
He will cover all aspects of Australia’s grow-
ing music industry. He takes over from Christie
Eliezer, effective Oct. 1. Eliezer will remain a
freelance contributor to Billboard, reporting
to Brandle.

Before joining Billboard, Brandle was part
of the editorial team at the Financial Times’
electronic publishing divisionin London.

A sports fanatic, Brandle lives in Brisbane
with his wife and daughter. He can be
reached at lars.brandle@gmail.com. -
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BY MARIEL CONCEPCION and GAIL MITCHELL

Taking
Control

Janet Jackson Leaves Her Label
—What’s Next?

Janet Jackson’s break with I1sland Def Jam (billboard.biz, Sept. 22)
didn’'texactly come as a shock given her recent public unhappiness
with the label’s handling of her D] debut album, “Discipline.”

Still, the split raises an interesting possibility: Rather than seek-
ing another major-label deal, might Jackson attempt to strike out
on her own? A Sept. 19 statement from her publicist seemed to
suggest that such a move was under consideration, saying that
“Janet will have autonomy over her career, without the restric-
tions of a label system.”

Jackson’s manager Kenneth Crear says the artist has been ap-
proached by “numerous record companies and private investors,”
although he won't identify the suitors.

“There are so many different ways we can go about this,” Crear
says. “She’s one of the very few artists who has such an open play-
ing field still. We still have 360 options, we have [Las| Vegas, just
many different models we may want to experiment with.”

Jackson is currently on the road with her Rock Witchu tour, which
is being handled by Live Nation. Might she consider a broader, mul-
tirights deal with the company, ala Madonna or Jay-Z? Afterall, her
record as a proven hitmaker and strong touring draw with super-
star branding appeal would seem to make her a natural fit. “We're
not reaching out to anyone, people are reaching out to us,” Crear
says, adding that once the tour is over, “we hope to have a strategic
move in place.” Live Nation executives declined to comment.

What other options does Jackson have? We asked some industry
experts for their ideas.

CHRIS CASTLE, MUSIC INDUSTRY ATTORNEY: “She’s had
kind of a rough go of it with her last several albums, so it's not a
great position to be coming in with. However, she’s certainly got
a brand. I'm not slamming Island Records as |'m sure they did
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the best they could. But if you have someone who will take the
kind of care you'd need to really support a three-dimensional
artist, someone willing to work it from the ground up and on the
ground like a Live Nation, that might be better brand manage-
ment than signing with a record company.”
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HARVE PIERRE,BAD BOY RECORDS PRESIDENT: “Right now,
I think Janet should take a little time to adjust to the whole busi-
ness form. Being the music icon that she is, she can do whatever
shewants to, whether it’s indie, major, putting out her own record.
So many young girls have grown up listening to Janet, watching

JACKSON

her, most people even wanted to be her. 1 definitely
don’tthink she should discuss retirement. It'saname
that holds weight, just even touring off her catalogand
her music can keep her busy for years to come.”

MANNY HALLEY, IMANIENTERTAINMENT GROUP
CEO: “Although Janethas always been an ‘event,’ times
are changing rapidly and so many other variables are
now at play. Her Web presence, although beautiful, must
stimulate fans to be much more interactive faster. Fans
are curious, and to capitalize on that entire experience
you have to be forward thinking. Without arecord, Janet
sells out on tour, so we can only imagine what she can
do with a machine that has intuitive people that recog-
nize her raw talent and cultivate it.”

HARVEY LEEDS, HEADQUARTERS MEDIA CEO:
“She just needs to get back to the street and play a lot
of smaller venues. Imagine if Janet Jackson played
some small venues and did surprise shows—it would
be the hottest ticket in the world. She needs to do the
unobvious but smart sponsorship tie-in. [magine if
Janet Jackson did the Smart Car . . . [She’d be] align-
ing herself with something that is completely the an-
tithesis of Pepsi and Coca-Cola.”

STEVE ROTH, ROCKET SCIENCE VP OF SALES
AND MARKETING: “She really needs to have a re-
ally big, crossover hit single. [ guess I foresee that
being more of a ballad, something that her fan base
that goes back 25 years can relate to and find relevant. She’s built
herself up to the point where she could conceivably do it without
amajorlabel. There’s enough independent elements she can rely
on, independent labels and marketing and distribution compa-
nies where she doesn’t need [a major label]. She can do all those
things independently and on her own terms. 1 think she could
maintain some street cred with the right producers and put some
tracks out digitally . . . build a story digitally well before an album
comes out.” aee

Additional reporting by Ayala Ben-Yehuda and Ray Waddell.

—

BY KAMAU HIGH

Agency Of Record

Sony BMG In-House Ad Biz Snares Clients

New York advertising agency
Arcade Creative Group has
been on a roll of late, inking
deals during the last several
months with Coca-Cola’s Fanta,
JCPenney and Raiph Lauren.
The surprising owner of
this upstart agency? Sony
BMG Music Entertainment.
Arcade, which quietly
opened for business in April
at Sony BMG’s offices in mid-
town Manhattan, is an out-
growth of the major label’s
Creative Group, which pro-
vides graphic design, pho-
tography, Web design, video
production and media buy-
ing services to all of Sony’s
U.S.-based labels. In 2006,
the Creative Group, which
was previously a free-
standing department, was
brought under the control of
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Sony BMG’s Commercial Mu-
sic Group, which is responsi-
ble for business development
and strategy for the com-
pany, according to Commer-
cial Music Group president
John Ingrassia.

“In doing that, we talked
about the talent and the expert-
ise that exists in this group and
thought, ‘Why don’t we take
that expertise and offer it to
third parties?’ ” Ingrassia says.

By creating its ownin-house
agency, Sony sets up an entity
that can not only give first con-
sideration to its own vast cat-
alog of recorded music but
may also one day compete for
ad accounts at some of its sis-
ter subsidiaries. For example,
Sony’s PlayStation account,
which is currently handled by
Deutsch L.A,, is valued at $150
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million annually.

“We would love to work with
the other Sony companies,” In-
grassia says. “To have them as
aclient would be incredible and
we intend to try to work with
them. We didn’t say, ‘Wow, we
should start an agency because
we have all these sister compa-
nies.” But it is another way for
us to work with them.”

Arcade has about a dozen
staffers, as well as access to
60 other employees in other
parts of the company.

Arcade’s first TV ad—for
JCPenney’s Ralph Lauren-de-
signed American Living apparel
line—aired in early September,
using the song “Have You Ever”
by Columbia Records artist
Brandi Carlile. That was fol-
lowed by the Sept. 21 Primetime
Emmy Awards telecast, which

INGRASSIA (above)
and OWETT

markedthe debut of an Arcade
ad for Ralph Lauren’s new fra-
grance Notorious. The 60-
second spot, directed by Hong
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Kong filmmaker Wong Kar-
Wai and starring French model
Laetitia Casta, uses a Miles
Davis recording of “The Maids
of Cadiz” from the jazz leg-
end’s 1957 Columbia album
“Miles Ahead.”

Arcade’s most recent ac-
count win came Sept. 15, when
the agency learned it had
beaten out several undisclosed
rivals to win Coca-Cola’s U.S.
Fanta account. Arcade’s first
work for Fanta, comprising TV,
events and online elements, is
expected to bow in fall 2009.

Representatives for Coca-
Cola, JCPenney and Ralph
Lauren didn’t respond to in-
terview requests.

“We’re just looking for a
seat at the table right now,”
says Adam Owett, executive
VP of Sony BMG’s Creative
Group and former global cre-
ative director for Grey World-
wide. “The catalog is a great
asset but it’s not how we get
in the door. If music is an es-

sential part of abrand’s DNA,
we have the ability to look at
our own assets, other com-
pany’s assets or even create
our own to meet their needs.”
Sony’s move comes at a
time when the music business
and advertising industry are
seeking new revenue streams
that increasingly overlap with
each other. In July, ad agency
Euro RSCG acquired a major-
ity stake in a startup record
label launched in January
called the:Hours, providing it
access to the:Hours’ music for
usein commercials it creates
(Billboard, July 19). “There
are people who understand
the world of marketing and
brands and people who un-
derstand music,” Euro RSCG
global CEO David Jones says.
“There are very few people
who understand them both.”
What does Jones make of
Sony’s move into advertising?
“We should get together and
compare notes,” hesays. -«

JACKSON: JOHN MEDINA/WIREIMAGE.COM
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=== SERIOUS STORAGE!
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Unlike cheap plastic sleeves, The Jewelsleeve is sturdily
constructed from four layers of thick, virgin vinyl. Its solid,
SR EN AR LA ELESTONE 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

Laid-back and chatty, Michael Goldstone is awfully modest for aman who has signed some
of the biggest acts of the modern rock era. Known to pretty much everyone as “Goldie,”
he got his start at MCA but hit it big at Epic in the early '90s, signing Pearl Jam and Rage
Against the Machine and helping create the soundtrack to Cameron Crowe’s chronicle of
grunge-era Seattle, “Singles.” More recently, he headed up Sire Records before deciding
last spring to jump ship and form his own label under the umbrella of management com-
pany Q Prime. Billboard broke the story in May, but as Goldie explains, he’'s had a produc-

tive summer.

What’s happened since we last reported
ontheformation ofthelabel?
Well, we gave the label a name, Mom and Pop,
which is obviously pretty important. | wanted
something warm and inclusive and spoke to
the family environment we’re trying to cre-
ate. [ also wanted something with “pop” in
the name, because 1 was such a fan of Sub
Pop [laughs]. But Q Prime has a reputation
for being a family company, and | wanted to
keep it consistent with that. We're
also dealing with RED for distri-
bution, and we've signed Josh
Radin, who was previously on Co-
lumbia. Sara Quin from Tegan & ’
Sara brought me a band called An
Horse, and we’re working on ’
building them.

Can you describe some of '
the dealsyou’ve struck so far?
The Josh Radin deal is a recorded-
niusic deal. For An Horse, the deal ’
is much more dimensional. We
provide the presence of a manage-
ment company, but there is a lot
of flexibility in terms of what next
steps the band can take. This is re-
ally us seeing how we all work to-
gether, bul we wan! to make sure
the deal doesn’t become an alba-
tross around their necks, or that
we spend two years working them and then
they go sign with someone eise.

Having spent many years in the

major-label system, what are some of the
main differences you’re noticing being at
QPrime?
The biggest difference is that the process
moves so much more quickly here than ata
major. Whenever [ wanted to do anything at
a major, it would get passed through levels of
bureaucracy and take far too long. At Q Prime,
| feel like I am empowered to make things
happen. The deals can be more tailored, too.
I feel like what we are doing is creating col-
laborations and partnerships. With An Horse,
we can help build the band but acknowledge
how resourceful they are on their own.

What are your thoughts on the state of
the A&Rbizin general, givenyourhistory?
Many labels now are supplementing their
A&R staffs with consultants and taking on
international releases rather than signing
new acts. You're also seeing a trend where
you look at a label like Fueled by Ramen,
which really has its own cottage industry in

GOLDSTONE |

their genre, and other labels won’t try to sign
bands that fit in the genre because they all go
to one label. What has really changed is rhat
a band that sells 100,000 copies on an indie
can sign to a major and sell the same num-
ber of copies on the major label. It's not a
greal business model to assume a bund will
sell more just because they are on a bigger
label. Some artists are just niche artists and
they’ll never be blockbusters.

What systems and procedures do you
have in place to handle potential conflicts
of interest between the management side
andthelabelside?

There absolutely has to be a separation of

church and state between the management
company and the label. | want the managers
of the bands we sign to feel like working with
Q Prime does not make them vulnerable but
is an asset lo their acts. And there will be
plenty of artists that come in for the manage-
ment side that would not be a good fit for the
label, and we respect that. [ look at what Red
Light and ATO have done as a great example
of making the model work.

What sort of other nontraditional
partnershipsareyouplanningonentering?
We're investigating publishing relationships
right now, but it’s too early in the process to
name names. We're also not staffing up fora
reason. We want bands to have the ability to
say, “We want this viral marketing company”
or “We want this publicist” and be able to deal
with people who are specialized, rather than
have in-house people working bands they
might not be best suited to work.
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BY KERRI MASON

INTO THE
MAINSTREAM

Dance Music Events Drawing Brand Interest

Lifestyle brands have long been wary
of sponsoring dance music eventsand
tours, due to their perceived associa-
tion with drug use and fly-by-night or-
ganizers. But in the last six months,
something has changed.

In addition to the usual liquor, to-
bacco and energy-drink sponsors, big
brands like Coca-Cola, Puma and
Glaceau VitaminWater have come
knocking on the doors of DJs and
their managers, booking agents, pro-
moters and record labels, offering
partnerships, co-branding opportu-
nities and even cash sponsorships.

And while many point to the re-
cent success of such acts as Daft Punk
and Justice as a reason for the dance
genre’s acceptability among main-
stream consumer brands, others see
a different one: Dance is finally up
to the challenge.

“Brands want to spend money
with companies they can trust,” says
Jen Schiffer of New York-based
nightlife consultancy Flawless
Media. “And dance has learned how
to behave better.”

Consider the case of the Detroit
Electronic Music Festival. It began in
2000 as a free Memorial Day weekend
event, drawing an estimated 1 million
people to Motown’s Hart Plaza to cel-
ebrate the city’s techno history. But the
festival stumbled the following year
when it added a gate fee and changed
hands nearly every year thereafter, re-
sulting in an organizational mess that
was hemorrhaging money.

“Sponsors were completely unre-
ceptive in 2006 because of the his-

tory,” says Jason Huvaere, festival di-
rector for Paxahau, which took the
festival’s reins in 2006. “In a sense,
we didn’t have that, ‘Oh, it’s the first
year, I'm kind of scared.” We had an,
‘Absolutely no, that event is tainted.” ”

But during the next two years, Hu-
vaere changed the festival’s course
by adding turnstiles for accurate at-
tendance numbers, improving the
quality of the concessions and re-
sponding to such fan requests as
adding more commercial artists like
Moby to the bill. Paxahau also spent
more on digital marketing, fashion-
ing an interactive MySpace page with
acountdown feature and employing
two separate PR
firms, one for a
grass-roots,
dance-oriented
outreach and one
for more main-
stream outlets.
Total attendance
shot up 80% dur-
ing the festival’s
three days, from
45,000 in 2007 to
80,000 in 2008,
Huvaere says.
Stage sponsors
this year included
Scion and VitaminWater.

“Everyone was talking about next
year while they were still on-site,” Hu-
vaere says. “It was a positive reverse.”

Also back for more is A/X Armani
Exchange, alongtime supporter of elec-
tronic music, which upped its game in
April with a presenting sponsorship of

Dutch D] Tiésto’s
40-date In Search
of Sunrise: Summer 2008 North Amer-
ican tour. The program included retail
exclusives, such as a special edition of
Tiésto’s “In Search of Sunrise 7” (Black
Hole) compilation, which accounted
for 25% of the comp’s total sales, or
10,000 units, according to Tiésto’s
booking agency AM Only.

STEP IT U P William Morris Eyes Electronic Market

The recent launch of William Morris Electronic (bill-
board.biz, Aug. 11), a joint venture between the William
Morris Agency and British DJ Pete Tong, comes at a time
when boutique dance/electronic agencies are
disappearing, losing artists and agents to
bigger companies with growing influence
and clout within the genre, like AM Only
and the Windish Agency. The expansion
of these larger players in the dance
market bodes well for the ability of live
dance/electronic events to chase after

sponsorship dollars.

“We’re a corporate agency with corpo-
rate relationships and corporate clients
equipped to have those conversations with [poten-
tial sponsors],” says Joel Zimmerman, U.S. head of

William Morris Electronic.
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Zimmerman, founder of New York electronic-
focused booking firm Division One, says new acts like
WMA client LCD Soundsystem have helped draw more
attention to electronic touring.
“This has made the landscape much more
competitive and has raised the standards

for artists, agents, buyers, labels and man-
I agers,” he says. “Compared to the overall
touring business, it has a dynamic that
many areas do not with regard to volume.
Many electronic acts never stop touring.

Album cycles play less of arole.”

www.americanradiohistorv.com

While William Morris Electronic will be
keeping an eye out for new acts to sign, its pri-

mary focus will be on seeking new opportunities for its
existing roster, which includes Paul van Dyk, Soulwax,
Thievery Corporation, Basement Jaxx, Deadmaus, Fat-

Pumais a presenting sponsor of DEADMAUS’S fall world tour, while
A/X Armani Exchange backed DJ TIESTO’S (inset) summer tour.

“The DJ talent we have worked
with have all been amazing and we
have had great success with each re-
lationship, because they have all un-
derstood that DJ/electronic music is
a business,” A/X VP of brand image
Patrick Doddy says.

Elsewhere, Puma said in August
that it will be a presenting sponsor
of Deadmau5’s fall world tour, in a

deal brokered by the Wil-
liam Morris Agency.
WMA created a joint
venture in August with
British DJ Pete Tong to
sign, develop and repre-
sent electronicacts and to
program dance music
events (see story, below).
Also adding to dance’s
business arsenal are new
ways to measure the audi-
ence on the Internet. Ultra
Records president Patrick
Moxey used his artists’
YouTube views to convince
Coca-Cola that they were
the right fit for its We8 Bei-
jing Summer Olympics
campaign, a multiplatform
program that included
eight original free-to-down-
load songs using Coca-Cola
tones, unique collectible
bottle designs, a print cam-
paign and worldwide
media outreach. “We were
able to tell Coke that the
songs had been shared on
[peer-to-peer networks]
over 1 million times,” he
says. “That's a big stat.”
With dance entities matching their
sponsors in professionalism and ac-
countability, the genre’s branding
value is finally able to marinate.
“Dance is the only high-end general-
admission culture,” Schiffer says.
“It’s not an age group. It's people who
never grow old. And for sponsors, it’s
participating in the good, upbeat part
of their lives.” .

the Crystal Method.

- B

boy Slim, DJ Shadow, Goldfrapp, Groove Armada and \

“The artists that are with us need to feel the attention \

and see the growth,” he says. “We have a lot of estab-

put out there.”

live music properties?

lished artists and some developing artists that we be-
lieve in. We want to make them as established as our big
guys, so we're coming up with innovative ideas to pro-
gram festivals and be smarter about how the artists are

How aggressive will William Morris be in creating new

“We've got a strong enough roster to where we can

ate new events.”

go to a venue and say, ‘Look, we want to put together
a miniature festival lineup with you,” ” Zimmerman
says. “We’ve got enough talent to fill a 15,000-
capacity room. There are promoters looking to cre- ‘
—Mitchell Peters and Kerri Mason

DJ TIESTO: BENNETT RAGLIN/WIREIMAGE COM
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MICHAEL OCHS A

PALMER

Famed Drummer
Earl Palmer,33

Earl Palmer, 83, legendary session
drummer who played on seminal
sides by Little Richard, Fats Domino
and others, died Sept. 19 at his home
in Banning, Calif., after battling a
longillness.

Palmer was born Oct. 25,1924, in
the Treme section of New Orleans,
where his mother and aunt worked

as vaudeville dancers. By the age of 5,
Palmer had become an accomplished
tap dancer and spent much of his
boyhood on the road performing in
vaudeville and minstrel shows.
Palmer took up the drums at an
early age and after a stint in the Army
during World War |l he returned to
New Orleans, where he joined the

band of trumpeter Dave Bartholo-
mew. That led to regular session work
at Cosimo Matassa’s J&M recording
studio, where Palmer played on nu-
merous classic tracks by Domino
(*The Fat Man,” “My Blue Heaven,”
“Im Walkin’ '), Smiley Lewis (“| Hear
You Knocking”), Lloyd Price (“Lawdy
Miss Clawdy”), Shirley & Lee (“I'm
Gone”) and Little Richard (“Tutti
Frutti,” “Long Tall Sally,” “Slippin’ and
Slidin’ ). Over time, Palmer became
an early pioneer in the emerging mu-
sical genre of the day.

“It was Earl Palmer who trans-
formed rhythm and blues’ lope into
the full-tilt thrust of rock’n’roll, bowl-
ing listeners over with a power pre-
viously unheard in popular music,”
Palmer’s biographer Tony Scherman
observed in his 1999 book, “Back-
beat: Earl Palmer’s Story.”

After Palmer moved to Los Angeles
in 1957, he played on hundreds of other
hit records by acts as diverse as Ritchie
Valens, Eddie Cochran, Ricky Nelson,
Bobby Darin, Sam Cooke, the
Ronettes, the Beach Boys, lke & Tina
Turner, Frank Sinatra, Mel Torme and
many others. He also found regular
work playing drums for theme songs
and incidental music on such TV
shows as “77 Sunset Strip,” “The Odd

Couple,” “Ironside,” “The Partridge
Family” and “The Brady Bunch.”
Palmer was inducted into the Rock
and Roll Hall of Fame in 2000. He is
survived by seven children and his
fourth wife, Jeline Palmer.
—Laura O’Connor

o e
Warren Wayne Brown, 92, former
VP of MCA Music, died Sept. 15 in
Carlsbad, Calif., from an undis-
closed illness.

Brown was born in Tower City, Pa.,
and raised in Pennsylvania before at-
tending the New York Military Acad-
emy. As a music major, he played
trombone in the Navy band while sta-
tioned in Honolulu during World
War [1. Upon discharge, Brown de-
cided that he no longer wanted to
travel and moved to New York to enter
the music business. He began work-
ing as a song plugger for Leeds
Music, using his keen ear to find hit
songs for up-and-coming artists.

Brown was soon transferred to Cal-
ifornia and became VP of MCA
Music when MCA acquired Leeds
Music. He retired in 1981 but con-
tinued to work on music projects and
helped his brother, Les Brown, record
several albums.

Brown is survived by his wife,
Ruth; his brother, Clyde “Stumpy”
Brown; and his children, Teri and
Bruce Brown Jason Lipshutz

Charlie Adell, 84, veteran R&B
record promoter, died Aug. 9 at
Northwest Hospital Center in Ran-
dallstown, Md.

Born Sept. 19, 1923, in Waynesboro,
Ga., Adell was first hired by Brunswick
Records—home to R&B star Jackie
Wilson—in the late '50s. After seven
years there, Adell segued to Stax
Records, where he promoted records
by the Staple Singers, Isaac Hayes and
William Bell. He later worked with
Gamble & Huff’s Philadelphia Inter-
national label, whose roster included
Lou Rawls and the O’Jays.

Adell is survived by five sons and
two daughters, among other family
members. —Gail Mitchell
David McCoy Franklin, 65, enter-
tainment lawyer and entrepreneur,
died Sept. 7 due to natural causes.

Franklin managed the careers of
Peabo Bryson, Miles Davis, Roberta
Flack and Richard Pryor.

He is survived by three children,
three grandchildren, two sisters and
four nephews. —Laura O’Connor
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Not Fade Away

Indie Stores Sound Off On Exclusives And Other Annoyances

The stores that rock America met Sept. 17-21in Baltimore for the Noise in the Basement

Creative Conference.

Officially the 11-chain, 96-store Music Monitor Network’s (MMN) annual convention, the
confab really serves as a gathering for most of the coolest record stores in the United States,
including members of the Coalition of independent Music Stores, the Alliance of Indepen-
dent Media Stores (AIMS) and the Southeast Coalition of Urban Retailers (SECUR), as well
as J&R Music World of New York; Vintage Vinyl Records of Fords, N.J.; Newbury Comics; and
the Value Music Group of Indie Stores. Billboard estimates that about 270 stores with nearly
$500 million in annual revenue were represented at the convention.

The Pretenders, the Hold Steady, Nappy Roots, Rachael Yamagata and many others per-
formed at record-label product presentations during the day and club showcases at night.
But amid all the great music, Noise in the Basement attendees also wrestled with some

hot-button issues.

EXCLUSIVES: MMN president Michael

Kurtz said that all retailers need more trans-

parency when labels are giving exclusives to

big boxes. For instance, if indie retailers had

known ahead of time that Judas Priest’s

‘Nostradamus” was going to be available ex-

clusively at Best Buy, they would have altered

their buying and marketing plans, Kurtz said.
Label and distribution execu-

tives said they would try to be

more sensitive regarding exclu-

sives, but they claimed that

Retail
Track

fans geta high-end version of the album, with
casual listeners getting a regular version later.

VINYL: WEA senior director of configuration
development Billy Fields said he is working
hard to get vinyl out by the CD street date,
“which isn’t easy because of production issues”
at vinyl plants. Fields said he wants to put out
deluxe and regular versions of
vinyl too, just like CDs. He added
that the company is looking to
get catalog records back out in

sometimes they didn’t have prior

because deals are often cut by
artists’ managers. They also ac-
knowledged that superstar exclu-
sives are probably here to stay.

Sony BMG Music Entertain-
ment executive VP of sales Jennifer Schaidler
said that in return for such exclusives, retail-
ers provide “an unbelievable amount of mar-
keting” behind the release, often spending far
more than the label itself would if it distrib-
uted a record conventionally.

On the other hand, the practice of provid-
ing multiple retailers, each with their own ex-
clusive tracks, may soon be winding down.
“The one-off bonus track has worn out its wel-
come,” Schaidler said.

DELUXE VERSIONS: Labels and merchants
found some common ground when discussing
deluxe versions of albums. Putting out such
arelease with new bonus materials after a reg-
ular version has been out for a while can spur
the core fan base to buy the album again, but
it alienates them too, retailers said. Retailers
told labels that regular and deluxe versions of
albums should come out on the same date so
that consumers can make an informed pur-
chasing decision. “Lil Wayne was fair because
the fans got to chose which one to buy” be-
cause both versions of “Tha Carter I11” came
out on the official street date, says Michele
Seawright, owner of North Georgia Compact
Disc in Norcross, Ga., and head of SECUR.
Bryan Burkert, owner of the Sound Gar-
den in Baltimore, suggested that a deluxe ver-
sion should perhaps come out ahead of the
regular version. Sony BMG’s Schaidler seemed
to find some merit in that idea, pointing out
that there could be a window where dedicated
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ED CHRISTMAN
knowledge of some exclusives N\

vinyl that should have always re-
mained available in the format.

Retailers coniplained that la-
bels should do a better job in
packaging vinyl so that it doesn’t
get broken in transit. Also, New-
bury Comics CEO Mike Dreese
said that when labels decide how to allocate
their vinyl dollars, he thinks that it would be
wiser for them to improve vinyl packaging
than to opt for higher-grade vinyl.

RECORD STORE DAY: The second annual
Record Store Day is expected to be held in
April 2009 and will be more global than this
year’s event. Kurtz said he plans to travel to
Japan to meet with indie store owners to help
them get Record Store Day off the ground,
while Bull Moose VP of marketing Chris
Brown said he plans to go to the United King-
dom to meet with merchants there.

Kurtz and other indie retail leaders acknowl-
edged that that they had overlooked urban
music retailers this year and want to ensure
they rectify that next year. WEA VP of urban
sales Ray Arceneaux acknowledged that the
labels were aware of the issue and assured
merchants that labels are committed to mak
ing it happen on the urban end as well.

Eric Levin, owner of Criminal Records in
Atlanta and AIMS leader. noted that some la-
bels took a wait-and-see approach on Record
Store Day this year. But after the media cov-
erage that this year’s event generated, “no-
body is skeptical anymore,” Universal Music
Group Distribution president/CEO Jim Urie
said. “I can’t imagine there is a record label
that won’t be a part of it next year.” .

b- For 24/7 retail news and analysis,
DIZ ... billboard.biz/retail.

MIKE MacGREGOR (far left) plays bass for

NORTHERN; inset: MacGregor (right) recorded

Northern
Exposure

indie Band Moonlights
With Commercial Venture

Los Angeles-based indie band Northern spent
the last three years doing all the usual things.
“We recorded and self-released two demos,
played all over Southern California, updated
our blog, all of it,” bassist Mike MacGregor
says. It’s no surprise, then, that the band de-
cided it wanted to pursue licensing opportu-
nities; while synchs are often overrated as a
path to stardom, they can provide income and
industry connections.

But rather than attempt to place Northern’s
expansive Brit-influenced pop, MacGregor de-
cided to take a slightly different approach. “I'd
always had the idea to do music for commer-
cials, and I reached out to Jonathan Hafter,
who works on synch licensing,” he says. “He
told me he had a company that needed an up-
beat cover version of the Los Lobos song ‘Come
On, Let’s Go," and | called a {riend and we
recorded it. We also needed a
name for the project, so we came
up with Active Passive al the last
second and sent it in.”

The Active Passive version of
the song was then placed inan ad
promoting a Labor Day sale at
Macy’s. Under the terms of the
deal, Macy’s paid the fees to license
the track for one week and then
returned the master to Active Pas-
sive. MacGregor says he plans on relicensing the
track and hopes to offer it for sale on iTunes at
some point. He also says that he was compen-
sated, although he won’t reveal the exact num-
bers. “We got less than we would have gotten for
a typical commercial because it only ran for a
week, but I'm not complaining,” he says with a
laugh. MacGregor adds that he is using the
money from the commercial to help fund the
recording of a full-length Northern album.

He's also planning to continue recording cov-
ers with Active Passive. “I've done versions of
‘My Way” and ‘1 Walk the Line’ and sent those
off recently,” he says. “In terms of using the
musicin the ads to build Northern’s career, I’d
like to set up Google searches for any future ads
that will direct people to Northern’s page and
use Active Passive’s MySpace [page] to do the
same thing. Northern will always be my main
project,and [ want to use Active Passive to help
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aMacy’s TV spot with ACTIVE PASSIVE.

build it as much as possible.

Surprisingly, MacGregor says he knows only
one other musician who has created a separate
band for commercial ventures. And Ken Bar-
lage, co-founder of Byrd Barlage, the advertis-
ing creative firm behind the Macy’s spots, says
he hasn’t seen any other bands do what Active
Passive has done.

Barlage speculates that one reason so few
indie bands create commercial side projects is
that they let their artistry get in the way. “Mike
really gets it; he knows how to put together a
song in a way that will cater to the target mar-
ket,” he says. “That’s not an easy thing to do.

Hafter, the licensing agent at Big Sounds In-
ternational who helped broker the deal, agrees.
“When advertisers send me requests, they say
things like, ‘1t hasto sound like Coldplay or U2, ”
he says. “I’s hard, because very few indie rock-
ers can write like arena rockers
and get out of their comfort zone.

“Another reason bands don’t
think about doing songs for
commercials thatare unrelated
to their primary band is the mis-
conception that still exists about
synchs being such great expo-
sure,” Hafter says. “It’s really
part of the salesmanship on the
part of music supervisors to get
new artists to give music away. Honestly, 90%
of acts see no impact, and you almost never
see a ripple with an ad card.

“Active Passive are thinkingabout thisin the
right way,” he continues. “They are using the
opportunity to create a narrative and to benefit
their creative work.”

Asked if he feels there are any downsides
to using Active Passive to subsidize Northern,
MacGregor replies that he can’t think of any.
“Back in the day, maybe you would have got-
ten some negative feedback about selling out,
he says. “But I haven’t really heard anything
bad. It's mostly been a good opportunity for
me to try something new and put the income
back into Northern. I think everyone involved
has benefited.

b- For 24/7 indies news and analysis,
MOIZ scc billboard.biz/indies.
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Zuneln Tune

Microsoft Bets On Music Discovery

To Battle Apple

A funny thing happened in
September when Apple and
Microsoft introduced new
music discovery features for
their respective music services:
Microsoft got the better press.

After two years of taking a
beating from critics and
Apple fans alike, reviewers
like the New York Times’
David Pogue are scoring this
round for Microsoft.

“The Zune blows the iPod
off the map in music discov-
ery and downloading,” Pogue
wrote Sept. 17.

This is the kind of recogni-
tion that Microsoft was hop-
ing for when it first took on
the challenge of entering an
Apple-dominated digital mu-
sicspace. ts strategy then, as
it is now, was to focus its en-
ergies on the greatest weak-
ness of the iTunes/iPod
juggernaut—music discovery.

Its efforts out of the gate,
though, were clumsy at best.
The device was uninspired
and ugly. The Zune user-to-
user “squirting” feature was
ridiculed for its restrictive dig-
ital rights management and
the fact that there were too few
Zune owners to take advan-
tage of it. And the device’s Wi-
Fi “differentiator” didn’t allow
for over-the-air purchases.

But in the almost two years
since its release, Microsoft
added the ability to tag songs
for later download from the
built-in FM radio, music rec-
ommendations based on
user listening habits gleaned
from either the Zune staff or
a predictive algorithm, a
Zune Social community that
malches members with sim-
ilar musical tastes and the
ability to download music

straight to the device via a
Wi-Fi connection.

On the surface, the music-
discovery strategy makes sense.
According to JupiterResearch,
radio remains the top source of
music discovery for U.S. adults,
a1 63%, with recommendations
from friends a distant second
at 26%. The new Zune features
address both.

In fact, Microsoft is so con-
fident in the Zune's new dis-
covery capabilities that they
will soon be the central mes-
sage in an upcoming holiday
ad blitz, overshadowing the
device itself.

“We've never marketed the
client software as a stand-alone
piece [bul] it is something that
we're starting to do this year,”
Microsoft GM of global mar-
keting for entertainment Chris
Stephenson says. “We're defi-
nitely ata place where we can
market the software by itself.”

But so far, this differentia-
tion has yel to result in signif-
icant market share. The Zune
holds second place in hard
drive-based device sales at
11% and is thirdamong flash-
based devices ataboul 4%, ac-
cording to estimates from
Microsoft and industry ana-
lysts. As a music service, about
3.5 million people have down-
loaded the Zune desktop soft-
ware, with 2 million of them
also registered with the Zune
Social community (not to be
confused with Zune Pass sub-
scribers, the numbers for
which Microsoft does not
disclose).iTunes, meanwhile,
has been downloaded more
than 600 million times and
has 65 million-
plus registered
accounts.

TO GO

monthly subscription

MUSIC STREAMS

Slacker unveiled its next-generation per-
sonal radio player, the Slacker G2. The de-
vice streams personalized playlists from the
service when in a Wi-Fi location and also
caches streams for listening when outside of coverage.
Users can choose from more than 100 preprogrammed
stations and customize them as they wish. Users can
choose from a free, ad-supported service or a paid

The 4 GB version costs $200 and the 8 GB runs for
$250. Both are availabie now.

-AB

Earth to the Dandy Warhols #
The Dandy Warhols @
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What's more, the best parts
of the Zune discovery features
require a $15 monthly Zune
Pass subscription, a model the
mass market has so far resis-
ted. Yet Microsoft remains a
firm believer, saying music
fans will subscribe to a solid
music discovery experience,
if not for the music itself.

“We've been in subscrip-
tion from day one,” Stephen-
son says, “and we've maintained
all along that we’re going to
stay in this space. But we are
going to create a differentia-
tion which will make people
realize that subscription is re-
ally important. Musicis a
commodity aund you can’t
compete with free. There’s got
to be a vatue-added layer for
the consumer.”

To be sure, Microsoft has
proved itselfaresilient ad-

versary with the thick
skin, deep pockets and
infinite patience needed
to stick with what at first
appeared to be a losing
strategy when entering a
market late in the game.
When Microsoft intro-
duced the original Xbox
in 2001 to establish an
toehold in the videogame
console market, Sony Com-
puter Entertainment’s Play-
Station 2 (PS2) had a year’s
head start in sales and held a
whopping 70% market share.

While the original Xbox
console broke ground as the
first to include a hard drive

and built-in Interner port, it
was ridiculed for its bulky con-
trollers and boxy design. After
ayear, it succeeded in captur-
ing only 12% of the market.
Then Microsofi introduced
the Xbox Live multiplayer plat-
form, replaced its controllers
with more ergonomically
friendly ones and scored some
exclusive games that added
momentum to the effort. The
month before the next-
generation Xbox 360 came out,
the PS2 remained in first
place, but with a reduced
56.3% maurket share to the
Xbox's 24.8%, according to fig-
ures from NPD Group.
Whetheritcan do the same
in the digital music space re-
mains a question. Stephenson
hinted at a possible ad-
supported subscription strat-
egy on the horizon, as well as
a long-promised deeper inte-
gration with the popular Xbox
service. (Thirty-five percent of
Zune users also own an Xbox.)
Today, the focus of the dig-
ital music market remains the
device—namely the iPod—
and attempting to compete
against that directly is folly.
Microsoft is betting that the
focus will soon turn to the
music—how it is discovered,
acquired and shared.
By that criteria, the Zune
has scored a blow. But the fight
is far from over. oo

E For 24/7 digital news
blz and analysis, see
L billboard.biz/digital.
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BITS & BRIEFS

GRILLED PORK

The site administrator be-
hind the QOiINK file-sharing
group, which was shut
down after a series of inter-
national raids last year, has
finally been charged. Alan
Ellis was charged Sept. 10
with conspiracy to defraud
and was scheduled to ap-
pear in a U.K. magistrates
court Sept. 24 with five oth-
ers arrested in the raids. He
faces possible jail time and
a fine. Meanwhile, Daniel
Dove, former administrator
of Elite Torrents, was sen-
tenced to 18 months in
prison and three years pro-
bation, as well as a $20,000
fine for his role in the pri-
vate file-sharing network.

APPLE ALLERGY

A group of entertainment,
technology and retail com-
panies have joined forces to
create an interoperable dig-
ital media environment, pri-
marily for movies, called the
Digital Entertainment Con-
tent Ecosystem. Content
members include Warner
Bros. Entertainment, NBC
Universal and Paramount
Pictures; retailer Best Buy;
and tech firms Toshiba, Sony,
Hewlett-Packard, Intel, Cisco

HOT RINGMASTERS:

TITLE
ORIGINAL ARTIST

8 CAN'T BELIEVEIT

L T-PAIN FEATURING LIL WAYNE

e 5 g PAPERPLANES
a

MY LIFE
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MRS. OFFICER

JASON MRAZ
PUT

REHAB

NE-YO

GOT MONEY
LIL WAYNE FEATURING T-PAIN

THE BUSINESS
YUNG BERG FEATURING CASHA

IN THE AYER
FLO RIDA FEATURING WILLIAM

LOLLIPOP

ALL | WANT TO DO
SUGARLANO

ADDICTED
SAVING ABEL
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' BARTENDER SONG

and Microsoft. Noticeably
absent is Apple, which op-
erates the most popular
download store for music,
movies and TV. The group’s
goal is to set interoperable
digital rights management
standards for the distribu-
tion of digital content and to
avoid repeating the experi-
ence of the digital music
market, which Apple’s iPod
and iTunes dominate through
an ecosystem based on
Apple’s noninteroperable
DRM standard Fairplay.

DIGITAL NOMINEES
The BT Digital Music Awards
nominations were an-
nounced, with Kylie Minogue,
Radiohead, Coldplay, Leona
Lewis and British Sea Power
contending for artist of the
year. The awards seek to
honor acts innovating the
most in digital entertain-
ment. Minogue was tapped
for her recent online fan
community, which is up for
a best innovation award.
Other nominated acts in-
clude Bloc Party, the Ting
Tings and the Futureheads
for such honors as best
music site and best blog. The
awards will take place Oct. 1
in London.
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THE GAME FEATURING LIL WAYNE
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Pink earns her first top five as “So What" leaps
14-5 in its second week on the list. “What*
scores the largest percentage increase on the
chart (up 80%) as it moves 31,000 downloads.

MISS INDEPENDENT

PLEASE EXCUSE MY HANDS
PLIES FEATURING JAMIE FOXX & THE-DREAM

LIL WAYNE FEATURING STATIC MAJOR

LOLLI LOLLI (POP THAT BODY)
THREE 6 MAFIA FEATURING PROJECT PAT, YOUNG D & SUPERPOWER
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Bigder Can Be Better

Diamond, Vlasic On The Appeal Of Larger Agencies

Marty Diamond thinks independent boutique
agencies can still compete in today’s marketplace.

“That’s exemplified by High Road Touring
and Billions Corp.,” Diamond says. “Those are
really formidable businesses, and there are a
bunch of other ones. And certainly they've made
their own strategic moves.”

But Diamond sold Little Big Man in 2005 to
Paradigm Talent Agency, where he is now head
of East Coast music. And he says it was the
right move.

“Iloveit,” he says. “I have day-to-day contact
with every department head, from TV, to film,
to talent, to lit, voice-overs, you name it. I could-
n’t ask for a better experience.”

Amid the continuing consolidation of book-
ing agencies, the prospect of working at a larger
agency is becoming ever more appealing for
many independent agents.

One of the latest to make the
move was Marsha Vlasic, who
sold her Marsha Vlasic Organi-

OnThe
Road

Regina Spektor, the Strokes, Van Morrison
and others.

Vlasic says her immediate objective is to build
a contemporary rock department for ICM. How?

“I guess | start looking for people,” she says.
Aggressively? “I've never been a real poacher.
That’s not my style.”

Meanwhile, Paradigm recently signed on
Matt Galle and Andrew Ellis,
both principals in Ellis Indus-
tries, who bring to Paradigm a
lengthy list of clients, including

zation to International Creative
Management in early September.
Though Vlasic used to work at
ICM, she had become known as
an independent spirit in the
agency world.

So why move to a major?

“I've doneit successfully alone for 11 years
and I just felt like with consolidation and every-
thing happening, I didn't want to be that lone
soldier on the battlefield, alone,” Vlasic says,
adding that she doesn’t expect to change the
way she operates. “ICM respects and recog-
nizes the success that I've had with the way I
did it. There should be no reason why I can't
continue that way.”

[CM president Chris Silbermann agrees
with that assessment.

“Great agents always have that balance
between fiercely independent and entrepre-
neurial and also working within a culture
and a construct,” he says. “Maybe she saw
in us somewhere she could grow and keep
that independent spirit and entrepreneuri-
alism while accessing a lot of the stuff we've
been doing, like international, branding and
tour sponsorships.”

Silbermann says he’s bullish on the live busi-
ness and wants to grow it at ICM. “It’s a great
time in the live business right now,” he says.
“Nothing’s foolproof, butif youwork itas a team
and are really smart about the risks you take, [
think it’s a great area.”

With one-promoter deals and multirights
pacts increasingly prevalent, Vlasic agrees
that the role of the agent has changed. “There
are agents that aren’t as involved in the day-
to-day marketing, the day-to-day on-sales, pre-
sales and other things,” she says. “But when
it comes to Neil Young being a Live Nation
tour, I'm as involved in his day-to-day as if
I’m booking every minute of it by myself. Be-
cause, in the long run, if something gets
screwed up, [Young manager| Elliot Roberts
looks at me, not them.”

ICM’s acquisition of Vlasic’s business gets
it Young, Ben Folds, Elvis Costello, Iggy Pop,
Lou Reed, Moby, Muse, Ozzy Osbourne,
18 |
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My Chemical Romance, Dash-
board Confessional, Taking
Back Sunday, Brand New, Boys
Like Girls, Alkaline Trio, Metro
Station, Hellogoodbye, Circa
Survive, Thrice, New Found
Glory and Say Anything,

Paradigm’s Diamond says that Galle and
Ellis are talented agents with great clienis
who will fit in well with Paradigm New York’s
office culture.

It has been about two years since Diamond
himself made the move to Paradigm, ping-pong
table and all. “1 couldn’t ask for a better experi-
ence, and I think Andrew and Matt will feel the
same way,” he says.
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—MARSHA VLASIC, ICM

Diamond says moving to alarger agency of-
fered key advantages. “When 1 did my deal,
there was a point in time where my roster had
blossomed and it became very obvious that
artists have different skill sets, and there was
a need to be able to provide not only new serv-
ices but to create other palettes for artists to
draw from,” he says. “In the two years of my
deal, I don't have a lot of artists come in and
say, ‘l want to be an actor,” or ‘I have an idea for
abook.” It's more about people coming up with
different ways of doing things. The roster [had|
gotten 1o a place where it made sense to have
other tools in the toolbox.”

Asked about Galle’s and Ellis’ ping-pong
skills, Diamond says he’s sure they play, but
adds that Paradigm agent Larry Webman is
the one to rate their skills. “I'm terrible,” Dia-
mond says. “The person in the office that’s got
game is Larry.” oo

biz

For 24/7 touring news
and analysis, see
billboard.biz/touring.
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TICKET PRICE(S)  Venue, Date Capacity Promoter
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ALEJANDRA ALBERT

2007 Latin Grammy A

best ne artist nominee,

used hér MySpace page
Tefra.com to reach
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Digital Designs

Trying Out New Strategies To Sell Latin Music

Discussions of online and mobile strategies will feature prominently at the
Billboard Regional Mexican Music Summit (see story, right). In preparation
for the conference, we asked industry experts to provide us with examples
of successful digital initiatives that have produced tangible results. The fol-
lowing examples show that savvy digital marketing and promotion can
work, even on a shoestring budget.

LAUNCHING A NEW ARTIST

When singer/songwriter Crisantes re-
leased his self-titled debut album inde-
pendently in 2006, iTunes made his
single “Nuevo Mundo” the iTunes
Latino Single of the Week. Then iTunes
Latino and AOL Latino simultaneously
promoted Crisantes for a week. “The

album, which debuted almost a year
earlier, jumped to No. 14 oniTunes Top
Latin Albums chartin only three days,
selling more that week than ever be-
fore,” his publicist Rondine Alcala
says. “Crisantes’ MySpace page received
hundreds of hits and prompted the cre-
ation of two fan clubs soon after.”

PROMOTING A NATIONAL
TOUR

North Hollywood, Calif., indie label Na-
cional Records was excited that its band
the Pinker Tones was the only Latin act
on the 2008 Vans Warped tour, on which
they played 45 dates. “We
knew they had pockets of
fansinevery corner of the
country, but also knew this
would be the first time
they would be playing to
many of those fans,”
Nacional president Tomas
Cookman says.

To capitalize on the
Tones’ heightened visibil-
ity during the tour, Nacional launched
anonline tour diary that band members
updated three to four times per week.
One band member blogged in English,
while another blogged in Spanish. A third
band member who was a photographer,
updated the audiovisual content. The
blog, which was linked to the Barcelona
band’s MySpace page, chronicled the
group’s experience as a Spanish band
touring America. Nacional also launched
aweekly contest where fans vied for con-
cert tickets by adding the group to their
top eight MySpace friends and addinga
Pinker Tones song to their profile.

“By recognizing the fans online and
awarding them with concert tickets,
we seamlessly multiplied and rein-
forced the Pinker Tones’ fan base,” says
Jennifer Sarkissian of Nacional’s pro-
motion department.

BREATHING NEW LIFEINTO
A YEAR-OLD ALBUM

Vicente Fernédndez’s “Para Siem-
pre” has sold more than 350,000
copies in the United States since its
release in September 2007, accord-
ing to Nielsen SoundScan. As part

of Sony BMG’s final promotional
push for the album, the label began
discounting the set for online
customers to commemorate His-
panic Heritage Month, which began
Sept. 15. In addition, iTunes featured
the album in a banner
display on its main
page and promoted it
on iTunes Latino. The
result? “Para Siem-
pre” sold fewer than
1,000 digital units
during the week
ended Sept. 21, but
that was still good
enough for a more
than 500% gain from the prior week
and made it the top-selling Latin dig-
ital album of the week, according to
Nielsen SoundScan.

PROMOTING AN INDIE ACT
ON THE WEB

Alejandra Alberti, a 2007 Latin
Grammy Award best new artist nom-
inee, is on an indie label with an indie
budget. As such, publicist Christina
Castrillon says, the Internetis an “in-
dispensable” tool. Most recently, Al-
berti debuted her new video, “Blanco
Fatal,” Sept. 16 on Terra.com, garner-
ing close to 1,000 hits.

“All our marketing efforts were
then concentrated on driving traffic
to her MySpace [page],” Castrillon
says. Since the Terra debut, 8,300 peo-
ple have visited her MySpace site. To
date, Alberti has logged more than
243,000 visits to her MySpace page—
a modest tally by mainstream pop
standards but encouraging for an
indie Latin artist. s

For 24/7 Latin news

b|z and analysis, see
L billboard.biz/latin.
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Little Labe_lg Grow

bels accounted for about one-fifth of total music
sales in the first half of 2008, holding steady
from first-half 2007, according to CAPIF.
CAPIF did not break out indie sales
before 2007 because too few indie
labels reported their sales to the
trade group. Today, CAPIF
monitors sales from 29 in-
) dies and the four majors.
The Ministry of Eco-
nomic Development of
the City of Buenos
Aires estimates that
there are more than
100 active labels oper-
ating in the city alone.
The upturn in the fortunes of
local indie labels ironically was
fueled by the Argentine financial
crisis of 2001, when the peso
plunged in value against the U.S.
dollar. As major labels scaled back
their operations in Argentina,

Indies Prosper In T
Argentine Music Scene

BUENOS AIRES—Independent record
labels are becoming increasingly impor-
tant in the Argentine music scene, con-
tributing to the sustained growth of the
local market.

