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CONGRATULATIONS TO OUR 2008 

REB3A MCENTIRE 
GOLDEN 

NOTE 
AWA R D 

GARY OVERTON 
PUBLISHER 

OF THE YEAR 
EMI MUSIC PUBLISHING 

KEITH ANDERSON 1)1 El? KS BENTLEY DARRELL BROWN DEANNA BRYANT CANDY CAMERON LISA CARVER KENNY CHESNEY 

NOAH GORDON ASHLEY OORLEY TRAVIS HOWARD KYLE JACOBS TIM JAMES ROD JANZEN .113 WEI. 

KEI..I.EY LOVELACE RICHARD MARX CLAY MILLS GLEN MITCHELL DAVID LEEMLTI 91V E N NNIF'ER NF'l'TLES T1 SI O1l'F.NS BRAD PAISLEY 
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COUNTRY MUSIC AWARD WINNERS 

DAVE BERG RACHEL THIBODEAU ALAN JACKSON 
SONGWRITER SONG SONGWRITER /ARTIST 
OF THE YEAR OF THE YEAR OF THE YEAR 

"GOOD DIRECTIONS" 
PUBLISIIEI) BY: CASTLE STREET 
MUSIC AND DAN HODGES MUSIC 

KELLY CLARKSON PHILIP DOUGLAS CHRIS DUBOIS JIM FEMINO RADNEY POSTER TIM GALLOWAY MARIA CANNON -GOODMAN 

liltl2'1^l' .1ON1?N 1,1'IC15 I.Alltl) To NY LANI? .)<>b: LEATHERS 

lib:i,I.II? Ii1J?ü DON l'OY'I'IIKIStiS HUH ItK.(:.AN .IOIINNI' ILKII) 

GARY LEVOX 

11 
.1011': 12I('ll 

CHRIS LINDSEY HILLARY LINDSEY 

I,EANN RIMES JOE DON ROONEY 

CHRIS STAPLETON NEIL THRASHER DAVE Tt l' NBULL JOSH TURNER CHRIS WALLIN CIII'CR R1('K`7 LONNIE WILSON CRAIG WISEMAN 
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7 NAVIGATING THE 
STORM Music 
startups raise funds 
in credit crunch. 

12 With The Brand 
13 The Indies 
14 On The Road 

16 Digital 
Entertainment 

17 Retail Track 
18 Global 

20 Latin 
21 Q &A: Eric 

Sherman 

FEATURES 
COVER STORY 

22 TAYLOR SWIFT 
GOES GLOBAL With 
the release of "Fearless," Swift 
unveils a plan to introduce the 
world to country music. 

26 CASHING IN Long the 
favorite of distributors for its 
innovative marketing and 
merchandising, Best Buy 
pushes a deeper $9.99 price 
experiment. 

MUSIC 
29 SOUL SURVIVOR 

Tom Jones gets 
back to basics 
with S -Curve 
debut. 

30 Global Pulse 
32 Underground 
33 Reviews 
35 Happening Now 

IN EVERY 

6 Opinion 
37 Over The Counter 
37 Market Watch 
38 Charts 
52 Marketplace 
53 Executive 

Turntable, 
Backbeat 

ON THE COVER: Taylor Swift photograph by Anthony Baker. 

20 

DMII dtiONII 
LATIN 
Join us at the Eden Roc to 
celebrate the 20th 
anniversary of the 
Billboard Latin Music 
Conference & Awards, the 
single most important 
Latin music industry event. 
Visit billboardevents.com 
for details. 

TOURING 
Attend the Billboard 
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. 

4 BILLBOARD OCTOBER 25, 2008 

BILLBOARD 

FILIVI & Tv MUSIC 
The Film & TV Music 
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. 

I311_I_I30ARD AT CIV1.1 

The Billboard staff will be 
out and about during the 
annual CMJ Music 
Marathon in New York, 
offering complete 
coverage of the hottest 
new bands and showcases. 
Visit billboard.com for the 
full scoop. 
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THE BILLBOARD 200 
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TOP WORLD 
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ROCKET MAN NUMBE 

sudbury, ontario 
sudbury arena march 2, 2008 

kitchener, Ontario 
kitchener memorial auditorium march 3, 2008 

calgary, alberta 
pengrowth saddledome september 12, 2008 

edmonton, alberta 
rexall place september 13, 2008 

saskatoon, saskatchewan 
credit union centre september 15, 2008 

regina, saskatchewan 
brandtcentre september 16 &17, 2008 

winnipeg, manitoba 
MTS centre september 19 &20, 2008 

sold out 
LTVE flRTlOrl 

halifax, nova scotia 
halifax metro centre september 26 & 27, 2008 

moncton, new brunswick 
moncton col seum september 28, 2008 
saint jóhn, new brunswick 
harbour station september 30, 2008 
st. john's, newfoundland 

mile one centre october 2 &3, 2008 
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OPI N I \ EDITORIALS COMMENTARY LETTERS 

Niche Is Good 
In The Mainstream, You're Merely One Among Many 

BY JAVIER ESCOBEDO 

"We'd like to get out of this niche and 
become more mainstream." 

This is a comment that I have heard 
many times among multiple constituen- 
cies in the Latin music business during 
conversations about licensing songs to 
advertisers. And the comment is usu- 
ally accompanied by a complaint about 
how advertisers do not recognize the 
growing popularity of certain genres. 

My counterargument is that niche 
genres have economic barriers that pre- 
vent them from becoming mainstream 
and that a jump to the mainstream in 
the licensing realm requires more than 
a growing fan base and increased album 
sales. Moreover, I argue, being a strong 
player in a niche is good and can be more 
profitable than being yet one more 
player in the mainstream. 

Let me explain this economic barrier 
with an example: Take the regional Mex- 

ican genre. As the population of Mexi- 
can- Americans and immigrants has 
boomed, the genre has grown in popu- 
larity more than any other, resulting in 
an increased interest among acts, man- 
agers and labels to seek national licens- 
ing deals. After all, if 65% of U.S. 
Hispanics are of Mexican origin, any 
advertiser wanting to reach a majority 
of Hispanics should be using regional 
Mexican, right? 

Wrong. Economic barriers won't 
allow it. 

To understand these barriers, we need 
to understand the minds of marketers, 
which sometimes can be harder to un- 
derstand than nuclear physics. Adver- 

tisers care mostly about the demograph- 
ics and habits of the target consumer 
for their product. Marketers look at the 
demographics of the fan base of a genre 
and compare it with the demographics 
of their consumers. 

One way to understand the demo- 
graphics of a genre's fan base is by ana- 
lyzing who listens to that radio format. 
Slightly less than one -quarter of Hispan- 
ics have recently listened to regional Mex- 

ican radio. But about half of Hispanics 
have recently listened to contemporary 
pop radio. Yes, in English. The Hispanic 
listener of contemporary pop radio is also 
younger and has more disposable in- 
come. How's that for mainstream? 

So, if you think like a marketer, you 
would never use a regional Mexican tune 
for a mainstream product aiming to 
reach a national Hispanic audience, no 
matter how fast the genre is growing. 
You would much rather use the pop song 
you have in your general marketing cam- 
paign or a crossover pop act that plays 
well against the mainstream demograph- 
ics. And in an environment that requires 
efficient marketing investments, adver- 
tisers won't overlook this barrier. 

However, if you are the marketer of a 

product catering to lower- income, 
slightly older Mexican -Americans living 
in the Pacific, Mountain and /or South 
Central areas, you would immediately 
go for regional Mexican. No one reaches 
that niche with a level of engagement 
that even approaches regional Mexican. 
And that "niche" is roughly 50% of the 
Hispanic population in those areas. 
There are such categories as calling cards 
or food staples that are a perfect match 

and would gladly go for an artist that con- 
nects strongly with their target. In these 
days of über- targeting, this connection 
is priceless. Advertisers would pay good 
licensing money for a regional Mexican 
tune in no time if someone explained 
the genre's power to them. 

So, when I'm having those entertain- 
ing "take me to the mainstream" con- 
versations, I conclude by saying that 
being niche is good. It is good as long 
as you understand the economics and 
what constitutes the barriers that main- 
tain that niche status. Remember that 
the barrier not letting you out is the same 
barrier that is not letting others in. 

Javier Escobedo is managing partner of 
Hispanic ad agency OLE in New York. 

1=1=I=D13ACIC 
DON'T FORGET THE ARTISTS 
In "Singing a New Tune" (Billboard, Oct. 
4), Antony Bruno discusses the independ- 
ent labels' efforts to obtain equity in My- 

Space Music but is conspicuously silent 
on how recording artists will share in the 
equity stakes offered to the major labels. 
Most artist contracts require labels to 
share licensing revenue. This means that 
the value of the equity received by the 
major labels from MySpace Music should 
be shared with the creators whose work 
is being licensed. 

Since 2000, the Future of Music Coali- 
tion has been tracking and sometimes 
facilitating the ongoing conversations 
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about potentially rewarding new busi- 
ness models. We encourage such talks 
and experimentation. However, the 
needs of those who actually create the 
music -the performers and songwrit- 
ers- cannot be overlooked in discus- 
sions between corporate content owners 
and those seeking to build businesses 

using artists' works. 
Music will only survive if artists, and 

not just corporate stakeholders, are 
fairly compensated in all emerging 
business models. 

Ann Chaitovitz 
Executive director 

Future of Music Coalition 
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THE 
LATEST 
NEWS .1, 
FR alA 
» >MYSPACE 
RELAUNCHES 
KARAOKE 
SERVICE 
Social networking 
site MySpace has 
relaunched its 
karaoke service, 
which now includes a 

video recording 
function where users 
can film themselves 
singing and post the 
video to the site. 
Previously, only 
audio recordings 
were possible. In the 
six months since 
MySpace first 
introduced the 
karaoke feature, 
more than 4 million 
members have used 
the service, posting 
500,000 -plus 
recordings. 

» >EMINEM 
TO RETURN 
WITH 
`RELAPSE' 
After months of 
rumors, Eminem 
announced the title 
for his sixth album, 
"Relapse," during an 
on -air launch party 
for his book, "The 
Way I Am," published 
by Orion Books. 
Eminem also intro- 
duced a new track, 
"I'm Having a Re- 
lapse." While a re- 
lease date hasn't 
been confirmed, the 
set will allegedly hit 
shelves before year's 
end. Interscope 
representatives were 
unavailable for 
comment at press 
time. 

»EAGLES, 
KID ROCK, 
WAILERS 
ADDED TO 
CMA LINEUP 
The Eagles, Kid Rock, 
the Wailers, Trace 
Adkins and Lady 
Antebellum join the 
growing list of 
performers for the 
42nd annual Country 
Music Assn. Awards. 
Previously confirmed 
performers include 
co -hosts Brad Paisley 
and Carrie Under- 
wood, along with 
Brooks & Dunn, Alan 
Jackson, Miranda 
Lambert, George 
Strait, Taylor Swift 
and Keith Urban. The 
show airs live from 
the Sommet Center 
in Nashville Nov.12. 

ROAD WARRIORS 

tour award iïnalists 

BE LIKE THOM 
on direct -to- 

consumer music sales 

GO WEST 
Bollywood stars make 

inroads in Europe 

RANCHERA RULES 
Vicente Fernández tour 

breaks records 

RI 
LIT FUSE 

A chat with the music 
network's prez 

BY ANDRE PAINE and CORTNEY HARDING 

NAVIGATIN 
THE STORM 
Music Startups Raise Funds In Credit Crunch 

A rock -solid business model, a 

strong management team - 
and perfect timing. Those are 
the prerequisites for music 
startups seeking financing as 
the credit crunch bites, accord- 
ing to those who've just 
emerged from the process. 

Paris -based digital distribu- 
tion and marketing service Be- 

lieve secured a second round of 
funding in early September 
from French venture capital 
(VC) firms XAnge Private Eq- 

uity and Ventech, raising 4 
million ($5.4 million). 

"We were ahead of all the 
major market movements of 
the past couple of weeks," 
founder /president Denis Lade - 

gaillerie says. "Had we been in 
the [current] turmoil, the dis- 
cussions would probably have 
been more difficult." 

Yet Ladegaillerie, who man- 
aged the Internet and new 
media for Vivendi in the United 
States before launching Believe 
in 2005, believes the lessons 
learned in the 2002 dot -com 
crash about unproven business 
models have been crucial for 
new Web companies in the 
present climate. 

"That's why we're very care- 
ful about building a company 
from a financial standpoint for 
investors," he adds. 

A number of other music - 
related Internet startups all 
recently closed Series B 

rounds of funding, including 
New York -based ReverbNa- 

tion, which provides market- 
ing solutions for independ- 
ent artists. On Oct. 7, the 
company announced it had 
raised $3 million from three 
VC firms. 

"This is the eighth time I've 
raised capital and the bar is 
much higher now," ReverbNa- 
tion CEO Mike Doernberg 
says. "They looked at us much 
more critically this time 
around, for sure." 

According to data from the 
National Venture Capital Assn. 
and Thomson Reuters, the 
number of U.S. venture funds 
raising new cash in the third 
quarter- before the recent fi- 
nancial meltdown- dropped 
to 55, from 78 during the same 
period last year. The total 
amount raised in the quarter 
came to $8.6 billion, a 6% de- 
cline from $8.1 billion in the 
year- earlier period. 

"Obtaining venture capital 
is always challenging," says 
Jason Caplain, a general part- 
ner at Raleigh, N.C. -based 
Southern Capitol Ventures, 
which invested in ReverbNa- 
tion. "But outstanding entre- 
preneurs with a great idea in a 

big market always get funding. 
For first -time entrepreneurs, it 
can be a lot harder. They might 
consider getting traction with 
their company before ap- 
proaching a VC. 

"There are a lot of music 
startups out there without a 

real business model," he adds. 

ILLUSTRATION BY JESSE LEFKOWITZ 

"Over the next 12- 

18 months, capital 
for those compa- 
nies will continue 
to dry up." 

Even companies 
with strong models 
might find them- 
selves facing a 

tougher sell. 
"It's really a ques- 

tion of burn rate," 
says Tony Bifano, a 

partner at Philadel- 
phia -based ETF Ven- 

ture Funds, which 
also invested in ReverbNation. 
"The economic situation might 
have a larger impact on bigger 
companies, because they're 
usually seeking bigger invest- 
ments. Growing companies and 
new players have an excellent 
opportunity in this marketplace, 
if they are strong and asking for 
a smaller investment." 

Swedish startup Spotify, 
which announced licensing 
deals Oct. 7 with all four major 
labels, Merlin and the Orchard 
for its ad- funded digital music 
service, created confidence 
when its cash -rich founders in- 
vested in their own startup. For 
the first financing round, Spo- 
tify raised 15 million ($20.4 
million), with Oslo -based VC 

firm NorthZone investing 8 
million ($10.9 million). 

"It's easier today than just 
after the first dot -com [bub- 
ble] burst," Spotify founder/ 
CEO Daniel Ek says. "There's 

more focus on getting a busi- 
ness model to be profitable 
than ever, and that's the key 
element that has changed for 
venture capitalists." 

NorthZone general partner 
Pär- Jörgen Pärson says current 
market conditions present chal- 
lenges for VC firms. 

"This market is not the best 
to sell companies in," he says. 
"And since we have 60 compa- 
nies in our portfolio, there are 
inevitably some that we have to 
wait to sell until a later date." 

London -based VC firm In- 
genious Media has been a 

leading investor in music 
companies, including 19 Enter- 
tainment. With a recession 
looming, commercial director 
Duncan Reid says Ingenious is 

"not interested in [music] busi- 
nesses with very narrow ex- 

ploitation models." 
Ingenious is discussing fur- 

ther funding of existing invest- 
ments, such as London's 
Underage Festival. But Reid 
says investors will be seeking 
better terms for startups. 

"It might mean a bigger 
share of the venture than they 
would have been asking for a 

little while ago," he says. 
Finally, ReverbNatiori s Do- 

ernberg cautions that not all VC 

funds are created equal. 
"Good investors are not 

going to panic, but some ven- 
ture firms will lose money," he 
says. "You are going to see 
firms that made capital calls 
not being able to make the con- 
tributions they promised. They 
are contractually obligated to 
do so, but it's not like a startup 
can really sue." . 

MOBILE: For 24/7 news and analysis on your cell phone or 
mobile device, go to mobile.billboard.biz. 
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» >BUSH SIGNS 
ANTI -PIRACY 
BILL 
President George W. 
Bush signed into law a 

controversial bill that 
would stiffen penalties 
for movie and music 
piracy at the federal 
level. The law creates 
an intellectual property 
czar who will report 
directly to the 
president on how to 
better protect 
copyrights 
domestically and 
internationally. The 
Department of Justice 
had argued that the 
creation of the position 
would undermine its 
authority. The RIAA and 
the Motion Picture 
Assn. of America 
backed the bill, as did 
the U.S. Chamber of 
Commerce. 

» >BRITNEY TO 
TOUR NEXT 
SPRING 
Britney Spears will begin 
a tour next spring, 
produced by AEG Live. 
Sources say the trek will 
likely be international in 
scope, as were recent 
AEG Live -produced 
outings by Bon Jovi and 
Justin Timberlake. 
Spears last toured in 
2004, grossing more 
than $34 million, 
according to Billboard 
Boxscore. The artist will 
hit the road in support of 
her new album, "Circus," 
due Dec. 2 via Jive. 

» >McGRAW 
APOLOGIZES 
FOR HITS SET 
Country superstar Tim 
McGraw has apologized 
to his fans for Curb 
Records' decision to 
release a third greatest - 
hits package of his 
material. According to a 

release from his 
publicist, "Greatest Hits 
3" was released Oct. 7 

without McGraw's 
involvement. In a 

statement, Curb claims 
its executive VP /GM 
Dennis Hannon "had 
numerous conversations 
with McGraw's 
representatives" about 
the album. But the label 
admits it shares 
McGraw's 
"disappointment with 
the first week's sales 
levels," which it blames 
on "the collapse of the 
economic and finance 
markets." 

360 DEGREES OF BILLBOARD 

BON JOVI'S most 
recent tour grossed 
more than $200 
million, according to 
Billboard Boxscore. 

Touring Awards 
Finalists Revealed 
Bon Jovi, Bruce Springsteen & the E Street Band and 
the Police are among the finalists for the 2008 Bill- 

board Touring Awards, set for Nov. 20 at the Roo- 
sevelt Hotel in New York. 

All three of those tours are finalists for the top 
tour and top draw awards, which recognize the top - 
grossing and top ticket sellers, respectively. The 
awards are based on data reported to Billboard Box - 

score from Oct. 1, 2007, through Sept. 30, 2008. 

Other finalists include Kenny Chesney's Poets & 

Pirates tour, Journey /Heart /Cheap Trick, and Mary 
J. Blige /Jay -Z with the -Dream for top package and 
Hannah Montana /Miley Cyrus, Jonas Brothers and 
Michael Bublé for breakthrough artist. The latter 
award acknowledges the top -grossing act that breaks 
into the top 25 tours for the first time. 

Top festival finalists are Coachella in Indio, Calif.; 
Lollapalooza in Chicago; and Bonnaroo in Manches- 

BILLBOARD TO 
HONOR CIARA, HARRY, 
CAI LLAT 
Ciara, Deborah Harry and Col - 

bie Caillat will be honored at 
Billboard's third annual Women 
in Music breakfast Oct. 24 at 
New York's St. Regis Hotel. Bill- 
board's top 20 female execu- 
tives will also be announced. 

Ciara will receive the 
Woman of the Year award, 
which recognizes success as a 

recording artist and leadership 
in embracing the changing 
music business. Harry will be 

honored with the Icon award, 
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given to a woman whose art 
and career have blazed trails 
for successive generations. 

Caillat, who broke through 
last year with her debut album, 

"CoCo," will receive the Rising 
Star award, acknowledging 
early success and greatest po- 
tential among artists who have 

released two or fewer albums. 
Billboard's Women in Mu- 

sic issue will be published 
Oct. 24. The list of executives 
is selected and ranked by Bill- 

board's editorial staff and 
doesn't include artists and 
songwriters. Billboard editors 
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vote on several criteria: the 
ability of the executive to 
greenlight major projects, the 
success of that executive in 

the previous 12 months and 
the professional demeanor 
and leadership demonstrated 
by the executive. 

NEW FILM & TV MUSIC 
CONFERENCE 
SPEAKERS 
Three -time Academy Award - 
nominated director Ridley 
Scott and composer Marc Stre- 

itenfeld will speak at the Holly- 
wood Reporter /Billboard Film 

ter, Tenn. The top boxscore finalists 
-for the top -grossing engagement 
-are Spice Girls at the 02 in Lon- 
don, Madonna at Stade de France in 
Paris and Celine Dion at the Bell 
Centre in Montreal. 

On the industry side, Live Nation, 
AEG Live and 3A Entertainment are 
finalists for the top promoter award, 
and the William Morris Agency, Cre- 
ative Artists Agency and Artists 
Group International are the three fi- 
nalists for top agency. Top manager 
finalists are Jon Landau Manage- 
ment, Bon Jovi Management and 
Front Line Management. Venue fi- 

nalists in various categories include 
Madison Square Garden, the WaMu 
Theater at MSG and Radio City 
Music Hall -all in New York -along 
with the Colosseum at Caesars 
Palace in Las Vegas, the 02, Bell 
Centre, Auditorio Nacional in Mex- 
ico City, the Tampa Bay (Fla.) Per- 
forming Arts Center and the Fox 
Theatre in Atlanta. Top club and top 

amphitheater will also be awarded. 
Special award winners this year include Wide- 

spread Panic for the Road Warrior award, Jon Bon 
Jovi and the Philadelphia Soul arena football team 
for the Humanitarian award, "Walking With Di- 
nosaurs" for the Creative Content award and the All- 

man Brothers Band for the Legend of Live award. 
The awards wrap the Nov. 19 -20 conference. 

For a complete listing of finalists, go to billboard.biz. 

and TV Music conference, set 
for Nov. 13 -14 at the Sofitel in 

Los Angeles. 
Streitenfeld composed the 

score for Scott's current re- 
lease, "Body of Lies," as well 
as the director's 2007 film 
"American Gangster," for 
which Streitenfeld received a 

nomination for best music 
from the British Academy of 
Film and Television Arts. 

Previously, Streitenfeld 
worked in the music depart- 
ment for Scott's "Kingdom 
of Heaven," "Black Hawk 
Down," "Hannibal," "Match- 
stick Men" and 2001 best pic- 
ture winner "Gladiator." 

Besides being nominated 
for best director for "Gladia- 
tor," Scott has earned nods for 
"Thelma & Louise" (1992) and 
"Black Hawk Down" (2002). 

The panel will be moder- 
ated by Randall Grimmett, 
senior VP of ASCAP's domes- 
tic membership group. 

VOEGELE SET FOR 
MARKETING TO MEN 
The Marketing to Men 18 -34 
Conference, now in its fourth 
year, will take place Oct. 21 -22 
in New York. 

With more than 150 execu- 
tives in brand marketing, 
entertainment and media, the 
conference will be led by 
Nielsen's research publica- 
tions Adweek, Brandweek, 
Media -week, Billboard and 
the Hollywood Reporter and 
will aid in revealing how best 
to connect brands with 
young men. 

The conference will include 
a performance by artist Kate 
Voegele, who is releasing a 

deluxe version of debut album 
"Don't Look Away" (MySpace/ 
lnterscope) Nov. 4. The deluxe 
edition features a new song, 
plus live acoustic versions of 
the album's tracks. 

For more, go to marketing - 
tomenconference.com. 
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To Whom It May Concern: 

ST SAY NO 
Canada ! to r eta.l. exclusives In 

You wo n't be the first to do so, as these superstar artists have 

recently said no to retail exclusives in Canada: 

Yi AC DC Guns `n' Roses 

lif Bryan Adams John Mellencamp 
y 

era idle Murray Christina Aguilera 
Beatles The Police 

'Genesis 
W e at HMV would like to thank these artists for recognizing that Canada is a separate and distinct country and 

music market from the United States. 

Thank you for recognizing that we have a very different music retail landscape than you have in the U.S. 

Thank Y ou for recognizing that while mass merchants, big box stores, and digital music retailers dominate the 

U.S. landscape, in Canada HMV, a specialty retailer, remains Canada's 
35 %share of physical 

for the 
market). 

purchase of music with nearly 30% share of the total music mar 

Thank you for helping us substantially grow our market share each of the past 5 years! 

That said, the main reason we want to thank you for `just saying no' to retail exclusives in Canada is because 

thousands of our consumers have told us through online surveys that they don't these 
re a e 

exclusives 
indicated 

and they don't like being told where to shop for their music. These surveys have overwhelmingly 

consumer distaste for the exclusive practice in Canada, with of time`?' 

responding "YES" to the question: `Should HMV remove t hat artist from our stores for a period 

So on behalf of the 40+ million consumers who visit our Canadian HMV stores every year, we at HMV Canada 

would like to thank all of those artists who have recently "just said no" to retail exclusives in Canada. 

To those of you who are considering retail exclusives in North America...We ask that you "Just Say No" when it 

comes to Canada! 

It is our hope that all artists and their managers will say "Oh Canada, we 
nguardler lthe 

hee!" 
and 

continue 

a specialty 
to support a vibrant Canadian retail music landscape. One that is led by 

Sincerely, 

Humphrey Kadaner 
President 
HMV Canada 

hmv 40 

canada 
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NEWS 
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»,KEYS LEADS 
AMA NOMS 
Alicia Keys leads the 
nominees for the 2008 
American Music Awards 
with five nominations, 
including artist of the 
year. Following up in the 
nominations tally are 
Coldplay and the Eagles 
with four each. Other 
acts receiving multiple 
nominations are Mary J. 
Blige, Garth Brooks, 
Mariah Carey, Daughtry, 
Flo Rida, Rihanna, 
Carrie Underwood, 
Usher and Kanye West. 
The AMAs will air live 
from Los Angeles on 
ABC Nov. 23 and will be 
hosted by Jimmy 
Kimmel. 

»,LIVE NATION 
INKS TICKETING 
DEAL WITH 
ROSELAND 
Live Nation will handle 
the ticketing at New 
York's Roseland Ball- 
room beginning in 2009 
and running through 
2014. Live Nation is the 
exclusive promoter for 
the Roseland Ballroom, 
which hosts more than 
100 shows and events 
that draw 100,000 -plus 
fans annually. In the last 
few years, Live Nation 
and the Roseland Ball- 
room have presented 
shows by Madonna, 
Dave Matthews Band, 
Coldplay and My Bloody 
Valentine. 

»,OASIS 
BOOKS TWO - 
NIGHT WEMBLEY 
STAND 
U.K. rock act Oasis has 
unveiled stadium dates 
in the United Kingdom 
and Ireland for summer 
2009, including two 
nights (July 11 -12) at the 
80,000- capacity 
Wembley Stadium. The 
band will also play 
homecoming shows 
June 6 -7 at Manchester 
Heaton Park. Oasis last 
played the venue in 
2000, performing two 
nights. The venue has 
since been rebuilt and 
reopened last summer. 

Compiled by Chris M. 
Walsh. Reporting by 
Antony Bruno, Hillary 
Crosley, Ann Donahue, 
Andre Paine, Ken Tucker, 
Ray Waddell and 
Reuters. 

For 24/7 news and 
analysis on your 

. IL mobile device, go to: 
mobi le.bil I board.biz. 

BY ED CHRISTMAN 

TURBULENT TIME 
Nielsen /Dow Jones Media And Money Confab Surveys The Landscape 

While financially turbulent 
times may present buying op- 
portunities for intrepid com- 
panies with deep pockets, 
some executives speaking at 
the Nielsen /Dow Jones Media 
and Money conference in New 
York said they were proceed- 
ing with caution. 

Viacom president /CEO 
Philippe Dauman said the par- 
ent of MTV Networks and 
Paramount Pictures expects to 
grow organically and limit it- 
self to targeted strategic acqui- 
sitions. That's because Viacom 
executives still see plenty of 
growth opportunities by capi- 
talizing on its existing brands, 
Dauman said. 

Likewise, THL Partners co- 

president Scott Sperling said 
that it is better to be "overly cau- 
tious" in the current environ- 
ment. He added that he'd rather 
miss the bottom of the market 
than take on the risk of making 
aggressive bets now. 

The question ofwhether old - 
media companies can produce 
a new winning formula be- 
comes even more crucial in 
these financially turbulent 
times, some panelists said. 

Veronis Suhler Stevenson 
managing partner Jeffrey T. 

Stevenson said the way to make 
money is to pay for content 
once and use it two or more 
times. He cited textbook and 
reference book publishers, who 
are turning their data into data- 

bases that are sold on a sub- 
scription basis to libraries. 

Weinstein Co. co- chairman 
Bob Weinstein said his com- 
pany is betting that a 

DVD explosion can 
happen again in a 

new format, which is 

why it is building a 

film library and ac- 
quiring assets like a 

catalog consisting of 
300 -400 martial arts 
films. There isn't a 

market for those films on TV, 

but there will be online in five 

or 10 years, he said. 
With advertising dollars shift- 

ing to the Internet, former Fox 

Interactive Media president Ross 

Levinsohn, now a partner at ven- 

ture capital firm Velocity Inter- 
active Group, said he believes 
traditional media outlets like 
radio stations and major news- 

papers could go out of 
business. Levinsohn 
also said that he rates 
the possibility of one 
of the major U.S. TV 

networks also going 
away as a "maybe." 

But Richard Wol- 

pers, managing 
partner of VC firm 

Mail Room Fund, cautioned 
that "things happen slower 
than we would think," adding 
that "seven years ago, I would 
have thought the music corn - 
panies would be out of busi- 
ness by now." 

Amid the continuing finan- 
cial market turmoil, media and 
advertising companies face 
tough prospects in the months 
ahead, panelists warned. 

Merrill Lynch media ana- 
lyst Jessica Reif -Cohen ob- 
served that the past 18 

months have been colored by 
a housing recession, while the 
past several quarters have 
seen a decline in businesses' 
spending. Up next, Reif - 
Cohen said, is a "long and 
deep" consumer recession, 
which is likely to hit the 
media and ad industries hard. 

In past recessions, ad spend- 

From left, the Orchard president /CEO GREG 
SCHOLL, Primary Wave Music Publishing CEO 
LAWRENCE MESTEL and Greycroft partner 
DREW LIPSHER discuss the music industry's 
challenges at the Media and Money conference. 

ing has been a 

"lagging indi- 
cator" in that it 

typically doesn't 
take a hit until a 

quarter or two after a 

consumer recession starts 
and doesn't recover until a quar- 
ter or two after it ends, Reif - 
Cohen said. 

That may explain why agen- 
cies and vendors have yet to ex- 

perience severe cutbacks in 
spending. Instead what's been 
happening is "a lot of just -in- 
time buying," Martha Stewart 
Living Omnimedia co -CEO 
Wenda Harris Millard said. 

Agencies and clients have 
been waiting until the last 
minute to commit to media 
plans, leading to more uncer- 
tainty than usual, even in media 
segments like magazines 
where that sort of buying is not 
par for the course, Millard said. 
"We'll continue to see that in all 

the channels," she said. 
Of course, there were plenty 

of back- and -forth exchanges 
on old -media companies. "We 
want to disrupt the hell out of 
existing media companies and 
then we want to help them as 
much as we can," Spark Cap- 
ital general partner Santo 
Politi quipped. 

NBC Universal chief digital 
officer George Kliavkoff re- 
sponded: "This is what makes 
business exciting -people try 
to set us on fire, then sell us 
buckets of sand." 

Additional reporting by Media - 
week senior editor Mike Shields. 

RADIO BY PAUL HEINE 

Tuning Out The Static 
Arbitron's Portable People Meter Gains 
Advertiser Acceptance Amid Lawsuits 

A flurry of recent legal challenges doesn't appear to 
be dissuading advertisers from using audience -meas- 
urement data generated by Arbitron's Portable Peo- 
ple Meter, radio industry insiders say. 

"While there is considerable discussion, there 
seems to be no hesitation to use PPM," Emmis /New 
York senior VP /market manager Dan Halyburton says. 

Similarly, a high- ranking New York -based ad agency 
executive who asked to remain anonymous confirms 
that despite lawsuits filed by the attorneys general of 
New York and New Jersey, it's business as usual. 

"This isn't the first time that we've used unaccred- 
ited data when we have a reasonable expectation that 
it will be accredited in the future," the executive says. 

In a suit filed Oct.10, New York State Attorney Gen- 

eral Andrew Cuomo accused Arbitron of deceptively 
claiming that its electronic ratings system is valid, fair 
and representative of diverse radio markets. In a sep- 
arate suit filed the same day, New Jersey Attorney Gen- 

eral Anne Milgram called the PPM a "new, unaccred- 
ited system for measuring listenership [that] harms 
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minority consumers and violates New Jersey's con - 
sumer fraud, advertising and anti -discrimination laws." 

Both suits sought to halt the release of ratings 
data generated by the PPM system. Arbitron imme- 
diately filed for declaratory judgment and injunc- 
tive relief from U.S. District Courts in New York and 
New Jersey. 

"Arbitron denies all such allegations and intends to 
defend itself and its interests vigorously," the media 
and marketing research firm said in a statement. An 
Arbitron spokesman declined further comment. 

The New York and New Jersey lawsuits followed Ar- 
bitron's commercial rollout of the PPM in eight new 
markets: New York; Los Angeles; Chicago; San Fran- 
cisco; Nassau -Suffolk, N.Y.; Middlesex- Somerset- 
Union, N.J.; Riverside -San Bernardino, Calif.; and San 

Jose, Calif. The PPM system launched last year in 

Houston and Philadelphia. 
Arbitron said the PPM radio audience estimates 

for the eight new markets were to be used as the basis 

for ad buys among subscribing stations, agencies 

and advertisers. 
The PPM is a pager -like sensor worn by survey pan- 

elists, which Arbitron says measures the radio audi- 
ence more accurately than traditional paper diaries. 
But the measurement system has come under sharp 
criticism, mostly from broadcasters that cater to 
urban and Hispanic audiences, who allege the PPM 

system undercounts their listeners. 
Criticism of the PPM system isn't unanimous among 

minority broadcasters. Alfred Liggins Ill, CEO of Radio 
One, the largest radio company that targets urban 
audiences, has voiced support for the PPM. "There's 
going to be a learning curve ... but [electronic meas- 
urement] is reality," he said in an Oct. 11 story in the 
Washington Post. "I'd much rather get reality on the 
road than delay, delay, delay." 

Media services agency Magna, a subsidiary of ad- 
vertising giant Interpublic Group, said in a statement 
that it supports the PPM rollout. 

"Magna is of the opinion that PPM is the superior 
methodology and recommends using the data im- 
mediately," the firm said, adding that "the market- 
place should not continue with an outdated mem- 
ory -based methodology when a more accurate 
passive electronic measurement is available." 

Additional reporting by Radio & Records editors Mike 
Boyle, Julie Gidlow and Ken Tucker. 
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NOVEMBER 13 -14, 2008 SOFITEL . LOS ANGELES 
Now in its 7th year, this unique conference offers attendees tl-e opportunity to learn 
from, network and share their music with over 500 of today's top composers, directors, 
songwriters, record label, advertising, gaming, studio, network and publishing executives as 

well as the best music supervisors in the business! 

RECTOR/COMPOSER LINE -FOX SEARCHLIGHT'S "THE WRESTLER" 
Join us for a spirited exploration of the synergy between the director and 

composer of the award -winning film, "The Wrestler" - Starring Mickey Rourke 

as a retired professional wrestler attempting a comeback. 

DARREN ARONOFSKY 
Director, 

"The Wrestler" 

CLINT MANSELL 
Composer, DOREEN RINGER ROSS 

"The Wrestler" VP Film & TV Relations, 
_ BMI 

' CC/mt has scored all of Darren s 

films since the beginning with 
Pi and they have essentially 
grown up in this business together. 

They are a perfect example 
o f a successful director/ 
composer collaboration, 1 

- RINGER ROSS " 

RegisterToday! 

FOUNDING SPONSOR 

5475 
Registration 

REGISTER 
NOV 12 

Registration: 646.654.4643 
Sponsorships: 646.654.4718 
Sofitel LA: 310.278.5444 
$285 DISCOUNTED ROOM RATE. RESERVE TODAY! 

Full sch . ilable on I le 

www.BillboardEvents.com 
CONFERENCE SPONSORS 

QPMnn 

Firstcom. 

MEDIA SPONSOR 
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Li ax 
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DIGITAL BY ANTONY BRUNO I 

'S name -your- 
e scheme was 
adopted, and 

ada " by such acts as 
Nine In Its and Girl Talk. 

HOW TO PULL 
A RADIOHERD 
Considering Direct -To -Fan Distribution? Keep These Tips In Mind 

In the wake of the first anniversary of Radiohead's 
industry- rocking decision to distribute its album 
"In Rainbows" directly to fans, interest in DIY sales 
strategies is greater than ever before. 

While other artists had previously experimented 
with the direct -to -fan model in place of more tradi- 
tional label distribution, none made as big a splash 
or garnered as much attention as Radiohead. 

CHOOSING A VENDOR 
Don't go it alone. There are a num- 
ber of companies out there that spe- 
cialize in helping artists sell directly 
to fans. Yes, you have to pay them - 
either a flat fee or revenue percent- 
age -but the piece of mind and ease 
of use is worth the nominal fees. 
Services like TuneCore, CDBaby 
and ReverbNation place clients' 
music on such digital retail services 
as Apple's iTunes store, Amazon, 
Rhapsody and eMusic. Other ven- 
dors allow clients to sell directly 
from their own Web sites, such as 
the newly launched Topspin. 

MARKETING TO FANS 
Labels' core strength has always 
been in marketing, so artists strik- 
ing out on their own will have a 

tough row to hoe on this front. Ra- 

diohead enjoyed the ears of the 
mainstream press to get its mes- 
sage out, but that was after its for- 
mer label EMI /Capitol helped 
establish its fan base. 

But it's worth recalling that even the brainy band 
from Oxford, England, ran into problems in its first 
attempt at direct distribution, hampered by an un- 
wieldy online order form, servers that were over- 
whelmed by demand and download glitches. 

Following are tips on how to improve on the 
groundwork that Thom Yorke and company laid 
one year ago. 

Other artists will need to compile 
a good e-mail database, including 
SMS contacts, and some kind of 
viral campaign to let hardcore fans 
promote the music to potential new 
fans. One of the best ways to do this 
is through widgets that allow fans 
to place click -to -buy links on their 
blogs and Web sites or in e- mails. 
Amazon provides an embeddable 
MP3 widget, while other companies 
like Topspin, FanMail and Ning offer 
their own flavors as well. 

SETTING THE PRICE 
Just because Radiohead let fans 
choose how much to pay for "In 
Rainbows" doesn't mean other 
artists distributing their music on 
their Web sites have to as well. The 
whole point is control, and artists 
are free to set any price they like. 

Nine Inch Nails' Trent Reznor has 
tried a variety of approaches -parts 
of NIN's instrumental album 
"Ghosts I -IV" were made available 
for free, but all 50 tracks cost $5. The 
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Dandy Warhols let fans "subscribe" 
to their work, offering early access to 
digital and physical releases, dis- 
counts on merchandise, custom mer- 
chandise and more for $35 per year. 

OFFERING MULTIPLE 
PURCHASE OPTIONS 
If you're going to engage fans di- 
rectly, why limit them to just one 
choice? Sure, they may come to 
download a new album, but that 
doesn't mean that's all you need 
to offer. With the "Ghosts I -IV" re- 
lease, NIN offered not only down- 
loads but also a $10 dual -CD boxed 
set and a $75 deluxe edition with 
DVD and booklet. 

Artists participating in the CASH 
Music system let fans not only pick 
the price for downloading their al- 

bums but also contribute anywhere 
from $10 every three months for 
first dibs on CDs and artwork to 
$5,000 for visits to recording ses- 
sions, shows and producer credit 
on future releases. 

Keep On 
Keepin' On 
Branding Biz Stays The 
Course Amid Credit 
Crunch 

Publishers, ad agencies and branded 
entertainment companies are cau- 
tiously optimistic that music brand- 
ing initiatives will pull through the 
credit crisis relatively unscathed. 

In early October, ZenithOptime- 
dia projected that North 
American ad spending will 
climb 1.8% this year and 
0.9% in 2009, a sharp 
comedown from the 
firm's previous fore- 
cast in June of 3.5% 
growth in 2008 and 
2.7% growth in 2009. 