In contrast to the decline in music
sales occurring in most other mar-
kets around the world, music sales
in Argentina have risen steadily in re-
cent years, according to the country’s
Chamber of Record and Video Produc-
ers (CAPIF). Through the first six
months of 2008, physical album sales
totaled 7.7 million units, up from 7.5 mil-
lion during the same period last year. Digital
music sales, which according to the IFPI ac-
counted for 3% of overall Argentina music sales
in 2007, jumped 121% during the first half of
2008 from a year earlier, CAPIF says.

Within the growing Argentine market, indie la-
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small- and medium-size labels jumped at the op-
portunity to fill the gap. In one such move, indie
PopArt Discos signed alternative artist Dante, who
had previously recorded for Universal Music.

Indies have sought opportunities in niche mar-
kets and have signed artists to flexible deals. Eclec-
tic local label Los Anos Luz, for example, offers
record deals that include artist management, pub-
lic relations and tour promotion.

“Small companies add a new value to the con-
ceptof brand,” Union of Independent Labels pres-
ident Victor Ponieman says. “People now relate
them to ‘good music.””

Ponieman is also the director of the independ-
ent Random Records, which works locally with
such acts as Brazil's Carlinhos Brown or Paris-
based electronic combo Gotan Project. “The shift
in the business made the multinational labels lose
their bearing,” Ponieman says. “They were used
to working with money. We worked with creativ-
ity. That’s why we found better pathways in this
time of change.” Valeria Agis

EN ESPANOL: All the great Latin music

L£O0Mm coverage you've come to expect from
Billboard—in Spanish! Billboardenespanol.com.
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Music, Tech

To Intersect At
Regional Mexican
Summit

SOLis

Regional Mexican music’stop
acts will meet the digital
world’s most important play-
ers Oct. 6-8 at the third annual
Billboard Regional Mexican
Music Summit in Los Angeles.

In response to interest by
the regional Mexican industry
in advancing online and mo-
bile exposure and sales, exec-
utives from such companies as
YouTube, MySpace, his, Terra,
the Orchard, Thumbplay,
SendMe Mobile, PlayPhone,
AR Solutions and the Indepen-
dent Online Distribution Al-
liance will weigh in on how to
get in on these increasingly
vital revenue streams.

In addition to a rare sitdown
interview with superstar Marco
Antonio Solis onthe eve of his
latest album release, the con-
ference lineup features veteran
acts and new faces.

Conjunto Primavera lead
singer Tony Melendez will dis-
cuss attracting new audiences
with two newer groups—Sony
duo Los Cuates de Sinaloa and
independent act Los Inquietos
del Norte—on the “Macho or
Sensitive? The Men of Re-
gional Mexican” panel, spon-
sored by ASCAP.

Hit songwriters Akwid, Es-
pinoza Paz, Mario Quintero
from Los Tucanes de Tijuana,
Roberto Tapia, Armando
Bafiuelos, Ismael Gallegos and
Oswaldo Villarreal will dissect
their techniques on BMI's “How
| Wrote That Song” panel.

The conference will wrap
Oct. 8 with the star-studded
Noche Premmusa at the Nokia
Theatre, where a who’s who of
acts will take the stage, includ-
ing Conjunto Primavera, Into-
cable, Banda el Recodo,
Alacranes Musical, Los Tu-
canes de Tijuana, Los Rieleros
del Norte, German Montero,
Graciela Beltran and Pablo
Montero. Promoters’ associa-
tion Promotores Unidos will
present awards for artistic and
touring achievement at the
event, which is presented by
the association, Biliboard and
AEG Live.

For afull conference sched-
ule, go to regionalmexican-
musicsummit.com.

—Ayala Ben-Yehuda
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SAVAGE LOVE

Australasian Rappers Buoyed By Chart Success

MELBOURNE—New Zealand rapper Savage’s Billboard Hot 100 success could
help boost a new troop of Australasian rappers into the spotlight. Championed
by stations across the American Midwest and South, Savage’s “Swing” (Dawn
Raid/Universal Republic), featuring Soulja Boy, broke into the top 50.

At rhythmic-leaning top 40 station KHTT Tulsa, Okla., OM/director of pro-
gramming Tod Tucker says he knew “Swing” would be “a mass-appeal record”
from first hearing—and he’s “absolutely” keeping an ear cocked for similar

sounds from Australasia.

That’s encouraging for the hip-hop scene thriving among the independent la-
bels of Auckland, New Zealand, or the Australian cities of Adelaide and Melbourne.

Australia and New Zealand remain predominantly pop/rock markets. On the
Australian Recording Industry Assn.’s 2007 year-end top 100 albums chart, for ex-
ample, Timbaland, Akon and Kanye West were the only major U.S. hip-hop names.
However, the 2006 multiplatinum success (Billboard, July 22, 2006) of Hilltop
Hoods (Obese) opened the chart doors for other local hip-hop acts like Bliss n Eso
(lllusive Sounds), TZU (Liberation) and the Herd (Elefant Traks).

Since then, “mainstream radio’s recognition for Australian hip-hop has grown
dramatically,” the Hoods’ manager P.J. Murton says.

“We [now] play significantly more local hip-hop,” top 40 station Nova/Adelaide
DJ Hayden Else says. “Listeners respond to the acts singing about Australian ex-
periences—not the American gangsta lifestyle.”

Here, Billboard examines the key scenes in the genre’s growth:

AUCKLAND
The so-called City of Sails, draped be-
tween two natural harbors, is also a city
of rap. New Zealand’s capital supports
around 100 hip-hop crews; dedicated
radio stations Mai FM, Flava and Niu
FM; quarterly national hip-hop maga-
zine Back2basics; and key clubs Choco-
late City, Shake and Hennessey.
Pacific islanders and indigenous
Maoris make up slightly more than 25%
of Auckland’s 1.4 million citizens. Like
tellow local chart-toppers Scribe (Mush-
room/Warner), Che Fu (Sony BMG) and
Nesian Mystik (Bounce), Savage emerged
from the “urban pasifika” scene, which
incorporates traditional rhythms and in-
strumentation into U.S.-style hip-hop.
“Urban pasifika will be the next
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major global sound,” says Andy Mur-
nane, CEO of Savage’s label Dawn Raid,
which recently firmed a U.S. market-
ing/distribution deal with Universal
Republic’s Federal Distribution. The
labels’” key acts include Auckland rap-
per Mareko, whose “White Sunday 2:
The Book of Mark” appeared in New
Zealand in April.

Auckland’s MTC label, home to rap-
per Tyree, is also eyeing the U.S. mar-
ket and will relocate rapper Young Sid
to New York in November while inves-
tigating stateside distribution.

Leading New Zealand D] Sir-Vere,
who edits Back2basics, suggests that
some of the records coming out of Auck-
land are “getting to the point where
[they're] world class.”

MELBOURNE

The city may be second to Sydney in pop-
ulation, but Melbourne’s hip-hop scene
easily outperforms its noisy neighbor 450
miles to the northeast.

“Melbourne audiences embrace their
local culture more, which is why hip-hopis
so advanced in this city,” says Matt Gudin-
ski, managing director of hip-hop label Il-
lusive Sounds and publisher of the genre’s
national bimonthly magazine Acclaim. In
the '80s, Melbourne was “one of the
strongest graffiti-art cities in the world,”
adds MC Pegz, owner of Melbourne spe-
cialist label Obese Records. “A lot of the
music’s initial success came from graffiti
artists turning into producers and MCs.”

The city hosts an
estimated 100 crews,
performing at clubs
renowned for genre-
busting jam sessions.
That encourages
manylocal acts to in-
corporate elements
of other genres. The
nine-piece LABJACD,
for example, draws
heavily on Latin styles; others favor juzz or
Asian music. Leading Melbourne acts in-
clude Muph & Plutonic (Obese), Tzu (Illu-
sive Sounds) and True Live (Inertia).

Locally, the music is exposed on such col-
lege radioshows as “Top Billin’ ” (RRR), “100%
Phat” (Kiss FM) and “Jammin’ ” (PBS).

ADELAIDE

Surrounded by vineyards, this slow-paced
southern city is home to the National Wine
Center of Australia—Dbut local boys Hill-
top Hoods have also helped Adelaide de-
velop a superior vintage of hip-hop talent.

The act did that through its national
breakthrough and by providing upcoming
acts financial assistance and recording
time. Hoods’ manager Murton says Ade-
laide’s small size means its 50 hip-hop acts
readily collaborate.

Kirk Wray, who hosts college station 3D
Radio’s “Premium Blend” show, praises the
scene’s “sense of sol-
idarity,” which he
says “gives Adelaide
hip-hop a very Aus-
tralian sound thait
sounds like nothing
from abroad.”

That sound, often
featuring exagger-
ated Australian
accents on top of
heavy sampling, is exemplified by Terra
Firma’s current album “Music to Live
By” (Simbiotic Audio/Shogun) and
Funkoars’ forthcoming “The Hangover”
(Peepshow/Shogun).

Key Adelaide hip-hop clubs include
Rhino Room, Earth, Unibar and Fowlers
Live, with capacities ranging from 180 to
520. Local shows like Radio Adelaide’s
“Hip Hop Mania” and Fresh FM’s “SyN-
eRgy” also expose as-yet-unsigned acts,
currently including Crossbred Mongrels,
K21, Jimblah, Social Change, Crackhouse
and Butterthief. o

Additional reporting by Gail Mitchell in
Los Angeles.
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NEWS

>>>LIFETIME AWARD FOR AZNAVOUR

Veteran French singer/songwriter Charles Aznavour will re-
ceive a lifetime achievement award at the 2009 MIDEM in-
ternational music market Jan. 19 in Cannes. MIDEM runs Jan.
18-21. The 84-year-old artist has written more than 800 songs,
and his works have been interpreted by artists including Fred
Astaire, Ray Charles, Elvis Costello, Liza Minnelli and Nina Si-
mone. His acting career includes more than 60 films. Aznavour
is currently on a farewell tour of Latin America. The EMI record-
ing artist will also release a new album, “Duos,” later this year
featuring duets of some of his best-known songs with an in-
ternational lineup of collaborators including Placido Domingo,
Bryan Ferry, Elton John and Sting. —Andre Paine

>>>‘HEAVENLY’ FEST FOR U.K.

Festival Republic, the U.K. promoter behind the Leeds and
Reading festivals, is part of a group planning a new outdoor
event for 2009 called Heavenly Planet. The organizer is Heav-
enly Planet U.K. Festivals, a three-way enterprise created by
Festival Repubilic, local authority the Reading Borough Coun-
cil and Thomas Brooman, former artistic director of annual
world music festival WOMAD. Although still awaiting local-au-
thority approval, the organizers are confident the new festi-
val—which Billboard understands will lean toward world
music—will get the go-ahead for its scheduled launch dates
of July 10-11. It will have a 15,000-capacity and should the
event become a success, Heavenly Planet U.K. Festivals hopes
to extend it to three days. —Juliana Koranteng

>>>ROYALTY RATES RISE
AT FRENCH RADIO

Many French public radio stations are facing an increase in the
license fees they pay for performance rights to labels and
artists. The fees will be increased in some cases beginning Jan.
1,a government-led commission has ruled. Since 1987, the rate
has been set at 4.45% of stations’ broadcast income; the new
system introduces progressive rates from 4% to 7%, in accor-
dance with stations’ revenue. It will progressively be applied
starting in January and be fully applicable in January 2012. The
new revenue scheme applied is similar to the one decided Oct.
15, 2007, for privately held stations. —Aymeric Pichevin

>>>NEW WAR CHILD ALBUM

U.K.-based charity War Child will partner with EM{’s Par-
lophone label on covers album “Heroes.” The set will be re-
leased Nov. 24 in the United Kingdom by Parlophone and
raise funds for the charity, which works to protect childrenin
war zones including Iraq and Afghanistan. The album features
Duffy’s version of Paul McCartney & Wings’ “Live and Let Die,”
U.K. dance act Hot Chip’s reworking of Joy Division’s “Trans-
mission and Beck’s cover of Bob Dylan’s “Leopard-Skin Pill-
Box Hat.” The full track listing has not yet been confirmed.
War Child’s first music project, “Help,” was released in Septem-
ber 1995 by Go Disc Records, with contributions from Mc-
Cartney, Oasis, Blur and Radiohead. —Andre Paine

>>>DOUGLAS TAKES HELM AT ERA

The council of U.K. trade body the Entertainment Retailers
Assn. has elected Zavvi managing director Simon Douglas as
its chairman for the next year, taking over from independent
retailer Paul Quirk. Ben Drury, managing director of digital
download store 7digital, will continue for a second year as
deputy chairman; Graham Lambdon of distributor EUK re-
mains treasurer. Douglas led last year’s management buyout
of Virgin Megastores, rebranding the chain as Zavviin Septem-
ber 2007. ERA represents U.K. retailers and wholesalers of
recorded music, video, DVDs and games and its 200 members
operate around 5,000 stores. —Andre Paine

b- For 24/7 global news and analysis, see
LIZ binboard.biz/global.



www.americanradiohistory.com

BY DIANE COETZER

Emerging
Market

Nigeria’s Music Scene Gets A Boost
Thanks To MTV, Mobile

JOHANNESBURG-—With an estimated population of 140 mil-
lion in a country twice the size of California, Nigeria has always
been a creative hotbed of music. Now, there are signs that the
country could become a much-needed additional legit music mar-
ket on the continent—at least for touring and mobile music.

The country that brought us Afrobeat pioneer Femi Kuti now
has a healthy live scene that is attracting international heavy-
weights, while many believe the symbolic award of November’s
inaugural MTV Africa Music Awards (MAMAS) to the city of Abuja
will put the market firmly on the music map.

MTV Networks Africa senior VP/managing director Alex Okosi
cites Nigeria’s “great music heritage and vibrant and exciting
youth culture” as reasons for the decision.

“Strategically, Nigeria is also very important to MTV and to our
sponsors,” he says.

Although a number of international acts have performed in
Nigeria through the years, the ThisDay festivals—promoted by
ThisDay Entertainment Group and ThisDay Style inagazine, both
part of ThisDay Newspaper Group—offer the biggest platform
forinternational talent. Its 2008 edition saw Rihanna, Jay-Z, Usher
and John Legend play the ThisDay Africa Rising Festivalin Lagos
and Abuja in July. Organizers say attendance doubled from 25,000
in 2006 to 50,000 this year.

“Big-name acts can command huge fees [ for concerts),” says
Solomon Sonyaiya, owner of Lagos-based artist management

Above: JAY-Z and RIHANNA at the ThisDay
festival in Abuja, Nigeria; right: JOHN LEGEND
(left) with event founder NDUKA OBAIGBENA.

company Afrozilla, “sometimes as much as three
times what they would get in the States.”

The local recorded-music market, however, re-
mains blighted by a piracy rate estimated to be in excess of 90%
for physical product. With limited legitimate retail outlets, none
of the majors have offices in Nigeria and, while Sony BMG and
South Africa’s biggest indie Gallo have looked at budget CD re-
leases in the territory, the relatively high rate of mobile penetra-
tion and mobile companies’ willingness to invest in the region
mean that most believe mobile music is the best way forward.

“Low home PC ownership coupled with poor bandwidth and
no iTunes makes Africa quite different,” says Keith Lister, man-

LEGEND. BENNETT RAGLIN; MINOGUE® WILLIAM BAKER
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aging director of Johannesburg-based Sony
BMG Africa. “But Nigeria is the continent’s
most populous country so it cannot be ignored

-and mobile is the most likely route for us
to take.”

Kuwait-based mobile operator Zain Group
sponsors the MAMAs and says it has invested $5
billion in creating infrastructure since 2006. It
claims to have 15 million customers in Nigeria.

“It is part of our corporate philosophy to
sponsor music across Africa,” says Bahrain-
based Mwambu Wanendeya, Zain’s commu-
nications director for Africa, citing sponsored
concerts by African and international artists in
Nigeria, the Congo, Tanzania and Uganda.

In February, Zain launched CentralStation—
an online community platform that will add a
MySpace-like upload interface and mobile
music downloads by the end of September.

“We are using music to attract the youth
market and build loyalty,” Wanendeya says.

Butas more Western artists and companies
eye the region, insiders warn that the live mar-
ket is not without its problems.

Sonyaiya cautions that there are just ahand-
ful of legit promoters, while infrastructure is
also an issue. ThisDay festival founder Nduka
Obaigbena reports chartering a plane to bring show gear from
the United Kingdom to Lagos after failing to find the right equip-
ment in Africa. Similarly, Okosi confirms the MAMAs set will be
built in Italy and freighted to Nigeria.

Security can also be an issue—especially in Lagos.

“International acts are always well protected,” Sonyaiya says.
“But the audience is vulnerable to being attacked by thugs when
they leave the venue,” although increased security and more ex-
pensive ticket prices have deterred troublemakers recently. - -

Ringing In Changes

Labels Seek
Greater Share Of
Ringback Revenue

KUALA LUMPUR, Malaysia—
With sales of ringback tones
surging across southeast Asia
(Billboard, Sept. 13), major la-
bels are seeking a bigger slice
of the format’s revenue.

With U.S. technology con-
sultancy MultiMedia Intelli-
gence projecting that
ringback sales in Asia
alone will hit $1.5
billion this year,
the majors want
to move away
from the current
business model
where mobile compa-
nies pay aone-time fee to la-
bels for ringback tones on a
per-song basis. Instead, they
are seeking revenue-sharing
deals on the monthly subscrip-
tions paid by consumers. Such
monthly fees—set by opera-
tors and generally costing sub-
scribers between 50 cents and
$1.50 per month—are retained

in full by wireless carriers.

In countries where such a
revenue-sharing model is al-
ready in place, the labels are
seeking a more equitable split
between rights owners and
carriers. Their proposed rate
is @ 60-40 split in the mobile
companies’ favor, in place of
current rates of 70-30 or 80-
20 splits.

“We only want what’s fair
and that benefits the
music industry collec-
tively,” says Sandy

Monteiro, Kuala
Lumpur-based
Universal Music
Southeacst Asia VP
of digital and chair-
man of local labels
body the Recording Industry
Assn. of Malaysia (RIM).

The labels had agreed to
less favorable ringback deals
in the past to encourage car-
riers to make the necessary in-
vestments needed to accom-
modate the format, industry
sources say.

But evening things up has be-

come a more pressing priority
as piracy hits sales of other mo-
bile formats. Unlike ringtones
and song downloads, ringbacks
are largely pirate-proof.

In Malaysia, the labels say
they have scored a notable
victory in persuading Maxis,
the country’s No. 1 mobile
company, to move to a rev-
enue-sharing model on a 60-
40 split. The labels say their
40% share is divided among
themselves, artists, composers
and publishers.

Monteiro says DiGi, Malay-
sia’s No. 3 mobile company,
will also soon roll out ringbacks
on a revenue-share model, al-
though No. 2 operator Celcom
is still paying a one-off fee for
each song. All three compa-
nies refused to comment, al-
though a DiGi representative
confirms negotiations are in
the final stages.

“Mobile companies have to
come to terms with paying a
fair fee for intellectual prop-
erty,” Kuala Lumpur-based
Sony BMG Malaysia managing
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director Adrian Lim says. “It’s
only a matter of time before
we start working together ona
level playing field.”

A one-time fee “is simply
unacceptable,” says Chan
Miew Lan, GM of Malaysian au-
thors’ society Music Authors
Copyright Protection. “Even
with the revenue-share model,
mobile companies need to un-
derstand that they cannot re-
tain a hefty chunk, because we
created and own the product.
Without content, they have
nothing to sell.”

In other countries where the
revenue-share model is al-
ready in operation, reducing
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the mobile companies’ share
may prove more problematic,
insiders predict, particularly in
markets like Indonesia, India
and Thailand, where interna-
tional product is less in de-
mand. RIM say such artists as
Leona Lewis, Gwen Stefani,
Kylie Minogue and Avril Lavi-
gne are among the best-sell-
ing ringback acts in Malaysia
this year.

Nonetheless, Tim Smith,
manager of business incuba-
tion at Tokyo-based invest-
ment company AC Capital,
says the revenue-share model
will benefit carriers as it en-
ables them to load lots of con-
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KYLIE MINOGUE
is.one of Malaysia’s
most popular
Western artists in
terms of ringback
tone sales.

tent at reduced financial risk.

“Labels typically have a few
songs thatdoreally welland a
lot that don’t,” he says.

The majors are negotiating
on anindividual basis with the
carriers, but Monteiro warns
mobile companies that resist
the new deals will feel their col-
lective power when contracts
run out.

“We have to negotiate all
new contracts with mobile
companies on the same
terms,” he says. “We cannot
have double standards.” ..

Additional reporting by Steve
McClure in Tokyo.
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With the launch of thie MySpace Music service, MySpace co-founder/CEO Chris DeWolfe

Chris
DeWollfe

As MySpace finally pulls the
wraps off its new music service,
the head of the social-networking
giant talks about its relations with
labels and the online ad market.

must now walk a very delicate line. In fact, make that several.

On the one hand, he’s enlisted the help of all four major record labels by offering an eq-
wity stake in the music joint venture to acquire their content and their marketing and promo-
tional prawess. On the other hand, he needs to placate an independent artist and label com-

munity that helped establish MySpace as a music destination.

DeWolfa must keep one eye focused on providing the promotional tools and services required
to keep MySpace a useful site for artists to call home, while keeping another fixed on the con-
tent and usability needs that music fans demand in order to remain MySpace members.

Through it all, he must find a way to attract relevant advertising and sponsorship dollars
to provide the revenue that keeps his label partners happy while not alienating users.

It’s a juggling act that DeWolfe has begun at a time when competitors like Facebook are
challenging MySpace’s dominance of online social networking. MySpace now places second
in registered members worldwide behind Facebook, although it remains the U.S. leader.

Together with an overall downturn in Internet advertising spending—the cornerstone of My-
Space’s revenue—the MySpace Music model has a lot riding on its shoulders. Billboard checked
in with DeWolfe on the eve of the launch to learn more about how he plans to carry that load.

MySpace Musicis rather unique
in that it has offered the major
labels an equity stake in the joint
venture formed to bring the serv-
ice to market. How much of it do
they control?

We're not disclosing any percent-
ages or deal points. Each music
company has a representative on
the board of directors and influence
on the future of the company.

So how are independent labels
and their representative groups
involved?

The whole idea behind MySpace
from the beginning was to create a
place for bands to reach out to fans
they ordinarily wouldn’t have been
able to get a hold of. MySpace be-
came this amazing promotional
platform where they could reach
120 million people all over the world
and we would pick up the cost of the
streaming. So we helped create this
ecosystem to help them make aliv-
ing where ordinarily they may not
be able to. With MySpace Music,
we're going to provide them tools
to further that ecosystem and give
them the same tools that anyone
else has on the site.

But will indie labels also have an
equity stake in the joint venture?
We're not disclosing the deal points
with labels. But what I can say is
thatan independent artist will have
the ability to participate in virtually
every revenue stream. So they’ll be
able to sell downloads, sell tickets,
sell merchandise. It’s a one-stop
shop for them, and we’re picking
up the cost of the streaming and
driving traffic. We fully support the
indie community.

Why did you feel you needed to
launch without a full catalog of
major and independent content?
[Ed. note: MySpace finalized deals
with EMI and the Orchard on the
eve of the service’s launch; their
music will be added over time.]

We have the majority of music
that's in any kind of a major music
catalog out there. We've been de-
veloping features for the last six or
seven months. We've completed the
development timeline, and our
users have been asking us for this
product for a long time. We want
to get it out there. We also have
major launch partners in Toyota,
McDonald’s, [Sony Pictures] and

State Farm Insurance. The critical
mass is definitely there.

So how muchinput into the strat-
egy and direction of MySpace
Music will labels have?

It’s a very consultative approach.
They’re experts in the music indus-
try. They’re absolutely essential to
build any quality music service.
They understand music. They un-
derstand the promotion of music.
They understand A&R. They un-
derstand how to package and the
presentation layer. They under-
stand the sizzle.

We're more of a technology com-
pany. .. MySpace is all about com-
munity. We have a core competency
inboth advertising and promotional
sales, which music companies don't
traditionally have. We have 300 peo-
ple in our sales and creative depart-
ments and 240 people who do
nothing but specialize in moneti-
zation technology. MySpace Music
is starting with 120 million users,
35 million of which go to the music
service on a regular basis.

So MySpace would present to
the labels new technologies and

features, along with the mone-
tization play, and then ask them
torecommend what content and
different packages they could
apply to them?

Exactly. So can we give Green Day
flipcams to take behind-the-scenes
footage? Or can artist X interview
artist Y since they’ll be in the same
city at the same time? Can we cre-
ate a scripted reality show of the new
group they just put together? Can
we do a digital awards show? Can
we do our own tour?

While there’s downloadable
songs at launch and plans to add
ticket and merch sales, it seems
the core of this modelis focused
on monetizing streaming music
through ads.

It's too soon to tell the exact per-
centages. The idea is that it's going
to be a 360-degree model from both
a monetization perspective and a
user perspective.

But the perceptionisthat thisis
being driven by ad sales, and
there’s a lot of concern about
whether the licensing rates for
per-song streaming is copacetic

with the [cost-per-thousand]
rates needed to drive ad rev-
enue. How do you propose to
thread that needle?

We've spent months developing this
business model and spent years
building our sales infrastructure.
Every major brand wants to associ-
ate themselves with some sort of
music. We feel a big part of the fu-
ture of advertising is brand integra-
tion within the content, and that’s
something MySpace has always
done very well.

Yet how do you intend to deal
with trends like the fact that in-
ternet ad click-through rates are
falling and that social networks
get so small a share of what’s
being spent?
It took Yahoo 10 years to get to the
billion-dollar mark in revenue. Fox
Interactive Media, of which My-
Space is the largest part, is pretty
close to that number already and
we've only been in business for four-
and-a-half years. So we’re quite
pleased with our performance.
The second thing is that the
whole way agencies and brands
look at MySpace is very different
than what it was two or three years
ago. Then, they put us in the social
media or networking space, for
which they reserved maybe 10% of
their digital dollars and gave My-
Space the lion’s share of that. But
now MySpace is being seen more
along the lines of a portal, because
we're getting in the U.S. about 76
million unique users a month. So
with 40 [million]-50 million com-
ing to the site on a daily basis and
compare that to some of the largest
TV shows, which get only 25 [mil-
lion]-30 million, it’s a great value
to advertise on MySpace. It's im-
pactful and measurable, and you
get the reach.

‘We feel abig partof the future of advertisingis
brand integration within the content, and that’s
something MySpace has always done very well.’
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THE INTERSECTION OF
MEDIA, ENTERTAINMENT & WALL STREET
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Join today’s most successful media and entertainment dealmakers as well as top financiers to discuss what media
and entertainment companies can do to survive and thrive in this challenging economic environment.

Now in its 2nd year, this unique event will feature compelling keynote interviews and panel discussions on digital media
and mobile opportunities, new business models, the latest investment trends, and much more.
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ITTI N G 0 N A flufty blue couch in the

New York offices of Columbia Records, John !
Legend is surrounded by walls displaying framed

portraits of Frank Sinatra and Billie Holiday. It’s

seemingly an appropriate setting for Legend, .
whose 2004 debut, “Get Lifted,” was a collection

of urban-tinged midtempo songs, and whose

“Once Again” in 2006 featured ’60s-inspired

tracks with lush instrumentation.

But as he spoons out Celestial Seasonings tea from a small white cup, Legend, sport-

ing a V-neck T-shirt, dark jeans and high-top sneakers, looks anything but retro. And the
music on “Evolver,” his album slated to drop Oct. 28, is anything but nostalgic.

“This album doesn’t sound like me,” he says. “The tempo is faster than I've done be-
fore. It will be different for people, because ‘Evolver’ has a bit more instrumentation than
I've used before. But it’s not like you won’t recognize the artist—it’s still me.”

After collectively selling more than 3 million records in the United States, according
to Nielsen SoundScan, Legend’s banking that fans will embrace his new sound—and his
label and management team are making the singer accessible across numerous platforms
to retain their allegiance. For “Evolver,” Columbia is structuring a campaign that em-
braces Legend's skills as a live performer and his international appeal, as well as a bol-
stered Web presence and an innovative pact with iTunes to keep the audience engaged.

From its bouncy introduction, it’s clear that Legend’s first single, “Green Light,” which
features André 3000, isn’t his traditional style. The track boasts a galactic spin with elec-
tronic keys and shooting-star-like sound effects over a quick two-step drum beat. 1t was
co-written with Rick Nowels and produced by Malay and former Sony urban executive VP
of A&R Kawan “KP” Prather. After the song leaked online in June, the video premiered
on MTV’s “PNMTV” in August—causing Legend to question the monthlong lapse be-
tween the leak and the push 1o mainstream TV.

“Why’d it take so long?>” Legend asks, smiling. “Ask my label.”

Legend and his manager, Gary Gersh of the Artists Organization, say that the pop direc-
tion of “Green Light” made some in Columbia’s halls nervous that the sin-

gle might alienate his core urban AC audience. (When asked directly about

the label's apprehension, Columbia VP of strategic and product marketing
Quincy Jackson says that “it was important that the first single be a song that
was released worldwide [simultaneously]. ‘Green Light’ impacted urban and
rhythm radio formats on Aug. 19 and ‘
the video premiered on ‘FNMTV’ on S 0 0 N E R 0 R
Aug. 22, which worked out well.”

l“gut Gersh says resistance fro)m a LATER ' "An
label is par for the course when an To Go R_
artist takes a new direction.

“It never fazed us that we got that KELLY 0"
reaction,” Gersh says. “When you hear " Y FA " s -
something new that sounds outside
of an artist's zone, you can have two W ITH 0 UT
reactions. One: ‘Oh, my God, this'l] G 0 I N G ALL
scare everyone off,’ or two: ‘This is a Y
natural evolution of where this artist T H E WAY a
is going.” Some believed in “Green -

Light” wholeheartedly; some took a el SEGENE
while. We decided to believe itin, Sony believes in us, and I think it will bear
out for them in a big way.”

The track is Nos. 44 and 39 on Billboard's Hot 100 and Hot R&B/Hip-
Hop Songs charts, respectively. New York’s WQHT (Hot 97) began play-
ing “Green Light” in July. “It's dope with a great melody and it's very catchy,”
WQHT PD Ebro Darden says. “Both John and André 3000 are core for our
listeners. Why would anyone wait>”

Other “Evolver” tracks include “No Other Love,” featuring Legend’s
Homeschool Records’ artist Estelle (see story, page 26), in which Legend
tries his hand at a midtempo reggae track about loyalty. “Cross the Line”
opens with ticks from an 808 under Legend’s smooth tenor just before a
booming bass and squashed, fuzzy keys conclude the song. On the Phar-
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After Crooning

His Way Into The
Hearts Of Millions,
JOHN LEGEND Goes
Uptempo On ‘Evoiver’
By Hillary Crosley
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rell Williams-produced “It’'s Over Now,” featuring Kanye West,
synthy keys run as Legend asks a woman to leave. On “This
Time,” Legend sings a cappella for a portion of the song and
then utilizes only an acoustic piano and strings.

“Good Morning” is Legend’s favorite “Evolver” cut—an in-
strumental of the track opens the album and the full cut closes
the CD—and has Legend begging a lover for onelast roll in the
hay before starting her morning commute. The singer is toy-
ing with releasing “Good Morning” to urban AC radio while
“Green Light” grows in the crossover and urban arenas. “My
songs are always about love and devotion,” Legend says. “ ‘Good
Morning’ is about sex more explicitly than I've written about
before. Sooner or later I had to go R. Kellyon my fans . . . with-
out going all the way.”

For all the songs on the new album, Columbia and Gersh
have a plan to push Legend’s music internationally. “Get Lifted”
moved 2.1 million copies and “Once Again” 1.2 million in the
United States. In the United Kingdom, his debut went plat-
inum and sold 403,000, while “Once Again” moved 107,400,
for U.K. gold, according to the Official Charts Co.

“John is in an incredible position as an artist,” Gersh says.
“He’s built a strong live following as a great performer. John’s
music can travel all over the world and from the beginning
we've believed in looking at his career in a global sense.”

Sony senior director of international marketing Karen De-
meusy says the label has deemed Legend a “global priority”
with a corresponding budget given only to the label's A-level
artists like Beyoncé and Bruce Springsteen. In particular, De-
meusy plans to increase Legend’s visibility in the United King-
dom and surrounding territories with appearances and
listening sessions.

“We're setting up a series of ‘Evolver’ playback events for
Germany, Holland and the U.K. right now along with Japan,
Asia—and then back to Europe for countries like France and
Spain,” Demeusy says. “As for TV, John's always been a good
sell especially in countries like Canada where he was a guest
performer with Mariah Carey for the finale of ‘Canadian Idol.” ”

Demeusy says Sony BMG shipped 1 million copies of “Get
Lifted” and 675,000 of “Once Again” outside the States. Canada,
the United Kingdom, the Netherlands, Italy and South Africa

Estelle Shines For Legend’s Label

Five years ago, John Legend and Kanye West were taking a
break from recording “The College Dropout” by grabbing a
meal at Roscoe’s Chicken and Waffles, a venerable Los An-
geles restaurant that attracts musicians, tourists, hipsters—
and where, as it turns out, quite a few business deals
are done over maple syrup.

A woman approached them, Legend recalls.
“She recognized Kanye—though his first album
wasn't out yet—introduced herseif and said
that she was making an albumin the U.K.,” he
says. “She’d heard his ‘I'm Good’ mixtape with
my song ‘Used to Love U’ and asked him,
‘What’s up with John Legend? ”

And so began the partnership between Legend
and Estelle; he made an appearance on Estelle’s
debut album, “18th Letter,” and eventually provedto be
the songstress’ saving grace several years later. After
launching Homeschool Records in 2006, Legend signed
Estelle as one of his first artists, negotiating her release
from her original label, V2 Records. They began crafting her
sophomore album “Shine,” which has since sold 110,000 copies
26 |
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John Legend spent more than a year on the Billboard 200
with his 2005 debut. And while the 2006 follow-up trailed
off sales-wise and spent significantly less time on the chart,
it still cruised past the 1 million-copy mark.

Nielsen SoundScan

U.S. Sales: 1,231,000

Debut: | S 3

Debut Date:
The Billboard 200
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SOURCE: The Billboard 200 through the Sept. 27 chart Sales through the week ending Sept 14

are Legend’s most popular international markets.

Legend also is the first artist to benefit from Sony BMG and
iTunes’ Complete My Album international partnership. Start-
ingin July with “Green Light,” “Evolver” tracks are available on
iTunes biweekly until release week. The program was such a
driving success for Universal Records’ promotion of Lil Wayne’s
“Tha Carter 111" that Sony BMG and Apple are expanding the
platform globally.

In the United Kingdom, Sony and iTunes brokered a part-
nership with Ticketmaster where fans can have first access to
tickets for Legend’s international tour, which begins in theaters

in February 2009, if they purchase “Evolver” tracks via Com-
plete My Album or buy the CD via iTunes.

In addition, “John’s Web site is getting a big global push,”
Columbia digital marketing executive Kathy Baker says. “So
if you're in Japan, you can log onto johnlegend.com and the
site will be translated into Japanese.” Baker says that Legend
will blog on his relaunched Web site, along with announcing
his full domestic and international touring schedule.

On the mobile side, Gersh says that partnerships have not
been solidified yet but he is negotiating a multiplatform part-
nership with a national phone carrier that will include music,
mobile gaming and webcast performances. Following Leg-
end's appearance in the Gap’s recent ad campaign, Gersh says
he is also in talks to secure other branding opportunities.

“It’s really about those ways in which John can reach his
fans and how they want to be reached,” Gersh says. “So few
people buy records in record stores anymore; some want to
buy their product online and some want to download the album
to their phone. We want to do fewer but broader partnerships
that make sense on the macro-level, worldwide.”

Legend recently returned from Africa, where his non-
profit organization Show Me is working to stabilize several
villages in Tanzania. “I just got back from a cluster of vil-
lages called the Mbola cluster,” Legend says. “We were able
to see new buildings, the school’s increased attendance, an
increase in crops from this last year to this year as well as
new health centers.”

“We are fortunate that John’s music spans across vari-
ous audiences,” Columbia’s Jackson says. “John’s songs
have universal appeal. ‘Evolver’ is a body of work that al-
lows fans to not have to think about music genre; it's just
phenomenal music.”

For his part, Legend is taking his transition in stride. Go
ahead, call his new smooth sounds electronic or pop—just
don’t call it adult contemporary.

“I hate that term,” Legend says. “That’s likening my
music to the Kenny G’s of the world—just because it’s mel-
low and adult-friendly doesn’t mean it's like that. ‘Once
Again’ was romantic and nostalgic. I feel like I'm having

»n

more fun on ‘Evolver. .

stateside, according to Nielsen SoundScan, and 89,000 units
in the United Kingdom, where she peaked at No. 1on the Of-
ficial Charts Co. singles tally.

“Im very happy with the album’s success,” Legend says.
“She was already established in the U.K., so a No. lin thereis
big, but I’'m really excited about her success in the U.S. be-
cause breaking a black British artist is not easy.”

The success hasn’t come without its hiccups. In August, At-
lantic pulled “Shine” from iTunes in an experimental effort to
sell the album as a complete package, rather than track by
track. At that point, Estelle’s single “American Boy”— featur-
ing West— was selling more than 80,000 digital copies
per week for the first three weeks of August, while
*Shine’’ was shifting around 2,000 each week
digitally, according to Nielsen SoundScan. The
album was reinstated within a week; as of the
first week of September, “Shine” has sold 1,000
copies digitally and “American Boy” 1,000.

(Atlantic declined to comment on Estelle’s
iTunes sales figures.)

As for the future of Homeschool, Legend
is keeping it in the famity; he’s signed his
younger brother, soul singer Vaughn An-

thony. Anthony served as the opening act for
Legend’s summer concerts and will continue
to open for him throughout the fall. —HC

ESTELLE, with JOHN LEGEND in April,
introduced herself to him and Kanye West
during a fortuitous meeting at Roscoe’s
Chicken and Wafflesin L.A.

ESTELLE JOE KOHEN/WIREIMAGE COM
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Live Nationand AEGare
.increasingly battling for top toursy,
like METALLICA, here performing
Sept. 15 at London’s O2 Arena.

TEN YEARS AFTER
CONSOLIDATION SWEPT
CONCERT PROMOTERS,
THE DOMINANCE OF
LIVE NATION AND AEG
DEFINES THE INDUSTRY

BY RAY WADDELL

It started quietly enough, with SFX’s acquisition of leading New York promoter
Delsener-Slater Presents in the fall of 1996. § But what followed was no less than total
market upheaval, as by the fall of 1998 the concert business was fully consolidated and
what remained bore—and bears—Ilittle resemblance to the business created in the '60s
and ’70s by a handful of fiercely independent regional entrepreneurs. § Legendary
companies like Cellar Door, PACE Concerts, Bill Graham Presents, Electric Factory,
Don Law Presents, Sunshine Promotions, Contemporary Productions, Evening Star,
Avalon Productions and many others were now under the same umbrella. SFX paid big
multiples of annual earnings, putting millions of dollars and financial security into the
hands of a group of pioneers, pirates and gutsy gamblers that built the business. ¢
Today, a decade after Robert F.X. Sillerman rolled up the promoter business in North
America and, ultimately, Europe, the music industry at large is vastly different from a
decade ago, with the live business arguably supplanting the record labels as the most
consistently reliable profit driver for artists and professionals. Certainly not everything
that has taken place can be attributed to promoter consolidation—the Internet deserves
much credit, as it does in every business—but the impact of the live revolution certainly
plays its part. With thatin mind, it is perhaps a good time to take stock of what con-
solidation hath wrought. ¢ The Cliffs Notes version goes like this: In building SFX,
Sillerman spent about $2.5 billion rolling up promoters in North America and Europe,
most of which had a real estate component in the form of amphitheaters or clubs—or
both, in the case of House of Blues (which didn’t come into the fold until 2006). Siller-
man sold SFX to radio conglomerate Clear Channel Communications in 2000 for about
$4 billion, with Clear Channel forming Clear Channel Entertainment in hopes of
synergizing its live and radio businesses. N S
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That synergy never happened in a big way. Several
departed executives, disgruntled stockholders and one
big write-down later, Clear Channel spun off its live en-
tertainment division to form free-standing, publicly
traded Live Nation, directed by CEO Michael Rapino.

The resulting company is far bigger and more mul-
tifaceted than the sum of its indie promoter parts. Live
Nation has evolved into a comprehensive, vertically in-
tegrated live entertainment company with its hands in
virtually all aspects of the business, adding ticketing,
merchandising, licensing, branding, digital rights,
recorded music, sponsorships and other services to its
concert promotion and venue businesses. It has shed
its theatrical, sports and motor sports businesses and
wrangled long-term, mega-million multirights deals
with Madonna, U2, Jay-Z, Shakira, Nickelback and the
Jonas Brothers.

And the desired synergy and experience of the Live
Nation promoter network finally came into play. “I do
know this: When we first sold we were still justa bunch
of independent companies, there was no synergy,
whether it was SFX or Clear Channel,” Live Nation pres-
ident of North Central music Rick Franks says.

And consolidation is not just about Live Nation alone.
This millennium has seen the launch of AEG Live, the
concert promotion business of privately held global
sports and entertainment firm Anschutz Entertain-
ment Group. While AEG Live has acquired such pro-
moters as Concerts West and Goldenvoice, the company
under CEO Randy Phillips has been more about ac-
quiring personnel assets, with many executives for-
merly with Live Nation, House of Blues or other
promoters now in its fold. With its diversified, deep-
pocketed parent, AEG Live fiercely competes with Live
Nation for top tours—the company has been proactive
inthe North American fest circuit—and can offer global
one-stop promotion as well.

Last year Live Nation reported Billboard Boxscore
grosses totaling $2.3 billion from 9,367 shows attended
by 38.2 million people worldwide. AEG Live reported $543
million from 1,347 shows attended by 8.4 million peo-
ple. For comparison’s sake, in 1998, the entire touring in-
dustry reported $748.4 million in grosses and 24.6 million
in attendance from 4,258 shows in North America.

Opinions on the impact of consolidation differ, not
surprisingly paralleling personal affiliations. “Consoli-
dation has hurt the business and has hurt it critically,”
says John Scher, co-CEO of management/promotion
firm Metropolitan Talent.

For many, promoter consolidation was a natural de-
velopment, following the consolidation of the radio and
record label businesses. “The industry needed to ma-
ture, and certainly having companies like AEG and Live
Nation controlling a whole tour makes a lot of sense,”
says Peter Luukko, chairman of Philadelphia-based man-
agement firm Global Comcast.

One former indie now in the Live Nation fold is hap-
pily consolidated. “When I made my deal, it wasn't about
anything other than the check, but now [ wouldn’t trade
places with an independent,” says Jimmy Koplik, chair-
man of Live Nation Connecticut and a Live Nation board
member. “Working for a consolidated company gives
greater value to me in promoting and also to the artists.”

What follows is an assessment of where the concert
business is today in seven key areas
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Ticket prices, without question, are much higher today
than a decade ago, generally outpacing the 34.7% infla-
tion rate between July 1998 and July 2008 (according to
inflationdata.com). There are far more $100-and-up tick-
ets today than in "98 and fewer $20 tickets.

Dave Matthews Band, which was just gaining trac-
tion in 1998, had a high price of $35 and a low of $16. A
decade later, with DM B indisputably one of the top tour-
ing bands in the world, the range is $75/%$32, up
11496/100%. Eric Clapton, a legend firmly in place in
1998, ranged from a then-stout $85 to an affordable $25.
This year, Slow Hand charged $250/$42, up 194%/68%.

Many would argue that concert ticket prices were due
a market correction to fall more in line with prices for
sports and Broadway events. “Ten years ago we were un-
derpriced,” Koplik says.

Eagles manager [rving Azoff credits the secondary mar-
ket and its transparency today for much of the increase,
showing the industry how much fans value the best seats.
“Ticket prices have gone up because the StubHubs of the
world have educated the business in terms of free-market
flow and what people are really paying for tickets,” he says.
“The reason ticket prices have gone up is because some
people have said, ‘Supply and demand is out of whack.” ”

“Ten years ago my [New York] Yankee tickets were
$17.50 and this year in the same location they're $250,”
says Dennis Arfa, president of Artists Group Interna-
tional, agency for such acts as Billy joel, Rod Stewart and
Metallica. “Did the music business change, or did the
complete entertainment experience change?”

Some would argue high guarantees paid to artists as
promoters compete for tours and shows—particularly com-
petition between AEG Live and Live Nation—drives up
prices more than anything. “You have to factor inflation
into it to some degree, but [ don't think there is any ques-
tion that the ticket price increase is the result of consolida-
tion,” Scher says. “It’s not only the two major consolidators
driving guarantees and therefore ticket prices higher, but
itis the greed of the artists and the greed of all of the pro-
moters, because the regional and independent promoters
have had little or no choice but to go along with that sort of
pricing structure to have the ability to compete at all.”

Franks says competition has always existed and guar-
antees have always dictated ticket prices. “Forget 10 years
ago—20 years ago the ticket price was always derived by
how many tickets we had to sell to break even,” he says.
“Where does my liability stop? How many tickets do [
have to sell to notlose? Then I can worry about winning.”

Given ticket prices are higher, it is no surprise that con-
cert grosses are also up—way up. Artists are working the
road more in the face of declining revenue streams from
other sources; touring traffic and overall box-office re-
porting are both up significantly. According to Boxscore,
ticket dollars from January to August this year in North
America are up 133% from the same period in 1998. On
a show-by-show basis, the average gross per show so far
this year is $206,193, up 17% from a decade ago.

So, given that concert promotion is a low-margin busi-
ness at best, are profits up in line with grosses? “Every-
body’s making alotof money. I'm making more money
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than I've ever made in my life, and so is everybody else,”
says TMG/AEG Live president Louis Messina, once part
of the SFX family and now tour promoter for Kenny
Chesney and George Strait. “But | wouldn’t say compa-
nies are making much money. No disrespect for Live
Nation, [ think Michael Rapino has donea great job, but
come on. They've never made any money. They had a
quarter where they netted a $1 million. When you're
grossing billions and you net $1 million? I make more
money than that in a quarter and I just have two acts.”

Live Nation reported a second-quarter 2008 net in-
come of $1.2 million, or 2 cents per share, down from a
net profit of $9.9 million, or 15 cents per share, during
the same period last year. Revenue rose 18% to $1.2 bil-
lion from $986.3 million.

But gauging profitability is a moving target, particu-
larly with only one public company in the mix. “In our
industry you never have been able to get most concert
promoters to tell you the truth about their profitability—
good, bad or indifferent,” Scher says. “Ifit was too good,
and they were participating in ancillaries that the artist
didn't participate in, they didn’t want to tell you the truth.
If they were bad, they didn't want to tell you the truth be-
cause they'd look weak.”

Of course, with a public company the numbers are,
well, public. “In the live concertbusiness there’s only one
public company; they report and their numbers speak for
themselves as to their profitability for any given quarter
oryear,or lack thereof,” Scher says. “If the market leader
is making or losing 4 lot of money, logic would dictate
that the people who follow behind them inline, from big
to small, are probably experiencing similar results.”

The veteran acts remain on the road. New acts are com-
ing up all the time. Overall attendance of 31.5 million
so far this year in North America is up 28.2% for this
time period a decade ago. But per-show attendance is
down substantially. From January to August 1998, aver-
age attendance per show was 5,777; so far this year, av-
erage attendance is 3,717, a decline of 35.6%. “That
doesn’t show you the casino business, a lot of special
events,” Arfa says. “That isn’t the whole picture.”

Scher, meanwhile, pins the decrease in attendance
mostly on ticket prices. “It's not so much that ticket
prices cost so much to a given show that people won’t
go, but if they do go, their leisure dollars have shrunk
so they can’t go to something else,” he says.