What does all this mean for 
the music branding business? Some 
nervousness, perhaps, but so far not 
a whole lot else, says David Caruso, 
president of Acme Brand Content, 
which helped Procter & Gamble's 
TAG body spray and Island Def Jam 
start their joint- venture hip -hop label, 
TAG Records. 

"There's fear and uncertainty 
and any time you're in that envi- 
ronment any expenditure, whether 
large or small, will be overly scru- 
tinized," Caruso says. "Right now, 
there's lots of waiting and seeing." 

Primary Wave Music 
Publishing partner /GM 
Justin Shukat says he 
has yet to notice a de- 
cline in synch fees. 

"TV's running at full 
steam and looking to 
find more music," Shukat 
says. "And we're not see- 
ing films coming back 
looking for less music." 

Agencies that license music for use 
in TV commercials say that their 
budgets are either holding steady or 
even, in some cases, going up. 

They also report that there hasn't 
been any letup in the ongoing trend 
of more top -level artists dropping 
their previous resistance to commer- 
cial licensing deals. Publishers are 
making clear that everything in their 
catalog can be bought, for the right 
price, they say. 

"Different people I've spoken with 
on the publishing side are anxious for 
us to get into their libraries," says Vic 
Palumbo, director of production at 
Minneapolis -based advertising 
agency Fallon Worldwide. "They're 
saying that just because something 
was unobtainable before doesn't 
mean it isn't now available." 

Palumbo adds, "We've been in 

conversations with iconic talent, peo- 
ple for whom I would have guessed 

there wasn't enough money." 
Who exactly? Palumbo isn't say- 

ing just yet. 
"Once the economy turns around - 

probably around the Super Bowl - 
you'll see more spots with talent in it 
that you wouldn't normally expect to 
see," he says. 

While names of talent aren't yet 
forthcoming, that sentiment is 

backed up by publishers. 
"Our business is as 

healthy as ever," Sony/ 
ATV Music senior VP of 
global marketing Rob 
Kaplan says. "Brands 
still want music re- 

gardless of the econ- 
omy. You can get, within 

reason and price, whatever 
artist you want." 

For some branding industry ob- 
servers, the current state of the econ- 
omy is reminiscent of previous peri- 
ods of economic uncertainty. 

"Conversations I'm having are 
tracking like 2001 and the early 
'90s," says Kevin Townsend, man- 
aging partner at branded entertain- 
ment company Science + Fiction. 
"What I'm hearing from advertis- 
ers is usually that they'll stay the 
course, if not dial it up. That's be- 
cause there's more competition 

and they need to be 
smart competitors." 

Agencies are quick 
to stress that a shift in 

music strategy carries 
risks. For a brand that 
has established its 
identity as one that 
uses recognizable pop- 
ular music, to shift to a 

lesser -known artist in a 

money would deviate 

With 
Bran 
KAMAU 
HIGH 

The 
d 

bid to save 
from a carefully plotted strategy, 
agency executives say. 

"I don't think client or agency 
points have changed based on econ- 
omy," Leo Burnett Worldwide exec- 
utive VP /director of production Chris 
Rossiter says. "Whether or not we do 
an original piece of music or use a 

big -name band is much more based 
on the idea of the spot and the 
budget parameters of that idea." 

In the meantime, brands would 
perhaps do well to heed a fundamen- 
tal message found in a Millward 
Brown report released in April titled, 
"Marketing During Recession: To 

Spend or Not to Spend ": Brands 
should spend during a downturn in 

order to keep their products in front 
of consumers. 

For 24/7 branding news 
.biz and analysis, see 

billboard.biz /branding. 
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hile indie labels 
aren't exactly turning 

cartwheels over the 
state of the economy, 

many of them feel that 
they are relatively well -positioned to 
make it through the credit crisis 
largely intact. 

Still, there's little doubt that the 
financial market fallout threatens to 
bruise even the most cost -conscious 
indie labels. A decline in consumer 
confidence would hurt. So would 
credit problems at retailers, whole- 
salers and distributors. 

"On the one hand, the majors 
have the advantage of sheer size and 
diversification, publishing, merch, 
3360- degree deals, etc.," Matador 
Records GM Patrick Armory says. 
"Against this, the indie labels are 
smaller, with lower overheads and 
probably less debt. Size still matters 
for creating hits and getting the best 
digital deals though. I'm not certain 
that the indies are any better off 
than the majors in the long run. The 
biggest question for all of us is what 
happens to consumer confidence 
during the crisis ... and whether 
paying for recorded music can be 

RainyDay Son 
Indies See Advantages As They Weather Credit Crisis 

seen as a luxury now that there's a 

free [if often illegal] option." 
Sub Pop VP Megan Jasper says 

she's worried that a drop in con- 
sumer spending will have a negative 
impact on the label's business. 

"People want to spend money on 
things they can enjoy multiple 
times, like buying a DVD instead of 
going to the movies," she says. "We 
hope that people will buy recorded 
music, and we're also hoping that 
people will keep going to shows." 

But as the music industry adapts 
to the reality of tighter credit and 
consumer budgets, indie labels have 
a few factors in their favor. 

Unlike major labels, most indies 
that Billboard spoke with don't rely 
on revolving lines of credit. Armory 

says Matador has never had a line of 
credit from a bank, a statement that 
was echoed by executives at Sub Pop, 
Dim Mak, Fool's Gold, Mad Decent 
and Broken Bow. 

Koch, on the other hand, does 
have a line of credit. But as execu- 
tive VP of finance and operations 
Michael Healy says, "Our parent 
company closed on a $150 million 
credit facility the day after Lehman 
Brothers crashed, so we feel secure 
that we'll be set for the time being." 

Indies' ability to survive the global 
financiai crisis will- also be helped 
by their low overhead and the con- 
stant pressure they feel to scrutinize 
costs even when times are good, 
which can leave them better posi- 
tioned when times are bad. 

'Most i11(lieS 11(((1 to be nimble 
and t1e used to halving to turd on 
a (11í11C.' -MEGAN JASPER, SUB POP 

"Most indies need to be nimble 
and are used to having to turn on a 

dime," Sub Pop's Jasper says. "We 
are ready to deal with anything. Sub 
Pop runs its business 
like a family runs a 

household -we have 
to scrimp and save 
sometimes to make 
ends meet, and we al- 
ways know where the 
money is." 

Likewise, Broken 
Bow VP of legal affairs 
Paul Brown says that 

dies retain consumer loyalty is that 
they often cater to market niches 
where fans view music as part of an 
overall lifestyle, rather than as an 
expendable consumer purchase. 

"I used to own [DJ emporium] 
Turntable Lab, and every time there 
was a downturn, we'd prepare for 

the worst and then not 
see any drop," Mad 
Decent label manager 
Jasper Goggins says. 
"People in the DJ corn - 
munity we cater to are 
addicted to records." 

DJ A -Trak, who co- 
owns Fool's Gold 
Records, says that 
being part of the DJ 

culture has protected his label this 
far. Still, he's a bit apprehensive as 
the label prepares to release a Kid 
Sister album via its joint venture 
with Downtown Records. 

"It'll be more mainstream and 
less boutique than our other re- 
leases," he says, "so I feel like that 
will be a better gauge." ' 

rrhe 
Indies 
CORTNEY 

ARDING 

the higher -ups at his label keep a 

close eye on spending. To label 
founder Benny Brown, "even 
though he has done very well, $100 
is still a lot of money," he says. 
"There is no tolerance for waste at 
Broken Bow. Our artists and employ- 
ees know that when they spend 
money, they are spending a real per- 
son's money, not just cash from 
some nameless, faceless investor." 

Another factor that could help in- 
.Z For 24/7 indies news and analysis, 

see billboard.biz/indies. 

December 4 -6, 2008 
Come join us for the fifth annual Cayman jazz fest. Enjoy 
the music of the world's top jazz and R&B performers 
and the magic of the beautiful Cayman Islands. 

To book call Cayman Express at 1.800.247.9900 
or for more information visit www.caymanislands.ky / jazzfest 

L I T T L E CAYMAN CAYMAN BR AC 

Packages starting as low as 

5 
per person 

(based on dou- 
ble occupancy) 
Event tickets are 
not included. 

CLOSE TO HOME. CAYMAN ,,mm--rr *: 
FAR FROM EXPECTED. ISLA DS .: 

GRAND CAYMAN 

OCTOBER 25, 2008 www.billboard.biz I 13 

www.americanradiohistory.com

www.americanradiohistory.com


Credit Crisis Will Touch All 
Aspects Of Touring Biz 

If a rising tide lifts all boats, can the opposite 
be said for a receding tide? How about a reverse 
tsunami? No doubt about it -the global finan- 
cial crisis has everyone, including those in the 
touring business, wondering 
what's next. That goes for play- 
ers big and small. 

Let's start with the biggest - 
Live Nation, which spent much 
of the past year locking up long- 
term, multirights mega -deals 
with Madonna, Jay -Z, U2, 
Shakira and Nickelback. 

Those who believe the deals 
were savvy, innovative bets on su- 

perstar acts probably see their timing as rather 
fortuitous, as such pacts would likely be consid- 
ered reckless in this current environment. Fans 
of CEO Michael Rapino can also point to Live 

Nation's prudence in shedding noncore assets 
during the past two years, raising $465 million 
since 2006. The most recent deal was the sale 
in September of Live Nation's motor sports di- 

vision to Feld Entertainment for $205 million, 
which the company said would be used "to repay 
borrowings under its revolving credit facility, to 

far smaller businesses that are grappling with 
the credit crunch from a very different vantage 
point. Consider the case of Nashville -based Pi- 

oneer Coach and its entertainment coach out- 
fitting division, Precision Coach. 

In general, tour bus leasing has been strong 
of late, as more artists tour and air travel be- 

comes increasingly untenable. But 
a stifled credit market will hurt. 

"I've seen no impact yet, but 
I do see where that could hap- 
pen," Pioneer president Doug 
Rountree says. "My business 
very much requires a consistent 
flow of credit, and not just my 
business. I've been working hard 
at making sure we keep our 
credit lines open, but either way 

we'll continue to operate." 
Outfitting a tour bus can cost between 

$650,000 and $1 million, depending on how 
"star" the star appointments are. That kind of 
cash outlay for an independent business that 
manufactures multiple coaches per year would 
be a tall order, even with a fleet of buses on the 
road bringing in revenue. "We need the credit 
to continue to flow, and hopefully with this bailout 
package that's what will happen," Rountree says. 
"That's the whole concept of this emergency 

bailout, because ifyou cut credit 
off, you effectively shut this 
country down." 

The credit crunch could also 
present other, broader chal- 
lenges for the touring busi- 
ness. For instance, some 
industry observers warn that 
tour sponsorships could suf- 
fer as media budgets shrink, 
particularly among financial 
institutions and automakers 
(Billboard, Oct. 18). Still, live 
event sponsorships have solid- 
ified their appeal among con- 
sumer brands in recent years, 

which could help them weather the storm. 
"When budgets do tighten, companies seek 

advertising opportunities that offer an intrinsi- 
cally higher return on investment," says Marcie 
Allen Cardwell, president of tour sponsorship 
facilitator MAC Presents. "And nothing is more 
effective than actually reaching out to touch the 
customer, which is the type of experiential mar- 
keting that tour sponsorships allow." 

Meanwhile, the venue naming- rights sector 
is also facing increased uncertainty (Billboard, 

Oct. 11). "Given the economic times we're in right 
now, if you were going to ask me if this is the best 
time to go out and sell naming rights, I'd proba- 
bly say no, it's not," says Bob Cavalieri, senior 
VP of business development for Philadelphia - 
based venue management firm SMG. "But I will 

add this caveat: I really think if you're going to 

sponsor something, a naming- rights deal is one 
of the most effective and efficient buys somebody 
could make. They're dynamic deals, they refocus 
attention over and over again with changing 
events, and to me it's a very good sponsorship 
buy for a company." 

On The 
Road 

RAY 
WADDELL 

The credit crisis poses risks for 
the touring business, although 
superstar acts like U2 will 
remain formidab ,draws. 

permanently reduce a portion of its term loan 
and to invest in its core music business." 

But the credit crisis also provides skeptics of 
Live Nation's ambitious multirights deals with 
additional ammunition for their contention that 
the concert promotion giant paid far too much 
to sign the Material Girl and her fellow Live Na- 

tion roster mates. While the touring future of 
Madonna, U2, and to a lesser degree Shakira 
and Nickelback, seem as secure as it gets in this 
volatile market, all of these deals -particularly 
Jay-Z's--have significant merchandising and 
branding components. Many expect spending 
on these ancillaries to suffer in a weak economy. 

Moreover, while the ongoing financial com- 
mitment to these deals is largely performance - 
based, Live Nation has already committed to 
millions of dollars in advances that were based 
on assumptions about the economy and the 
touring market that couldn't have anticipated 
the severity of the recent financial turmoil. 

Live Nation spokesman John Vlautin says 

the slowing economy hasn't hurt sales of tick- 

ets and ancillaries. He points out that Madonna's 
current tour is poised to break her own record 
for the top -grossing tour by a female artist. 

At the other end of the touring spectrum are 
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,bizFor 24/7 touring news and analysis, 
see billboard.biz /touring. 

BOXSCOREConcert Grosses 

10 

20 

30 

GROSS/ ARTIST(5) 
i is r Venue, Date 

$2,446,723 
$250/$175/$140/ 
$95 

$1,435,750 
$150.50/$5550 

$1,294,960 
$250/5175/5140/ 

$95 

$1,184,855 
( 882.471) 
$103/$67 

Attendance 
Capac.ty Promoter 

BETTE MIDLER 
The Colosseum at Caesars 
Palace, Las Vegas, Oct. 9 -12 

15,874 
ows one 

16. 
sel989 lou t 

ur fo Concerts West/AEG Live sh 

VICENTE FERNÁNDEZ, PAQUITA LA DEL BARRIO 
Madison Square Garden, 
New York, Oct. 4 

14,1 
sel lo6ut 

0 Ralph Hauser Promotions, VIVA Promotions, 
Cardenas Marketing Network 

CHER 
The Colosseum at Caesars Palace, 8,530 
Las Vegas, Sept. 30 -Oct. 1 two sellouts Concerts West /AEG Live 

RBD 
Hala Tivoli, Ljubljana, Slovenia, 18,843 19,602 three Roptus Sept. 4 -5 two sellouts 

$920,595 
$250/$55 

VICENTE FERNÁNDEZ, PAQUITA LA DEL BARRIO 
Arena at Gwinnett Center, 
Duluth, Ga., Oct. 3 

8,498 Ralph Hauser Promotions, Zamarron 
sellout Promotions 

$738,997 
($774,825 Canadian) Bell Centre, Montreal, Aug. 26, 
$4053/52814 Sept. 13 

SIMPLE PLAN, METRO STATION, CUTE IS WHAT WE AIM FOR 
18,282 

000 two shows Gillett Entertainment Group, Live Nation 
28 

$713,520 
(5754,170 Canadian) 
$70.96/$3311 

$700,982 
$6725/548 

$695,521 
$89/529 

NEW KIDS ON THE BLOCK, NATASHA BEDINGFIELD 
Bell Centre, Montreal, Sept. 20 11,510 

sellent Gillett Entertainment Group, Live Nation 

RASCAL FLATTS, TAYLOR SWIFT 
CenturyTel Center, Bossier City, 10,759 
La., Sept. 26 sellout Live Nation 

JACK RADIO SHOW: BILLY IDOL, BLONDIE, DEVO & OTHERS 
Verizon Wireless Amphitheater, 
Irvine, Calif., Sept. 27 

13,187 
15.976 

Live Nation, Jack FM 

$690,763 RBD 
(37.463,531 dinar) Arena Beograd, Belgrade, 
$67/530 Serbia, Sept. 7 

16,023 
sellout 

Roptus 

$652,180 
$75/555/540 

WPOC SUNDAY IN THE COUNTRY: SUGARLAND & OTHERS 
Merriweather Post Pavilion, 
Columbia, Md., Sept. 21 

13,070 
15.000 

I.M.P. 

$607,213 1 

$150/$24.75 

MAROON 5, COUNTING CROWS, AUGUSTANA 
Verizon Wireless Amphitheater, 
Irvine, Calif., Sept. 12 

14,221 
16.0'9 

Live Nation 

$603,286 
$125/$29.50 

MAROON 5, COUNTING CROWS, AUGUSTANA 
Superpages.com Center, Dallas, 14,906 
Sept. 6 19.978 

Live Nation 

$602,445 TOM PETTY & THE HEARTBREAKERS, STEVE WINWOOD 
$95/530 Verizon Wireless Amphitheater, 13,412 

Selma, Texas, Aug. 26 19.322 

$602,112 
$68.50/$39.50 

AMERICAN IDOLS LIVE 
Target Center, Minneapolis, 
Aug. 31 

9,97 
t1.478 

7 

Live Nation 

AEG Live, Jam Productions 

Live Nation 

AEG Live 

Live Nation 

$598,507 
($626.512 Canadian) Rexall Place, Edmonton, Alberta, 10,684 $6639/$4347 Aug. 29 sellout 

OASIS, MATT COSTA, RYAN ADAMS 

$582,500 
$68.50/$39.50 

$577,455 
5125/585/555/ 
$39.75 

AMERICAN IDOLS LIVE 
American Airlines Center, Dallas, 9,501 
Aug. 25 10.837 

JOURNEY, HEART, CHEAP TRICK 
Hersheypark Stadium, Hershey, 8,808 
Pa., Aug. 28 1,517 

$569,991 
($605298 Caradan) General Motors Place, 
$805V$372020 Vancouver, Sept. 7 

SANTANA, SALVADOR SANTANA BAND 
8,204 
13,362 Live Nation 

$567,623 
$129.75/$29.75 

WAVEFEST: DAVE KOZ, ANITA BAKER & OTHERS 
Greek Theatre, Los Angeles, 
Sept. 26 -27 

8,641 
11,601 two shows 

Live Nation 

$566,270 
$40/$25 Montgomery County Fairgrounds, 19,675 

Dayton, Ohio, Sept. 14 25,000 

»FEST: THEORY OF A DEADMAN, BUCKCHERRY & OTHERS 

Live Nation 

$555,640 
$125/510 - DevoreCaliAmphitheater, u 

JUDAS PRIEST, HEAVEN AND HELL, MOTÖRHEAD, TESTAMENT 
18,400 
20.755 

Live Nation 

$553,931 
$63.50/548.25 

$551,667 
$29 Verizon Wireless Amphitheater 21,067 

Maryland Heights, Mo., Sept. 2ó sellout 

RASCAL FLATTS, TAYLOR SWIFT 
Peoria Civic Center, Peoria, Ill., 8,780 
Sept. 19 sellout Live Nation 

POINTFEST: PUDDLE OF MUDD, SEETHER, BLACK TIDE & OTHERS 
Live Nation 

$547,070 
$68.50/$39.50 

AMERICAN IDOLS LIVE 
Dunkin' Donuts Center, 
Providence, R.I., Sept. 7 

8,884 
sellout AEG Live 

$542,013 
$95/529,50 

$540,669 
543.50/533.50 

MÖTLEY CROE, BUCKCHERRY, PAPA ROACH, SIXX:A.M., TRAPT 
PNC Bank Arts Center, Holmdel, 12,292 
N.J., Aug. 23 17,000 

Live Nation 

JACK JOHNSON, ROGUE WAVE, CULVER CITY DUB COLLECTIVE 
Cricket Wireless Amphitheatre, 19,689 
Chula Vista, Calif., Aug. 30 sellout 

Live Nation 

$540,040 
1- -$55,50/548.50 

KATHY GRIFFIN 
DAR Constitution Hall, 10,158 10.374 three Live Nation Washington, D.C., Sept. 25 -26, 28 shows two sellouts 

$535,032 
$75/$29.50 Susquehanna Bank Center, 

Camden, N.J., Aug. 23 

THE ALLMAN BROTHERS BAND, RATDOG FEATURING BOB WEIR 

$534,377 
$58.75/525 

$533,616 
$68.50/539.50 

$527,642 
$92/572/546.50 

13,292 
24,524 

Live Nation 

BRAD PAISLEY, JEWEL, CHUCK WICKS 
Blossom Music Center, 18,197 
Cuyahoga Falls, Ohio, Aug. 29 sellout Live Nation 

AEG Live 

Jam Productions 

Live Nation 

AMERICAN IDOLS LIVE 
Toyota Center, Houston, Aug. 24 8 720 

1ÓA76 

ROBIN WILLIAMS 
Chicago Theatre, Chicago, 
Sept. 26 -27 

7,068 
two sellouts 

$521,870 JOURNEY, HEART, CHEAP TRICK 
$95/585/559.50/ Bethel Woods Center for the 
$25 Arts, Bethel, N.Y., Aug. 30 

14,954 
sellout 

$510,862 
$50/$25.50 

$508,355 
$55.50/$25 Susquehanna Bank Center, 

Camden, N.J., Aug. 30 

WEEZER, ANGELS AND AIRWAVES, TOKYO POLICE CLUB 
Madison Square Garden, 
New York, Sept. 24 

10,709 
13,917 

Live Nation 

BRAD PAISLEY, JEWEL, CHUCK WICKS 
14,609 
20.000 Live Nation 
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Minutes from L.A., a region all its own. 
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DIGITAL BY ANTONY BRUNO 

Echoes Of The Past 
Taking Another Swing At Label -Run Music Services 

Those who cannot learn from 
history are doomed to repeat it. 

So are today's major labels 
learning from or duplicating 
the folly that previously led 
to their ill -fated attempts at 
offering digital music serv- 
ices of their own? 

Remember Pressplay? 
Sony Connect? The original 
MusicNet? 

Memories of those doomed 
services were revived when 
news broke in recent weeks 
that EMI Music and Universal 
Music Group were preparing 
direct -to- consumer digital 
music services -EMI with 
some kind of music discov- 
ery portal and UMG with a 

music video syndication 
platform. 

So long as these planned 
initiatives don't limit the avail- 
ability of their content on 
other services -like iTunes or 
YouTube -a repeat of those 
sad days is unlikely. Instead, 
sources close to both efforts 
say they are in fact trying not 
to repeat an entirely different 
mistake also committed in the 
early days of digital music his- 
tory: doing nothing. 

"We're looking at all the 
different models in the busi- 
ness right now -ways of en- 
hancing those models and 
ways of enhancing our in- 
volvement in that area of the 
business," one source says. 

Let's start with UMG. The 
ad- supported music and 
video streaming model has 
certainly captured the music 
industry's attention, but it 
has also frustrated labels that 
have no control over how 
their content is priced or how 
the ads around them are sold. 

Sources close to UMG's 
plan to launch its own music 
video Web site say the label's 

plans have been inspired by 
the success of Hulu, the on- 
line streaming -video service 
co -owned by NBC Universal 
and Fox parent News Corp. 
These sources note that ad- 
vertisers are more interested 
in buying ads around pro- 
fessionally produced, high - 
definition content rather 
than on the generally lower - 
quality fare featured on user - 
generated sites, and they are 
willing to pay higher rates 
to do so. 

So far, the Hulu case 
study bears this out. You - 
Tube earlier this year said it 
sells ads against less than 
3% of all videos available on 
the service, while every 
video on Hulu has an ad. Of 
course YouTube has far 
more videos and many more 
streams -more than 5 bil- 
lion in July compared with 
Hulu's 100 million, accord- 
ing to Nielsen Online Video - 
Census. But Hulu's traffic is 
not only growing -to more 
than 120 million streams as 
of August -it's also report- 
edly getting more for each 
ad. Neither Hulu nor You - 
Tube would disclose their 
cost -per- thousand rates, but 
various analyst and press 
reports estimate Hulu com- 
mands a $25 CPM to You - 
Tube's $15. 

EMI's effort, meanwhile, 
has more to do with data. Sev- 

eral current and former label 
sources say getting customer 
usage data from digital retail- 
ers, particularly Apple, is dif- 
ficult. The data is often late, 
incomplete or in some cases 
never even delivered. 

"It's a bone of contention 
and it has been 
since day one," one 
label source says. 

OUT OF SIGHT 
Speakers should be heard, not seen. At least 
that's the philosophy promoted by Jamo's 
IW 827 LCR in -wall speaker system. The Dan- 
ish company, a subsidiary of Klipsch Audio 
of Indianapolis, makes a variety of high -end 
speaker systems that blend Danish furniture 
style with high -tech components. But its in- 
wall system is designed to be hidden away. 
Each unit can be used as a left, right or center chan- 
nel and is fully customizable to user requirements 
on size and shape. The Jamo IW 827 LCR will be 
available in November for $800 per speaker. -AB 
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Hulu, the online streaming -video joint venture owned by NBC 
Universal and News Corp., is serving as a model for Universal 
Music Group's plans to launch a music video portal. 

Generally, the only data la- 

bels can consistently rely on 
are sales figures. Informa- 
tion on things like click - 
through rates, time spent on 
specific pages and other 
stats not directly related to 
actual sales is much harder 
to come by. Additionally, la- 
bels have no control over 
how offers or programs are 
presented, further limiting 
their ability to do their own 
customer research. 

So EMI wants to offer a 

number of different services 
already available on other sites, 
package them in different 
ways and see what can be 
learned from the result. While 
there are still too many mov- 
ing parts to the initiative to nail 
down exactly how it intends to 
do this, a big part of it revolves 
around online search. 

Conduct a Web 
search on any artist and 
the first three results 
you'll get are usually 
that artist's MySpace 
page, Wikipedia entry 
and a YouTube video, 
not always in that 
order. EMI hopes to 
offer artist -specific des- 
tinations that will pop 
up as one additional 
option and then exper- 
iment with those desti- 

nations to see which result in 
the most activity. 

That EMI's new global 
head of digital music Dou- 
glas Merrill hails from 
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Google is no coincidence, 
and this initiative has his fin- 
gerprints all over it. 

There's also an element of 
offering artists and their man- 
agers insight into this col- 
lected data. Digital music 
service startups like TopSpin 
and ReverbNation provide a 

rich set of Web analytic tools 
to artists who use their plat- 
forms to market and distrib- 
ute to fans directly. EMI seems 
interested in doing the same. 

Whether UMG's or EMI's 
plan pays off depends en- 
tirely on how it is executed. 
And then there's the matter 
of cost. Services like those 
discussed here can run any- 
where from $500,000 to $5 

million, depending on how 
they are developed (Hulu cost 
an estimated $15 million), 
not to mention ongoing 
maintenance costs. 

"It's doing a lot of the stuff 
that Web sites do that labels 
historically don't do," former 
EMI digital executive and 
current TAG Strategic man- 
aging partner Ted Cohen 
says. "Not like they can't gear 
up for that, but there's going 
to be expenses." 

But compared with how 
much the music industry has 
lost by missing out on the 
first generation of online 
music, that may seem like 
chump change. 

For 24/7 digital news 

.bip z and analysis, see 
billboard.biz /digital. 

BITS &BRIEFS 
LAST.FM LYRICS 
Last.fm is adding lyrics to its 

digital music service, 
through a licensing deal with 
LyricFind. The partnership 
gives Last.fm access to the 
lyrics of more than 800,000 
songs, which Last.fm users 
can search for by artist, title 
and lyrical snippet. Addi- 
tionally, users can search for 
songs for which they don't 
know the title by entering a 

lyrical phrase, and then 
stream the song in full. The 

lyrics access will be available 

first to users in North Amer- 
ica and expand to other 
countries in time. 

RADIO WIDGET 
CBS Radio has added a 

"Now Playing" widget to 
the Web sites of its various 
radio stations. The widget 
allows users to learn the 
title, artist and album of any 
song being played on the 
respective station, along 
with that of the previous 10 

songs aired. It also lets 
them buy any of those 
songs via links to iTunes or 
Amazon. And through a 

deal with Last.fm, users can 

send others links to hear 
any of the songs in full from 
the on- demand service, ei- 
ther via e-mail or instant 
messaging. 

MUSIC BRANDS 
Ipsos Insight's TEMPO dig- 
ital music report shows that 
Amazon and Rhapsody are 

becoming more recogniz- 
able brands in the minds of 
music fans, but Apple's 
iTunes store reigns 
supreme. Of those sur- 
veyed, 57% said iTunes was 
the best music store. Only 
9% said the same about 
Amazon and 7% for Rhap- 
sody-a 4% increase. Ipsos 
credits Rhapsody's slightly 
heightened profile to a new 
advertising campaign in 

conjunction with partners 
MTV and Verizon Wireless. 

TOTAL MONTHLY STREAMS `.. 
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25 

2008 

The "American 
Idol" winner's 
single was 
premiered 
through AOL's 
welcome 
screen, the 
service's main 
music page and 
PopEater. 

TOP SONGS 

4 1 DAVID COOK 
Light On 19/RCA 1,726,673 

2 ALICIA KEYS AND JACK WHITE 
Another Way to Die THIRD MAN J 

3 DAVID ARCHULETA 
Crush 19 /JIVE 

4 BRITNEY SPEARS 
Womanizer JIVE 

5 PINK 
So What LAFACE 

6 JORDIN SPARKS 
One Step at a Time JIVE 

7 T -PAIN FEATURING LIL WAYNE 
Can't Believe It KONVICT /JIVE 

8 CHRIS BROWN 
With You JIVE 

9 CLAY AIKEN 
On My Way Here RCA 

10 KATY PERRY 
I Kissed a Girl CAPITOL 

TOP VIDEOS 

402,807 

327.465 

129,167 

127,651 

122.204 

118.333 

106,724 

105,545 

77.291 

1 DAVID ARCHULETA 
Crush 19/JIVE 465,224 

AOL can also be 
known as 
American Idol 
Online as the first - 
and second -place 
finishers 
monopolize the 
Songs and Videos 
charts, 
respectively. 

2 PINK 
So What LAFACE 

3 TAYLOR SWIFT 
Love Story BIG MACHINE 

4 DOLLY PARTON 
Shinola DOLLY 

5 CARRIE UNDERWOOD 
Just a Dream ARISTA 

6 SELENA GOMEZ 
Tell Me Something I Don't Know RAZOR 8 TIE 

7 ALICIA KEYS 
Superwoman J 

8 KELLIE PICKLER 
Don't You Know You're Beautiful BNA 

9 TEGAN AND SARA 
Call It Oft SIRE/WARNER BROS. 

to JENNIFER HUDSON 
Spotlight ARISTA 

377.838 

361.833 

303,396 

282,761 

251.058 

189,120 

182,953 

158.598 

151,275 

First Listen /First View " Network Live ' Breaker Artist " AOL Sessions Source: AOL Music for the four weeks 
ending Oct. 9. 
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Standing O 
The Edge 
As Circuit City Wobbles, Alliance Faces Test 

Amid the continuing financial crisis, there are 
two prominent names in music retailing to keep 
an eye on: Circuit City and the troubled retailer's 
music supplier, Alliance Entertainment. 

In early October, retail industry credit rat- 
ings agency Bernard Sands pulled its recom- 
mendation that manufacturers ship goods to 

Circuit City because of concerns that the chain 
may not be able to pay its vendors. That 
prompted Circuit City to assure media outlets 
that the move hasn't caused any problems in 
securing product for the holiday shopping sea- 

son. A music industry wholesaler familiar with 
the situation says he agrees with the company's 
assessment, noting, "I don't believe the elec- 
tronics manufacturers will stop shipping to 

Circuit City, because it would leave them with 
just one national chain, Best Buy." 

Meanwhile, despite its widening losses and 
a stock price that's sunk below $1 per share, 
Circuit City has only $42.6 million in long- 
term debt on its balance sheet and about $795.4 
million still available from its $L3 billion re- 

volving credit facility. 
But a Chapter 11 bankruptcy filing remains 

a possibility. One possible task facing acting 
president /CEO James Marcum 
(who replaced ousted chairman/ 
CEO /president Philip Schoon- 
over in September) is to start 
closing unprofitable stores. But 
some worry that if landlords 
won't let the chain out of leases, 
Marcum might file for bank- 
ruptcy protection to shed the un- 
wanted stores. If Circuit City 
does head to Chapter 11, record 
labels are in the clear because the chain 
switched in June 2007 from being directly sup- 
plied by the labels to being supplied by 
Alliance Entertainment. 

So the next question label executives are 
asking themselves is: If Circuit City goes down, 
can Alliance Entertainment handle the hit? 

Alliance's exposure to Circuit City isn't as 
large as some think. True, it sells music prod- 
uct to the Richmond, Va. -based chain. But 
when it comes to DVDs and videogames, it 
only acts as an agent for the chain. Vendors 
ship that product to Alliance, which acts as 
the chain's warehouse for entertainment soft- 
ware, but Circuit City owns the merchandise. 

Consequently, Alliance would be on the 
hook only for Circuit City's music, which Bill- 

board estimates at $75 million annually and 
falling. That means the most that could get 
caught up in a Chapter 11 is about $10 mil- 
lion, if it should happen during the holiday 
selling season, or about $7 million at another 
time of the year, Retail Track estimates. So here 
again, we see that things aren't as bad as they 
look, if the worst -case scenario of a Circuit City 
Chapter 11 filing comes to pass. Representa- 
tives at Alliance and Circuit City didn't respond 
to requests for comment by press time. 

That's not to say that concerns about Al- 

Amount of long -term debt Circuit City 
has on its balance sheet 

liance are wholly unwarranted. During the 
six months ended July 31, Alliance's parent 
company Source Interlink posted a loss from 
continuing operations of $296.7 million, 
which included a $271 million noncash im- 
pairment charge related to its publishing di- 

vision. That marked a sharp deterioration 
from the same period a year earlier, when the 
company reported income from continuing 
operations of $5.7 million. 

Red ink isn't Source Interlink's only prob- 
lem. It carries $1.4 billion in debt, thanks to 
its acquisition of Prime Media's consumer 
magazine division. When the acquisition was 
made, Source Interlink projected $110 mil- 
lion -$115 million in annual debt service (Bill- 

board, July 28, 2007), and at the midyear point, 
the company looked to be on the 
high end of the target with $58 
million in interest payments. 
But that was when interest rates 
were lower, before the shit hit 
the fan on Wall Street. 

Source Interlink's debt - 
from a consortium of banks led 
by Citicorp -comes in the 
form of an $871.2 million term 
loan that carries a variable in- 

terest rate based on Citicorp's prime lend- 
ing rate plus a margin of 2.25% or LIBOR 
plus a margin of 3.25 %; $465 million in 
notes that carry an 11.25% fixed rate; and a 

$300 million revolver, with $49.6 million 
drawn down and $189.5 million in outstand- 
ing letters of credit. 

For the variable -rate component, the com- 
pany said interest rates averaged 5.71% in the 
first half of the year. Since governments around 
the world have moved to keep interest rates 
low, if LIBOR stays in its current range for the 
remainder of the company's fiscal year, Source 
Interlink's debt service payments will meet 
the high end of its projections. 

While Source Interlink has accumulated 
plenty of red ink, it has produced $81 million 
in earnings before interest, taxes, deprecia- 
tion and amortization during the six months 
ended July 31, a sharp improvement from the 
$29.4 million in EBITDA that the company 
reported during the same period last year. 
That would seem to suggest that Source In- 
terlink can handle its debt load, which should 
provide Alliance's music accounts a modicum 
of comfort. 

Retail 
Track 

ED CHRISTMAN 

.bizFor 24/7 retail news and analysis, 
see billboard.biz /retail. 
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SERIOUS STORAGE! 
TRUE ARCHIVAL STORAGE FOR 1,000 CD'S IN A 2'x2' SPACE 

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

The Jewelsleeve is 

simply the best 
all -in -one sleeve 
available anywhere! 

Please visit us at: 
www.jewelsleeve.com 

or call Joe at 1- 800 -863 -3312 
and ask for free sample! 
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Customized Recaps and Research available 

TO ORDER CHART PACKAGES, GO TO WWW.BILLBOARD.COM /RESEARCH 
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BY ANDRE PAINE j 

Winds Of Change 
Talk Of New Biz Models Dominates Popkomm 

BERLIN -Desperate times call for desperate 
measures. That seemed to be the message from 
a Popkomm trade fair overshadowed by the 
global financial meltdown. 

Certainly, the economic woes of finance gi- 
ants served to put the problems of the music 
business in perspective, with barely a panel 
passing without a wry reference along the lines 
of, "At least we're not working in a bank." But 
it also seemed to help cut through the usual 
conference inertia when addressing the chal- 
lenges and opportunities of the digital age. 

So secondary ticketers and piracy -heavy mar- 
kets received prominent platforms while, most 
significantly, organizers dedicated a whole day's 
programming to the P2P & Music Conference 
hosted by the Chester, Md. -based Distributed 
Computing Industry Assn. 

"It was a great idea to bring the [peer -to -peer 
(P2P)] developers together with the music in- 
dustry and have a candid discussion about is- 
sues still to be overcome," said DCIA CEO Marty 
Lafferty, whose organization presented panels 
analyzing whether authorized file- sharing serv- 
ices could be used for everything from monetiz- 
ing user -generated content to combating piracy 
in China. 

"When you have 60 million users at sites like 
LimeWire and your only method of addressing 
them is to sue them out of existence, then that 

ness. Tom Gunther, head oflegal and business 
affairs at German aggregator Finetunes, de- 
scribed his thwarted efforts to license music 
for LimeWiré s download store before conclud- 
ing: "They are not really willing to embrace the 
music industry." 

Even so, the sense of a change was unmis- 
takable. RightsFlowpresident /CEO Patrick Sul- 

livan once worked on legal cases against Napster 
and Grokster for the National Music Publish- 
ers' Assn. and the Harry Fox Agency. "I've very 
much had a change of heart," Sullivan said. 
"From a copyright perspective you have to go 
out and license these services." 

POPKOMM BITES 
The credit crunch also took a bite out of 

Popkomm itself, with delegate numbers drop- 
ping 9% year -on -year to around 14,000. Ger- 
man visitors were also gloomy about the 
amount of business being done on the floor, 
while notable absentees from the trade fair in- 
cluded Sony BMG, BPI and German indie Edel. 

Digital media platform Kyte -which al- 
ready counts such acts as 50 Cent and the 
Pussycat Dolls among its users -received a 

timely boost to its European business by 
scoring the Billboard- sponsored Popkomm 
Innovation in Music Entertainment Award. 

Bollywood stars 
SHILPA SHETTY and 
AMITABH 
BACHCHAN (inset) 
performed at 
London's 02 Arena 
in August. 

CISAC president ROBIN GIBB used his 
Popkomm keynote to criticize the 
European Commission's antitrust 
ruling in July against collecting 

might be a bit of a problem," said Scott Cohen, 
co- founder /VP of international for digital ag- 
gregator the Orchard. 

Qtrax chairman/CEO Allan Klepfisz acknowl- 
edged that P2P is still a "dirty word" in some 
quarters. But despite its disastrous launch at 
MIDEM in January (billboard.biz, Jan. 27), even 
Qtrax seemed to have regained some credibil- 
ity at Popkomm, helped by post -MI DEM licens- 
ing deals with Universal Music Group and EMI 

Music and its recent appointment of former 
RIAA and IFPI chief Jay Berman as co- chair- 
man of its advisory board. 

Not everyone is convinced of P2P's legiti- 
macy. German composer /musician lrmin 
Schmidt likened the presence of P2P compa- 
nies at the conference to "appeasement," while, 
ironically, some file sharers seem less than en- 
thused at the overtures to legitimize their busi- 
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Popkomm artists showed there are many 
different ways of creating a stir at the confer- 
ence. In his role as CISAC president, Robin 
Gibb slammed the European Commission's 
anti -competition ruling against collecting 
societies. While Gibb fumed, Finnish rock 
band Lordi's performance was more comical, 
thanks to its over -the -top monster costumes. 
"This is the reaction we always get- confu- 
sion and crowds," singer Torni "Mr. Lordi" 
Putaansuu said. Finally, Fran Healy from 
Scottish rock band Travis was able to imi- 
tate John F. Kennedy when the band head- 
lined the Postbahnhof venue. "Ich bin ein 
Berliner," said Healy, now a resident of the 
German capital. 

Additional reporting by Mark Sutherland 
in Berlin. 

GLOBAL BY TOM FERGUSON 

Bollywood Looks 
WestIndian Film Musicals 
Make Inroads In Europe 

LONDON -After years of domestic domina- 
tion, the stars of India's Bollywood musical 
film business are making their mark on Europe. 