If per-show attendance is down and the number of shows
is up, one could logically be a function of the other, “and
that can be a good thing if there’s more touring,” Luukko
says. “Fora while there it seemed if you didn't sell out, you
couldn’t make any money. But now, buildings, promoters,
managers and agents are being more creative with things
like packaging, so if you've got more product, {a show]
doesn’t have to sell 20,000 seats to make it. Ten thousand
or 5,000 can make it, and I think that’s a good sign.”

Koplik draws no correlation between decreasing at-
tendance and consolidation. “Too much volume? I can’t
imagine someone actually believing that if they say it,”
he says. “God forbid the only shows that went on the
road were the ones that sell out. It wouldn’t be a busi-
ness if that were true.”

Fans have more opportunities to connect with the artists
than ever, overwhelmingly due to the opportunities pro-
vided by the Internet. Promoters and venues have
learned to tap into these opportunities and, of course,
monetize them.

Amphitheater attendance, which had fallen off in re-
cent years, has rebounded of late, and Live Nation’s at-
tention to the fan experience has helped drive that rebound.
“We've paved the parking lots. our VIP clubs are a lot

TICKET RD/DIMAIO/RETNA, DION DAVID ATLAS/RETNA, STEWART JAMES PALMER/RETNA, STRAIT JOHN SHEARER/WIREIMAGE COM
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better, we've replaced seats, recarpeted,” Koplik says. “Live
Nation is much quicker to spend this money on capital
expenditures in order loimprove the experience. Ifit was
my own money, ['m notsure | would've acted so quickly.”

Those independent promoters that weren’t swallowed
up by consolidation were, not surprisingly, concerned
that they would be unable to compete against the deep
pockets of powerhouse corporate promoters. “Thatar-
gument is over,” Koplik says. “I{ they re good promot-
ers, the agents know better; they'll sell to whoever they
think the best promoter is.”

Ttistrue that, for the most part, independents have sur-
vived and even thrived in postconsolidation, and new, cre-
ative independents, most notably C3 Presents, have risen
up. “Anybody with a checkbook can get in,” Azoff says.

In many cases, independent promoters are focusing
on markets and shows under the corporate promoter
radar. Messina says that independents that have survived
have found a specific niche, diversified or done both.

But Messina does admil that his “compelitive spirit”
makes him miss the action he enjoyed with PACE Con-
certs. “I miss being the guy,” he says. “It breaks my
heart when Bruce Springsteen or AC/DC comes to
town and I'm not involved. These are bands I started
with. But that’s the only thing | miss. Let somebody
else have the next bypass surgery.”

28.2/:

Incease in Jan.-Aug.
2008 attendance
from same period
adecade ago

1537

Increase in overall
2008 gross from a
decade ago

997

Increase in number
of shows from a
decade ago

PAY FOR WHAT YOU GET

One can still see superstar artists like Celine Dion and Eric Clapton for reasonable prices. But if you want the best seats, you'll pay exponentially higher more than you did a decade ago.

1998

For concert promoters and the touring industry that
depends upon them to make shows work, few could
argue that the art and science of promoting shows is
at its highest level.

“Ten years later the marketing efforts are much more
concentrated and unique,” Azoff says. “The informa-
tion gathering and reaching your fans is easier and bet-
ter, and I think. all in all, shows are promoted better.”

New and betler tools exist, but lhey’re not always put
to use. Messina is one who doesn’t believe that, by and
large, concert promotion is better today. “It’s sloppy. 1
think the people in the marketing departments have
too much on their plates and they can’t pay attention
to every little bit,” he says.

Franks says his Live Nation promoters do a better job
because they communicate. “[We| have the personnel
and the ability toshare what's working,” he says. “If this
worked in Davenport [fowa], it will definitely work in
Greensboro [N.C.] or outin Seattle. To see similar demo-
graphics in similar-sized markets and similar buildings
and campaigns, basically you hive thesun at your back.”

But Arfa believes some of the entrepreneurial spirit
that made great promoters is missing. “There are some
talented people, but there isn’t a pool of them,” he says.
“Much of it to me today is waiters and waitresses tak-
ing orders. These original guys were very entrepre-
neurial; they had to make a living and scratch it oul.

These guys today are looking over their shoulders at
corporate bosses. It's a different mentality.”

The future of the music business rests on artist de-
velopment, and it remains a thorny issue. “There has
been a significant drop in the amount of acts that
first emerged in the last 10 years that are now con-
sistent year-in. year-out headliners at arenas, am-
phitheatersor even large theaters,” Scher says. “You
can go back over the last 10 years and look at acts that
exploded and did big grosses-—even record-setting
grosses—oti the Billboard charts . . . then three years
later their career is over.”

Scher cites Hootie & the Blowfish as an example.
“How is it possible that they’re not a big band? Lots of
hits, millions and millions of records sold, good live
band, but there was some disconnect,” he says. “And
I think that disconnect was caused by things that had
to dowith consolidation of radio, consolidation of record
labels and consolidation of concert promoters.”

Live Nation maintains that its network of 40 the-
aters and clubs, plus 11 House of Blues venues, fos-
ters artist development more than any other promoter.
“That’s a tremendous investment into the talent spec-
trum to figure out where these next acts are coming
from,” Franks says. “We're investing in talent, invest-
ing in our future.” .-
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It has been three years since Billboard established its annual
feature on Urban Songwriters to Watch. And in that time, a diverse
array of talented artists has been profiled—many of whom have advanced
to go-to status.  Looking back, our 2006 inaugural edition showcased such
creative forces as Johnta Austin, Sean Garrett, Ne-Yo, Bryan-Michael Cox and the
Clutch. The following year, Akon, Terius “the-Dream” Nash, Nate “Danjahandz” Hills
and T-Pain helped round out the 2007 survey.  In coordinating this year’s lineup with
input from key publishing executives and our own chart experts, we discovered that the
R&B/hip-hop writing pool still runs deep. See for yourselves.

ROBERT ‘ROB. A’ ALLEN

Robert “Rob. A” Allen is part of a Los Angeles collective
called Graffiti, similar to Atlanta writing team the Clutch.
Graffiti includes Allen, Andre Merritt, Chris Brown and
Greal Brinton and has penned Rihanna’s “Disturbia” and
Brown’s “Forever.”

Originally moving to Los Angeles to pursue his own
singing career, Allen, a native of southern New Jersey,
met Brown’s choreographer soon after. The dancer heard
some of his songs and suggested the 22-year-old share
his work with Brown. Eventually the pair linked and wrote
“Forever” for the rerelease of “Exclusive.” Realizing their
chemistry, the two assembled the rest of Graffiti and are
aiming to craft Brown’s next album together.

Now Graffiti is crafting songs for the Jonas Brothers,
Britney Spears, Brandy, Mario and LeToya Luckett, as well
as hooks for Plies and Flo Rida. Allen has a publishing
deal with Sony/ATV.

ADAM BLACKSTONE

For Adam Blackstone, it was worth having his dad miss
Sunday mass every once in a while.

“I played whatever instrumentwas needed in service-
drums, the organ if my dad had to miss church for work,
bass if the bass player wasn’t there,” the 26-year-old mu-
sician/songwriter says. “I was, if you may, forced tolearn.”

It paid off for the South Jersey native, who got his first
break playing bass for MCA recording artist Jaguar Wright.

In 2004, the ASCAP writer started to dabble in song-
writing and got his first two major placements with a
group called Jazzy Phat Nasty and another with Vivian
Green. He now has an administrative publishing deal
with Jellybean Benitez.

Blackstone has since written for Jill Scott, Al Green,
Musiq and Usher, among others. Currently, aside from
prepping to hit the road as musical director for Janet
Jackson’s upcoming tour, he is also in the studio with
Brandy, Kem and Kindred.

CRISTYLE

After losing a third-grade talent show and then join-
ing an all-female singing group two years later that
disbanded shortly after, singer/songwriter Cristyle
was left “tore up.” But those early disappointments
made the Atlanta native work harder, and it’s recently
paid off.

Spending her teenage years honing her writing
skills, and following an impromptu meeting with
Jermaine Dupri, the 24-year-old signed to EMI just
last year.

Since then, she’s put pen to pad for the likes of
Natasha Bedingfield, Jennifer Lopez, Brandy, Bey-
oncé, Janet Jackson, Mariah Carey, Usher, Akon, Young
Jeezy and the Pussycat Dolls. She’s been tapped to col-
laborate with Nick Carter next.

MACK McKINNEY

Music may be in Mack McKinney’s blood—his father,
Mike, played bass for Michael Jackson—Dbut the multi-
instrumentalist (piano, guitar, drums) cites a more
intriguing songwriting influence: a four-year stint in
the Navy.

“I saw a lot of the world and learned about a lot of
different music,” the Los Angeles-based artist says.
“It definitely helped diversify my sound.” Mentored

by songwriter/producer Rory Bennett (K-Ci & JoJo's &
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“All My Life”), McKinney earned writing credits through proj-
ects with Color Me Badd and Res. The SESAC writer has since
launched his own company, A Grand Jam, and written for Mar-
ques Houston (“Wonderful”), Danity Kane (“Damaged”) and
Joe (“Why Just Be Friends").

Having wrapped up work on J. Holiday’s sophomore effort,
McKinney is set to head back into the studio with Chrisette
Michele and Britney Spears. “I didn’t want to be a touring mu-
sician playing someone else’s music,” he says. “On this end of
the business, you get to create your own sound.”

ANDRE MERRITT

A Las Vegas high school classmate of Ne-Yo’s, Andre Merritt
knew early that he “couldn’t get away from music; it was this or
nothing.” So he passed on college in favor of songwriting.

The gamble is paying off. Signed to Universal
Music Publishing, the ASCAP writer and member
of the Graffiti collective is celebrating back-to-back
hits for his work on Rihanna’s “Disturbia” and Chris
Brown'’s “Forever.” Prior to that, his first taste of suc-
cess was on singles by Marques Houston (“Favorite
Girl”) and Omarion (“Entourage”).

Just starting to learn guitar, Merritt describes him-
selfas “a melody type of writer. [t's weird because |
don’t play instruments. But | can hear harmonies
as chords in music as if I'm playing them.”

Upcoming projects include collaborations with
]. Holiday, Beyoncé, Brandy, Lady Gaga and the Jonas
Brothers. Also in the wings: his own solo album. In
fact, Merritt is featured on a new Brown track cur-
rently on YouTube, “Flying Solo.”

RICK NOWELLS

Picking up a pen at 13 years old, Rick Nowells has
more than 20 years of pop hits under his belt. The
musician/songwriter got his first break in 1986 craft-
ing the Stevie Nicks hit “I Can’t Wait.” Since then,
the EMI-signed writer has penned a stream of pop
hits: Belinda Carlisle’s “Heaven on Earth,” New Rad-
icals’ “You Get What You Give,” Dido’s “White Flag,” Madonna’s
“Power of Goodbye” and Santana's “The Game of Love” featur-
ing Michelle Branch.
Now, after wetting his feet with Anita Baker’s sultry “Body
& Soul,” the San Francisco
native is transitioning into
urban songs. Joining
John Legend in Atlanta
last year, the pair wrote
the R&B singer’s first
single, “Green Light,”
featuring André 3000.

ROCK CITY; above,
clockwise from right:
ERIKA NURI, RICK
NOWELLS
FRANKIE STORM
and ANDRE
MERRITT
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ERIKA NURI

Erika Nuri may have musical roots (her father was a songwriter,
producer and A&R rep at Arista Records), but it was poetry that
first inspired her to write songs.

“I started writing poems at age 12, and at 18, [ started turn-
ing them into songs,” the Los Angeles native by way of New
York recalls. That same year, Nuri got her first song placement—
a track called “Heat You Up” by group 1, 2, 3.

That cut led her to work with such acts as Xscape, Tony Rich
and Mistah, among others, and in 2002, Nuri signed with Baby-
face’s Edmond Music. While under contract, she has written
tracks for K-Ci & JoJo, B2Kand 3LW.

Now, Nuri is part of a writing team aptly
named Writing Camp and has an ad-
ministrative deal with Royalty Net-

works. Aside from already penning
Fantasia’s “When [ See You,” she
is slated to work with Brandy, David
Archuleta, Christina Milian, Ash-
ley Tisdale and Britney Spears.

ROCK CITY

Twenty-five- and 26-year-old Timothy
and Theron Thomas, respectively,
opted to leave their native St.
Thomas to pursue their dreams
a few years back, but their
ties to their native land

got them their big

- \);&’_ o . break.
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v
“Our friend Benny D, who is Akon’s DJ, grew up

with us. In 2005, he played one of our songs for him
and Akon decided to use it for his album,” younger brother
Timothy says, in reference to “Rain,” which appeared on
2006’s “Konvicted.”

Since then, the siblings, who now reside in Atlanta and are
signed to Universal Music Publishing, have joined forces for
the likes of Janet Jackson, Mario, Sean Kingston, Rich Boy,
Enrique Iglesias, Busta Rhymes, Leona Lewis, Jennifer Hud-
son and the Pussycat Dolls, penning the Dolls’ recent chart-
topper, “When 1 Grow Up.”

Aside from working on their own album, “Wake the Neigh-
bors,” slated for a late-'08 release via KonLife/Interscope, the
brothers are in the studio with Fantasia.

STEVE RUSSELL

While most songwriters get their start in a group, few can
say they began in a successful act. But as lead singer of R&B
group Troop, Steve Russell has since penned hits like “No
Air” and “Take You Down” for Jordin Sparks and Chris
Brown, respectively.

Taking a breather after Troop disbanded in the late '90s,
Russell says he was “traumatized” by the industry’s business
pitfalls, but found support by joining the Underdogs produc-
tion camp. Now, the Rondor/Universal-signed writer has
started his own production company, Status Entertainment,
and has two acts in the pipeline, Official and Teyonie. In ad-
dition, he’s busy writing for Jennifer Hudson, Britney Spears,
David Archuleta, Elliott Yamin and Charlie Wilson.

“After working with the Underdogs, I've seen them do a
lot of business and I’'m going to continue the tradition with
Status,” Russell says.

FRANKIE STORM

Aside from touting a distinctive name, Frankie Storm is some-
one who's successfully veered off her initial path. Beginning
as a student studying computer science, the Philadelphia na-
tive was also a Pepsi-Cola factory security guard by night. Ac-
tive in the city’s music circles, Storm was asked by a local MC
to pen a few hooks—and once she heard her voice in the
recording booth, she laid down 17 additional tracks and cre-
ated arough demo. Upon hearing the demo, her sister began
spinning the songs at her upscale beauty shop and they even-
tually reached the ears of production duo Dre & Vidal. Soon
she met her manager, Todd Rubenstein, and ended up in the
studio with Norwegian production team Stargate.

“The first studio session I had was with Stargate,” says
Storm, who has a publishing deal with Sony/ATV. “The
first two songs I wrote were ‘Please Don’t Stop the Music’

and ‘Song’s Cry,” which was also
on Rihanna’s album [“Good

Girl Gone Bad”]. When you're

writing, you don’t know it’s

goingto be a hit. I can’t be-
lieve I get to hear my song
on the radio.”

FRANKIE STORM: M, SCOTT WHITSON; ROCK CITY: AMADI PHILLIPS


www.americanradiohistory.com

VALERIYA SETS
HER SIGHTS ON
WESTERN
EXPOSURE

BY ILYA BUTS At home, Valeriya is one of Russia’s most recognizable pop stars, with 10 successful albums to her
credit. Now she is aiming for acclaim in the West. ll The artist, who in true superstar fashion uses

only her first name, enjoyed a flurry of high-profile press coverage this summer in the United
Kingdom, coinciding with the release via iTunes there of first U.K. single “The Party’s Over.” Il
The track appears on Valeriya’s current album, which was released last year in Russia under the
title “Out of Control” through indie label Nox Music, run by the singer’s husband, producer
Joseph Prigozhin. ll Work on the album began with songwriter/producer Sergey Galoyan, known
for his work with t.a.T.u., the Russian duo that broke through on the Billboard Hot 100 in January
2003 with “All the Things She Said.” ll Then Prigozhin and Valeriya decided to start seriously
focusing on the international market. Their first contact was Queen producer David Richards;
Valeriya recorded part of her album in Richards’ Mountain Studios in the Swiss village of Attalens.
Among those who contributed to the album are producer/songwriter George de Angeles (known for his work with Kylie Minogue,
the Pet Shop Boys and others); his collaborator, lyricist Franceska Aeschlimann; songwriter Ray St. John {(who wrote Sade’s “Smooth
Operator”); and songwriter Chantal Kreviazuk (Avril Lavigne, Gwen Stefani, Kelly Clarkson). “Out of Control” was mixed by Simon
Gogerly, who won a Grammy Award for his mixing work on U2's 2004 album “How to Dismantle an Atomic Bomb.”
“Serious professionals have faith inour success and wish to share in it

with us,” Prigozhin told Billboard's Russian edition. ' g heJS a g reat

Among Valeriya's other supporters in the West are Robin Gibb, who = g=

3 A : . <

~-‘;C,"t added his vocals to Valeriya’s new recording of Bee Gees classic a rt I St . S h e o
hat “Stayin’ Alive,” which was released in Russia. He also recorded een aroun d

a duet with the singer on her song “Broken Wings,” which
will appear on the international release of her album and f? ra I on g
Gibb’s own upcoming album. oome anc

“She’s a great artist,” the former Bee Gee said in an
interview with British TV network Channel 4. “She’s
been around for a long time and has my admiration.” q
Gibb was at the March 15 launch of the Russian and —ROBIN GIBB
English versions of “Out of Control” at Moscow’s the
Most club. Prigozhin also invited several British journalists to the launch and, in the months
since, Valeriya has been featured in such British newspapers as the Daily Mail, the Sun
and the Sunday Express tabloids and broadsheets like the Daily Telegraph and the Inde-
pendent, which gave her cover treatment in its Sunday magazine. She was also a guest on
several%opular English TV shows where she’s been dubbed “the Russian Madonna.”
Valeriya—a 40-year-old morher of three—was born Alla Perfilova April 17, 1968. in Atkarsk
in the Russian ponince of Saratov. She began her pop ascent in Russia with a debut album in
1992, “The Taiga Symphony,” credited then to “Valeria.” Russia has one of the highest music
piracy rates ir: the world, with unauthorized recordings accounting for some 58% of sales in
2007, according to the IFPI, and no independent certification of album sales is available. But
by Russian acccunts, Valeriya has sold millions of albums in her homeland.
After a break from her career ir: 2001, Valeriya returned to recording in 2003 in partnership
with Prigozhin and Nox Music. In 2006, in Russia, she published an autobiography that de-
scribed a violent and troubled first marriage, the reason for the break in her career. She cited that
experience in August when she was nominated as a goodwill envoy for the International Organi-
zation for Migration, which fights human trafficking, including abuse of women.
In the United Kingdom, “The Party’s Over” was released solely as a “white label” promo-
tional single, says Vladimir Voronkov, project coordinator for Nox Music U.K. [t has sold
300 copies. according -o the Official Charts Co. Voronkov adds that the album and
second single “Break It All” will come out early next vear on Nox Music. The single
is due at the end of January, with the album to follow in early February. A title for the
> U.K. album and its distributor has not yet been confirmed.
’ Nox Music has set up a dedicated U.K. Web site for Valeriya at valeriya.co.uk, and
- additiona] promotion for her album, coordinated by London-based Quite Great, is to
kick in during October, with a London showcase planned for late November.
L) “It will be a full-scale show,” Voronkov says, “for the media, industry and high-profile guests.
C» aVA She will be singing live with a 14-piece band—we’ll make a big, big splash.”
By~ > Next stop: the United States. “We would like to acquaint America with this fine live performer,”
LR ;4‘} Prigozhin says. “We invested our money and labor in the creation of a competitive product and we offer
oy ) those who would want to become our partners to earn together with us.
3 “But we expect a fair, equal partnership. We are notlooking for someone’s
[ 3 o el budget or money. We dream of putting on a big show in America,” Prigozhin
VALERIYA has adds. “We would like people to listen to the album that is being released in
f; - Ccies ik England and we hope that it will find an audience in America.” soee
of high-profile
pressin the | L -
United Kingdom. | [lya Buts is editorial director of Billboard Russia. Additional reporting by
Tom Ferguson in London and Thom Duffy in New York.
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Local TV stations'will
conduct Latin Graimy-
related polls to engage
viewers, and Houston's
Univision TV station,
Channel 45, will do lead-
w1 p specials

“It'1l.besuch « threch
meénsional piece that
there won’t be a Hispanic
viewer who won't know
that the Latin Grammys
are taking place in No-
vember in the city of
Houston,” Padron says.

That blanket exposure

| As Latin Grammy
. Awards Move
To HOUSTON,

Univision Plans
Multiplatform
Celebration

By Ayala Ben-Yehuda

Organizers of the Latin Grammy

Awards pulled off a coup last

year, bringing the show’s

signature artist pairings and ‘ X

collaborations to Las Vegas, with @eaters and BLUE
st y@ar's Latin

its tradition of extravaganzas in Bagi R Vogus s has made the Latin
residence. ¥ With buzzworthy i Temyn;rea’deht e Grammy? 2 hflghly
performances by Ricky Martin ek g o8 2l St sought-after perform

ance spot for artists. Mar-
tin has used such appearances to launch
albums in close proximity to the awards
show, as he did with last year’s “Live

Biack & White Tour” album and 2006’s
“MTV Unplugged.’

Martin’s manager Bruno del Granado says
that with such timing, “you have a good solid
eight weeks of promotion around it . . . the im-

pact is across the board on CD sales, ticket sales, ex-
posure and awareness of the artist.

Though coveted performance spots are usually given to
veteran performers, less-established acts can get an even
bigger boost. Calle 13 saw sales of its Sony BMG release
“Residente O Visitante” jump 132%, according to Nielsen
SoundScan, after its career-consolidating 2007 Latin
Grammy performance.

With the Latin music industry facing an ongoing crisis in
recorded-music sales, labels don’t have as many resources to
pay for high-concept performances. Last year, Martin and
Calle 13 covered most of their own costs.

The key is not to allow the music industry’s woes to affect
the quality of the performance, Abaroa says. “We sit down
and negotiate. We try to keep it simple. We try to make sure
we are focusing on the main elements of music.”

But sometimes, he adds, “if you want to do something that
can be compared to any show on the air, you have to spend
money. But if that’s what's required . . . hey, it's worth it. Be-
cause it's good for music.”

with the Blue Man Group and
Calle 13 and Orishas with the
cast of “Stomp!,” the 2007 awards
on Univision pulled in 12 million
viewers and notched the highest
ratings in the 18-34 demographic
in the history of the telecast,
according to Nielsen Media
Research, a sister company of
Billboard. € Now with the ninth
Latin Grammys coming to
Houston’s Toyota Center Nov. 13,
the Latin Recording Academy
and Univision are pulling out all
the stops to surpass expectations.
“We have been able to
communicate more and better to
the audience the prestige and
pride of being awarded the Latin
Grammy,” says Latin Recording
Academy president Gabriel
Abaroa, who has signed on for
another three years at the helm
of the organization.

As the nation’s fourth-largest city, ac-
cording to the U.S. Census (and the third
largest in Latino population, according to
the Houston city government), the Texas
metropolis is a logical host for the awards

“We really see Houston as a viewer mul-
tiplier and the epicenter of a musical move-
ment that is key for us,” Univision Network senior
VP of programming and promotions Otto Padron says.

Citing Houston-bred acts from Selena to A.B. Quintanilla to
Lz Mafia, as well as the success of 2005’s televised “Selena Vive!”
cencert from the city, Padrén adds, “You've got a great bed of
music there that we will try to embrace . . . And we can’t dis-
ccunt that Beyoncé is from Houston.

Despite Houston’s association in the Latin world with tejano
music, “We're not going to turn it into a rodeo,” Padron says. As
for what the city can offer as far as production values, he adds,
“You would be surprised at the warmth of the Houston fan that
will compensate for the Vegas showmanship.”

As it has in the past, Univision will summon all its platforms-
its broadcast and cable TV networks, its radio network and Uni-
vision Online—to draw viewers.

Telefutura will warm up to the awards with content on “Es-
candalo TV,” and cable channel Galavision will feature Latin
Grammy-nominated music. Univision Radio stations will have
special countdowns and popular morning radio show hosts,
such as Houston’s Raul Brindis and Eddie “Piolin” Sotelo, will
discuss the nominations on their programs.
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lATIN GRAMMY AWARD* NOMINEES

KANY Alejandra Guzman

GARCIA Afro Bop Alliance Alejandro Lerner

4 Nominations Alexis & Fido Toby Love
Adolfo Angel Gian Marco o
Marc Anthony La Mari son
Ricardo Arjona Sergio Mendes
Joe Arroyo suwo) Miguelito

ANDRES

Sérgio Assad Roberta Miranda
CALAMARO.... Chucho Avellanet Walter Morciglio
« Nominations Aureo Baqueiro s Emilio Navaira
Tito El Bambino Ednita Nazario
Black:guayaba Fito Paez san
...... Belanova Laura Pausini eue
VICTOR Andrea Bocelli sy Conjunto Primavera
Cabas RBD
MANUELLE T S
3 Nominations EEOASAIECHaN .
Juan Campodonico e Tony Renis o
Walter Castro woan Jesus Adrian Romero
Manu Chao s Rosario seas
Chetes Gonzalo Rubalcaba
» JOAN Daddy Yankee Rey Ruiz
SEBASTIAN Vanessa Da Mata Gilberto SantaRosa
3 Nominations Randy Ebright s Fernando Santullo aeuou
José Feliciano Olga Tanon
Pedro Fernandez s Tingui
Vicente Fernandez Tommy Torres

TONY Ana Gabriel sam

PELUSO ASCAP
2 Nominations ators put their trust in @ ASCAPLA'rmo.com

WWW.

A : PRI
WwWWW.americanradiohistorv.com


www.americanradiohistory.com

GIO ALMA

By Leila Cobo

For the first time in its young,
nine-year history, the Latin
Recording Academy and its
board of trustees is honoring a
woman as its Person of the Year.
€ But the honor for Gloria
Estefan goes way beyond
gender. With a career that spans
more than three decades and 70
million-plus albums sold,
Estefan is the original Latin
crossover international star. €
First as lead singer of Miami
Sound Machine and later as a
soloist, Estefan has successfully
straddled success in two
languages, with her albums in
English and Spanish still
released in every market that
Epic covers worldwide. ¢
During a break from her
European tour, Estefan
answered six questions for
Billboard on what it means to be
Latin today.

You are touring

arenas, in front of tens of thou-
sands of people. Of course, you’ve done this

most of your life. Butis there a routine you follow right
before taking the stage?

I try to open all my chakras and I think of all iy points of com-
munication. [ do a prayer that everything comes out the best it
can, and we exchange energy. | imagine a point in the top of
my head, in my hands, in my solar plexus.

Do you have any superstitions or talismans?

No, no, no. I can’t stand it. It would be very constrictive. If one
day you can’t do it [or don’t have them with you], then you're
freaking out. And pretty much, before a show, [ try to do things
as normally as possible and not make a big deal ot what’s going
to happen. If 1 starl to think that there will be a thousand peo-
ple staring at me, it’s pretty daunting.

Almost from the onset, you had a bilingual recording ca-
reer, which is still rare. How did this work?
We grew up in a city that allowed us both identities, so we be-
lieved very early on that this could work. We were signed with
Discos CBS [later Sony Discos| and we did four albums for
them, with the bulk of the songs in Spanish. [The single] “Dr.
Beat” was on an album calied “A Toda Maquina.” But we took
the original English track and cuta 12-inch single that we took
to the record pools and exported to Europe. At the beginning
they thought [in Europe] we were an Italian group, when all of
a sudden, we get Epic calling and saying they want to sign us.
And we said, “We are signed to you, on your internationai
label!” And they took us over. So, we rushed to the studio and
recorded the rest of the songs in English and called the album
“Eyes of Innocence,” and then we talked them into letling us
do the next album in English. And then, we went backwards.
When they released albums in English, | would cut the single
in Spanish and Sony Discos would promote it.

You were already a star in English when you decided to
go back to Spanish with “Mi Tierra.” Why?

I’'s part of who [ am. It would have been a travesty to ignore
one side of me. | learned English when I staried school in the
first grade. Spanish is my first language. And it’s important for
me that my kids be bilingual at the very least, and to know who
they are. Imagine ignoring half of my culture. And 1 think it’s
just smart to be as broad as you can. It would be a real shame
for us to not speak to so many people in the world who speak
Spanish. Especially in music. If we hadn’t had that Latin edge,
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| don’t think we would
ever have had a chance.

You are known for your uptempo fare

and your ballads. Any preference?

linitially played mostly ballads because that’s what [ could play
on the guitar. My first song was called “Su Amor Comigo.” It
was on the B-side of “Renacer.” That was 1975, and [husband]
Emilio [Estefan Jr.] said, “I’d like to do an album where we can
do some original stuff for the group.” And I said, “Well, I've
written some poetry, but I've never written just a song. But I'll
try.” And 1 did.

But I tend to be very economical as a singer, because as a
songwriter, the melody is incredibly important to me. When
writing a song, [ try to decide which note will really move me.
You won’'t hear me doing many acrobatics. So, even though 1
feel equally comfortable in both, my music are the ballads.
Those are the songs that have had the most lingering impact
in my fans’ lives. The ones where I can actually communicate
an intimate thought.

Even when | write a song, I think very much of what a per-
son will be feeling when they hear it. Will they feel empowered?
Will they getideas? I do think very much about thelistener and
what impact it’s going to make.

In the United States, do you see more and more Latinos
turning to English instead of Spanish?
As the Latin population grows in the U.S., the economic and
political power we're getting as Latins has really given us the
possibility of being proud of being Latin. Teens will focus more
on being American, but if you stress as a family the importance
of keeping your culture, it will come back to you laterin life. It's
not for everyone. Had I grown up in Omaha [Neb.], maybe, that
would have been impossible. My miother was an exile, | was
born in Cuba, and she raised me very much a Cuban because
she thought we were going back. It was never to be. But that cir-
cumstance in my life is what made me possible in this way.
But that’s what’s great about the U.S.: If you're in a stew, [it]
doesn’'t mean you have to dilute the stew. ..
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A Glance At Key
Categories For The
Latin Grammy Awards

By Ayala Ben-Yehuda
and Leila Cobo

The Sept. 10 announcement of
the nominees for the ninth
annual Latin Grammy Awards
began a final round of voting for
this year’s honorees. A full recap
of the nominees named by the
Latin Recording Academy can be
found at grammy.com/latin. Here
is a quick look at the contenders
in three key categories: best new
artist, song of the year and
producer of the year.

Kiny Garcia’s hits from her debut album on Sony BMG, “Cualquier
Dia,” include “Hoy Ya Me Voy,” “Esta Soledad” and “Amigo En El
Bano.” The Puerto Rican singer/songwriter, who blends acces
sible melodies with bracingly personal lyrics, opened for Franco
de Vita on his 2007 tour of Europe and the United States.

Colombia native and Berklee College of Music alumna Ménica
Giraldo won Billboard’s 2007 We Hear the Future competition.
The singer/songwriter released her bossa nova-, folk- and jazz-
influenced debut album, “Todo Da Vueltas,” on Codiscos/Tro-
pisounds this year.

Samba artist Diogo Nogueira released his “Ao Vivo” live album on
EMI last year. The son of renowned artist Joao Nogueira kicked off
his own career with a big show in 2005 alongside other samba greats
in tribute to his father and has since been touring all over Brazil.

Roberta Sa is nominated in the best Brazilian album category
for her “Que Belo Estranho Dia Pra Se Ter Alegria” on MP, B Dis
cos/Universal. She brings a contemporary vibe to classic and
modern Brazilian music, particularly samba and bossa nova.

Mexico’s Ximena Sarifiana went gold with her Warner debut,
“Mediocre,” an introspective yet plain-spoken album with alt-
jazz sophistication. The actress and singer/songwriter co-pro-
duced her album with Tweety Gonzalez and Juan Campoddnico
from the band Bajofondo. continued on >>f

performer DIOGO NOGUERIA
and, below, Puerto Rican singer/
songwriter KANY GARCIA.
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SONG OF THE¥BAR

Cafe Tacvba’s “Esta Vez,® written by the Mex-
ican alternative rock band, is from the group’s
latest album on Universal, “Sino.” A moody
meditation by someone who doesn’t recog-
nize himself, the song alternates between
quiet and clanging moments, punctuated by
soaring keyboards.

Kany Garcia’s “Hoy Ya Me Voy” from
her Sony BMG debut, “Cualquier
Dia,” is a piano- and guitar-driven
breakup song that hit No. 22 on
Billboard’s Hot Latin Songs chart.

“Todavia” is one of two new
songs on Gian Marco’s album
“Desde Adentro,” a collection on
Caracola Records of songs the Pe-
ruvian singer/songwriter had written
for other artists. The simple piano and
string arrangement, composed during a break
in recording, is an example of what Marco calls
“organic minimalism.’

“Me Enamora” from Juanes’ album “La Vida
... Es Un Ratico” was inspired by his daughters,
Luna and Paloma, then 4 and 2. “I fall in love
with their eyes,” Juanes quotes from the song.
“And they are like my eyes. The song comes from
them. From that love that they give.” Joyful and
optimistic, the track’s broad appeal made it an
international hit. In the United States, the song
spent 20 nonconsecutive weeks at No. 1 on Bill-
board’s Hot Latin Songs chart, a feat bested by
only two other acts.

“El Presente” by Julieta Venegas is from the
album “MTV Unplugged.” The track is one of
four new songs featured on Venegas' “MTV Un-
plugged” set. The album and TV special,
recorded in Mexico, feature Venegas as co-pro-
ducer (along with Brazilian cellist Jacques More-
lenbaum) and are a departure from her more
typical, sparse format of guitar, bass and
drums. “MTV Unplugged” features 14 mu-
sicians, including astring quartet. “El Pre-  #3
sente,” the album’s first single, is based ]
on Mexico's traditional nortena music
(the album also features a tuba player)
but “it has a strong element of nostal-
gia,” Venegas says.

PRODUCER OF
THE YEAR

[talian producer Benozzo, who
has worked on albums by the
likes of Ricardo Montaner, Ale-
jandro Sanz and Alexandre
Pires, shares thisnomination
with DJ Alejandro Acosta and
musician Roberto Cantero,
a member of Spanish § f;‘
. %
group Chambao, for work f' b [
on a single album: K{
Chambao’s “Con Otro
Aire.” Released
earlier
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this year on Sony BMG, the set
features Chambao’s distinctive
flamenco chill fusion, with tradi-

tional sounds merging with electronica
and loops. Chambao’s single “Papeles Mojados”
is up for best alternative song but the album it-
selfis not nominated in any category.

Although he has other Latin Grammys to his
name, the prolific Sergio George has been up
for the producer award but has yet to win it.
This year, he comes with a variety of credits
under his belt, including Marc Anthony’s
album “El Cantante” and tracks by such acts as
Gloria Trevi, Tito Nieves with Marco Antonio
Solis, and DLG. George’s forte is tropical music,
to which he brings earthy, contemporary ap-
peal and sophistication.

Newcomer Ximena Sarifiana co-produced
tracks on her debut album, “Mediocre,” with
Tweety Gonzalez, a veteran Latin alternative
music producer. Argentine-born Gonzalez (real
name: Fabiin A. Gonzalez Amado) already has
a Latin Grammy to his name, as co-produicer of
Gustavo Cerati’s “Ahi Vamos” in 2006.
But he’s also known as a keyboardist/pro-

grammer who long worked with Soda

Stereo and who has credits with the
likes of Fito Paez and Celeste Carballo.
With Sarifiana, Gonzalez achieved a del-
icate balance: “Mediocre” has been
praised by the alt crowd, but it has also
garnered commercial success, par-
ticularly in Mexico.

Respected flamenco guitarist

Javier Limon has a discography as

a producer thatincludes acclaimed
albums like “Lagrimas Negras” {by
Bebo Valdés and El Cigala), which

-

£ propelled him to win the producer
% award in 2004. Although Limoén ini-

, tially garnered fame as a flamenco
producer, he is now regarded as an
expert in music from around the

P world. This year, he comes to the

/' ., table with albums by flamenco fu-
o
Sl

v .

sion singer Buika, jazz/pop

chanteuse Sole Giménez and fado

singer Mariza.

Argentina’s Cachorro Lopez has
® also pievigusly won a Latin Grammy
as producer ofrthe year. Known for
his versatility in pop, Latin rock and
Latin alternative music, Lépez’s con-
tributions this year are no exception.
His work ris the gamut from pure
popt+Befansva’s fun “Fantasia
Pop” and Valeria Gastaldi's “Cuando
N6 Estas?’—to the rock of Andrés
Calamaro, whose album “La
Lengua Popular” is nominated in

the rock solo category and has
tracks nominated in the rock and
alternative categories. .o
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Congratulations to our
Latin Grammy nominees
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Pepe Aguilar Alberto Gaitan Cachorro Lépez David Sé,ncheb
Albita, 4 Ricardo Gaitan Los Creadorez Edgardo Santiago
Bajofondo Sergio George Los Horéscopos De Durango Al Schmitt
Banda, El Recodo Gilberto Gil Los Tigres Del Norte Charlie Sepulveda
Aureo Baqueiraysicm) Alih Jey Freddie Martinez Siggno
Belanova, Jimmy Gonzalez y Freddie Martinez, Jr. Jesse Turner
‘Chente/Barrera y Taconazo Grupo Mazz Vince Norman Bebo Valdés
Conjunto Primavera, Kenny G Panda Aurelio De La Vega
Charlie Coyona, Anibal Kerpel Pesado Caetano Veloso
Ré'é.ndy Ebright (SGAE) Kumbia, All Starz Donato Poveda, Wisin y Yandel
Ef ChapoDe Sinaloa Jorge Liderman Elida, Reyna Marcos Witt
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FELICIDADES

Gloria Estefan

Congratulations on being named
2008 Latin Recording Academy
Person of the Year.

From the entire Univision family.
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9TH ANNUAL LATIN GRAMMY AWARDS
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LETIT RIP

Paisley Plugs In, Rocks Out
On Mostly Instrumental Album

[t might seem a bit ironic that after winning the Country Music
Assn. and Academy of Country Music’s male vocalist titles,
Brad Paisley’s nextalbum is an instrumental project. But then
Paisley has developed a reputation as a multitalented maver-
ick who always keeps things interesting, and he does just that
on “Play,” due Nov. 4 via Arista Nashville.

“When we settled on Election Day for the release of the
album we realized we’re taking bit of a chance, but we're tak-
ing a chance with this record anyway, so why not?” he says.

‘Play” comes on the heels of Paisley’s 2007 album “5th Gear,”
which has sold 1.2 million units, according to Nielsen Sound-
Scan, and spawned four No. 1 country singles. lie recently
scored his eighth consecutive No. 1 on Hol Country Songs
with “Waitin’ On a Woman,” a song originally released on his
2005 album “Time Well Wasted,” which he’d promised the
song’s writers would eventually be a single.

In recording “Play,” Paisley worked with longtime producer
Frank Rogers to record an album that would be palatable to
fans who were not guitar aficionados. “The last thing people
want to hear is stuff that you have to have a music degree to
enjoy. We made this record a little more relatable and com-
mercial than expected,” says Paisley, who won the Grammy
Award for best country instrumental performance this year
for “Throttleneck” from “Sth Gear.” “That’s why we’re taking
six months and focusing on it instead of putting it out simul-
taneously with ‘Sth Gear’ or in the middie of any other record.

‘Play” spotlights Paisley’s prowess on the guitar and also in-
cludes duets with the late Buck Owens, B.B. King, Steve Wariner
and Keith Urban. “Starta Band,” which finds Paisleyand Urban
trading vocals and guitar licks, is the project’s lead single.

“More Than Just This Song,” co-written by Paisley and
Wariner, is a tribute to their mentors. Wariner salutes Chet
Atkins, and Paisley honors a hometown hero. “My guitar men-
tor was a guy named Hank Goddard, who was a great finger-
style jazzy player somewhere between Les Paul and Chet Aikins
in feel,” Paisley says. “I studied with him and he let me in his
band when | was a teenager. On the record, Steve plays one of
Chet’s guitars and | had Hank’s old Gibson. Each of us tried
to play not like ourselves but like our mentors.

The backbone of the project is Paisley’s soulful guitar play-
ing on such tunes as “Huckleberry Jam,” penned for his son,
and “Kim,” inspired by his wife. “Sometimes in a song like
that, the spaces can mean as much as any note, especially when
it's a name like Kim. There's a part where it breaks down into
a minor section and gets dark, and trust me, that happens in
real life as well,” he says with a laugh.

COVER ME

DOUBLE UP

47

“Waitin’ On a Woman” appears as a bonus track and fea-
tures Andy Griffith speaking, as he did in the video. “That
was probably the biggest response we’ve ever gotten to one
of Brad’s videos,” Arista Nashville VP of marketing and artist
development Jon Elliot says. “Brad does that version in con-
cert with Andy on the big screen. We thought it would fit the
album really well.”

Paisley is slated to appear on “Good Morning Arnerica” Nov.
4. “Obviously people will be tuning in on their way to vote,”
Elliot says. “He was also on ‘Good Morning America’ on Sept.
17 as part of their 50 States in 50 Days campaign. He performed
two songs on a farm in Ohio and talked about the new album.’

The election liming also lends itself to “some interesting
viral stuff,” Elliot says. “We think this will be one of those al-
bums that if word-of-mouth starts on it, it could be one of those

www americanradiohietorv com

TUNING IN

KEVIN CONQUERS
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coffee-table albums people want to have in their collection. It
fits a lot of different formats and a lot of different age groups

Paisley admits people frequently comment after his con-
certs that they were stunned by his guitar skills. “I think what
has surprised people over the years about some of the things
I've done probably could be credited to this instrument as
much as anything, allowing me to open up my mind and go
some places unexpected,” says the artist, who began playing
at age 8.

And while “Play” is somewhat of a departure from his usual
studio albums, Paisley thinks fans will enjoy the ride. “It is
my love affair with this instrument,” he says. “Hopefully, we
won’t lose momentum with this record. If we do, then I'll just
have to work twice as hard to getit back, but it’s worth the risk
because it's such a labor of love for me.”
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>>>SPOONMEN
“American |dol” champ
David Cook has selected
“Light On,” a co-write by
Soundgarden/Audioslave
frontman Chris Cornell and
Hinder/Puddle of Mudd
collaborator Brian Howes,
as the first single from his
debut album. The track
debuted Sept. 24 on AOL
and hits iTunes Sept. 30.
Cook’s as-yet-untitled de-
but album is due Nov. 18 via
19 Recordings/RCA. It will
likely include co-writes with
Collective Soul’'s Ed Roland,
Our Lady Peace’s Raine
Maida and Kara DioGuardi.

>>>GIVE THEM

A HAND

Comedy Central has
teamed with Kanye West
for a project described as
“hip-hop meets the
Muppets.” A half-hour
pilot has been shot for the
project, tentatively titled
“Alligator Boots.” The
project, which is under
consideration for 2009,
would feature music
produced and performed
by West and fellow rapper
Rhymefest. West also
hosts the pilot; the ideais
to have a different
celebrity guest host for
every episode, similar to
the setup on the original
“Muppet Show.”

>>>BUSTA’S STILL
BLESSED

Busta Rhymes has joined
Universal Motown after
quietly leaving Aftermath/
Interscope earlier this
year. His upcoming album,
previously called
“Blessed,” is now titled
“B.0.M.B.” and slated for
Dec. 9, alabel
representative confirms.
Most recently, Rhymes
released “We Made It”
with Linkin Park, which
peaked at No. 65 on the
Billboard Hot 100 but has
sold 189,000 downloads.

>>>0ON THEIR OWN
Veteran Scottish rock act
Travis will issue its next
album, “Ode to J Smith,”
Nov. 4 in the United States
via the band’s own Red
Telephone Box label, with
distribution by Fontana.
The album is out Sept. 29
internationally. “Ode” is
led by the single “Some-
thing Anything,” which hits
U.S. radio Oct. 6. U.S. fans
who pre-order the new al-
bum on iTunes will receive
the previously unreleased
track “Sarah” as a bonus.

Reporting by Jonathan
Cohen, Hillary Crosley and
the Hollywood Reporter.
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The Upward Spiral

Clean Keane Looks To Reconnect Globally

The multiplatinum English band that was al-
most derailed by personal problems has re-
located its mojo.

Keane by name and keen by nature, the
melodic rock trio from Sussex has sold about
8 million copies of its two albums, accord-
ing to its U.K. label, since emerging some
four-and-a-half years ago. With the subse-
quent drink- and drug-related tribulations
of lead singer Tom Chaplin now firmly in the
past, the band’s creative enthusiasmis refu-
eled to overflowing.

“I’'ve seen what it’s like on the other side,
and | don’t ever want to go there again. This
is a liberated record,” Chaplin says of “Per-
fect Symmetry,” due Oct. 13 internationally
on Island and the following day in the United
States on Interscope. “When you sail so close
to the edge and then come back, you learn
to appreciate what itis [you enjoy] again. We
didn’t have that sense of fun for a while. We
were pretty earnest.”

Keane’s 2004 debut, “Hopes and Fears,”
racked up global sales estimated at 5.5 mil-
lion by Island. So a “mere” 2.5 million for 2006
follow-up “Under the Iron Sea” was some-
thing of a letdown. Nielsen SoundScan shows
the respective U.S. figures as 976,000 and
373,000, although “Sea” charted higher, de-
buting at No. 4 on the Billboard 200, “Hopes”
had peaked at No. 45.

“We’ve built up a huge live following in
America and the first record obviously did in-
credibly well,” Chaplin says. “We toured there
with the second record and the crowds got
bigger, but [the album] didn’t seem to impact
as much as the first one. Whether the Ameri-
cans get this record or not | don’t know, but |
hope the openness and poppiness of it will
have a big impact.”

“Symmetry” was introduced by perhaps its
most uncharacteristic-sounding track, the
synth-driven “Spiralling,” which was initially
available in the United Kingdom as a free
download from Keane’s Web site (Billboard,
Aug. 23). Although not an official single, its
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subsequent availability as a paid download
saw it climb to No. 23 on the Official Charts
Co.’s Sept. 13 singles tally.

“We put ‘Spiralling’ around the markets,”
Universal Music Group International Lon-
don-based senior VP of international mar-
keting Tony Harlow says, “and maybe it’s
gone further than we expected it to, onto
playlists in places like Holland. In other mar-
kets, you’ve got [the album’s official first
single] ‘The Lovers Are Losing.’ The U.S. [has
made] ‘Spiralling’ their single. You can do
that these days—we’ve effectively gone with
a two-single plot.”

Tom Land, London-based UMGI director of
international marketing for Interscope/A&M/
Geffen, says “Spiralling” shipped to college
and specialty radio the week of Sept. 2 and
had an early add at alternative rock KVGS Las
Vegas. The video had its U.S. broadcast pre-
miere Sept. 27 on VH1.

“Interscope have always taken a lot of own-
ership in the band,” Harlow says, “and that’s
helped drive a real global picture. For exam-
ple, March 2009 is already blocked out for a
Latin-American tour. Not many of our bands
can go into those markets [like that], but
they’ve built that fan base already.”

A U.K. launch show Sept. 29 at London’s
Forum precedes a European tour confirmed
for Oct. 27-Nov. 20. Tickets for a 13-date U.K.
arena tour kicking off Jan. 23 went on sale
Sept. 25. But further hands-on work is required
to develop the band’s audiences in Japan and
Australia, Harlow adds, “where we didn’t get
to at the end of the last campaign. With Keane
we’re more international than almost any other
new rock band.”

“There’s so much playing safe with bands

these days,” Chaplin says. “It seems a lot of F

them burst onto the scene and then for the
next five years are essentially making the same
record. We feel we’ve made a record that’s
been lurking in us for a long time. With this
album it was, ‘It’s our band—we can do what
the fuck we like.” ” .
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James
Says...

QVC Deal To Help Push Covers Album

Cover songs are hardly foreign
to James Taylor’s repertoire. In
fact, the vetéran troubadour’s top
40 roster is populated with his
distinctive versions of such
songs as Marvin Gaye’s “How
Sweet [t Is (To Be Loved by You),”
the Drifters’ “Up on the Roof,”
Jimmy Jones and Otis Black-
well's “Handy Man” and Carole
King's “You’ve Got a Friend,”
among others.