Major Bollywood names on multi-artist tours 
have been selling out arenas in Europe's biggest 
music markets: the United Kingdom and Ger- 

many. Now insiders are hoping for further 
growth in international markets, driven by Bol- 

lywood movies' ever -increasing global profile. 
In the United Kingdom, Bollywood package 

tours began in the mid -'80s, according to Avtar 
Panesar, London -based VP of international op- 

EWS 
» >ABSOLUTE OWNER 
PLEDGES U.K. RADIO 
`RENAISSANCE' 
The new owner of Absolute Radio (formerly 
Virgin Radio) says the rash of changes in 

British radio ownership can help usher in a 

new golden age for U.K. commercial radio. 
A.P. Parigi, CEO of Mumbai, India -based 
Times Infotainment Media Ltd. -a division of 
media giant Times of India Group -says that 
acquisitions like TIML's £53.2 million ($93.9 
million) purchase of Virgin will help reinvig- 
orate the market. "Some kind of intellectual 
fatigue had set in, not just at Virgin, but in the 

whole radio industry," he says. "Now there 
has been change of ownership, whether it be 
us, Global Radio [recent buyer of radio group 
GCap Media] or EMAP [a media group re- 
cently bought by German company Bauer]. 
We are seeing a renaissance of radio in terms 
of investment and branding. With several se- 

rious players coming in, there will be no fa- 
tigue in building new brands." Parigi doesn't 
rule out international expansion of the Ab- 
solute brand, nor further European radio ac- 
quisitions, but adds that he doesn't expect 
movement on either front before mid -2009. 

-Mark Sutherland 
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erations for leading Indian 
studio Yash Raj Films. 

"Since then," he says, 
"it's kept getting bigger 
and better." 

That's illustrated by the Lon- 

don venue sizes involved, from 
early days at the 2,300- capacity Pal- 

ladium through the Royal Albert Hall (5,000), 

Wembley Arena (11,500) and now the 02 
Arena -where 15,000 people saw the U.K. leg 
of the Unforgettable tour Aug. 24. 

Unforgettable, organized by Mumbai -based 
events management company Wizcraft Enter- 
tainment, brought such Bollywood names as 
Amitabh Bachchan and Shilpa Shetty to the 
AEG -operated 02. 

In the wake of a sellout show, "we will cer- 
tainly be doing this sort of event again," an AEG 

representative says. 
Mumbai -based Wizcraft director Viraf 

Sarkari says it is "in talks with major interna- 
tional promoters like AEG and Live Nation" 

over future events, 
with further Unforget- 
table shows planned in 
the Middle East, Singa- 

pore and Australia. 
In Germany, previ- 

ous live hits have in- 
cluded Bollywood -The 
Show, which promoter 
Dieter Semmelmann 
will take to Spain, Italy 

and Poland next year. 

Another Bollywood 
tour, Temptation Re- 

loaded 2008, headed by 

Indian megastar Shah 
Rukh Khan, was due to play three German are- 
nas (Oct. 17 -19). Syed Qasim Ali, global man- 
ager of local promoter SensAsian, initially 
predicted at least two sellouts, but the tour was 
canceled at the last minute, with SensAsian say- 

ing Khan pulled out of the dates. 
Sarkari says the nine -city Unforgettable tour, 

jointly produced with local promoters, "exceeded 
our expectations in all areas." Before London, it 
played North American dates including Atlantic 
City, N.J.'s Boardwalk Hall and Nassau Coliseum 
in Uniondale, N.Y., near New York City. 

In most Western markets, including the 
United Kingdom, people of Asian origin "con- 

stituted about 70% of the au- 
dience," Sarkari says. Asians 
make up the United King- 
dom's largest minority eth- 

nic group, according to the 
most recent census (2001), in- 

cluding some 1.1 million people 
of Indian descent. 

But in Germany, with no sizable Asian pop- 
ulation, people from the subcontinent were ex- 

pected to make up only 20% of the Temptation 
Reloaded audience. 

The target demographic for Bollywood mu- 
sicals in Germany is "female- skewed, 15 -45, 

from middle- income German families," says 
Benjamin Bach, senior VP of international sales 
at London -based Bollywood film distributor 
Eros International. 

"A lot of Germans are sick and tired of Amer- 
ican films," he adds. "The Indians have a very 

good way of telling a love story-a very sweet 
and nice way." 

Eros, he adds, is studying several other Eu- 

ropean markets as potential growth opportu- 
nities, including Poland, Russia, Belgium and 
the Netherlands. 

Meanwhile, record companies are also look- 

ing to tap into the audience. One such artist 
is female singer Tamisha, German -born of In- 

dian parents. Her debut single "Du Siehst 
Mich Nicht " -a reworked Bollywood song - 
arrives locally Oct. 17. It's the result of a deal 
between Koch /Universal Music Germany and 
Eros, which offered access to its catalog for 
an early -2009 album of German -language Bol- 

lywood rerecordings. One week ahead of re- 
lease, the single's video had logged 22,000 hits 
on YouTube. 

"We have to find other angles to get West - 
em consumers to approach Indian films," Bach 
says. With Tamisha, "we wanted to get the 
dancing and singing, which are crucial parts 
of the movies, into other marketing channels." 

However, such a crossover appears un- 
likely in the United Kingdom, Yash Raj's 
Panesar cautions. 

"It hasn't happened in our films," he says, 
"and until people actually start to idolize these 
actors and stars, it won't happen at the live 
shows. That's way, way in the future." 

Additional reporting by Nyay Bhushan in New 

Dehli and Wolfgang Spahr in Hamburg. 

Seconry ticket vendor SOS Master Ticket closed 
after failing to deliver tickets purchased for the 
Reading Festival and other events. 

» >AEG PARTNERS WITH 
NBA CHINA 
Entertainment /sports promoter AEG has 
formed a joint venture with NBA China to 
design, market, program and operate mul- 
tipurpose, NBA -style sports and enter- 
tainment arenas in Greater China's major 
cities. The partnership will also include 
the booking and marketing of events held 
at the venues, including concerts, trade 
shows and live entertainment. The 50 -50 
joint venture will oversee all decisions, in- 
cluding arena design, identifying target 
cities and project sites, and procuring 
naming rights and other sponsorships. The 
companies will strive to develop the ven- 
ues in conjunction with surrounding cul- 
tural and entertainment districts. 

-Jen Wilson 

» >AUSSIE RETAILER EYES 
GROWTH 
Australian chain JB Hi -Fi is defying the re- 
tail slump by embarking on its biggest store - 
opening program. At the company's annual 
general meeting, held Oct.14 in Melbourne, 
chief executive Richard Uechtritz told share- 
holders that the chain remains on course to 
deliver revenue of $2.4 billion Australian 
($1.7 billion) in its 2009 fiscal year, a 28% in- 
crease from fiscal 2008. Uechtritz said that 
by Christmas the group will have opened 14 

new outlets -11 JB stores and three new ad- 
ditions to its electronics /appliances retail- 
ing chain Clive Anthony's- taking the total 
store network to 119. Chairman Patrick El- 

liott added that JB continues to expand from 
its core state markets of Victoria and New 
South Wales. -John Ferguson 

BY JULIANA KORANTENG 

Rebuilding Trust 
U.K. Secondary Ticket 
Market Moves To Repair 
Shaken Credibility 

LONDON -The United Kingdom's second- 
ary ticketing business is ramping up its ef- 

forts to regain public trust after a summer of 
negative publicity. 

The sector generated national headlines in 
August when online firm SOS Master Ticket 
failed to deliver an estimated 2,000 paid -for tick- 

ets for the Leeds, Reading and V festivals, as 
well as shows by George Michael and 
Madonna. SOS Master swiftly closed 
its site and disappeared. 

In the same month, another 
4,000 people lost tickets they had 
purchased when online secondary- 
ticket vendor Xclusive Tickets went 
into liquidation. 

"What happened was a black eye 
for the entire ticketing industry, not 
just the secondary business," says Joe 

Cohen, CEO of online ticket -ex- 
change service Seatwave. 

However, the secondary ticketing 
sector has borne the brunt of press 
criticism. Remarkably, secondary tick- 

ets tracker Tixdaq says that there 
wasn't any immediate drop in sec- 
ondary sales following the bad pub- 
licity. It was "business as usual" for the sector, 
Tixdaq executive VP of commercial strategy 
Steve Machin says. 

Still, legitimate secondary ticketers have been 
moving quickly to protect an already substan- 
tial market. According to Tixdaq, legitimate sec- 

ondary ticket sales totaled £250 million ($440 
million) in 2007, in an overall secondary tick- 

eting market worth L800 million -£1 billion ($1.4 

billion -$1.8 billion). 
A representative for the government's De- 

partment for Business, Enterprise of Regula- 
tory Reform says that "a small minority of 
unscrupulous businesses and individuals .. . 

give the rest of the sector a bad name." 
Recently, the department's Companies In- 

vestigations Branch shut down three compa- 
nies trading as secondary ticket agents and 
"has other investigations ongoing," the rep- 
resentative says. 

But some in the industry believe these meas- 
ures don't go far enough. Melvin Benn, man- 
aging director of promoter Festival Republic, 

suggests authorities need to do more, by "con- 

stantly monitoring the sites in the same way 

they [track) pornography." Festival Republic or- 

ganizes the Reading and Leeds festivals. 
In effort to bolster public confidence, Seat - 

wave and rivals Viagogo and Ticketmaster sub- 
sidiary Get Me In have launched ticket 
protection and refund schemes. 

Viagogo, for example, guarantees that cus- 
tomers will receive their tickets on time and 
will provide "similar or better tickets" or a full 
refund if problems arise. "Everyone who's paid 

through us gets their tickets," Via - 

gogo CEO Eric Baker says. 
Meanwhile, the Assn. of Sec- 

ondary Ticketing Agents is appoint- 
ing a Lloyd's of London underwriter 
to offer guarantee schemes through 
its members. 

Not all secondary ticketing agents 
are members of ASTA, which 
formed three years ago. SOS Mas- 

ter and Xclusive weren't members, 
nor are Viagogo, Seatwave and Get 
Me In. Still, Benn describes the 
guarantee schemes as "a great step 
forward" toward boosting public 
confidence in the sector. 

U.K. consumer -rights group 
Which, however, is skeptical of re- 
cent moves by the secondary sector 

to reassure consumers. "You have fewer rights 
if you buy from a secondary agent," a Which 
representative says. "There is no guarantee that 
secondary sellers actually have any tickets." 

The Resale Rights Society, which formed in 
December 2007 to ensure that artists are com- 
pensated for secondary tickets sales, wants on- 
line ticketers, promoters and artists to establish 
a certification system through the British Stan- 
dards Institution for secondary ticketing sites 
that agree to meet certain criteria. 

Society chairman Marc Marot says con- 
sumers need to be educated about the sector. 
"At the moment, people are unaware of where 
to go for legitimate tickets," he says. 

Despite the efforts of legal operators, Nick 
Blackburn, managing director of primary 
ticket seller See Tickets, cautions that the 
situation is unlikely to improve for desper- 
ate music fans. In fact, he says, "It is going 
to get worse, because it's a very easy way to 
make money -and the Internet is impossi- 
ble to police." 

BAKER 
and MA 

(top) 
CHIN 
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ding OfThe Road 
Ranchera Star Vicente 
Fernández Cleans Up On Tour 

At a time when an ailing economy is hurting every- 
one's pocketbook, tour promoters are experiment- 
ing with new marketing approaches and pricing 
options to rev up ticket sales. The challenge is par- 
ticularly acute in Latin concert promotion, where 
only a handful of acts have the clout to fill arenas in 
this country. 

All of which makes the recent success of Vicente 
Fernández all the more striking. 

The 68- year -old ranchera veteran is in the midst 
of a 25 -date U.S. tour that is already the most suc- 
cessful Latin tour of 2008. 

Fernández's U.S. trek, which will 
include nine shows at Los Angeles' 
Gibson Amphitheater in November, 
has broken attendance records in at 
least three venues. They include the 
Cow Palace in San Francisco, where 
on May 10 he drew a sellout crowd of 
12,055, according to Boxscore. 

According to Billboard Boxscore, 
Fernández has grossed more than $10 
million from just 12 shows, with total attendance of 
113,210 and 10 sellouts. Compare that with the $9.2 
million that RBD grossed from 32 shows or the $5.2 
million that Miguel Bosé grossed from 12 shows. 

"Vicente really stands alone," says promoter Ivan 
Fernandez (no relation), CEO ofViva Entertainment. 
"His rules don't apply to anyone else." 

However, the way his tour has been handled does 
allow us to reflect on many concerns voiced by pro- 
moters and agents in recent months. 

One of them is pricing. 
When rock act Maná toured the United States last 

year, for example, the group asked that ticket prices 
be capped at $100. The group's 48 -show U.S. trek 
was the top Latin tour of the year -No. 16 overall - 
grossed more than $35 million and had 24 sellouts, 
according to Boxscore. 

But promoters say many other acts, particu- 
larly emerging artists, price themselves out of 
the market. 

"The end result is half -empty arenas and losses for 
us- losses that the artist doesn't see because they get 

a guarantee," one promoter says. 
Fernández, pundits say, gets away with charg- 

ing high ticket prices -on average from $50 for 
the cheapest seat to $200- because his show is 
nearly four hours long, packed full of hits and ap- 
peals to multiple generations. "The economy is 
bad and tickets are expensive, but when you give 
people something worthwhile, they pay," says Fred 
Godinez, a partner in MGNS productions who 

promotes many of Fernández's 
shows. "And yes, I have people com- 
plain about $100 tickets, if a show 
lasts 70 minutes." 

Of course, playing for a long time 
in itself doesn't guarantee success, as 
few artists can hold an audience's at- 
tention for that long. But Fernández 
has also been savvy in other ways 
when it comes to maximizing his fi- 

nancial returns. In Chicago, he sold 
19,000 seats at the Allstate Arena, a record for the 
venue, by performing on a smaller, circular 360 - 
degree stage that allows for all- around seating. 

Given his cross -generational popularity, Fernán- 
dez's tickets tend to be purchased in big numbers, 
with entire families attending his shows. Godinez's 
average buy is eight tickets per person, compared 
with four per person for most other acts. As a result, 
when selling a Fernández show, Godinez removes 
the 10- ticket -per -buy cap that Ticketmaster normally 
puts in place. 

It's worth noting that Fernández doesn't play dou- 
ble bills. That option, as Enrique Iglesias and Aven- 
tura recently proved, not only increases attendance 
by expanding the pool of fans but also makes a show 
longer and therefore, more psychologically appeal- 
ing to ticket buyers. But then, record -breaking atten- 
dance at Fernández's shows indicates that fans think 
they're already getting their money's worth. - 

Latin 
Notas 
LEILA 
COBO 

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

Proceed 
With Caution 
Violence Hinders Already Fragile Mexican Touring Market 

Attendance at dances -the 
bread and butter of the re- 
gional Mexican touring cir- 
cuit -has taken a hit in the 
United States due to fear of 
immigration raids, a down- 
turn in construction jobs 
and high gas prices, pro- 
moters have said. But in 
Mexico, another factor has 

prevented fans from show- 
ing up to concerts: an esca- 
lation of violence from drug 
cartels battling each other 
and the government. 

A grenade attack during a 

Mexican Independence Day 

celebration Sept.15 in More- 
lia, Michoacan, killed eight 
people and wounded more 
than 100 others including 
children. An alleged gang 
member accused of partici- 

pating said the attack on 
civilians was meant to "pro- 
voke" the government, ac- 
cording to published reports. 

Families have been reluc- 
tant to bring their children to 
large festivals, and parents in 

some cases are forbidding 
their teenagers to buy tick- 
ets to such events, promot- 
ers say. "People are afraid," 
Conjunto Primavera lead 
singer Tony Melendez said 
Oct. 7 at Billboard's Regional 
Mexican Music Summit. 

Economic factors -a 
slumping U.S. economy has 

led to smaller remittances sent 

home to Mexico -have also 
created a reduction between 
30% and 50% in turnout, pro- 
moters estimate. Some acts 

are canceling shows in places 
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like Michoacan, Guerrero and 
Jalisco, either due to low ticket 
sales or because they're 
spooked -or they're simply 
not returning to the same ven- 
ues they used to play. 

Because ticket prices are 
much lower in Mexico, "you 
do need a lot of people to 
make an event break even or 
successful," Apodaca Promo- 
tions national director of mar- 

keting and promotions Lee 
Vargas says. That hasn't been 
a problem historically; shows 
in Mexico typically draw at 
least twice what they get 
stateside. But now, "we're try- 
ing our best to go to the 
safest venues possible." 

Arturo Torres Flores, who 
represents such acts as Exter- 
minadorand El Trono de Mex- 

ico, agrees that a combination 
of fear and economics has cut 
attendance by as much as half. 

But his bookings were contin- 
uing as usual. "If there's an 

artist people really want to see, 

they'll go see him," he says. 

Some acts are making up for 
smaller turnout in Mexico by 
upping their dates in the States 

as well as Central and South 
America. A weak peso has also 

made U.S. dates more attrac- 
tive, says Latin Power Music 
president Pepe Serrano, who 
is bringing his Power Duran- 

guense tour to Los Angeles' 
Gibson Amphitheatre Nov.29. 
"We'll earn dollars and earn 
more," he says, citing economic 
opportunity over fear of vio- 
lence as the main reason for 
more aggressive U.S. routing. 

Conjunto Primavera is 

looking at playing New York, 

Canada and even China for 
the first time, manager Jes- 
us Guillen says. "God will- 
ing, things in Mexico will 
come down and get back to 
normal in a couple of years," 
he says. -Ayala Ben -Yehuda 

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

Bi llboardenespanol.com. 

TORRES INKS WITH UMG 
Argentine singer /songwriter 
Diego Torres has signed a 

long -term recording deal with 
Universal Music Group. Torres, 

who had long been signed to 
BMG, and later Sony BMG, 

recorded his last album for that 
company in 2006. Now he is 

working on a new set that is 

slated for release in mid -2009 
under Universal. Torres is one 
of Argentina's best -known pop 
artists in the Latin music realm 
and gained world -wide notori- 
ety with 2002 hit "Color Es- 

peranza," which became an 
anthem for Argentina during 
the country's economic crisis. 
Already a star throughout 
Latin America, Torres ex- 
panded his reach with a sub- 
sequent "MTV Unplugged" 
special that aired throughout 
the region. His last album for 
Sony BMG was 2006's "An- 
dando." Although Torres' new 
pact with Universal is not a 360 
deal, it does give Universal a 

percentage of some of his 
ancillary business in limited 
territories. -Leila Cobo 

NEW CHRISTIAN 
COMPILATIONS 
Universal Music Latin Entertain- 
ment and Latin Christian label 
Mucho Fruto are releasing 
"Vive," the first in a new series of 
Christian compilations, Oct. 21. 

The contemporary artists on the 

album include Latin Grammy 
Award -nominated Pablo Oli- 
vares and Mucho Fruto co- 
founder Paulina Aguirre, Bill- 
board Latin Pop charting act 
Tercer Cielo and Billboard Latin 
Music Award finalist Julissa. The 

compilation is the result of a li- 

censing deal between Mucho 
Fruto and Universal. The labels 
are promoting the compilation 
with showcases Oct. 20 in Los 

Angeles and Oct. 28 in Miami. 
BMI, Gibson and Red Bull are 

sponsoring the showcases. 
Ayala Ben -Yehuda 

RUBIO TUNE IN 
NISSAN AD 
Japanese carmaker Nissan will 
feature Paulina Rubio's "Y Yo 

Sigo Aqui" in TV ads during the 
next year for the U.S. Hispanic 
market. The song from Rubio's 
"Border Girl" album was written 
by Estéfano and garnered a BMI 

Award in 2002. It is published by 
World Deep Music Publishing 
and Sony /ATV. -ABY 
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Eric 
Sherm 
The former VH1 executive chats 
about how he's trying to reshape 
Fuse and why music videos 
remain a staple of its 
programming. 

Fuse, the cable music network division of Cablevision's Madison Square Garden, has long op- 
erated in the shadow of MTV and its affiliates. 

MTV reached an average prime -time audience of 730,000 U.S. households this year 
through mid -October, while Fuse's prime -time audience averaged only about 34,000 house- 
holds during the same period, according to Nielsen Media Research. 

Fuse is hoping to expand its reach. As part of those efforts, the company hired MTV Net- 
works veteran Eric Sherman last year as president of the network. Since Sherman's arrival, 
Fuse has also hired new heads of marketing, programming and development, ad sales and 
strategy and operations. 

Sherman, who had previously served as senior /GM of VH1 Classic, VH1 Soul, VH1 Classic 
Records and MHD (MTV's HD channel), has supplemented Fuse's steady diet of music video 
programming with concerts, movies and music -themed reality shows. 

The channel has launched a slew of new programming this year, including "Rock Bot- 
tom," a reality show that follows the tribulations of bands that have to contend with out -of- 
control bandmates; "Redemption Song," a reality show /competition in which 11 women vie 
for the chance to record a song for the new Fuse /Geffen Records label; and "Fuse Rocks 
the Garden," a live concert series that showcases performances at the venue. 

Sherman talks to Billboard about Fuse's makeover, the network's international strategy 
and why the canceled show "Pants Off, Dance Off" still lives on as an online video site. 

Fuse's viewership remains small. 
How do you intend to expand 
your TV audience? 
We're mainstreaming what music 
means on the channel. In the past 
Fuse was known as an indie rock/ 
breaking bands channel. In order to 
expand our audience we had to main- 
stream. Now you see the biggest 
names in rock, hip -hop, alternative 
and pop on the channel. We're also 
aging up. We've gone from the 12 -24 
demographic to the 18 -34 demo- 
graphic, which is more attractive to 
advertisers. On top of that we have a 

significant investment in marketing. 
We're buying media to support our 
original programming and events. 

Right now Fuse is available only in 
the United States and online. What 
is your international strategy? 
We're looking at individual pro- 
gram sales. We had a team at Mip- 
corn selling "Rock Bottom," 
"Redemption Song" and "Fuse Ex- 

cellent Adventure." We're also talk- 
ing to our partners about building 
24 -hour Fuse channels overseas in 
Latin America, South Africa and 
the Asian marketplace. 

Not Europe or the United Kingdom? 
The U.K. and Europe are so satu- 
rated with channels -from brands 
like MTV, Virgin and Emap -that 
they might be the toughest markets 
to get into. 

Music videos remain an impor- 
tant part of your programming 
schedule, at a time when MTV has 

largely moved away from them 
and fans can stream them online 
on demand. Is there still a signif- 
icant TV audience for videos? 
Absolutely. We believe in the music 
video as a meaningful form of en- 
tertainment. In order to succeed, 
you need to take an editorial voice 
and help curate it. For example, we 
have the shows "No. 1 Countdown," 
"Video Yearbook" and "Loaded." [All 

of which have a host showing 
videos.] While I don't think there's 
much of a market for general video 
rotation, well -curated music videos 
will be an important part of Fuse. 

You've done several live events, in- 
cluding "Where Music Meets Film 
Live From the ZonePerfect Bar" 
and "Fuse Live From Bonnaroo." 
What are your success metrics, and 
will we see more live events? 
You will absolutely see more live 
music on Fuse. In addition, the 
sponsorships of those shows not 
only live on -air but on -site. At Bon - 
naroo, we built a 5,000- square -foot 
barn that allowed consumers to ex- 

perience Fuse. We had sponsor in- 
tegration with product sampling 
and technology demonstrations. 
Being at events like Bonnaroo and 
... Voodoo in New Orleans builds 
buzz, builds the Fuse brand and ob- 

viously builds relations with the 
artists and their management. 

How does Fuse fit into Madison 
Square Garden when it comes 
to content and promotion? 
The relationship with Madison 
Square Garden [which officially 
began Jan. 1], which also includes 
Radio City Music Hall, the Chicago 
Theatre and the Beacon Theatre, 
gives us access to the talent, because 
they're coming into our venues on 
a daily basis. From a marketing per- 
spective, there is extensive promo- 
tion of Fuse at all of the venues. 

Does that mean there will be a 

"Fuse Rocks Radio City "? 
This collection of venues offers so 
many different opportunities to 
work with artists. We'll be doing 
things later this year from the 
Chicago Theatre, although I can't 
talk about which artists it will be. 

How do you sell acts on the 
added value of a Fuse broadcast 
of an Madison Square Garden 
Entertainment event? 
When [MSGE president] Jay Mar - 
ciano and his people are booking 
these venues, they have Fuse as a 

tool in their arsenal to get acts to 
play our venues in a competitive 
marketplace. They can add the 
power of a national network; 
whether they do a lot or a little with 

We think 
these live 
events 
are the 
key to 
our 
future. 
Adver- 
tisers 
love to be 
associ- 
ated with 
live 
music. 

us, that association helps our expo- 
sure with the artist community. It 
takes us up a notch in terms of 
awareness and being seen as a 

strong brand in the world of music. 
We partnered with Weezer when 

they played Madison Square Garden 
for the first time in September and 
we were heavily involved in the ne- 
gotiations. We ended up putting a 

comprehensive plan together that 
helped them sell out the venue. We 
had them in the studio, did a national 
sweepstakes to drive awareness of 
the tour and the Garden, worked 
with local cable affiliates to help raise 
awareness and partnered with local 
radio. We pulled out all the stops be- 
cause we wanted Weezer's first per- 
formance at Madison Square Garden 
to be a huge success and show the 
value of the Fuse brand. 

Will you create any specific events 
to provide Fuse with content? 
Next year we will step up the amount 
of performances in our studio on 
Seventh Avenue. We plan to have 
major artists come in on a monthly 
basis to do live performances. If 
there's an opportunity to partner with 
someone or create live events, we 
think these live events are the key to 
our future. In addition, advertisers 
love to be associated with live music. 

In June, Madison Square Garden 
took a minority interest in Front 
Line Management. What can we 
expect from the partnership? 
Front Line's roster of artists make 
themselves available for interviews 
and appearances on our programs. 
We're discussing a number of 
things for the future but nothing 
specific right now. 

"Pants Off, Dance Off" is still on 
Fuse's Web site after being 
yanked from the air earlier this 
year. What happened? 
It's no longer a property on Fuse tel- 
evision. It's a Web property. Surpris- 
ingly enough, content where people 
get naked drives traffic. While it's a 

great concept it does not belong on 
a crediblemusicchannel. But wedidn't 
want to give up the traffic. 
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a steamy summer night on the ,_ 

banks of the Ohio River and Taylor Swift, 
dressed in a green sundress and worn 
cowboy boots, is backstage for a meet - 
and -greet with her Cincinnati fans. The 
aging Riverbend Music Center has seen 
better days, but it's sold out for Swift's 
appearance there with country trio Rascal 
Flatts. She's immediately swarmed by 
an army of mini -Taylors, young girls 
dressed similarly to their idol, and all of 
whom emitted high -pitched screams of 
glee at the sight of the singer. "She's so 
gorgeous," one teen says, as her friend 
stands on her tippy toes and squeals, 
"I'm so excited!" Eighteen- year -old Swift 
chats easily with her fans, giving each a 
personal moment: "You're tall, like me," 
she says to one. "I just noticed your 
necklace -it's cute," she tells another. 
For her preteen fans -and there are 
plenty -she drops to one knee and 
converses at eye level. Those who asked 
for hugs didn't receive an awkward, half- 
hearted embrace: Even the girl holding an 
"Ohio Loves Taylor" sign who nearly 
tackled Swift got a warm response. 
And so begins the transition of Swift from 
rising country superstar -her 2006 self - 
titled debut album has sold 3.4 million 
units, in addition to 7.5 million single 
downloads, according to Nielsen 
SoundScan -to just plain of superstar. 
In tandem with the promotional push 
behind the release of new album 
"Fearless," out Nov. 11 on Big Machine 
Records, Swift landed partnerships for 
women's apparel and toys -and will 
attempt what to date has been almost 
impossible for a country artist: to make 
an impact overseas. It's an ambitious 
campaign for Swift -and for Big 
Machine -a fact the singer readily 
acknowledges. Swift wrote a track on 
"Fearless" titled "Change" -which 
has already hit the market as part of 
AT &T's Team USA Olympic Soundtrack 
promotion this past summer -to 
celebrate her label and its success. 
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"Being on a little record label, you have to fight harder than 
being on a bigger record label to be on award shows, to be a 

performer and a presenter and to get big tours and support," 
Swift says. "My record label had 12 employees when I put out 
my album and my single and I just kept looking around and 
thinking, `Some day we are going to grow and this is going 
to change and we are going to have a fighting chance.' " 

Swift finished the song the day after she won the Country 
Music Assn.'s (CMA) Horizon Award in November 2007. "I 

looked over at Scott Borchetta, the president of my label, and 
saw him crying," she says. 

For his part, Borchetta is just as appreciative of the talent 
he has in Swift. "Her female appeal is this big," Borchetta says, 
spreading his arms wide. "She connects with women 8 -38." 

"15," one of the standouts on the record, reinforces 
Borchetta's point. The song -which includes the lyrics, "In 
your life you'll do greater things than dating a boy on the foot- 
ball team" -will connect with teens looking for hope and with 
adult women looking back. 

"It's the most personal song I have ever written," Swift 
says. "My best friend and I met our freshman year of high 
school and our lives absolutely changed. I walked away from 
love and then I walked into a record label. I walked onto a 

tour and that is how my story ended. Abigail, my best friend, 
got her heart ripped out and I was there and went through it 
with her, but I am really glad that I was able to write it down." 

"Taylor Swift" spawned five top 10 country airplay singles, 
including "Our Song" and "Should've Said No," which both 
reached No. 1, the former for six weeks. Country hit 
"Teardrops on My Guitar" also reached No. 5 on the Adult 
Contemporary chart and went top 10 at Top 40 and Adult Top 

40. There were also limited -release EPs, including "Sounds 
of the Season" (85,000 sold, according to Nielsen Sound- 

Scan), "Beautiful Eyes" with Wal -Mart (169,000) and "iTunes 
SoHo Sessions" (12,000). Tracks "Teardrops on My Guitar" 
(1.9 million) and "Our Song" (1.8 million) led the digital 
download charge. 

Big Machine has already laid the groundwork for using her 
appeal to women with sales; the "Beautiful Eyes" package was 
sold at one of Wal- Mart's "hot spots " -highly visible loca- 
tions in the store -in the girls and junior apparel depart- 
ment; the display also tied into Swift's partnership with I.e.i. 
jeans. "We're always challenged with shrinking space for 
music in any kind of store," Borchetta says. "This was our 
first experiment with Wal -Mart, and it was out of the box, just 
huge. We're already plotting and scheming for '09." In addi- 
tion, JAKKS Pacific will launch a line of Swift dolls at Wal- 

Mart and Toys "R" Us in the fall. 
All this builds up the anticipation to the release of "Fear- 

less." First single "Love Story" was quickly accepted by radio, 
debuting at No. 25 on Hot Country Songs. It currently sits at 
No. 7. Country WDTW Detroit PD John Trapane says the rea- 
son is simple: "She is now an A -list artist. As programmers we 

are the gatekeepers, but there is a small list of artists that we 

don't get to make those decisions, the listener does," he says, 
citing Kenny Chesney, Sugarland, Toby Keith and Carrie Un- 
derwood as others who have earned immense fan loyalty. 

"Love Story" "was actually written about a love that you got 
to hide because you know for whatever reason you know it 
wouldn't go over well," Swift says. "I spun it in the direction 
of Romeo and Juliet -our parents are fighting. I relate to it 
more as a love that you cannot really elaborate on, a love that 
maybe society wouldn't accept, a love that maybe your friends 
wouldn't accept." 

The album's packaging will include photos by Anthony 
Baker specifically shot for key songs on the record. "We shot 

photos based on the energy of that song," Swift says. For in- 
stance, on "Breathe," which she wrote with Colbie Caillat and 
includes the lyrics, "I can't breathe without you, but I have 
to," Swift is shown underwater in a pool. For the angst -filled 
"You're Not Sorry," the visual shows a brooding Swift seated 
on a bathroom floor surrounded by graffiti. 

"Fearless," which like her first release was produced by 
Nathan Chapman -Swift co- produced this time out -will 
come in three versions. A standard album will carry a sug- 
gested retail price of $18.98 (physical) or $11.99 (digital). A 

$75 limited -edition boxed set will include a T- shirt, leather 
bracelet, photo album, sticker and -for the first 10,000 fans 
who pre -order it -their picture featured in a photo mosaic 
in the set, as well as a chance to win the "ultimate Taylor Swift 
Fan experience," which includes round -trip airfare and hotel 
accommodations for the winner and a guest to a Swift con- 
cert, an autographed guitar, a meet -and -greet with Swift and 
a tour of her bus. A $40 version, which includes the mosaic 
option and the CD, has already sold out. 

Swift says she wanted to include fans' photos -once they're 
all collected, they will meld to create a picture of her. Fans 
hoping to find their picture on the six -panel fold -out mosaic 
will be able to visit thetaylornation.com beginning street 
week and type in their name to find out where their photo 
is located. 

Swift has been the poster child for Nashville's move into 
the digital era -she still updates her own MySpace page. 
An AOL Sessions performance will be cross -promoted on 
recently acquired social network Bebo, which has a strong 
presence in the United Kingdom, Swift's next target. CMT's 
"Studio 330" and AT &T's "Blue Room" will have content 
as well. 

On the wireless side, a radio launch party, with contest win- 

euro vision? 
Only A Handful Of Country Acts Have Ventured 
Overseas In The Last 10 Years, And Those That 
Made The Trip Have Had Middling Success 

Clarence Spalding, who manages Brooks & 

Dunn, among others, says it takes a certain 
kind of artist and a certain approach to do well 
in the United Kingdom and Europe. "If you go 
over there and tour as a country act, it's very, 
very limited. You go from being an arena act 
over here to a club act -not a theater act, but 
a club act." 

Such artists as Shania Twain and Keith 
Urban, for example, are able make an impor- 
tant transition, Spalding says. "They're a coun- 
try act leaving the United States, but once they 
cross that border they're a pop act. Taylor Swift 
and Brooks & Dunn aren't the same thing. 
We're a straight -ahead country act. She is 

probably being played on their pop radio sta- 
tions, the same with Keith [Urban], the same 
with Shania [Twain]. 

"For an act that's not receiving pop airplay 
here and won't receive pop airplay there, you 
might as well take your family on a vacation 
rather than take 30 people over there," Spalding 
continues. "The chances of you getting on TV 

over there are slim and none as a country act." 
Spalding's comments jive with what Billboard 

Boxscore figures show: Don Williams -who has 

a long history of overseas success -not with- 
standing, acts that sell tickets in the United King- 

dom are acts that can make the transition. 

DON 
WILLIAMS 
Year: 2004 
Region: 
United Kingdom 
Gross: $903,525 
Attendance: 19,738 
Capacity: 23,554 
Shows:15 
Sellouts:1 Meanwhile, the cost of touring internation- 

ally balanced with the potential benefit to one's 
career are factors that weigh heavily on artists' 
and managers' minds. "If your record company 
isn't subsidizing it, you're saying, 'OK, I'm going 
to fly across the world and lose money to sell 
how many records ?' " Spalding says. 

Australia is a different proposition, he says. 

"Country radio is there. They have a country 
video channel down there. TV is very accept- 
ing of the bigger country acts." 

Brooks & Dunn toured the country for the 
first time in March and will return next year. 
"We made the commitment and I'm glad we 
did," Spalding says. "It was a big deal and were 
going back in May of '09. 

"We had a body of music down there and 
we sold out shows in Brisbane and Sydney and 
Melbourne and my guys got to experience the 
country and build a relationship with the 
record label," he adds. "We did a round robin 
of radio, we did TV. Everything went better 
than planned." 

Spalding says that if an act is interested in 

European touring, it's important to make the 
commitment in a timely manner. "If you don't 
get them over there early on, it's always tough 
to get them over there once they're making 
huge amounts of money here." -KT 

DIXIE CHICKS 
Year: 2003 
Region: United Kingdom 
Gross: $720,505 
Attendance: 16,993 
Capacity: 17,484 
Shows: 5 

Sellouts: l 

SHANIA 
TWAIN 
Year: 2004 
Region: United 
Kingdom 
Gross: 
$12,854,751 
Attendance: 170,973 
Capacity: 174,156 
Shows:14 
Sellouts: 3 

LeANN 
RIMES 
Year: 2004 
Region: 
United Kingdom 
Gross: $996,992 
Attendance: 22,065 
Capacity: 23,340 
Shows: 8 
Sellouts: 4 

SOURCE: Billboard Boxscore. All figures are in U.S. dollars. 

KEITH URBAN 
Year: 2007 
Region: United 
Kingdom 
Gross: $259,985 
Attendance: 5,999 
Capacity: 5,999 
Shows: 3 

Sellouts: 3 

DOLLY PARTON 
Year: 2007 -08 
Region: United 
Kingdom 
Gross: $16,406,432 
Attendance: 132,758 
Capacity: 135,639 
Shows: 15 

Sellouts: 12 

LeANN RIMES & 
KEITH URBAN 
Year: 2003 
Region: Australia 
Gross: $1,017,352 
Attendance: 
20,692 
Capacity: 27,000 
Shows: 6 
Sellouts: O 
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ners flown in from various U.S. stations, will be sponsored 
by Verizon Wireless, which also will offer an exclusive ring - 
tone of "Breathe." Meanwhile, radio companies Entercom, 
Cox and CBS Radio will have exclusive interview content for 
their station Web sites. Swift also recorded a performance 
for Clear Channel's "Stripped" online concert series. 

An iTunes countdown -to- release program will find three 
cuts -"Fearless," "You're Not Sorry" and "You Belong With 
Me "- available as part of its Complete My Album promotion. 
Two cuts, "Change" from the Olympic soundtrack and "Love 
Story," are already available digitally and have sold 286,000 
and 467,000 downloads, respectively, as of Oct. 5. 

"She very much lives in her demographic," Borchetta says. 
"I can ask her, 'Is this something your fans will like ?' and she 
has a great innate sense about what people her age are into 
and what they're not. She's a great focus group in herself .. . 

it's something we talk about a lot. She's very concerned about 
her fans and that we're doing the right things for them. Music 
comes first -it's music -business, not business -music." 

Others in the industry have taken notice. Country KM PS 
Seattle music director Tony Thomas says Swift has lived up 
to her promise. "Taylor has been connecting with her fans in 
such a big way for the last two years, and she's just getting 
better and better at it," he says. "She's been living up to all 
that's been placed in front of her, including some terrific TV 
appearances on the CMA Music Festival special, the [MTV 
Video Music Awards] and her co- hosting week on `TRL.' " 

Swift's "White Horse," which is on "Fearless," was fea- 
tured in the two -hour season premiere of ABC's "Grey's 
Anatomy" earlier this fall. 

"You should've seen tears streaming down my face when 
I got the phone call that they were going to use that song," 
Swift says with more than a hint of emotion. "I have never 
been that excited. This is my life's goal, to have a song on 
`Grey's Anatomy.' My love of'Grey's Anatomy' has never wa- 
vered. It's my longest relationship to date." 

Of the song she says, "It's one of the songs that I am really 
proud of on the record because it's so sparse -it's guitar, piano 
and cello ... it talks about falling in love and the fairy tales that 
you are going to have with this person, and then there is that 
moment where you realize that it is not going to happen. That 
moment is the most earth -shattering moment." 

"TV was not there for us last time," Borchetta says of the 
launch of her first album. "This time TV is definitely there 
for us." In addition to morning and late night shows -she'll 

appear Nov. 10 on "Late Show With David Letterman" - 
there will be special programming on CMT and GAC. Swift 
recently taped a performance for CMT's "Crossroads" on 
which she appears with Def Leppard, one of her mother's 
favorite bands. "My favorite songs are the same as my mom's 
favorite songs," Swift said before taping the show, which 
will air Nov. 7. 

GAC will premiere a behind- the -scenes special on the mak- 
ing of her "Love Story" video Nov. 5. In addition to other special 
programming, Swift is GAC's artist of the month for November. 

Meanwhile Swift, who is up for female vocalist of the year, 
will perform at the CMA Awards, which will air Nov. 12 on 

`This is my life's 
goal, to have a 

song on "Grey's 
Anatomy." My love 

of "Grey's Anatom " l 
has never wavered,. 

It's my longest 
relationshi p to date.' 

-TAYLOR SWIFT 

ABC. "We're going to be everywhere," Borchetta says. "You 
won't be able to miss us no matter who's elected president." 

Swift's team doesn't just want her to stand out amid world 
events -they want her to stand out around the world. It's no 
easy trick for a country performer to conquer foreign terri- 
tory (see story, page 24), but Swift's team is already laying 
the groundwork. 