But with his appropriately ti-
tled “Covers,” due Sept. 30 on
Hear Music, Taylor indulges him-
selfentirely in first-time interpre-
tations of other artists’ material.

“Thisisan album that needed
to get made,” he says. “It's some-
thing that I've had in mind for
about the past 10 years or so.

Taylor recorded 20 songs for
“Covers,” from which 12 were
selected, in January atabarn on
his property in Lenox, Mass.,
duringa 10-daysession with his
12-member Band of Legends.
He says the project was con-

ceived as a whole set of R&B cov-
ers. Butwhile it heads in that di-
rection with such tracks as the
Temptations’ “It's Growing,” the
concept was expanded when the
group decided to take on mate-
rial like Leonard Cohen’s
“Suzanne,” John Anderson’s
“Seminole Wind,” Glen Camp-
bell’s “Wichita Lineman” and a

>>>NEW GROWTH
ON THE VINES

“We’ve got nothing to prove

.. but everything to prove,” says
Craig Nicholls, frontman of Syd-
ney alt-rockers the Vines.

Nicholls’ bandis on a mission
toreclaimlost ground.in 2002,
its debut album “Highly
Evolved” (Capitol/EMI) peaked
at No. 3 in the United Kingdom
and No. 11on the Billboard 200.
It also hit No. 4 in Australia, and
the band’s future looked bright,
However, Nicholls’ increasingly
erratic on-and offstage behav-
ior caused a media and fan
backlash, while the band’s sec-
ond and third albums “Winning
Days” (2004) and “Vision Val-
ley” (2006) failed to deliver the
expected sales.

Nicholls was eventually di-
agnosed with—and treated for
—Asperger’s syndrome, a mild
form of autism. Now the band is
back with fourth album
“Melodia” (Ilvy League), which
reached No.12 onthe Australian
Recording Industry Assn. chart
in July, with tracks picking up
airplay onthe Triple Jand Nova
radio networks. “There’s a lot

PULSE
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of good will towards them
again,” lvy League GM Chris
Maund says.

The act is negotiating to
tour Japan, where “Melodia”
was released Sept. 24 through
BMG Japan, and the United
Kingdom, where Cooking
Vinyl will issue it Oct. 6. U.S.
release details are not yet
confirmed. The band plays
Australian shows booked by
Village Sounds in October/
November; U.K. live bookings
are through William Morris
Agency while Creative Artists
Agency handles U.S. shows.

—Christie Eliezer

>>>CABARET TIME

Danish dance act Infernal is
ready to launch its “Electric
Cabaret” (Border Breakers)
album in Europe. The set follows
the duo’s 2006 debutalbum,
“From Paris to Berlin,” the title
track of which gave Paw Lager-
mann and Lina Rafna a Pan-
European hit that year, reaching
No. 2in the United Kingdom.
The single sold 1.7 million
copies globally, Copenhagen-
based Border Breakers director
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Big Mama Thornton-inspired
version of “Hound Dog.”

“A lot of them we just picked
up on the spot,” Taylor recalls.
“They're ‘head” arrangements,
which means we didn’t have
[formaljchartsoranything. It’s
an amazingly flexible group; we
would do seven takes of a song
like ‘Wichita Lineman’ or ‘It's
Growing’ and, by God, there
they were.”

A special QVCedition of the
album includes four more songs
—Wilson Pickett’s “In the Mid-
night Hour,” Eddie Floyd’s
“Knock on Wood,” the Silhou-
ettes’ “Get a Job” and “Oh, What

TAYLOR

a Beautiful Morning” from “Ok-
lahoma”—which may also be
made available as a digital EP
for buyers of the regular version
of “Covers.”

Hear Music/Concord Records
senior VP of marketing Margi
Cheske says the label has high
expectations for “Covers,” espe-
cially after the top 20, gold-
certified showing of 2007 live
album “One Man Band.’

“Thisis right in the pocket for
pretty much any consumer,” she
says. “It's a beautiful record. The
band is stellar. Fans who saw
[Taylor] live this summer already
heard a lot of these songs. We
just need to make sure that his
core audience and other people
that areadulis knowit'soutand
hear it and buy it.”

The campaign for “Covers”
actually began with Taylor and
the band playing on QVC Sept.
12 and on ABC'’s “Good Morn-
ing America” Sept. 15. He also
has appearances lined up on
“The Colbert Report” {Sept. 30),
NBC's “The Tonight Show” (Oct.
7), Public Radio International’s
“The Tavis Smiley Show” (Oct.
8) and an Oct. 22 stop on PBS’
“Charlie Rose” with cellist Yo-Yo
Ma, who played on “Suzanne.
Taylor is also taping a segment

tor Sundance’s new “Spectacie:
Elvis Costello With . . .

Other promotiona] plans for
“Covers” include a special Oct.
2 in-store performance at Bor-
ders Books & Music’s headquar-
ters store in Ann Arbor, Mich.,
for the company’s “Live at the
One” series and an inclusion on
Borders' “Shortlist” e-mail, along
with 30-second and longer di-
rect-response TV spots. Hear
Music has also put togethera se-
ries of making-of electronic
press kits of various lengths that
will be distributed to art film
houses and used in Delta Air-
lines’ in-flight entertainment
package. A full-page ad in USA
Today will remind fans that these
are songs they heard Taylor and
company play during the sum-
mer tour.

“It's Growing,” meanwhile,
went to AC stations Sept. 22,
while triple A will be presented
with the full album.

“We just throw these things
out there and takea run at them,”
Taylor says. “There’s something
about this band and the context
in whicl we recorded [the songs],
the sort of live energy that the
thing had, that makes this very
special. I think that translates
into what people will hear.” «--

Michael Guldhammer says, while
the album sold 300,000 copies.

Released Aug. 11in Denmark,
“Electric Cabaret” peaked at No.
2 on the IFPI/Nielsen chart and
shipments have passed 22,000
units, according to the label. The
album contains two radio hits,
April’'s “Downtown Boys” and
“Whenever You Need Me,” re-
leased in August.

Guldhammer is plotting Eu-
ropean releases with Border
Breakers’ licensees. Germany/
Austria/Switzerland will be first
on the list, through EMI. “They
will lead with ‘Whenever You
Need Me’ and follow up with
‘Downtown Boys, ” Guldham-
mer says. “Thefirst single will be
out this year, and the album will
be released in most territories
early next year.”

According to Guldhammer,

EMI is also considering releas-
ing the album in the United King-
dom, United States and several
other territories. Booking is han-
dled by Copenhagen-based
AHM and London-based Mar-
shall Arts Talent. Infernal’s music
is published by EMI Publishing.

—Charles Ferro

>>>PICTURE THIS
With a workload that includes
scoring Hollywood block-
busters, making international
DJ appearances and co-
running his own production
company, David Holmes canbe
forgiven for taking five years
to record his long-awaited
fourth solo album.

“The Holy Pictures” (Cander-
blinks/Mercury), issued Sept. 8in
the United Kingdom, is Holmes’
first non-soundtrack release of

THE VINES

original music since “David
Holmes Presents the Free Asso-
ciation” (13 Amp) in 2003.

The Belfast-based composer,
who scored all three of Steven
Soderbergh’s hit “Ocean’s”
films, describes writing the
album as a “daunting” yet
“cathartic experience” due to
the personal subjects broached.
He also sings on “The Holy Pic-
tures” for the first timein his ca-
reer. “I'd never done it before
so | didn’t know what to ex-
pect,” he says. “But I’'m really
glad that I did.”

Holmes will undertake a
series of live U.K. appearances
in the coming months, booked
through London-based Coda
Agency. Negotiations with
U.S. booking agents are under
way for live dates in early
2009 to coincide with a
planned U.S. release of “The
Holy Pictures” through Can-
derblinks/Universal.

In the meantime, Universal
Music Publishing writer Hoimes
remains in demand for his film
scores, having recently finished
the soundtrack to “Five Min-
utes of Heaven,” the new movie
from Academy Award-nomi-
nated German director Oliver
Hirschbiegel.

—Richard Smirke
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Best Of
Both

Warner Bros. Snaps Up
Yamagata Double Album

Rachael Yamagata knows that a sizable por-
tion of her audience might never hear her
new album the way she intended. Due Oct.
7 via Warner Bros., “Elephants . .. Teeth
Sinking Into Heart” consists of 15 tracks
spread over two CDs, one with ballads and
one with rockers.

The idea, the New York-based singer/
songwriter says, was to present “two differ-
ent sound experiences” in a manner that
preserves the emotional purity of each. “Of
course, it’s all going to end up on iPod Shuf-
fle anyway,” Yamagata says with a laugh. “I
accept that that’s how it goes these days.
But | didn’t want to help that process along.”

As its atypical presentation suggests,
“Elephants” reintroduces an artist who has
undergone some changes since the release
of her 2004 debut, “Happenstance,” which
has sold 156,000 copies in the United States,
according to Nielsen SoundScan. That
album slotted easily into the early-’O0s girls-
gone-mild craze that erupted in the wake
of Norah Jones’ success. But the new disc
is an artier, more cerebral affair, with intro-
spective arrangements full of chamber-goth
piano and jagged-edged guitar.

The first disc’s centerpiece, “Sunday Af-
ternoon,” stretches beyond the nine-minute
mark. “This record isn’t really going for mass
appeal,” Yamagata says. “Nothing on it
strikes me as a traditional pop-radio hit. If
anything breaks, it’ll be because the audi-
ence was waiting for this kind of sound.”

“We were working during late winterina
studio isolated on a mountain in upstate
New York,” adds Bright Eyes member Mike
Mogis, who produced the bulk of “Ele-
phants.” (*Happenstance” producer John
Alagia helmed two tracks.) “Moodwise, if
that darker feeling wasn’t in there prior to
going up there, it certainly got added while
we were there.”

Warner Bros, senior VP of A&R Perry
Watts-Russell echoes Yamagata’s opinion,
saying that he’s proud of the label “for sup-
porting me and Rachael with a record that
is not what would be perceived as conven-
tionally commercial.” In Watts-Russell’s
view, the new album “reveals its depth and
charm on repeated listens,” which he says
may lead to it being “admired and respected
further down the line.”

He’s comfortable with that: Watts-Russell
signed Yamagata after she’d recorded “Ele-
phants” and was subsequently dropped by
RCA, which released “Happenstance.”
“Rachael is the kind of artist you want to
have on your roster,” he says, comparing
“Elephants” to records by Leonard Cohen,
Nick Drake and Damien Rice, the last of
whom Watts-Russell also signed. “You just
have to figure out a way to sell her.”

The key to that job, according to Warner
Bros. marketing VP Mitra Darab, is getting

hictorv com

orlds

across Yamagata’s “freakishy normal” per-
sonality. To that end, Yamagata has al-
ready filmed several music videos—the
first of which Perez Hilton premiered Sept.
16—as well as a series of videoclips with
song-by-song commentary for use on her
Web site. “They just scream her genuine
nature,” Darab says. “People think the
music is really depressing, but then they
see these pieces and they’re like, ‘Oh, | get
who sheis.” ”

Watts-Russell and Darab describe the
music on “Elephants” as “cinematic,” which
they say makes it ideal for placement op-
portunities. “If I had my druthers,” Watts-
Russell says, “some adventurous music su-
pervisor would use ‘Sunday Afternoon’ in
some glorious movie where the visuals and
the lyrics would just come together.” (His
model for such a union? The scene in Mike
Nichols’ “Closer” featuring Rice’s “The
Blower’s Daughter.”) Darab adds, “You could
license every one of these songs.”

For her part, Yamagata, who will hit the
road this fall with the all-girl Hotel Cafe
tour (Billboard, Sept. 27), still can’t believe
she found a home for her latest creation.
“Right off the bat, Warner Bros. started
talking to me about ‘Sunday Afternoon,” ”
she remembers with a laugh. “i was like,
‘You’'re a record label and you fell in love
with a song that goes on for nine minutes
and 13 seconds? Really?’ ” .

B AMAGATA”



www.americanradiohistory.com

LIVINOUTLOUD

Livin Qut Loud seemingly exists in series of alternate
universes. In the United Kingdom, a handful of the R&B
quartet’s singles have been in rotation at dance clubs
and urban radio, remixed by prominent DJs, for the last
four years. In the American South, they’ve attracted
listeners and programmers at adult R&B radio. In Japan,
the act has sold 2,000 vinyl copies of the single “More
Than a Fantasy,” released via Mo’s Music. Not bad for
a group based out of Hollywood.

“l guess we have what you call crossover,” Livin Out
Loud member and creative producer Reuben MacCalla
says. Whatever you call it, the foursome is having some
obvious success drawing attention on this side of the
Atlantic (and Pacific): Two singles, “Lately” and “I Can’t
Stop,” have made it onto Billboard’s Hot Adult R&B Air-
play chart, with the latter currently sitting at No. 39.

But Livin Out Loud earned its acclaim in England
first before winning over audiences in the United States.
When MaccCalla’s brother and business partner Thomas
shopped the band’s 2003 single “More Than a Fan-
tasy” to U.K. DJs, he made an immediate fan out of
Mike G from Choice FM, who spun the track the same
afternoon he heard it.

From there, producers and DJs like Karl “Tuff Enuff”
Brown, 5AM Productions and 2Darc started making
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their own remixes of the effort. Livin Out Loud was
soon invited to open for Ne-Yo at the Hammersmith
Palais in London and completed its full-length effort,
“Then and Now,” in 2004. A sampler of that set went out
with 80,000 copies of (ill-fated) British magazine Blink.

“We know the competition for airplay [in Los Ange-
les] is tough so we wanted to try to start somewhere dif-
ferent. We just never thought it’d be 10,000 miles away,”
MaccCalla says. To tackle “competition” stateside, the
group left its future in U.S. radio in the hands of pro-
motion veteran Jesus Garber, who has worked his magic
on stations like KOKY-FM Little Rock, Ark., and KMEZ
New Orieans. Additionally, the group’s song “So Amaz-
ing” was the featured track in director Bob Mardis’ doc-
umentary “Keeping the Faith,” which examined the
role of faith-based organizations in the rebuilding of
New Orleans after Hurricane Katrina.

“l Can’t Stop” is culled from the group’s most re-
cent album, “What About Us,” released digitally Aug.
19. The physical release will hit stores Nov. 18 with dis-
tribution from Fontana. Livin Out Loud also has a dig-
ital release deal with Urban Essentials/Pinnacle in the
United Kingdom.

Contact: Reuben MacCalla, reuben.maccalla@kin-
productions.com
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Enjoy exclusive performances, interviews
music and more from dozens of Underground
artists at billboard.com/underground.

TIGERCITY

Considering the experimental and
underground rock scene commonly
associated with Brooklyn, Tigercity
bucks many expectations. Its sound
has even less to do with its look
blending Prince’s bold falsetto and
synth lines with Steely Dan’s
arrangements and Rick Springfield’s
sticky melodies.

“We used to be pretty raw,” gui-
tarist Andrew Brady says. Form-
ing out of college in Western Mass-
achusetts, the band didn’t even
have a drummer for its first two years
of existence. Along with founding
member/vocalist Bill Gillem and
bassist Joel Ford, the group
scored a permanent drummer in
Aynsley Powell after completing
its debut EP.

The band has a representative
work in “Pretend Not to Love,” a
tight pop record self-released last
summer. The group has sold ap-
proximately 3,000 copies, accord-
ing to band manager Matt DuFour,
and has also made a killing with cre-
ative T-shirt merch, moving about
$8,000 in sales.

Tigercity’s ground-shaking shows
have also gained sponsorship from
some notable brands, including
Camel cigarettes and Diesel, which
sponsored a recent sold-out bill at
Schubas in Chicago.

And don’t discount that the band
could break big abroad, particularly
in the United Kingdom, where its
album was released Sept. 8 by Ben
Watt's Strange Feeling label, and
Poland. “Yeah, we’re actually going
to tour in Poland this winter. We
were the No. Talbum of the year ac-
cording to a magazine over there,
Pulp,” Ford says.

The group is wrapping up mixes
on a new full-length, produced by
Caleb Shreve (aka Chuck Brody).
Contact: Matt DuFour, manager,
matt@enpriseentertainment.com

CHRISPUREKA
For a woman who frequently per-
forms solo and whose composi-
tions are more quiet than clanging,
Chris Pureka is making a lot of
noise. Between 2001 and today, she
has sold more than 10,000 copies
of her two full-length albums and
her sole EP—and that's just Nielsen
SoundScan’s figures.

“l guess it has a lot to do with tour-
ing and getting my name out there
in'a grass-roots way,” says Pureka,
who plays 150-200 shows per year.
The Northeast native kicked off her
career opening for poet Alix Olsen
on tour for three months, after only
having played in coffee shops in col-
lege town Northhampton, Mass., a
few times.

Fast forward and Pureka is still pro-
moting 2004’s “Driving North” and
2006 album “Dryland.” On paper, the
latter is prose written as an answer
to the former, an album of musings
on intense relationships and road-
weariness. These broad narratives
have attracted anincreasingly diverse
fan base, as Pureka has been touring
with other folkies like Peter Mulvey.

Pureka is self-identified gender
queer, gorgeously androgynous ap-
pearance-wise, writing gender-
neutral songs on love. Live, Pureka’s
tried to shake any “pigeonholing”
that occurs with artists from her
same “gender identity.’

“Musically ’'m more comfortable
opening for Peter than making sure
I’'m on a bill with a lesbian. | don’t
want people coming to the show for
a social event. | want people com-
ing to a music event,” she says.
Contact: Christen Greene, manager,
christen@fauxpasproductions.com

VIDEO: Check out Biliboard’s
exclusive performance and
interview video at
billboard.com/chrispureka.

.com

—

CATCHING UP WITH
UNDERGROUND ALUMNI

Project Jenny, Project Jan (Feb. 4, 2006) are featured acting in, and on
the soundtrack to, “Nick and Norah'’s Infinite Playlist,” opening Oct.3. .. |
O’Death (June 7, 2008) signed with Kemado Records, which will release |
“Broken Hymns, Limbs and Skin” Oct. 28 . . . Jordan Burger at the Agency
Group has signed on as the agent for Katie Herzig (June 7,2008) . . .
Locksley (June 18,2005) will headline MTV’s Choose or Lose tour this fall.
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TV ON THE RADIO
Dear Science
Producer: David Sitek
Interscope
Release Date: Sept. 23

On “Dear Science,” TV

on the Radio utilizes
the same recipe that helped
it cook up indie cred with its
critically acclaimed albums
“Desperate Youth, Blood
Thirsty Babes” and “Return
to Cookie Mountain.” Take
Tunde Adebimpe’s gritty,
eerie vocals; add skidding
industrial beats; and top
with the heavy orchestra-
tions of producer David
Sitek. It's all well and good,
but we've mostly heard it
before. There are cool
sounds to explore, like the
choir of reedy voices on
“Golden Age,” the '70s ex-
ploitation movie guitars of
“Red Dress” and the dra-
matic piano ballad “Family
Tree.” Yet without any true
progression from previous
work, "Dear Science” seems
destined to be the wall-
flower in TV on the Radio’s
catalog.—LJwW

JACKSON BROWNE
Time the Conqueror
Producers: Jackson Browne,
Paul Dieter

Inside Recordings

Release Date: Sept. 23

Six years after his last set of
original material, Jackson
Browne has a lot to say—big
surprise, eh? The veteran

ROBIN THICKE
Something Else

Producers: Robin Thicke, Pro J

Star Trak/Interscope
Release Date: Sept. 30

Don’t take the title of the follow-

troubadour has never pulled
his lyrical punches, and
“Time the Congueror” muses
on Browne's usual mix of
politics and the human con-
dition, with a dose of nostal-
gic sentimentality that bears
all the rich melodic and in-
tricate nuance of his vintage
work. He asks, “Why is im-
peachment not on the
table?” in “The Drums of
War"”; trips through the hor-
rors of Katrina-battered New
Orleans inthe gritty “Where
Were You”; and questions
U.S. foreign policy on “Going
Down to Cuba.” The past,
meanwhile, informs “Giving
That Heaven Away” and "Off
to Wonderland,” in which
Browne recalls innocent
days of “living with an un-
known band” and laments
that that halcyon era “didn’t
really leave us with the love
to find our way.”—GG

BEN FOLDS
Way to Normal
Producer: Dennis Herring
Epic
Release Date: Sept. 30
u Returning to his signa-
ture goofy and rocking
style after 2005's decidedly
sober "Songs for Silverman,”
Ben Folds exorcizes per-
sonal demons (he recently
finalized a protracted split
from his wife) on this ambi-
tious and energetic effort.
But excluding the semi-
sincere ballads “Kylie From
Connecticut” and "Cologne,”

THICKE

Ti. :"; .

Paper Trail "--rlq
Producers: various :,m bl
Grand Hustle/Atlantic - Ie F’f
Release Date: Sept. 30 ety %

It's been a tumultuous year of off-
stage drama for T.l., but “Paper Trail” finds him back
in the driver’s seat. The MC reasserts his lyrical skills
on tracks like “I'm lity," clearly recorded during his
house arrest stint on weapons charges, where he
speaks frankly about his life. The Kanye West-
produced “Swagger Like Us” featuring Jay-Z, West
and Lil Wayne is a clear highlight, as is the Rihanna-
led “Live Your Life.” Despite appearances by Swizz
Beatz, John Legend, Usher and Ludacris (surprising,
considering their long rivalry), the focus remains
squarely on T.l. throughout. When you've got a lot of
distractions, especially looming prison time, it’s not
always the best muse, But T.I. hasn’t given in to his sit-
uation. Instead, he’s embodied literature’s most pop-
ular archetype—the survivor—by transforming his

up to 2006’s platinum-plus “The Evolution of Robin
Thicke” as a sign that this well-connected R&B croon-
er has changed up his style the way he did between
his grab-bag 2003 debut and “Evolution.” Long on
breathy sensitive-male ballads about how he under-
stands your hopes and shares your desires,
“Something Else” picks up right where Thicke left off
with the last album’s hit single, “Lost Without U™
Given his weakness for bongos and syrupy strings, the
new set isn’t without a whiff of schmaltz; more than
once you’ll think he’s about to cover “Take My Breath
Away.” Fortunately, Thicke’s strong singing—and a
few winning uptempo numbers, including the infec-
tious “Magic” and the R. Kelly-ish “Sidestep”—right
the ship.— MW

woes into a reflective, enjoyable album.—HC

the album as a whole is a
vessel for profanity and
childish behavior (the snarky
“Bitch Went Nuts”) and
weird instrumentation (the
musical theater-esque "Eff-
ington”). It’'s been a small
while since Folds thumbed
his nose at adulthood as the
frontman for Ben Folds Five,
and we missed his wit and
rapid-fire piano jams. But al-
though he seems to have re-
discovered his panache, the
music supporting his narra-
tives is still lacking the orig-
inality of his best work.—LJW

BLITZEN TRAPPER
Furr
Producer: Eric Earley
Sub Pop
Release Date: Sept. 23
Forits Sub Pop debut,
this Portland, Ore.,
sextet dials down the obscu-
rity heard throughout last
year's “Wild Mountain Na-
tion.” Rather, “Furr” is a more
consistent body of work, a
perfect fall soundtrack rife
with woodsy imagery. Pop-
pier rockers like “Sleepy
Time in the Western World,”
“Gold for Bread” and the
Wilco-esque “War Against
Machines” match nicely
against the backwoods tales
of the title track and the
rootsy “Black River Killer.”
Jaunty piano ditty “Saturday
Night” would make the Scis-
sor Sisters smile, and a
creaky old piano ushers in

"Echo/Always On/Ez Con”
before breaking into a trippy
'70s keyboard jam. Follow-
ing the breakthrough suc-
cess of Fleet Foxes, Sub Pop
scores again with this prom-
ising combo.—uM

JAZMINE SULLIVAN
Fearless
Producers: various
J Records
Release Date: Sept. 23
u Jazmine Sullivan may be
just 21, but the singet/
songwriter proves herself a
veteran in the game of love on
her debut, which has already
spawned the No. 1 Billboard
Hot R&B/Hip-Hop Songs chart
hit “Need U Bad,” produced by
mentor Missy Elliott. She sure
doesn’t sound like someone
whose bad side you want to
visit, based on songs like the
Salaam Remi-produced “Bust
Your Windows,” where a bro-
kenhearted Sullivan confesses
to smashing the windows of
her cheating boyfriend’s car,
and “Call Me Guilty,” about
murdering an abusive partner.
Luckily, the Philly native
sounds less scorned on the
encouraging, whistle-laden
“Dream Big” and the playful,
doo-wop inspired “Switch!,”
which details her liking a date’s
best friend.—MC

THIEVERY
CORPORATION
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Radio Retaliation
Producers: Rob Garza, Eric
Hilton
ESL Music
Release Date: Sept. 23
u It's fitting that Thiev-
ery Corporation chose
this campaign season to re-
lease its highly political fifth
studio album, with tracks
condemning war, govern-
ment dishonesty and sup-
pression of freedoms. The
Washington, D.C.-based dub/
electronica duo also went
with a populist approach to
promotion, previewing the
full album via iLike and Face-
book five days before re-
lease. "Radio Retaliation™ is
nothing if not inclusive, fea-
turing musicians and vocal-
ists from Nigeria, India, Ja-
maica, Iran, Latin America
and the United States. While
the set could be more dy-
namic with greater variation
in tempo, the producers
blend their vast range of in-
fluences in innovative ways,
such as injecting bold funk
horns into the sitar-domi-
nated “Mandala” or setting
an engaging mix of synth,
guitar and African percus-
sion to a cha-cha rhythm on
“The Forgotten People.” “Su-
perfly”-worthy funk tune
“The Numbers Game,” fea-
turing Chuck Brown, is also
a standout.—EN

KELLIE PICKLER
Kellie Pickler

NELLY

Brass Knuckles
Producers: various
Universal

Release Date: Sept. 16

There’s only one track on the new

Producer: Chris Lindsey
19 Recordings/BNA
Release Date: Sept. 30
Teamed with new pro-
ducer Chris Lindsey
and with more time to cre-
ate than she did in the rush
following her run on “Amer-
ican ldol,” Kellie Pickler’s
second album is another
solid step toward country
stardom. She recently told
Billboard that when it comes
to her songwriting, “It's like
you're reading one of my
journals,” and that certainly
comes across on the set,
which is laden with relation-
ship ups and (mostly)
downs. “Somebody to Love
Me,” which Pickler says
comes from “the darkest
time of my life,” is aching and
sincere with production to
match. “"One Last Time,”
about an intimate goodbye,
is another personal revela-
tion. But even a wounded
Pickler shows a sense of
defiance. The you-should-
have-kept-me-when-you-
had-the-chance “Best Days
of Your Life,” written with gal
pal Taylor Swift, is one of the
album’s best cuts.—KT

ANI DIFRANCO

Red Letter Year

Producers: Mike Napolitano,

Ani DiFranco

Righteous Babe

Release Date: Sept. 30
Ani DiFranco’s 16th
studio album is unlike

Nelly album that doesn’t include cameos from such
urban-music A-listers as T.l., Snoop Dogg, Usher and
Fergie. (As it happens, the sole solo cut is called
“One and Only.”) Considering that “Brass Knuckles”
is the St. Louis rapper’s oft-delayed follow-up to
2004’s somewhat underwhelming “Sweat”/“Suit”
project, skeptics might wonder if the sprawling guest
list is an admission of fading commercial prowess,
So, it’s to the MC’s credit that “Brass Knuckles™ still
feels like a party. Check out “Body on Me,” on which
Akon and Ashanti surround Nelly’s verses with
singsong melody, and “Let It Go,” where the headlin-
er rides a funky Neptunes beat. Throughout, Nelly
and his high-wattage pals throw down with abandon,
not anxiety.—MW
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all the ones that came be-
fore it. There are still the in-
cisive metaphors, the art-
fully wielded acoustic guitar,
the political made personal
and back again. But the
dominant force on “Red
Letter Year” is contentment
rather than restlessness. The
37-year-old singer/song-
writer is @a new mom in love
with her daughter’s dad,
and the experience has sat-
urated every element of her
work, from the warmed-up
sound of her voice and gui-
tar, to the lessons learned at
the end of her familiar narra-
tives. “I don’t mind traffic
cops or the TSA/Long as I'm
with you I’'m having a good
day,” she sings on “Smiling
Underneath,” about the
peace of happy couple-
dom. That’s not to say that
she’s gone soft: The long-
time activist still takes
on nuclear energy (“The
Atom”), religion (“Alla This™)
and all incarnations of the
patriarchy.—kM

PETE SEEGER
At 89
Producer: David Bernz
Appleseed
Release Date: Sept 30
* The folk icon’s first
record since 2003 is
less an album than the
audio version of whiling
away an afternoon at
Seeger’s upstate cabin. It's
a pleasingly indulgent col-
lection of songs, stories
and detours that will be
something of a treasure for
longtime fans and packs at
least a dozen treats for rel-
ative newbies. (There are
32 in all, 26 previously un-
recorded, including stories,
introductions and at least
one “Nameless Banjo Riff.")
Seeger grudgingly nods to

his own mortality on tracks
like the extremely sweet
“Little Fat Baby,” a growin’-
up narrative with lines like,
“Some day, we'll be saying
so long/Some day, it’'ll be
time for me to move on.”
Best of all is “False From
True,” a ragtime throw-
back that finds Seeger
settling into a sweetly
melancholy tale of nostal-
gia, hope and “separating
false from true.”—JV

PAUL MOTIAN TRIO
2000 + 2
Live at the Village
Vanguard, Vol. 1|
Producer: Stefan Winter
Winter & Winter Records
Release Date: Sept. 9
This is certainly a rec-
ommended album for
anyone who harbors a pen-
chant for the more abstract
jazz forms. Drummer Paul
Motian leads a trio—Larry
Grenadier (bass) and Chris
Potter (tenor sax)—and
augments his threesome
with pianist Masabumi
Kikuchi, alto sax man Greg
Osby and viola player Max
Manieri. The seven tracks
include five original pieces,
though the two covers, “Till
We Meet Again” and “If You
Could See Me Now,” are so
thoroughly reinterpreted
that they may as well be
originals too. Osby and
Potter embark on an ex-
tended flight of free-form
fancy on these tracks, as we
hear quite vividly on “The
Third Walk.” The vitality of
the improvisational impulse
that rules this disc is most
compelling on the tune
“The Divider,” a striking en-
semble performance that's
equal parts discipline and
spontaneity.—PVV

CEGEND & CREDITS S—

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

CONTRIBUTORS: Marie!
Concepcion, Hillary Crosley, Gary
Graff, Evie Nagy, Kerri Mason,
Michaet Menachem, Jilf Menze,
Deborah Evans Price, Shad Reed,
Chuck Taylor, Ken Tucker, Philip Van
Vleck, Jeff Vrabel, Chris Williams,
Mikael Wood, Lavinia Jones Wright

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

50 | BILLBOARD |

CRITICS’ CHOICE *: A new
release, regardless of chart
potential, highly recommended
for musicat 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 Bitlboard, 770 Broadway,
Seventh Floor, New York, N.Y.
10003) or to the writers in the
appropriate bureaus.
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R&B/HIP HOP

KANYE WEST
Love Lockdown (4:30)
Producer: Kanye West
Writer: K. West
Publisher: not /isted
Roc-a-Fella
u Despite the overt famil-
jarity of his vocals, tribal
drum sounds and piano help
“Love Lockdown"—the first sin-
gle from Kanye West's upcoms-
ing “808'’s & Heartbreak”—grab
an authentic, innovative vibe.
And even though West isn't
rapping, this is still hip-hop, uti-
lizing the extreme auto-tune
effect that has been so popular
lately. But rather than empha-
sizing the novelty like so many
of his contemporaries, West
wisely structures the song
around percussion and allows
the instrumentation to outshine
his own voice. After perform-
ing the song at MTV’s Video
Music Awards, West, in typical
blustering fashion, called “Love
Lockdown” his best song ever.
That’s bending the truth (see
“College Dropout” track “Fam-
ily Business™), but it’s definitely
afine moment from one of hip-
hop’s forward thinkers.—SR

ESTELLE
FEATURING KANYE
WEST
American Boy (3:57)
Producer: Will.i.am
Writers: W. Adams, E. Swaray,
K West
Publisher: not /isted
Atlantic
u Sleeper hip-pop song
"American Boy" is finally
percolating at multiple radio
formats. After hitting on18 var-
ious global charts—including
No.Ton the UK. singles chart—
the trans-Atlantic partnership
of Brit vocalist/rapper/producer
Estelle and Kanye West is des-
tined to earn its due. Her ele-
gant delivery and confident
vocals offer a refreshing alter-
native to much of what is per-
meating radio, reminiscent of
the pretty R&B voices of the
’70s that sweetened up love
songs and classic rhythmic disco.
Will.i.am lends his skills to song-
writing with West and Estelle,
along with production duties,
including a not-so-subtle sam-
ple of his own 2007 “Impa-
tient.” But thisis hardly a recy-
cled masterpiece. It's the launch
of abold new career.—~MM

ACE HOOD
FEATURING TREY
SONGZ

Ride (4:28)

Producers: The /inkredibles
Writers: M. Carpenter,

L. Elliott, J. Mollings, T-Pain,
7. Neverson

Publisher: not /isted
/sland/Mercury

At this point in hip-hop, it takes
little more than paint-by-
numbers to create a hitmaking
rapper. Enter Ace Hood. A pro-
tégé of hip-hop mixer DJ
Khaled, Hood tries his hand at
the obligatory female-skewed
radio track with “Ride.” Offering
synthesizers, thick keyboard
chords and a double drum ma-
chine beat, the Inkredibles-
produced track itself is a recipe
for radio spins. Meanwhile,
crooner Trey Songz’ hook,
sweetly describing what a hus-
tler like Hood needs to do to
survive, almost overshadows
his own lyrics, however good
they are. Ultimately, while
“Ride" is a solid cut, deserving
of airplay, Hood needs to un-

‘veil more creativity to move be-

yond novelty status.—HC

SUGARLAND
Already Gone (4:35)
Producer: Byron Gallimore
Writers: Nettles, Bush, Pinson
Publisher: not /isted
Mercury Nashville
Sugarland’s second sin-
gle from third No.1coun-
try CD “Love on the Inside”

Producer: Linda Perry

Publishers: various
RCA

CHRISTINA AGUILERA
Keeps Gettin’ Better (3:03)

Writers: C. Aguilera, L. Perry

It's hard to believe it’s been 10 years since Christina
Aguilera and her Disney teen pop crew (Timberlake,
Spears) brought pop back to the airwaves. The trio has
thus far avoided the rapid burnout careers usually affili-
ated with the teen pop crowd. Aguilera has done so
purely on talent and a refusal to play it safe: Her second
album threw away sugary pop for a raw, rock-infused
sound, while previous “Back to Basics” injected a love of
big-band blues into an ambitious two-disc project. New
single “Keeps Gettin’ Better,” which previews Target
exclusive “A Decade of Hits” (Nov. 11), shows Aguilera in
Goldfrapp-inspired electropop mode, transforming into
a sexual supergirl. While it wouldn’t make for an inter-
esting album’s worth of material, Aguilera’s exciting per-
formance of the song at MTV’s Video Music Awards
shows an artist that knows when it’s time to change it
up. Teamed again with the incomparable Linda Perry,
“Better” should have no problem keeping company with
Tina’s rich catalog of hits.—CW

couldn't be a more dramatic
departure from the country/
pop sound of previous chart-
topping “All | Want to Do.” “Al-
ready Gone” is a country waltz
that spins around three scenar-
108, each sung with character-
istic passion by Jennifer Net-
tles, who, in a short period of
time, has become one of the
genre’s most distinctive voices.
Each versetakes a journey, with
the third carrying heaping
emotional weight, as vivid lyri-
cal images detail a failed rela-
tionship. Whileit’s nice to finally

DIDO

Producer: Jon Brion
R. Armstrong

Arista

Home,” due Nov. 4.—~CT

Don’t Believe in Love (3:54)
Writers: D. Armstrong, J. Brion,
Publishers: Universal/MGB, ASCAP

The millennium was just blossoming when Dido cata-
pulted in the United States with top 40 No. 3/AC No. 1
“Thank You” from debut disc “No Angel,” followed by
top 40 No. 8/AC No. 2 "“White Flag” from *“Life for
Rent,” which has sold 2.1 million copies stateside in
2003. It’s a lifetime later in pop’s pantheon, but radio
hasn’t forgotten Dido’s innate charms—and adults are
likely to follow suit. Ambling, downtempo *“Don’t
Believe in Love” covers mighty familiar ground—and
creatively, that’s disappointing—but the song’s moody
disposition conjures comfort, familiarity and immedia-
cy. Sarah McLachlan’s return with radiant “U Want Me
2” is comparable: Those searching out singers they
adore will find kinship in Dido’s full-length “Safe Trip
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hear partner Kristian Bush, who
does his best Jon Bon Joviim-
itation at the tail end of the
song, it doesn't fit the overall
theme. But it's a safe bet that
“Gone” is going to be another
signature hit for this power-
house duo.—CW

CHAD HUDSON
Somebody Find Me a
Preacher (3:40)
Producer: Mickey Jack Cones
Writers: S. Minor, W. Mobley
Publishers: EM/ Blackwood/
Shane Minor/Warner-
Tamerlane, BM/
Robbins Nashville
* Rarely has love sounded
# more urgent or exuber-
ant than in the potent debut
single from Austin native Chad
Hudson. His warm, wonderfully
textured voice grabs listeners
by the ears and will have them
hanging on every word as he
launches into the chorus: “Some-
body find me a preacher, some-
body find me aman witha Bible
who cantie a knot/Nolong white
dress, no little white church, just
you in your cutoff jeans and my
old T-shirt.” The lyric captures
the intense feelings of a guy
eager to make the ultimate
commitment and Hudson’s
personality-packed vocals make
this song a definite winner. It'sa
breath of fresh air that deserves
to be heard, from burgeoning
imprint Robbins Nashville. —DEP
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Whole Lotta Hank

Agreement Paves Way For
Williams Treasure Trove

It took a fortuitous find and years of legal wran-
gling, but some of Hank Williums’ lesser-known
recordings will soon be available for mass con-
sumption. “The Unreleased Recordings” includes
performances from the “Mother’s Best Flour” radio
program, which Williams hosted on the legendary
WSM-AM Nashville in 1951.

Time Life will release the 143 recordings in var-
ious packages in the next three years through an
exclusive agreement with the Williams estate. The
first set is due Oct. 28.

Williams and his band prerecorded 72 shows to
runwhile they were on tour. The shows were recorded
on 16-inch acetate discs that were later thrown into
the trash during a station move in the "60s but sal-
vaged by WSM employee Les Leverett.

In the '80s, Jerry Rivers, who played fiddle for
Williams as part of the Drifting Cowboy Band and
later backed daughter Jett Williams, told her about

the “Mother’s Best” show. He then introduced her
to Leverett, who turned over the original acetates.

But getting the rights to the music wasn’t sim-
ple. “I had possession of the acetates but they had
already been duplicated way before [ had entered
the picture,” Williams says.

Indeed they had. PolyGram Records claimed ex-
clusive rights relying on Williams’ contract with
its predecessor in interest, MGM Records. Mean-
while, Legacy Entertainment claimed rights to the
recordings under a chain of title. Atone point Lev-
erett had assigned his rights to former Drifting
Cowboy Hillous Butrum, who had in turn sold
them to Legacy, which had actually replaced the
Drifting Cowboys with another band on its version.
A series of courts eventually ruled in favor of the
Williams estate, ending an eight-year legal battle.

Enter Time Life. While the company usually fo-
cused on licensing and packaging previously re-
leased material, in recent years Direct Holdings
Americas, which licenses the Time Life brand, has
focused on developing new material and acquit-
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ing original content. Through its Saguaro Road
label it has recently released albums from Patty
Loveless and Joan Osborne, among others.

Williams says that even devotees of her father’s
music will find something new here. “Unless you
were listening that morning in 1951, you've never
heard that version of ‘Cold, Cold Heart,” " she says.
‘“You may have heard the master, but you've never
heard the Feb. 3, 1951, version of Hank Williams
singing it.

“The fidelity of these recordings are better than
his MGM masters,” she says. “These have not been
enhanced or tinkered with. It's as ifitwas 1951 and
my dad was recording it right then. It was a one-
time take.”

In addition to Williams’ best-known material, the
recordings include 40 songs he was never known to
have performed and others he never recorded com-
mercially, including “Blue Eyes Crying in the Rain,”
“Cherokee Boogie” and “On Top of Old Smoky.”

Time Life will spread the word about the set
through publicity, online marketing and giveaways
with Web sites and radio stations. To a lesser ex-
tent, direct-response TV advertising will also be
employed. “Our model is so old it's new,” senior
VP of audio and video retail Mike Jason says with
a laugh. “We're talking directly to consumers.”

While the basic boxed set, with more than 40
pages of liner notes, three discs and 54 songs, will
carry a price point of $39.98, there will be alternate
packages with varying prices. The three-CD set is
augmented with a DVD fora Sam’s Club exclusive,
which includes a series of conversations involving
Jett Williams, Drifting Cowboy Don Helms, artist
Big Bill Lister and WSM engineer Glenn Snoddy.

The basic three-CD set is augmented with a
fourth disc, which includes three complete shows,
for Reader’s Digest mail order. The Wal-Mart sin-
gle CD features 15 songs, plus a bonus track of
Williams and WSM personality Louie Buck talk-
ing, while truck stop rackjobber Barjan will sell a
set that features 12 gospel songs, one of which, “I'll
Fly Away,” isn’t available elsewhere.

Unlike many releases, Time Life sets tend to
have a different life span, according to Jason. “We
sometimes sell more of something six or eight
months after it's out than we do the first two weeks,”
he says. “We have that slow-steady-patient-keep-
sharing-it-with-everybody approach.” e

WILLIAMS: COLIN ESCOTT; DEAD CONFEDERATE: PAMELA LITTKY; REDONE: KEITH MUNYAN

L

DEAD IS ALIVE

Dead Confederate frontman Hardy
Morris is a master of understate-
ment. “We’ve had some unique op-
portunities,” he says by way of dis-
cussing a slot opening for R.E.M. at
South by Southwest earlier this year,
touring with the Drive-By Truckers
and appearing on pretty much
every festival bill throughout the
summer of 2008.

So far, the sales impact of these
opportunities has been minimal—a
self-titled EP is at 4,300 copies, ac-
cording to Nielsen SoundScan, while
Dead Confederate’s full-length
debut, “Wrecking Ball,” shifted less
than 1,000 in its first week. But the
buzz continues to grow, with articles
from the New York Times, Rolling
Stone and the Onion praising the

band’s “well-put-together” blend of
grungy dynamics and Southern rock.
Dead Confederate hasalsofound a
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strong backer in former Geffen A&R
bigwig Gary Gersh, who signed the
band to his new label, the Artist’s Orga-
nization. “Wrecking Ball” is the first
proper TAQ release, but the labelis far
fromarookie venture: All the back-end
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support is provided by Razor & Tie.

For now, Razor & Tie is focused on
building the band at college radio
and keeping it on the road—Dead
Confederate has dates booked
through Thanksgiving, including an
appearance at the Voodoo Experi-
ence in New Orleans over Halloween.
“We’'re going to take it slow interms
of taking the band to commercial
radio and make sure they have a re-
ally strong touring base so that we
can show there is a demand for
them,” Razor & Tie senior director of
marketing and product manage-
ment Jeremy Kramer says.

The company will also seed the
video for first single “The Rat” inthe
hopes that it “develops gradually,”
Kramer says. “Thisis a band that we
want people to discover, because
that seems to have worked well for
them so far.” —Cortney Harding

COLOR
HIM BUSY

If you're an artist looking to make a
comeback, RedOne is apparently the
man to bring onboard.

Recently, the Moroccan and
Swedish-bred music maker master-
minded the bulk of New Kids on the
Block’s comeback album, “The Block,”
which debuted at No. 2 on the Bill-
board 200 earlier this month.

And earlier this year, it was rumored
Michael Jackson tappedthe producer
to helm his upcoming, as-yet-untitled
effort alongside Akon (a rumor Red-
One confirmed to Billboard, although
he wouldn’t reveal any details).

When asked what the secret to his
success is, he simply says, “l work
quickly and | make melodies that stick
in everybody’s heads.”

He speaks the truth. Last year, Red-
One teamed with up-and-coming
Latina pop star Kat DeLuna and pro-
duced her entire debut album, “9
Lives,” in a month. Recently, he pro-
duced reggae artist Tami Chynn’s up-
coming set, “Prima Donna,” in just a
few weeks. “And it’s still quality work,”
he says reassuringly.

Born Nadir Khayat, RedOne moved
to Sweden at age 19 to pursue music.
After a short stint as lead singer in a
local music group, he quit and decided
to take up production instead. His first
major collaboration was with a local
act called Popsie, for which he com-
posed its 1997 hit single “Joyful Life.”

But it wasn’t until 2006 that he
began to land some major place-
ments. That year, RedOne was hired
to come up with the official single of
the FIFA World Cup, eventually cre-
ating “Hips Don't Lie,” performed by
Shakira and Wyclef Jean.

Today, in addition to working with
Jackson and Chynn, heisin the studio
with Enrique lglesias, Mario, Lady
Gaga, Brandy, Toni Braxton, David
Archuleta and Menudo, to list a few.
RedOne will soon begin looking to sign
artists to his RedOne/Konlive produc-
tion company, which he launched with
Akon after relocating to New York and
meeting the singer/songwriter/pro-
ducer last year. His main prospect at
the moment is Diana Ross’ son Evan
Ross, who he refers to as “a real star
who sings and dances.”

“Now, there’s no artist that doesn’t
want to work with me. I’'m trying to fit
everyone in,” RedOne says. “It’sagood
thing for people to dream and work
hard. Inthe end, you learn that nothing
isimpossible” —Mariel Concepcion
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Kevin Rudolf?

New Cash Money Signee Rides Wave Of Success

You may not know him yet, but Kevin Rudolf'is on
his way to being on regular rotation on your iPod.

Signed to Cash Money/Universal Republic ear-
lier this year, the 25-year-old musician recently re-
leased the single “Let [t Rock” featuring Lil Wayne.
The track sold 71,000 downloads in the United
States this week, according to Nielsen SoundScan,

and leaps 33-21 on the Billboard Hot 100.
Hoping to ride the coattails of Wayne’s recent
success, Rudolf is eyeing a Nov. 25 release for his
debut album, “In the City.”
“I came up with the track at home back in June
and played it for Wayne. He loved itand wanted to
jump on it. We mixed it three days later and it was

on the radio a few weeks after that,” Rudolf says.
“Then, when Wayne did a million in a week, we
knew we had to put my record out now to take ad-
vantage of his success.”

Rudolf, who's been playing guitar since the age
of 12, got his start after a chance meeting with pro-
ducer Timbaland in 2004. “I was always a song-
writer, but 1 got into production after my friend
Jimmy Douglas introduced me to Tim,” he says.
“I brought my guitar to the meeting and ended up
playing on a bunch of tracks,” including Nelly Fur-
tado’s “Say It Right,” Lil Kinv's “The Jump Off” and
Timbaland’s “Scream.”

A year-and-a-half ago, the 25-year-old decided
he’d release his own project after getting a “real vi-
sion of what | could contribute as a producer, mu-
sician and songwriter and tapping into my own
voice,” he says. One day last January, while at New
York’s Hit Factory studio, Rudolf met Slim from
Cash Money Records. After playing some of his
songs for the music executive, Slim offered him a
record deal.

Now, the New York native is ready to release
“City,” which he describes as a “conceptual album
that follows the story of my experiences—it’s like
a coming-of-age story in NYC.”

Produced entirely by Rudolf with the exception
of a track by the Neptunes’ Chad Hugo (“We were
in the studio mixing one day and he walked in the
room and said he wanted to do something with us.
We banged some music out that same night.”), the
set features tracks like the epic ballad “Great Es-
cape” and the Big Apple dedication track “N.Y.C.,”
which will be included on the soundtrack to the
film “Fighting,” starring Terrence Howard and
slated to hit theaters later this year.

To help promote the album, Rudolf will start a
radio tour next month and plans on scheduling a
national tour later this year.

“I have been very blessed and feel really lucky.
I've been hearing some crazy stuff, like ‘Let [t Rock’
is Ryan Seacrest’s and Lindsey Lohan’s favorite
song right now,” a stunned Rudolf says. “There’s
no info or pictures of me anywhere, yet the track
has taken a life of its own. The music is truly speak-
ing for itself. .o

TRIBAL TRAIL

As aformer Royal Marine and one of
U.K. TV’s best-loved adventurers,
Bruce Parry is used to challenges—
but can he master the music business?

Parry is the star of BBC TV’s award-
winning series “Tribe,” which followed
his experiences living with some of
the world’s most remote communi-
ties. Co-produced by the BBC and the
Discovery Channel, it ran for three sea-
sons (2005-07).

“At the end of ‘Tribe,” ” Parry says,
“my life had become this extraordi-
nary gift. Yet some of these tribal com-
munities are having areally hard time.
They’re being persecuted and losing
their land and dying of disease. That
juxtaposition made me really want to
give something back.”

Parry duly approached a string of
artists and labels with the idea of donat-
ing their services to an album that

52 BILLBOARD

OCTOBER 4, 2008

would be a fund-raiser for humanrights
organization Survival International.

The resulting double-album, “Ama-
zon/Tribe: Songs for Survival,” was re-
leased digitally Sept. 15 with a physical
U.K. release to follow Oct. 6
on London-based, PIAS-dis-
tributed Kensaltown Records,
owned by producer Martin
Terefe (KT Tunstall, Martha
Wainwright).

Parry says he gave the
artists a DVD showing the
charity’s work plus a simple
brief for their contributions:
“It's about tribal people and
it’s about the Amazon.”

“I was just delighted to be
part ofit,” says Tunstall, who
donated a new song, “The
Hidden Heart.” “it sounded
fantastically exciting from a

Q

creative point of view and [was al re-
ally worthwhile, fulfilling project from
asocial perspective.”

The setfeatures acts as diverse as
Tunstall, Hot Chip, Yusuf islam (the
former Cat Stevens) and New
Zealand rockers the Ruby Suns. The
first disc features songs inspired by

|
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,compilation steers
by BRUCE PARRY

(inset).
-

the DVD. The second contains dance/
experimental tracks using samples
of tribal music Parry recorded while
making “Tribe.”

The album’s opening track, “Fer-
reting,” by the Apparatjik—a collab-
oration among Terefe, Coldplay’s Guy
Berryman, Magne Furuholmen of A-
ha and Jonas Bjerre of Danish alt-rock
act Mew—features in the series and
has already been played on top 40
station BBC Radio 1. The digital re-
lease coincided with Parry’s new TV

series “Amazon,” bowing Sept. 15 on

BBC2, alongside the launch of a
book of the same name. The
first show attracted 3.2 mil-
lion viewers, according to
overnight figures.
KensaltownsaysaU.S.
releaseis being planned
to coincide with “Ama-
zon” airing on the Dis-
i covery Channelinearly
2009. —Hazel Davis

RIGHT
AS RAY

Ray LaMontagne appears to have a
hit on his hands with “You Are the
Best Thing,” the first single from his
upcoming third studio album, “Gos-
sip in the Grain.”

The soulful, horn-laden tune, which
is also the opening track on the Oct.
14 RCA release, jumped five spots to
No. 16 on Radio & Records’ Sept. 26
Triple A chart. Not bad for a tune that
was one of the last things LaMontagne
and producer Ethan Johns came up
with for the album.

“We had kind of finished the record
and felt like we were missing that song,”
LaMontagne says. “There wasn’t any-
thing to open the record. Ethan and |
talked about trying to shift the track list-
ing, and we still couldn’t find anything.

“That’s when we knew we had to go
back to the studio and do something.
ljust flew back over [to England, where
the album was recorded] and started
rummaging around in the bag to see
what | had.”

What LaMontagne found, however,
was something different from the up-
tempo final result. “It was written as a
real sort of slow jazz ballad with a very
different structure,” he says. “But | also
had in my head the version you're hear-
ing. It’simportant, | think, when you're
writing songs not to get attached to
the form of them. You always have to
be open to making something better.”

That attitude is partly responsible
for the song’s early start, RCA Music
Group VP of marketing Aaron Borns
says. “The feel and tone of it has been
such afun surprise for people,” Borns
says. “It's given the project a whole dif-
ferent spin; people were excited about
the record anyway, but there’s a ‘wow’
factor to this song.”

LaMontagne previewed “You Are
the Best Thing” at R&R’s Triple A Radio
Conference in Augustin Boulder, Colo,,
and RCA took the track to stations a
couple of weeks later. Amazon, mean-
while, has just premiered a video for
the song; it’s LaMontagne’s first,
though he doesn’t appear in the clip.

“It gives people a visual aspect of
Ray, which we’ve never had before,”
says Borns, who adds that the video
will be shown wider after a short ex-
clusive run with Amazon.

“You Are the Best Thing” is LaMon-
tagne’s third charting single, follow-
ing “Trouble” in 2005 and “Three More
Days” in 2006, both of which hit No.5
on the Triple A tally. —Gary Graff
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>>Only 10 songs have entered the
Billboard Hot 100 in the top three
this millennium; the 10th song to
begin its chart life In this elite tier is
Kanye West’s “Love Lockdown,”
which is tied for the second-highest
debut of 2008 with David Cook’s
“The Time of My Life” and sur-
passed only by the No. 2 bow of
David Archuleta’s “Crush.” The only
non-“American idol” acts to have
top three debuts this century are
Fali Out Boy and Kanye West. The
former’s “This Aln’t a Scene, It’s an
Arms Race” entered at No. 2 the
week of Feb. 3, 2007.

>>AC/DC’s “Rock N Roll Train” is
No. 3 on Mainstream Rock Tracks.
It’s the act’s 29th entry there and its
first on Modern Rock Tracks (No.
38). Should “Train” hit the Hot 100,
it would be the band’s first song to
grace the chartIn15 years.

Read Fred Bronson
every week at
billboard.com/fred.
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Metallica Holds Strong; Christmas Coming Early

As we view the second chart sum of
Metallica’s “Death Magnetic,” [ think
of longtime label exec Lou Mann and
the cld slogan, “It’'s not where you start,
but where you finish.

After nearing half a
million copiesinashort
three-day frame, Metal-
lica s modest second-
week dip impresses
almost as much as its
opening total.

Down 31%, it moves
337,000 copies in its first
full week on the market
bringing its sales lo date
up to 827,000, fairly impressive con-
sidering that total was rungin just a
10-day window. Since the album ini-
tially shipped 1.4 million copies—a
tota’ driven by retailers’ confidence—
its 800,000-plus start means the title is
not overexposed, especially consider-
ing that gift-shopping traffic lurks just
around the corner.

Death” is the ninth album this year
to start at 300,000 or more and the 29th
to do so since the start of 2007. Ac-
knowledging that it’s a bit of an ap-
ples-and-oranges comparison, as none
of those other 28 albums began with
an abbreviated sales frame, Metallica’s
second-weck decline is the smallest
among them.

age decline from this year’s 300,000-
plus starts had been the 45% slide by
Sugarland’s “Love on the Inside,”
which began with 314,000 deluxe-
edition sales, then 171,000 in week
two when the standard
issue arrived.
Comparing apples to
apples, 800,000-plus for
Metallica in a window of
10 days is less than the
1.6 million that Em-
inem’s “Encore” did dur-
ing a similar window in
November 2004 but
more than the 780,000
that Metallica’s “St. Anger” pulled in
the 11 days tracked for that album’s
first two chart weeks in June 2003.

BIG OOPS: Ifyou've been reading Bill-
board long enough to remember when
Inside Track spread over three
columns, you might fondly remember
the phrase “Track Erred.” Well, Over
the Counter erred last week and I'm
shocked no one called me on it.

So, for the record, the lastalbum to
debut at No. 1in an abbreviated open-
ing before Metallica’s “Death Mag-
netic” wasn’t the band’s “St. Anger,”
but rather Eminem’s “Encore.’

Like “Magnetic,” the Eminem set
got slated for a Friday release, the dif-

chart champ was always scheduled for
a Friday, that 2004 rap album was
rushed from a planned Tuesday start.

In that brief window, “Encore” sold
711,000 copies and then managed to
move even more, 871,000, in its first
full week of sales.

DENIED: Metallica’s strong conti-
nuity prevents Ne-Yo from going
three for three with No. 1s on the
Billboard 200, although his streak
of aces remains intact on Top R&B/
Hip-Hop Albums.

His “Year of the Gentleman” opens
with 250,000 sold, just 1,000 less than
the opening total for his last solo
album, “Because of You.” which hit the
market in May of last year and has sold
979,000 copies to date.

The soulful singer/songwriter’s best
week happened when debutalbum “In
My Own Words” started with 301,000
in 2006. It represents his best seller,
having rung 1.6 million to date.

Meanwhile, I guess AC/DC feels
pretty good aboul teaming with Wal-
Mart for its new “Black Ice.” Pre-
orders put the exclusive atop the
discount chain’s CD chart at Wal-
mart.com on Sept. 24. The album
arrtves Oct. 20.

In the interim, Wal-Mart sale prices
of less than $10 have the band’s clas-

on billboard.biz, with “Back in Black”
topping the list for a second straight
week. The 22-times-platinum set
moves 11,000 in the tracking week. Of
those, 82% comes from mass mer-
chants, and we’re guessing most of
those are from Wal-Mart.

AC/DC also holds Nos. 16, 23, 25,
28 and 45 on Top Pop Catalog, each
with a decided mass-merchants share.

EARLY SEASON: Since Josh Gro-
ban’s “Noel” managed to be the best-
selling album of 2007 in just three
months’ time, there is greater aware-
ness of Christmas albums this year.
Thus, Nielsen SoundScan and bill-
board.biz will post the Top Holiday Al-
bums chart next week, the earliest we've

Prior to this, the smallest percent-  ference being that while the current  sic titles peppering Top Pop Catalog  ever shown the seasonal chart. -
' fatcl
IVIaI I(et \A a (l 1 A Weekly National Music Sales Report . . iiElsen
] ; une el
Weekly Unit Sales Year-To-Date 2 c e SoundScan
DIGITAL DIGITAL |
ALBUNS ALBUMS* TRACKS 2007 2008 el Year-To-Date Album
This Week 6,924,000 1,263,000 19,289,000 OVERALL UNIT SALES Sales By Store Type
Last Week 6,848,000 1,248,000 18,931,000  Albums 328,286,000 291,406,000 -N2% 150 million units
Froe o 1.2% 1.9%  Digital Tracks 597,183,000 776,963,000  30.1% s
. L g
This Week Last Year 8,294,000 1,020,000 14,949,000 Store Singles 1,714,000 1,226,000 285% o7 '
Total 927,183,000 1,069,595,000 15.4% x
Charge -16.5%  23.8% 29.0% . . 120 -,
"Digital album sales are aiso counted within album sales Albumswlm 388‘004'300 369’102'300 -4.9% 1 '
'Itr(\)c(l)\:‘cicg'lgjr%kseac‘::lvaient album sales (TEA) with 10 track downtoads equivalent i
Weekly Album Sales (million Units) :
30 90 go\" i
DIGITAL TRACKS SALES o ]
25 —— a by ;
'07 597.2 miltion 1
4
) ey |
20 - 2008 o8 777.0 million 60 — |
15
30
10 SALES BY ALBUM FORMAT ——
\.—»A‘—""‘---"-—‘&"-*-—-—-.a— g, (0} 292,644,000 244,034,000 -16.6% ' |
5 : Digital 34,677,000 46,028,000 327% |
Casselte 232,000 66,000 -71.6% 0 —==R - 3
1 A N I R I _ N Indies Non- Mass Chain
J M A M J J A S O N D J Ot 733,000 1,278,000  74.4% traditional Merchant
Go to www.billboard.biz for complete chart data 53

www americanradiohietorv com


www.americanradiohistory.com

SAL

ES DATA

COMPILED BY

niclsen

SoundScan

5 g e g
ARTIST Title £ %% of 55 $o 5 ARTIST Title & %5
[MPRINT & NUMBER / DISTRIBUTING LABEL (PRICE} =] EE B2 Sz L2 =T IMPRINT & NUMBER / DISTRIBUTING [ ABEL (PRICE) 8 e
METALLICA : { ! GEORGE STRAIT
WARNER BROS. 508732" (18.98) Death Magnetic a2 ST 47 48 Bl WCh nasHVILLE 010826/UMGH (13.96) Troubadour @ _'E
NE-YO ¢ The band celebrates . DAUGHTRY {1
_DEF JAM D1 1410/1DIMG (13.98) pearORIESIGenteEn 21 notonly it best 52 36 79 LR qoi seaso v (16 98) ¢ Daughtry B ¢
NELLY — . SAVING ABEL o "
DERRTY UNIVERSAL 010150/UMRG (13.98) Brass Knuckiss E ZE;’E;:EE: talso it @ 62 61 |E SKIDDGU 15019 VIRGIN (12 98) Saving Abel ﬂ
—but also its
KID ROCK h ’ @ PLIES o
TOP 00G ATLANTIL 290556° AG (18.98) Rock N Roll Jesus B [ highest-charting 67 54 (TSI otc cATES/SUIP-N-SLIDE/ATLANTIC 511238/AG (18.98) Definition Of Real ) z
DARIUS RUCKER . album. The new " RKM & KEN-Y fa
CAPITOL NASHVILLE 75506 (18.98) LEETi) AN E one helps its last £ 213 Bl VINA 011912 MAGHETE (14.98) The Royalty/La Realeza 'E
Bl 2 1 CYTOU!“G :J.EFE-YD\-MG (13 98) The Recession 1 set, “15,” bow at 56 41 26 Il.glCEHSéJB?dEGSS 18.98) Raw Footage -3
. DJ KHALED sy No.1ZonTop Pop % HEIDI NEWFIELD o~ =
° mu & WE THE BEST TERROR SQUAD 4564/KOCH (17.89) We Global ,?‘ Catalog (up 26%). S " 2 N cuss 75087 (18 98) WhatramiWaitingpFor ﬂ
BUCKCHERRY e © JACK JOHNSON s
° m ELEVEN SEVEN/ATLANTIC 511262/AG (18.98) Black Butterfly 3 58 49 49 BiR LRUSHFIRE 010530° LVAG (13 98) Sleep Through The Static Bl *§
" LIL WAYNE B @ " VARIOUS ARTISTS '
s 8 1w gl CASH MONEY/UNIVERSAL MOTOWN 011877 /UMRG (13.8) Tha Carter Il S B NEw wesT 6140 (16 98) The ImusiRanctiRecord g
THE GAME 5 CHRIS BROWN .
LY (e GEFFEN 011485° 1GA {13.98) LAX z 60 46 53 JIVE 12049 TOMBA 118.98) & Exclusive B 4
JONAS BROTHERS G . @ CELTIC THUNDER
116 6 KN 0 001944 (18.98) + A Little Bit Longer {. !E GELTIC THLINUE 111606 DECCA (18.98) Act Two
1 J Rs[)k!‘P"ENOIIHH (18.98) & All Hope Is Gone I The €D hatfof th 62 48 29 ULNL,‘:/IE‘S FL(?_NS' T & Palabras Del Silencio 15
L e (D half of the =
/' SOUNDTRACK . JAMEY JOHNSON v
13 10 7 —I-I. DECCA 011459 (18.98) Mamma Mia! I_T set features archival @ 78 86 m MERCURY NASHVILLE 011237/UMGN (13.98) That Lonesome Song ”
RIHANNA material, while the @ ESTELLE .
el Mk SR DEF JAM 00B968*10JMG (13 98) Good Girl Gone Bag Bl ] DVD boasts a live 82 99 2l ohe SUHODLATLANTIC 412860°/4G (13 98) Shine -
i i e -
. SUGARLAND | ' TAPROOT ;|
15 11 Eiir s NaSHVILLE 011273 UGN (13.98) Love On The Inside I 1}"-’5 ::?Iiwermt;?:dvee:ral @ m VELVET UAMMER 001 (13.98) o i
ALL THAT REMAINS 9 THEORY OF A DEADMAN . p
@ m PRISTHETIC 2999 RAZOR & TIE (16.98) Quercomel 1 the Long Beach 0 70 504 61501 PAADRUNNER (11 98) ScarsiéaSouveniis G
"\ COLDPLAY o = —~ET B Arenain California. @ . MAROON 5 : :
178 15 12 RN o ee Viva La Vida or Death And All His Friends B i 72 65 BLN dawocrone 000817165 (16.98) & It Won't Be Soon Before Long Bl 0
JESSICA SIMPSON - SOLANGE
’ EPIC COLUMBIA (NASHVILLE) 21746/SBN (15 98) Doxve Know_ 28 [LE1 \USIC WORLD GEFFEN 011785/1GA (12.98) Sol-Angel & The Hadley St. Dreams ¥
. RAPHAEL SAADIQ % TOBY KEITH q p -
@ m COLUMBIA 08585° SONY MUSIC {15.98) mihelWayal Sgeill 2 "_SHow DOG NASHVILLE 010334, UME (19.98) 35 Biggest Hits u 'l
MILEY CYRUS LINKIN PARK . S E
U7 i HOLLYWOOD 002129 (15.96) Breakout I I MACHINE SHOP 44477 WARNER BROS (18.98) Minutes To Midnight Bl 4
g LEONA LEWIS L - """ JORDIN SPARKS i =
21 2 2 gl svco ) 02554 '8 98) spirit M ﬂ. 88 I_ £ 19 JIVE 15757 JOMBA 118 98) Jordin Sparks 1’
JASON MRAZ . . y s ' ALACRANES MUSICAL R
22 20 16 e e AR elos) We Sing. We Dance. We Steal Things. e :);st::uif::{x’eek 72 59 37 I e Tu lnspurac»on_
KATY PERRY = . USHER
l CARNI00249](12]86 ) One Of The Boys B8 Akon’s Konlive el 1261 155 LAFACE 23358 Z0MBA (18.98) Here | Stand
A -
AVENGED SEVENFOLD - - label hias seen a top HOLLYWOOD UNDEAD
@ m HOPELESS 465684 WARNER BR0S. (2098 Co/ovD) @ Live In The LBC & Diamonds In The Rough n 50 debut after last 74 55 2 ABHICTONE 011131 16A (12 98) aantsengs
24 25 TA:”'OR SW'F\T & Taylor Switt B .‘ week'sNo. 0entry 78 74 62 K1Y SHINEDOWN oo The Sound Of Madness
" ERIC BENET _ from Kardinal - MICHAEL FRANTI & SPEARHEAD g
25 Bl FRIDAY REPAISE 511398/ WARNER BAOS (18.96) RO i 76 39 = [ 500 600 wAX ANTI- 86906° EPITAPH (16 96) ¢ ALlREbelJRocKEnS 39
Offishall. Next up | r
NEW KIDS ON THE BLOCK o ive i [ AMANDA PALMER .
S 152 INTERSCOPE 011752/1GA (13.98) @ TESBIoCK %—' Iioarﬁ';??g:ﬂtsélabduvm @ m B0 ROADRUNNER 617925 (17.98) WHORKIHiSarFAmaRd atPalmer n
SOUNDTRACK 3 ' COLBIE CAILLAT
Sy 25 118 WALT DISNEY 001742 (18,98 Camp Rock M '3 Oct. 28. 78 71 59 JNIVERSAL REPUBLIC 009219 UMRG (10.98) Coco M 4
77 VARIOUS ARTISTS g ' KIDZ BOP KIDS ;
= JE M1 507 BMO/UNIVERSALIZOMBA 08144 CAPITOL (18.98) Now 28 W .1 79 58 36 B pon & iE 89151 (15.96) Kidz Bop 14
ELI YOUNG BAND . ~ THIRD DAY .
@ M! REPUBLIC 011794 UNIVERSAL SOUTH (1098 e/ BlacKIARIEIons 30 B0 75 50 L8 rssenmial 0853 (17.98) R ] 6
"~ | VARIOUS ARTISTS : | . MGMT w0
S1 23 15 I o 00 NASHYILLEISONY BNG/UNIVERSAL 011724 UMGN (18.98) NOW That's What | Call Country ’! 81 &7 ™ _[.. | COLUMBIA 19512°/SONY MUSIC (11.98) Oracular Spectacular
STAIND 5 NAS B
32 26 1 FLIP ATLANTIC 511769/AC (18.98) The lllusion Of Progress 1 82 64 4 DEF JAM GOLUMBIA 011505ADJMG (13.98) Untitled @ &
' LL COOL J : - JIMMY WAYNE ; b
3 9 - B oer 1o 011503 100016 113.98) Exit 13 i It’s the highest 83 VALORY W 0100 12.98) Do You Believe Me Now
as 13 - E§ MITCH HEDBERG Do You Believe In Gosh? 18 debut for the 84 L . 0399, Modern Guit
/¥ DUFFY Fleetwaod Mac "\ SUGARLAND : :
35 30 B g /iHL0FY 010822 /IDMG (11.98) Rockferry @ ﬁ frontman, whose B5 1 80 68 B eaciiy KASHILLE 007411 LGN (13.98 Enjoy The Ride Bl E
DISTURBED - previous high bow . i NATASHA BEDINGFIELD . i
oy |22 REPHISE 411132 WARNER BROS. (16.95) @ Indestructible @ | came with the No & 107 84 PHONLGINIC EPIC 11748 SONY MUSIC (17 98) BocketitofiSunshine ¥
" NATALIE COLE : B : JENNI RIVERA T B
37 19 - _]I DMi ATGD 51.320% RHING {18.98) Still Unforgettable _f& 80 entry 0_' “Under 87 31 L 2! T e Jenni é
GYM CLASS HEROES : the Skin” in 2006. PARAMORE
e S DECAYDANCE 511260 FUELED BY RAMEN (13 96) The Quilt 4 88 77 101 LIS (oo by RavEN 15061246 (13 98) RioT: W 18
% CHRIS TOMLIN | 1" JOHN MAYER : . : ‘|:__
39 28 9 Bl sisrers 123suseamnow (17.95) Hello Love 89 84 67 ﬂ COLUNBIA 22665 /SONY MUSIC (19.98) & Where The Light Is: John Mayer Live In Los Angeles .'[g_
" JOURNEY . @ ~ VARIOUS ARTISTS . . Fi
40 35 40 NOMOTA 4506 X (14 98 GD/OVD) 3 Revelation . m B FoNoviSA 35371506 (13 98) Idolos: De Mexico Para El Mundo 90
COLBY O'DONIS SHWAYZE jre
0 m KONLIVE GEFFE% 111290 IGA (10.98) Eolbyi0 W Sy 61 3 F. TONE GCFFEN 011498°/1GA (10.98) g LICEVES i
JONAS BROTHERS VARIOUS ARTISTS e
a2 38 34 B N o0 ooozez 1896) 5 Jonas Brothers Ml i 92 50 Bl v o e (1200 Rock Heroes 80
T JEM n Top World Music @ | FRANK SINATRA 1
@ mr, ATO 21630 (11.98) Down To Earth E On Top World g 111 104 DRl REPRISE 438552 WARNER BROS. (16.98) Nothing But The Best :-
M.ILA. _ gy [ groun bumps MARVIN SAPP — ey @8
&5, Rl 2 § XU INTERSCOPE 008659" 1A (9 95) Kala ‘w_‘, itself out of the No. 94 88 6 . | VERITY 09433 20MBA (17.98) Thirsty 28
9% CARRIE UNDERWOOD o a 1slot as new album ' NICKELBACK o 7
45 45 41 BRl 1S ARSTA ARISTA NASHVILLE 11221 RMG/RMG/SEN (18.98) il NE puishes its debu set Sl o2 Y '_H ROA0RUNNER 618300 118 96) Al The Right Reasons El'
a8 37 271 K3 ;FTED‘SN:%OEJQ%B%;FLS One World (Soundtrack) 18  downtoNe. 2. The 96 94 69 2251?1%2?1&[29”12 %) Metro Station 39
|1 3 DOORS DOWN G hand becomes only " DADDY YANKEE - 1
B 2. Bl UNIVERSAL REPLILIC 011065/UMRG (13.98) 3 Doors Dawn | 1@ the fourth act to Py S B8 e comne osonao wachers (10.98) IO BB SO (2Ol e 1?.:
"LINDSEY BUCKINGHAM i f4g|  hold Nos. land 2in ’ SECONDHAND SERENADE ) [
@ m | REPRISE 512970 WARNER BROS. {18.98) Gift Of Screws [ e amaeek &/ 115 9 GLASSNOTE 405244/EAST WEST (15.98) & ATWISTINITISION =
1’| KRISTY LEE COOK . i i @ REHAB " p g
m‘lr” 19/ ARISTA NASHVILLE 33393 SBN (18.98) Why Wan_ [* s a7 UNIVERSAL REPUBLIC 011555/UMRG (10,98 Graffiti The World {8
UNDEROATH f JOSHUA RADIN . +
201 48 SOLID STATE 08842+/TO0TH & NAIL {13 98 @ Lost In The Sound Of Separation B 100 34 MOM AND POP DIGITAL EX (9.98) Simple Times k)
BUCKCHERRY 8 KEYSHIA COLE 158 DEATH CAB FOR THE LOST TRAILERS 162
THE BILLBOARD 200 ARTIST INDEX Rosévucxncia 6 WAMECOE . . 37 CITE oo 120135 o e 56 KARDINALOFFISHALL . 138  LADY ANTEBELLUM ..107 PATTY LOVELESS ... 144
KRISTY LEE CDOK .. 49 DISTURBED . .35 FIVE FINGER DEATH GYM CLASS HEROES . 38 ENRIQUEIGLESIAS . 152 TOBYKEMH.. .......69 MRANDALAVBERT _.114
3 DOORS DOWN 47 APOCALYPTICA ... 142 ERIC BENET . SN VILEYCYRUS .. 20,194 OJ KHALED . .7 PUNCH ... ... 137 ALICIA KEYS 1169 KENNY LATTIMORE . 200
33WILES 161 ASHANT! 159 BG. & CHOPPER Gy COLBIE CAILLAT .. ..78 DRAGONFORCE . ... 134 FLEET FOXES 180 KID RDCK . ....4 LEDZEPPELIN 116 MADONNA 160
AVENGED BOYZ . 17 CALEXICO .19 DUFFY ......... 35 FLOBOTS 109  DEITRICK HADDON ...189 ALAN JACKSON......118 KIDZBOP KiDS .79 LEONALEWIS 21 MAROONS 67
ADELE 108 SEVENFOLD.....24,157  WAYNE BRADY 183 1aRIAH CAREY ... 141 DADDY YANKEE 97 FLORIDA .. 182 BRANDONHEATH .. 166 JEM.. . . . 43 BB.KING 143 LIFEHOUSE 167 JOHN MAYER .. 89.147
TRACE ADKINS 146 BREATHE CAROLINA . 188 pya CASSIDY 191 DAMITYKANE ... 173 FLYLEAF 175 MITCHHEDBERG ..... 3¢ JACKJOHNSON..... 58 DONMIEKLANG ......172 LILWAYNE 9 TIM MCGRAW 102
ALACRANES MUSICAL 72  (NESSSENC SRR  GARTH BRODKS .10 CEiTIC THUNDER .. 61,150  LOS DAREYES DE EAGLES ... 129 LUIS FONSI 62 HOLLYWOOD UNDEAD . 74 JAMEY JOHNSON ... .63 DAVEKOZ 184 LINKIN PARK 70 METALLICA 1
ALL SHALL PERISH .. .126  DAVIDBANNER ......105 MARC BROUSSARD 136 e CHEETAH GIRLS...46 LA SIERRA 193  ESTELLE 64 MICHAEL FRANTI & TERRENCE HOWARD . 139 JONAS BROTHERS ..11.42 LL COOLJ 33 METRO STATION 96
ALL THAT REMAINS . 16 BECK 84 CHRIS BROWN 60 KENNY CHESNEY.....140 DAUGHTRY 52 SPEARHEAD 7 JDURNEY 3 LLOYD 112 MGMT 8
KEITH ANDERSON . 156 NATASHABEDINGFELD . 86 MICHAELBUBLE . 101 coippay . 17 DAV2G s
54 | Goto www.billboard.biz for complete chart data Data for week of OCTOBER 4, 2008 | CHARTS LEGEND on Page 59

www americanradiohistorvy com

hts reserved

nc. and Nielsen SoundScan, Inc A

Mecia

2008, Nielsen Busin

See Charts Legend for rules and explanation


www.americanradiohistory.com

SALES DATA
COMPILED 8Y

niclsen

SoundScan

= .=b 2 B £ ok I -
E sEw, 55 ARTIST Title & =2 walf X W, ES ARTIST Title £ %3
é; <z isi; IMPRINT & NUMBER / DISTRIBUTING _ABEL (PRICE) B EZ 28 ZS S MpAINT & NUMBER / DISTRIBUTING LABEL (PRICE) 8 ge
101 8 76 M:SE}:FQE%O?SEALREER BROS. (18.98) Call Me Irresponsible I ﬁ 181 133 118 IoTuianggsnga? We Started Nothing E
102 105 78 | TIM MCGRAW Greatest Hits: Limited Edition |10 152 13120 | ENRIQUE IGLESIAS es/08 [ 48
103 100 91 | | SQCSS%ELTE;’;JEWMD n Still Feels Good H W :::bi:tal?;e[sa?;‘: 163 131 107 [L LOS PIKADIENTES DE CABORCA vamonos Pa'l Rio -
ey o & x:&m (ﬁygl(rs";a CD/OVD) & Beautiful Eyes (EP) singer/gsongwriter 154 126 85 [ gugaﬁ: ﬁgﬂfﬁﬁggm (17.98) CVON 2
i) (55, b8 EIAGVFIPC EB;,: E‘N'IEV?RSAL MOTOWN 009956/UMRG (13.98) The Greatest Story Ever Told ﬂ ?;S(;J;;; S;::Sﬁ:l;:ek iy 149 129 :: lgﬁfmgmﬁszgwge Para Siempre @ {88
e | EoNTANAmmo e enwe [l medie . se w0 - [ YATOUS ATITS T
107 92 92 u CLAI:I%Y Nﬁs%ﬁ?o%tma Lady Antebelium II zglb;’::::aoloozﬂ]%; @ 172 167 n @!52&%&053\:&&;&%2]—8 58) Avenged Sevenleld L H
108 103 60 || fu[c)libﬁm 30624*/S0NY MUSIC (15.98) 19 5 :ine;ﬁ?‘k;::' L) 158 144109 | é(oﬁu?mf.ﬁﬁ%&m 009475/1GA (13.98) Just Like You B 72
' e 10277 E LIJ:NII-VCE)R?S:ESPUBLIC 001258*/UMRG (13.98) FIGRGWIINIOOS F{E singer, go to bill- ) 46 114 m ﬁisswcAmuTvleasnL MOTOWN 011318/UMRG (13 98) g elbgclaration ﬁ
110 106 83 | R Ok e The Ultimate Hits B |} board.com/werlz. g5 145 145 2] MQN?RC’BEOT‘}MU.NQB) Hard Candy @ [
11 52 21 ‘ aBnﬁnIEf;\Lyy-I%ﬂ?oTns,gm & That Lucky Old Sun @ @ mg ﬁf’éﬁ{tﬁi 30461 SONY MUSIG (13.98) One Life @
@

112 57 56 BB LU0V e o uncasas worow o1 51 7uun 13 9 Lessons In Love (& 162 130 81 | THE LOST TRAILERS Holler Back
13 42 - ﬂgg!uzvﬁ:tﬁ(lw\ﬁa? The Stand Ins :E 163 129170 ;11 yM’?SHOINs)BL:E uANEETaLASuTZEMBA csrasicaptoL (s.0g)  NOW That's What I Call Classic Rock |
114 104 82 [0 ggm@[?ggnhﬁg?sgsﬂ’en ("5.98) Crazy Ex-Girlfriend @ u 164 162 - F'Q(O?TFYELELA\/AI;EEF?;’I/I 009541°/10JMG (13.98) Graduation Bl /¥
R 0 17 Fﬂfﬁﬁ'@we 011135*/1GA (13.98) WS 2Er m ;)i(::::s:;;i::'me $osp 121 N ﬁ gN"tEUI:I(FWHN\({iE"MEGAFORCE (14.98) RO !
@ 123 110 SLVEXEI’SEEF;EEE'TTLANTIC(WBSH) + ity E:- I merchant, this five- 166 166 119 | 35&?33?{125)ATH Whatllgwe n
@ m abc;;;c%’ggﬁfiﬁuﬁl&tsovz Life In The Concrete Jungle ;T'rge::;tl?;::l?gs 167 151 141 m t!;mggﬁg (13.98) Who We Are g
el 110 183 . ﬁz&sﬁﬂmﬁ@ﬂé%ﬁ%w (18.98) Good Time @ ' Modern Rock hit “1 mt;_ ;.T:EL%’:J(}TEEOEIEPICA;EQISFJNV MUSIC (12.98) VigIkimhESIvaY “'._
119 118 103 u e . Finding Beauty In Negative Spaces @ [@ mg:_‘,),ssess Youc e 159 127 :‘i e SIS - o Astam B F
120 117 % | 5&1}5@33@5‘4713”8%) . Greatest Hits @ 11 170 156 148 %’é.'ﬁn‘év”w“llg?ﬂ‘g‘iif‘ Hannah Montana: Hits Remixed
121 119 105 {1 DEATH CAB FOR CUTIE Narrow Stairs ﬁ 171 153 121 L] SOUNDTRACK @ Alvin And The Chipmunks @ ﬁ
122 114 108 xiﬁl?(!lgTLO’AnsPF;AOQJySSSTSEX/STAXBUCKS (129 Northern Songs: Canadas Best & Brightest 'm 172 o1 19 || 3?NNIE°g§IZ€Nﬁm Just A Rolling Stone
123 (112 86 E IVTNRUEZEM?NL\Q@;LﬁmA 88580°/SONY MUSIC (11.98) @ Last 2 Walk @ @ 199 - E %uNu'vT,Y:Em(Em 98) Weicome To The Dollhouse @ ﬁ
S 24 M‘ l;ﬂ?nﬁ ﬁ;‘gﬁjﬁmom josy  WOW Gospel Essentials: AllTime Favorites 128 ¢ = E i7a. 152 151 L CAVIN ROSSDALE Wanderlust
B s Y = <iDS N THEBLOCK GreatestHits (B seot 5onar (978 161 17 [T FEVCEAR s Fiylear B g
S I AL staL Ry Awaken The Dreamers 128 oo 178 143 113 | 1| ONEDAVAS A LION One Day As A Lion (EP)
@ m mrﬁ)Tw.';{lvaEE/?J\/ZERSAL REPUBLIC 011628/UMAG (10.98) ~ Under Summer Sun @ :?':Zl::#:sst;;emn . 179 18 .T Xlg:\g'Pslel:(iR\gV;oEufE?‘g) VT HTRE WEEE e ﬁ:
128 109 100 ONEREPUBLIC @ v Dreaming Out Loud @ M pasiles)enters 178 150 125 |« WISIN & VANDEL _ WisinVs. Yandel Los Extraterrestres (2] 14
129 124 131 E e Long Road Out Of Eden m L 179 98 = I — Carfied To Dust ﬂl
3 130 99 93 i .. EIMAiSFyEgI:f3A§K?TL-'WSQ;SSEWSTAREUCKS(12 98) Sundown: Music For Unwinding 180 173 128 B gﬁﬂﬁ%ﬁ Fleet Foxes h.
g 131 127 106 E SRE'QBASF:{/\)ILfELD%Yﬁ/SBN(WBAQB) 5th Gear @ . 181 1170 115 ?L:&’iLT)?D%FﬁAM 009536/1DIMG (13.98) Tiila @
g 132 108 75 ﬁ;lill?E:I’x(ER B9/THRIVE (18.9€) Total Dance 2008: Vol. 2 f 182 155 143 |1 rl):nlE?mRAIT?:rtnc 442718/A6 (18.98) Mail On Sunday :-
z L @ IHCE)R’:\:TCF:E:‘INO--E[;RECLOPE 011127/1GA (9.98) Scream @ @ E'_" ngf:\z(:‘t‘)i (:BONHc/r}nDnYw 98) A Long Time Coming @1
5 134 93 45 Eﬂﬁﬁﬁ:‘;gg%ﬁ%) \ Ultra Beatdown 18 After the band , @ NEW gﬁyof f?szmga) Greatest Hits 184
g @ i EAE{/;IE ATcLll‘\ETJ[(:)%?.I(T;A(I‘.'E(EAG (498) iTunes: Live From Las Vegas Exclusively At The Palms (EP) & ‘a";z:al:;?sgnsz:)?ﬁ, 185 164 116 1?v€upszvsn 230 (14 98) Oniy Through The Pain... ﬁ
g @ N L\{ILIQGES?LHOLLS(?JAQF;D Keep Coming Back 118.6 ::E(:]p[::s'::ﬁ:s: @ | '. EI;F:EG‘;‘:?: Ea)CAROLINA It's Classy Not Classic 186
‘Zg 137 132 142 Egﬁoﬁg’;‘fgﬁa? DEATH PUNCH The Way Of The Fist ﬁ 2162% increase @ AT Q%OLS— Wonder Of The World Q
; sl - B e e noasse [l fooery” 88w - B SR D WELC Save Ve From Wyselt
g 138 76 3 ;ﬁﬁiaguﬁ;ggm&eawm (15.98) Shine Through It W L 189 15 98 \25221250:?&?2703" — | Revealed lﬁ
é 140 120 94 tla(ufﬂﬁxsgvr(ﬁ%glzy Just Who | Am: Poets & Pirates 8 180 180 154 gsg;gﬂﬁ&% 98) In Rainbows @ t
§ (a2 102r; 22 e E-mc2 M E 191 160 136& N ACASSIDY Somewnere 138
% 142 139 183 Q)F;OOZ%Q)HTVEEISES @ Worlds Collide 68 192 185 - | M’%?So_,‘f\;;‘UTG?":‘IQ%SOLIS La Mejor... Coleccion 92
: 143 116 &0 EE GBE‘FFBE'N uK1|1’;‘9c|;xeA (13.98) One Kind Favor ﬁ TEE - 183 175133 ﬁ tl;gSZRQTEIFg)DE LA SIERRA Con Banda _l__-
e w [ T iovEEss Scpessigms B8 Dotam bt 168 16 1 |1 MLEY CYRUS, W oy G o O Gt Words ot g
§ @ 158 139 n Eo\/éfi\F.H\lH;.ATLANTI(, 511179/A6 (13.98) RS ides E :;::Lnnz;:’usl:;bm Rl 10 188 H 3?:02\1644454‘ AG (18.98) DAYZE &
g 146 125 120 : ;’:ﬁfiﬁ?ﬁ'%% 18.98 American Man: Greatest Hits Volume II| @ 22 :I(?u;“o:k]z;a::;:t 196 .. ;I. 3&?&Vx:b§;£wfga) Promised Land N.
é 147 136 117 iE ijngoMrﬁI\EZm SONY USIC (18.98) Continuum B m see-kers with3,000. 197 153 1 ;: rsoxonlfu,:ooggﬁg}é(m.se) Juno @ ﬁ
%‘ s R Int'u!rsweﬂ';z':shpnoluwﬁus»c ¢ (18.98) Rise And Fall, Rage And Grace 10 m vﬁ/‘A};mE;uIﬁrﬁ\s/:\ﬁus) 432547WAN (13.98) around Thelsend
5 . IR TriTEE Davs GRacE one - x M [§ 190 171 150 By X A ot s (150 now 27 I [
& @ 0 = 1B | &EHLENL?%?&_CE?u&Qy CE Thunder & | 2l A 2 t(sfv?mo'aeggm?“ U
i S WYR— o) Rp— s P (e o - -3 R C; . [
N ey tutioue - (] e (SR cxure 1, R oy (0 TR 215~ [
LY CRBYUUONS T RS OE . RMEKENY L1115 SnmoeT . ..gn SO N T TR e T TRV e NOWRT i 133 s R
i 2 EERER) A5c " 1 R e, % ey (R e [ ey [
e SR ey BRRCG ST R T Mpmpnn EETERITR |Gt e e e
THE BLOCK . .. 27,125 JOSHUA RADIN ... 100 FRANK SINATRA 9 THIRD DAY 80 CARRIEUNDERWOOD .45 ELMUNDO . .. .90 COUNTRY .......... 31 BRIANHEAD" WELCH 188
Data for week of OCTOBER 4, 2008 | For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data 55

wwWwW americanradiohistorvy com


www.americanradiohistory.com
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SoundScan

EXOLUSIVE
CHARTS FROM

o

ARTIST
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)
DJ KHALED
| WE GLOBAL WE THE BEST/TERROR SQUAD 4564/KOCH (17.89)
MITCH HEDBERG
DO YOU BELIEVE IN GOSH? COMEDY CENTRAL 0063 (13.96)
3 1e¢ JOURNEY
| _REVELATION NOMOTA 4506 EX (14.98 CD/DVD) @
JEM
DOWN T0 EARTH 710 21630 (11.98)
VARIOUS ARTISTS
THE IMUS RANCH RECORD NEW WEST 6140 (16.98
TAPROOT
OUR LONG ROAD HOME VELVET HAMMER 001 (13.96
4 MICHAEL FRANT! & SPEARHEAD
'-'_] ALL REBEL ROCKERS BOO 800 WAX/ANTI- 86906°/EPITAPH (16.98) #
6 VARIOUS ARTISTS
ROCK HERQES THRIVE 00787 EX (12.98
LILN23] SECONDHAND SERENADE
_ LTLTTI A TwiSTIN MY STORY GLASSNOTE 405244/EAST WEST (15.98) &
JOSHUA RADIN
SIMPLE TIMES MOM AND POP DIGITAL EX /9.95
;s GARTH BROOKS
! ! % THE ULTIMATE HITS PEARL 213 (25.98 CO/DVD) © B
OKKERVIL RIVER
THE STAND INS JAGJAGUWAR 124* (14,98

X EAGLES g
s 15 .'q LONG ROAD OUT OF EDEN ERC 4500 EX (14.98 -

'3 | VARIOUS ARTISTS
© SUNDOWN: MUSIC FOR UNWINOING EMI SPECIAL MARKETS 19973 EX/STARBUCKS (12.98)

=]
| STRYKER

15 12 ‘iﬂ TOTAL DANCE 2008° VOL. 2 THRIVEDANCE 90789 THRIVE 18.98

. APOCALYPTICA

(2 172 WORLDS COLLIDE 20-20 21580/JIVE (13.98) +
2 THE TING TINGS

17 16 I@é; WE STARTED NOTHING COLUMBIA 28925~ (12.98

THE VERVE

GERT,

13 21

18 i '4 FORTH ON YOUR OWN 01" /MEGAFORCE {14.98
19 19 " ONE DAY AS A LION

" _ONE DAY AS'A LION (EP) ANT|- 86978/EPITAPH (8.98 = B
20 26 34 VAMPIRE WEEKEND

- VAMPIRE WEEKEND XL 318" BEGGARS GROUP (11.98
= I éil CALEXICO
o CARRIED TO DUST QUARTERSTICK 108° (15.98
. FLEET FOXES
24 18~ FLEET FOXES SUB POP 777 (13.98
= TRAPT
ONLY THROUGH THE PAIN... ELEVEN SEVEN 230 (14.98
BREATHE CAROLINA
3 IT'S CLASSY NOT CLASSIC RISE 069 (13.98)
7 '3 BRIAN "HEAD" WELCH
—:(} SAVE ME FROM MYSELF DRIVEN 30101 ,15.98

RADIOHEAD

25 27 E _IN RAINBOWS TBD 21622*/ATO (13.98) o
4 EVA CASSIDY

= 22 ‘::: SOMEWHERE BLIX STREET 10090 (16 98) =1

28 30 sa JASON ALDEAN ™

|_RELENTLESS BROKEN BOW 7047 (17 98

=
- MOTLEY CRUE
208 21 T!:* SAINTS OF LOS ANGELES MOTLEY 240/ELEVEN SEVEN (16.98) & L
- SOUNDTRACK .
300 32 o __ONCE CANVASBACK/SONY MUSIC SOUNDTRAX 10586 /COLUMBIA (13.98) + L4

31 8 |-i1 ICED EARTH
_— _THE CRUCIBLE OF MAN (SOMETHING WICKEO PART 2) STEAMHAMMER 9159/SPV (17.98)

2 "2 CONOR OBERST
. CONOR OBERST MERGE 340° {15 98

32
@ ORTUGAL. THE MAN
CENSORED COLORS EQUAL ViSION 153 (12,98
SIGUR ROS
34 318 MEO SUO ! EYRUM VID SPILUM ENOALAUST XL 364/BEGGARS GROUP {11.98)

Uz MY MORNING JACKET
Eal 35 .ﬁ EVIL URGES ATO 21626* (13.98

@ AMB
GODS HAND CANCNIZE/HATCHET HOUSE 4704/PSYCHQPATHIC (10.98
37 31 3y SANTOGOLD

§_SANTOGOLO LIZARD KING 70034/DOWNTOWN (14.98)
38 37 22, FLIGHT OF THE CONCHORDS
FLIGHT OF THE CONCHORDS (SOUNDTRACK) HBD 715°/SUB POP (15 98 B
SLIM THUG PRESENTS BOSS HOGG OUTLAWZ
" _BACK BY BLOCKULAR DEMAND: SERVE & COLLECT 1 BOSS HOGG OUTLAWZ 5094/K0CH (1798
ILL BILL
HOUR OF REPRISAL UNCLE HOWIE 24/FAT BEATS (15 98)

(40)
@ BEN TAYLOR
42
43
a4

39

THE LEGEND OF KUNG FOLK PART 1 [THE KILLING BITE] IRIS 1006 (15.98
- MOTORHEAD
MOTORIZER STEAMHAMMER 9163"/SPV (17.98
DJ SKRIBBLE
TOTAL CLUB HITS THRIVEDANCE 90784/THRIVE (18.98)
20 TRICKY
L KNOWLE WEST BOY DOMINO 195~ (13.98
& RARARIOT
ol ?z THE RHUMB LINE BARSUK 77 (11.98)
JUSTIN NOZUKA
el A _'71.— HOLLY GLASSNOTE 0102 (11 98
47 48 42 SHEKINAH GLORY MINISTRY
SSNE JESUS UMCG 3003 KINGDOM 1
THE 101 STRINGS ORCHESTRA
HALLOWEEN MADACY SPECIAL PRODUCTS 52806 MADACY (13.98 CD/OVD} #
@ GEORGE CLINTON
GEORGE CLINTON AND HIS GANGSTERS OF LOVE SHANACHIE 5165 (18.98)

@ THE KATINAS
STILL DESTINY UMCG 1241/EXECUTIVE MUSIC GROUP (13 98)

33

4

w

At No. 49 on Top Independent Albums and No. 34 on Top R&B/Hip-Hop
Albums, George Clinton’s “George Clinton and His Gangsters of Love”
album gives the veteran R&B artist his first charting album on any Billboard
list since 1996. That’s when “Greatest Funkin’ Hits” peaked at No. 46 on the |y
R&B list and No. 138 on the Billboard 200. His new “Gangsters” set features fi
guests like Carlos Santana, Red Hot Chili Peppers and Sly Stone. i
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& IMPRINT / DISTRIBUTING LABEL

METALLICA
. J WARNER BROS.
NE-YO
DEF JAM /IDJME

DARIUS RUCKER Learn To Live 5
CAPITOL NASHVILLE m

g
=2

i =4
Title &%
-4
=14

CERT.