In the middle of her string of dates with Rascal Flatts this 
summer, Swift went trans -Atlantic to London, where she per- 
formed a sold -out promotional show at King's College. Greg 
Oswald, her responsible agent at the William Morris Agency, 
says Swift has a "deep -held desire" to be global. "She wants 
to be there and she's always wanted to be there, and because 
of the ammo that she possesses, she can be there," he says. 

TAYLOR SWIFT and Def Leppard's 
JOE ELLIOTT perform for a taping of 
'CMT Crossroads' -which pairs artists 
from disparate genres -in Nashville. 

"The mega goal is not Madison Square Gar- 

den ... she's going to do multiple nights 
at Madison Square Garden and from there 
jump over to Europe and do the same thing 
in various countries." 

On a number of levels Swift's team is set- 
ting its goals high. Veteran tour manager 
Robert Allen recently joined the manage- 
ment team from Tim McGraw's camp. "He 
can take us from zero to headlining," 
Borchetta says of Allen. 

The plan is for Swift to head back to the 
United Kingdom in early 2009, then travel 
to Australia in March for more promotional 
appearances and a festival date. When she 
returns to the States, she begin headlining 
in earnest on a tour produced by TMG /AEG 
Live, which has produced concerts by Kenny 

Chesney, George Strait and Sugarland. That 
tour will include arenas and festivals and 
continue through September. 

"There's some really relevant festivals 
that want her. She enjoys them, so we will 
do some," Oswald says. "But because we 
want to have a cohesive tour, we will have 
weeks where arenas surround festivals from 
a routing sophistication perspective -cool 

festival on Thursday, arena Friday, arena Saturday." 
Then back to the United Kingdom for more dates in the 

fall, and somewhere along the way Japan will be part of the 
picture. "It will be super thrilling for her fans in the States 
to see photos of her in front of Buckingham Palace, down- 
town Tokyo and then the next time she's in Cedar Rapids 
[Iowa] she'll be that much a bigger star, but still Taylor -ap- 
proachable," Borchetta says. 

Borchetta began putting the global strategy in motion a 

year ago. "You want to make sure that you have the attention 
of your record company partners and distribution, and you 
don't want to wait too long," he says. "You hold back, you hold 
back, they're ready for it, let's go. We wanted our first step on 
English soil to be a sellout." 

The U.K. approach will be different and less radio -driven 
from that in the States, Borchetta says. "They don't have the 
number of radio stations that we do. There's no country sta- 
tion with a national presence, so we'll go to BBC1 and B BC2." 

Swift is signed to Mercury in the United Kingdom, and 
there's a worldwide distribution deal in place with Universal. 
(An album that combines music from her U.S. debut and soph- 
omore effort will be released overseas in first -quarter 2009.) 

But for now, Swift is honing her touring chops at home. 
After her meet -and -greet with her teen fans in Cincinnati, 
she takes the stage. While the audience for headliner Ras- 
cal Flatts is older and includes more men than her target 
demo, Swift still gets a rousing response when she bounces 
onstage. The screams are a little deeper in pitch, but the re- 
sponse is no less genuine, as fans stay on their feet for the 
entire set. It builds to a fever pitch when Swift and her fe- 

male fiddle player channel the Broadway musical "Stomp" 
by alternately smashing overturned garbage cans with drum- 
sticks on the you -shouldn't- have -done -me -wrong cut 
"Should've Said No." 

The artist is just as passionate as she looks ahead to "Fear- 
less." Despite the whirlwind of promotional schemes and 
marketing mayhem planned for the album's campaign, for 
Swift it still comes down to writing music from her heart. 

"I'm absolutely consumed by this album, by creating it . . . 

there is only one way that I know how to write songs and that 
is about personal things that happen to me," says Swift, who 
as on her first album wrote or co -wrote every song. "It is amaz- 
ing how many people come up to me and say, `It's strange 
how completely this is what I am going through right now.' 
That is the coolest compliment somebody can give you." 

OCTOBER 25, 2008 
I 

www.billboard.biz 
I 

25 

www.americanradiohistory.com

www.americanradiohistory.com


IND* 
- 

www.americanradiohistory.com

www.americanradiohistory.com


est Buy puts its money where its mouth is. 
Management at the consumer electron- 

ics giant believes that shoppers expect to 
pay $9.99 for a CD, a pricing strategy that 
most label executives are loath to embrace. 
So Best Buy is engaging in an expensive ex- 

periment to prove to labels that CDs priced 
at that level will produce enough incremental 

sales to justify lower wholesale pricing. 
According to sources, Best Buy has picked three markets - 

Jacksonville, Fla.; a city in Arizona; and a third undisclosed 
city-and will charge $9.99 for every regularly priced single 
CD. What's more, the chain is absorbing the losses on that pric- 
ing strategy. 

"They are trying to show what happens if $9.99 CDs are pre- 
sented as the normal price," a senior distribution executive at 
one of the majors says. "But look, that is the way they are and 
that's why they are great partners." (Best Buy did not provide an 
executive to answer questions for this story, and although a com- 
pany spokesman responded to some questions via e-mail, a re- 

quest to comment on the $9.99 pricing strategy was ignored.) 
It's a strategy that parlays the reputation that Best Buy has 

built over time. Most label executives have long held that Best 
Buy is by far the best account selling music for a number of 
reasons: The company has shown a willingness to use titles as 
loss leaders to generate first -week sales, it gambles on devel- 
oping artists, it has a commitment to catalog, it provides micro - 
marketing possibilities, its returns are generally low, and it's 
willing to share information. These factors make Best Buy a 

beloved account to labels and distributors. 
Underlying the $9.99 price point is some rocky history. Many 

music specialty executives and distribution executives once viewed 
Best Buy and other discounters like Wal -Mart, Target and Cir- 
cuit City as predators pulling the industry down. In 1995, a story 
in Billboard observed that while music specialty retailers decried 
Best Buy and Circuit City as loss -leader merchants that were de- 
stroying the record store business, some competitors and label 
executives were beginning to acknowledge Best Buy as a force 
shaping the future of home entertainment retailing. 

I ï t` t,:. 
AND MERCHANDISING, 

BEST BUY PUSHES A DEEPER 
$9,99 PRICE EXPERIMENT 

BY ED CHRISTMAN 

ILLUSTRATIOM BY MARK AMEN MILLER 

Best Buy, founded in 1966 by Richard Schulze, began car- 
rying music in 1992, and around that time the company began 
its shootout with Circuit City. It was a competition that 
stretched for decades, and the intense battle between the two 
wiped out other consumer electronics chains like Highland 
Superstores, Newmark & Lewis, McDuff, Silo's, Nobody Beats 
the Wiz and Lechmere. 

When the shootout began to spill over into the record store 
world and drew in Target and Wal -Mart, the majors initiated 
stringent minimum advertised -price policies. But by 
2000, the Federal Trade Commission had the four 
majors and a number of music retailers under in- 
vestigation for price fixing, which resulted in all par- 
ties signing consent decrees that ended MAP 
policies. During this decade thousands of independ- 
ent stores and such chains as Musicland, Tower, Na- 

tional Record Mart, Compact Disk World, HMV, the Music 
Network and Peaches were liquidated, and others like Disk 
Jockey, Wherehouse Entertainment and Sound Shop were 
sold as part of the industry's consolidation. 

But now, with traditional record stores accounting for a mea- 
ger 13% of the U.S. marketplace, distribution and label execu- 
tives say these kinds of disputes are in the past and that they 
hardly think about the impact of retail discount pricing and do 
business where they can. For instance, the head of sales at a 

major label who used to denounce the practice of discounting 
says, "Best Buy has music -loving, music -knowledgeable buy- 
ers. They are hardworking, responsive and cooperative." Uni- 
versal Music Group Distribution (UMGD) president Jim Urie 

AN INSIDE 
LOOK AT 

THE BIGGEST 
PLAYERS 
IN MUSIC 
RETAIL 

0 

says that Best Buy's buying staff is very analytical, and that he 
"love[s] that they are willing to try things." Yet another senior 
distribution executive at a competing major says, "Best Buy is 

one of our most trusted accounts. They have a quality team and 
are transparent. They really value the label relationship and the 
distribution relationship and realize the difference between 
the two." And Koch Entertainment Distribution senior VP of 
sales Rob Scarcello says he loves working with Best Buy. "They 
understand the business, and they understand what music and 
video will do for their business," he says. "They may not see 
eye to eye with you, but they are reasonable, and if you have a 

valid marketing reason, they will listen." 
Best Buy can afford to listen. In the quarter ended May 31, the 

chain, which ran 971 stores, including 923 under its company 
name, reported net income of $179 million, or 43 cents per di- 

luted share, on sales of $9 billion. For the year ended March 1, 

Best Buy generated $1.4 billion in net income, or $3.12 per share, 
on sales of $40 billion. That represents five straight years of 
growth on all counts, including revenue, profit and net income. 

At the end of its fiscal 2004 year, the company had reported 
$704 million, or $1.42 per share, on sales of $24.6 bil- 

lion. So sales are up 63% and profits have doubled in 
the past four years. 

Best Buy is the third -largest account with about 
15% market share and about $1.3 billion in music vol- 

ume, Billboard estimates. For its part Best Buy doesn't 
break out music sales, although in its 10 -K filing with the 

Securities and Exchange Commission, it said entertainment 
software sales -which include movies, videogames and gam- 
ing hardware-constitute 19 %, or $7.6 billion, of its overall busi- 
ness for the year ended March 1. 

As the company expands, economies of scale and a focus on 
reducing costs allow the company to seemingly extract more 
profit each year. In 1997, Best Buy had a gross profit margin of 
13.6% while its selling, general and administrative expenses 
were 12.9 %, leaving a slim 0.7% in net profit margin. Last year, 
gross profit margin was 23.9% of revenue while SG &A stood 
at 18.5 %, leaving a 5.4% profitable swing. In between, Best Buy 

widened the distance between profit and expenses by about one 
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percentage point every two or three years. 
A typical Best Buy store carries between 6,000 and 20,000 

SKUs; distribution executives say that on average, the chain 
tends to stock about 14,000 SKUs. While other accounts have 
reduced their size in recent years, Best Buy is holding steady, 

although it is down from a decade ago when the average store 
had a 30,000 -SKU count. While Best Buy so far is not downsiz- 
ing music S KUs this year, the department is not as visible as it 

used to be, the head of sales at a major label says. "They have 

changed the look of the music depai tiuent and moved it to the 
back or side of stores," he says. 

Regardless of where the department is placed, Best Buy con- 

siders music integral to its merchandising mix. "We continue 
to view music as a key category in our stores simply because 
we know how important it is to our customers," the company 
said in a statement. "It is at the heart of many of the products 
that we sell. Whether you're talking about home theater sys- 

tems, MP3 players, speakers or even computers, what our cus- 
tomers want is products that enhance their lives. Entertainment 
plays a large role in that." 

As such, music plays an important role in the Best Buy cir- 

cular, which still gets credit for being the most powerful adver- 
tising circular in the industry for rock and rap, the music 
business' two biggest genres. (Target claims the top circular for 
country, pop and tween /kids music.) 

"If you are hitting the female audience, then Target has the 
best circular; if you have a male- oriented album, then Best Buy 

is the best circular," the head of sales at an indie distributor says. 

Beyond the circular, "Best Buy and Target are the best -in- 

class at marketing," UMGD's Urie says. According to its 10 -K 

filing last year, Best Buy spent $644 million on advertising. 
In order to support that marketing effort, Best Buy's pricing 

for its promotional programs make it the most expensive 
in the business, at least on a dollar basis. Many of its pro- 

grams make sense on a per -unit basis or the spend vs. unit 
sales achieved through the promotion, another executive 
adds. But at least one component of Best Buy's promo- 
tional palette catches flak. "A cut [or mini, as in a mini - 
shot ofan album cover] in the circular costs about $75,000, 

which is ridiculous," one distribution executive says. 

But in terms of promotional power, Best Buy packs a 

wallop, as witnessed by its clean -up on Lil Wayne's "Tha 
Carter III." It was by far the top -selling account, mov- 

ing 283,000 copies in its first week, when the title just 
topped the 1 million -unit mark. 

Thanks to its selling power, Best Buy usually goes toe - 

to -toe with its competitors when artist managers are 
shopping exclusives. In recent years, Wal -Mart got Garth 
Brooks' catalog and the Eagles' last album, while Best 

Buy clinched more rock -oriented titles like the Rolling 

Stones and Tom Petty videos. While Best Buy may have 

recently lost out on Journey and AC/ DC, it is said to have 
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the inside track on Guns N' Roses' "Chinese Democracy." 
"Wal -Mart does a great job with exclusives, but it doesn't 

have a circular," the head of sales of one major label says. 
"With rock records, Best Buy can call out an exclusive pack- 
age better than anyone." 

In addition, Best Buy is generally considered to be the top 
account in all forms of rock merchandising, including hard 
rock -and it used to be the top account in selling alternative, 
until iTunes came along and stole that crown. Best Buy is also 
the top account in urban /rap music and the chain is becoming 
more important in some of the smaller genres, if only by de- 

fault due to the disappearance of stores or the reduction of 
music space in chains like Borders and Circuit City and other 
retailers like Virgin Megastores and Value Music. 

Best Buy also is given high marks for continuing to carry a 

depth of catalog titles, as well as tailoring individual stores to 

meet the needs of each community. On catalog, Best Buy says in 

a statement, "We continue to be committed to providing a broad 
selection that goes well beyond new releases. We know our cus- 

tomers want to be able to find catalog releases of their favorite 

artists so we make a commitment to provide that to them." 
As for its support of developing artists, some executives worry 

the chain is slipping. "There were times when they were over -the- 

top amazing at it, probably to the detriment to their business," 
one distribution executive says. "But they are still good at it." 

For its part, Best Buy says in a statement that it remains 
"committed to having a regular voice for developing artists 
through our `Find 'Em First' program and by carrying a 

broad assortment." It adds: "In general, we feel that ener- 
gizing consumers around music is a win -win situation for 
everyone. The more we can get people excited about listen- 
ing to music, the more music they will consume." 

While Best Buy is great at rolling out developing artists on a 

national basis, it can be expensive, and consequently, most la- 

bels no longer sign up for that level of promotion. But beyond 
independent stores, Best Buy is the only game in town for mi- 
cromarketing on a regional basis, thanks to its deal with De- 

troit -based Vision Information Services, which provides systems 
that allow vendors to co- manage inventory with Best Buy. 

"The Vision system allowed Best Buy to go from central to 

local planning," a senior distribution executive says. Besides that 
access, Koch's Scarcello adds, the other great thing about Best 

Buy is "they give you ongoing metrics and feedback regularly." 
While all give Best Buy high marks on micromarketing, some 

label and sales executives still find fault with the chain's capa- 

bilities. "It used to be that they had regional promotional pro- 
grams, but they eliminated them, which was not a great move," 
the head of sales at an indie distribution company says. But the 
head of sales at a major label says, "They eliminated the bull- 
shit and kept the real micromarketing opportunities." 

"No question, their regional people are lights -out great," Hol- 

lywood Records VP of sales Curt Eddy says. 
Eddy praises Best Buy in another area: "There is nobody bet- 

ter in getting product to a store," he says. "They read the tea leaves 
very quickly." The chain is just plain good at getting new releases 
in stock at stores on street date, usually before 11 in the morning. 

On the downside, Best Buy's compliance with being in -stock 

on promotional titles has declined as of late. 
"They seem to have a lot of empty slots in the middle of the 

week," one major -label sales head says. That may be because 
the chain is wrestling with how its endcaps should be config- 
ured, one distribution executive says. The exec adds that Best 

Buy is experimenting to see if its endcaps should have 24 titles 
or maybe fewer, like six titles. 

Another independent distribution company begs to differ 
on the assessment that Best Buy is losing a step on compliance. 
"They are one of the best, they take it seriously, they own it, and 
they do their end of the partnership," he says. Having said that, 
he adds that come the fourth -quarter crunch time, accounts 
like Best Buy and Target give warehousing preferential treat- 
ment to other product lines, unlike Wal -Mart, which can han- 
dle all trucking traffic year- round. 

But for all its forward thinking, Best Buy gets mediocre marks 
for its online presence, something that may change now that 
it has acquired Napster. The Best Buy -Napster deal "is good for 

all concerned," UMGD's Urie says. "It's good for Napster be- 

cause it gives them corporate stability. It's good for Best Buy 

because it allows them to determine their own digital destiny. 
It's good for the consumers because it will allow Best Buy to 

bundle a lot of unique and creative offers at attractive prices, 
and it's good for the labels because it will drive sales in a lot of 
new ways on a lot of devices." 

On the physical side of its online store, Best Buy gets praise 
for its marketing efforts. 

"We are doing more online marketing with them than prac- 

tically anybody else, and it's their people that keep coming at 
us with ideas for linking some sort of digital component to the 
physical product or some sort of value add," the head of sales 

for a midsize indie distributor says. Again, like the re- 

tailer's regional staff, Best Buy's online marketing staff, 
Paula Ward and Sandy Driesen, get high marks from 
vendors. "They have a real knowledgeable, creative and 
aggressive person calling us with opportunities that we 

are not getting from anywhere else," he adds. "They are 
looking under rocks. They know if they can get to dis- 
cerning music people and offer them good shit, they will 

make new customers." 
A major -label distribution executive says that Best 

Buy may eventually have an edge over other online sell- 

ers. "Best Buy is the 800 -pound gorilla in the consumer 
electronic space," he says. "They are trying to leverage 
their relationship with consumer electronic manufac- 
turers to benefit their Web store." For its part, Best Buy 

says in a statement: "We offer choice to our customers 
to access music in many different ways. Whether it's 
through iTunes, the Best Buy Digital Music Store, eMu- 
sic, satellite radio or HD radio, we can provide our cus- 

tomers with the right solutions for their needs." - 
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SOUL 
SURVIVOR 
Tom Jones Gets Back To Basics 
With S -Curve Debut 

As is customary these days, Tom Jones is running his comeback 
on a platform of experience, coupled with a bit of change. 

Jones' new "24 Hours," due Nov. 25 on S -Curve Records, is 

the 68- year -old's first U.S. album in 15 years and, practically 
speaking, his American comeback (in the studio, anyway -he 
still performs more than 200 shows a year). 

"I've been thinking about this album for a long time now," he 
says. "I've had success worldwide, but with albums that were 
never released in America." (His last album, 2000's rock- covers 
collection "Reload," moved 5 million copies in Europe, but la- 

bels found its roster of British- leaning duet partners off -putting, 
so it never came out stateside.) 

Unlike artists like Johnny Cash and Neil Diamond, Jones isn't 
using the comeback pedestal to deliver a stark, acoustic, depth - 
of -the -soul thing; this is a characteristically splashy, bombastic, 
large- sounding platter of future -retro swagger in the vein of the 
Amy Winehouse -led throwback -soul movement. (It was pro- 
duced by British duo Future Cut, which has been behind recent 
tracks by Kate Nash, Lily Allen and Estelle.) 

Witness these couplets from "Sugar Daddy," a vaguely dirty 
come -on at the record's center: "I been singing this song before 
you were born "; "I've got male intuition /I've got sexual ambi- 
tion"; "You don't send a boy to do a man's job." (The best part: 
He got Bono and the Edge to write that for him after a night of 
drinking in a Dublin pub.) 

Jones will spend release week all over TV, including stops on 
"Good Morning America," "CBS Sunday Morning," "The Rachael 

Ray Show" and "Live With Regis and Kelly," as well as tastemaker 
venues like Nic Harcourt's "Morning Becomes Eclectic" radio 
show on noncommercial KCRW Santa Monica, Calif., and "Ses- 

sions @ AOL." The idea, according to S -Curve Records 
founder /CEO Steve Greenberg, is to appeal to longtime fans and 
"hipsters of all ages." 

To support "24 Hours" internationally, Parlophone s campaign 
centers on TV and AC radio. Jones will appear on "Later ... With 
Jools Holland" (BBC2), "Strictly Come Dancing" (BBC1) and 
"The National Lottery" (BBC1). The single "If He Should Ever 

Leave You" is B- listed at BBC Radio 2, with Jones also scheduled 
to appear on the network's tastemaking Jonathan Ross show. 

In Jones' mind, the key to the recording was keeping sharp 
watch on the balance among his progressive ambitions, the 
music's retro feel and the substantial weight of his reputation, 
and he says records like Winehousé s gave him confidence that 
his plan was solid. "It was reassuring," he says. "When [ "Back 

to Black "] came out, I thought, 'It can be done. People do want 
it.' It confirmed what we were doing." 

What he was doing was setting a series of ground rules, first 
ensuring the record wouldn't be a simple nostalgia trip, and then 
by having a greater hand in the sound and, for the first time in 
decades, the songwriting. 

A series of meetings with Future Cut followed ( "They wanted 
to do a 'Tom Jones record,' which I was thrilled about," Jones 
says with a chuckle), as did the process of paging through many 
volumes of songs. One producer, in fact, wanted Jones to do a 

classic -soul covers record. "I said, 'Yeah, but that's been done.' 
And it seemed when people are out of ideas, they revert to songs 
that were hits once and could be hits again. Which is alright, but 
you need to move forward." 

In order to do that, Jones needed to be around from day one. 
"I've been lazy sometimes in that respect, because things have 
just happened, and I've had hits with things that have been sent 
my way," he says. "But now if you want it to be the way you want 
it, you have to be in there from the ground." 

To that end, he set out to discount more obvious tracks, includ- 

ing one early pitch with the salacious hook of "You look good with 
my T -shirt on, you'd look even better with it off." "That's com- 
pletely what I'm not looking for," he says. "I said, 'I'm trying to 

make a statement. That's too easy.' So things got more serious. 
It's not like it's all very, very serious, but all songs say something. 
You can picture something when you're listening to them." 

There are 13 songs to picture on "24 Hours ": joyful major - 
chord dance machines ( "Give a Little Love "); a cover of a Bruce 

Springsteen song you probably don't know ( "The Hitter"); an 
icy story-song set on death row ( "24 Hours"); and ready -made 
openers for Jones' live set ( "I'm Alive," an old Tommy James & 

the Shondells B- side). But the marquee attractions are probably 
the Springsteen track and "Sugar Daddy." 

He recalls. "[Bono] said, 'You're the only man who can get 
away with this. It's right in your face. It's a bragging song -your 
take on entertaining, if you like.' " 

Meanwhile, "The Hitter," Jones says, was Greenberg's idea. 
Springsteeri s "Devils & Dust" version is delivered in a hushed, 
acoustic setting; Jones' adds horns and a couple of vocal take- 

offs that leave the song's ending a little less melancholy. "It's a 

pretty obscure one," Greenberg says. "But [ Jones] really relates 
to this story of this older boxer who's been through it all. That's 
the theme of a lot of the record: somebody looking back while 

still continuing to lead life to the fullest." 

Additional reporting by Jen Wilson in London. 
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» >GREEN 
MACHINE 
Confirming news that 
Garbage frontwoman 
Shirley Manson let slip 
recently on "The Carson 
Daly Show," Green Day is 
in the studio with veteran 
producer Butch Vig 
working on the follow -up 
to 2004's "American 
Idiot." In a video posted 
on YouTube, the band is 
seen in the control room 
as the camera pans over 
to Vig, who smiles and 
extends his middle finger. 
Instrumental bits of two 
new songs are heard in 
the background. 

» >SOUND AND 
VISION 
50 Cent's new album will 
boast production and 
guest turns from mentors 
Dr. Dre and Eminem. 
"Before I Self Destruct" is 
due Dec. 9 via Shady/ 
Aftermath/Interscope. 
Producer Scott Storch 
helmed first single "Get 
Up." The package will 
also include a 90- minute, 
feature -length movie 
about an inner -city boy 
named Clarence who sets 
out to avenge his 
mother's death. 50 Cent 
wrote, directed and 
starred in the film. 

» >GIRLS GONE 
INDIE 
After a lone album for 
Hollywood, the Indigo 
Girls will independently 
release their next set, due 
in February. "We recorded 
two records, one with the 
band and then we went 
back and did the whole 
record again as a duo live 
in the studio straight to 
tape," group member 
Amy Ray says. "It gives 
everybody both sides of 
the equation." 

» >KAT CALLING 
Kat DeLuna, best -known 
for her 2007 hit single 
"Whine Up" featuring 
Elephant Man, has split 
with Epic Records, 
according to the label. 
The 20- year -old artist's 
debut album, "9 Lives," 
sold just 63,000 copies in 
the United States, 
according to Nielsen 
SoundScan, but tracks 
from the set have sold 
more than 866,000 digital 
copies. DeLuna is working 
on her sophomore album 
with such producers as 
Akon, Jim Jonsin, Red 
One and J. Bynum. 

Reporting by Jonathan 
Cohen and Mariel 
Concepcion. 

BY HAZEL DAVIS 

CHASING 
HITS 
Management Powerhouse Aims 
To Take Snow Patrol Skyward 

You know you've made it 
when Metallica's manage- 
ment returns your call and 
asks to sign you. 

"Meeting QPrime is like 
meeting a rock star," Snow Pa- 

trol drummer Jonny Quinn 
says with a laugh. "We never 
thought for a second they'd 
be interested." 

In 2007, the Scottish - 

Northern Irish rock band 
split with its London -based 
manager Jazz Summers of 
Big Life Management and 
signed with heavy -duty U.S. - 
based QPrime -home of 
Metallica, Jimmy Page and 
the Red Hot Chilli Peppers. 

The management firm is 
now charged with taking 
Snow Patrol's multimillion - 
selling star and shooting it to 
the next level with new album 
"A Hundred Million Suns," 
due Oct. 27 on Fiction /Poly- 
dor internationally and a day 
later on Polydor /A &M in the 
United States. 

To take the band from U.K. 
and U.S. million -sellers to 
worldwide superstars, QPrime 
co- founder Peter Mensch says, 

requires merely the album sell- 
ing itself. "We made a good 
record and you have to hope 
that will be received as well as 
you think it should be," he says. 

That means no gimmicks 
on the marketing front, Men - 
sch says, although a free Snow 
Patrol application is available 
to download in all regions for 
iPhone and iPod Touch users, 
featuring artwork, images and 
lyrics. Mensch says that's "just 
a cool thing. It's not going to 
affect record sales; it's free." 

He adds, "My take on special 
formats is 'no.' You're listening 
to the best 58 minutes of music 
we could write. I refuse to say 
there's a 12th song that a phys- 
ical consumer can't buy." 

The album's anthemic lead 
single, "Take Back the City," 
went to radio globally Sept. 1 

and is No. 32 this week on Bill- 

board's Modern Rock chart. 
Stateside, Interscope has part- 
nered with MySpace for a con- 
test that will send U.S. fans to 
an Oct. 27 show in London, 
and the band will cross the At- 

lantic the other way in early 
December for two weeks of 

PUISE 
EDITED BY TOM FERGUSON 

» >TAKING FLIGHT 
Spanish singer /songwriter Melendi's debut 
album, "Sin Noticias de Holanda" (Carlito 
Records /EMI Music Spain), took a year to 
reach No.1 in 2003, but fourth set "Curiosa La 

Cara De Tu Padre" wasted no time in return- 
ing the artist to the top of Spain's Media Con- 
trol chart. 

"Curiosa" (Carlito Records /EMI Music Spain) 
hit No. 1 one week after its Sept. 16 release, 
picking up gold certification (40,000 copies). 
EMI Spain says Melendi's domestic sales to 
date have passed 1 million albums. 

Melendi's sharp, street -wise lyrics, combined 
with his mix of basic rock and classic rumba 
styles, have helped build a large fan base, and 
earlier this year he was signed by leading artist 
management /concert booking firm RLM Pro - 

ducciones- joining major Spanish names like 
Miguel Bosé and Alejandro Sanz. 

Melendi, whose publishing is handled by Car - 
lito /EMI Music Publishing, was due to make his 

Latin America debut last year, but an appear- 
ance in Mexico was canceled after his plane 
turned back to Madrid following a mid -flight 
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`Meeting QPrime is like meeting 
a rock star. We never thought for 
a second they'd be interested.' 

-JONNY QUINN, SNOW PATROL 

live shows and promotion. 
Snow Patrol will then return 
for an extensive North Amer- 
ican tour in 2009. 

The band kicks off a U.K. 
tour Oct. 26, breaking off to 
visit France to appear on 
prime -time music TV show 
"Taratata" two days later. Men - 
sch says, "Hopefully this will 
lead to airplay in France, where 
the band hasn't been so suc- 
cessful before." 

In taking the band to the 
next stage in such markets, 
London -based Universal Music 
Group International senior VP 

incident between the singer and cabin crew. 
Now, Madrid -based RLM international 

booking and product manager Sebastian 
Ducamp says, "For the first time, there will be 
an international work agenda for Melendi." 
He adds that a 2009 promo schedule for 
Latin America -"and, hopefully, the U.S. 
Latin market" -will be confirmed in the next 
few weeks. -Howell Llewellyn 

» >SLIME IS RIGHT 
The global economic slowdown may well 
find numerous acts complaining about 
recording budgets being slashed, but for 
British rapper Roots Manuva, switching to a 

basic, intimate studio setting for fourth 
album "Slime & Reason" (Big Dada) proved 
highly beneficial. 

Released Sept. 1 in the United Kingdom, 
the critically acclaimed album entered at No. 
22 on the Official Charts Co's listing one week 
later and made its U.S. bow Sept. 30 via Ninja 
Tune. "For [2005 album] 'Awfully Deep,' I had 
loads more resources available to me and I 

kind of messed about in the studio," says 

of marketing Tony Harlow 
says, "It's now about putting 
awareness around them and 
making sure TV performances 
happen. It's probably not about 
lots of touring until an aware- 
ness has been developed that 
will put them at a level to come 
in and do the show properly." 

"We don't really sell a lot in 
Japan and Europe, and those 
are the places we'd 
like to improve 
on," Quinn says. 

"We don't want 
to have an- 
other'Chas- 

ing Cars' or 'Run.' We've made 
a good record that we're proud 
of, and we're hoping that 
should do it." 

After two commercially un- 
successful albums on Scottish 
indie Jeepster, Snow Patrol 
broke big with a move to Fic- 

tion /Polydor in 2003. That 
came with U.K. hit single 
"Run," taken from third album 
"Final Straw," which has 

amassed global sales of 
2.7 million, according 

to the label. Nielsen 
SoundScan has 
logged 618,000 
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U.S. sales of the album, and 
2006 follow -up "Eyes Open" 
raised the band's profile sub- 
stantially, thanks to the suc- 
cess of "Chasing Cars." The 
album has sold 4.6 million 
globally, Polydor says, includ- 
ing 1.2 million in the States. 

"Chasing Cars" (Polydor/ 
A &M) broke down the doors of 
U.S. top 40 radio for Snow Pa- 

trol and has sold 2.3 million 
downloads. It hit No. 5 on the 
Billboard Hot 100 in October 
2006, boosted by its use in the 
second -season finale of TV 

show "Grey's Anatomy." 

" 'Chasing Cars' was a big 
phenomenon song," Inter - 
scope head of marketing Rob- 

bie Snow says. "The synch 
catapulted it into a multiple -for- 

mat record. That was wonder- 
ful, but we're marketing Snow 
Patrol as a great album band." 

Whereas Snow Patrol's early 
releases owed a lo-fi rock debt 
to bands like Sebadoh, "A Hun- 
dred Million Suns" offers a 

blend of sleek, arena -ready 
tracks and heartfelt, stripped - 
down love songs, all produced 
by longtime collaborator Gar- 
rett "Jacknife" Lee. Highlights 

include the strident rockers 
"Please Just Take These Photos 
From My Hands" and "Disas- 
ter Button," and the contempla- 
tive, acoustic -led "Lifeboats." 
The set closes with 16- minute 
"The Lightning Strike," a suite 
of three unique songs. 

"In the case of 'Eyes Open,' 
some individual tracks like 
'Chasing Cars' jumped out and 
hijacked the record," Harlow 
says. "This time, you're going 
to love the album." 

Additional reporting by 

Jonathan Cohen in New York. 

Manuva (real name Rodney Smith). "This one 
is a bit rawer. There were less resources avail- 
able to me, so I didn't have as much time to 
piss about." 

Featuring collaborations with hot young 
British producers Toddla T and Metronomy, 
the album has been hailed as a return to the 
rapper's dancefloor /dub reggae roots after 
its predecessor's somber "live band" sound. 
"There's more of an emphasis on the lighter 
stuff," says London -based Big Dada label 
manager Jamie Collinson, who cites Man - 

uva's crossover appeal as key to his decade - 
long popularity. 

The Chrysalis Music -published artist is mid- 
way through a U.K. tour, booked through Pri- 

mary Talent. A November European tour fol- 
lows, with U.S. dates through Windish Agency 
planned for early 2009. -Richard Smirke 

» >DOUBLE FIRST 
Welsh rock quintet Funeral for a Friend is on a 

40- plus -date European tour promoting its fourth 
album, "Memory and Humanity." It marks a sig- 

nificant stage for the band -the shows are the 

first to feature new bassist Gavin Burrough and 

the album is the first on its own label, Join Us. 

Following its departure from Atlantic, the 
band set up the label in June in partnership 
with media investment firm Ingenious and 
Pan -European distributor PIAS. "Being in 

control of everything is an absolute bonus," 
singer Matt Davies -Kreye says. "We don't 
have anyone trying to direct us, bend us or 
mold us." 

The Oct. 13 European release is the follow - 
up to 2007's "Tales Don't Tell Themselves," 
which peaked at No. 3 in the United Kingdom 
and hit No. 2 on Billboard's Top Heatseekers 
chart. The band recorded the album in Cardiff, 
Wales, with Welsh producer Romesh Dodan- 
goda. "I'm stoked about fans hearing this 
album," Davies -Kreye says. "We've progressed 
as a band, and things are the best they've been 
in a long time." 

Funeral for a Friend's U.K. /U.S. bookings 
are through the Agency Group. Victory 
Records will release the album Oct. 28 in the 
United States, with tour dates planned for 
early 2009. -Nicho /a Browne 
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DJ TIMBO 
In Billboard's Aug. 30 issue, DJ Timbo's "Go Go Girl" 
peaked at No.10 on the Hot Dance Club Play chart and re- 
mained on the tally throughout September. He's been 
picked up as a resident DJ for Hollywood club promoter 
Red Carpet Events, and he christened Hush at its Oct. 2 

opening. Timbo (aka Tim Scarne) has also begun filming 
a reality TV show pilot with director /executive producer 
Breck Eisner, repped by Creative Artists Agency. 

But it took a lot of work to get to this point. Scame has been 
running his own W and entertainment service, Enterprise En- 

tertainment, since he was 19 and has spun at private parties 
consistently since the mid -'90s. Last year, the house DJ soft- 
released his first original single, "Go Go Girl" (which con- 
sisted of 13 remixed versions of that track plus the catchy 
"The Olsen Twins Song "), and set off cn a self -titled tour. 

He's since busted out of his Los Angles origins, selling 
out clubs like Hawaiian Tropic Zone in Las Vegas, Lush in 

St. Louis, Bamboo Bar in Philadelphia and Harrah's Pool 
Party in Atlantic City, N.J. (all 2,500 people). 

"Most people have probably never seen a DJ in a club 
like me. It's more like a rock show," says Scarne, who 
sometimes brings his own dancers to the gigs. "I'll jump 
on the crowd or some guy's shoulders and bring my video 
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camera with me I wear costumes. I get to be the biggest 
clown so people don't have to feel like they're it." And 
most any YouTuae video of DJ Timbo will attest 70 it. 

He's sold more than 5,000 copies of "Go Go Girl" as a 

result -not direct to consumers but to club promoters 
and sponsors like Guitar Center and Scion. "They use the 
CDs as invitations to parties, so even if fans aren't pay- 
ing upfront, the promoters are able to get something out 
of buying the CDs from me," he says. 

Then there was the movie. Combining forces with 
brother (and ac -or) Thomas Ian Nicholson, Timbo co- 
wrote and starred in the 2004 semi -autobiographic film 
"LA DJ," which acted as promotional tool for his music 
and business. The pair raised capital through private eq- 
uity and premiered it at Colorado's Vail Film Festival. It is 

available through outlets like Cinemallow.com, Block- 
buster and Netflix. 

The plan next is to "release old- school 45s and pop 
out singles" through the end of the year, all of which 
may be gathered up for a full -length release some time 
next year. -Katie Hasty 
Contact: Brandon Koppel, manager, 800- 895 -2170, 
brandonpml a aol.com 

EDITED BY KATIE HASTY 

Enjoy exclusive performances, interviews, music 
and more from dozens of Underground 

artists at billboard.com /underground. 

SYSMITH 
Sy Smith offers sage advice to fel- 
low indie artists pursuing the never - 
ending quest to be seen and heard: 
Create your own venue. 

After talking to the proprietors of 
a coffee shop in urban Los Angeles' 
Leimert Park neighborhood, Smith 
established B!tchcraft in 2001. The 
monthly showcase -which ran for 
almost two years- featured three or 
four female acts, unsigned and 
signed singers and comedians. DJs 

spun records between acts. 

"Then I'd perform for 45 minutes," 
Smith says with a laugh. "It wound up 
becoming a loving environment for 
people to see chicks do their thing." 

Smith is still doing her thing. The 

singer /songwriter /producer /arranger 
released her third independent album, 

"Conflict" (Psyko Records via MDI Dis- 

tribution), in April; collaborators in- 

cluded producers Ant Bell (Jill Scott) 
and Ty Macklin (Erykah Badu). Like 
its predecessors, "Conflict" finds 
Smith skillfully fusing R &B /soul and 
jazz into spacey concoctions accented 

by tempo shifts and insightful 
metaphors. Gliding over, under and 
around the tracks are Smith's capti- 
vatingly sly, sultry vocals. 

Smith moved to L.A. in 1997 and 
signed with Hollywood Records in 

1999 but was later dropped. She has 

since written for Santana, sung 
backup for Whitney Houston and with 
Vonda Shepard on "Ally McBeal," and 

contributed vocals to commercials 
for Proctor & Gamble and Nissan. A 

backing vocalist for the "American 
Idol" house band, Smith has also per- 
formed with trumpeter Chris Botti at 
the Hollywood Bowl and Boston Pops. 

"I like to eat so I keep my hands 
in a lot of pots," Smith says. "Any- 
place I can use my voice or make 
music, I try to do it."-Gail Mitchell 
Contact: Tom Estey, publicist, 508- 
451 -5246, tje6464 @aol.com 

VIDEO: Watch an exclusive 
Kill the Alarm interview 

Z°1" and performance at 
billboard.com /killthealarm. 

KILL THE 
ALARM 
Kill the Alarm has already assembled 
a small army of fans in New York, 
enough to sell out the Bowery Ball- 
room twice this year. Now the band, 
headed by impressive vocalist /song- 
writer Garen Gueyikian, has its sights 
set out -of -state in an attempt to dis- 
seminate its radio -ready rock. 

The group recently remastered 
its February 2007 release, "Fire 
Away," and made it available as a 

free download for fans who sign up 
for the band's e-mail list. In the past 
two weeks, more than 1,000 new 
fans have signed up. According to 
the act's management, "Fire Away," 
has sold between 3,000 and 4,000 
copies. The group also has experi- 
enced a steady flow of merch sales. 

With the help of agent Alex Ross 

at Supreme Entertainment, the 
group hopes to tackle the live cir- 
cuit in Philadelphia and Washing- 
ton, D.C., next; fans in Chicago might 
be treated to a couple of Kill the 
Alarm signature covers, like Usher's 
"U Got It Bad" or K's Choice's "Not 
an Addict" Nov.1 at the Beat Kitchen. 

The band has toured with and 
opened for such mainstream rock 
acts as Pat McGee, Eve 6, Cowboy 
Mouth and Pete Francis of Dispatch. 

Kill the Alarm is writing and record- 
ing new material and also contribut- 
ing a song to fund -raising organiza- 
tion Make a Wish Foundation's 
Christmas CD. "In a year, playing Irv- 
ing Plaza would be an amazing next 
step," Gueyikian says. "We'll keep on 
writing as much as possible because 
the more you put out, the more of a 

chance that someone will pick it up." 

-Laura O'Connor 
Contact: Veken Gueyikian, manager, 
veken!äkigstartmusic.com; Justin 
Seidenberg, manager, justináokiq- 
startmusic.com 

CATCHING UP WITH 
UNDERGROUND 
ALUMNI: 
Company of Thieves (July 5, 

2008) has signed with Wind -up 
Records ... Ark Recordings' 
Alberta Cross (March 8, 2008) 
is recording with Jamie Can- 

diloro and will open for Oasis this 
month on four U.K. dates . . . 