Death Magnetic 1

mYear 0f The Gemlema; 2

NELLY Brass Knuckles 3
DERRTY UNIVERSAL /UMRG

7 g JASON MRAZ
B ATLANTIC AG

We Sing. We Dance. We Steal Things. 2 LT-

4 g MITCH HEDBERG Do You Believe In Gosh? 4,

COMEDY CENTRAL

)
o B DJ KHALED We Global |8
WE THE BEST/TERROR SQUAD /KOCH s
8

5 '3 JOSHUA RADIN Simple Times 440

MOM AND POP !
° RAPHAEL SAADIQ The Way | See It 4q |
COLUMBIA /SONY MUSIC |

. COLDPLAY Viva La Vida or Death And All His Friends 7 A

10 8 CAPITOL
11 o 5 LIL WAYNE

“ThaCarter Nl o Il
CASH MONEY/UNIVERSAL MOTOWN /UMRG

@ DEATH CAB FOR CUTIE Tunes: Live From L25 Vegs Excusely At The Paims (EP) 4,0 N
BARSUK/ATLANTIC AG
@ ALL THAT REMAINS
PROSTHETIC RAZDR & TIE

YOUNG JEEZY

Overcome 16 l:

The Recession 6

c 513 CTE/DEF JAM IDJMG
i, KATY PERRY One Of The Boys 1
s P ’E—. CAPITOL 2 |

Jet Black & Jealous 33

Taylor Swift g M
Down To Earth 3 -

@ B EL| YOUNG BAND
REPUBLIC UNIVERSAL SDUTH

.a TAYLOR SWIFT
17 20 u@: BIG MACHINE @&

@ JEM
R

- RIHANNA Good Girl Gone Bad

jBs 16 i SRP/DEF JAM IDJMG s

@ THE WHITE TIE AFFAIR Walk This Way 167
SLIGHTLY DANGEROUS EPIC SONY MUSIC

21 3 JESSICA SIMPSON Do You Know 18
| EPIC/COLUMBIA (NASHVILLE) 'SBN # i
MGMT Oracular Spectacular

22 23 1B oLumpia SonY MUSIC 81

" THE GAME LAX .0 B
= E GEFFEN /(GA 10 1”

@ IR SOUNDTRACK
DECC

!5 OKKERVIL RIVER
25 10 E&J JAGJAGUWAR

Mamma Mia! 13 W

The Stand Ins 113 LI

(-]

=2z
Tile &=
0 <

=14

=]

S ARTIST

Z IMPRINT / DISTRIBUTING LABEL

P3| METALLICA

N IEEETY wrRNER BROS 508732 . k

2 i JONAS BROTHERS A Little Bit Longer 11 i
HOLLYWOOD 001944 |

VARIOUS ARTISTS The Imus Ranch Record 59 |

NEW WEST 6140 |

CELTIC THUNDER
CELTIC THUNDER 011606/DECCA

CERT.

Death Magnetic

Act Two 81

NE-YO Year Of The Gentleman 2

DEF JAM 011410 IDIMG

BUCKCHERRY Black Butterfly 8
ELEVEN SEVEN ATLANTIC 511262/AG

AVENGED SEVENFOLD  Live In The LBC & Diamonds In The Rough 24 ij_
HOPELESS 466684 WARNER BROS. +

MATT WERTZ Under Summer Sun 457

HAND WRITTEN/UNIVERSAL REPUBLIC 011629/UMRG
AMANDA PALMER Wha Killed Amanda Palmer 77 "|
J ROAORUNNER 617925 i

DAVE KOZ
NI C/PiTOL 34163 i
CELTIC THUNDER Celtic Thunder .q B0
REENINY CELTIC THUNDER 001/DECCA i Y i
. COLDPLAY Viva La Vida or Death And All His Friends 1
5 8 CAPITOL 16886° 7 ]-
LINDSEY BUCKINGHAM
REPRISE 512470 WARNFR BROS
DARIUS RUCKER
CAPITOL NASHVILLE 55508
11 13| NATALIE COLE
DMI/ATCO 512320 /RHING
BENTAYLOR  The Legend Of Kung Folk Part 1 [The Kiling Bite]
IRIS 1006 ¥
L5 KID ROCK Rack N Rall Jesus
v/ d -}ir' TOP DOG ATLANTIC 290556 /AG =
; SOUNDTRACK Mamma Mia!
3 u DECCA 011438 3 -

@ DAVID PHELPS The Voice . B
WORD-CURB 887233/ WARNER BROS Y

16 g JASON MRAZ We Sing. We Dance. We Steal Things. 5y

Greatest Hits 184

Gift Of Screws 8 || b

LeamnToLive g .
L]

Still Unforgetiable 57 |||

T | ATLANTIC 448508°/AG |
B e
ERIC BENET Love & Life < I
2 j FRIDAY REPRISE 511399/WARNER BROS % 1
22§ BRIAN WILSON That Lucky Old Sun 1

i BRIMEL 34147 /CAPITOL @

@ NELLY Brass Knuckles 5 i
DERRTY ‘"UNIVERSAL 010150/UMRG T

13 3'“ YOUNG JEEZY The Recession ¢

e CTE DEF JAM 011536*/10JMG
‘s NEW KIDS ON THE BLOCK The Block ]
= ° 1 B INTERSCOPE 011792/1GA 2 [-
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g5 TITLE
ZZ ARTIST (IMPRINT / PROMOTION LABEL)
3 25 EAMCOMO YO

‘ _ MEELR JUANLUIS GUERRA Y 440 (EMF TELEVISA)
e 4 14 EN AQUEL LUGAR
ADOLESCENT ORQUESTA (KORTA/UNION
o g 35 AHORAES
WISIN & YANDEL (MACHETE)

TE QUIERO

= z2 4 FLEX (EMI TELEVISA)
o 3; » AMOR INMORTAL
CHAYANNE (SONY BMG NORTE)
& 5 338 AMOR DESPERDICIADO
FRANK REYES (M P JVN J & N o
7 o g6 DONDE ESTAN ESOS AMIGOS
EL CHAVAL (MAS/VENEMUSIC)
8 11 26 TODO LO QUE SOY
MARCY PLACE FEATURING DON OMAR (EL ORFANATO)
o 14 g NADENA
ANGEL & KHRIZ (VI/MACHETE)

10 7 17 ME VIO LLORAR
_ JORGE CELEDDN & IMMY ZAMBRANO (SONY MG NORTE)

7 NO ME DOY POR VENCIDO

LUIS FONSI (UNIVERSAL LATING})
@ 10 1

LLORAR LLOVIENDO

QUEDE SOLO EN LA POBREZA
@ 2 6 TOBY LOVE (SONY BMG NORTE)

KIKO ROORIGUEZ (PERLA VENEMUSIC)
14 1t 23

TU ME CONFUNDES
CHARLIE CRUZ (SONY BMG NORTE)

SIGUELO
@ 19 12 WISIN & YANDEL (MACHETE)

a
wE oI E3 TITLE
B2 ZE 23  ARTIST IMPRINT / PROMOTION LABEL)
Sl I'M YOURS
- - JASON MRAZ (ATLANTIC/RRP)
BURNIN' UP
= 2 10 JONAS BROTHERS (HOLLYWOGE -
I KISSED A GIRL
3 3 By pemav {CAPITOL}
FOREVER
4 8 __CHRIS BROWN (JIVE, ZOMBA)
5 5 14 LOLLILOLLI (POP THAT BODY)
THREE 6 MAFIA FEAT. PROJECT PAT. YOUNG D & SUPERPOWER (HYPNOTIZE MINDSCOLUMBIA)
6 6 6 A LITTLE BIT LONGER
JONAS BROTHERS (1.
2 7 g GOT MONEY
LIL WAYNE FEATURING T-PAIN (CASH MONEY, UNIVERSAL MOTOWN)
LOST!
L 8 1 COLOPLAY (CAPITOL
FREE FALLIN'
-9 09 JOHN MAYER (COLUMBIA
PAPER PLANES
10 8 8 4 (XL/INTERSCOPE)
IN THE END
L " LINKIN PARK (WARNER BROS.)
DON'T STOP THE MUSIC
flal 12 19 RIHANNA (SRP/DEF JAM/IDJMG)
S.0.S.
LEN LU BROTHERS (HOLLYWQOD) L
13 13 16 NUMB

LINKIN PARK (WARNER BROS )

WHAT I'VE DONE
15 14 18 |\ iy paRK (WARNER BROS )

More charts. Deeper charts. Go to biltboard.biz/charts to
find Billboard’s compiete menu of more than 180
charts—albumes, singles, digital,, mobite, and more—
refreshed every Thursday.

SLOW AND STEADY

Juan Luis Guerra collects his
eighth No. 1—and fourth in a

row—on Tropical Airplay as
‘Como Yo” climbs from No. 3
to No. 1.

The song reaches the top in

its 25th week, marking the
third title on the list this year to be rewarded with No. 1
status after such a lengthy wait.

24

Frank Reyes’ “Amore Desperdiciado” also hit No. 1 in its
25th week in July, while Aventura’s “El Perdedor” set the
chart’s all-time mark for patience with a coronation in its
34th frame later that month.

Despite topping Tropical, “Como” leaves Hot Latin
Songs, where it peaked at No. 18. because it moves to re-
current status this issue after a 20-week run.—Gary Trust
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ARPLAY SALES DATA
MONITORED BY COMPILED BY

nielsen

niclsen
SoundScan

ALBUM CHARTS

Sales data compiled from a comprehesive pool of U.S. music
merchants by Nielsen SoundScan. Sales data for R&B/hip-hop
retail charts is compiled by Nieisen SoundScan from a national

; . - 2% - 2% wiT subset of core stores that specialize in those genres.
S on B2 TITLE s wo TITLE vl SE &S TITLE @ Albums with the greatest sates gains this week.
2; | X% & ARTIST (IMPRINT / PROMOTION LABEL) X% =3I ARTIST (IMPRINT / PROMOTION LABEL) Ez <= TZ ARTIST (IMPRINT / PROMOTION LABEL) )
WHATEVER YOU LIKE GET LIKE ME CRUSH g Ej{ﬁl Where include'd, this award indicates the title
9 2 : 8 (8 1 (o susTLEmTLANTIC) 18 19 T e B e Py g 55 4 DAVID ARCHULETA (19/JIVE/ZOMBA) : with the chart's largest unit increase.
o 12 CLOSER @ 3 7 EVERYBOOY WANTS TO GO TO HEAVEN s2 52 27 LOLLIPOP Where included, this award indicates the title with
_NE-YO (DEF JAMAQUMG) KENNY CHESNEY (BLUE CHAIR,BNA) LIL WAYNE FEAT STATIC MAJOR (CASH MONEY/UNIVERSAL MOTOWN the chart's biggest percentage growth.
o 6 8 CAN’T BELIEVE IT @ 33 9 FALL FOR YOU s5 4 WHAT THEM GIRLS LIKE M Indicates album entered top 100 of The Billboard 200
_ T-PAIN FEAT. LIL WAYNE (NAPPY BOY/KONVICT/JIVE/ZOMBA) SECONOHAND SERENADE (GLASSNOTE/ILG/ATLANTIC) LUDACAIS £0 STARRING CHRIS BROWN & SEAN GARRETT M and has been removed from Heatseekers chart.
a 3 19 FOREVER 29 11 DO YOU BELIEVE ME NOW 54 43 15 YOU LOOK GOOD IN MY SHIRT
_CHAIS BROWN (JIVE/Z0MBA JIMMY WAYNE (VALORY) KEITH URBAN ¢ APITOL NASHVILLE PRICING/CONFIGURATlON/AVAIL_ABILITAY )
DISTURBIA 1 KISSED A GIRL - mﬁo_w lﬁ_ - CD/Caslsette prices are suggeste_d list or equlvaAIent_ prices, which
o T 12 Guanna (SRP DEF JAMIDIMG) 2498 ury pemry (0ANITL 55 50 3 1 pyssvcar bouis (NTERSCOPE) are projected from wholesale prices. ® after price indicates
_— 5 —_— —— album only available on DualDisc. CD/DVD after price indicates
6 5 14 ALL SUMMER LONF‘ 28 11 WAITIN’ ON A WOMAN 56 47 12 HOLLER BACK CD/DVD combo only available, @ DualDisc available. # CD/DVD
KID ROCK (TOP DUG ATLANTIC) = BRAD PAISLEY (ARITA NASHVILLE) THE LOST TRAILERS (BNA) o combo available. * indicates vinyl LP is avaitable. Pricing and
10 6 MISS INDEPENDENT 4 9 SHE NEVER CRIED IN FRONT OF ME 53 3 LET IT GO vinyl LP availability are not included on all charts. EX after cata-
NE-YO (DEF JAM (DJMG) TOBY KEITH (SHOW DOG NASHVILLE) TIM MCGRAW (CURE !og nu!mt:?er ilndicates title is exclusive to one account or has lim-
8 s DANGEROUS 4 = A MILLI '3 SUPERWOMAN ited distribution.
KARDINAL OFFISHALL FEAT. AKON (KONLIVE/GEFFER/INTERSCOPE. »Lll WLNE {CASH MONEY/UN{VERSAL MOTOWN) N ALICIA KEYS (MBK J RMG
GOT MONEY % MY LIFE LOVE REMAINS THE SAME
9 8 18 LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNIVERSAL MOTOWN UNIVERS S THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE) & 5 GAVIN ROSSOALE (INTERSCOPE) SINGLES CHARTS
@ 15 § PAPER PLANES 4 4 THE TIME OF MY LIFE 73 g SWAGGA LIKE US RADIO AIRPLAY SINGLES CHARTS
M.LA. (XL/INTERSCOPE) DAVID COOK 119/RCA RMG) JAY-2 & T FEAT. KANYE WEST & LIL WAYNE (RC A FELLA/DEF JAWADIWC [iott 1%0 Alrnlay,cHo& Cf"’;‘;ry Songsé'HotIRaD Sclmg? danti Hot
- e = e e atin Songs are compiled from a national sample of data sup-
m i 15 MRS. OFFICER y ) @ il 42 HOT N COITD 6t 58 NO ME DOY POR V!_EN(:'DO plied by Nielsen Broadcast Data Systems. Charts are ranked by
| IEICIWAYNEIFEATIBUBBYUALENTING) (CASHIMONEV/INVERSAMOTOWY KATY PERRY (GAPITOL) LUIS FONS! UNIVERSAL LATINO) number of gross impressions, computed by cross-referencing
@ 14 10 ONE STEP AT A TIME @ 37 10 IN THE AYER 6 COUNTRY MAN exact times of airplay with Arbitron listener data. Mainstream
JORDIN SPARKS (19 JIVE ZOMBA) - i FLO RIDA FEAT, WILL.L.AM (POE BOY/ATLANTIC) LUKE BRYAN |CAPITOL NASHVILLE Top 40, Adult Contgmporary, Adult Top 40, Modern Rock,
VIVA LA VIDA @ JUST A DREAM CRY FOR YOU Mainstream R&B_/an-Hop, Adult R&B, Rhythmic, Hot Dance
13 19 15 coumar cariioy 47 CARRIE UNDERWOOD {10/ ARISTA/ARISTA KASHVILLE) 5 SEPTEMBER (ROBBINS AiplavirotchistianfaciSonasldotCozpellsonosland
—— - e Smooth Jazz Songs are ranked by total detections.
14 12 12 NEED U BAD @ 42 12 TROUBADOUR @ 65 JOHNNY & JUNE @ Songs showing an increase in audience (or detections)
JAZMINE SULLIVAN (J/RMG) - GEORGE STRAIT (MCA NASIHVILLE) HEIDI NEWFIELD (CURB) over the previous week, regardiess of chart movement.
TAKE A BOW SHAKE IT @ ADDICTED i i indi i
3 — GREA Where included, this award indicates the title
19 R  RIHANNA (SRP/OEF JAN/IDIMG) 38 20 [irRo STATION (COLUMBIA SAVING ABEL (SKIDDCO/VIRGIN/CAPITOL) ShEATEST e Iarglestv‘lai:pl'ar;/ e
@ 20 8 BETTER IN TIME 39 13 MAGIC @ _ LOVE STORY
LEONA LEWIS (5YCD J'RMG} ROBIN THICKE (STAR TRAK INTERSCOPE) TAYLOR SWIFT (BIG MACHINE) RECURRENT RULES
17 17 29 BLEEDING LOVE 4 10 PLEASE EXCUSE MY HANDS v ROLL WITH ME Songs are removed from The Billboard Hot 100 and Hot 100
LEONA LEWIS (SYCU J/RMG) - PLIES FEAT JAMIE FOXX & THE-DREAM (5165 GATES/SLIP-N SUIDE/ATLANTIC - MONTGOMERY GENTRY (COLUMBIA (NASHVILLE)) Airplay charts simultaneously if they have been on The Blliboard
SPOTLIGHT SO FLY - NEVER WOULD HAVE MADE IT Hot 100 for more than 20 weeks and rank below No. 50. Songs
@ 23 10 e\ NIFER HUDSON (ARISTA/RMG) 45 T lin FEAT YUNG JOC (M2/ASYLUM) 68 69 20 \cuinsapp (VERITY/ZOMA) are removed from the Pop 100 and Hot R&B/Hip-Hop Songs
T e o e ——— —— —— — — —— charts, respectively, if they have been on for more than 20
19 19 11 AMERICAN BOY 54)| B3 I'M YOURS , 69 63 20 GOOD TIME weeks and rank below No. 50. Songs are removed from Hot
ESTELLE FEAT. KANYE WEST (HOME SCHOOL/ATLANTIC) JASON MRAZ (ATLANTIC/RRP) ALAN JACKSON (ARISTA NASHVILLE Country Songs if they have been on the chart for more than 20
20 13 21 LEAVIN’ 49 5 WHAT ABOUT NOW ALL | EVER WANTED weeks and rank below No. 10 in detections or audience, provid-
JESSE MCCARTNEY (HOLLYW0OD) OAUGHTRY (RCA/RMG) i CHUCK WICKS (RCA NASHVILLE) ed that they are not still gaining enough audience points to bul-
B 3 = = - — let. Songs are removed from Hot Latin Songs if they have been
@ 30 4 gﬁ <YVFI;I(/3\ETZOMBA' 36 13 :I'CEK?Esslé.\'\gN-SLlDE DEF JAM/IDIMG) Q 70 ﬁﬂ?o?zvs BCLEJADG?XSVLUM on the chart for more than 20 weeks and rank below No. 20.
H 1 S e { - - — Songs on Latin Airplay charts are removed after 20 weeks if
22 15 17 PUTON 44 15 |STILL MISS YOU @ _ YOU’RE THE ONLY ONE they rank below No. 20 in both audience and detections.
YOUNG JEEZY FEAT_KANYE WEST (CTE DEF JAM 10JMG) KEITH ANDERSON (COLUMBIA (NASHVILLE)) ERIC BENET (FRIDAY/REPRISE/WARNER BROS } Descending songs are removed from Adult Contemporary if they
@ 27 1 DON'T THINK | DON'T THINK ABOUT iT 60 2 LET IT ROCK - SHATTERED (TURN THE CAR AROUND) have been on the chart for more than 20 weeks and rank below
OARIUS RUCKER (CAPITOL NASHVILLE) KEVIN RUDDLF FEAT. LIL WAYNE (CASH MONEY/UNIVERSAL REPUBLIC) 0.AR. (EVERFINE ATLANTIC/RRP) Noa15. |‘f(:1ely ha;e t;gen 0rf| tt|r1e c:an fgr more ;:an ﬁs wfeeks
m and rank below No. 10, or if they have been on the chart for
24 26 23 POCKETFUL O‘F SUNSHINE 53| 85 BODY ON ME o @ = RELENTLFSS 3 more than 52 weeks and rank below No. 5. Descending songs
NATASHA BEDINGFIELD (PHONOGENIC/EPIC) N NELLY FEAT. ASHANTI & AKON (DERRTY/UNIVERSAL MOTOWN) JASON ALOEAN (BROKEN BOW) — are removed from the Adult Top 40, Aduit R&B, Hot Dance
25 22 11 THE BUSINESS 50 46 O BABY % 2 ENERGY Airplay, Hot Christian AC Songs, Hot Gospel Songs and Smooth
YUNG BERG FEAT. CASHA (YUNG BOSS/KOCH/EPIC) LL COOL J FEAT. THE-DREAM (DEF JAM/IDIMG) KERI HILSON (MOSLEY/ZONE 4/INTERSCOPE) 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

2nd Christian format
n ian Rock, Mainstream R&B/Hip-Hop and Rhythmic).

1.266 stations, comprised of top 40, aduit Contempora

0D, COUNtry, rock. gospel.
are electroni y monitored 24 hours a day, 7 days a Thi

used to compile The
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CONFIGURATIONS

@® CD single available. ® Digital Download available. & DVD
single available. @ Vinyl Maxi-Single available. @ Vinyl single
available. © CD Maxi-Single available. Configurations are not
included on all singles charts.

ot iy ] b
wE X ES TITLE E & ES TITLE 3 wiE X ES TITLE g
Bl e = = i E B o mo ) & HITPREDICTOR
!3 %=z xS AATIST (IMPRINT / PAOMOTION LABEL) =) =Z TS AATIST (IMPRINT / PROMOTION LABEL}) =] j‘.:g Xz =& ARTIST (IMPRINT / PROMOTION LABEL) ] Indicates title earned HitPredictor status in that particular
3 1 s SO WHAT 19 20 | KISSED A GIRL 54 20 CHECK YES JULIET (RUN BABY RUN) format based on research data provided by Promosquad. Songs
s PINK (LAFACE ZOMBA) KATY PERRY (CAPITOL) WE THE KINGS (S-CURVE) are tested online by Promosquad using multiple listens and a
T OVE | OCKDO o ——— n G 5 nationwide sample of carefully profiled music consumers.
e LT |K-AO\>/EE EEPEZKDOWN , s % 11 LOVE REMAINS THE SAME @ 60 5 DON'T THINK | DON'T THINK ABOUT IT Songs are rated on a 1-5 scale; final resuits are based on
NYE WEST (ROC-A-FELLA DEF JAM/IDIMS) GAVIN ROSSDALE (INTERSCOPE) DARIUS RUCKER (CAPITOL NASHVILLE) weighted positives. Songs with a score of 65 or more (75 or
a AN WHATEVER YOU LIKE 70 2 GREEN LIGHT 61 4 COME ON GET HIGHER more for country) are judged to have Hit Potential; although
1. (GRAND HUSTLE/ATLANTIC) JOHN LEGEND FEAT. ANDRE 3000 (HOME SCHOOL/G 0.0.0/COLUMBIAY MATT NATHANSON (VANGUARD) t?at bigchfmarlfl "l‘)-'l'“be' gaanluctuate ple'; '°"‘;‘;‘t bgsfddolf‘ :h‘;
] —= - strength of available music. For a complete and updated list o
H o § 2 LOVE STORY @ 30 12 SWING 54 42 20 TAKEA BOW current songs with Hit Potential, commentary, polls and more,
§' TAYLOR SWIFT (BIG MACHINE) SAVAGE FEAT. SOULIA BOY TELL EM (CAWN RAID/UNIVERSAL REPUBLIC) RIHARNA {SRP DEF JAM/IDJMG) please visit www.hitpredictor.com.
E " ERRD DISTURBIA 27 2 A MILLI 55 39 2 I’D RATHER BE WITH YOU
SRS RIHANNA (SAP/DEF JAMIDJMG) LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN) JOSHUA RADIN (10M AND POP) HOT DANCE CLUB PLAY
?‘é 3 o 5 18 PAPER PLANES 25 18 DANGEROUS : 57 5 JUST A DREAM Compiled from a national sample of reports from club DJs
53 M.1A. (XL/INTER“LOPE) KARDINAL OFFISHALL FEAT. AKON (KONLIVE/GEFFEN) CARRIE UNDERWOOD (18/ARISTA/ARISTA NASHVILLE) @ Titles with the greatest club play increase over the previous week.
Sa HOT N COLD SHAKE IT LEAVIN’ i y
£
55 ° 6 9 arv perny (cAPITOL) 29 25 \evro Stanion (COLUMEIA) - 57 46 22 iosr wecarTey (HOLLYWOOD) ~ g I:;scxzr?hgil:f;hfsrgt&f: ?:;ngg;ﬁzcx;oﬁfo;f 2
3e= I'M YOURS ® I DON'T CARE GET BACK ' '
ae< 8 72 JASON MRAZ (ATLANTIC,RRP) 10 2 FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG) 5 6 DEMI LOVATO (HOLLYWOOD)
IEA -
382 1g AMERICAN BOY Y 3 16 PUTON ‘8@ 58 31 POCKETFUL OF SUNSHINE AWARD CERT. LEVELS
L3 ESTELLE FEAT. KANYE WEST {(HOME SCHOOL/ATLANTIC) YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAW/I0IMG, NATASHA BEDINGFIELD (PHONDGENIC/EPIC
253 CRUSH GO ) 3 ALBUM CHARTS
e 6 Davip ARCHULETA (19/J1vE/Z0VEA) =g m?mm KANYE WEST & T-PA 1/ RO [SaACRTR GOR 53! 17, CET LIKE ME o SJRecordinglindustiyla s L e e eationlioy
353 / . IN (WE THE BEST/TERRO AD/KOCH) DAYID BANNER FEAT. CHRIS BROWN (: (C/UNVERSAL MOTOWN) net shipment of 500,000 albums (Gold). B RIAA certification for
ggﬂ 2 SWAGGA LIKE US 4 13 BARTENDER SONG 61 43 3 LOVEBUG net shipment of 1 million units (P»Iatinu_m) D RrRIAA certific_ati_on
3\:% JAY-Z & T4 FEAT. KANYE WEST & LIL WAYNE (ROC-A-FELLA/DEF JAMIDIMG) . REHAB (UNIVERSAL REPUBLIC) JONAS BROTHERS (HOLLYWDOD) ;clﬂ net shlprgent of 10 mllltu)orln urgts (Diamond). Nurlnera|l ;mthm
] i i d symbol indicates album’s muiti-platinum
oz 4 LET IT ROCK BODY ON ME HANDLEBARS atinum or Diamon | -plati
o = I I. For b d set d d Ib th t f
5%% KEVIN RUDOLF FEAT: LIt WAYNE (CASH MONEY/UNIVERS 1L REPUBLIC) 7 NELLY FEAT. ASHANT! & AKON (DERRTY/UNIVERSAL MOTOWN) 62 52 23 FLOBOTS (LNIVERSAL REPUBLIC) s 1%\’; mir?:ltecs)xcfr rszr:', ?Se R%:';zlti:::’:s\:rlripr:\s::?:'bn?trzzifm-
£ g 3 11 14 IN THE AYER 48 10 ADDICTED 83 50 31 BLEEDING LOVE ] ber of discs and/or tapes. ~ Certification for net shipments of
G FLO RIDA FEAT. WILL.IL.AM (POE BOY/ATLAMTIC) SAVING ABEL (SKIDOCD VIRGIN/CAPITOL) LEONA LEWIS (SYCO, J/RMG) 100,000 units (Oro).  Certification of 200,000 units (Platino). 2
495 ] b - h .
355 414 12 g CANTBELIEVEIT 35 19 LOLLI LOLLI (POP THAT BODY) 6a 56 8 JOHNNY & JUNE Eedification[ofit0agoINsIMultizRatina):
;SE T-PAIN FEAT. LIL WAYNE (NAPPY 50Y/KONVICT/JIVE/ZOMBA) THREE 6 MAFIA (HYPNOTIZE MINDS/COLUMBIA) HEIO) NEWFIELD (CURB)
93 ALL SUMMER LONG . OUT HERE GRINDIN JUST STAND UP! SINGLES CHARTS ,
[EE @ 1 THE ROCK HEROES (3(6 EVE) 40 37 12 uateD (TERROR SOUAD KOCH) 85 24 3 inrisTs STAND UP T0 CANCER (SU2C/DJMG) R SR o dd°wf'°zds($ct’i'ga' ,
w e C 0! 'or Hon Oy m).
5‘"_52 @ 18 22 NCELYOO%EE, F}AM/IOJMG) 0 4 7 EEﬁT(.IE-\EEHRERE(/IT‘i?r:‘ﬂzgsp?AH ARGUND) 72 12 S:OENEEAV’E:?%HUTA‘BIA) Numeral withircwapllca);‘inum symbolri)ndicatev;r;gig'ss multiplatinum level.
G502 3 i L L RIAA certification for net shipment of 500,000 singies (Gold).
Qo - — P 3 &l
auz 47 14 17 GOT MONEY 42 33 13 BURNIN’UP 67 63 13 THAT'S WHAT YOU GET
5':8 i LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNIVERS£L MOTOWN) JONAS BROTHERS (HOLLYWOOD) § - PARAMORE (FUELED BY RAMEN/RRP) MUSIC VIDEO SALES CHARTS
fiig @ 20 15 FALL FOR YOU 43 31 4 COOKIE JAR 68 73 18 THE TIME OF MY LIFE @ RIAA gold certification for net shipment of 25,000 units for
g%c y SECONDHAND SERENADE (GLASSNOTE/ILC) GYM CLASS HEROES FEAT, THE-DREAM (DECAYDANCE/FUELED BY RAMEN/RAP) DAVID CDOK (19/RCA/RMG) video singles. ' RIAA gold certification for net shipment of
058 1 ' 73 50,000 units for shortform or longform videos. Bl RIAA platinum
$3% VIVA LA VIDA @ T.SHIRT IT'S NOT MY TIME el ! A 2
ggﬁ L 120 cougpuay capion) - 95 3 SONTELLE (SRC/UNIVERSAL MOTOWN) 69 68 24 ; 000ns 0owN UNIVERSAL REPUBLIC) Ceg:iﬁ:zﬁ;ﬁ[;‘:;i;ﬂ];i’:ﬁg; O TS
8% 20 '17 12 BETTER IN TIME f 49 3 MRS. OFFICER 75 4 WHAT ABOUT NOW shortform or longform videos. Numeral within platinum symbol
%E g LEONA LEWIS (SYCO/J/RMGY |l Eia LIL WAYNE FEAT. BOBRY VALENTIND (CASH MONEY/UNIVERSAL MOTOWN} . OAUGHTRY (RCA/RMG) indicates song’s muitiplatinum level.
882 21 16 22 FOREVER a8 38 27 LOLLIPOP 71 45 2 MERCY
;}.’;; ; CHRIS BROWN (JIVE/ZOMBA) LiL WAYNE FEAT STATIC MAJGR {CASH MONEY/UNIVERSAL MOTOWN) DUFFY {MERCURY/IDJMG) DVD SALES/VHS SALES/VIDEO RENTALS
§ 3 % @ S MY LIFE = 0 0 JUST DANCE . SHOULD'VE SAID NO ® . RIAA gold certification for net shipment of 50,000 units or $1 mil-
2o THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE) LADY GAGA FEAT. COLBY Q'DOMSS (5TREANLINE/KONLIVE INTERSCOPE) : TAYLOR SWIFT (BIG MACHINE) lion in sales at suggested retail price. M RIAA platinum certification
<5 L : for sales of 100,000 units or $2 million in sales at suggested retail
95 o 5
_8_-6 2 36 4 MISS INDEPENDENT 34 16 SHUT UP AND LET ME GO 73 62 9 CORONA ANDNUME price. ) IRMA gold certification for a minimum sale of 125,000 units
'6§§ - NE-YO (DLF JAM/IDIMG) THE TING TINGS (COLUMBIA) SHWAYZE (SURETONE/GEFFEN/INTERSCOPE) or a dollar volume of $9 million at retail for theatrically released pro-
T5%® 24 23 13 ONE STEP AT A TIME 47 4 WHAT THEM GIRLS LIKE 74 74 37 NO AIR | grams; or of at least 25,000 units and $1 million at suggested retail
599 JORDIN SPARKS (19/JIVE/ZOMBA) LUDACRIS CO STARRING CHRIS BROWN & SEAN GARRETT (0TP/DEF JAWADJLG) JORDIN SPARKS DUET WITH CHRIS BROWN (JIVE/ZOMBA) for non-theatrical titles. | IRMA platinum certification for a minimum
oz 3 [ i le of 250,000 units or a dollar volume of $18 million at retail f
vas WHEN | GROW UP CHICKEN FRIED LOW sale of 250, units or a dollar volume of mitlion at retail for
eg _ :
86 ;‘,'5 1317 14e pusSYCAT 00LLS (INTERSCOPE) @ ZAC BROWN BAND (ROAR/LIVE NATION) 75 TV 48 0 DA FeaT TPAIN (POE BOY/ATLANTIC) theatrically released programs, and of at least 50,000 units and $2
g8 p— " million at suggested retail for non-theatrical titles.
Data for week of OCTOBER 4, 2008 | For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data 59
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3 = —
- = |§5 TITLE Principal Performers & ; is TITLE
H (=2 23 LABEL DISTRIBUTING LABEL & NUMBER (PRICE) 5 S% XS ARTIST (IMPRINT | PROMOTION LABEL)
1 1 2 NO BULL: LIVE FROM THE PLAZA DE TOROS LAS VENTAS: MADRID, SPAIN AC/DC 14 DISTURBIA 1 1 2 BLEEDING LOVE
E COLUMBIA/LEGAGY/SONY BMG VIDED 29888 EX (12.96) _ i =3 el RIHANNA (SRP/DEF JAM/IDIMG) A = o LEONA LEWIS (SYCO J/AME)
" 4 12 LIVE FROM TEXAS CLOSER "o 5 1n THE TIME OF MY LIFE
s 2088 e VISION/EAGLE ROGK 30252 (14.98 DVD) _ Z2Top [ 13 \evo e JAN/IDIMG) 2 2 B ook (I9/RCARMG) |
| REAL...EN VIVO i i FOREVER ! ‘ - LOVE SONG
| 323 Gwenie NORTE/SONY BMG VIDEQ 734166 (24.98) Banitg)Nazafig (3 | CHRIS BROWN (JIVE/ZOMBA) o b3 37 Gnmanciies (EPIC) T
‘ 171 FAREWELL | TOUR: LIVE FROM MELBOURNE Eagles @0l 13 ONE STEP AT A TIME ﬁf POCKETFUL OF SUNSHINE i
RHINO HOME VIDEO/WARNER MUSIC VISION 70423 (29 98 DVD) . _JORDIN SPARKS (19/JIVE/ZOMBA) Pe HATASHA BEDINGFIELD (PHONOGENIC/EPIC)
BRI =5 o oA Ve W oS AGereS r
iC [ ) KARDINAL OFFISHALL FEAT. AKON (KONLIVE/GEF OPE) JOHN MAYER (AWARE/COLUMBIA)
CELTIC THUNDER: THE SHOW BETTER IN TIME FEELS LIKE TONIGHT
! B 14114 o miacncos UNIVERSAL MUSIC & VIDEO DIST. 002 (19.98 DVD) CHP e 10 eona Lewis (SYCO/J/AMEB) i 4 b DAUGHTRY (RCA/RMG)
< ] THE BEST DAMN TOUR LIVE IN TORONTO i FALL FOR YOU 1 il VIVA LA VIDA 1
L RCA/SONY BMG VIDEO 733105 (16.98) - Avrl Lavigne 15" Secononano SERENADE (GLASSNOTE/LG/ATLANTIC) Q b 0 | COLDPLAY (CAPITOL)
: ] LIVE IN LAS VEGAS: A NEW DAY i R 8 SO WHAT . APOLOGIZE
: ‘ | 12 4 COLUMBIA MUSIC viDEO/SONY BMG VIDED 713716 (21 98 DVD) . Celing Dion 18] _PINK (LAFACE/ZOMBA) _ ﬁ 8 i  TIMBALAND FEAT. ONEREPUBLIC (MOSLEY/BLACKGROUND/INTERSCOPE, ﬁ
= SCENES YOU KNOW BY HEART: THE DVD Jimmy Buifett . LEAVIN’ ] TEARDROPS ON MY GUITAR ]
SO TB i bosT 2503 X {9.98 DVD) m | JESSE MCCARTNEY (HOLLYWOOD) :!:; ‘ _39 TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIC) ﬁf
' LIVE DOMINANCE AMERICAN BOY : AFTER ALL THESE YEARS
1 atebreed
'_"_' Y _KOCH RECORDS 4558 (14.98 DVD) el 16 EoTeLLE FeAT KANYE WEST {HOME SCHODL/ATLANTIC) m 1020 oumey (NOMOTA) o
g BILL GAITHER PRESENTS: COUNTRY BLUEGRASS HOMECOMING VOLUME ONE gy & Gioria Gaitier And Their Homec ] PAPER PLANES -4 REALIZE =
ﬂ; g 5» GAITHER MUSIC VIDEO/EMM MUSIC VIDEO 44802 (13.98 OVD) : 14 SAeT OO Om'_ng Fnemsf _ M.LA. (XL/INTERSCOPE) :’_’. puial CDLBIE CAILLAT (UNIVERSAL REPUBLIC)
JESUS i i iN THE AYER WHATEVER IT TAKES
Jf n_meoowmmm\ DISTRIBUTION 1016 (17.98 DVD) S eRina Gy AIST 12 10 RIDA FEATURING WILLLAM (POE BOY/ATLANTIC 12 12 2 LIFEHOUSE (GEFFEN INTERSCOPE) hH
BILL GAITHER PRESENTS: COUNTRY BLUEGRASS HOMECOMING VOLUME TWO ;) & Gioria Gatther And Their Ho ing Friend SN HOT N COLD o NO AIR
310 GAITHER MUSIC VIDEQ/EMM MUSIC VIDED 44805 (13,98 DVD) : atier Anc Thelr Riomecoming Fénds 4 (LI KATY PERRY (CAPITOL) 1_:!' Sl 1320 JORDIN SPARKS DUET WITH CHRIS BROWN (19/JIVE/ZOMBA) |
2 FAMILY JEWELS ALL SUMMER LONG ALL SUMMER LONG
T8 15 138 (.0 wusic VipeD sovv 814G VIOED 58043 {19.98 DVD) EC/DG 18 1o Rock (TOP DOG/ATLANTIC) r M 1413 0 mock (TOP DOG/ATLANTIC) i
UNA NOCHE EN MADRID 0 Soli o |27 CRUSH F. - I'M YOURS
ABE 1B 13| Fon0vISA GHIVERSAL MUSIC & VIDEO DIST. 353529 (1198 OVD) L0 AR ST A | DAVID ARCHULETA (19/JiVE/ZOMBA) bH @ 1805 ason meaz (ATLANTIC/RRP) b4
PARA SIEMPRE : VIVA LA VIDA 7T WON'T GO HOME WITHOUT YOU
18122 20 cony pwe HORTE SONY BMG VIDED 728708 (14 98 ovD) VcEnelrenandes 13 coppLay (CAPITOL) 26 iaroon 5 {AZM OCTONE/INTERSCOPE)
= LIVE FROM AUSTIN, TX . SHAKEIT "ROOTS BEFORE BRANCHES P
AT 1618\ wesT RECORDS/RED DISTRIBUTION 80589 {19.98 DVD) Noraf Jones % etk starion (COLUMBIA) 19 noom ror Two (GURB WARNER BROS.) o
TOGETHER i vocal i i | KISSED A GIRL JUST STAND UP!
8 ﬂ SPRING HOUSE VIDEO/EMM MUSIC VIDEQ 44781 (19.98 DVD) Gaither Vocal Band And Ernig Haase & Signature Sound 38 KATY PERRY (CAPIIQL) 4 ARTISTS STAND UP 10 CANGER (SU2C/IDIMG ‘tf
R ELVIS: VIVA LAS VEGAS ] i | LET IT ROCK i g CRUSH >
_“ j13..6 ELVIS PRESLEY ENTERPRISES 23137 EX (12.98 DVD: - VariousAnfisls 5 KEVIN RUDOLF FEAT. LIL WAYNE (CASH VONEY/UNIVERSAL REPUBLIC) G i 5 DAVID ARCHULETA (19/JIVE/ZOMBA
o - NUMBER ONES i 3l WHAT ABOUT NOW . ENEMY WITHIN
200 231 2211 o6 yusic ViDED San BME VIDED 56999 (14.98 DVD) Michael Jackson [E8 DAUGHTRY (RCA/RMG) ‘ﬁ 20 18 9\ iuae mcoonaLD (UNIVERSAL MOTOWN)
] INDESCRIBABLE ie Gigli ADODICTED ., STOP AND STARE
__21 (821 gy cTeps VIDEO/EMM MUSIC VIDED 17091 (14.98 DVD) Louie Giglio SAVING ABEL (SKIDDCONVIRGIN/CAPITOL) £ 21 SR e (MOSLEY/INTERSCOPE) Q L8
= THE BEYONCE EXPERIENCE: LIVE WHEN | GROW UP WHERE | STOOD 4 §‘§
2224 e WORLO/COLUMBIA/SONY BMG VIDEQ 18087 {14.98 DVD) Beyonce |8 14 The pussvcaT DoLis (INTERSCOPE) @ 2 5 sy wisains (ELEVEN:/REPRISE) ﬁ o%
23 | NO MORE NIGHT: LIVE IN BIRMINGHAM David Phelps 5 WHATEVER YOU LIKE \| 53 | [ UNCONDITIONAL 28
WORD YIDEO'WARNER MUSIC VISIDN 887330 (16.98 DVD) 7). {GRAND HUSTLE/ATLANTIC) - s SIMON COLLINS (RAZOR & TIE) 4z
a H ELV1S: #1 HIT PERFORMANCES f T-SHIRT 4 TAKE A BOW oy
202 _RCA/SONY BMG VIDEO 714372 (14.98 DVD) Ell3 Presley— 5 swonrELLe (SRC/UNIVERSAL MOTOWN) @ %5 8 RIHANNA (SRP/DEF JAM/IDJMG) ?;§
g ¥ ORAL FIXATION TOUR i THUNDER ¥ i - STILL Bro
ﬁ_ 25 45 £o/c MusIC VIDEO/SONY BMG VIDED 705625 (19.98 DVD) Shakira 1 ; 15_ BOYS LIKE GIRLS (COLUMBIA) Q:_ 2 ~ CNOTE (JKH ENT) ;%g
R B B A R o S R R i
5a=
282
Gy
x5
o R e e bE| i3
] BE EE TITLE : TITLE - TITLE B8 zoc
o 2 2 \27IST (MPRINT / PROMOTION LABEL) y | ARTIST (IMPRINT / PROMOTION LABEL) 3 ARTIST (IMPRINT / PROMOTION LABEL) 3 5@%
1 2 15 FANALL SUMMER LONG q b VIVA LA VIDA ° 2 o B [SERLEEL] YOURE GONNA GO FAR. KID ﬁr; 525
1216 o moox 10p DOGATLANTIC | m 7 P cooruy csemoy 3 W 2 % R (TTITNM e orrsers oo W S0
sl WHATEVER YOU LIKE ' 4 2 ALL SUMMER LONG ¥ 13 BELIEVE T332
T.). GRAND HUSTLE/ATLANTIC = Ki0 ROCK (TOP DOG/ATLANTIC) STAIND {FLIP/ATLANTIC) 1 -’5‘2 o
a0 SO WHAT KENNY CHESNEY, evenrsooy wanrs Toco o keaven [l (@ o 56 I'M YOURS fr 1 TROUBLEMAKER w s
3 PINK LAFACE ZOMBA T T D T A JASON MRAZ (ATLANTIC RRP) WEEZER (DGC INTERSCOPE) o o
B L ~A_d0 L i1/ N - 3 o g
4 4 CAN’T BELIEVE IT ‘ GEORGE STRAIT, TROUsA00UR 3 2 LOVE REMAINS THE SAME ﬁ a 5 29 I’'M NOT OVER ‘ ga%
T-PAIN FEAT. LiL WAYNE NAPPY BOY/KONVICT/JIVE/ZOMBA LS)Se Infe Ula’alllh) LA S L GAVIN ROSSDALE (INTERSCOPE) CAROLINA LIAR (ATLANTIC) ﬂ-,E @
- MY LIFE _CARRIE UNDERWOOD, .ust 4 DRt 5 IT'S NOT MY TIME | "RE-EDUCATION (THROUGH LABOR) & 2% °
o 7 THE GAME FEATURING LIL WAYNE GEFFEN/INTERSCOPE TAYLOR SWIFT, Lovt STORY § 5.‘;51 4 3 DOORS DOWN (UNIVERSAL REPUBLIC) & .$ RISE AGAINST (DG INTERSCOPE) ‘tﬂ égj
SPOTLIGHT ] JACKSON. 000 TiME WHAT ABOUT NOW THE DAY THAT NEVER COMES ca§
o M JENNIFER HUDSON ARISTA/RMG ALAH JACKSON’ﬂOw - - 4 o 8 13 puusray (RCA/RMG) 3 memuca (WARNER BROS ) .gﬁr 35}:‘.}
2 5 s DISTURBIA -DARIUS RUCKER, nON' THINK | 004T THIKASOUTIT. | - S o8 10 SHATTERED (TURN THE CAR AROUND) | g5 LETIT DIE o c:-
RIHANNA SRP/DEF JAM/IDJMG SUGARLAND, atReADY GONE | = |07 _OAR. (EVERFINE/ATLANTIC/RRP) ﬂf ‘ FOO FIGHTERS (ROSWELL/RCA/RMG) @ @29
' MISS INDEPENDENT REHAB, BARTENDER SONG POCKETFUL OF SUNSHINE | DON'T CARE EEON
g 5 3 NE-YD DEF JAM IDJMG IMMY W = . = s T NATASHA BEDINGFIELD (PHONOGENIC/EPIC) 12 APOCALYPTICA FEAT. ADAM GONTIER (20-20/JiVE/ZOMBA) ﬁ' o gg
—- MARGOIPOLE JIMMY WAYNE, 00 YOU BELIEVE ME NOW _LL L BLEEDING LOVE o= VIVA LA VIDA < <3
By = » o — 5 ] = 2 uc‘
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13 _ma JEEZY CTE/OEF JAM/IDJMG - GAME FEAT. LIL WAYNE, wyufe W e samon (COLUMBIA) M.LA. (XL/INTERSCURE) R
14 21 3 GOOD TIME o KIO ROCK, A summER Lang 13 1 COME ON GET HIGHER LEAVE OUT ALL THE REST o 228
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JOHNNY & JUNE SOLANGE. SANDCASTLE DISCO @ 24 1g N THIS LIFE ﬁ. HAMMERHEAD r Q4%
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JIMMY WAYNE VALORY JOHN LEGEND FEAT. ANDRE 3000, GREEN LIGHT ! f 27" 5 0N MCLAUGHLIN (ISLAND/IDIMG) . B8 pokenenny (ELEVEN SEVEN/ATLANTIC) E;é
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AIRPLAY SALES DATA
MONITORED BY COMPILEO BY
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o 3 3 23 DON'T THINK | DON'T THINK ABOUT IT Darius Rucker @ 33 49 HERE Rascal Flatts 2%
L el FROGERS (D.RUCKER.C MiLLS) B . ©_CAPITOL NASHVILLE _ D.HUFERASCAL FLATTS (J.STEELE S.ROBSON) @ LYRIC STREET
o 2k ks EVERYBODY WANTS TO GO TO HEAVEN Kenny Chesney @ 2% 29 DON'T YOU KNOW YOU'RE BEAUTIFUL Kellie Pickler 2
B CANNON,K CHESNEY (J COLLINS.M.DODSON) ® BLUE CHAIR/BNA - C.LINDSEY (C LINDSEY,A MAYO.K ROCHELLE} - @ 19/BNA
3 1 2 DO YOU BELIEVE ME NOW Jimmy Wayne 1 Hootie & the 28 16 12 SHOULD'VE SAID NO Taylor Swift 1
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JUST A DREAM Carrie Underwood : DONT Billy Currington
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T.BROWN (H NEWFIELD D.BRYANT,S.SMITH) ® CURE Swift takes Greatest WKRKPATRICK K FARCHLD K SCHALPHMAN.PSWEET WESTBROOK (WXIRKPATRICK K FARCHLD K SCHALPMANPSWEET. WESTBROOK) @ CAPTOLNASHVLE
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@ 118 M.POWELL,D.HUFF (C.WICKS,M.POWELL.AWILSON) ® RCA 1 G_alnerwnh lead @ & JRITCHEY (J.OWEN K. MARVEL,J RITCHEY) ® RCA o
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- 24 2 16 ALL | WANT TO DO Sugarland y  withBrad Paisley in @ 1 FEEL THAT FIRE Dierks Bentley 4
B.GALLIMORE.K.BUSH.J.NETTLES (J.0.NETTLES.K.BUSH.B.PINSON} @ MERCURY the early months - Q| ' BBEAVERS,D BENTLEY (B WARREN.B.WARREN.S BEAVERS D.BENTLEY) CAPITOL NASHVILLE = |
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ot
. Cod ALAN JACKSON n n Q ASHTON SHEPHERD .
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Year Of The Gentleman

DERRTY/UNIVERSAL 010150/UMRG (13.98)

Brass Knuckles

YOUNG JEEZY
CTE/DEF JAM 011536*/IDJMG £13.98)

DJ KHALED
WE THE BEST/TERRDR SQUAD 4564/KOCH (17.89)

The Recession

We Global

THE GAME
GEFFEN 011465*/1GA (13.98)

&
<

LIL WAYNE

CASH MONEY/UNIVERSAL MOTOWN 0119877/UMRG (13.98)

Tha Carter Ill

ERIC BENET
FRIDAY/REPRISE 511339/WARNER BROS. (18.98)

Love & Life

--={ '

RAPHAEL SAADIQ
COLUMBIA 08585*/SONY MUSIC (15.98)

The Way | See It.l

- LL COOL 4
DEF JAM 011503/IDJMG (13.98}

Exit 13

RIHANNA
|_SRP/DEF JAM 008968*/10JMG (13.98)

Good Girl Gone Bad ..