Cold War Kids (Sept. 2, 2006) 
debuted at No. 21 on the Bill- 
board 200 in the Oct.11 issue . . . 

Tom Sarig picked up managing 
duties for Apes & Androids 
(June 7, 2008). 
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OF MONTREAL 
Skeletal Lamping 
Producer: Kevin Barnes 
Polyvinyl 
Release Date: Oct. 21 

To say "Skeletal Lamping" 
finds Of Montreal mastermind 
Kevin Barnes at his most indul- 
gent is putting it lightly. Barnes 
isn't so much indulgent as he 

is overly ambitious and seem- 
ingly out of his mind, making 
"Skeletal Lamping" as wonder- 
fully brilliant as it is weird. From 

the shape- shifting tempos and 

moods of songs like "Nonpareil 
of Favor" and "Triphallus, to 
Punctuate!" to Barnes' "black 
shemale" alter ego Georgie 
Fruit (who sings, "We can do 
it softcore if you want /But you 

should know I take it both 
ways" in a Prince falsetto on 
"For Our Elegant Caste "), 
there's a new twist and turn 
around every corner. Those 
looking for the pop stylings of 
2007's "Hissing Fauna Are You 

the Destroyer" are in fora bit of 
a surprise (though the horn - 
led "An Eluardian Instance" 
and "Id Engager" are more 
classic Of Montreal), but 
"Lamping" is a complex, 
strange trip you won't soon 
forget. -JM 

DEERHOOF 
Offend Maggie 
Producer: Deerhoof 
Kill Rock Stars 
Release Date: Oct. 7 

LI3OARI) I 

©Last year's infectious 
"Friend Opportunity" 

presented Deerhoof in Techni- 
color, the band distorting pop 
to create a musical Candyland 
dotted with explosively vivid 
experimental landmines. "Of- 
fend Maggie" takes a more 
grounded, monochromatic ap- 
proach. The addition of second 

guitarist Ed Rodriguez shifts 
the focus from synth- manufac- 
tured atmospheres to stripped - 
down primal rock, with power 
chords wrapped in crackling 
overdrive taking charge. Vocal- 

ist Satomi Matsuzaki turns her 

attention to philosophical mat- 
ters, with songs tackling birth, 
God and the afterlife. That's not 
to say Deerhoof has stripped 
off all its quirky, futuristic drap- 
ery. Rather, there's a certain 
stark gravitas that permeates 
the affair, and instead of giddy 
euphoria, "Offend Maggie" 
aims for Zen -like deliberation. 
Turns out along with every- 
thing else, Deerhoof can strike 
deep, too. -SV 

THE SEA & CAKE 
Car Alarm 
Producer: The Sea & Cake 

Thrill Jockey 
Release Date: Oct. 21 

©The Sea & Cake has 
dabbled in electronic 

grooves and Brazilian lilt 
throughout its seven sleek al- 
bums, but the band has never 
quite let it rip like it does on 
"Car Alarm" tracks like the title 

r LABELLE 
Back to Now 
Producers: various 
Verve 

Release Date: Oct. 21 

The 32 years since Labelle's last stu- 
dio LP seem to evaporate within the first few measures 

of "Candlelight," the opener of this reunion album. One 
factor could be that Nona Hendryx started writing the 

sultry and explosive song before the group disbanded in 

1976 -enabling the unique soul /gospelfglam rock style 

of Patti LaBelle, Sarah Dash and Hendryx to carry for- 
ward through the decades, with the production help of 
master era -melder Lenny Kravitz. Dance track "Rollout," 
with vocals and production by Wyclef .lean, is decided- 
ly more modern but maintains the Labelle signature as a 

female independence anthem. Somewhat schmaltzy but 
earnest "Tears for the World," along with Rosa Parks 

tribute "Dear Rosa," prove that Patti L<- Belle still makes 

lyrics about starvation and strife sound sexy. A powerful 
1970 live Labelle recording of Cole Porter's "Miss Otis 

Regrets" closes the set, underscoring j ist how much of 
its original horsepower Labelle has retained.-EN 

i 

LEE ANN WOMACK 
Call Me Crazy 
Producer: Tony Brown 
MCA Nashville 
Release Date: Oct. 21 

Just when you thought she couldn't 
get any better, Lee Ann Womack surprises in a big way. 

"Call Me Crazy," the follow -up to her highly lauded 

"There's More Where That Came From," is Womack's 

best album yet. While the set includes a pure country 
duet with hero George Strait and a cover of his "The 

King of Broken Hearts," Womack doesn't need Strait's 

formidable shoulders to lift her up. Haunting single "Last 

Call" is song -of- the -year material on a number of levels: 

songwriting, vocal performance and production. 
Indeed, the first -time combination of Womack and pro- 
ducer Tony Brown is overdue and magical. "Either Way," 

about a loveless marriage, is brilliant, and "Solitary 
Thinkin' " proves Womack has more soul than just about 
any other country female vocalist out there. All hail the 
queen of country. -KT 

cut and opener "Aerial," which 
practically blast out of the 
speakers. Indeed, there's a 

sense of urgency here not seen 

since the Chicago institution's 
earliest work. But the added 
pep is still refracted through 
the band's uniquely loose - 
limbed vibe and Sam Prekop's 

soft, soulful vocals. Although 
one can rarely discern what 
Prekop is saying, his cadence 
and phrasing undulates in per- 
fect synergy with the gently 
shifting tempos. Prekop and 
guitarist Archer Prewitt are 
also more locked in than ever; 

check the lightly distorted jam 
on "New Schools" for proof. 
And on "Weekend" and "Down 
in the City," the group shim- 
mers with the best of its indie 
rock peers. -JC 

BRETT DENNEN 
Hope for the Hopeless 
Producer: John Alagia 
Downtown /Dualtone 
Release Date: Oct. 21 

Those who find the ap- 
proach of John Mayer a 

little too uncomfortably in- 
your -face would do well to 
check out this third offering 
from Brett Dennen, which 
lopes along on the teddy -bear 
Californian's gentle voice and 
gentler sentiments. Dennen's 
2006 breakthrough, "So Much 

More," contained more than a 

few highly sweet coffee -shop 
love songs, but "Hopeless" 
aims for Greater Importance, 
with Dennen offering cotton - 
candy social commentary on 

"Make You Crazy" (as in, the 
world is enough to) and 
"World Keeps Turning" (which 
it does, and you can't do 
nothin' to slow it down). Den - 

nen's tenuous vocals (and 
lyrics) are better suited to silly 

love songs than this sort of 
material, and though producer 
John Alagia knows how to 
make the guitars jingle and 
jangle and how to work up a 

soft, swimmy groove, Dennen 
needs a little more to rise out 
of the ever -growing multitude 
of sensitive guitar dudes. -JV 

COUNTRY 

HANK WILLIAMS III 
Damn Right Rebel Proud 
Producer: Hank Williams Ill 
Sidewalk Records 
Release Date: Oct. 21 

©Hank Williams Ill has al- 

ways respected his line- 

age, but he gives it even more 
love at the outset of his 

poignant and pugnacious sixth 

album. "The Grand Ole Opry 
Ain't So Grand" not only for- 
wards a vehement argument 
for reinstating his grandfather, 
the late Hank Williams, but also 

shouts out some props for Bo- 

cephus- father Hank Williams 
Jr-despite their admittedly dif- 
ficult relationship. The rest of 
the aptly named "Damn Right 
Rebel Proud" mines a rootsy 
kind of country and digs even 

deeper into Hank Ill's life and 
psyche, mixing the darkness of 
the confessional "Candidate for 
Suicide," the weepy "Stoned 
and Alone" and the twangy, gal- 

i 
loping "3 Shades of Black" with 
the high -speed go- for -broke of 

the almost bluegrassy "6 Pack 

of Beer." Hank Ill has his punk 
and metal sidelines, but he's 

country to the core and has 

every damn right to be rebel - 
proud of it here. -GG 

JOHN MICHAEL 
MONTGOMERY 
Time Flies 
Producers: Byron Gallimore, 
John Michael Montgomery 
Stringtown Records 
Release Date: Oct. 14 

©There's a duality about 
John Michael Mont- 

gomery's first album in four 
years and the first on his own 
label. While single "Forever" 
has an '80s rock feel and "Lov- 
ing and Letting Go" could be 
a Michael McDonald staple, 
"What Did I Do" and funny 
"With My Shirt On" ( "Can I 

make love with ... ") follow a 

well -worn country path. Mean- 

while, alcohol is celebrated 
( "Mad Cowboy Disease ") and 
derided ( "Drunkard's Prayer "). 

And only on a country record 
can an artist thank Jim Beam 
and a substance abuse facility 
in close succession. That said, 

there's plenty to like here. "Fly 
On" is an updated and impres- 

sive take on the if- you -love- 
something- let -it -go theme, 
and "All in a Day," from which 
the album's title is derived, is 

a great example of the story- 
telling for which country music 
is known. -KT 
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BOMBAY DUB 
ORCHESTRA 
3 Cities 
Producers: Garry Hughes, 
Andrew T. Mackay 
Six Degrees 
Release Date: Oct. 21 

Garry Hughes and An- 
drew T. Mackay, the 

endlessly inventive duo that 
animates Bombay Dub Or- 
chestra, tracked their new 
album in Mumbai and Chen - 
nai in India and London. It 

was an ambitious under- 
taking that has yielded an 

entrancing follow -up to 
their brilliant 2006 self - 
titled debut. The Hughes/ 
Mackay vibe is South Asian 
dub executed with cinematic 
sweep. Their music, as heard 
on "Junoon," "Strange Con- 
stellations" and "Map of 
Dusk," is often an extremely 
unique sort of chill that's 
equally beholden to Indian 
traditional forms, South 
Asian underground and a 

Western symphonic sensi- 
bility. On "Spiral," however, 
the insistent beat and a 

dynamic, swooping string 
arrangement lays on some- 
thing a little more earthy. 
The dub exoticism of "Mon- 
soon Malabar" is underwrit- 
ten by a throbbing electron - 
ica groove beneath Pradeep 
Pandit's multilayered vo- 
calese, which is somewhat 
reminiscent of late -'80s 
Sheila Chandra -PO/ 

AC /DC 
Black Ice 
Producer: Brendan O'Brien 
Columbia 
Release Date: Oct. 20 
AC /DC's move to release this al- 

bum exclusively through Wal -Mart and Sam's Club 

may be untraditional, but the seemingly ageless 

Australian rock combo mostly employs its same tried - 
and -true formula on the audio side of the "Black Ice" 
equation. A number of songs unabashedly reference 
iconic 1980 album "Back in Black ": "Wheels" echoes 

that set's "Givin' the Dog a Bone," while first single 
"Rock'n'Roll Train," with its gang chorus vocal, nods 
to "What You Do for Money Honey." "Big Jack" offers 
major -key thrills, and "Anything Goes" ought to sound 
great blaring at an arena near you. But at 15 tracks 
(four of which extol the base virtues of rock music), 
the album overstays its welcome, making deviations 
like the old- school blues of the title cut, the slide 
guitar licks on "Stormy May Day" and the sparse 

"Decibel" all the more entertaining. -JC 
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JEM 
Down to Earth 
Producers: various 
ATO 

Release Date: Sept. 16 

On her sophomore 
ATO effort, Welsh 

singer Jem doesn't veer far 
off the course from 2004's 
"Finally Woken." The album 
plays it fairly safe, dabbling 
primarily in subtle electro 
supplemented by trip -hop 
beats. The "Sex and the City" 
movie -featured "It's Amaz- 
ing" and the moody, crack- 
ling "Keep On Walking," 
backed by a gospel chorus at 
the end, are the best of this 
variety. Elsewhere, a funky 
banjo drives "Crazy," and the 
Japanese -sung "Aciiid" is 

made for the dancefloor. The 
Latin -spiced "I Want You To 

..." is lively but grows repet- 
itive, and the 9 /11- influenced 
ballad "You Will Make It" 
doesn't succeed in stirring 
emotions quite like it should. 
Jem's Dido -like vocals are 
consistently a soothing treat, 
but on the whole there's a sul- 
triness and spark missing 
from the material. -JM 

DEITRICK HADDON 
Revealed 
Producer: various 
Verity 
Release Date: Sept. 2 

CIThe nine -album oeuvre 
of Deitrick Haddon 

could almost be cross - 
marketed as an over -the- 
counter antidepressant. After 
a decade -plus of pushing the 
edges of gospel, his imagina- 
tion and invention remain as 

engaging as ever. Haddon's 
interweaving of R &B, rock and 
pop -with a side of retro -funk, 
thank you- continues to use 
tradition more as a point of 

departure than reference. 
"Where You Are" is soulful, 
techno- tinged rock, while "I'm 
Alive" is a hook -heavy gift of 
hope, and "Love Him Like I 

Do" -with guest turns from 
Ruben Studdard and Mary 
Mary -is a jaunty, top 40 /R &B 

offering of thanks to God. It's 
a testimony of Haddon's com- 
mitment-to his faith and his 
artistry -that he continues to 
use both as mandates for ex- 
cellence. Not to mention, the 
best reason in the world to 
throw a party. -GE 

GANG GANG DANCE 
Saint Dymphna 
Producer: Gang Gang 
Dance 
Social Registry 
Release Date: Oct. 21 

113 Much has been made of 
the fact that Gang 

Gang Dance named this 
record after the patron saint 
of outcasts and rebels, but 
this effort shows more 
crossover potential than any- 
thing the act has ever done. 
Given the band's outsider rep- 
utation, "Saint Dymphna" is 

refreshingly easy to consume. 
Listeners who saw the group 
lead the New York 88Boad- 
rum show got a taste of what 
the disc offers -a heavy em- 
phasis on beats and rhythm, 
with a few surprises thrown 
in. Lizzi Bougatsos wails like 
a banshee on many tracks, 
but the band tweaks the for- 
mula by adding London - 
based MC Tinchy Stryder as 

a guest rapper on "Princes." 
Elsewhere, the band samples 
South American guitar 
sounds on "First Communion" 
and "House Jam" comes close 
to living up to its name, offer- 
ing us a vision of what a club 
banger might sound like in a 

hundred years. -CH 

1:[01:U tiaM]11-M 
EDITED BY JONATHAN COHEN 
(ALBUMS) AND CHUCK TAYLOR 
(SINGLES) 

CONTRIBUTORS: Jonathan 
Cohen, Gordon Ely, Gary Graff, 
Cortney Harding, Jill Menze, Evie 
Nagy, Deborah Evans Price, Shad 
Reed, Chuck Taylor, Christa L. 
Titus, Ken Tucker, Philip Van 
Vleck, Susan Visakowitz, Jeff 
Vrabel, Chris Williams 

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

CRITICS' CHOICE *: A new 
release, regardless of chart 
potential, highly recommended 
for musical merit. 

All albums commercially available 
in the United States are eligible. 
Send album review copies to 
Jonathan Cohen and singles 
review copies to Chuck Taylor 
(both at Billboard, 770 Broadway, 
Seventh Floor, New York, N.Y. 

10003) or to the writers in the 
appropriate bureaus. 
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SINGLES 
BRITNEY SPEARS 
Womanizer (3:43) 
Producers: The Outsyders 
Writers: N. Briscoe, 
R. Akinyemi 
Publisher: not listed 
Jive 

Everyone loves a good 
comeback, though it's 

ironic that commercially, Brit - 
ney Spears never went any- 
where. If anything, her per- 
sonal troubles heightened 
interest in last year's "Black- 
out" album and top five 
smash "Gimme More." This 
year has seen a less public 
Spears -certainly none of the 
bizarre behavior of the past 
couple of years. "Womanizer" 
from new album "Circus" 
(Dec. 2), finds Brit in futuris- 
tic electronica mode (similar 
territory to peer Christina 
Aguilera). Credit producers/ 
writers the Outsyders for in- 
jecting a bit of reality into her 
lyrics, in this case directed at 
a certain ex, in which Spears 
chastises, "You say I'm crazy 
... I got your crazy." While 
the repetitive hook might af- 
fect chart longevity, the best 
news here is Spears' en- 
gaged vocal, unlike last 
year's tracks, which focused 
more on production tricks to 
cover unfocused delivery. 
After triple -play wins at 
MTV's Video Music Awards, 
where a coherent Spears 
appeared grateful and sur- 
prised -and a creative (albeit 
gratuitous) video that's ig- 
niting blogs -could it be our 
Britney is truly back ? -CW 

ALANIS 
MORISSETTE 
Not As We (4:22) 
Producer: Guy Sigsworth 
Writers: A. Morissette, 
G. Sigsworth 
Publishers: Szeretlek /MGB/ 
Sigasong /Universal Poly - 
Gram International, ASCAP 
Maverick 
For a woman who's made the 
confessional song her art form, 
exposing her post -relationship 
vulnerability in new single "Not 
As We" is terrain Alanis Moris- 
sette has tread before. None- 
theless, the amount of rawness 

the singer /songwriter reveals 
in the wake of a breakup is star- 

tling: "Reborn and shivering, 
gun shy and quivering ... For 

VI 
now I'm faking it till I'm pseudo 
making it." The radio edit is 

more uplifting than the album 
version, draping sole piano 
accompaniment with instru- 
mentation arranged in care- 
ful accents: a violin here, an 

oboe there, tinny percussive 
beats ticking underneath. It 

makes the ballad's sadness 
somewhat abate without di- 
luting impact. Both genders 
can relate to Morissette's 
message of trying to move on, 

even if it's with tentative, 
shaky steps. -CLT 

R&B/HIP-HOP 

T.I. FEATURING 
RIHANNA 
Live Your Life (5:39) 
Producer: Just Blaze 
Writers: C. Harris, J. Smith, 
Makeba, B. Mihai 
Publishers: various 

Grand Hustle /At /antic 
T.I. has made stupen- 
dous chart history 

twice in the past month: Last 
week, latest single "Live Your 
Life" made the largest one - 
week move to the No.1 spot, 
leaping from 80 to 1 -in fact, 
replacing himself after 
"Whatever You Like" made 
history Sept. 6 by catapult- 
ing from No. 71 to the sum- 
mit. "Life" also set the high- 
est first -week digital sales 
record, with 335,000 down- 
loads. Considering the qual- 

i 
BEYONCÉ 
If I Were a Boy (4:11) 
Producers: Toby Gad, Beyoncé 
Knowles 
Writers: T. Gad, BC Jean 
Publishers: Cherry 
Lane /Liedela /Gad, ASCAP; BC Jean, BMI 
Columbia 
For the past three years, Beyoncé's solo career has flur- 
ried in and out of focus, with a series of oddball singles, 
one -off collaborations and curious strikeouts. ( "Ring the 
Alarm," anyone ?) The 27- year -old is obviously now pay- 
ing attention to dominant muse Rihanna -10 years her 
junior -who has effortlessly played dominos with the 
charts during the same period by playing the melodic 
field: dance, pop, R &B and yes, even ballads. Two singles 
head to radio from Beyoncé's upcoming third album, "I 

Am." "Ladies First," impacting R &B and rhythmic, is 

standard screech -thump fare -but "If I Were a Boy" is 

Beyoncé's most affecting offering since "Listen" from 
"Dreamgirls." Her vocal performance is breathtaking: 
exquisitely emotive, mournful and mature. Lyrically, the 
stunning ballad is a tome of torment, as she offers, "If I 

were a boy, I think I could understand how it feels to love 
a girl /I swear I'd be a better man." Boy, Beyoncé deliv- 
ers. This is the kind of all- encompassing song that 
exudes the fragrance of a Grammy Award nod. -CT 

ity of the song, such success 
isn't surprising, as T.I.'s abil- 
ity to balance substance and 
swagger always serves him 
well. And with Rihanna 
singing the chorus, Just Blaze 
crafting the beat and a sam- 
ple courtesy of the O -Zone, 
the song's mass appeal is un- 
deniable. T.l.'s title as "King 
of the South" might now be 

DAVID COOK 
Light On (3:45) 
Producer: Rob Cavallo 
Writers: C. Cornell, B. Howes 
Publishers: Disappearing One, 

ASCAP; High Buck /EMI 
Blackwood, BMI 
19 /RCA 
David Cook's "The Time of My Life" was that rare 

"American Idol" victory anthem that forged past sou- 
venir status into a bona fide career -breaking cross -for- 
mat hit. The first "legit" single from his full -length debut 
(Nov. 18) makes it clear exactly the musical recipe Cook 
intends to make his signature: Collaborators are all 

name -brand rockers, from producer Rob Cavallo to writ- 
ers Chris Cornell and Brian Howes. He certainly does his 

part, with the most aggressive, growling and howling 
vocal we've yet heard from the talented singer, offering 
a newfound machismo in his lower register. Melodically, 
there's no question that this bullet is heading right for 
the brain, where the only thing stickier than the chorus 
is Cook's appreciably sweaty performance. Like Chris 

Daughtry before him, here's an Idol who is bound for 
true rock cred, while accessing the show's popularity to 
equally indulge a pop base. "Light On" is right on. -CT 

shorted to just plain King. 
And given the success of the 
accompanying "Paper Trail" 
album, which opened with 
sales of 568,000, he won't be 
abdicating his throne any- 
time soon. -SR 

50 CENT 
Get Up (3:18) 
Producer: Scott Storch 
Writers: C Jackson, S. Storch 
Publisher: not listed 
Shady /Aftermath 

50 Cent's harshest 
critics might say he 

got rich and stopped trying. 
After the low sales of G- 
Unit's latest album and the 
lukewarm reception of 
2007's "Curtis," the de- 
nouncement isn't without 
merit. However, 50's latest 
single, "Get Up," proves he's 
far from over. Atop a Scott 
Storch beat, he sounds as 

hungry as he did in his mix - 
tape heyday at the begin- 
ning of the decade. 50's con- 
fident delivery complements 
commanding bass and his 
rhyme skills sound better 
than in recent times, too. If 
the rest of album "Before I 

Self Destruct" is as good, it 
will re- establish 50 just as 
"Mama Said Knock You Out" 
did for LL Cool J and "Still - 
matic" for Nas. -SR 
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ROCK BY MARK SUTHERLAND 

Can You Dig' It? 
New Oasis Deal 
Pays Out In Spades 

It may look like business as usual for Oasis, as 

its new album crashes in at No. i in the United 
Kingdom and achieves impressive chart debuts 
all around the world, including its best U.S. entry 
in a decade. 

But in fact, the setup behind "Dig Out Your Soul" 

is notably different from the one that made the 
band the United Kingdom's most successful rock 
group since the Beatles. "Soul" is the first release 
since Oasis' prior international deal with Sony BMG 

expired. And while the band has long been self -re- 

leased in the United Kingdom through its own Big 

Brother label, it is now free to negotiate individual 
deals for new releases and catalog around the world. 

Under a worldwide profit- sharing joint venture 
with Sony, Big Brother GM Emma Greengrass and 
director Alec McKinlay, who is also a partner with 
Oasis' management company Ignition, have set up 
a complex system of deals in individual territories. 
For example, in North America the band is distrib- 
uted through Warner Bros. Records, while in Ger- 

many it has a sales /distribution deal with Indigo 
and in Scandinavia the album is through Bonnier 
Amigo. The band remains licensed to Sony in many 
territories, including Japan, Italy and Australia. 

"We've been planning this for a couple of years," 
McKinlay says. "We took the opportunity to sweep 
out all the relationships." 

"Catalog is crucial," Greengrass says. "With a 

major, catalog is just wheeled out twice a year. This 
way, we're able to factor it into our plan every time 
we have a release." 

HMV head of music Rudy Osorio says that pol- 

icy has paid off, with the market -leading U.K. re- 

tailer promoting catalog and merchandise 
alongside the new record. "All their previous al- 

bums were at campaign prices in- store," he says. 

"We saw good lifts on all the catalog -for example, 
sales of'(What's the Story) Morning Glory ?' were 
up 159% on two weeks previously." 

Osorio says the new album had "terrific day -one 
sales" on its way to a total weekly U.K. sale of 200,866, 

according to the Official Charts Co. "They're one 
of the few bands left that can get fans into the record 
shop day one," Osorio adds. "You don't see as many 

tentpole Mondays as you used to but we opened sev- 

eral stores early, which we do maybe twice a year." 

The album also hit No. 1 in Italy and went top 
10 in Germany, Australia, France, Switzerland, 
Flanders, Wallonia, New Zealand and Ireland, but 
McKinlay is most pleased by the U.S. result. The 
album debuted at No. 5 on the Billboard 200 -and 
at No. 2 on Top Digital Albums- shifting 53,000 
units. That's the band's first top 10 album since 
"Be Here Now" debuted and peaked at No. 2 in 
1997 -although sales were actually lower than the 
65,000 racked up by its last record, "Don't Believe 

the Truth," in its first week in 2005. 
"It's a very encouraging sign," McKinlay says. 

"The last couple [of albums] were very poor in terms 
of total sales, but we feel that was down to how they 
were marketed. Sony U.S. are very good at tradi- 
tional pop marketing but Oasis don't fit that." 

McKinlay praises Warner's "ability to take rock 
acts and reinvigorate their careers in a way that 
doesn't rely 100% on radio," citing the major's work 
with Green Day and Red Hot Chili Peppers. 

The band will follow up with an 18 -month tour- 
ing schedule, including repeat visits to North 
America, festival headline slots and U.K. stadium 
shows in 2009. 

"This campaign isn't as front -loaded as previ- 
ous campaigns," McKinlay says. "We have a lot of 
promo and the strongest single [next release "I'm 
Outta Time ") still to come." 

ROOM 
FOR 

`STRAYS' 
Daniel Martin Moore was picking up 
some groceries in his hometown of 
Cold Spring, Ky., recently when a 

cashier noticed his shirt, which bore 
the name of the label that just re- 
leased his new album, "Stray Age." 
"Sub Pop ?" the clerk asked. "Are they 

still making records ?" 

At this point, Moore knows Sub 

Pop is alive and well, but he didn't 
know much more about the iconic 
label when he sent it a demo tape 
last year. "I did a Google search and 

found a bunch of labels and sent the 
demos out," he says. Sub Pop found 
the demo in a slush pile and signed 
Moore based on not much more than 

a few songs. "When we signed him, 

I think all of his MySpace friends were 
his actual friends," says Stuart Meyer, 

Moore's A &R rep at the label. 

Marketing an album with almost 
no advance buzz or blog hysteria 
presented a challenge for Sub Pop, 

which is reaching back to the past in 

response. "He's playing at some indie 

record stores, and we're working it 

to college radio," Meyer says. "He's 
not the type of artist where we'd do 

a crazy online viral blog thing with a 

mobile component." 
The old- school approach fits per- 

fectly with Moore's sound, which is 

informed more by Fairport Conven- 
tion -era folk music and old Bob 
Dylan than anything recent. "I came 
from a really small town, and I'm not 
really familiar with all the new indie 
stuff," Moore says. "But Sub Pop are 

really strong in the folk space now, 

so I trust them. A lot of the staff there 
has diverse musical tastes, but they 
seem to have a love for folk." 

Indeed, indie folk has sold 
strongly this year. Sub Pop label - 
mates Fleet Foxes have shifted more 
than 100,000 units of their self -ti- 
tled debut, while Bon bier's "For 
Emma, Forever Ago" has sold 
68,000 for Jagjaguwar, according 

to Nielsen SoundScan. 
"This will be a slower record," 

Meyer says. "This will either sell 
almost nothing or sell a ton. At 

this point, we're getting him a 

booking agent and focusing on 
getting people to actually hear 
the record." -Cortney Harding 

Yep, it's going to live forever: Lake- 

shore Entertainment and Metro - 
Goldwyn- Mayer's remake of 1980 
movie musical "Fame" will feature 
new music from the Matrix, James 
Poyser and Damon Elliott. 

While the storyline for the film re- 

mains the same as the original -fol- 
lowing the competitive students at 

New York's School of Performing Arts 
from their freshman to their senior 
years -the music in the film includes 
two songs from the original movie 
( "Fame" and "Out Here on My Own ") 
as well as the new tracks. 

Gary Luccesi, president of Lake- 
shore Enter- 
tainment and a 

producer on the 
film, says he 

anticipates the 
new singles will 
have a life be- 
yond the movie and the soundtrack; 
they will be worked to radio and dis- 

tributed to TV as music videos. "You 
wouldn't hire these kind of produc- 
ers if you weren't praying to hit it out 
of the park," he says. 

For Lakeshore and MGM, the re- 

make represents a smart read of what 
is currently attracting pop culture au- 

diences. "American Idol," about to 
start its eighth season, remains TV's 

top -rated show and Disney's theatri- 
cal release of "High School Musical 

3" is expected to do banner business 

later this month. 
The 1980 version of "Fame" won 

Academy Awards for best score for 
Michael Gore and best song for the 
title theme for Gore and Dean Pitch- 
ford -it's a lot to live up to, says Lau- 

ren Christy, a member of songwrit- 
ing /production trio the Matrix. 

"The original version of the movie 
had such an impact that we didn't 
want to do exactly the same thing," 
she says. "We wanted to create some- 

thing that was more 'now,' but still 
have the energy." 

"Fame" is scheduled to be released 

Sept. 25, 2009. The film's soundtrack 
will be released through Lakeshore 
Records, which has previously han- 

dled the Grammy Award -nominated 
soundtracks to "Napoleon Dynamite" 
and "Little Miss Sunshine." 

The film's cast includes Thomas 
Dekker, currently on Fox's "The Sarah 

Connor Chronicles"; Kay Panabaker, 

a veteran of several TV shows; and Na- 

turi Naughton, formerly of group 3LW. 

"Fame" will be directed by Kevin Tan - 

charoen, whose résumé includes 
videos for Christina Aguilera and Jes- 

sica Simpson, as well as directing Brit - 
ney Spears' Onyx Hotel tour. 

"We decided, 'If we're going to do 
a musical, let's try not to make it 
cheesy,' " Christy says. "It was very 
important to us that it have a hip fac- 

tor to it." -Ann Donahue 
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COUNTRY BY DEBORAH EVANS PRICE 

Long Time Coming 
Songwriter Souther Unveils 
First Album In Decades 

It's a warm autumn day and the leaves have begun 
turning outside JD Souther's log home south of 
Nashville. Unfortunately, Souther isn't home to 
enjoy the scenery-he's in a blizzard in Livingston, 
Mont., where he and Raul Malo are slated to per- 
form at a Rock the Vote concert. However, even 
frigid weather and hazardous road conditions can't 
curb the legendary songwriter's enthusiasm for 
his first studio album in nearly 25 years, "If the 
World Was You," which dropped Oct. 14. 

"I didn't want to put anything out that was sub- 
standard," he says. "I couldn't tell you exactly why 
it took that long. I can tell you why I stopped mak- 
ing records in the '80s -I was just sort of bored 
and wanted to do some other things with my time." 

Well -known as one of the songwriters who 
shaped Southern California's country rock sound, 
Souther has written or co- written such classics as 

Linda Ronstadt's "Prisoner in Disguise" and "Faith- 
less Love" as well as the Eagles' hits "Heartache 
Tonight," "Best of My Love" and "New Kid in Town." 
And when the Eagles chose a song to be the lead 
single from 2007's "Long Road out of Eden," the 
band's first new studio collection in 28 years, it re- 
leased Souther's "How Long," which won a 

Grammy Award earlier this year for best country 
performance by a duo or group with vocals. 

Souther says the initial inspiration for the new 
album came during a 1998 visit to Cuba. "It's the 
most musical place I'd ever been in my life. It was 
very inspiring," he says, "and there was also a lot 
to think about, just the contrast between rich and 
poor, differences in the two societies." He moved 
to Nashville in 2003 and met local jazz musicians 
who helped bring his vision to life. 

To release the project, Souther opted to start his 
own label, Slow Curve Records, distributed by RED. 
He reunited with Ron Stone of Gold Mountain En- 

tertainment, who was his manager 30 years ago, 

and he signed with Andy Summer of the Agency 
Group for bookings. 

"We are reaching out to fans of the Eagles and 
Linda Ronstadt, basically taping into JD's musical 
history and targeting those databases," Slow Curve 
GM Nancy Scibilia says. "Jackson Browne is help- 
ing us promote the record via his Web site." 

To strengthen ties with indie retail, Slow Curve 
set up an in -store on street date at Grimey's in 
Nashville. The company is outsourcing radio pro- 
motion, Internet marketing and public relations. 
"We're working noncommercial triple A radio and 
then we're going to cross it over to the commercial 
triple A radio," Scibilia says of the single "I'll Be 

Here at Closing Time." "We're sending out the en- 
tire record and programmers can pick whatever 
song, but we are focusing on this song." 

Souther adds, "We're already on about 30 NPR 
stations. We're doing radio one format at a time, 
using every bit of steam we have to go after the 
next format." 
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IN THE `LIGHT' 
A desire to get some new 
music to his fans quickly is 

what led Matisyahu to cre- 
ate the "Shattered" EP, 

which comes out Oct. 21, in 

advance of his third studio 
album, "Light," which is due 
in early 2009 via Epic. 

"I didn't put out any new 
music in three years," Ma- 
tisyahu says, "so I wanted to 
tour this fall and give fans 
some new music to listen to. 
We sort of decided to split it 
up and put the EP out first. 
This way at least people have 

something to listen to until 
the record comes out." 

The Hasidic artist says that 
at least three of the four 
songs on "Shattered" will 
also appear on "Light;" he's 

on the fence about a track 
called "Two Child One Drop," 
which he worked on with Sly 

& Robbie in Jamaica. Ma- 
tisyahu spent the past year 
working on "Light" -the fol- 
low-up to 2006's Grammy 
Award -nominated "Youth" - 
with producer David Kahne, 
crafting 16 songs with him 
and other collaborators such 
as Ooah from Los Angeles 
band Glitch Mob, Stephen 
McGregor (son of reggae 
great Freddie McGregor) and 
the Fishbone rhythm section 
of Phillip "Fish" Fisher and 
Norwood Fisher. 

"On this record I just sort 
of got together the people I 

respect the most," Matisyahu 

says, "not necessarily the 

biggest names in music but 
just the people I respect, no 
matter who they are, and just 
said, 'Let's make some songs 
together' and not be con- 
cerned with 'Is it reggae 
music? Is it hardcore enough? 
Is it this or that ?' but just focus 
on the integrity of the music." 

With Kahne's encourage- 
ment, Matisyahu says that 
he also "floated back and 
forth" across a variety of 
vocal approaches through- 
out "Light," expanding be- 
yond "that sort of reggae 
twang" he'd used before. 

Fans will get to hear the re- 

sults on a fall tour that begins 
Oct.18 in Milwaukee. And he'll 

be playing "Light" for fans who 
want to stick around after the 
shows and will come out to 
meet them and talk about the 
new material. -Gary Graff 

When Zac Brown was 18, he set out 
on the road in a van with his dog Pete, 

a drummer and a PA system. He 

played at clubs all over the Southeast, 
carefully assembling the hardwork- 
ing pieces of what would become the 
Zac Brown Band. The group's single 
"Chicken Fried" hits a new peak at 
No. 11 on Billboard's Hot Country 
Songs chart this week. 

The Zac Brown Band stands out on 
the chart for several reasons. Unlike 
the clean -cut country acts that re- 
semble J. Crew models, the members 
are a scruffy -looking bunch. They 
write their own songs, along with 
Brown's writing partner, Wyatt Dur- 
rette, who met Brown while tending 
bar at Marietta, Ga.'s Dixie Tavern, and 
now goes on the road with the band. 

The act has played Bonnaroo and 
opened for ZZ Top, B.B. King, Willie 
Nelson and the Allman Brothers, but 
also for Sugarland and Alan Jackson. 
The band is about to go out on tour 
with Los Lonely Boys this week. 

The group was the first country act 
signed to Live Nation, but it was work- 
ing on a new label deal as of press 
time for the release of "The Founda- 
tion." (Brown wouldn't go into detail 
about plans for the album's release.) 
The album, produced by Keith Ste- 
gall and John Kelton, is a polished, 
accessible set full of soul and free- 
wheeling tales (including a cover of 
Ray LaMontagne's "Jolene "). 

"I love a great country song, and 
I'm authentically Southern," says 
Brown, whose single is an ode to the 
simple pleasures of cold beer, favorite 
jeans and yes, fried chicken. "A lot of 
what country music is [are] stories 
that are told by country people. We're 
able to do a jam -band kind of thing, 
reggae, bluegrass ... but there is a big 
part of us that is mainstream country." 

The Zac Brown Band -whose cur- 
rent lineup consists of Brown, John 
Hopkins (bass), Jimmy De Martini 
(fiddle), Coy Bowles (guitar, organ) 
and Chris Fryar (drums) -will be be 
busy touring, with dates booked in 

the South and Midwest into next year. 

The band is represented by Creative 
Artists Agency. 

"One of the reasons our following 
keeps up: We're always practicing 
and rehearsing and writing and ar- 
ranging our songs," Brown says. Even 
after 12 years, he's still focused on 
playing live in front of people, seek- 
ing "every chance to win them over. 

-Ayala Ben -Yehuda 
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A WEEKLY ROUNDUP 
OF NOTABLE CHART 

ACHIEVEMENTS 

BOB 

DYLAN 
TELL 
TALE 

SIGNS 
MUM 
1182-11106 

mom 
Bob Dylan's "The Bootleg 

ll Series Vol. 8: Tell Tale Signs - 
1989- 2006" bows at No. 6 on 
Billboard 200, becoming the - 

icon's 17th top 10 album and - 

50th charting set overall. A 
single -disc distillation of this 
two -CD rarities package will 
street Nov. 4. 

Daniel O'Donnell's "At Horn 
in Ireland" rises to No. 3 on Top 
World Music, giving the artist 
record 14th top five album. T 

Gipsy Kings are in the runner 
slot with 13. O'Donnell still le 
as the artist with the most 
charting World albums ever -28. 

PINK'S POWER 

a 

"So What," her fifth chart -top 
on that list. It places her in a tie 
for the second -most No. is wit 
Justin Timberlake and Avril 
Lavigne. Only Mariah Carey, w 
six, has more. 

CHAR1f 
BEAT 

»Britney Spears returns to the 
penthouse of the Billboard Hot 
100 for the first time in nine years 
and nine months. A record - 
setting 96 -1 jump makes 
"Womanizer" (Jive) the second 
No. 1 hit for Spears after her 
debut single, "... Baby One More 
Time." Spears has the longest 
gap between No. 1 hits since 
Cher's. "Believe" claimed pole 
position in March 1999, just 10 

days shy of 25 years after "Dark 
Lady" landed in first place. 

»Labelle is back on the charts. 
The reunited trio makes its first 
appearance on the Adult R &B 
tally with "Roll Out" (Verve), new 
at No. 37. A return to the 
Billboard Hot 100 would give 
Labelle its first entry in 33 years. 

a Read Fred Bronson 
every week at 
billboard.com/fred. 

T.I. Still Tops; Thoughts Turn To Christmas Cheer 
T.I.'s "Paper Trail" continues to hold 
court at No. 1 on the Billboard 200 
this week, shifting 177,000 in its sec- 
ond frame. It's down 68.9% -the 
year's fourth -biggest second -week 
percentage drop for an album that 
debuted at No. 1. 

Day26's self -titled effort owns the 
biggest sophomore -frame decline, 
with a 73% erosion back in April. 
Jonas Brothers' "A Little Bit 
Longer" slipped 72% in week two 
while Lil Wayne's "Tha Carter III" 
fell 69.3 %. 

This will likely be T.I.'s last stand 
at No. 1, as Kenny Chesney's "Lucky 
Old Sun" looks good for a debut in 
the penthouse next week, as it led 
Nielsen SoundScan's Oct. 15 Build- 
ing chart. 

Chesney is taking a page from the 
Sugarland playbook, as "Lucky Old 
Sun" bowed Oct. 14 in a deluxe for- 
mat, while on Oct. 21, a slimmed - 
down standard version will hit stores. 
The deluxe version boasts four live 
tracks and additional video content. 
Sales from both sets will be merged 
together, which will likely make the 
album's second week on the chart 
just as interesting as its first week. 

Sugarland's "Love on the Inside" 
opened at No. 2 on the Billboard 200 
with its deluxe edition, entering with 
314,000, behind the debut of Miley 

Cyrus' "Breakout" (371,000). How- 
ever, Sugarland was able to out - 
muscle Cyrus in its second week, 
after the standard version of "Love 
on the Inside" hit stores. Sugarland 
climbed 2 -1 with 171,000 from the 
combined sales of the deluxe and 
standard editions, pushing Cyrus 
down to No. 2 (163,000). 

TIDINGS: This week 
last year on the Billboard 
200, Josh Groban's 
"Noël" arrived at No. 10 

with 64,000. 
The Christmas set 

would ultimately spend 
five weeks at No. 1 and 
earn four frames of half - 
million or more sales. To top it all off, 
"Noël" became the year's top -selling 
album, with 3.7 million sold in 
2007 -and the set did it with only 12 

weeks in stores. 
Is there a 2008 version of "Noël" 

waiting in the wings? Not sure yet. 
Faith Hill's seasonal offering "Joy to 
the World" made an OK bow at No.51 
last week with 11,000, but slips to No. 

63 this week (down 29 %). Two more 
holiday albums are charting this 
week: the various artists compilation 
"Nightmare Revisited" (No. 36 with 
15,000) and Casting Crowns' "Peace 
on Earth" (No. 56 with 9,000). 

I'm betting that if there will be a 

monster Christmas album this 
year, it might come in the form of 
Enya's "And Winter Came" (due 
Nov. 11) or perhaps Sarah Bright - 
man's "A Winter Symphony" (Nov. 
4). Both artists likely have the same 
sort of demographic appeal as Gro- 

ban and have voices 
seemingly perfect for 
holiday music. Over The 

Counter 
KEITH 
CAULFIELD 

CH- CH- CHANGES: Ef- 

fective with this issue's 
charts, Billboard and 
Nielsen SoundScan 
have deployed new 
guidelines regarding 
the merging of deluxe 

or special edition albums with their 
parent releases. 

Likely the most significant change 
is that there is now no limit to the 
number of additional audio tracks or 
songs a deluxe edition can sport - 
so long as the bonus content does 
not extend past one extra disc, or dig- 
ital equivalent. Previously, an ex- 
panded album could not include 
more than six songs not found on 
the original release. 

The new rule directly affects a 

top 20 album this week on the Bill- 
board 200 -Sarah McLachlan's 
greatest -hits package "Closer," 

I V I a rlee ̀  \W itch itch A Weekly National Music Sales Report 

Weekly Unit Sales Year -To -Date 

which enters at No. 11 with 40,000 
units. The deluxe version of the 
album is a two -disc affair with 
seven bonus songs not on the sin- 
gle -disc version. 

The full rundown of the new guide- 
lines can be found on SoundScan's 
Web site. 

ONE MORE THING: After 10 years 
at Billboard, I'm thrilled to be taking 
over this column from the departed 
Geoff Mayfield. You can e -mail me 
at kcaulfield @billboard.com. 

For week ending Oct. 12. 2008. Figures are rounded. 
Compiled from a national sample of retail store and rack 
sales reports collected and provided by 

ALBUMS 

DIGITAL 

ALBUMS' 

DIGITAL 

TRACKS 2001 2008 CHANGE Year -To -Date Album 
This Week 6,419,000 1,161,000 18,237,000 OVERALL UNIT SALES Sales By Store Type 
Last Week 7,506,000 1,302,000 18,734,000 Albums 354,592,000 311,791,000 -12.1% 150million units 

Change -14.5% -10.8% -2.7% Digital Tracks 642,084,000 832,764,000 29.7% 

iHsWeeklastly 8,342,000 987,000 14,966,000 
Store Singles 1,808,000 1,332,000 -26.3% 

Total 998,484,000 1,145,887,000 14.8% 
Change -23.1% 17.6% 
'Digital album sales are also counted within album sales. 

21.9% 
Albumsw/TEAA' 418,800,400 395,067,400 -5.7% 120 

Weekly Album Sales (Million Units) 
30 

25 

20 

15 

5 

o 

- 2008 

A 

6.4M 

J F M A M J J A S O N D 

Includes track equivalent album sales (TEA) with 10 track downloads equivalent 
to one album sale. 

ALBUM SALES 

'07 

'08 

90 

60 

30 
SALES BY ALBUM FORMAT 

CD 315,743,000 260,607,000 -17.5% 

Digital 37,811,000 49,722,000 31.5% 

Cassette 242,000 68,000 -71.9% 0- 
Indies 

J Other 796,000 1,394,000 75.1% 

0 
to 

+ 

ItiC'Iseil 
SoundScan 

Non- Mass 
traditional Merchant 

Chain 
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Indestructible 1 

SALES DATA 
COMPILED BY 

OCT 
25 

HOTSHOT 
DEBUT 

4 2 - 

5 

72VJK5 

STRIBUTING LABEL (PRICE) 

T.I. 
GRANO HUSTLE/ATLANTIC 512267/AG (18.98) C±` 

METALLICA 
WARNER BROS 508732' (18 981 

RISE AGAINST 
DGC / INTERSCOPE 011904'/1GÁ (13.98) 

7 7 7 

JENNIFER HUDSON 
ARISTA 06303.RMG (18.98) IP 

OASIS 
BIG BROTHER REPRISE 514078' /WARNER BROS. (18.98) +l 

BOB DYLAN The Bootleg Series Vol. 8: Tel 
COLUMBIA /LEGACY 35795/SONY BMG (22.98) 

KID ROCK 
TOP DOG /ATLANTIC 290556'/AG (18.98) 

8 6 3 
NE -YO 
DEF JAM 011410' /IDJMG (13.98) 

TIM MCGRAW 
CURB 79118 (11.98) 

aJAMES TAYLOR 
HEAR 30829 /CONCORO (18.98) 

Q ® 1 SARAH MCLACHLAN 
ARISTA 30263 /RMG (18.98) 

ROBIN THICKE 
STAR IRAK /INTERSCOPE 011793' IGA (13.98) H. 

LIL WAYNE 
CASH MONEY/UNIVERSAL MOTOWN 011977' /UMRG (13.98) 

JAZMINE SULLIVAN 
J 32713/RMG (15.98) 

YOUNG JEEZY 
CTE /DEF JAM 011536 /IDJMG (13.98) 

16 15 10 
11 JONAS BROTHERS 

HOLLYWOOD 001944 (18.98) +1 

RIHANNA 
SRP /DEF JAM 008968'; IDJMG (13.98) 

SENSES FAIL 
VAGRANT 512 (13.98) 

MARCO ANTONIO SOLIS 
FONOVISA 353748: UNIVERSAL LATINO (14.98) 

20 22 18 
SUGARLAND 
MERCURY NASHVILLE 011273' /UMGN (13.98) 

21 18 14 
THE GAME 

O 
10 4 - 

NEW 

12 3 - 

13 14 11 

14 10 6 

15 12 9 

Paper Trail 

Death Magnetic 

Appeal To Reason 

Jennifer Hudson 

Dig Out Your Soul 

I Tale Signs: Rare And Unreleased 19832006 

3 

Rock N Roll Jesus 

17 19 15 

(D®1 

(D ® 11 

22 

C 

GEFFEN 011465' /IGA (13.981 

)6 30 
Di LEONA LEWIS 

SYCO /J 02554/RMG (18.98) 

32 31 m KATY PERRY 
CAPITOL 04249 (12.98) 

DEM ILOVATO 
HOLLYWOOD 002132 (18.98) 

SOUNDTRACK 
DECCA 011439 (18.98) 

JASON MRAZ 
ATLANTIC 448505' AG (18.98) 

24 16 2 

25 24 16 

26 29 25 

27 27 13 II DARIUS RUCKER 
CAPITOL NASHVILLE 85506 (18.98) 

28 25 17 
SLIPKNOT 
ROADRUNNER 617938 (18.98) O 

5 KINGS OF LEON 29 20 
RCA 327121RMG (17.98) 

30 17 4 ® THE PUSSYCAT DOLLS 
INTERSCOPE 011770/IGA (13.98) 

31 9J 22 m COLDPLAY 
CAPITOL 16886' (18.98) 

Year Of The Gentleman 

Greatest Hits 3 

Covers 

Closer: The Best Of Sarah McLachlan 

Something Else 

Tha Carter Ill 

Fearless 

The Recession 

A Little Bit Longer 

Good Girl Gone Bad 

Life Is Not A Waiting Room 

No Molestar 

Love On The Inside 

LAX 

Spirit 

One Of The Boys 9 

Don't Forget 2 

Mamma Mia! 

We Sing. We Dance. We Steal Things. 3 

Learn To Live 5 

All Hope Is Gone 1 

5 

6 

B 1. 

9, 

141 

3 

1 

6 

1 

1 

21 

18 

19 

1 

2 

1 

PRETENDERS 
SHANGRI -LA 101009' (18.98) 

TESLA 
TESLA ELECTRIC CO 007 (16.98) 

34 C ® KELLIE PICKLER 
19 /8NA 22811/SBN (18.98) (7 

35 34 27 ® MILEY CYRUS 
HOLLYWOOD 002129 (18.98) 

36 3- - U VARIOUS ARTISTS Nightmare Revisited 
WALT DISNEY 001747 (18.98) 

Only By The Night 

Doll Domination 

Viva La Vida or Death And All His Friends 

Break Up The Concrete 

Forever More 

Kellie Pickier 

Breakout 

O ®0 VARIOUS ARTISTS WOW Hits 2009: 30 Of The Years Top Christian Artists And Hits 
EMI CHRISTIAN MUSIC GROUP /PROVIDENT- INTEGRITY 887742/WORD -CURB (17.98) 

38 2E 38 
13 NEW KIDS ON THE BLOCK 

INTERSCOPE 011792/IGA (13.98) C7 

TAYLOR SWIFT 
BIG MACHINE 079012 (18.98) 4: 

JACK'S MANNEQUIN 
SIRE 371452'WARNER BROS. (13.98) L 

39 

40 

3f 32 

8 

4 

1 

32 

33 

31q 

The Block 21 

Taylor Swift B 4 
The Glass Passenger 

41 BUCKCHERRY 
ELEVEN SEVEN /ATLANTIC 511262/AG (18.98) 

MICHELLE WILLIAMS 
MUSIC WORLD /COLUMBIA 01473.SONY MUSIC (12.98) 

JOE 
563 00003 /KEDAR (17.98) 

® SOUNDTRACK 
ATLANTIC 516007' /COLUMBIA PICTURES/AG (18.98) 

NELLY 
DERRTV /UNIVERSAL 010150 /UMRG (13.98) 

VARIOUS ARTISTS 
EMI /SONY BMG/UNIVERSAL /ZOMBA 08144 /CAPITOL (18.9B) 

DEVIN THE DUDE 
CINEMATIC 83000 /RAZOR 8 TIE (18.98) 

SOUNDTRACK 
WALT DISNEY 001742 (18 981 

JON MCLAUGHLIN 
ISLAND 011612/IDJMG (10 98I 

ANBERLIN 

37 23 

mEi 
43 21 8 

Q 52 

45 33 19 

46 42 36 

50 13 - 
UNIVERSAL REPUBLIC 011710' MRS (10 9S, 

THE BILLBOARD 200 ARTIST INDEX CAILLAT 111 

CASING CROWNS ..56,149 
CELTIC THUNDER 102 

THE CHEETAH GIRLS ...91 
KENNY CHESNEY 178 

THE CLASH 93 
COLDPLAY 31 

. COLD WAR KIDS 135 
DAVID BANNER 164 

NATAUE COLE 137 
BAYSIDE 173 

MILEY CYRUS 35 
BECK 158 

Black Butterfly 

Unexpected 

Joe Thomas, New Man 

Nick & Norah's Infinite Playlist 

Brass Knuckles 

NOW 28 

Landing Gear 

Camp Rock 

OK Now 

3 DOORS DOWN 76 

ADELE 

ADKINS 177 

ALACRANES MUSICAL 174 

ALL THAT REMAINS 84 

AMON AMARTH 86 

ANBERLIN 50 

ANTONY 8 THE 

JOHNSONS .. 179 

APOCALYPTICA 119 

AVENGED 
SEVENFOLD 171. 185 

NATASHABEDBJGRELD ..114 

ERIC BENET 59 

UNCOLN BREWSTER .194 
GARTH BROOKS 118 

CHRIS BROWN 108 

JACKSON BROWNE .6B 

MICHAEL BUBLE 115 

BUCKCHERRY 41 
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New Surrender 

DADDY YANKEE 

DAUGHTRY 85 

DAVID GILMOUR 140 

DEATH CAB FOR CURE 156 

DEERHOOF 150 
DEPARTMENT OF 

EAGLES 166 

DEVIN THE DUDE 47 

ANI DIFRANCO 144 

DISTURBED 60 

4 
44 

4 
21 

4TH 

3 

The band not only 

snaps up its first 

top 10 album with a 

career -high 65,000, 

its single "Re- 

Education" bullets 

at No. 4 on Modern 

Rock. 

Wi ®16,000 -unit 

start, the veteran 

band earns its best 

sales week since 

December 1995 and 

its highest -charting 

album since "Get 

Close" peaked at 

No. 25 in 1986. 

Singer /songwriter's 

ophomore set 

!lows with 11,000, 

his highest sales 

week yet. Album 

went for $8 at 

Target, Best Buy 

and Circuit (ity. 

tour years after her 

first effort, the 

singer returns with 

ïler follow -up on a 

15W label, shifting 

10,000. Her debut 

set, released 

through R(A Victor, 

missed the big 

chart but peaked at 

No. 17 on Top 

Heatseekers. 

The album was 

recorded 26 years 

ago this month on 

Oct. 13, 1982, when 

the band opened 

for the Who at New 

York's Shea 

Stadium. 

DJ KHALED 77 
DUFFY 52 
BOB DYLAN 6 

EAGLES 

162 

ESTELLE 104 

DAN EVANS 57 

VICENTE FEO 

W .. Wi ARTIST 
°J3 s" 3o IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 

51 46 39 1 
VARIOUS ARTISTS 
CAPITOL NASHVILLE /SONY BMG /UNIVERSAL 011724 /UMGN (18.98) 

52 38 40 

® ® 
54 11 - 

DUFFY 
1 MERCURY 010822' /IDJMG (11.98) 

ORACHAELYAMAGATA 
WARNER BROS_ 512764' (15 98) 

BEN FOLDS 
EPIC 09849' /SONY MUSIC (15.98)' +1 

nielscn 
SoundScan 

g 
Title 

NOW That's What I Call Country . . 
Rockferry . 

Elephants.,, Teeth Sinking Into Heart 

111 

Way To Normal 

STAIND 55 53 43 
{I. FLIP /ATLANTIC 511769/AG (18.98) ® 1 NS 

BEACH STREET 

CASTING 
10129 /REUCROWNION (13.98) 

DAN EVANS 
EDJE-EXECUTIVE 1242 (13.98) 

58 62 46 M.I.A. 
XL/INTERSCOPE 009659./IGA (9.98) 

59 41 42 

The Illusion Of Progress 

Peace On Earth 

Goin' All Out 

60 59 47 

81 58 49 

62 64 54 

83 51 - 

64 23 - 

65 63 57'r`' 

66 65 51 

67 39 12 

68 48 20 

78 69 

70 61 

71 56 37 

72 70 

73 40 - 

74 75 59 

75 67 163 

76 71 58 

77 47 28 

78 80 71 

79 66 41 

80 77 67 

81 85 72 

82 57 24 

106 98 

84 69 44 

85 82 65 

86 50 

87 84 60 

88 89 85 

89 93 76 

90 91 63 

91 79 61 

Kala 

ERIC BENET 
FRIDAY REPRISE 511399 /WARNER BROS. (18.98) 

Love & Life 

DISTURBED 
31 REPRISE 411132' /WARNER BROS. (18.98) , +I 

IJOURNEY 
NOMOTA 4506 EX (14.98 CD/DVD) O+ 

CARRIE UNDERWOOD 
In AsISTA _.(-15T9 NASHVILLE 11221/RMG/RMG/SBN (18-98) 

Revelation 

Carnival Ride B 1 

FAITH HILL 
WARNLH B' /úS (NASHVILLE) 511500 /WRN (18.98) 

Joy To The World 

TRIVIUM 
ROADRUNNER 617985(17.98):7 

SAVING ABEL 
SKIDDCO 15019 /VIRGIN (12.98) 

CHRIS TOMLIN 
SIXSTEPS 12359 /SPARROW (17.98) 

TV ON THE RADIO 
DGC / INTERSCOPE 011882' /IGA (13.98) 

JACKSON BROWNE 
INSIDE 80923' (16.98) 

JAMEY JOHNSON 
MERCURY NASHVILLE 011237/UMGN (13.98) 

TINA TURNER 
CAPITOL 37422 (18.98) 

JESSICA SIMPSON 
EPIC /COLUMBIA (NASHVILLE) 21746/SBN (15.98) + 

55 
JONAS BROTHERS 
HOLLYWOOD 000282 (18.981 

V VARIOUS ARTISTS 
t5, UNIVERSAL SPECIAL MARKETS 011519 EX/STARBUCKS (12.98) 

92 60 

Shogun 

Saving Abel 

Hello Love 

Dear Science 

Time The Conqueror 

That Lonesome Song 

Tina! 

Do You Know 

Jonas Brothers 

Golden Age Of Song 

GEORGE STRAIT 
MCA NASHVILLE 010826 /UMGN (t3.98) 

FLEET FOXES 
., SUB POP 777' (13.98) 

3 DOORS DOWN 
UNIVERSAL REPUBLIC 011065 /UMRG (13.98) 

DJ KHALED 
WE THE BEST /TERROR SQUAD 4564 /KOCH (17.89) 

THEORY OF A DEADMAN 
604 618009 /ROADRUNNER (11.98) 

N RAPHAEL SAADIQ 
6 COLUMBIA 08585' /SONY MUSIC (15.98) 

HEIDI NEWFIELD 
CURB 79087 (18.98) 

HOLLYWOOD UNDEAD 
A8M /OCTONE D11331 1IGA (12.981 

JENNY LEWIS 
; WARNER BROS. 508668* (13.98) 

TIM MCGRAW 
CURB 79086 (14.98) 

51 

23 

53 

9 

12 

20 

28 

61 

4 

5 

40 

Troubadour 1 

Fleet Foxes 67 

3 Doors Down 1 

We Global 7 

Scars & Souvenirs 26 

The Way I See It 

What Am I Waiting For 

Swan Songs 

Acid Tounge 

Greatest Hits: Limited Edition 

ALL THAT REMAINS 
PROST I /2999' /RAZOR 8 TIE (16.98) 

DAUGHTRY 
RCA H MG (18.98) l+i 

Overcome 

Daughtry 

Twilight Of The Thunder God AMON AMARTH 
0E14693'(15.98CD/DVD)O 

MGMT 
., COLUMBIA 19512'1559Y MUSIC (11.98) 

Oracular Spectacular 

THIRD DAY 
LNTIAL 10853 (17.98) 

Revelation 

TOBY KEITH 
II SHOW DOG NASHVILLE 010334 /UME (19.98) 

JACK JOHNSON 
00059010E 010580' UMRG (13.98) 

THE CHEETAH GIRLS 
WALT DISNEY 002046 (18.98) 

LECRAE 
REACH 98070 /INFINITY (13.981 

19 

10 

22 

24 

10 

35 Biggest Hits 2 

Sleep Through The Static 1 

One World (Soundtrack) 13 

Rebel 60 

/D ® <a CLASH 
- .i 

THE 
/ EPICLEGACY 348S80/SONY BMG (17.98) 

94 100 82 

95 86 9 

96 108 107 

97 101 90 

98 90 84 

99 109 89 

100 88 33 

FIVE FINGER DEATH 

PUNCH -. 142 
FLEET FOXES.. 75 
FLOBOTS 169 

BEN FOLDS 54 
LUIS FONSI 99 

THE GAME 

CLASS HEROES ..145 

LINKIN PARK 
MACHINE SHOP 44477' /WARNER BROS, (18.98) 14 

Live At Shea Stadium 93 

MARVIN SAPP 
VERITY 09433/ZOMBA (17.98) 

LADY ANTEBELLUM 
CAPITOL NASHVILLE 03206 (12.98) 

REHAB 
UNIVERSAL REPUBLIC 011555 /UMRG (10.98) 

Minutes To Midnight B 1 

Thirsty 28 

Lady Antebellum 4 

Graffiti The World 90 

USHER 
LAFACE 23388/ZOMBA (18 -98) 

Here I Stand 

LUIS FONSI 
UNIVERSAL LATINO 011810 (10.98)1+ 

Palabras Del Silencio 

PI AIN WNITF T'S 
HOLLYWOOD 002184(18.98) 

BRANDON HEATH ....160 
MITCH HEDBERG 122 

FAITH HILL 63 
HOLLYWOOD UNDEAD 81 
JENNIFER HUDSON 4 

ICE CUBE 

ENRIQUE IGLESIAS 182 

0 
ALAN JACKSON 116 
JACK'S MANNEQUIN 40 
JOE 43 

JACK JOHNSON 90 

JAMEY JOHNSON 69 

JONAS BROTHERS ..16, 72 
JOURNEY 61 

TOBYTOBY KEITH 

ALICIA KEYS 121 

KID ROCK 7 

KIDZ BOP KIDS 103 

KINGS OF LEON 29 

LADY ANTEBELLUM 
LAMBERT ..146 

LECRAE 92 
LED ZEPPELIN 125 

JENNY LEWIS 82 
LEONA LEWIS 22 

Big Bad World IIII 

LIFEHOUSE 168 

LIL WAYNE 13 

LINKIN PARK 94 

LL COOL J 157 
DEMI LOVATO 24 

MADONNA 
MARGOT 8 THE NUCLEAR 

SO8SO'S 180 
MAROON5 151 

JOHN MAYER ...130 188 

RICHE MCDONALD ...126 
TIM MCGRAW 9, 83 
SARAH MCLACHLAN _11 
JON MCLAUGHLIN 49 

METALLICA 2 
METRO STATION '30 
MGMT 87 
MIA 58 
BETTE MIDLER 198 

CRAIG MORGAN 113 

JAMES MORRISON 148 

JASON MRAZ 26 

Data for week of OCTOBER 25, 2008 I CHARTS LEGEND on Page 43 
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All Sides 13 

Jenni 31 

Not Animal 180 

Scream 39 

z 

ó ó 

SALES DATA 
COMPILED BY 

nielsen 

sx 
Y 

r ARTIST 
«s-3 á3 3á 3ó IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 

101 68 136 a NEW KIDS ON THE BLOCK 
COLUMBIA LEGACY 31". 'JY BM. + 

GREATEST CELTIC THUNDER 
411:0 179 129 4 

GAINER .. .... I OA (18 981 

KIDZ BOP KIDS 
RAZOR 8 TIE 89181 (18.98) 

103 121 120 

Title 
W 

Greatest Hits 

Act Two 

Kidz Bop 14 

61 

4i 126 105 m ESTELLE 
HOME SCHOOL/ATLANTIC 412860'/AG (13..88) 

Shine 

105 94 52 III LOS PIKADIENTES DE CABORCA 
SONY BMG NORTE 36 

106 96 73 16 
SHINEDOWN 

107 113 109 

108 99 79 

109 112 114 

lit 133 89 

111 107 87 

112 97 62 

113 124 - 

114 116 94 

139 123 

Vamonos Pa'I Rio 

ATLANTIC 511244/AG (18.98) 

SECONDHAND SERENADE 
GLASSNOTE 405244 EAST WEST (15.98) 14 

CHRIS BROWN 
JIVE 12049 /ZOMBA (18 + 

JORDIN SPARKS 
19 /JIVE 18752/ZOMBA (18.98) 

FRANK SINATRA 
REPRISE 438652 /WARNER BROS. (18.98) 

The Sound Of Madness 

A Twist In My Story 

Exclusive 

Jordin Sparks 

COLBIE CAILLAT 
UNIVERSAL REPUBLIC 009219/UMRG (10.98) 

RKM & KEN -Y 
PINA 011912 /MACHETE (14.98) 

CRAIG MORGAN 
BROKEN BOW 7737 (12.98) 

NATASHA BEDINGFIELD 
PHONOGENIC /EPIC 11748/SONY MUSIC (17 98) 

MICHAEL BUBLE 
143 /REPRISE 100313 /WARNER BROS. (18.98) 

116 129 117 32 ALAN JACKSON 
ARISTA NASHVILLE 19943/SBN (18.98) 

117 81 53 IN SOUNDTRACK 
NEW LINE 39114 (16 SAI 

118 125 122 

119 119 132 

163 '-1, 17 

121 138 161 

122 102 70 

123 110 81 

124 123 101 

125 147 119 

126 134 - 

® 

GARTH BROOKS 
PEARL 211 125 98 CD , 

APOCALYPTICA 
20 -20 AVE 113 ù. 

PACE 
SETTER 

8 

120 
No doubt the 

album's $9.99 sale 

38 tag at Best Buy 

aided the set's 15% 

increase this week. 

Meanwhile, the 

band's "You're 

Gonna Go Far, Kid" 

spends a fourth 

week at No. 1 on 

Modern Rock. 

52 

8 

44 

4 

10,- 

Nothing But The Best 

Coco 5 

The Royalty /La Realeza 32 

Greatest Hits 113 

Pocketful Of Sunshine 3 

Call Me Irresponsible 1 

Good Time 1 

Sex And The City 2 

The Ultimate Hits © 3 

Worlds Collide 59 

THE OFFSPRING Rise And Fall. Rage And Grace 10 

ALICIA KEYS 
MBN: J 115131 EMS (18.98)'+ 

As I Am 

MITCH HEDBERG 
COMEDY CENTRAL 0063 (13.98) 

UNDEROATH 
SOLID STATE 08842" /TOOTH 8 NAIL (13.98) + 

Do You Believe In Gosh? 

Lost In The Sound Of Separation 

PLIES 
BIG GATES /SLIP -N- SLIDE /ATLANTIC 51 I228/AG (18.98) 

Definition Of Real 

LED ZEPPELIN 
SWAN SONG 313148' /ATLANTIC (19.98)'.+ 

Mothership 

RICHIE MCDONALD 
LUCID 1191186 (13.98) 

I Turn To You 

ROBERT PLANT / ALISON KRAUSS 
ROUNDER 619075' (18.98) 

128 87 35 
THIEVERY CORPORATION 
ESL 140 (16.98) 

ADELE 
XL /COLUMBIA 30624` /SONY MUSIC (15.98) 

METRO STATION 
RED INK 10521/COLUMBIA (12.98) 

SEETHER 
WIND -UP 13127 (18.98) 

129 135 140 

130 142 106 

131 145 127 

132 130 108 

133 137 118 

152 77 

135 74 21 

136 45 

137 105 68 

70 

Raising Sand 

Radio Retaliation 

19 

Metro Station 

Finding Beauty In Negative Spaces 

PARAMORE 
FUELED BY RAMEN 159612 " /AG (13 98) 

RIOT! 

WEEZER 
DGC /INTERSCOPE 011135'/IGA (13.98) 

VARIOUS ARTISTS 
FONOVISA 353715 /UNIVERSAL LATINO (13.98) 

COLD WAR KIDS 
DOWNTOWN 70042' (15.98) C+) 

MURS 
WARNER BROS. 176828' (13.98) ( ±) 

NATALIE COLE 
DMVATCO 512320' /RHINO (18.98) 

Weezer 

Idolos: De Mexico Para El Mundo 

Loyalty To Loyalty 

Murs For President 

Still Unforgettable 

138 127 88 ® JOHN MAYER 
COLUMBIA 22665' /SONY MUSIC (19.98) 4) 

Where The Light Is: John Mayer Live In Los Angeles 

139 148 121 ® RASCAL FLATTS 
LYRIC STREET 000384 /HOLLYWOOD (18.98) 

140 76 26 ® DAVID GILMOUR 
COLUMBIA 34546' /SONY BMG MUSIC (34.98 CD /DVD) ) 

141 117 111 9 
DADDY YANKEE 

142 160 148 

143 115 83 

144 55 

EL CARTEL 080020 /MACHETE (10.98) 

FIVE FINGER DEATH PUNCH 
FIRM 70116 (12 98) 

DICE CUBE 
LENCH MOB 34635 (18.98) 

OANI DIFRANCO 
RIGHTEOUS BABE 063 (15.98) 

145 120 75 © GYM CLASS HEROES 
OECAYDANCE 511260 /FUELED BY RAMEN (13 98) 

146 151 135 m MIRANDA LAMBERT 
COLUMBIA (NASHVILLE) 78932/SBN (18.98) 

147 72 JOSHUA RADIN 
MOM AND POP 001 (13.98) 

148 49 - ® JAMES MORRISON 
POLYDGR /INTERSCOPE 012070 /IGA (13.98) 

188 185 ® CASTING CROWNS 
4:r) BEACH STREET 10117 /REUNION (17.98) 

DEERHOOF 
Kahl. KILL ROCK STARS 485' (15.98) 

Still Feels Good 

Live In Gdansk 

Talento De Barrio (Soundtrack) 

The Way Of The Fist 

Raw Footage 

Red Letter Year 

The Quilt 

Crazy Ex- Girlfriend 

Simple Times 

Songs For You, Truths For Me 

a 

2 

I© 7 

126 

2 

35 

53 

39 

9 

II$ } 

An Oct. 12 (BS 

'Sunday Morning" 

eature on the duo 

lifts the album by 

46% with its best 

Tales week -nearly 
ï,000 -in two 

months. 

The U.K. rapper's 

set -which bowed 

in the top 10 of his 

home country's 

album chart -starts 
with 4,000 and a 

No. 4 placing on 

op Electronic 

Albums as well. 

The soundtrack, 

which features Chris 

Botti (pictured), 

likely gains thanks 

to the movie's 

recent premium 

cable premiere on 

HBO. The set is up 

122% this week, its 

first increase since 

August. 

The Altar And The Door 

Offend Maggie 11 

The set also fields its 

way to No. 6 on Top 

Heatseekers and 

No. 5 on Top 

Electronic Albums. 

On the latter list, 

it's the DJ's fourth 

consecutive top 10 

album. 

E3 
x ARTIST 

á3 .3..á 3ó IMPRINT N NUMBER / DISTRIBUTING LABEL (PRICE) 

151 131 103 
MAROON 5 
A8M /OCTONE 008917 -IGA 118 981 + 

152 156 130 

183 178 

414: 

155 44 

156 134 149 

157 83 64 

158 150 116 

159 140 96 

160 154 171 

161 149 124 

162 32 - 

163 '03 48 

164 146 125 

165 158 133 

Hr'r 

187 114 50 

169 

185 172 

153 92 

170 165 150 

171 136 74 

172 143 86 

173 54 - 

174 159 110 

RE-ENTRY 

176 167 141 

177 172 162 

178 190 155 

NEW 

NEW 

181 132 93 

182 131 145 

183 161 113 = 
185 191 174 

186 182 154 

3 CII 
188 178 146 

189 144 29 

168 131 

198 - 

195 152 

194 159 

194 155 56 

196 174 143 

® 
198 95 66 

199 197 164 

200 157 - 

190 

191 

192 

193 

RE-ENTRY 

a 
Title 

It Won't Be Soon Before Long 

TAYLOR SWIFT 
: . MACHINE 0140 (15 98 CD /DVD) 1+ 

Beautiful Eyes (EP) 

MADONNA 
WARNER BROS 421372' (18.98) 

THE STREETS 
679 RECORDINGS, PURE GROOVE /LOCKED ON 80008 VICE (14.98) 

VARIOUS ARTISTS The Mountain 103.7 FM: Live From The Mountain Music Lounge Volume 14 
THE MOUNTAIN 14 EX /STARRUCKS (12.98) 

Hard Candy 

Everything Is Borrowed 

DEATH CAB FOR CUTIE 
AUK /ATLANTIC 452796'/AG (18.98) 

Narrow Stairs 

Exit 13 

Modern Guilt 

Untitled 

What If We 

LL COOL J 
REF JAM 011503'/I0JMG (13.98) 

BECK 
DGC 011507'/IGA (13.98) 

NAS 
DEF JAM /COLUMBIA 011505' /IDJMG (13.98) 

BRANDON HEATH 
REUNION 10127 (13.98) 

EAGLES 
+1 4500 (14.98) 

ENIGMA 
974 (18.98) 

Z -R0 
PAP -A -LOT 4 LIFE (17.98) 

DAVID BANNER 
14. L E +51 ',:1L MOTOWN 009956 /UMRG (13.98) 

9 

Long Road Out Of Eden 

Seven Lives Many Faces . 
Crack 

The Greatest Story Ever Told 

BRAD PAISLEY 
ARISTA NASHVILLE 0" 7'. Ile 98) 

5th Gear 

DEPARTMENT OF EAGLES 
4AD 2818 /BEGGARS 1::. 

In Ear Park 

OLD CROW MEDICINE SHOW 
NETTWERK 30812 (1 7 96 

Tennessee Pusher 

LIFEHOUSE ; GEFFEN 009153/IGA (13.98) 
Who We Are 

FLOBOTS 
UNIVERSAL REPUBLIC 001258'. UMRG (13.98) 

Fight With Tools 

. 
'166 

50 

14 

15 

O.A.R. 
EVERFINE: ATLANTIC 511179/AG (18.98) 

AVENGED SEVENFOLD Live In The LBC & Diamonds In The Rough 
','/LESS 466684 /WARNER BROS. (20 98 CD /DVD)± 

24 

JENNI RIVERA 
FONOVISA 353623 /UNIVERSAL LATINO (13.98) 

BAYSIDE 
(13-98) 

Shudder 54 

ALACRANES MUSICAL 
,1'305 /UNIVERSAL LATINO (13.98) 

Tu Inspiration 

SOUNDTRACK 
:Y MUSIC SOUNDTRAX/COLUMBIA 87796/SONY MUSIC (16.98) 

KEITH URBAN 
CAPITOL NASHVILLE 34713 (18.98) 43 

August Rush 

Greatest Hits 

TRACE ADKINS 
CAPITI' ';ASHVILLE 76927 (18.98) 

American Man: Greatest Hits Volume II 

KENNYCHESNEY 
BNA 11 iBN (18.98) 

Just Who I Am: Poets & Pirates 

ANTONY & THE JOHNSONS 
-I CREILY CANADIAN 193' (10.98) 

Another World 

26 

33 

11 

22 

3 

179 

MARGOT & THE NUCLEAR SO & SO'S 
EPIC 21080' /SONY MUSIC (12.98) 

SOLANGE 
MUSIC WORLD/GEFFEN 011785:IRA (12.98) 

Sol -Angel & The Hadley St. Dreams 

UNIVERSAL 

ENRIQUE 
LATINO 010974 

IGLESIAS 
(14.98) R 

95/08 

JIMMY WAYNE 
VALORY JW 0100 (12.98) 

Do You Believe Me Now 

SOUNDTRACK 
ÿ WARNER PREMIERE 83004 /RAZOR 8 TIE (16.968) 

Another Cinderella Story 

AVENGED SEVENFOLD 
HOPELESS 303804'3WARNER BROS (18.98) 

Avenged Sevenfold 

9 

2 18 

27 

184 

4 

TOKIO HOTEL 
i CHERRYTREE'INTEI1SCOPE 511127/IGA (9.98) 

ARMIN VAN BUUREN 
ARMADA 1839 /ULTRA (19.98) 

A State Of Trance 2008 's'1 

JOHN MAYER 
' -RE COLUMBIA 27976./SONY MUSIC (18.98) 

Continuum © 2 

RANDY ROGERS BAND 
MERCURY NASHVILLE 011419 UMGN (13.98) 

Randy Rogers Band 

THREE 6 MAFIA 
} HYPNOTIZE MINDS /COLUMBIA 88580'1 SONY MUSIC (11.98) :± 

29 

Last 2 Walk 5 

VARIOUS ARTISTS 
WALT DISNEY 002050 (18.98) 

Princess Disneymania: Music Stars Sing Disney.. The Way! 

+ ONEREPUBLIC 
MOSLEY,INTERSCOPE 0I0268106 (13.98) 

Dreaming Out Loud 

VICENTE FERNANDEZ 
SONY BMG NORTE 14602 (15.98) 0) 

Para Siempre 

LINCOLN BREWSTER 
1'' INTEGRITY COLUMBIA 33578/SONY MUSIC (16,98) 

Today Is The Day 

MARCO ANTONIO SOLIS 
FONOVISA 353133'UNIVERSAL LATINO (10.98) 

STRYKER 
{ THRIVEDANCE 90789/THRIVE (18.98) 

SOUNDTRACK 
INTERSCOPE 010271/IGA (19.98) 

La Mejor... Coleccion 

Total Dance 2008: Vol. 2 

Across The Universe: Deluxe Edition 

BETTE MIDLER 
ATLANTIC 73196/RHINO (18.98) 

Jackpot!: The Best Bette 

VAMPIRE WEEKEND 
XL 318' /BEGGARS GROUP (11 98) 

Vampire Weekend 

;, VARIOIIS ARTISTS Glam Ravnlutinn The Hayday & LegaCy Of Glam Rnck 
¿ EMI SPECIAL MARKETS 08535 EXSTARBUCKS (12.98) 

191 

14 

38 

56 

92 

21 

20 

66 

17 

101 

MURS 136 

NAS 159 

NELLY 45 
HEIDI NEWFIELD 80 
NEW KIDS ON THE 

BLOCK 38.101 
NE-Y0 8 0 
O.A.R. 170 

OASIS 5 

THE OFFSPRING 120 

OLD CROW MEDICINE 

SHOW 167 
ONEREPUBLIC 192 0 
BRAD PAISLEY 165 
PARAMORE 132 
KATY PERRY 23 
KELLE PICKIER 34 
LOS PIKADIENTES DE 

CABORCA 105 

PLAIN WHITE T'S 100 

ROBERT PLANT/ 
ALISON KRAUSS 127 

PLIES 124 

PRETENDERS 32 

THE PUSSYCAT DOLLS .30 0 
JOSHUA RADIN 147 

RASCAL FLATTS 139 

REHAB 97 

RIHANNA 17 

RISE AGAINST 3 

JENNI RIVERA 172 

RKM 8 KEN -Y .....: 112 
RANDY ROGERS BAND 189 

DARIUS RUCKER 27 0 
RAPHAEL 588010 79 
MARVIN SAPP 95 
SAVING ABEL 65 

SECONDHAND 

SERENADE 107 

SEETHER 131 

SENSES FAIL 18 

SHINEDOWN 106 
JESSICA SIMPSON 71 

FRANK SINATRA 110 

SLIPKNOT 28 
SOLANGE 181 

MARCO ANTONIO 

SOLIS 19, 195 

JORDIN SPARKS 109 

STAIND 55 

GEORGE STRAIT 74 

THE STREETS 154 

STRYKER 196 
SUGARLAND 20 
JAZMINE SULLIVAN 14 

TAYLOR SWIFT ...39, 152 

ACROSS THE UNIVERSE: 

DELUXE EDITION ....197 
ANOTHER CINDERELLA 

STORY 184 

AUGUST RUSH ..175 
CAMP ROCK ..... ...48 
MAMMA MIA! 25 
NICK 8 NORAH'S INFINITE 
PLAYLIST 44 

SEX AND THE CITY 117 

JAMES TAYLOR 10 

TESLA 33 
THEORY OF A DEAOMAN 78 

ROBIN THICKE 12 

THIEVERS 

CORPORATION 128 

THIRD DAY 88 

0 
UNDEROATH ...,....123 
CARRIE UNDERWOOD . .62 

NIGHTMARE REVERED ..36 
NOW 28 46 
NOW THAT'S WHAT I CALL 

111.1.110111.1111111 
JIMMY WAYNE 183 

WEEZER 133 
GLAM REVOLUTION: THE 

HEYDAY 8 LEGACY OF 

THREE 6 MAFIA 190 KEITH URBAN 176 CLAM ROCK 200 COUNTRY 51 MICHELLE WILLIAMS ..42 
TI 1 USHER 98 GOLDEN AGE OF SONG ..73 PRINCESS DISNEYMANIA: 

TOKIO HOTEL 186 IDOLOS: DE MEXICO PARA MUSIC STARS SING 0 
CHRIS TOMLIN 66 0 EL MUNDO 134 DISNEY... THEIR WAYI ..191 RACHAEL YAMAGATA ..53 
TRIVIUM 64 VAMPIRE WEEKEND ..199 THE MOUNTAIN 103.7 FM: WOW HITS 2009: 30 THE YOUNG JEEZY 15 

TINA TURNER 70 ARMIN VAN BUUREN ..187 LIVE FROM THE THE YEARS TOP 

TV ON THE RADIO 67 MOUNTAIN MUSIC CHRISTIAN ARTISTS 

LOUNGE VOLUME 14 ..155 AND HITS 37 Z -R0 .. ...163 

Data for week of OCTOBER 25, 2008 I For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data 39 
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TOP INTERNET- 
VS 

5 ARTIST Title «z 
ís-3 :,,,,3 3ó IMPRINT; DISTRIBUTING LABEL m¢ 

BOB DYLAN The Bootleg Series WI.B, Tel Tale Sign Rae And Unreleased 19892006 6 

COLUMBIAALEGACY 35795/SONY BMG 

O NEW 
DAN EVANS 
EDJE "EXCUII VS 1242 

3 2 JAMES TAYLOR Covers 
10 

HEAR 30829: CONCORD 

O NEW 
OASIS Dig Out Your Soul 
BIG BROTHER /REPRISE 514078' WARNER BROS. r +` 

SARAH MCLACHLAN Closer: The Best Of Sarah McLachlan 
ARISTA 30263 /RMG 

Gob All Out 
57 

6 7 
JONAS BROTHERS 
HOLLYWOOD 001944.+ 

7 6 
METALLICA 
WARNER BROS. 508732' 

8 
GRANO HUSTLEIATLANTIC 512267'/AG ; +_I 

JENNIFER HUDSON 
ARISTA 06303 /RMG 1+ 

PRETENDERS 
SHANGRI -LA 101009' 

ROBIN THICKE 
STAR TRAK /INTERSCOPE 011793'/IGA (V, 

A Little Bit Longer 

Death Magnetic 

9 

RACHAEL YAMAGATA 
WARNER BROS. 512764' 

KID ROCK 
TOP DOG: ATLANTIC 590550'/AS 

TODD SNIDER 
AIMLESS 01 

Elephants 

Paper Trail 

Jennifer Hudson 

Break Up The Concrete 

Something Else 

Teeth Sinking Into Heart 

Rock N Roll Jesus 

Peace Queer 

5 

11 

16 

2 

4 

32 

12 

53 

7 

15 14 ! VARIOUS ARTISTS The )mus Ranch Record 
NEW WEST 6140 

AMON AMARTH Twilight Of The Thunder God 
METAL BLADE 14693' +. 