GAINER

BIG GATES/SLIP-N-SLIDE/ATLANTIC 511238/AG (18.98)

Definition Of Real 2

B.G. & CHOPPER CITY BOYZ
CHOPPER CITY /ASYLUM (18.98) _

@D 2w
12

Life in The Concrete Jungie

ICE CUBE
LENCH MOB 34635 (18.98)

Raw Footage ..

COLBY O'DONIS
KONLIVE/GEFFEN 011290/1G4 (10.98)

como 118

SOLANGE
MUSIC WORLD/GEFFEN 011785/1GA (12.98)

Soi-Angel & The Hadley St. Dreams ..

MARVIN SAPP
VERITY 09433/20MBA (17.98)

Thirsty !.

NAS
DEF JAM/COLUMBIA 011505*/IDJME (13.98)

Untitled .

ESTELLE
HOME SCHOOL/ATLANTIC 412860*/AG (13.98)

Shine

LLOYD

Lessons In Love

YOUNG-GOLDIE/THE INC /UNIVERSAL MOTOWN 011517/UMRG (13.98)

IIRIPY usHER
| LAFACE 23388/20MBA (18 98)

110 DAVID BANNER

B.).G. FA.C.E/SRC/UNIVERSAL MDTOWN 009956/UMRG (13.98)

Here | Stand l.
The Greatest Story Ever Toid .l

CHRIS BROWN
JIVE 12049/20MBA (18.98) ®

TERRENCE HOWARD
GENTRY/COLUMBIA 09596/SONY MUSIC (15.98)

Shine Through 1t

KEYSHIA COLE
CONFIDENTIAL/IMANI/GEFFEN 009475*/1GA (13.98)

Exclusive
Just Like You .

KENNY LATTIMORE
VERVE 011500/VG (13.98)

1l WHATEVER YOU LIKE
a: QRN (GRA_@ HUSTLE/ATLANTIC)

' CANT BELIEVEIT
- _T-PAIN FEAT. LIL WAYNE (NAPPY BOY/KONVICT/JIVE/ZOMBA)

MISS INDEPENDENT
NE-YO (DEF JAM/IDIME)

PUT ON

THE BUSINESS

YUNG BERG FEAT. CASHA (YUNG BOSS/KOCH/EPIC
PLEASE EXCUSE MY HANDS

PLIES FEAT. JAWIE FOXX & THE-DREAM (BIG GATES/SLIP M- SLDE/ATLANTIC) |

GOT MONEY
LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNVERSAL MOTO

SPOTLIGHT
JENNIFER HUDSON (ARISTA/RMG
l WHAT THEM GIRLS LIKE

LUDACRIS CO-STARRING CHRES BROWN & SEAN GARRETT (DTP/DEF JAMADUMG)

SO FLY

SLIM FEATURING YUNG JOC M3/ASYLUM)

GET LIKE ME

DAVID BANNER FEAT. CHFUS BROWN (BLG. FACE/SROUNVERSAL

TAKE A BOW

RIHANNA (SRP/OEF JAM/IDJMG)

ENERGY
B KER! HILSON (MOSLEY/ZONE 4/INTERSCOPE)

HERE | AM

PFICK ROSS FEAT. NELLY & AVERY STORM (SLPJ-SLIDE/DEF LAMADJMG)
MAGIC

ROBIN THICKE (STAR TRAK/INTERSCOPE)

A MILLI

LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN)
MARCO POLO

BOW WOW FEAT. SOULJA BOY TELL'EM (COLUMBIA)
MY LIFE

THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE)

BABY
LL COOL J FEAT. THE-DREAM (DEF JAM/IDJMG

EERWOMAN

ALICIA KEYS (MBK/J/RMG)
RIGHT HERE (DEPARTED)
BRANDY (KOCH/EPIC)

n. GOOD GOOD
ASHANTI (THE INC /UNIVERSAL MOTOWN)
m DID YOU WRONG
PLEASURE P (BLUESTAR/ATLANTIC)

62 |

—

YOU'RE THE ONLY ONE
Joell ERIC BENET (FRIDAY/REPRISE/WARNER BROS.
- SPOTLIGHT

" _JENNIFER HUDSON (ARISTA/AMG)
HEAVEN SENT

KEYSHIA CDLE (IMANI/GEFFEN/NTERSCOPE)
MAGIC

ROBIN THICKE (STAR TRAK/INTERSCOPE)

WOMAN

RAHEEM DEVAUGHN (JIVE/ZOMBA)

E.R. (EMERGENCY ROOM)
JOE (KEDAR)

NEVER WOULD HAVE MADE IT
MARVIN SAPP (VERITY/ZOMBA)
SUPERWOMAN

ALICIA KEYS (MBK/J/RMG)

NOTHING LEFT TO SAY

~MINT CONDITION (CAGED BIRD/IMAGE)
NEVER

JAHEIM (DIVINE MILL/ATLANTIC)

NEED U BAD

JAZMINE SULLIVAN (J/AMG)

JUST FINE

MABY J. BLIGE (MATRIARCH/GEFFEN/INTERSCOPE)
TEENAGE LOVE AFFAIR

ALICIA KEYS (MBK/J/RMG)

HERE | STAND

USHER (LAFACE/ZOMBA)

ORDINARY

WAYNE BRADY (PEAK/CMG)

WHENEVER YOU'RE AROUND
JILL SCOTT FEAT. GEORGE OUKE (HIDDEN BEACH)
GET UP

MARY MARY (COLUMBIA)

WILL | EVER

LYFE JENNINGS (COLUMBIA)

MISS INDEPENDENT

NE-YO (DEF JAM/IDJMG)

CAN'T B GOOD

JANET (ISLAND/IDJMG)

sanoazes

(%]
(=]
w

ERIC BENET (FRIDAY/REPRISE/WARNER BROS.) j

TAKE A BOW
RIHANNA (SRP/DEF JAM/IDJMG)

L ' OH SO SEXY
JON B (VIBEZELECT/ARSENAL)
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1t’s exactly four
years 10 this chart
week that Nelly
howed with two al-
bums, “Sweat” and
“Suit,” which shift-
ed 738,000 units
combined. This
effort starts at No. 3
with 84,000 on the
Bilthoard 200.

Third straight top
five start in as
many years for the
Miami-based DJ/
producer. The $9.99
Best Buy exclusive
contains three
bonus tracks.

Former Tony! Toni!
Toné! frontman
returns to the top
10, a sector of the
chat that he failed
to reach with his
last two albums.
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§d2 22, 2 TIESTO FROZEN ) 24 35 THE BROOKLYN TABERNACLE CHOIR g DOIT!
S ELEMENTS OF LIFE: REMIXED BLACK HOLE 1635/ULTRA TAMI CHYNN FEAT. AKON KONVICT/SRC/UNIVERSAL MOTOWN FLL SAY YES INTEGRITY,COLUMBIA 21732/SONY MUSIC DOTYIE PEOPLES DP
£g3 E— CRYSTAL CASTLES i GET IT ON ¥ o DAMITA THE LOVE OF JESUS
55 g ‘2427 _ CAYSTAL CASTLES LIES 200962/LAST GANG ! EYEREEL ALLSTARS FEAT. LUCY CLARKE STRICTLY RHYTHM , »L’ﬁ;! 2 9 0 Lookins sack TYSCOT 984168/TASEIS ‘? DOUG WILLIAMS & PASTOR TIM ROGERS BLACKBERRY/MALACO
sef :
AR E
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QO JAPAN

EURO DIGITAL riesn

SONGS

SoundScan
International

EURO

SINGLES SALES

oF 5E of & (THE OFFICIAL of LE .
T2 %X (SOUNDSCAN) SEPTEMBER 23. 2008 2 =X UKCHARTSCO) SEPTEMBER 21, 2008 EZ =3I (MEDIACONTAOL)  SEPTEMBER 23, 2008 @ i (NIELSEN SOUNDSCAN vl I
T2 <= INTERNATIONAL) GCTOBER 4, 2008 2 <3 SEPTEMBER 24, 2008
1 nNew BZ 1 4 METALLICA 1 new METALLICA = .
B THE BEST ULTRA PLEASURE (200-+ OVDJA VERILLION DEATH MAGNETIC VERTIGO/UNIVERSAL DEATH MAGNETIC VERTIGO/UNIVERSAL 1 JKISSEDIAYGIRL 4 1 |KISSEDAGIRL
KATY PERRY CAPIIDL KATY PERRY CAPITOL
A - PAUL POTTS b
2 new B2 2 new NEYO 2N SEX ON FIRE
BZ THE BEST ULTRA TREASURE (3C0) VERMILLION YEAR OF THE GENTLEMAN DEF JAM ONE CHANCE 5YCD BEGGIN
2 2 INGS OF LEON RCA 2 2 \MADCON BONNIER/BONNIER AMIGO
3 1 AYUMIHAMASAKI 3 3 RIHANNA 3 o PETER MAFFAY CTSTORBIE
A COMPLETE ALL SINGLES (300 -+ DVD LTD) AVEX TRAX GOOD GIRL GONE BAD SRP/DEF JAM EWIG ARICLA 3 3 3 § WHENIGROWUP
AYUMI HAMASAKI DUFFY ' QUEEN + PAUL RODGERS A I A Y CAT OO e S INTERSCRE
4 2 4 5 4 NEW WHEN | GROW UP
A DS ROCKS VIVA LA VIDA
COMPLETE ALL SINGLES AVEX TRAX ROCKFERRY A&M THE COSM PARLOPHONE 4 4 THE PUSSYCAT DOLLS INTERSCOPE 4 4 COLDPLAY PARLOPHONE
5 3 NEYO 5 New QUEEN + PAUL RODGERS § 3 AMYMACDONALD BEGGIN LSRR oG
YEAR OF THE GENTLEMAN UNIVERSAL THE COSMOS ROCKS PARLOPHONE THIS 1S THE LIFE MELODRAMATIC/VERTIGO SR o hon iR BoNNIER AMIGO BRI L. SUMMER LONG
D .
8 4 NAMIE AMURO & o GLASVEGAS & new THOMAS A LA DR
0 | SEX ON FIRE
BEST FICTION {CD/DVD) AVEX TRAX GLASVEGAS COLUMBIA " KENNZEICHEN D ONE ARTIST B e AR O HONE EBS g SEX ON FIRE
LGYANKEES THE STREETS KATY PERRY ——
NEW 40 00UBTINO LIMT-(FRST LTD VERSION) HUDSON 7 NEW pyeqyTninG IS BORROWED 679 RECORDINGS 7 NEW onE oF THE BOYS CepiTOL 7 § ALL SUMMER LONG 7 g THISIS THE LIFE
= oW S OLDEL Y KID ROCK TO™ (101G ATLANTIC AMY MACDONALD MELODRAMATIC/VERTIGO
B NEW a8 7 &2 06 THE MAN THAT CAN'T BE MOVED
ASS : SWEET ABOUT ME
BR KNUCKLES UNIVERSAL THE SELDOM SEEN KID FICTION/POLYDOR VIVA LA VIA OR DEATH AND ALL HIS FRIENDS PARLOPHOME a8 g9 THE SCRIPT PHONDGENIC/RCA '3 5 AT AT
METALLICA THE SCRIPT PETER HEPPNER
5 DEATH MAGNETIC (SHM-CO LT} VERTIGO 6 SCRIPT PHONOGENIC/RCA 9 MNEW 5000 wanner SRl COOKIE JAR 9 g RAYON DE SOLEIL/MA MAIN SUR TO
A =TS F = e ETErERS GYM CLASS HEROES FT. THE-DREAM DECAYDANCE FUELED BY AAMEN WILLIAM BALDE WARNER
VARIOUS ARTIST THE VER
10 NEW 5 10 ¢4 10 NEW THIS IS THE LIFE
? [} HERR KAPITAEN A DISTURBIA
WHAT'S UP? R&8 GREATESTHITS Il UNIVERSAL FORTH PARLOPHONE AY, AY HERR KAPITAEN ARIOLA QOMBIIE v 5 AchONALD MELDDRAVATICVERTIGO 10 12 B
11 g SWEETABOUT ME 11 10 GIB MMIR SONNE
GABRIELLA CILMI ISLAND ROSENSTOLZ ISLAND
MISS INDEPENDENT Fi CEST DANS LA JOIE
‘-2 16 NE-YO DEF JAM “2 16 MOKOBE £PIC
PJANOO GIVEIT 2 ME
. IN THIS CITY : LIES
=8 =8 of 5 oR HE (T NEW o1y o hariy MERCURY 14 77 ycriy supen
£% <3 (SNEP/IFOP/TITE-LIVE) SEPTEMBER 23, 2008 E% == (MELSEN BDS/SOUNDSCAN) OCTOBER 4, 2008 =% (ARIA SEPTEMBER 21, 2008 1 :
R B ¢ L 2Bz | ) ) ) (2R1A) 15 New CHANGES 15 ta HOT SUMMER NIGHT (OH LA LA LA)
1 New YULIEN CLERC 1 | METALLICA 1 § METALLICA WILL YOUNG 19/RCA DAVID TAVARE M6 INT/SCORPIO
0U S'EN VONT LES AVIONS? VIRGIN DEATH MAGNETIC WARNER BROS /WARNER DEATH MAGNETIC VERTIGD/UNIVERSAL & SPOTLIGHT
2 | METALLICA 2 o SOUNDTRACK | MILEY CYRUS 16 NEW Jounirer HUDSON ARISTA
DEATH MAGNETIC VERTIGO/UNIVERSAL MAMMA MIAI DECCA/UNIVERSAL BREAKOUT HOLLYWOOD 17 12 GVET2ME
TRYO COLDPLAY JASON MRAZ MADONNA WARNER BROS
3 2 Crque o SEME CoLumBIA 3 3LV 0P OEATH AND ALL W FRIENDS PAELOPHONE LI 3 3 e SING. WE DANGE, WE STEAL THINGS. ATLANTIC 18 1g CLOSER EURO ALBUMS
4 4 coipeLay 4 New NE-YO & New KINGS OF LEON NE-YO DEF JAM
VIVA LA VIDA DR DEATH AND AL HIS FRIENDS PARLOPHONE YEAR OF THE GENTLEMAN DEF JAM/UNIVERSAL ONLY BY THE NIGHT RCA NO AR
5 NEW VANESSA PARADIS 5 5 KID ROCK 5 4 SLIPKNOT 19 U JORDIN SPARKS DUET WITH CHRIS BROWN 19//IVE.ZOMBA s -
DIVINIDYLLE TOUR BARCLAY ROCK N ROLL JESUS TOP DOG/ATLANTICAVARNER ALL HOPE IS GONE ROADRUNNER 2y Sw
mm—p Py 20 NEw 'ANDLE BARS Ezx =2z SEPTEMBER 24, 2008
6 MYLENE FARMER 6 14 BYCKCHERRY @ o SOUNDTRACK FLOBOTS UNIVERSAL REPUBLIC =
" POINT DE SUTURE POLYDOR BLACK BUTTERFLY ELEVEN SEVEN/UNIVERSAL MAMMA MIA! POLYDOR/UNIVERSAL ) 1 4 METALLICA
AMY MACDONALD VARIOUS ARTISTS - COLDPLAY [IEATH MAGHETIC VERTIGO/UNIVERSAL
= 9 THis 1S THE LiFE MELODRAMATIC/VERTIGO % 6 NOW! 13 RHINO WARNER f AR VIDA DR DEATH AND ALL S FRIENDS PA5L0FH EURO DIGITAL 2% COLDPLAY
' t P VIVA LA VIDA OR OEATH AND ALL HIS FRIENDS PARL DPHONE
8 m sounormack 8 |4 suewor & 7 o SONGS SPOTLIGHT
MAMMA MIA! POLYODR/UNIVERSAL ALL HOPE IS GONE ROADRUNNER/WARNER . ORACULAR SPECTACULAR COLUMBIA 3 3 DUFFY y
- ROCKFERRY A&
DUFFY NEW KIDS ON THE BLOCK CHRIS BROWN
8 6 pockreRRy agm 9 10 14E 5LOCK NTERSCOPE/UNVERSAL 9 10 gerusie Jverzomsn PORTUGAL SR CUEEN + PAUL RODGERS
. : MOS ROCKS PARLOPHONE
40 5 THOMAS FERSEN 10 ; JONAS BROTHERS 10 g KIDROCK @ =X (MELSEN SOUNDSCAN
TROIS PETITS TOURS TOT OU TARD A LITTLE BIT LONGER HOLLYWOOD/UNIVERSAL - RDCK N ROLL JESUS TOP DOG/ATLANTIC £ 2 SOUNDTRACK
EX ZE sTernaTioNaL) DATE. 2008 5 9 AMMA MIA! POLYOOR/UMVERSAL
1 4 THE STORY (I WAS MADE FOR YOU) 6 new NEYO
BRANDI CARLILE COLUMBIA YEAR DF THE GENTLEMAN DEF JAM
E SPAIN i g GIVEIT2ME 7 § AMY MACDONALD
a MADONNA WARNER BROS THIS 1S THE LIFE MELODRAMATIC/VERTIGO
VIVA LA VIDA RIHANNA
ALBUMS 3 5 CoLDPLAY PARLOPHONE 8 10 Goop GIRL GONE BAD SRP/DEF Jan
\ IN MY PLACE SLIPKNOT
ef i wl i 28 BE & 2 gnnnee ana FREE 9 4 JLCHOPE IS GONE ROADRUNNER
EZ =X (FIMI/NIELSEN) SEPTEMBER 22, 2008 Z2 <=3 (PROMUSICAE/MEDIA) SEPTEMBER 24, 2008 Ez Sz (pmsa) SEPTEMBER 24, 2008
& NEw | BELONG T0 YOU (EL RITMO DE LA PASION) 40 & AMY WINEHOUSE
1 new METALLICA 1 New MELENDI 1 1 JONAS BROTHERS EROS RAMAZZOTT! & ANASTACIA ARIOLA 2 BACK TO BLACK /SLAND P
DEATH MAGNETIC VERTIGO/UNIVERSAL CURIOSA LA CARA DE TU PADRE CARLITO A LITTLE BIT LONGER HOLLYWOOD 5
! & 4 I'MyOums 11 g PAUL POTTS z
2 1 GIUSY FERRER 2 7 METALLICA o 2 ALEXARNDER ACHA JASON MRAZ ATLANTIC ONE CHANCE SYCO M
NON TI SCORDAR MAI D1 ME RICORDI DEATH MAGNETIC VERTI NIVERSAL VOY WARNER 2]
7 7 SWEET ABOUT ME 12 {1 MADONNA 38
3 p JOVANOTTI 3 1 EXTREMODURO 3 37 JAGUARES GABRIELLA CILMI ISLAND \ HARD CANDY WARNER BROS ES
AFARI MERCURY LA LEY INNATA DRO 45 EMI TELEVISTA
E = A - 10 BETTERIN TIME 13 15 PETER MAFFAY 29
4 4 LIGABUE 4 3 LA OREJADE VAN GOGH a4 VICENTE FERNANDEZ L _ LEONA LEWIS 5YCO EWIG ARIOLA oy
SECONDO TEMPO WARNER BROS A LAS CINCO EN EL ASTORIA SONY BMG PARA SIEMPRE SONY BMG - —— 5=
9 3 I!KISSEDAGIRL 44 7 THE VERVE o
5 3 CoLDPLAY 5 New MANUEL CARRASCO 5 3 JULIETA VENEGAS KATY PERRY CAPITOL FORTH PARLOPHONE £y
VIVA LA VIDA OR OFATH AND ALL HIS FRIENDS PARLOPHONE INERCIA VALE UNIVERGAL MTV UNPLUGGED SONY BMG ce
10 HE 2 MINUTES 15 New ATY PERRY @z
8 new MILEY CYRUS 8 4 AMYWINEHOUSE & 5 EDITH MARQUEZ ! * MADDNNA FT. JUSTIN TIMBERLAKE WARNER BROS ONE OF THE BOYS CAPITOL Tz
BREAKOUT HOLLYW0OD BACK TO BLACK [SLAND _ PASIONES DE CABARET UNIVERSAL Sy
7 5 MADONNA 7 new REVOLVER § MADONNA ?g
HARD CANDY WARNER BROS 21 GRAMOS WARNER BROS HARD CANDY WARNER BROS el g%
niclsen o
34 EROS RAMAZZOTTI ‘@ 5 SOUNDTRACK @ 7 SOUNDTRACK At No. 4 on Euro Alb EURO RADIO M‘;,:‘c'm « I
£2 ARIOLA MAMMA MIAY POLYOOR/UNIVERSAL CAMP ROCK HOLLYWOOD t No. 4 on Euro Albums, Paul AIRP \"; ; £g
. TO
yew BIAGIO ANTONACCI o New MAGO DE 0Z g ROBERTO CARLOS Rodgers teams with Queen for the LA el
BEST OF 2001-2007 IRIS _ BARAKALDO D.F. LIVE WARNER BROS BN VIVO SONY BYG latter’s first studio album since £
D SOUNDTRACK 4 . ALBERTO BARROS 3 P ” - S¢
10 NEW SOTTOVUOTO GENERAZIONALE VIRGIN 10 8 CAMP ROCK HOLLYWOOD 10 16 TRIBUTO A LA SALSA COLOMBIANA SONY BMG ]995 s Made i HEaVEn. ‘é’ﬁ ;5 1 ] 2
. Iz == SEPTEMBER 24,2008 5 .
3
1 1 !KISSED AGIAL £
KATY PERRY CAPITOL o2
&8
SWITZERLAN &= HUNGARY | R -
9 COLDPLAY PARLOPHONE &2
- DISTURBIA ge
SINGLES | sinGLes | SINGLES 3 6 qawea sreI0E A 33
R
. . BEGGIN i
off 5 vl 5E o8 SE of 5E 4 |3 \wADCON BONNIER/BONNIER AMIGO 85
5 < (ULTRATOP/GFK) SEPTEMBER 24, 2008 ZF <3 (MEDIA CONTROL)  SEPTEMBER 23, 2008 £ =Sz B SEPTEMBER 24, 2008 T2 <3 (MAHASY) SEPTEMBER 19, 2008 z-
5 5 SWEETABOUT ME a3
1 1 RAYON DE SOLEIL/MA MAIN SUR TO 1 1 ) KISSED A GIRL 1 new PLAGUE OF BUTTERFLIES 1 1 NEGYVEN GABRIELLA CILMI [SLAND 23
WILLIAM BALDE WARNER KATY PERRY CAPITOL SWALLOW THE SUN SPINEFARM AKOS FEHER SOLYOM ' 1 ‘&i ALL SUMMER LONG 35
2 3 LERABBIMUFFIN ‘2 p SWEETABOUT ME 2 1 LIVIN'IN A WORLD WITHOUT YOU 2 g ZAKATOL A SZIVEM ) *_KID ROCK TOP DOG/ATLANTIC 25
" _MC SOLAAR POMME z GABRIELLA CILMI (SLAND |_THE RASMUS PLAYGROUND/VERTIGO/UNIVERSAL : JOSH ES JUTTA JOSH/PRIVATE MOON/EMI 7 g CLOSER g
-y
3 4 !KISSEDAGIRL 3 3 ALL SUMMER LONG 3 new UNIHIEKKAA 3 5 69 NE-YO DEF JAM s
KATY PERRY CAPITOL KID ROCK TOP DOG ATLANTIC ERI ESITTAJIA VL SHANE 54/0J JUNIOR FT. MICHELLE WilD CLS 8 7 SOWHAT &;
&
4 2 MoJiTosonG & 4 THISIS THE LIFE 4 5 VINEGAR 4 New MIT ERNEKED L PINK LAFACE/ZOMBA =0
: - _ROBERT ABIGAL BIP - AMY MACDONALD MELODRAMATICAVERTIGO |_ANNA ABREU SONY BMG GROOVEHOUSE PRIVATE MOON =3
9 5 WARWICK AVENUE 2
5 5 THISIS THE LIFE 5 5 BEGGIN 5 4 DISTURBIA 5 7 DANCEISAID _ DUFFY A&M S8
AMY MACDONALD MELODRAMATIC/VERTIGO MADCON BONNIER/BONNIER AMIGO RIHANNA SRP/DEF JAM ERICK MORILLD FT. P DIDDY LIGHT MEDIA ; " THIS IS THE LIFE 32
4 4 JULIEN CLERC 1 new METALLICA i 4 |1 METALLICA 4 New SOUNDTRACK 11 {0 FJANOO ag
i 0U S'EN VONT LES AVIONS? VIRGIN ) =" DEATH MAGNETIC VERTIGD/UNIVERSAL DEATH MAGNETIC VERTIGO/UNIVERSAL y MAMMA MIA! POLYDOR/UNIVERSAL ERIC PRYDZ PRYDA/SPINNINI %38
J : 2
2 2 METALLICA 2 | PATENT OCHSNER 2 new JUHA TAPIO 2 new METALLICA 42 16 JHE MAN WHO CAN'T BE MOVED  °%
DEATH MAGNETIC VERTIGO/UNIVERSAL THE RIMINI FLASHDOWN UNIVERSAL SUURENMOINEN ELAMA WARNER DEATH MAGNETIC VERTIGO/UNIVERSAL THE SCRIPT PHONOGENIC/RCA gg
pl! { MVLENE FARMER 5 SOUNDTRACK 3 [m INDICA 3 new OSSIAN 13 14 WHEN!GROwW UP °3
.|| _POINT DE SUTURE POLYDOR - MAMMA MIA! PDLYDOR/UNIVERSAL =T VALOISSA SONY BMG ) " KULDETES HAMMER MUSIK _THE PUSSYCAT DDLLS INTERSCOPE =)
4 3 COLDPLAY 4 4 AMYMACDONALD 4 o EMMASALOKOSK|I ENSEMBLE A0 %4 ox It I'M YOURS 3%
VIVA LA VIDA OR DEATH AND ALL HIS FRIENDSS PARLOPHONE THIS IS THE LIFE MELODRAMATIC/VERTIGO VEDEN ALLA TEXICALLI IDONTUL UNIVERSAL ; JASON MRAZ ATLANTIC %5
5 ‘NWJ VANESSA PARADIS & NeEw QUEEN & PAUL RODGERS m 3 VOLBEAT 5 4§ ZAMBO JIMmY 15 1g AMERICAN BOY =
5 *  DIVINIOYLLE TOUR BARCLAY ! THE COSMOS ROCKS PARLOPHONE o v GUITAR GANGSTERS & CADILLAC BLOOD MASCOT _ KIRALYt DUETTEK MAGNEOTON " ESTELLE FT. KAYNE WEST HOME Sg
Lt ] 7
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- Licensing Org )} Sheet Music Dist, Chart, Position

Chart Codes: CS (Hot Country Songs), H100 (The Billboard Hot 100), LT (Hat Latin Songs); POP (Pop 100}

and RBH (Hot R&B/Hip-Hop Songs) TITLE (Publisher

15 MINUTES DF SHAME (Purple Cape, BMI/Major Bob,
ASCAPMusIc Of SIage Three, BMI/Sengs Of Comman
BM)), WBM, CS 43

7 THINGS (Antonina Songs, ASCAP/Downtown,
ASCAP/Seven Summits, BM/In Bocea Al Ly MD
ASCAP/Tondolea Lane Music Publisring BMI) POP 75

ADDICTED (Primary Wave, ASCAP/Savmg Abel,
ASCAP/Crazy You inShIn?,ASCAP/SkIddCOI
Egg’/gﬂfaux lercy, BMVEMI CMG. BMI) HL, H100 53.

ADDICTION (NextSelection Publishing, ASCAP/Mattola
Music, ASCAP/ASPEN Songs, ASCAP/D. Brasco Pub-
Iishing. ASCAP/Jobete Music. ASCAP/Stane Diamond
Music. BMI/Biack Bull Music, ASCAP/EMI Blackwood.
BMi/Doll Face BMI), HL, RBH 52

AINTI éL Austin Designee, ASCAP/Grand Hustle Publish-

ing ASCAP/WB Musit, ASCAP/Crown Club Publishing,
BM/Warmer-Tamerlane Publishing, BMI/Taylor My Hart
Publishing, ASCAP/TremeII CIemons ASCAP/Degd Fig-
jas HJbIlshwg ASCAP), Wi H 68

ALL | EVER WANTED ( nvversal Music - MGB Songs,
ASCAP/Dirty Water Dog Music, ASCAP/Universal Music
Corporation ASCAP/Lanark Village Tunes. ASCAP/Crite-
nion Musm Cor oratlog ASCAP/Jazz Your Azz Tunes,

ALLI WANT TO DO (Jennifer Nettles, ASCAP/EM| Black
wood BMIDirkpit, BMMusic Of Stage Three,
BMi/Bobby's Song Ano Salvdge BMI?SIage Thiee
Music. B IgCSZ

ALL SUMMER LONG (RJR I’ubIlshlnk;/| BMU/Gaje.
BMU/WarnerTameriane Publishing, BMI/Universal Music
Corporation, ASCAP/EMI Full Keel Music, ASCAP/Songs
0f Universai BMVEMI Longiiude BMI/eadsheet Land,
ASCAP/Tiny Tunes, ASCA fZevon, BMI), HL/WBM, CS
4,H100 29, POP 25

ALL SUMMER LONG (RJR Publishing, BMUGaye.

BMiAWamer-Tamerldne Publishing. Bl fi/Universal Music
Corporation, ASCAP/EMI Full Keel Music, ASCAP/Songs
Of Universal, BMIZEM) Long gllude BMLeddsheet Land,
ASCAP/ﬁny Tunes, ASCAP/Zevon, BMI), HLAWBM.

0038
ALL SUMMER LONG (RJR Publishing, BMI/Gaje.
BMiWarner-Tamerlane Publishing. Bl AUniversal Music
Corporation, ASCAP/EMI Full Keel Music. ASCAP/Songs
0Of Universal, BMVEMI Lo gnude BMi/Leadsheet Land,
ASCAP/I'my Tunes, ASCAP/Zevan, BMI), HL/AWBM, POP

98

ALREADY GONE (Jennifer Nettles, ASCAP/EM! Black-
wood, BMIDirkpil. BMIMusic Of Stage Three,
BMVBODD sSon And Salvage, BMI/Stage Three
Music, Bl S 29

ALWAYS THE LOVE SONGS (Old Desperados
ASCAP/N2D, ASCAP/Pure Biue, BM)) CS 55

AMERICAN BOY (wiil 1 am Music. BMI/Cherry River,
BMY/Chrysalis Songs, BM/Please Gimme My Publish-
ing. BMIEMI Blackwood, BMULarry Leron Music,
BM[;/[]Spewr%usw]c BMI/Capynght Contro). CLM/HL,

10,
EL AMOR EN CARRO (Arpa, BM}) g2
AMOR INMORTAL (Not Listed} L1 12
ANGEL éﬂodney Jerkins Productions. BMVEM| Black-
wood, BMU/Rico Love Is Still A Ragper SESAC/Foray
Music, SESAC/AaShawn Danrels Produc
ASCAP/EMI A?rll ASCAP/Cstyle Ink Mu5|c Publlshm
ASCAP/SIIde hat Music, ASCAP), HL, H100 93, PO

ANGELS ON THE MOON (Thriving Ivorx Music.
ASCAP/SakmmunI Music Publishing, ASCAP) POP 88
ANNOUNCEMENT (Songs Of Universal, BMI/Senseless
BMI/The Waters Of Nazareth, BM/EMI Biackwood,
BMI/RaKAnchdser BMI/Unwersal Music - Careers, BMI).

ANYTHING GOES (Pacmc Wind, SESAC/Melodies Of
RPM, SESAC/Re rson. 2 531

AHOE EL CIELD usic, ASCAP} LT 36

ARROYITO (Not Llsled) 133

BABY (EM April, ASCAP/LL Cool J. ASCAP/Songs Of
Peer, ASCAP/March 9th Publishing, ASCAP/20 2Musnc
Publishing, ASCAP/WB Music, A CAP), HLAW
14100 64, POP 80, RBH 33

BACK THAT THING UP}Songs of Wlndswepl Pacific.
BMIUniversal Music - Z Tunes, ASCAP/Hits And
Srmashes Music, ASCAP/2820 Music. BMI/IharS How |
Roll, ASCAP) CS 52

BARTENDER SONG (Delusional Music, BM/Destin
Imani Music, BMI/Betty Suga Pump, ASCAP) WBM.
H100 65; POP 57

BETTER IN TIME (Jonathan Rotem Music,

BMI/Son: /g/ATVSO 5. BMI/God's Crym,
ASCAP; /ATV ines, ASCAP), HL, H100 18, POP 10

BLEEDING LOVE (vrite 2 Live, ASCAP/Kabalt Music
Publishing, ASCAP/Seven Peaks Music, ASCAP/Jambi-
ton Music, ASCAP) H100 31, POP 26

BOB THAT HEAD (Sony/ATV Cross Keys, ASCAP/FSMGI,
IMRO/State One Songs America, ASCAP/Sweet Surm-
rmer, ASCAP/Crosstown Uptown, ASCAP/Fintage house
USA, ASCAP/Major Bab, ASCAP/Circle C Songs,
ASCAPMojave Rain Music, ASCAP), HL/WB! CSAS

B00Y ON ME rgJackle Fros!, BM/Universal Music - MGB
Son 5, ASCAP/Piano Music, ASCAP/Byefall Music,

AP/Sony/ATV Harmony ASCAP), HL/WBM, H100
42 PDP 63, Rl

BOTTLE T UP (Tlny Bear Music, ASCAP) POP 5

BURNIN' UP (Jonas Brothers Pubhishing, BMI/Sony/ATV
Sonys. BM|), HL, H100 68, POP 53

THE BUSIN SS(DIGW First Publishing, ASCAPA Want
Mine PubIISI’III’I% ASCAP/Universal Music Corporation.
ASCAP) HL/WBM, H100 50; POP 73, RBH 1

BUST IT BABY PART 2 {Firs! N' Gold, BMU/Jonathan
Rotem Music, BMi/Sony/ATV Songs. BMU/Su er Sayln
Pubiishing. BMUniversal Music - ZSong VEM!
Aenl ASCAP/Fiyte Tyme Tunes, ASCAP/Black ice, BMI),

BUST IT OPEN {Wilbert Martin Publishing, ASCAPAVI
Rudeowor Publishing, ASCAP/Hs Only Aboul Music,
ASACP/Elimu T Tabasun Puhhshlng SCAP) RBH 56

BUST YOUR WINDOWS xNa Puddy, ASCAP/Unwver-
sal Music - 7 Tunes, ASC P/ga laam Remi Music,
ASCAP/EMI Apnl, ASCAP/SoquBoy Tellem Music,
BMV/Croomstacuiar Music. BM/Element 9 Hip Hop,
BMITakin' Care Of Business, BMI). HL/WBM, RBH 55

CAN’T BELIEVEIT(NaD yPub Music, BMI/UnlversaI
Music - Z Songs, BMI/Ahmad Tajz Music, ASCAP/Warn-
er-Tamerlane Publishing, BMI/Young Money Publisting,
BMI), HLAWBM, H100°8, POP 27

CANT B GOOD (Unlversal Music ZSon s, BMIPen In
The Ground Publishing, ASCAP/Juni Publishing,
BMI/Strauss Co , Inc., ASCAP/Chuck Harmony's House.
ASCAP/Norma Harris Music Putlishing. ASCAP) RBH

82
CHANGE (Taylor Swift Music, BMI/Sony/ATV Tree, BMI),
HL POP 81

CHEATER, CHEATER (State One Songs America,
ASCAP/A Sling And A Prayer, ASCAP/Rufus Guild, BMI)

€S 57

CHECK YES JULIET {RUN BABY RUN) (Travis Clark
Music, ASCAP/S-Curve Music, ASCAP/Mayday Malone
Music, ASCAP/Dimensional Music DF 1091,
ASCAP/Cherry Lane, ASCAP/EMI Blackwood BMI/Rep-
tiilian, BMI), HLAWBM POP 44

CHEMICAL REACTIDN Chd.l Hecords B RBH 57

CHICKEN FRIED (LNA Music Publishirig, BMIAWeimer-
mund Music, BMyHeart Above Your Head, BMI) CS 22.

0060
CHOPPED ‘N' SCREWED (Universal Music - Z Songs,
BMUNappyPub Music, BMULudacris Worlowide Publish-
ing, AS A /EMI Aunl ASCAP/Ahmad Tajz Music.
A CAP HL/WBM, RB!
CINCO MINUTOS (Sony/ATV Rhythm, SESAC/Excelen
der Songs, SESCA/Lz Venus Music, ASCAP) LT 1
CLOSERQ%Umve(saI Music - 7 Tunes. ASCAP; n/AW
Tunes, A CAP/EMIA ril, ASCAP/Steltar Songs, ASCAP)

HL/WBM, H100 7 POP 3
COME ON GET HIGHER (S gola%sz Three Songs, ASCAP/Lit-
lle Victories, ASCAP} H1

Data for week of OCTOBER 4, 2008 |

CDME DN DVER (Sweet Kisses, ASCAP/EMI Apnil,
égCAP/CncleC ongs, ASCAP/FUll Circle, ASCAP). HL.

COMFORTABLE (Young Money Publishing, BM|Wamer-
Tarnerlane Publishing. BMU/Please Glmme My Publish-
ing, BMI/EMI Blackwood. BMI/FAZE 2 Music,

Bi/Songs Of Universal, BMI), HL/WBM, RBH 89
COOKIE JAR Eplle&hc Cagsar Music, ASCAP/EMI April,
ASCAP; /Songs Of Peer, ASCAP/March 9ih Publishing,
ASCAP/2087 Music Publishing, ASCAPAWE Music

ASCAP/NﬂJ Pub Music. BMI/Universal Music - Z
Songs B I})ongs Of Universal, BMI). HL/WBM, H100

cooL (Tapoy Whyte's Music, BMISongs Of Universal.
BMiMusty Attic, BMEMI Blackwood, BMI/Ramen
MomdomeNv ASCAPB HLANBM, RBH 72

CORONA AND LIME (Suretone Prmary Wave Music.
BM1) PDP 69

COUNTRY MAN (Piane! Peanul, BMI/Murrah Music Cor
poration, BMVEM! ApnI ASCAP/SongIlghIer Music,
ASCAP), HL, €S 12, H100 96

CRAZY DAYS (Mike Curb Music, BMUSweet Hystena
Music, BMICurb Sengs. ASCAP/Jacobsong.
ASCAP/Fortune deors The Boid. ASCAP/Adam Gregory,
SOCAN) WBM, CS 36

CRUSH (Right Bank Music, ASCAP/LH?/ Makes Music.
ASCAP/12 06 Publishing, BMI/EMI Blackwood,
BMI/Rodits Music, ASCAP/AriHouse Entertainment,
ASCAP). HUWBM H100 15, POP 16

CRY FOR YOU (Universal-PolyGram International,
ASCAP/EMI Blackwood BMVEM! Scandinavia, BM),
HL, H100 76, POP 29

CUDDY BUDDY (Not Listed) RBH 43

CULPABLE O INOCENTE (Not Listed) LT 31

CURTAIN CALL ( BI%BETI MVSon%s Of Windswept
Pacihic, BMi/Black Owned Musik, ASCAP/Notting ale
Songs. ASCAP/4 Blunts Lit At Once, ASCAP/First N'
Gold, BMY/Sony/ATV Son s BMI/Wdrner Tamerlane Pub-
fistung. BMI), HLAWBM, RBH

D

DAMAGEO (Products Of The Streets, ASCAP/Sumphu
ASCAP/A Grand Jam Music, SESAC/Please Envoy The
Music. BM/ZXS Punhsmn%‘ BMU/irving, BMYEMI April.
ASCAP/EMI Blackwood, BMVJanice Combs Publishing.
BMIustin Combs PuoIlshmg ASCAP/Marksy Music.
BMVNomn% Dale Songs ASCAP/MNoiting Hill Songs
SESAEI;'{I

DAME AMOR (Nol Listed) LT 5

DANGERQUS (Chrysalis Music Publishing, ASCAP/One
Man Musm ASCAPByefall Music, ASC P/Sony/ATV
Harmony, ASCAP/C Bahamonde, OCAN/D Sajes,
ASCAP)., HL, H100 17, POP 8. RBH 64

THE (OAY THAT NEVER COMES (Creeping Death,
ASCA

DIB?AIYOJ WRONG {EMI April, ASCAP/Laumar Music,

).H

OIME (Not Llsted LT24

OISTURBIA (B-Uneek Songs, ASCAP/Songs Of Univer-
sal, BM/Cul IureBe ond Ur Expenence Publishing,
BMIMs Lynn Puohshmt\]/ AS AP/Universal Music Cor
B%rguon ASCAP/A-List Vocalz, BMI) HL/WBM. H100 4

OONOE ESTAN CORAZO%Ennque Igiesias Music,
ASCAP/EMI April, ASCAP/Doble Acuarela Songs,
ASCAP/Wamer ChaopeII SGAE), HL/WBM, LT

OON'T (Sony/ATV Treg, BMI/Eeavemme Tunes
BMI/Crosstown UoIown ASCAP /

DONT DO ME NO GOOO (Sonx ATV Cross Ke
ASCAP/Hoosiermdma Music SCAP/Songs I Com-
oushon Music ASCAP/Music Of Windswej (?

ASCAP/WB Music, ASCAP/Red Cape ASCAP).
HL/WBM. CS 51

OONT THINK | CANT LOVE YOU (Universdl Music -

Careers, BMU/Shitake Maki, BMU/Marvel Man,
MI/Songs Of Wmdswe IPacmc BMIAhe Room
BMI/BPJ, B {

DONT THINK | 0ONT THINK ABOUT IT (Cadaja Pub-
Iishing, ASCAP/MXC Music, ASCAP/Still Working For
The Woman, ASCAP/ICG Alliance. ASCAP) CS 1,H100

DONT YOU KNOW YOU'RE BEAUTIFUL (Moonscar
Music, BMBPJ Adnwnistration, ASCAP/Little Blug Type-
wniter Music, BMi/Son I\X/AW Tree, BMUAI Mighty Dog
Music. BMI) HL/WB

00S PALABRAS (Warner/Cha pell Mexico S A, K/Iu 41

00 YOU BELIEVE ME NOW /ATV Tree BMY/Song
For MY Good Girl, BMI/TolaI Wn hieous Music,
BMY/The Bi gger Tneg Are, SESAC/S 1 Songs SESAC).
HLMWBM. C5 3, H100 46

EN K{LEL LUGAR (Not Listed) LT 40

ENERGY (SMY, ASCAP/Sony/ATV Harmor%
ASCAP/RICO Love I5 SHill A Rapper, SESAC/Foray Music.
SESAC/BreakIhrou%n Creations, ASCAP/EMI April,
ASCAP/Wayne Wilkins Mustc. BMI), HL. H100 84, POP

78 RBH21
ER. (EMERGENCY ROOM) (L aShawn Daniels Produc-
tions, ASCAP/EMI April. ASCAP/Tarlored 4U Music,
BMVCo {_;l hi Conirol), HL, RBH 35
$T0GOTO HEAVEN (Hope-N-
Cal BMVCdl IV Enlertamment BMI/SE)%LracIor Music.
BMVBack To Black Songs. BMI/Songs That Sell, BMI)

€S2, H1005
EVERYTHING IS FINE (Bream Buster. ASCAP/UnIversaI
Music Corporation, ASCAP), HLAWBM. CS 46

F

FADED (Almo Music, ASCAP/R Nevil Music, ASCAP/EMI
NI)m ASCAP/EMI Music FIthshm% AUSE/Seven Peaks
0 IIISI% ASCAP/Walt Disney Music Company, ASCAP),

FALL FOR YOU (John VeseIB PubIIshqu BMi/Sony/ATV

Songs, BMI), HL/WBM, H100

FEEL HAT FIRE (S ]Inrylesonsc BMVBuckyAndC de,
ASCA gme With The Armaditio, BMUBIG White Tracks,

FINE LI V([WarnerTamerIane HthshIn BM!/SeII The
Cow. BM ower One. BMI). Wi

FOREV %s Of UnIVEISd| BMI/CuIlure Beyond Ur
Expenence Publishing, BMVUniversal Music Corpora—
tion, ASCAP/Rabert Allen Demgnee ASC P/Ddre

Publistin SESAC? HLWBM, H100 1 POP4
FOR YOU %DMI Aprt ASCAP/New Sea Gayle ASCAP/The
Moose Is Loose, ASCAP), HL CS40

GET BACK (Seven Rzaks Music, ASCAP/Demi Lovalo
Publishing, ASCAP/Jonas Brothers Publishing,
BMI/Sony/ATV Songs, BMI). HL, H100 98

GET LIKE ME (Crump Tight PUD|IShIn ASCAP/Culture
Beyond Ur Expenence b|ISh|n I/Unwersal Music -
Careers, B f )), H/WBM, H100

GET UP (et Ik Red Music, ASCAP/EMIA il
ASCAP/That's Pium Song, ASCAPAS Tea Tyme,
ASCAP/E D Duz 1, BMVIrvIng BMVUnderdog East
SOII s, BMI). HL.

[IJRL (Umversal Mu5|c Corporation, ASCAP/Ro; N(alty
Hl I‘mn& S, ASCAP/Universal Music ZSong\P i/Nap-
USIC BMI/Anmao Tajz Music, ASC

GO HARO (DJ KhaIed BMI/Notting Hil! Music,
BMV/Please Gimme My Publishing, BMIEMI Blackwood,
BMUNappyPub Music. BMIUniversal Music - Z Songs,
BMI/Trac-N-Field Entertainment, ASCAP/Notting DaIe
Songs ASCAI? HL/WBM, H100 69

GOOD GOOD (Shaniah Cymone Music, ASCAP/EMI
‘April, ASCAP/Slack A.D. Music. ASCAP/Universal Music
Corporation. ASCAP/Pookietoots, ASCAP). HLAWBM.

RBH 34
GDOD TIME (EMI Apnl ASCAP/Ti-Angels Music.
ASCAP). HL, H100'94
GOT MONEY oung Money Publishing, BMI/Warrer-
Tamerlane Publishing, BM&WD yPub Music, BMIUm-
versal Music - 7 Son?s BMU/Piay N Skillz Music
ASCAP/SklI 2 For Skillz And Play Musik, ASCAP/EMI
April, ASC/:{P‘) HLAWBM, H100 12; POP 30, RBH 9
GREEN LIGHY {John Legend Publishing, BMI/CherE/
River, BMI/R-Rated Music, SOCAN/We Don't Play Even

|
HOT N COLD (When I'm &l()h You'll Be My BIICh

1D RATHER BE
IF | NEVER SEE YDUH

When We Be Playin’, ASCAP/Chrysalis Music Publish-
ing. ASCAP/n Thee Face Music Publishing, ASCAP/Fin
GveenaéI Publishing Destgnee, BMI). CLM/HL, H100 44

HASTA EL DIA DE HOY (Maximo Aquirre, BM/Pacific
Latin, ASCA’IRLT 7

HEAVEN SE| éShe Wrote I, ASCAP/Universal Music
MGB Songs. A
ect Publishing, ASCAP), HL/WBM, R

HERE {Jeffrey fecle. Bl /8P Administration,
ég APAV2, ASCAP/Sony/ATV Tunes., ASCAP), HL. CS

HERE | AM (4 Blunts Lit At Once. ASCAP/First N Gold,
BMUNoung Drumma, ASCAP/Jackie Frost. ASCAP/Uni-
versal Music - MGB Songs. ASCAP/HonesI Ave Music.