TESLA 
TESLA ELECTRIC CO. 007 

Forever More 

Q 
{¡J NEW 

VAGRANT 512 

SENSES FAIL Life Is Not A Waiting Room 

19 10 
JACKSON BROWNE Time The Conqueror 
INSIDE 80923' 

NEW 
RISE AGAINST Appeal To Reason 
DGC /INTERSCOPE 011904'/IGA 

COLDPLAY Viva La Vida or Death And All His Friends 
CAPITOL 16886' 

22 21 4 
NE -YO 
DEF JAM 011410' /IDJMG 

KINGS OF LEON 
RCA 32712/RMG 

23 17 

Year Of The Gentleman 

Only By The Night 

O RE -ENTRY JASON MRAZ We Sing. We Dance. We Steal Things. 
ATLANTIC 440500'/AS 

25 8 
BEN FOLDS 
EPIC 09849'.' SONY MUSIC 9 

Way To Normal 

86 

33 

18 

68 

3 

31 

8 

29 

26 

54 

TOP DIGITAL'" 

Y w3 ARTIST 
ís-3 :53 3ó IMPRINT DISTRIBUTING LABEL 

o 
o 

3 

4 

NEW #1 
WK 

NEW 

RISE AGAINST 
UGC:INTERSCOPE /IDA 

Title 

Appeal To Reason 3 

7111i 
t 

OASIS 
BIG BROTHER/REPRISE /WARNER BROS + 

Dig Out Your Soul 

T.I. 
GRAND HUSTLE /ATLANTIC AG + 

Paper Trail 

SOUNDTRACK 
ATLANTIC /COLUMBIA PICTURES AG 

Nick & Norah's Infinite Playlist 

5 8 
METALLICA 
WARNER BROS. 

Pr 6 7 
KINGS OF LEON 
RCA AMG 

o 
o 
9 

o 
o 

Death Magnetic 

44 . 
2 I 

Only By The Night 29 

SENSES FAIL 
VAGRANT 

Life Is Not A Waiting Room 

12 4 2 

13 12 4 

18 

x, 

COLUMBIA LEGACY /SONY BMG 

JACK'S MANNEQUIN The Glass Passenger 
40 4 

SIRE WARNER BROS- 4 

RACHAEL YAMAGATA Elephants... Teeth Sinking Into Heart 
53 " 

WARNER BROS. 

BON DYLAN The Bootleg Series Vol 8: Tell Tale Signs: Rare And Unreleased 1989.2006 

JON MCLAUGHLIN 
ISLAND /IDJMG 

JENNIFER HUDSON 
ARISTA /RMG ^ +,. 

NE-YO 
DEF JAM IDJMG 

OK Now 49 

4 . 
e` 

Jennifer Hudson 

Year Of The Gentleman 

14 5 2 
STAR TRAK/I NTERSCOPE /IGA ; +', 

ROBIN THICKE Something Else 12. 
15 16 22 

JASON MRAZ We Sing. We Dance. We Steal Things. 26. 
ATLANTIC /AG 

16 19 17 
CAPITOL 

COLDPLAY Viva La Vida or Death And All His Friends 
31 
II 

17 3 2; Way To Normal 
54 . 

Break Up The Concrete s2. 
19 6 2 

New Surrender: II 
20 13 3 

Fearless 14. 
21 24 1:á 13. 

R. 

22 11 1.0 ll 
11 111 

Unexpected 42 

Oracular Spectacular 
87 

111 

BEN FOLDS 
EPIC /SONY MUSIC R' 

PRETENDERS 
SHANGRI -LA 

ANBERLIN 
UNIVERSAL REPUBLIC /UMRG 

JAZMINE SULLIVAN 
HMG 

LIL WAYNE 
CASH MONEY /UNIVERSAL MOTOWN /UMRG 

2 
JAMES TAYLOR 
HEAR CONCORD 

Tha Carter Ill 

Covers 

SARAH MCLACHLAN 
ARISTA /RMO 

Closer: The Best Of Sarah McLachlan 

NEW 
MICHELLE WILLIAMS 
MUSIC WORLD /COLUMBIA /SONY MUSIC 

O RE- ENTITY 
MGMT 
COLUMBIA /SONY MUSIC 

p.. 
. . A I11A . 11111111. I . . I n I. 1 EE III E E II I BI II IR . . E EE E1 MI11111111111 III 

SALES DATA 
COMPILED BY I 
nielsen 
SoundScan 

2008 

O TOP POP CATALOG" 

x5 ARTIST 
á3 3ó TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 

1 

rI 
#1 

towKS 
VARIOUS ARTISTS 
I CAN ONLY IMAGINE: PLATINUM EDITION INO 20228/TIME LIFE (19.98( 

JOURNEY 
JOURNEYS GREATEST HITS COLUMBIA/LEGACY 85889/SONY BMG (18.9812 981 + 

3 2 8+ 
AC /DC 

wE BACK IN BLACK EPIC LEGACY 80207' /SONY BMG (17.98) a 

154 
NICKELBACK 
ALL THE RIGHT REASONS ROADRUNNER 618300 (18.98) 1+ 

4 6 

5 4 

O 14 

41 
ABBA 
GOLD -- GREATEST HITS POLAR /PELADOR 517007 /UME (18.9812.98) 

81- MICHAEL JACKSON 
NUMBER ONES MJJ. EPIC A8998,SONY MUSIC (18.98/12 "98) 

CARRIE UNDERWOOD 
SOME HEARTS ARISTA /ARISTA NASHVILLE 71197/RMG (18.98) 

7 8 152 

O 13 

9 7 

10 9 

e 32 

965 

862 

181 

24 

BOB MARLEY AND THE WAILERS 
LEGEND: THE BEST OF BOB MAREY AND THE WAILERS RIFF GONGISLANO 598904A)ME 11395 

METALLICA 
METALLICA ELEKTRA 61113'/AG (18.98) 

IO 

1:1 

Il7 

ORIGINAL BROADWAY CAST RECORDING 
WICKED UEiCs I nn 6821DECCA 11 98) 

GREATEST 
GAINER 

LUTHER VANDROSS 
TIE ULTIMATE 5+11+9 VANOROSS LEGICY/ERCIJ 97NMAW M6GONM1151CNMG118% 

12 io Aat SUGARLAND El 
i ENJOY THE RIDE MERCURY NASHVILLE 007411/UMGN (13.98) 

13 12'. MICHAEL BUGLE 
ITS TIME 143 /REPRISE 48946/WARNER BROS. (18,98) + 

14 11 
CREEDENCE CLEARWATER REVIVAL 
CHRONICLE THE 20 GREATEST HITS FANTASY 2' /CONCO RO 17 98 12 98) 

THREE DAYS GRACE 
ONE -,X JIVE 83504 /ZOMBA 18.98) 

AEROSMITH 
DEVILS GOT A NEW DISGUISE THE VERY BEST OF AEROSMIIH GEFFEN '1 +ILLIMBIS 00867,SONV MUSIC e 

GUNS N' ROSES 17 15 + - " GREATEST HITS GEFFEN 001714/IGA (16.98) 
CI 

18 18 89 ORIGINAL BROADWAY CAST RECORDING 
JERSEY BOYS RHINO 73271 (18.98) 

CI 
37 

KIDZ BOP KIDS 
KIDZ BOP HALLOWEEN RAZOR & TIE 89190 (13.98) 

9 724 BOB SEGER & THE SILVER BULLET BAND 
GREATEST HITS CAPITOL 30334 (16.98) 

PINK FLOYD 
DARK SIDE OF THE MOON CAPITOL 46001' (18 98/10 98) 

CREED 
GREATEST HITS WIND -UP 13103 (18.98 CO /DVD): +' 

21 16 

22 20 

23 21 
BUCKCHERRY 
15 ELEVEN SEVEN 00001 ATLANTIC (13.98) 

KEITH SWEAT 
THE BEST OF KEITH SWEAT: MAKE YOU SWEAT ELEKTRA 73954/RHINO (18.98) 

QUEEN 
GREATEST HITS HOLLYWOOD 161265 (18.98/11.98) 

REBURY KENNY CHESNEY 
GREATEST HITS BNA 67976 /SBN (18 "98/12 -98) 

25 

27 28 

`.II/ 

EVANESCENCE 
FALLEN WIND -UP 13063 (1898) 

PRINCE 
THE VERY BEST OF PRINCE WARNER BROS. 74272 (18.98) 

29 24 2'. 
ELVIS PRESLEY 
ELVIS: 30 #1 HITS RCA 68079'iRMG (19.98'12.98) 

39 93 
THE BEATLES 

LOVE APPLE 79808' /CAPITOL (18.98) 

31 26 9 AC /DC 
HIGHWAY TO HELL EPIC LEGACY 80206'/SONY BMG (13.98) 

32 33 92 PINK 
I'M NOT DEAD LAFACE 80320/ZOMBA (18.98) + = TIM MCGRAW 
GREATEST HITS VOL 2: REFLECTED CURB 78891 (18 -98) 

34 29 91 
ORIGINAL CAST RECORDING 
MAMMA MIA) DECCA BROADWAY 543115 /DECCA (18.98, + 

35 23.1111 AC /DC 
HIGH VOLTAGE EPIC /LEGACY 80201'1 SONY BMG (11.981 

36 

o 
39 

30 
LINKIN PARK 
(HYBRID THEORY] WARNER BROS. 47755 (18.98/12.98) 

RE -ENTRY 
ZZ TOP 
GREATEST HITS WARNER BROS. 26846 (18.98) 

RB -ENTRR 
SADE 
THE BEST OF SADE EPIC 85287. SONY MUSIC (18 98/12.98) 

27 
AMY WINEHOUSE 
BACK TO BLACK UNIVERSAL REPUBLIC 008428'IUMRG (13.98 

40 21 
17,1 CECINE DIEN 

ALL THE WAY..A DECADE OF SONG 550 MUSIC /EPIC 63760 /SONY MUSIC (17.981 

METALLICA 41 5 ...ANO JUSTICE FOR ALL ELEKTRA 60812' /AG (18.98) 

O NEW 
JAMES TAYLOR 
IRE BEST OF JAMES TAYLOR WARNER BROS. 73837/WARNER STRATEGIC MARKETING (1898) 

O RE -ENTRY 
BRUCE SPRINGSTEEN 
GREATEST HITS COLUMBIA 67060'! SONY MUSIC (17.98) 

45 

BOSTON 
GREATEST HITS EPIC /LEGACY 67622/SONY MUSIC 111.9 

NORAH JONES 
COME AWAY WITH ME BLUE NOTE 32088'; BLG 117.98) Q JOHNNY CASH 
18 BIGGEST HITS COLUMBIA,LEGACY 69739'/SONY BMG (11.98/7.98) 

O N JOSH GROBAN ÿ/ NOEL 1431REPRISE 231548 /WARNER BROS. (18 -98) + 

49 42 El 

48 35 5 i METALLICA IO 
MASTER OF PUPPETS ELEKTRA 60439 "AG (18.98) 

BRAD PAISLEY 
TIME WELL WASTED ARISTA NASHVILLE 69642JJSBN (18.98) 

CHER 
THE VERY BEST OF CHER GEFFFNMCAMARNER BROS. 73652WARNER STRATEGIC MARKETING 119 98 Cr 

RE-ENTRY 

0 

© 

On Top Pop Catalog, a bevy of titles see handsome increases thanks to 

sale pricing and promotion at Wal -Mart. Of the 12 sets on the 50- 

position tally that posted an increase oI 20% or more, all but three 

were available at Wal -Mart in eco- friendly packaging and sold for less 

than 510. They include Michael Jackson's "Number Ones" (No. 6 with 

nearly 6,000 units; up 29 °/U) and Luther Vandross' "The Ultimate 

Luther Vandross" (No. 11 with 5,000: a gain of 44%). 

40 Go to www.billboard.biz for complete chart data 

ExOLUSIvE 
WARTS FROM 

t; W5 TITLE 
ro ARTIST (IMPRINT i DISTRIBUTING LABEL) 

LA HISTORIA DE UN SONERO 
VICTOR MANUELLE t0ISCOS 605/SONY BMG NORTE) 

KINGS OF BACHATA: SOLD OUT AT MADISON SQUARE GARDEN 
AVENTURA (DISCOS 605' PREMIUM LATIN SONY BMG NORTE) 

2 1 48 

6 

2 9 

5 3 56 

6 4 67 

9 
2 

BACHATA: SIMPLY THE BEST VOL. 2 
VARIOUS ARTISTS (MACHETE) 

LOVE IS BACK 
TOBY LOVE (SCARLITO /SONY BMG NORTE) 

BACHATA # 1'S: VOL. 2 
VARIOUS ARTISTS (MACHETE) 

BACHATA: SIMPLY THE BEST 
VARIOUS ARTISTS (MACHETE) 

BACHATA # 1S 
VARIOUS ARTISTS ILA CALLE UD) 

la 10 18 
SOY 
VICTOR MANUELLE (KIVAVI /VM /SONY BMG NORTE) 

9 5 65 
EL CANTANTE (SOUNDTRACK) 
MARC ANTHONY (SONY EMS NORTE) 

10 7 72 

11 8 26 

13 20 

2 

14 12 50 

15 11 67 

30 BACHATAS PEGADITAS: LO NUEVO Y LO MEJOR 2007 
VARIOUS ARTISTS (MOCK & ROLL SONY HMG NORTE) 

MITAD /MITAD 
HECTOR ACOSTA (VENEMUSIC'MACHETE) 

30 BACHATAS PEGADITAS: LO NUEVO Y LO MEJOR 2008 
VARIOUS ARTISTS (MOCK A ROLL'SONA BMG NORTE) 

DE LO NUEVO... LO MEJOR 
JORGE CELEDON A JIMMY ZAMORANO (SONY BMG NORTE) 

BACHATAHITS 2008 
VARIOUS ARTISTS (J & N /SONY BMG NORTE) 

EL CANTANTE: THE ORIGINALS 
HECTOR LAVOE (FANIA /EMUSICA/UNIVERSAL LATINO) 

TITLE 3 3ó ARTIST (IMPRINT / DISTRIBUTING LABEL) 

1 - 1 

2 1 

3 1 2 

4 2 2 

8 4 3 

6 3 3 

7 - 1 

8 8 34 

9 5 4 

10 9 4 

11 11 4 

12 21 12 

13 7 6 

14 13 6 

15 6 3 

piIRON MAN 
ROBERT DOWNEY JR.TEWV3ICE HOWARD MARVELAWIAMOUNTHOAE: ENTERTAINMENT) I v 

FORGETTING SARAH MARSHALL 
JASON SEGEL /KRISTEN BELL (UNIVERSAL STUDIOS HOME VIDEO) 

SEX AND THE CITY: THE MOVIE 
SARAH JESSICA PARKER/OM CATTRALL )NEW LINE HOME ENTERTAINMENT WARNER HOME VIDEO) 

LEATHERHEADS 
GEORGE CLOONEY /RENEE ZELLWEGER (UNIVERSAL STUDIOS HOME VIDEO) 

SPEED RACER O 

EMILE HIRSCH /CHRISTINA RICCI (WARNER HOME VIDEO) 

MADE OF HONOR 
PATRICK DEMPSEY /MICHELLE MONAGHAN (SONY PICTURES HOME ENTERTAINMENT) - 
DORA THE EXPLORER: DORA SAVES THE SNOW PRINCESS 
ANIMATED (NICKELODEON /PARAMOUNT HOME ENTERTAINMENT) 

TRANSFORMERS 
SHIA LABDEIW'IYYESE GIBSON IDREAM+ESIEA HOME ENTEAIWINMENTPNMNCUNT HOME ENTERTAEMENTI 

BABY MAMA 
TINA FEY /AMY POEHLER (UNIVERSAL STUDIOS HOME VIDEO) ° 

THE FORBIDDEN KINGDOM 
JACKIE CHAN /JET LI (LIONSGATE HOME ENTERTAINMENT) 

BARBIE & THE DIAMOND CASTLE 
ANIMATED (UNIVERSAL STUDIOS HOME VIDEO) 

THE NIGHTMARE BEFORE CHRISTMAS 
ANIMATED (WALT DISNEY HOME ENTERTAINMENTDUENA VISTA HOME ENTERTAINMENT) 

THE LITTLE MERMAID: ARIEL'S BEGINNING 
ANIMATED (WALT DISNEY HOME ENTERTAINMENT /BUENA VISTA HOME ENTERTAINMENT) 

WHAT HAPPENS IN VEGAS 
CAMERON DIAZ/ASHTON KUTCHER (20TH CENTURY FOX) 

THE LOVE GURU 
MIKE MYERS /JESSICA ALBA (PARAMOUNT HOME ENTERTAINMENT) 

More charts. Deeper charts. Go to billboard.biz /charts to 
find Billboard's complete menu of more than 180 

I L charts -albums, singles, digital, mobile, and more - 
refreshed every Thursday. 

BETWEEN THE BULLETS 

HOLLYWOOD ACTION 
On the Hot Dance Club Play 
chart, actress /singer Lindsay Lo- 

han claims her first chart- topper 

as "Bossy" rises from No. 2 to No. 

1 in its eighth week on the list. 

Meanwhile, "High School 
Musical 3" co -star Vanessa Hudgens nabs her first top 10 

on the Club Play tally as "Sneakernight" tiptoes from No. 

13 to No. 10. Fellow friend -of- Disney Hilary Duff earns the 
chart's Hot Shot Debut at No. 37 with "Reach Out." 

Keeping the Hollywood theme going, on Top DVD 

Sales, "Iron Man" bows at No. 1 with 2.1 million sold in its 

first week. It's the chart's best weekly sum since "Harry 
Potter and the Order of the Phoenix" moved 2.2 million on 

the Jan. 5 chart- reflecting the DVD's release week in 

mid- December 2007. -Keith Caulfield 

Data for week of OCTOBER 25, 2008 

www.americanradiohistory.com

www.americanradiohistory.com


16 
BURNIN' UP 
JONAS BROTHERS (HOLLYWOOD) 

23 
CHECK YES JULIET (RUN BABY RUN) 
WE THE KINGS (S- CURVE) 

AIRPLAY 
MONITORED BY 

niclscn 
BDS 

SALES DATA 
COMPILED BY 

nidscn 
SoundScan Billboarelm OCT 

2008 

HOT 100 AIRPLAY" 

o 
o 
o 
o 

5 

TITLE 
á3 3ó ARTIST TMPRINT /PROMOTION LABEL) 

WHATEVER YOU LIKE 

3 9 

2 11 

4 15 

5 24 

O 7 7 

O 6 8 

O 10 11 

22 3 

18 6 

11 11 9 

12 9 17 

13 8 22 

16 13 

15 13 

16 13 19 

17 1 15 

18 14 18 

19 12 22 

28 6 

21 19 8 

® 23 10 

26 12 

24 20 32 

25 21 27 

4wKs 

MISS INDEPENDENT 
NE-YO (DEE JAM /IDJMG) 

CAN'T BELIEVE IT 
T -PAIN FEAT. LIL WAYNE (NAPPY BOY /KONVICT /JIVE /ZOMBA) 

DISTURBIA 
RIHANNA (SRP /DEF JAM /IDJMG 

CLOSER 
NE-YO (DEE JAM /IDJMG) 

SO WHAT 
PINK (LAFACE / ZOMBA) 

MRS. OFFICER 
LIL WAYNE (CASH MONEY /UNIVERSAL MOTOWN) 

BETTER IN TIME 
LEONA LEWIS (SYCOJJ: RMG) 

LIVE YOUR LIFE 
T.I. FEAT. RIHANNA (DEE JAM /GRAND HUSTLE, IDJMJ /ATLANTIC) 

HOT N COLD 
KATY PERRY (CAPITOL) 

PAPER PLANES 
M.I.A. (XL /INTERSCOPE) 

ALL SUMMER LONG 
KID ROCK (TOP DOG /ATLANTIC) 

FOREVER 
CHRIS BROWN (JIVE /ZOMBA) 

SPOTLIGHT 
JENNIFER HUDSON (ARISTA /RMG) 

ONE STEP AT A TIME 
JOROIN SPARKS (19 /JIVE / ZOMBA) 

GOT MONEY 
LIL WAYNE FEAT. T-PAIN )CASH MONEY /UNIVERSAL MOTOWN I,HIVEREAI 

NEED U BAD 
JAZMINE SULLIVAN (J RMG) 

VIVA LA VIDA 
COLDPLAY (CAPITOL) 

DANGEROUS 
KARDINAL OFFISIULL FEAT AXON (KONLIVE(GEFFEN:INTERSCOPE) 

I'M YOURS 
JASON MRAZ (ATLANTIC /RRP) 

MY LIFE 
THE GAME FEAT. LIL WAYNE (GEFFEN /INTERSCOPE) 

EVERYBODY WANTS TO GO TO HEAVEN 
KENNY CHESNEY WITH THE WAILERS (BLUE CHAIR. /BNA) 

SHE NEVER CRIED IN FRONT OF ME 
TOBY KEITH (SHOW DOG NASHVILLE) 

BLEEDING LOVE 
LEONA LEWIS ISYC L 

TAKE A BOW 
RIHANNA (SRP /DEF JAM 

3 á3 3ó 
m 29 10 

CD 27 12 

28 25 14 

29 24 14 

32 10 

48 3 

® 36 8 

33 30 26 

37 

O 
35 13 

W 40 5 

41 4 

43 6 

45 7 

Q44 7 

41 34 14 

5 

TITLE 
ARTIST (IMPRINT / PROMOTION LABEL) 

JUST A DREAM 
CARRIE UNDERWOOD (19 /ARISTA /ARISTA NASHVILLE) 

FALL FOR YOU 
SECONDHAND SERENADE (GLASSNOTE /ILG,'ATLANTIC) 

AMERICAN BOY 
ESTELLE FEAT. KANYE WEST (HOME SCHOOL/ATLANTIC) 

DON'T THINK I DON'T THINK ABOUT IT 
DARIUS RUCKER (CAPITOL NASHVILLE) 

SO FLY 
SLIM FEAT. YUNG JOC (M3 /ASYLUM) 

LOVE LOCKDOWN 
KANYE WEST (ROC -A- FELLA /DEF JAM /IDJMG) 

WHAT ABOUT NOW 
OAUGHTRY (RCA/RMG) 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

LET IT ROCK 
KEVIN RUDOLF FEAT. UL WAYNE (CASH MONEY/UNIVERSAL REPUBLIC) 

IN THE AYER 
FLO RIDA FEAT. WILLIAM (POE BOY /ATLANTIC) 

SWAGGA LIKE US 
JAYS A T.I. FEAT. KANYE WEST K LIL WAYNE (ROGNFELLNOEF ELM IDINI0 

LOVE STORY 
TAYLOR SWIFT (BIG MACHINE) 

LET IT GO 
TIM MCGRAW (CURB) 

CRUSH 
DAVID ARCHULETA (19 /JIVE / ZOMBA) 

WHAT THEM GIRLS LIKE 
(MACRO CO-STARRNG CNRS BROWN N SEAN GARTER IDTADEF JAMUD.JMU 

WAITIN' ON A WOMAN 
BRAD PAISLEY ( ARISTA NASHVILLE) 

o 47 4 
ADDICTED 
SAVING ABEL (SKIDOCO!VIRGIN /CAPITOL( 

43 38 14 
DO YOU BELIEVE ME NOW 
JIMMY WAYNE (TALORY) 

Q 58 3 
KEEPS GETTIN' BETTER 
CHRISTINA AGUILERA (RCA/RMG) 

Q 55 3 WOMANIZER 
BRITNEY SPEARS (JIVE /ZOMBA) 

O 50 g LOVE REMAINS THE SAME J GAVIN ROSSDALE (INTERSCOPE) 

G 73 2 
RIGHT NOW (NA NA NA) 

Vj/ AKON (SRC /UNIVERSAL MOTOWN) 

o 1 GOTTA BE SOMEBODY 
NICKELBACK (ROADRUNNER/ARP) 

G4 2 
CHICKEN FRIED 
ZAC BROWN BAND (ROAR /LIVE NATION) 

50 46 23 
SHAKE IT 
METRO STATION (COLUMBIA) 

á3 3' e> 

TITLE 
ARTIST (IMPRINT / PROMOTION LABEL) O 

57 3 
ALREADY GONE 
SUGARLAND (MERCURY NASHVILLE) 

52 

o 
m 

39 20 

59 3 

61 4 

55 51 8 

74 2 

63 2 

62 8 

66 3 

1 

O 1 

70 2 

63 42 14 

64 56 21 

Q 68 '41F 

66 54 19 

67 60 6 

68 65 7 

- 1 

67 4 

71 49 15 

72 53 16 

75 2 

O 72 2 

75 52 13 

PUT ON 
YOUNG JEEZY FEAT. KANYE WEST (CTE /DEF JAM IDJMG) 

KRAZY 
PITBULL FEAT. LILJON (MR. 305/FAMOUS ARTIST/THE ORCHARD) 

ROLL WITH ME 
MONTGOMERY GENTRY (COLUMBIA (NASHVILLE)) 

BODY ON ME 
NELLY FEAT. ASHANTI G AEON (DERRTY /UNIVERSAL MOTOWN) 

GREEN LIGHT 
JOHN LEGEND FEAT. ANDRE 3000 (SAME SCHOOLJGO O.O.'COLUMBIA) 

HERE 
RASCAL FLATTS (LYRIC STREET) 

COUNTRY MAN 
LUKE BRYAN (CAPITOL NASHVILLE) 

RIGHT HERE (DEPARTED) 
BRANDY (KOCH /EPIC) 

IF I WERE A BOY 
BEYONCE (MUSIC WORLD /COLUMBIA) 

BUST YOUR WINDOWS 
JASMINE SULLIVAN (J /RMG) 

START A BAND 
BRAD PAISLEY DUET WITH KEITH URBAN ( ARISTA NASHVILLE 

THE BUSINESS 
YUNG BERG FEAT. CASHA (YUNG BOSS /KOCH /EPIC) 

I KISSED A GIRL 
KATY PERRY (CAPITOL) 

SHATTERED (TURN THE CAR AROUND) 
O.A.R. (EVERFINE; ATLANTIC /RRP) 

I STILL MISS YOU 
KEITH ANDERSON (COLUMBIA (NASHVIL LE 

SUPERWOMAN 
ALICIA KEYS (MBK!J /RMG) 

NO ME DOY POR VENCIDO 
LUIS EONS] (UNIVERSAL LATINO) 

SINGLE LADIES (PUT A RING ON IT) 
BEYONCE (MUSIC WORLD COLUMBIA) 

ALL I EVER WANTED 
CHUCK WICKS (RCA NASHVILLE) 

TROUBADOUR 
GEORGE STRAIT (MCA NASHVILLE) 

MAGIC 
ROBIN THICKE (STAR TRAKJINTERSCOPE) 

T-SHIRT 
SHONTELLE (SRC/UNIVERSAL MOTOWN) 

I'LL WALK 
BUCKY COVINGTON (LYRIC STREET) 

PLEASE EXCUSE MY HANDS 
PUES FEAT. JAMIE FASS A THE-DREAM (BIG ELL. 

stat:ons, c,m.prsed cr )%- n 
are elect.. Ai:ympn.7ed44:.:... 

contemporary P &G, hip'hop country. rock, gospel smooth jazz. Let,r. 
aÿ, 7 days a ymex TP,N data Is used to corrode The BNIbAard Hot 1GU. 

®HOT DIGITAL SONGS'" 

x,-, TITLE 
á3 3ó ARTIST IMPRINT PROMOTION LABEL) 

2 1 2 

I© 4 8 

4 2 8 

Q 3 7 

O 7 12 

WOMANIZER 
BRITN_EY SPEARS (JIVE /ZOMBA) 

LIVE YOUR LIFE 
11 FIAT HIIIANNA (DEF JAM GRAND HUSTLE ID. IMP .. AI:T If 

WHATEVER YOU LIKE 
T I h =i,NU HUSTLE /ATLANTIC) 

SO WHAT 
PINK (LAFACE /ZOMBA) 

LET IT ROCK 
NENN RUDOLF FEAT. it WAYNE )CASH MONEY UNIV[ R',A: 

HOT N COLD 
KATY PERRY (CAPITOL) 

o 12 4 
LOVE LOCKDOWN V KANYE WEST (ROC- A-FELLA /DEF JAM /IDJMG) 

6 6 2 GOTTA BE SOMEBODY 
NICKELBACK (ROADRUNNER /RRP) 

9 9 5 

10 5 2 

11 10 17 

12 11 21 

13 13 26 

14 14 3 

15 16 9 

16 18 15 

m 
18 17 11 

19 19 3 

20 22 17 

21 23 18 

22 21 4 

W 26 7 

24 25 10 

LOVE STORY 
TAYLOR SWIFT (BIG MACHINE) 

KEEPS GETTIN' BETTER 
CHRISTINA AGUILERA (RCA/RMG) 

DISTURBIA 
RIHANNA (SRP /DEF JAM /IDJMG) 

PAPER PLANES 
M.I.A. (XL /INTERSCOPE) 

I'M YOURS 
JASON MRAZ (ATLANTIC/ARP) 

RIGHT NOW (NA NA NA) 
AKON (SRC /UNIVERSAL MOTOWN) 

CRUSH 
DAVID ARCHULETA (19 /JIVE /ZOMBA) 

BETTER IN TIME 
LEONA LEWIS (SYCO /J /RMG) 

I'M SO PAID 
AKON FEAT. LIL WAYNE (SRC /UNIVERSAL MO- 0'";'I 

CAN'T BELIEVE IT 
T -PAIN FEAT. LIL WAYNE (NAPPY UDY /KONVICT /JIVE/Z(J :'I. 

KRAZY 
REPUTE FEAT. UL JON )MR. 305 /FAMOUS ARTIST /THE ORELL 

IN THE AYER 
FLO RIDA FEAT. WILLIAM ):POE BOY /ATLANTIC) 

FALL FOR YOU 
SECONDHAND SERENADE (GLASSNOTE:ILG) 

ALL SUMMER LONG 
THE ROCK HEROES (BIG EYE) 

MISS INDEPENDENT 
NE -YO (DEE JAM /IDJMG) 

MY LIFE 
THE GAME FEAT. LIL WAYNE (GEFFEN /INTERSCOPE 

0 
x TITLE 

á3 3ó ARTIST (IMPRINT/ PROMOTION LABEL) 

ONE STEP AT A TIME 
JORDIN SPARKS (19 JIVE.ZOMBA) 

28 16 

27 27 20 

28 15 2 

29 24 5 

30 30 23 

35 6 

® 36 13 

33 31 25 

34 32 14 

39 6 

36 29 23 

37 33 25 

0 37 15 

25 20 22 
AMERICAN BOY 
ESTELLE FEAT. KANYE WEST (HOME SCHOOL /ATLANTIC) 

o 45 28 

O - 1 

41 34 20 

42 40 7 

43 8 2 

44 41 4 

45 43 10 

46 44 16 

47 46 13 

48 42 21 

49 38 2 

50 48 19 

GOT MONEY 
LIL WAYNE FEAT T PAIN (CASH MONEY /UNIVERSAL ElT1(] ; 

HUMAN 
THE KILLERS )ISLAND /IDJMG) 

SWAGGA LIKE US 
JAYS &u. FRAI wnEWEST A UL WAYNE IRa.A-FELLA BE; Imo 

VIVA LA VIDA 
COIOPLAY (CAPITOL) 

T -SHIRT 
SHONTELLE (SRC /UNIVERSAL MOTOWN) 

ADDICTED 
SAVING ABEL (SKIDOCO/VIRGIN /CAPITOL( 

CLOSER 
NE -YO )DEF JAM /IDJMG) 

LOVE REMAINS THE SAME 
GAVIN ROSSDALE (INTERSCOPE) 

MRS. OFFICER 
111 WAYNE FEAT BOBBY VALFMIN & K100 WO (CASH MONEVVNIVERSAL 

I KISSED A GIRL 
KATY PERRY (CAPITOL) 

FOREVER 
CHRIS BROWN (JIVE / ZOMBA) 

Y 
xE TITLE 

ARTIST (IMPRINT / PROMOTION LABEL) 

A MILLI 
LIL WAYNE (CASH MONEY, UNIVERSAL MOTOWNI 

I DON'T CARE 
FALL BUT BOY (FUELED BY RAMEN/ISLAND/IDJMGI 

51 49 25 

58 5 

CD543 
54 52 7 

85 50 5 

1 

57 56 8 

58 51 2 

59 57 8 

O - 1 

61 61 6 

73 2 

11 
SWING 
SAVAGE FEAT. SOIAAA BOY TELLER (DAWN RAID U:IVL RE,, EL 

Q66 

64 60 

65 53 

66 63 

67 55 

68 65 

69 62 

SHAKE IT 
METRO STATION (COLUMBIA) 

HEADFIRST SLIDE INTO COOPERSTOWN ON A RAD BET 

FALL OUT BOY (ISLAND /IDJMG) 

WHEN I GROW UP 
THE PUSSYCAT DOLLS (INTERSCOPE) 

WHAT THEM GIRLS LIKE 
LUOACRS CO-STAFFING INNS BROWN & SEAN WRIT IDTPDEF JAM,L 

LIGHT ON 
DAVID COOK (19 /RCA,RMG) 

CHICKEN FRIED 
ZAC BROWN BAND (ROAR /LIVE NATION) 

SHATTERED (TURN THE CAR AROUND) 
O.A.R. (EVERFINE /ATLANTIC /RRP) 

BARTENDER SONG 
REHAB (UNIVERSAL REPUBLIC) 

JUST DANCE 
IAOY GAGA FEAT. COEAY ODORS (STREAMLINEMONLWEANTERSE 

DANGEROUS 
KARDINAL OFFISHALL FEAT. AKON (KONLIVE'GE FIE` 

SPOTLIGHT 
JENNIFER HUDSON (ARISTA/RMG) 

PUT ON 
YOUNG JEEZY FEAT. KANYE WEST (CTE /DEF JAMJIDJME, 

22 

34 

30 

ANGEL 
NATASHA BEDINGFIELD (PHONOGENICEPIC) 

COME ON GET HIGHER 
MATT NATHANSON (VANGUARD) 

GREEN LIGHT 
JOHN LOUAIS FEAT ANDRE 3000 (HOME SCHOOL/6 0.0.5 /COLUMN,.'. 

WHATEVER YOU LIKE 
WEIRD AL YANKOVIC (WAY MOBY /VOLCANO / ZOMBA, 

JUST A DREAM 
CARRIE UNDERWOOD (19 /ARISTA/ARISTA NASHVILLE 

WITHOUT YOU 
HINDER (UNIVERSAL REPUBLIC) 

DON'T THINK I DON'T THINK ABOUT IT 
DARIUS RUCKER (CAPITOL NASHVILLE) 

THE SHOCK OF THE LIGHTNING 
OASIS (BIC BROTHER /REPRISE) 

LOVEBUG 
JONAS BROTHERS (HOLLYWOOD) 

BAD GIRLFRIEND 
THEORY Of A DEADMAN (604/ROADRUNNER/RAP) 

JOHNNY & JUNE 
HEIDI NEWFIELD (CURB) 

LOLLI LOLL) (POP THAT BODY) 
THREE 6 MAFIA (HYPNOTIZE MINDS /COLUMBIA) 

BLEEDING LOVE 
LEONA LEWIS (SYCO /J /RMG) 

LOLLIPOP 
UL WAYNE FEAT. STATIC MAJOR (CASH MONEY/UNIVERSAL MDTI1tti'. 

15 

1 

O 1 

72 

O 6 

74 72 34 

75 59 25 

OUT HERE GRINDIN 
DJ KHALED (TERROR SQUAD /KOCH) 

FEEL THAT FIRE 
DIERKS BENTLEY (CAPITOL NASHVILLE) 

IT'S OVER 
JESSE MCCARTNEY (HOLLYWOOD) 

COOKIE JAR 
GYM CLICS HEROES FEAT. THE-0REAM IDECAYDANCETUELED BY RAMER 

WHAT ABOUT NOW 
DAUGHTRY (RCA: RMG) 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC EPIC, 

LEAV I N' 
JESSE MCCARTNEY (HOLLYWOOD) 

Data for week of OCTOBER 25, 2008 I For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data 43 

ALBUM CHARTS 
Sales data compiled from a comprehesive pool of U.S. music 
merchants by Nielsen SoundScan. Sales data for R &B /hip -hop 
retail charts is compiled by Nielsen SoundScan from a national 
subset of core stores that specialize in those genres. 

Albums with the greatest sales gains this week. 

GREATEST 
GAINER 

PACE 

SETTER 

III Where included, this award indicates the title 
with the chart's largest unit increase. 

Where included, this award indicates the title with 
the chart's biggest percentage growth. 

HEATSEEKER 
GRADUATE 

Indicates album entered top 100 of The Billboard 200 
and has been removed from Heatseekers chart. 

PRICING /CONFIGURATION /AVAILABILITY 
CD /Cassette prices are suggested list or equivalent prices, which 
are projected from wholesale prices. ü/ after price indicates 
album only available on DualDisc. CD /DVD after price indicates 
CD /DVD combo only available. D DualDisc available. + CD /DVD 
combo available. indicates vinyl LP is available. Pricing and 
vinyl LP availability are not included on all charts. EX after cata- 
log number indicates title is exclusive to one account or has lim- 
ited distribution. 

SINGLES CHARTS 
RADIO AIRPLAY SINGLES CHARTS 
Hot 100 Airplay, Hot Country Songs, Hot Rap Songs and Hot 
Latin Songs are compiled from a national sample of data sup- 
plied by Nielsen Broadcast Data Systems. Charts are ranked by 
number of gross impressions, computed by cross -referencing 
exact times of airplay with Arbitron listener data. Mainstream 
Top 40, Adult Contemporary, Adult Top 40, Modern Rock, 
Mainstream R &B /Hip -Hop, Adult R &B, Rhythmic, Hot Dance 
Airplay, Hot Christian AC Songs, Hot Gospel Songs and 
Smooth Jazz Songs are ranked by total detections. 

Songs showing an increase in audience (or detections) 
over the previous week, regardless of chart movement. 

GREATEST 
GAINER 

mWhere included, this award indicates the title 
with the chart's largest airplay increase. 