ASCAPy, HL/WBM, K100 72: POP 99, R

HERE| TANO(UH 1V Music, ASCAP/EMI ABnI
ASCAP/Universal Music Corporation. ASCAP/LII Vidal
Music, ASCAP/Mardea Music. ASCAP/ABIack Produc-
tions, ASCAP/A And L Music. ASCAP/Dity Dre Music,
ASCAP/RHMG Son%s ASCAP/My Soulmate Songs.
ASCAP:, HL/WBM. RBH 63

HE VENIDO (Wise W Publishing. ASCAP/Sony/ATV Dis-
c0s, ASCAP) LT 28

HOLLER BACK (ENI Blackwood, BMVGeoffrey Stokes
Nielson Pubhshing BMIMWarner-Tameriane Publrshmg

BMUT-Bird's Music, BM BM, CS 9, H100 81

ASCAP/WB Music, ASCAP/Kasz Money Publishing,
ASCAP/Maratone AB, STIM/KooaII Music Publishing,
ASCAP) WBM Hi008, P

THE HUNGER (Demonte's Musm Pubhisting, BMVIndia

B. Music, BMVSongs Of Universal PolyGram internation-
al, BM1), HLAWBM. RBH 49

100 %MI Apnil, ASCAP/Wiggly Tooth Music, ASCAP)
1 IJON‘T CARE {Sony/ATV Songs, BM|/Chicago X Sofi-

core, BMI/Great Horesty Music, BMUWB Music.

ASCAP), HL/WBM H10063, POP 53

YOU Giass Bead. BMI) H100 97

CE AGAIN (Universal Music -
Careers, BMi/February TwenI Second. BMI/Valentine

Valentine. ASCAP/Universal Music - MGB Songs.
SCAP), HLAWBM, H100 99, POP 77

PFULEAVE (ot Listed) REH 67
1 KISSEO A GIRL (Wnen m Rich Youll Be MY Bitch,

ASCAP/WB Music. ASCAP/Kasz Money Publishing,
ASCAPMdrdtone AB. STIM/Kobalt Music Publishing.

ASCAP/EMI Music PubIlshmg UK. SESAG/EMI, ASCAP),
HL/WBM, H100 26, POP 17
ILL BE LOVIN' U LONG TIME (Rye Songs BMI/Songs

Of Universal, BMI/Ioom stone mblwshlng BMVEMI
Biackwood, BMUCstyle kMuswPubIls i
ASCAP/Siide That Music, ASCAP/EMI Apnl
ASCAP/Jobete Music, ASCAP). HLAWBM, RBH 100

I'LL WALK (Southcastle Songs, ASCAP/Bwilsongs,

ASCAP/A Dog Named Kitt thshmg ASCAP/Carol
Vincent And Associates, BMI) CS 17

1 LUV YOUR GIRL (2082 Music Publishing, ASCAPAWB

Music, ASCAP/Sangs Of Peer, ASCAP/March 9th Pub-
Ilsmng ASCAP/Youn’\% Jeeéy Mu5|c Inc BMIEMI Black-
w0od

'™ YOUHSéGOO Eyed ASCAP) HIOO 13 POP 23
IN COLOR

MI Blackwood. BMVBIF Gassed Hites,
BMUNew Songs Of Sea Gayle, BMI/Noah's Litile Boat,
EMKECI%WZOIW usic Publisting, BMULucky Thumb,

INOLVIDABLE EWamEI-Tamerlane Publishing, BMI} LT 23
IN THE AYER

é Class Publishing. ASCAP/Mall On Sun
day Music, ASCAP/Sony/ATV N?eIody BMI/will 1 am
Music, BMI/Cner River, BMVMusm Speciaists BMI).
CLMHL, ZB(

| REMEMBER (She Wrole Il ASCAP/Universal Music -

MGB Songs, ASCAP/Cdnaggee Music Puhlrshmg
ASCAP/UnlversaI Tunes. SESAC/Cardraygee, SESAC).

Wi H 42
ISTILL MISS YOU (EMI April. ASCAP/Romeo Cowboy

Music, ASCAPWarner-Tamerlang Publishing, BMVCon-
tentment Music, BrMUMade For This Music, BMIThIs Is
Hit, ASCAP/Troy D Songs ASCAP/Magic Mustang.
BMI,, HL/WBM, H100 78

TS NOT MY TIME ESon%s Of Universal, BMUEscatawpa

Sor&;

eke Intgrnational Musxc BMIHitco Music,
BMVJahgae Joints, SESAC/Universal Music Corporalion,
ASCAP/ oolleggers St é) ASCAP/ChnsIopher Mathew.

BM)/B-Uneek Songs, ASC

1WOULO (Phylvester Music, SCAP) CS 37

J

JOCKIN' JAY-Z (Not Listed) RBH 60
JOHNNY & JUNE (Big Hit Makers Music, BMI/Rainy Gra-

ham, BMI/Amylase Music, ASCAP/Tell Texas Tunes IH.
QPSAC)A&CO yn?nl Solutions, ASCAP/SoulJet Music.
| 1

0058
JUST A OREAM (Birds With Ears Music, BMI/EMI Black-

wood. BMU/Raylene Music, ASCAP/BP. Administration,
ASCAP/Songs 0f Combustion Music. ASCAP/No Such
Music, SOC N/Musuc Of Windswept, ASCAP),

HL/WBM 043
JUST OANCE (Cemhed Blueberry, BMU/Sony/ATV Songs.

EIKII{{B efall Musuc ASCAP/Sony/ATV Tunes. ASCAP).

JUST FINE gca:gj BIlge ASCAP/Universal Music Cor-

pomnon ASCAP/Songs Ot Peer, BMIMarch 9th Publish-
, ASCAP/Bubba Gee Music. BMIWB Music.
ABCAS%/ZOBZ Music Publishing, ASCAP), HLAWBM,

RBH
JUST STAND UP! Son?s Of Universal, BMVFAZE 2

Music, BMIAWill McCold Enfertainment, SESAC)
HL/WBM, H100 70, POP 51, RBH 87

KEEPS GETTIN' BETTER (Xtina Music, BMiUniversal

Music - Careers, BMI/Stuck in The Throat,
ASCAP/Sony/ATY Tunes, ASCAP), HL/WBM, POP 50

KNOCKIN' BOOTS (R2M Music, BMV/Lastrada Entertam-

ment, BMY/Sony/ATV Songs, BMI/Songs Of Lastrada.
BMI/Rubbes Band, BMI/Uriversal-Songs Of POIEGram
International, BMUBishstick, BMVG Two Dd | Publishing.
BMI/Mind Taker Publishin F? BMVEIue Star Pubhishing,

I(BMI/Musrc Royale, BMI)

RAZY (The Saifam Grou SIAE/Acvd Sun, SIAEManm-
bero Music Pubhshm? SCAP/Universal Music -
Careers. BMULII Jizzel Music Publishing BMI).
HLWBM, LT 38

LA BORRACHERA (Not Listed) LT 45

LA CUMBIA DEL HIO (Gypsymex) LT 3
LA MUY MUY (Warner/Cha
LAST CALL é((irazy Water, ASCAP/Universal Music Cor-

el Mexico S A ) LT 49

oorahon ASCAP/World House Of Hits, ASCAP}, HL, CS

LAST NAME (Carmie-Ckie Music, BMIAand Road Music,

ASCAP/Universal Music - MGB Songs ASCAP/Raylene
MuSIC ASCAP/BPJ Administration, ASCAP), HL/WBM,

LAST TIME %&ns Boy Muzik, BM/Warner-Tamerlane

Publishing E.S |WB Music, ASCAP/Son C/gvs in The Koy of
B Flat, SESAC/Noontime South, SESA Music,
SESAC/I he Dean's List, SESAC/December Flrsl Publish-
ing Group SESAC/Norfh Avenue. ASCAP/EMI Black-
wood Bﬁll/()ueshon And Answer Publishing, ASCAP)

LEAVE OUT ALL THE REST {Universal Music - Z Songs,

BMVChesterchaz, BMVBla Bad Mr Hahn, BMINondis-
closure AgreemenL BMVRab Bourdon, BMVKenji
v BMUPancakey Cakes, BMI), WBM, POP 86

/dsl
LEAVIXI {Holy Corron Music, ASCAP/Universal Music -

MGB Songs, ASCAP/Movie JB Songs, BMI/Seng Ot

Peer, ASC P/March 9th Publishing, ASCAP/ZOB Music

Publishing. ASCAP/WB Music, CAP), HL/AWBM.
H100 33, POP 14

LET IT GO (Universal Music - Careers. BMUEvansvilie,

For chart reprints call 646.654.4633

CAP/J_Vibe Publishin A%CAP/LE)( Pro-

BMV/So I\X/AW Tree, BMI/IomdougIasmusm B
HLWBM. CS 11,

LET IT ROCK (LIOn Ane Puohshlng BMI/Warner-Tamer-
lane Publishing BMIYoung Money Puollsmn%0
BMi/Money Mack Music, ASCAP). WBM H100 21, POP

18

LET ME (Springheid, ASCAP/Bug Music, ASCAP/Dazafu,
ASCAPUniversal Musm Coroorahon ASCAP/Danny
Orton Son%s ASAP), HLWEBM, CS 34

LIKE | NEVER BHOKE HER HEART (Muzik Mafia,
ASCAP/Do Wrile Music, ASCAPAJT Harding Music
BMI/Songs Of Throback, BMI/Music Of Combustion,
EMVHev gp Music. BMI/Songs Of Windswept Pacific,

LIVE %OUR LIFE (Crown Club Publishing, BMIMWarner-
Tamerlane Publishing, BMI/N C.C , ASCAP/F OB
ASCAP/Adorable Music Inc.. ASCAP/EMI April ASCAP)

HL/WBM, RBH 38
LLAMADO OE EMERGENCIA (Not Listed) LT 26
LLORAR LLOVIENDO (Scarhio, ASCAP/E | April.
ASCAP/EZ Vida, ASCAP/White Kraft Music
ASCAP/Sovg//ATV Discos, ASCAP/Wise W Publishing.
ASCAP!
LL |O POR TI En n%ue Iglesias Music. ASCAP/EMI
Apri
LoLLI LOLLI POP THAT BODY) (Teinoise PunIIShlng
BMI/Bu BMI/Amalek Publishing, SESA%H 0056
LOLLIPO (Youn%Money Publishing, BMI/A¥arner-Tamer-
lanie Publishing, BMIHerbahicious Music. ASCAP/Black
FounIaln PubIIshlng ASCAP/EMI Apnil, ASCAP/Jimipub,
BMYEM Biackwood. BMIThree Narls And A Crown.
éggAPG/RoyneI Music, ASCAP). HL/WBM, H100 47,

3

LOOKIN' FOR A GOOD TIME (Warner-Tamerlane Publish-
1ng. BM/DWHaywood, BMVRADIOBULLETSPublishing,
BMUHillary Dawn, SESAC/Shaw Enuff Songs,
SESAC/Multisongs, SESAC/Jamanarye Music,
BMIMagic Midas, BMI), WBM CS 2

LosT /ﬁ(iomla Zoe Music, BMIMalik- Mekhl Music.

lyric Music ASCAP/Yourn Money Publishing.

BMVYoun Drumima, ASCAP) R

LOVEBUG %Jonas Brothers PubIIshlng BMI/Sony/ATV
Songs, BM)y, HL, H100 88, POP 6

LOVE LOCKOOWN (Please Glmme My Publisting,
E[I}M/EMIBIackwood BAI). HL. HICO'3 POP 13, RBH

LOVE ME (Not Listed) RBH 92
LOVE REMAINS THE SAME (Mad Dag Winston,
ggé/ggnna Sienna Songs. SOCAN) WBM, H10034,

LOVE REMEMBERS (Magic Mustang, BMITripple
Shoes, BMIimmokatee Music, BMIDaghil Music. BME

CS13
LOVE STDRY (Taylor Swift Music. BMI) CS 18, H100 5.

LOW E CIass BMVTOEOU&IIIY BMIMusic, BMyUniver-

usic - 7 o1 Wg Tunes,
ASCAP/Sony/A Songs. BMI{ HL/WBM. POP 42
LUNA (Not Listed) LT 39

MAGIC (| Like Em Thicke, ASCAP/Da Gass Co
AECABP/HaddingIOn Music. ASCAP) H100 67, POP 96

RBH

MARCO POLO (CoiliPark Music. BMI/SouIIa Boy Tellem
Music, BMINotting Hill Songs, go
SESAC/Element 9 Hip Hop %MI/TakIn Care Of Business,

BM)) RBH 28

ME DA IGUAL : Sony/ATV Discos. ASCAP) LT 37

ME V10 LLORAR (Jorge Cetedon Guerra Publishing
Destynee LT 34

MI BUEN AMANTE {Ama. BMI} LT 25

A MILLI (Young Mone: yLePubnsnmg BMi/Warner-Tamer
lane Publishing, BMI (’ﬁs Music Pubhsmng

ASCAP/EMI April, ASCAP/Notting Hill Music, BMI/Cha

Lois Publishing, BMI), HLAWBM. K100 30. POP 43, RBH

15

MiISS INDEPENOENT éUnIversaI Music - Z Songs.
BMPen In The Ground Publishing, ASCAP/Sany/ATV
Flarmony, ASCAP/EMI Apni, ASCAP), H/WBM, H100
14: POP 28, RBH 6

MI SUEND (WB Music, ASCAP 1715

MONSOON \Not Listed) POP 9

MORE LIKE HER {Nashville Star BMI/Seny/ATV Tree.
BMI). HL, CS 48

MOV NG MOUNTAINS UR-IV Music, ASCAP/EMI April.

AP/Songs O Peer, ASCAPMarch 9th Publishing,
SCAPANB usic, ASCAP/2082 Music Publishing,

ASCAP/Sony/ATV Tunes. ASCAP/Son /ATV Music UK,
PRS/Su BMI), HLWBM. R

MR. CAl R oung Money Puonsrnngb BMVWarner
Iamerlane Publishing, BMI/Drewski Baby Music,

CAP/Marlina Music, BMVCarter Boys PubIIShIII%

ASCAP/EMI &nI ASCAP). HL/WBM. H 2, RBH 40

MRS. OFFICER (Young Moy r)]/Pu!)llsmng BM|Warner-
Tamerlane Publishing, BMI/Three Nails And A Crown.
ASCAP/I' hI};’VgékRé\M/sﬂoynel Music. ASCAP) WBM

H

MUOOY WATEH Steel WheeIs BMI/Blind Mule.
BMI/Cabo Tres, B I%u

MUSIC FOR LOVE (Sura Music Company, ASCAP/TnT
Explosive Puqusmng ASCAP/Universal Music Corpora-
tion, ASCAPAM Beach Music Publishing, ASCAP),
HL/WBM, RBH 25

MY KIND OF BEAUTIFUL (Universal Music - Careers,
BMUSony/ATV Tree, BMI/Sony/ATV Harmony,
ASCAP/ hm W&gon Gourmel. ASCAP/ICG Aliance,

E) BM. CS 60
MY LIFE (BabyGame. BMYPico Prde Publishing.
BMI/Sony/A Songs. BM/Dade Co Progect Music,
BMi/Universal Music - Z Songs, BMYMantila Musc.
489AVSBO}£|%S7OI Unwersat, BMI? HLAWBM, H100 25, POP
R

NA DE NA (Not Llsleo it

NEED U BAD é’ iddy. ASCAP/Universal Music - 7
Tunes, ASCAP/E Apnl SCAP/Cainon's Lang Music
Pubtishing, ASCAP/Borne Again PublIShIn% ASCAP/ta-
tion Records, ASCAPWestbury Music, ASCAP/Roynet
MUsIC, ASCAP&HIOO 37,POP 87, R

NEVER (Danjel Farris Pubhshlng Desqnee BMi/Eartull
Music Publishing. BMI/WamerTamerlane Publ»shlng
BMVLanaI Genius Publishing, BMYWB Mus:
ASCAP/Tne Prodigal Pubishing. ASCAP). WBM RBH

44

NEVER WOULD HAVE MADE IT V&IMarvm L Saj;lp Music,
BM|/Minstrel Prooucuons BAi)

NO AIR (T And Me, ASCAP/UnwersaI Music - MGB
Son(s ASCAP/Demis Hot Songs, ASCAP/EMI April,

P/AIMOo Music, ASCAP/Underdogs West Songs.

ASCAP/FaunIIero Music. ASCAP/nving, BM/Underdog
East Songs, BMI/Enk Gnggs BMU/Strange Motel Music,
ASCAP),

ND HAY NOVEDAD Nol L ‘Ied

NO ME DDY PDR VENCIOD (| OnSI ASCAP/SO ATV
Discos, ASCAPMaamo Aguirre, BRI H100 100 1T 1

NO MDLESTAR (Not LIsIedlI] 1743

NO TE QUIERD NADA (Brava Songs, ASCAP/WB Music,
ASCAPYLT 17

NOTHING LEFT TO SAY (Minl Factory. ASCAP) RBH 46

DD! O POR AMOR (Songs Of Universal PolyGram Interna-
tional, BMI) LT 22

DNE LOVE Kitty Box, ASCAP/Beast Beats,
ASCAP/Smokefx Music. BMI/NoeI Gourdm Publisting,
ASCAP/Thats Xtra, ASCAP} Rl

ONE STEP AT A TIME (/ Sryle MUSIC ASCAPAaurel
Krown Music, ASCAP/Crosstown Songs, ASCAPMuriyn

gRjASCAP/CuIIther Pubiishin 0&1 M/ Warner-Tame -
Iane OIISEAﬁ BMI), WBM, 19, POP
John Riff Musuc BMK

OROINARY (EMI Apnl ASCAP/Doxie, SCAP/GIass Beat

Mus»c ASCAP/Mimi's Music Man Productions, BMIJRP
BMU/Swiss Mix Music, BMI), HL. RBH 83

OUT HEHE GRINDIN (DJ Knaled, BMINoting HIII
Music. BMU/4 Biunts Lit At Once, ASCAP/Sony/A
Tunes. ASCAP/Trac-N-Freld Entertainment, A CAP/NolA
ting Dale Songs, ASCAP/Furst N' Gofd, BMiAVarner-
Tamerlane Pul Ilshmg BMI/Young Jeezy Music Inc ,

www americanradiohistorvy com

BMYEMI Blackwood, BMi/Boosie Bad Azz, ASCAP/WB
Music. ASCAP/SOWATV Harmony, ASCAP/Byelal)
Music. ASCAP/A McColister Publishin M%Deﬁgnee
ASCAP/Universal Music i Z Songs, Bl a&glp
Music, BMI). HLWBM. H100 62, POP 65, 48

3

PAPER PLANES (Universal Music - 7 Tunes
ASCAP/Hollertronix Music, ASCAP/Nineden,
ASCAP/Universal-PolyGram International, ASCAP)

HLAWBM, H100 6 POP 11, RBH 76

PARA SIEMPHE Julldmta Musical. BMiyLT 4

PERDONO Y OLVIDO 1 Gaio 110 Music, BMI) LT 44

PLEASE EXCUSE MY HANDS (First N' Goid, BMiWarn
erJamerlane Publishing, BMVEinnor, ASCAPAWE Music.
ASCAP/J. Franks Publishing, ASCAP/Check Your Pulse
Pubhshxg BMUChef Hudable Music Publishing,

MI/ZOB Music Publishing, ASCAP), WBM. H 0066

POCKE‘I’FUL OF SUNSHINE (EM| Blackwood, BMY/Gator
Baby BMVEMI Apnil, ASCAP/Sony/ATV Tunes ASCAP).

HLAWBM, H100 39, POP 37
POP CHAMPAGNE {Sally Ruth Ester Publishing,
BMY/Sangs Of Universal BMi/Browz. BMINctiing Hill
Music, BMIALaRen Jr 's Music, ASCAP) HLAWBM, RBH

77

PORK AND BEANS (E 0 Smuth BMI) POP 100

POSE (Not Listed) LT 18

EL PROXIMO VIERNES (Not Listed) LT 21

PUT ON (Young Jeezy Mus;c Inc BM\/Young Drumma.
ASCAP/WB Music. ASCAP/Piease Gimme My Publish-
1ng, BMEMI Blackwood, BMI). HLAWBM, H100 28
POP 60, RBH 7

QUEDE SOLO EII LA POBREZA (Noi Listed) LT 48

REALIZE (Cocomarie Music BMVDancmgmquureI
ASCAP/INAFI Music. ASCAP/Cpium For The People
Music, ASCAP/Sony/ATV Tunes, ASCAP), HL, POP 45

RELENTLESS (EM| Aol ASCAP/ChleI B ack Cloud.

ASCAP/House Of Fame, ASCA!
LOS REPROCHES DEL VIENTO (Vanner ASCAP) Lr27
RIOE 5o Inkredibles. SESAC/IIocnas% usic.
lollings Music, ASCAP/Ng b Music,
BMVUnwersaI Music - Z Songs, BMI/Tremaine Neverson
PuollsmnﬁDemEnee ASCAPgg L/AWBM, RBH 54

RIGHT HI PARTED) (EMI Blackwood BMVHeres
Lookn' At You Kidd Music, BMBeluga Heights Music,
BMU/Sony/ATY Songs, BMI/Golden The Super Kid
Music. ASCAP/The Royalty Network, ASCAP/Quda
Music, ASC, APM%V Music Pubhishing. BMI). HL.
H100 87, POP 82

RISE ABOVE THIS ASSeeIher Publishing, BM/Sate One
Music Amenca BMUKickDalKat Music, BMI), WBM.,

POP 76

THE RIVER (Dwune MIII Music, ASCAP/WB Music.
ASCAPLady And A . ASCAP/Noel Gourdin Pub-
Jishing AS AP/MabIes 11l Music, ASCAP/Universal-
PolyGram Intemationat Tunes. SESAC), HUWBM, RBH

29
ROLL WITH ME ( /\X//ATV Acutf Rose, BMUYear Of The
Ogg M(L)%IC ASCAPWords & Music, ASCAP) HL. CS

L HU

SEXY CAN I (Stop Trying To Cop g My Music, BMI/Draw
Fg%}{l”oohshm ASCAPNctor S Carraway Publishing,
A

SHAKE [T (Meto Station Musw ASCAP/EMI April,
ASCAP, HL H100 35. POP 2
SHATTEREO (TURN THE CAH AHOUNOL(OIU Man
Time Music. ASCAP/G Walt Music ASCAP/EMI Apnil,
ASCAP}, HL/WBM, H100 54. POP 56
SHAWTY SAID ( Co&}/ngm Conrol/Give Me Me Publish-
A ASCAP) RBH
HAWTY SAY ICrumRA ight Publishing, ASCAP~oung
Mone(NPuDIIshlng B arner Tamerlane Publishing,

SHE NEVER CRIED IN FHONT OF ME (Franklin Road,
BMIMusic Ot Stage Three. BM{/Bobby's Song And Sal-
vage, BMU/Stage Three Music, BMI) C35 5, H100 52

SHE WOULDN'T BE GONE iWant To Hold Your Songs,
BMVI'om Jo, BMI) C:

SHOULO’V SAIO NO %Son /ATV Tree BMVTdyIOI Swilt
Music, BM) HL, CS 2

SHOW OUT (Top Quality BMI/Oomp Camp Music,
ASCAP) RBH 84

SHUT UP AN[) LET ME GO (WB Music. ASCAP/Pla ?\/
wiler Musnc PRS/Son /ATV Tunes ASCAP/Sony/A
Music UK, BM 100 80. POP 58

SIGO VIVO (Nol LIsled 1150

SIGUELO (Not Listed) LT 14

SINCEYOU’VE BEEN GONE (W.B M Music
SESAC/Songs In The Key Of 8 Flat, SESAC/Noontime
South. SESAC/The Dean's List, SESAC/December First
Publishing Group SESAC/Jaylen Adanis Music Publish-
g SESAC/Chnistian Combs Publishing, SESAC/Foray
Music, SESAC), H/WBM. RBH 78

SINGLE (Su&er SaYIﬂ Publishing, BM{Universal Music -

7 Songs, BMUPen In The Ground Publishing. ASCAPAMy
Diet Starts Tomorrow, BMYSongs Of Universal, BMI).
HL/WBM, POP 68

SINO TE HUBIERAS 100 %Marco. ASCAP) LT 6

SI TU TE VAS (ADG. SESAC) LT 19

SO FLY (EMI Apnl. ASCAP/Justin Combs Publishing.
ég AP/Da 12 Music, ASCAP) HL, H100 71, POP 97,

H 1

S0 ICEY Not Lisie dHBH 73
S0L0 UN DIA (AHORA TE AMO} (Not Listed) LT 46
SOMEBODY SAID A PRAYER (Feet In The Creek,
ASCAP/Crosstown Uptown, ASCAP/Big Loud Shirl
industries, ASCAP/Big Loud Bucks, BM() CS 41
SOUNDS S0 GDOD (Gin Road BMI&C 30
SO WHAT (EM Blackwood. BMIPink Ingide Publishing.
BM|Maratone AB, STIM/KobaII Music Publishing,
ASCAPS, HL, H100 2 P!
SPOTLIGHT (Super Sayln Pubhshlng BMVUnwversal
Music - Z Songs, BMI/Sony/ATV Tunes ASCAP/EM!
ril, ASCAP), HLAWBM. H100 41, RBH 4
STRRT A BANO Big Borassd Music. BMI/Words &
Mustc, ASCAP/Songs Of Combustion Mustc.
ASCAPMusic Of findswent, ASCAP/EMI Apnil,
ASCAP/Didnt Have To Be Music, ASCAP). HL, CS 23
STILL STANDING (W B M Music, SESAC/Songs In The
Key Df B Flat, SESAC/Noontime South. SESAC/daylen
Adoms Music Putfishing, SESAC/Chnistian Comos Pub-
Irshlr}\% SESAC/EMI Foray Music. SESAC/MonDeenlse
ASCAP/Ludacns Worldwnje Pubusnmg ASCAP/EMI
April, ASCAP), HL/WH 74
SUMMERTIME (Son ATV Hannony ASCAP/Three Prece
H(J)bhgnmg ASCAP onnte D Publishing. ASCAP), HL,
POP 84

SUMTHIN'S GOTTA GIVE (Not Listed) RBH 95
SUPERWDMAN (Lcllow Pmducnons ASCAP/EMI April,
ASCAP/Stuck in The Throat, ASCAP/Sony/ATV Harmony,
ASCAP/0ZMOD Music. ASCAP), HL, H100 89, RBH 1
SWAGGA LIKE US (Carter Boys Publishing. ASCAP/EMI
Apnit, ASCAP/Crown Club Publishing, BM/Warner-
Tamerlane Publishing, BMi/Please imme My Publish-
1ng, BMVEMI Blackwood, BM/Young Meney Publishing,
BMI/Hotlertronix Music. ASCAP/Darmino Pubhishi
BMVUniversal Music - Z Tunes ASCAP/Son ’35 0t ni-
%'s)agf’ol ram International. BMI). HL/WBM. H100 22,
THE SWEI:'TEST LOVE (I Like Em Thicke. ASCAP) RBH

SWING &Dawn Raid Music Publishing, BM{/Universal
Music Corporation, ASCAP/Soulja Boy Tellem Music
BMV/Croomstacutar Music. BMUElement 9 Hip Hoj
E(I\)Apvzaskm Care Of Bustness, BMI), HL/WBM, H100 45,

SWING YA RAG (Crown Club Publishing, BMI/Wamer-

Tameriane Publishing, BMVUniversal Tunes.
SESAC/Songs Of Universal, SESAC), HLAWBM, RBH 86

TAKE A BOW (Universal Music - Z Songs BMI/Pen n The

Ground PubI;smT\? ASCAP/Universal Music - 2 Tunes
ony/A Harmor%y ASCAP/EMI Apri(. ASCAP).
LWBM
TAKE YOU OOWN {Songs Ot UmvelsaI BMICutture
Beyond Ur Experience Publishing, BMVFnsI Avenue
Music PRS/Universal Music - MGB Songs,
ASCAP/Demis Hot Songs ASCAP/EMI Apnii
ASCAP/AImo Music, ASCAP/Strange Motel Music,
ASCAP/Underdogs West Songs. ASCAP) HL/AWBM,

RBH 22

TARDE 0 TEMPRANU (Mostly Sad Songs. ASCAP/WB
Music. ASCAP: LT 29

TEENAGE LOVE AFFAIR (Lellow Produchions,
ASCAP/EMI Apnil ASCAP/Touchyteely Music,

ASCAP/Plantife enence Music, ASCAP/Uncle Bobby
Music. BMVEMI ood. BMVStnpe Music. BMIv-
n; 6 BMI), 23

UIERO EdlIonaI San Angel SA DECV}LT2

TEOU LA ON 1CE {Black In The Saddle. ASCAP/Romantic
Ficton Music ASCAP/Universal Music Corporation.
ASCAPMacirhyco Music, ASCAP) HLWBM CS 56

TE REGALO AMORES (Mafer ASCAP/Los Magnificos
Publishing ASCAP/Editora Musical Mambo, ASCAP) LT

30

TEXT MESSAGES (Universal Music - Z Tunes,
ASCAP/ahmads World, ASCAP/Bob D Terry Pubhishing,
BMVEMI Blackwood BMY/5700 Park Music BMI/Chns
Symtonikz Lewws Publishing BMUJarmane Hoox Davis
Publishing. BMYNick Bain bIIShIO? BMUAnather Juke
#(aBm BMI ongsOI Windswept Pacific BMI). HL/WBM

THATS WHAT YOU GET (WB Music, ASCAP/BUI Father
IJusI Want To Sing Music ASCAP/Joshs Music
ASCAP/Hunterboro Music, ASCAP), WBM. H100 86,

POP 40
THIS IS ME (Walt Disney Music Company, ASCAP) POP

THUNDER ( EMI nI ASCAP/Mamn Johnson Music,
ASCAP) H
ETIME OSI;WSY LIFE (19 Music Ltd ASCAP) WBM

H100 48 POP 55
TRADING PLACES (.1 s ASCAP4 A
ASCAP/SEny ATV Vilody. B MIWB Musi

ASCAP/ZOB Music Puplsng, ASCAP). “wem

RBH 4

mESIPEE‘ImUSIC I, BMUSongs Ot Camaleon, BMIj LT 42

TROUBADOUR (Ash Sireet, ASCAP/Big Loud Snirt Indus-
tiies ASCAP/Big Moulage Music, ASCAP/Sony/ATV
Cross Keys, AS! AP/Les eSaIcher BMUSony/ATV Tree
8MI, HL CS8.H

T-SHIRT (Andrew Framplon Music, BMVEMI Blackwood
BMI/Wagkne Wilkins Music, BMIE1 HL.H10058 POP 31

TURN HEADS (VoMunie Publisting ASCAP/Side That
Music, ASCAP/EMI April. ASCAP/Jamall Willingham
Publishing, ASCAP/WeF 11 10 Publishing. ASCAPAT
Moe Publishing, BM1} RBH 75

u

UH HUH (Shark Squad Assassins. ASCAP/Grand Hustle
PubIIshln ASCAI’/WB Music, ASCAP/EMI Aprl,
ASCAP/S ide Tnal Musm ASCAP/Reginass Son Music

H 66
EL ULTI&IO VALS (Sony/ATV Latin, BMI} LT 47
UNBEAUTIFUL (Religion Music Publishing, BMI/Mara-
lgoge AB. STIM/Koball Music Publishing, ASCAP) POP

U‘NI;ELIEE\SIGIBLE {ANN MARIE) (Beautiful Monkey Pub-

1Shin

UPPER MIODLE CLASS WHITE TRASH (Mike Curb
Music, BMYSweet Hysteria Music, BMSongs Of Muohw
Ists Music. BMUKobalt Music Pubishing ASCAPAVista
Larga Music BMI). WBM. CS 50

v

VACATIDN (Young Jeezy Music Inc . BMVSo Inkredibles
SESACACnasty Music, BMVMoIIm%s usIc
ASCAP/EMI Blackwood. BMI). HL RBH

VIVA LA VIDA (Unlversal Muswc MGB Songs. ASCAP).
HL/WBM. H100 16. POP 2

VIVE Y OEJAME VIVIR &’ugd BMI) LT 16

VOICES (Runnin Befund snmg ASCAP/EMIApnI
ASCAP/BIg Loud Shirt Industnes, ASCAP) CS 58

w

WAITIN' ON A WOMAN (EMi April ASCAP/Sea Geyle
Music, ASCAP Emma And Maddie, ASCAPWarner-
Tamerlane Publishing, BM1) HLWBM. CS 6, H100 57

WAKE IT UP (Heavy Un The Grnd Emeféﬁmnt Publish-
ing, BMI/8th Grade Music Publishing, BMVEMI Black-
wood, BMiByetall Music, ASCAP/Sony/ATV Tunes,

SCAP/DeIaI\Iu Pubhsnmg BMI) HL.POP 83 RBH93

WASSUP S 850/50 Entertainment
BMI/DII Pool Musm ASCAP) RBH 81

WHAT ABOUT NOW (EM! Blackwood. BMIBug
BMY12 06 Publishing BMU7 Months Of Shadows Pub-
lishing, BMVDwight r?'e Musm BMVSmeIIs Like Metal.
SOCAN! HL/WBI 0P 32

WHATCHA THINK ABOUT THAT (My Die! Starts Tomor-
row, BMI/Sangs Of Universal, BMIPeermusic, BMV2412
Songs, BMI/Dat Damn Dean. BMiMass Confusion,
ASCAP/UnwersaI Musm Cor orafion. ASCAP/Universal

Music - MGB Songi ), HLWBM POP 74

WHATEVER YOU LIKE (C rown Clup PunIlshlng
BMyWamer-Tamerlane ohsmng BMUJimipu
BMI/Rlcco Bamno Mnuc ASCA 7EM BIackwood BM)).

LAWBM, H100 1, POP 6,

HL/WB!
WHAT THEM GIRLS LIKE (Ludacns Worldwide Pubhsh-
ASCAP/EM! April ASCAP/Team S Dot Publishing,
BMVano Music BMISongs Of WunosweFI Pacific,
BMI/Rodney Jerkins Productions. BMVEM Blackwood
BMI, HL, H100 49, POP 67, RBH
WHENEVER YOU'RE AROUND (Blues geASCAP/La
Kasa Sole, ASCAP/EMI Apnl ASCAP/Next Generation,
ASCAP/niversal Music Corporation, ASCAP/Jatcal.
ASCAP) HLWBM, RBH 85
WHEN | GROW UP (EM| Blackwood. BM/Rodney
Jerkins Productions. BMUniversal Music Corporation,
ASCAP/TNT Explosive Publishing, ASCAP/EM|,
PRS/Glenwood Music Corporation PRS), HLAVBM,

H100 32,
WHEN | SAID I WDULD (Sony/ATV Cross Keys.
ASCAP/My Good Girl ASCAP/Tone Ranger
ASCAP/Songs Of Combustion Music, ASCAPMusic Of
Windswept. ASCAPNo Such Music, SOCAN). HL. CS

59

WHEN IT HURTS (Grindtime, BMUSongs Ot Unwevsal,
BMIZAntonio Dixon's Muzik. ASCAP/E D) Duz [t BMIArv-
ng BBM"%Ungevdog East Songs. BMVEMI Apnil. ASCAP).

L/WI

WILL | EVER [("Lyie In Publishing ASCAP/Sony/ATV
Tunes ASCAP). HL. RBH 65

WOMAN (Unversal fusic - Z Tunes, ASCAP/Anmad's
World, A CAP/Sony/ATV Tunes, ASCAP/Life Print,
ASCAP), H/WBM RBH 37

WORDS (Bug Music. ASCAP/Sou Sandwich.
ASCAP/GoId & lron, ASCAPWB Music, ASCAP). WBM

RBH 62

THE WORLD SHOULD REVOLVE ARDUND ME (Plush
moon Productions BMYS- Curve Songs Worldwude
BMUkarmaliciousmusic. BMUka
ASCAP/Earl Randle. BMVSongs OI Unwersal BMUIrving,
BMD), HL/WBM, POP 94

YOu CAN LET GO (I Want To Hold Your Songs.
BMIWords To Music, BM/Dimensional Music 01 1091,
ASCAP/A Slin Anu A Prayer, ASCAP/Cherry Lane.
ASCAP), CLI S &3

YOU GOT ME alcn The Sasqualoh Music, BMI/Z-Daz
Zhistic Music. ASCAP) P

YOU LOOK GOOD IN MY SHIH’T SOI/XI/AW Tree
%\AVG%I VIéaIch BMY/Wenonga, BM/NEZ, BMI), HL CS

YOURE EVERYTHING (2 Tnli Enl rises, ASCAP/4
Biunts Lit At Once. ASCAP/Sony/ATV Songs.
BMUCrump Tight Puohsnl%A CAP/Premro Publishing,
BM I||I N-The Water, BMI/Noddfactor Publishing.

Ag | ASCAP), HL. RBH 69
U RE THE ONLY ONE (Indxa B Music, BMSongs Of
Universal Polﬁram International. BMUD le's Music
Publishing, BM/Paradise Forever Music. BMI) RBH 18
Y QUE QUEDE CLARO {Not Listed) LT 9
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CONNECT WITH THE MUSIC INDUSTRY’S MOST IMPORTANT DECISION MAKERS

B VARICE

For ad placement in print and online call Jeff Serrette 800-223-7524/jserrette@billboard.com
Call Benjamin Alcoff - Help wanted advertisment postings in print and online 646-654-5416/Ben.Alcoff@nielsen.com

TPLACI

REAL ESTATE

Robbie Calvo

robbiecalvo@comcast.net

cal

1038 Windsor, Gallatin, TN. $2,650,000
Dark Horse Studio, Franklin, TN. $3,999,000
Sonoma Mountain Studio & Estate, Sonoma, CA. $7,450,00

Melinda Barrington
615-305-7539 615-473-6113

' REAL ESTATE

PROFESSIONAL
SERVICES
READY TO RECORD? HOW
ABOUT SOME FREE HELP?

Contact us today
and we'll send
you your FREE

SONGS FOR SALE

L. Hunter Music affiliated with BMI
have Beautiful Love Ballard for sale.
Title “It. Must be Magic” Copyright
1985 Writer Aubrey Hunter
International Society of Poet’s Hall
of famer and best Poet of 2007.
Recording Artist Mercy Angel

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.0.Box A Trenton, N.J. 08691-0020

email: scorpiomus@aol.com

High atop the ocean side of Sonoma Mountain |
in the Wine Country lies a prestigious. gated, 6
building country estate & world-class recording
studio with views of the Pacific Ocean.

Situated on nearly 9 acres this compound boasts
7 bedrooms, 9 baths. 9 fireplaces. & lush gardens
accented by award-winning landscape design.

There are 2 guest houses, a theater & entertain-
ment suite. exercise gym and pool cabana & bath.
a large pebble-bottomn heated poo! & spa, 3 horse
pastures, a poolside kitchen. a 2-story trec house
& a world-class recording studio disguised as a
New England horse bamn across the private road.

The amazing views and the perfect mix of vintage
analog & state-of-the-art digital make this one of
the most unique and inspiring music creation and
recording venues in the world. Included in the sale
are all tumishings, decorations, and equipment.
INQUIRE ABOUT THE UNIQUE TAX
ADVANTAGES OF THIS PROPERTY

- T

Mastor Tace Recording Company Columbia

, o Records Album the now sounds of DUPLICATION/ 2
| of great recording today. “It Must be Magic” received
tips and tricks. the Golden Poet award in 1988. REPLICATION

Contact: Aubrey 757-971-5874 - tabg SINEMESTERNECom

(866) 677-7911 thunterd27 @vahoo.com - Grammy winning CD mastering -
www.discmakers.com/bb HURIerar=y ) ontime - with original ABBEY ROAD

ey L. HunterMusic, 1016 Anderson analog & state of the art
~)DISC M Street, Suite 1, Norfolk, Va, 23504 DIGITAL MASTERING 201-865-1000
phone: 310-477-8865

FREE

(Advice) robert. hurwitz(@ca.rr.com
HOW DO YOU MAKE YOUR CLASSIFIED AD PAY? ARSNE R ite:

http://www.HurwitzJamesCo.com
By running it consistently — Property Web Site: http:/www.SonomaMt.com

Offered at $7,450,000

Bob Hurwitz

Hurwitz-James Company

consecutive weeks—for impact!!

Rarely does a prospective

customer reply to an ad the very first time it appears. CALL US TODAY AND ASK ABOUT THE

When that customer is ready to buy. Remember, the very week he or she is ready

BILLBOARD CLASSIFIEDS
your advertisement should be in POSITION.

Stay ALIVE and SATISFIED with an ACTIVE CLASSIFIED!!
TOLL FREE
800-233-7524 or 646-654-4697

INTRODUCTORY OFFER FOR NEW ADVERTISERS!
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TURNTABLE

Send submissions to: exec@billboard.com

RECORD COMPANIES: Nacional Records/Cookman Inter-
national names Gerardo Vergara VP of operations. He was
director of national marketing at Univision Music Group.

Sony BMG Nashville promotes Alison Booth to the newly
created position of VP for the company’s A&R department.
She was senior director of A&R administration.

Universal Republic Records appoints Trina Tombrink sen-
ior director for triple A promotion. She was senior director of
triple A promotion at Columbia Records.

PUBLISHING: Sony/ATV Music Publishing elevates Jim
Vellutato to VP of A&R. He was senior director.

©

(W 4
DALL'ORTO

TOURING: Live Nation promotes Jason Garnerto the newly
created position of CEO of giobal music. He was CEO of North
American music.

MEDIA: MTV Networks International taps Antonio Campo
Dall’Orto as executive VP of music brands. He will retain his
current responsibilities as managing director of Europe South,
which comprises Italy, France, Spain, Portugal and Greece.

RELATED FIELDS: Licensing consulting company Rights-
Flow ups Matt Irvin to senior manager of licensing. He was
project manager.

—Edited by Mitchell Peters

WORKS

D-PAN HOSTS GALA FUND-RAISERIN

DETROIT

“The only thing a deaf person can’t do is hear,” says Joel Mar-
tin, co-founder of the Deaf Performing Artists Network in sub-
urban Detroit. That's why some 350 people packed the Magic
Bag club Sept. 19 in Ferndale, Mich., to celebrate D-PAN’s ef-
forts to create music videos for—and by—the deaf, as well as
the release of the organization’s first DVD, “It's Everybody’s
Music Vol. 1.”

The $100-per-head crowd of hearing and deaf people was
feted with a strolling dinner and checked out D-PAN’s videos
for such songs as John Mayer’s “Waiting On the World to
Change” and Fort Minor’s “Where'd You Go,” which incorpo-
rate the deaf artists’ signing as active parts of the performance
rather than merely interpreting the lyrics. Sponge joined D-
PAN co-founder Sean Forbes for a live re-creation of its clip for
Eminem’s “Lose Yourself,” while Detroit musician Liz Larin
sang Christina Aguilera’s “Beautiful,” another D-PAN project.

The evening also rolled out the new Feel the Music technol-
ogy developed at the University of Michigan that allows the
deaf and hearing-impaired to feel musical vibrations even
more vividly via special floor platforms and wired seating areas.
The school is offering a $10,000 prize for any student who can
create a portable product for manufacture.

“You have to get into this totally different headset,” says
“Lose Yourself” co-writer Luis Resto, also a member of Was
(Not Was), who performed a set with his own band that fea-
tured two interpreters signing his lyrics for the audience.

Martin, whose 54 Sound studio has been Eminem’s main
recording base for many years, says the company’s videos have
scored more than 500,000 hits on YouTube and more than 1
million on D-PAN’s own Web site (d-pan.com). D-PAN hopes
to produce about 10 clips per year and, Martin says, “create a
market that was not there before for the record companies and
for the deaf performers.” Gary Graff

Trace Adkins Wrapp -
Capitol’'s Pub Crawl,
performing cutrent hit

single "Muddy Water"” *

with the Choir of Nash

Backstage at Capitot's
Pub Crawl, tfrom left
Trace Adkins, Darlus
Rucker, Emily west,
Luke Bryan ana
Capitot Nashville

CEO Mike Dungan

Bryan, right, interview Trace
_ Adkins for "GAC Nights’

PHOTO: COURTESY OF ALAN MAYOR

R
Emily West
performs i Dan
cGingss Puid

wwWwW americanradiohistorv com

Luke Bryan filled
Nashville's Tin Roof
to capacity.

/58)
CAPITOL RECORDS
PUB CRAWL

Capitol Records Nashville hosted its second annual
Pub Crawl Sept. 18 on the streets of Nashville. Approx-
imately 9,000 fans packed Demonbreun Street to hear
free live music from artists Trace Adkins, Darius Rucker,
Emily West and Luke Bryan, who returned by popular
demand for his second Pub Crawl. PHOTOS: COURTESY OF
CHRIS HOLLO/HOLLO PHOTOGRAPHICS EXCEPT WHERE NOTED

Capitol Mashville’s
newesl member of
the family, Darius
Rucker, performec|
many songs off. his
country debut,
“Learn to Live,
including his No. 1
single “Don't

Think | Don't

Think About it.”
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Columbia Records presented
AC/DC with a plaque marking
multiplatinum sales of the band’s home videos
“Live at Donington,” “Family Jewels” and “Plug Me In."
From left: Columbia Records VP of digital marketing and
business development Glenn Frese, AC/DC's Malcotm Young,
Columbia Records VP of publicity Benny Tarantini, Sony Music Labei
Group chairman Rob Stringer, AC/DC's Angus Young, AC/DC manager Alvin
Handwerker, Columbia Records chairman Steve Barnett, RMC International
marketing consultant Robbie Mcintosh, AC/DC's Brian Johnson, Columbia
Records VP of marketing Greg Linn and Scoop Marketing publicist Larry Soiters.

STAND UP FOR A CURE

Dave Matthews Band headlined a sold-out benefit concert Sept. 10 at New
York's Madison Square Garden, raising funds for the cancer research group
Stand Up for a Cure. Matthews was joined by opening act Ingrid Michaelson
and actress Julia Roberts, who hosted the event. Celebrity DJ Samantha
Ronson spun tracks at the pre-party.

ABOVE: From left: Dave Matthews, Julia Roberts and Stand Up for a Cure
executive director Jordan Belkin.

BELOW: Original Signal artist Ingrid Michaelson hangs backstage with RED
senior VP of promotion Danny Buch after her opening set.

| insiDE TRACK NN
WHOLE LOTTA LED

N

{1guw

J Records singer/songwriter Jazmine Sullivan celebrates at Tribeca’s Bubble
Lounge after performing at the Knitting Factory Sept. 17 in New York. The
event, sponsored by Mozes, was in support of Sullivan’s critically acclaimed
debut album, "Fearless.” From left: J Records president of A&R Peter Edge,
Sullivan, BMG Label Group chairman/CEO Barry Welss and RCA Music Group
executive VP/GM Tom COrson. PHOTO: COURTESY OF ROWENA HUSBANDS PHOTOGRAPHYY
BLINK OF AN EYE

it miy

2t loud

Se

" |MA

After piaying the first concert at
Berlin’s new arena, O2 World, Sept. 12, Metallica was
presented with United Buddy Bears statuettes, which symbolize
the city. Pictured at the venue, from left: Q Prime Management co-founder
Peter Mensch, Metallica’s Lars Ulrich, Universal Music Germany president/CEO
Frank Briegmann, Metallica’s James Hetfield, Universal Music Germany managing
director of international Thorsten Koenig, Metallica’s Kirk Hammett, O2 World Berlin GM
Mike Kelier, Universal Music Germany senior director of promotion for international Sven Kilthau-
Lander, Metallica’s Rob Trujillo and Universal Music Group International senior VP Tony Harlow.
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HPSG EVer DVD

FirGt New Release In
14 Years
2 HOUPS OF MuSie

14 classic hits that have helped sell 50
million records, including “Cisco Kid,”
“Low Rider” “The World Is A Ghetto,”
and “Why Can’t We Be Friends”

- American Public Television Concert Special will
run starting 4th quarter

- WAR has performed in front of more than 1 million
Fans this year

" Hear WAR’s music in Grand Theft Auto IV, EA Sports
Skate 2, Guy Ritchie’s “R WRolla,” “Be'ver'lg Hills
Chihuahua,” and, of course ge Lopez Show”

Also available on
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Also Coming N
“WAR Collector
Box Set: The Eigh
Gold and Platinum
Studio Albums”

In Stores october 14
€ e p4 -

AVENUE RECORDS

® 2000 nue Records HOB GAR=NANIG
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~ Congratulations to WR
2009 Rock and Roll Hall of Fame Nominee

www.WAR.com
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