RECURRENT RULES 
Songs are removed from The Billboard Hot 100 and Hot 100 
Airplay charts simultaneously if they have been on The Billboard 
Hot 100 for more than 20 weeks and rank below No. 50. Songs 
are removed from the Pop 100 and Hot R &B /Hip -Hop Songs 
charts, respectively, if they have been on for more than 20 
weeks and rank below No. 50. Songs are removed from Hot 
Country Songs if they have been on the chart for more than 20 
weeks and rank below No.10 in detections or audience, provid- 
ed that they are not still gaining enough audience points to bul- 
let. Songs are removed from Hot Latin Songs if they have been 
on the chart for more than 20 weeks and rank below No. 20. 
Songs on Latin Airplay charts are removed after 20 weeks if 
they rank below No. 20 in both audience and detections. 
Descending songs are removed from Adult Contemporary if they 
have been on the chart for more than 20 weeks and rank below 
No. 15, if they have been on the chart for more than 26 weeks 
and rank below No. 10, or if they have been on the chart for 
more than 52 weeks and rank below No. 5. Descending songs 
are removed from the Adult Top 40, Adult RAB, Hot Dance 
Airplay, Hot Christian AC Songs, Hot Gospel Songs and Smooth 
Jazz Songs charts if they have been on for more than 20 weeks 
and rank below No. 15 (No. 20 for Mainstream Top 40, Modern 
Rock, Mainstream R &B /Hip -Hop and Rhythmic). 

CONFIGURATIONS 
O CD single available. 0 Digital Download available. 61 OVE) 
single available. O Vinyl Maxi -Single available. O Vinyl single 
available. O CD Maxi -Single available. Configurations are not 
included on all singles charts. 

HITPREDICTOR It Indicates title earned HitPredictor status in that particular 
format based on research data provided by Promosquad. Songs 
are tested online by Promosquad using multiple listens and a 
nationwide sample of carefully profiled music consumers. 
Songs are rated on a 1 -5 scale; final results are based on 
weighted positives. Songs with a score of 65 or more (75 or 
more for country) are judged to have Hit Potential; although 
that benchmark number can Fluctuate per format based on the 
strength of available music. For a complete and updated list of 
current songs with Hit Potential, commentary, polls and more, 
please visit www.hitpredictor.com. 

HOT DANCE CLUB PLAY 
Compiled from a national sample of reports from club DJs. 

Titles with the greatest club play increase over the previous week. 

POWER 
PICK 

This award indicates the title, currently below the top 20 and on 
the chart the week before, with the largest increase in points. 

AWARD CERT. LEVELS 
ALBUM CHARTS 

Recording Industry Assn. Of America (RIAA) certification for 
net shipment of 500,000 albums (Gold). RIAA certification for 
net shipment of 1 million units (Platinum).* RIAA certification 
for net shipment of 10 million units (Diamond). Numeral within 
Platinum or Diamond symbol indicates album's multi -platinum 
level. For boxed sets, and double albums with a running time of 
100 minutes or more, the RIAA multiplies shipments by the num- 
ber of discs and /or tapes. Certification for net shipments of 
100,000 units (Oro). Certification of 200,000 units (Platino). - 
Certification of 400,000 units (Multi -Platino). 

SINGLES CHARTS 
RIAA certification for 500,000 paid downloads (Gold). 
RIAA certification for 1 million paid downloads (Platinum). 

Numeral within platinum symbol indicates song's multiplatinum level. 
RIAA certification for net shipment of 500,000 singles (Gold). 

MUSIC VIDEO SALES CHARTS 
RIAA gold certification for net shipment of 25,000 units for 

video singles. RIAA gold certification for net shipment of 
50.000 units for shortform or longform videos. RIAA platinum 
certification for net shipment of 50,000 units for video singles. 

RIAA platinum certification for sales of 100,000 units for 
shortform or longform videos. Numeral within platinum symbol 
indicates song's multiplatinum level. 

DVD SALES /VHS SALES /VIDEO RENTALS 
RIAA gold certification for net shipment of 50,000 units or $1 mil- 

lion in sales at suggested retail price. RIAA platinum certification 
for sales of 100,000 units or $2 million in sales at suggested retail 
price. IRMA gold certification for a minimum sale of 125,000 units 
or a dollar volume of $9 million at retail for theatrically released pro- 
grams; or of at least 25,000 units and $1 million at suggested retail 
for non -theatrical titles. IRMA platinum certification for a minimum 
sale of 250,000 units or a dollar volume of $18 million at retail for 
theatrically released programs, and of at least 50,000 units and $2 
million at suggested retail for non -theatrical titles. 

www.americanradiohistory.com

www.americanradiohistory.com
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25 

2008 
Billbarl a. 

AIRPLAY SALES DATA 
MONITORED BY COMPILED BY 

nielsen nielsen 
BDS SoundScan 

I 
o 

also WHAT 
PINK (LAFACE ZOMBAL 

WOMANIZER 
BRITNEY SPEARS (JIVE /ZOMBA) 

TITLE 
ARTIST (IMPRINT I PROMOTION LABEL) 

4 2 19 

O 6 8 

6 5 26 

O 7 23 

O 8 11 

9 3 2 

10 10 21 

m 
12 

HOT N COLD 
KATY PERRY (CAPITOL) 

DISTURB IA 
RIHANNA °RP 

GREATEST GAINER/ 
DIGITAL + AIRPLAY 

CLOSER 
NE -YO (DEF JAM /IDJMG) 

WHATEVER YOU LIKE 
T.I. (GRAND HUSTLE/ATLANTIC) 

BETTER IN TIME 
LEONA LEWIS (SYCO /J /RMG) 

LET IT ROCK 
KEVIN RUDOLF FEAT LL WAYNE (CASH MONEY/UNIVERSAL REPUBLIC) 

LIVE YOUR LIFE 
T.I. FEAT. RIHANNA (DEE JAM/GRAND HUSTLE/IDJMG/ATLANTIC) 

ONE STEP AT A TIME 
JORDIN SPARKS (19 /JIVE / ZOMBA) 

12 25' FALL FOR YOU 
SECONDHAND SERENADE (GLASSNOTE /ILG /ATLANTIC) 

FOREVER 
CHRIS BROWN (JIVE /ZOMBA) 

9 25 

11 6 

13 18 

15 14 23 

16 19 

17 11 

15 26 

O 
18 

CD 19 28 

KEEPS GETTIN' BETTER 
CHRISTINA AGUILERA ( RCA/RMG) 

PAPER PLANES 
M.I.A. (XL /INTERSCOPE) 

DANGEROUS 
KARDINAL OFFISNALL FEAT. AKON (KONLIVE/GEFFENINTERSCOPE) 

IN THE AYER 
FLO RIDA FEAT. WILLIAM (POE BOY /ATLANTIC) 

CRUSH 
DAVID ARCHULETA (19 /JIVE / ZOMBA) 

AMERICAN BOY 
ESTELLE FEAT. KANYE WEST (HOME SCHOOL/ATLANTIC) 

l'M YOURS 
JASON MRAZ (ATLANTIC /RRP) 

20 18 29 
LEAVIN' 
JESSE MCCARTNEY (HOLLYWOOD) 

21 20 2 

CD 
24 

O 
® 
O 
28 

29 

- GOTTA BE SOMEBODY 
NICKELBACK (ROADRUNNER /RRP) 

25 15 
ADDICTED 
SAVING ABEL (SKIDDCO /VIRGIN /CAPITOL) 

27 4 
LOVE LOCKDOWN 
KANTE WEST (ROC -A- FELLA /DEF JAM /IDJMG) 

22 31 
SHAKE IT 
METRO STATION (COLUMBIA) 

30 7 MISS INDEPENDENT 
-..J NE -Y0 (DEF JAM /IDJMG) 

28 1D:I 
T-SHIRT 
SHONTELLE (SRC/UNIVERSAL MOTOWN) 

29 3 
RIGHT NOW (NA NA NA) 
AEON (SRC /UNIVERSAL MOTOWN) 

23 24; I KISSED A GIRL 
KATY PERRY (CAPITOL) 

21 23' LA VIDA 
COLDPLAY (CAPITOL) o 34 16 WHAT ABOUT NOW 
DAUGHTRY ( RCA/RMG) o 31 5 
LOVE STORY 
TAYLOR SWIFT (BIG MACHINE /UNIVERSAL REPUBLIC) o 33 1) 
CAN'T BELIEVE IT 
T -PAIN FEAT. llL WAYNE (NAPPY BOY /KONVICT /JIVE / ZOMBA) 

33 26 2pá 
WHEN I GROW UP 
THE PUSSYCAT DOLLS ( INTERSCOPE) 

O 36 8 
IT'S OVER 
JESSE MCCARTNEY (HOLLYWOOD) 

38 20 
GOT MONEY 
LIL WAYNE FEAT. T-PAIN (CASH MONEY /UNIVERSAL MOTOWN) 

36 35 30 
TAKE A BOW 
RIHANNA (SRP /DEF JAM /IDJMG) 

O 40 20 
LOVE REMAINS THE SAME 
GAVIN ROSSDALE ( INTERSCOPE) 

O 42 8 
ANGEL 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

O 43 3 
KRAZY 
PITBULL FEAT. UL JON (MR. 305 /FAMOUS ARTIST /THE ORCHARD) o 41 19 
CRY FOR YOU 
SEPTEMBER (ROBBINS) 

41 37 35 
BLEEDING LOVE 
LEONA LEWIS (SYCO /J /RMG) 

42 45 31 
LOLLIPOP 

43 47 50 

O 50 16 

48 38 

52 13 

LIL WAYNE FEAT STATIC MAHR (CASH MONEY/UNIVERSAL MOTOWN) 

LOW 
FLO RIDA FEAT. T -PAIN (POE BOY /ATLANTIC) 

SWING 
SAVAGE FEAT. SOU JA BOY TELDFM (DAWN RAID /UNIVERSAL REPUBLIC 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

SHATTERED (TURN THE CAR AROUND) 
O.A.R. (EVERFINE /ATLANTIC /RRP) 

OO? MY LIFE 
51 1p 

THE GAME FEAT. LIT. WAYNE (GEFFEN / INTERSCOPE) 

44 19 
ALL SUMMER LONG 
KID ROCK (TOP DOG /ATLANTIC) 

49 46 33 
DAMAGED 
SANITY KANE (BAG BOY /ATLANTIC) 

O 53 7 
LOVEBUG 
JONAS BROTHERS (HOLLYWOOD) 

51 

52 

O 
m 

81 

O 
69 

70 

siN TITLE 
g Wb`gb ARTIST (IMPRINT / PROMOTION LABEL) 

39 2 
HUMAN 
THE KILLERS (ISLAND /IDJMG) 

SWAGGA LIKE US 
JAM B K EL FEAT. RANEE WEST B LL WAYNE (ROC- A- FELLA/DEE JAMBDJMG) 

-19 5 

55 20 

56 5 

24 2 

59 18 

58 5 

57 7 

61 13 

60 17 

62 3 

64 9 

77 5 

73 2 

1 

1 

67 14 

65 19 

71 70 8 

BARTENDER SONG 
REHAB (UNIVERSAL REPUBLIC) 

IF I WERE A BOY 
BEYONCE (MUSIC WORLD /COLUMBIA) 

MRS. OFFICER 
Hl WAYNE FEAT. NNBY VMBIIID A ND0 MOO (CASH MONEYNNPARSAI MOTOWN) 

LIGHT ON 
DAVID COOK (19 /RCA /RMG) 

JUST DANCE 
LADY GAGA FEAT. COLBY O'DONM ( STREAMLINE/ILONLIVE/INTERSCOPE) 

I DON'T CARE 
FALL OUT BOY (ISLAND /IDJMG) 

WHAT THEM GIRLS LIKE 
LUBACNS CO-STARRING CHRIS BROWN A SEAN GARRETT (DTP /DEF JAM/SUNG) 

PUT ON 
YOUNG JEEZY FEAT. KANYE WEST (CTE /DEF JAM /IDJMG) 

BURNIN' UP 
JONAS BROTHERS (HOLLYWOOD) 

WITHOUT YOU 
HINDER (UNIVERSAL REPUBLIC) 

SINGLE 
NEW KIDS ON THE BLOCK A NE -YD ( INTERSCOPE) 

SPOTLIGHT 
JENNIFER HUDSON (ARISTA /RMG) 

RIGHT HERE (DEPARTED) 
BRANDY (KOCH /EPIC) 

REHAB 
RIHANNA (SRP /DEF JAM /IDJMG) 

WHATEVER YOU LIKE 
WEIRD AL YANKOVIC (WAY MOBYNOLCANO /ZOMBA) 

GREEN LIGHT 
JOHN LEGEND FEAT. ANDRE 3000 (HOME SCHOOL/G.O.OD. /COLUMBIA) 

COOKIE JAR 
CM GLASS KENOS FEAT. TI* W (DECAYDANCE/RIELED BY RAMEN4URP) 

SHUT UP AND LET ME GO 
THE TING TINGS (COLUMBIA) 

FADED 
CASCADA (ROBBINS) O WHATCHA THINK ABOUT THAT 
THE PUSSYCAT DOLLS FEAT. MISSY ELLIOTT ( INTERSCOPE) 

GIVES YOU HELL 
THE ALL- AMERICAN REJECTS (DOGHOUSE /DGC / INTERSCOPE) 

74 68 8 
OUT HERE GRINDIN 

73 

74 5 

69 2 

NONNEB.INAEHNEES&TCNNKOLAEN00. WA0/BEYLIE NNEQEPAJP MOOCH) 

lei 75 19 
RISE ABOVE THIS 

{¡¡E/ SEETHER (WIND -UP) 

76 63 2 
DEAD AND GONE 

T.I. FEAT. JUSTIN TIMBERLAKE (GRAND HUSTLE /ATLANTIC) 

77 66 19 
THUNDER 
BOYS LIKE GIRLS (COLUMBIA) 

78 71 19 
BODY ON ME 
NELLY FEAT AKON 8 ASHANTI (DERRTY /UNIVERSAL MOTOWN) 

79 76 10 
THE BUSINESS 
YUNG BERG FEAT. CASHA (YUNG BOSS /EPIC) 

O 

86 

87 

o 
89 

81 8 
ANGELS ON THE MOON 
THRIVING IVORY (WIND -UP) 

79 13 
ENERGY 
NERI HILSON (MOSLEY /ZONE 4 /INTERSCOPE) 

86 3 
SEVENTEEN FOREVER 
METRO STATION (COLUMBIA) 

80 11 
SHOULD'VE SAID NO 
TAYLOR SWIFT (BIG MACHINE /UNIVERSAL REPUBLIC) 

87 4 SO FLY 
SLIM FEAT. YUNG JOC (M3 /ASYLUM) 

85 7 
LEAVE OUT ALL THE REST 
LINKIN PARK (WARNER BROS.) 

81 4 UNBEAUTIFUL 
LESLEY ROY (RELIGION /JIVE / ZOMBA) 

72 8 
JUST STAND UP! 
ARTISTS STAND UP TO CANCER (SU2C /IDJMG) 

GO GIRL 
CIARA FEAT. T -PAIN (LAFACE /ZOMBA) 

78 6 
MAGIC 
ROBIN THICKE (STAR TRAK /INTERSCOPE) 

90 88 11 WAKE IT UP 
E -40 FEAT. AEON (SICK WID IT /BME /REPRISE) 

O 
93 

94 

O 
96 

97 

O 

91 2 
BELIEVE 
STAIND (FLIP /ATLANTIC) 

93 8 
SHAWTY SAY 
DAVID BANNER FEAT. UL WAYNE (B I.G. F A.0 E. /SRC /UNIVERSAL MOTOWN) 

83 12 
CORONA AND LIME 
SHWAYZE (SURETONE /GEFFEN / INTERSCOPE) 

90 
,1 NEED U BAD 

JAZMINE SULLIVAN (J /RMG) 

98 2 
CHEATED ON ME 
GAVIN DEGRAW (J/RMG) 

92 11 
BABY 
LL COOL J FEAT. THE -DREAM (DEF JAM /IDJMG) 

96 17 
THIS IS ME 
DEMI LAVATO O JOE JONAS (WALT DISNEY) 

6 
ALL SUMMER LONG 
HIT MASTERS (HIP KIDDY) 

99 97 5 MONSOON 
TOKIO HOTEL (CHERRYTREE/INTERSCOPE) 

3 
UNTOUCHED 
THE VERONICAS (ENGINEROOM /SIRE /REPRISE) 

All Summer Long" (Nos. 48 and 98) isn't 

the only title to double up on the Pop 100. 

T.I.'s "Whatever You Like' gets the "Weird 

Al" Yankovic treatment, his parody bowing 

at No. 67 (No. 56 on Hot Digital Songs, 

21.000 downloads sold). 

Already onto her third Adult Contemporary 

top 10 with "Realize" (No.10), Colbie 

Caillat is one of a whopping seven new 

female artists this year to peak in the top 

10 with their first entries. That sum is up 

from tour last year and two in 2006. 

44 Go to www.billboard.biz for complete chart data 

A 

2 

o 
6 

ra Nam TITLE 5 
té 

ARTIST (IMPRINT / PROMOTION LABEL) áe 
GREATEST SO WHAT 
GAINER PINK LAFALL /USAI 

17 
DISTURBIA 
RIHANNA (SRP /DEF JAM /IDJMG) 

5 13 
BETTER IN TIME 
LEONA LEWIS (SYCO /J /RMG) 

CLOSER 
NE -YO (DEF JAM /IDJMG) 

2 16 

8 7 

4 16 

6 18 

11 5 

Wr 7 
24 

10 9 19 

14 8 

12 12 15 

13 10 9 

e 16 9 

15 9 

O 17 5 

17 13 29 

HOT N COLD 
KATY PERRY (CAPITOL) 

ONE STEP AT A TIME 
JORDIN SPARKS (19 /JIVE /ZOMBA) 

FALL FOR YOU 
SECONDHAND SERENADE (GLASSNOTE /ILG/ATLANTIC) 

WHATEVER YOU LIKE 
T.I. (GRAND HUSTLE/ATLANTIC) 

FOREVER 
CHOIS BROWN (JIVE / ZOMBA) 

DANGEROUS 
NARDINALOFNSHALL FEAT. ANON (KONLIVE/GEFFENTNTERSCOPE ltr 
LET IT ROCK 

KEVIN RUDOLF FEAT. LN WAYNE (CASH MONEYNNMEBSAL REPUBLIC) 

IN THE AYER 
FLO RIDA FEAT. WILLIAM (POE BOY /ATLANTIC) 

PAPER PLANES 
M.I.A. (XL /INTERSCOPE) 

ADDICTED 
SAVING ABEL (SKIDDCONIRGIN /CAPITOL) 

CRUSH 
DAVID ARCHULETA (19 /JIVE / ZOMBA) 

KEEPS GETTIN' BETTER 
CHRISTINA AGUILERA ( RCA/RMG) 

LEAVIN' 
JESSE MCCARTNEY (HOLLYWOOD) 

20 5 
I'M YOURS 
JASON MRAZ (ATLANTIC /RRP) 

26 2 

20 19 9 

21 8 

WOMANIZER 
ERITREO SPEARS (JIVE/ZOMBA) 

WHAT ABOUT NOW 
DAUGHTRY ( RCA/RMG) 

T -SHIRT 
SHONTELLE (SRC /UNIVERSAL MOTOWN) 

O 22 6 
IT'S OVER 
JESSE MCCARTNEY (HOLLYWOOD) 

X23 18 19 
AMERICAN BOY 
ESTELLE FEAT. KANYE WEST (HOME SCHOOUATLANTIC) 

ANGEL 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

MISS INDEPENDENT 
NE -YO (DEF JAM /IDJMG) 

a 

25 8 

28 3 

O 
o 

O 

,O 
e 14 9 

'TITLE 
ARTIST (IMPRINT / PROMOTION LABEL) 

I'M YOURS 
JASON MRAZ rl RR- 

2 25 
LOVE REMAINS THE SAME 
GAVIN ROSSDALE ( INTERSCOPE) 

4 16 WHAT ABOUT NOW 
DAUGHTRY ( RCA/RMG) 

3 "" 
IVA LA VIDA 

COLDPLAY (CAPITOL) 

6 16 
SHATTERED (TURN THE CAR AROUND) 
O.A.R. (EVERFINE /ATLANTIC /RRP) 

8 8 
SO WHAT 
PINK (LAFACE/ZOMBA) 

5 25 
ALL SUMMER LONG 
KID ROCK (TOP DOG /ATLANTIC) 

9 

10 

11 

30 
IT'S NOT MY TIME 
3 DOORS DOWN (UNIVERSAL REPUBLIC) 

13 

26 

21 

BROKEN 
LIFEHOUSE (GEFFEN /INTERSCOPE) 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

COME ON GET HIGHER 
MATT NATHANSON (VANGUARD /CAPITOL) 

BETTER IN TIME 
LEONA LEWIS (SYCO /J /RMG) 

13 3 20 THE TIME OF MY LIFE 
DAVID COOK (19 /RCA /RMG) 

07, 16 11 

16 15 17 

17 17 '0 

23 

O 18 

O 20 

`yO 25 

GREATEST 
GAINER 

Tt 

GOTTA BE SOMEBODY 
L4f NICKELBACK BOA DRUNNE R /RRPI 

ONE STEP AT A TIME 
JORDIN SPARKS (19 /JIVE . / _- 

SHAKE IT 
METRO STATION (COLUMBIA) 

THE LITTLE THINGS 
COLBIE CAILLAT (UNIVERSAL REPUBLIC) 

HOT N COLD 
` KATY PERRY (CAPITOL) 

22 
RISE ABOVE THIS 
SEETHER (WIND -UP) 

1*1 

14 
CHASING PAVEMENTS 
ADELE (XL/COLUMBIA) 

22 21 13 

FALL FOR YOU 
SECONDHAND SERENADE (GLASSNOTE /ILG /ATLANTIC) 

WE DON'T HAVE TO LOOK BACK NOW 
PUDDLE OF MUDD (FLAWLESS /GEFFEN / INTERSCOPE) 

X23 22 19 
IN THIS LIFE 

DELTA GOODREM (MERCURY /DECCA) 

O 24 11 
BEATING MY HEART 
JON MCLAUGHLIN (ISLAND /IDJMG) 

26 7 
CRUSH 

DAVID ARCHULETA (19 /JIVE /ZOMBA) 

Ll 

TITLE 
ARTIST (IMPRINT / PROMOTION LABEL) 

awKS 
21 

THE TIME OF MY LIFE 
DAVID COOK 19 / RCA/RMG) 

2 2 27 
BLEEDING LOVE 
LEONA LEWIS (SYCO /J /RMG) 

POCKETFUL OF SUNSHINE 
NATASHA BEDINGFIELD (PHONOGENIC /EPIC) 

a 
a 
a 

3 17 

4 4 40 

5 32 

LOVE SONG 
SAM BAREILLES (EPIC) 

SAY 
JOHN MAYER (AWARE /COLUMBIA) 

O 7 13 
VIVA LA VIDA 
COLDPLAY (CAPITOL) 

7 ' 6 33 
FEELS LIKE TONIGHT 
DAUGHTRY ( RCA/RMG) 

APOLOGIZE 
11MBAtAND FEAT. OI BNLIC (MOSLEY/HLACKGROUNDANTERSCOPE) 

AFTER ALL THESE YEARS 
JOURNEY (NOMOTA) 

REALIZE 
COLBIE CAILLAT (UNIVERSAL REPUBLIC) 

WHATEVER IT TAKES 
LIFEHOUSE (GEFFEN /INTERSCOPE) 

8 8 50 

9 10 23 

e 11 24 

11 12 27 

13 23 

® 14 10 

16 29 

15 16 

RD17 9 

18 7 

19 8 

20 18 

It/25 2 

23 5 

27 4 

11 

24 7 

28 4 

a 

NO AIR 
JARDIN SPARKS DUET WITH CHRIS BROWN (19 /JIVE/ZOMBA) 

GREATEST 
GAINER 

I'M YOURS 
JASON MRAZ (ATLANTIG)PRP1 Iftr 

WON'T GO HOME WITHOUT YOU 
MAROON 5 

ALL SUMMER LONG 
KID ROCK (TOP DOG /ATLANTIC) 

CRUSH 
DAVID ARCHULETA (19 /JIVE /ZOMBA) 

UNCONDITIONAL 
SIMON COLLINS (RAZOR S TIE) 

WHERE I STOOD 
MISSY HIGGINS (ELEVEN: /REPRISE) 

STOP AND STARE 
ONEREPUBLIC (MOSLEY / INTERSCOPE) 

MY LOVE 
CELINE DION (COLUMBIA) 

WHAT DO I DO WITH MY HEART 
EAGLES (ERC) 

U WANT ME 2 
SARAH MCLACHLAN (ARISTA/RMG) 

TAKE A BOW 
RIHANNA (SRP /DEF JAM /IDJMG) 

i 
a 
a 

a a 
a 
a 

JUST STAND UP! 
ARTISTS STAND UP TO CANCER (SU2C /IDJMG) 

WHAT ABOUT NOW 
DAUGHTRY (RCA/RMG) 

t MODERN ROCK 

TITLE 
ARTIST (IMPRINT i PROMOTION LABEL) 

o 
o 
o 

YOU'RE GONNA GO FAR, KID 
THE OFFSPRING LCOLUPAOiA) 

2 14 
TROUBLEMAKER 
WEEZER (DGC /INTERSCOPE) 

4 

5 

3 

O 6 

O 
O 10 8 

0: 

15 

8 

16 

3 

6 8 

9 17 

10 7 24 

tl 13 11 

12 12 28 

14 8 

14 11 19 

I DON'T CARE 
APOCALYPTICA FEAT. ADAM GONRER (20- 20 /JIVE/ZOMBA) PAT 

RE- EDUCATION (THROUGH LABOR) 
RISE AGAINST (DGC / INTERSCOPE) 

BELIEVE 
STAIND (FLIP /ATLANTIC) 

HUMAN 
itr THE KILLERS (ISLAND /IDJMG) 

THE DAY THAT NEVER COMES )w 
METALLICA (WARNER BROS.) l 
SEX ON FIRE 
KINGS OF LEON ( RCA/RMG) 

BAD GIRLFRIEND 
THEORY OF A MADMAN (604 /ROADRUNNER /RRP) 

I'M NOT OVER 
CAROLINA LIAR (ATLANTIC) 

LEAVE OUT ALL THE REST 
LINKIN PARK (WARNER BROS.) 

LET IT DIE 
FOO FIGHTERS (ROSWELL /RCA/RMG) 

THE SHOCK OF THE LIGHTNING. 
OASIS (BIG BROTHER /REPRISE) 

Q 22 2 W NICKELBACK (ROADRUNNER /RRP) 

GOTTA BE SOMEBODY 

a 
a 
a 

a 
a 

VIVA LA VIDA 
COLDPLAY (CAPITOL) 

16 16 30 

17 15 29 

18 17 26 

18 7 

25 4 

20 7 

26 5 

23 5 

24 19 10 

O 27 4 

ADDICTED 
SAVING ABEL (SKIDDCONIRGIN /CAPITOL) 

INSIDE THE FIRE 
DISTURBED (REPRISE) 

PORK AND BEANS 
WEEZER (DGC /GEFFEN / INTERSCOPE) 

CATH... 
DEATH CAB FOR CUTIE (ATLANTIC) 

BREAKDOWN 
SEETHER (WINO -UP) 

RICOCHET 
SHINY TOY GUNS (UNIVERSAL MOTOWN) 

LOSTI 
COLDPLAY (CAPITOL) 

I DON'T CARE 
FALL OUT BOY (ISLAND /IDJMG) 

PAPER PLANES 
M.I.A. (XUINTERSCOPE) 

SECOND CHANCE 
SHINEDOWN (ATLANTIC) Lf 

Data for week of OCTOBER 25, 2008 CHARTS LEGEND on Page 43 
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ó 

aá 

Tennessee Pusher 7 

Just Who I Am: Poets & Pirates 1 

Do You Believe Me Now 4 

AIRPLAY 
MONITORED BY 

nielscn 
BDS 

SALES DATA 
COMPILED BY 

niclscn 
SoundScan Billboaral® OCT 

25 
2008 

ÌAÓ 

W 
x w 3a wg TITLE 

ó 
Artist 

LI 
12 3 LDUCER (SONGWRITER) IMPRINT 8 NUMBER / PROMOTION LABEL y>, 

o 
© 3 3 

4 6 

4 2 1 

5 4 

O 8 9 

O 9 11 

8 6 8 

11 
EVERYBODY WANTS TO GO TO HEAVEN Kenny Chesney With The Wailers 

0 BLUE CHAIR /BNA 

Toby Keith 
0 SHOW DOG NASHVILLE 

Carrie Underwood 
0 19/ARISTA ARISTA NASHVILLE 

Darius Rucker 
0 CAPITOL NASHVILLE 

Kid Rock 

1 

2 

3 

1 

4 

6 

7 

1 

9 

SHE NEVER CRIED IN FRONT OF ME 
I KEITH (T KEITH.B.PINSON) 

JUST A DREAM 
M.BRIGHT (S. MCEWAN.H,LINDSEV.G.SAMPSON) 

DON'T THINK I DON'T THINK ABOUT IT 
F ROGERS (D.RUCKER,C- MILLS) 

ALL SUMMER LONG 
KID HOCK R CAVALLO IR J RITCHIE M. SHAFER R VAN 7AN1. ROSSINGTON.E FINA .L.MARINELL.R.WACHTEL.W.ZEVONI TOP DOG /ATLANT 

LET IT GO 
B GALLIMORE.T.MCGRAW,D.SMITH (W.C. LUTHER.A.MAYO,TD000LAS) 

LOVE STORY 
II CHAPMAN,T. SWIFT (T. SWIFT) 

WAITIN' ON A WOMAN 
F ROGERS (D. SAMPSON,W.VARBLE) 

11 18 
ALREADY GONE 
B GALLIMORE T P JSH.J.NETTLES (J A,NETTLES,K.BUSH,B. PINSON) 

12 13 i 19 20 17 
CHICKEN FRIED {/J K SL BROWN (LBHNWII,W.DURRETTE) 

ROLL WITH ME 

GREATEST 
GAINER 

O 13 10 

® 16 24 5 

18 21 

14 14 

17 16 

17 10 7 

20 19 

21 23 28 

22 22 19 

a-25 26 

CD30 31 

CD27 30 

CD 29 28 

C)' 32 33 

COUNTRY MAN 
J. STEVENS IL BRYAN .1 A MATTHEWS.(3 GRIFFIN) 

AIR 
POWER 

START A BAND Brad 
F ROGERS (0.DAVIDSON,A. GORLEY,K.LOVELACE) 

HERE 
J :.TUCAL ELATES IT STEELS S. ROBSON) 

ALL I EVER WANTED 
'..)WELL. D, HUFF IC WICKS,M POWELL.A WILSON) 

I'LL WALK 
MILLER,D.OLIVER (B.A,WILSON,LLFOWLER) 

TROUBADOUR 
UWN G. STRAIT (M- HOLMES,L.SATCHER) 

LOVE REMEMBERS 
r MORGAN IC MORGAN,PO'DONNELLI 

IN COLOR 
AYBOYS IJ JOHNSON .L.TMILLER,J.OTTO) 

AIR 
POWER 

AIR 
POWER 

Tim McGraw 
0 CURB 

Taylor Swift 
0 BIG MACHINE 

Brad Paisley 
0 ARISTA NASHVILLE 

Sugarland 
AS MERCURY 

Montgomery Gentry 
0 COLUMBIA 

Zac Brown Band 
LIVE NATION 

Luke Bryan 
0 CAPITOL NASHVILLE 

Paisley Duet With Keith Urban 
ARISTA NASHVILLE 

Rascal Flatts 
0 LYRIC STREET 

Chuck Wicks 
0 RCA 

Bucky Covington 
0 LYRIC STREET 

George Strait 
e MCA NASHVILLE 

Craig Morgan 
Al ANA 

Jamey Johnson 

LOGKIN FOR A GOOD TIME 
SCOTT,K.FOLLESE) 

DON'T YOU KNOW YOU'RE BEAUTIFUL 
UIDSEV (C. LINDSEYA.MAYO.K.HOCHELLE) 

DON'T 
HLAIN,B.CURRINGTON (J.BEAVERS.J. SINGLETON) 

ANYTHING GOES 
;N RIGHT,C.AUDRETCH, III (B. LONG,J.W.WIGGINS) 

SOUNDS SO GOOD 
R CANNON (A SHEPERD) 

SHE WOULDN'T BE GONE 
S HENDRICKS (C.BATTEN,J.AOAN) 

10 

11 

Second single from 

Sugarland's "Love 

On the Inside" is 

duo's ninth top 10. 

Draws 18.7 million 

impressions, with 

play at each of 

the chart's 113 

monitored stations. 

to Montgomery 

Gentry's 14th top 10 

collects 18.4 million 

14 impressions (up 2.1 

million) and follows 

"Back When I Knew 

16 It All," which topped 

the July 12 chart. 

13 

Lady Antebellum 
0 CAPITOL NASHVILLE 

Kellie Pickier 
0 19 /BNA 

Billy Currington 
0 MERCURY 

Randy Houser 
0 UNIVERSAL SOUTH 

Ashton Shepherd 
0 MCA NASHVILLE 

Blake Shelton 
0 WARNER BROS SWAN 

14 

7 

18 

19 

19 

21 
With 1.6 million 

impressions at 40 

22 monitored signals, 

Brooks 8 Dunn rope 

Hot Shot Debut 

24 with fourth single 

from "lowboy 

Town" album. 

23 

25 

3` 

CD31 32 

(7) 33 34 

4 43 

35 40 

38 

36 35 

.t. 
41 38 

40 41 

42 44 

36 39 39 

43 45 

0; 

47 

46 51 

37 

37 36 

g TITLE 
e, PRODUCER (SONGWRITER) 

MUDDY WATER 
?'. F. ROGERS IM CRISWELLJR HUCKABY) 

LET ME 
D HUFF (M.BEESON D ORTON) 

COUNTRY BOY 
K STEGALL (A.JACKSON) 

IMPRINT 8 NUMBER / PROMOTION LABEL 

Trace Adkins 
e CAPITOL NASHVILL_ 

Pat Green 
0 BNA 

Alan Jackson 
0 ARISTA NASHVILLE 

FEEL THAT FIRE Dierks Bentley 
B BEAVERS. D BENTLEY (B WARREN ,B.WARREN,B.BEAVERS.D.BENTLEY) 0 CAPITOL NASHVILLE 

DON'T THINK I CAN'T LOVE YOU 
J RITCHEY (J OWEN.K. MARVEL.J.RITCHEY) 

Jake Owen 
0 RCA 

42 45 46 

52 58 

44 49 47 

46 50 50 

47 51 56 

55 

53 57 

50 44 42 

I WOULD Phil Vassar 
)LIT PVASSAR (PVASSAR) 0 UNIVERSAL SOUTH 

FINE LINE Little Big Town 
K SCHALPMAN P SWEET S WESTBROOK IW KIRKPATRICK.It FAIRCHILD ,KSCHALPMAN P SWEETS WESTRROO . O' '' - 

LAST CALL 
DROWN (S. MCANALLY.E. ENDERLIN) 

15 MINUTES OF SHAME 
B JAMES (K.ARCHER.C.KOESEL.J. WEAVER) 

EVERYTHING IS FINE 
F ROGERS (J TURNER) 

SOMEBODY SAID A PRAYER 
M. BRIGHT )N. THRASHER. C.WISEMAN) 

MORE LIKE HER 
F LIDDELL.M.WRUCKE (M. LAMBERT) 

THAT'S A MAN 
STOVER IE M HILL S 0 JONES r1 D NANDERSI 

ALWAYS THE LOVE SONGS 
M WRACK) 

COWGIRLS DON T CRY 
T BROWN R " T AC.BRIDE, 

UNBELIEVABLE (ANN MARIE) 

BACK THAT THING UP 

Lee Ann Womack 
0 MCA NASHVILL_ 

Kristy Lee Cook 
0 19 ARISTA NASHVILLE 

Josh Turner 
0 MCA NASHVILL. 

Billy Ray Cyrus 
WALT DISNEY /LYRIC STREET 

Miranda Lambert 
0 COLUMBIA 

Jack Ingram 
BIG MACHINE 

Eli Young Band 
0 REPUBLIC UNIVERSAL SOUTH 

Brooks & Dunn 
0 ARISTA NASHVILLE 

Josh Gracin 
0 LYRIC STREET 

Justin Moore 
0 VALOR) 

CHEATER, CHEATER 
JACKSON (R -L- FEEK.J MARTIN.K OSMUNSON,W.VARBLE) 

LIKE I NEVER BROKE HER HEART 
RICH,S. PENNINGTON (S. LAWSON.M.D.JENKINS,J,HARDING) 

SHE'S SO CALIFORNIA 
WRIGHT,G. ALLAN )G.ALLAN,) RANDALL.J.HANNA) 

COME ON OVER 
,HANKS.B.JAMES (J.SIMPSON,R. PROCTOR.VBANKS) 

TEQUILA ON ICE 
IROWN,K.GRANTT (M. DOOSON.R.RUTHERFORDI 

REMEMBER THAT 
',.H JAMES (R. PRGCTOR,V. SHAW) 

WHEN I SAID I WOULD 
,HANKS,M.BRIGHT (W.DUNCAN,J.M.SHANKS.G.SAMPSON) 

FOR YOU 
J. DEMARCUS,J.OTTO (J.BROWN.L. HENGBERI 

Joey & Rory 
0 VANGUARD /SUGAR HILL NINE NORM 

Randy Owen 
0 BROKEN BOW 

Gary Allan 
0 MCA NASHVILLE 

Jessica Simpson 
0 EPIC COLUMBIA 

Darryl Worley 
STROUDATARIOUS 

Jessica Simpson 
0 EPIC COLUMBIA 

Whitney Duncan 
o WARNER BROS WRN 

James Otto 
0 WARNER BROS), WRN 

26 

27 

28 

29 

30 

31 

32 

33 

34 

35 

36 

37 

38 

39 

40 

41 

42 

43 

44 

45 

18 

47 

48 

49 

39 

TOP COUNTRY ALBUMS' 

w Ño W5 ARTIST 3 á3 á 3ó ^RINT & NUMBER / DISTRIBUTING LABEL (PRICE) 

1 

fTIM MCGRAW 
!RB 79118 (11.98) 

NOT BUT 
DEBUT 

2 2 2 

3 

4 1 - 

5 4 4 

8 5 6 

O CI 
8 8 8 

6 - 

CID 11 11 

11 7 5 

k'-'12 9 9 

13 10 10 

13 14 

15 12 12 

16 14 16 

17 16 

18 18 19 

19 17 21 

20 19 37 

SUGARLAND 
fICURY 011273'/UMGN (13.98) 

DARIUS RUCKER 
..- ITOL NASHVILLE 85506 (18.98) 

Greatest Hits 3 

KELLIE PICKLER 
ENA 22811/SBN (18.98) ' 

TAYLOR SWIFT 
MACHINE 079012 (18.98) TA 

Love On The Inside 

Learn To Live 

Kellie Pickier 

Taylor Swift 

VARIOUS ARTISTS 
:.ITOL NASHVILLE /SONY BMG /UNIVERSAL 011724/UMGN (18.98) 

DAN EVANS 
1E-EXECUTIVE 1242 (13.98) 

CARRIE UNDERWOOD 
,RISTA /ARISTA NASHVILLE 11221 /RMG /RMG /SBN (18.98) 

FAITH HILL 
MINER BROS. 511500/WRN (18.98) 

JAMEY JOHNSON 
4CURY 011237 /UMGN (13.98) 

JESSICA SIMPSON 
COLUMBIA 21748/SBN (15.98) r+) 

GEORGE STRAIT 
A UASHVILLE 010826 /UMGN (13.98) 

NOW That's What I Call Country 

Goin' All Out 

Carnival Ride 

Joy To The World 

That Lonesome Song 

Do You Know 

Troubadour 

HEIDI NEWFIELD 
79087 (18.98) 

TIM MCGRAW 
=0 79086 (14.98) 

TOBY KEITH 
'LIN DOG NASHVILLE 010334/UME (19.98) 

LADY ANTEBELLUM 
CAPITOL NASHVILLE 03206 (12.98) 

CRAIG MORGAN 
, KLN BOW 7737 (12.98) 

ALAN JACKSON 
ARISTA NASHVILLE 19943/SBN (18.98) 

GARTH BROOKS 
`.RL 213 (25 98 CD /DVD) H 

RICHIE MCDONALD 
LUCID 11911863.98) 

GREATEST 
GAINER 

34 30 51 ROBERT PLANT / ALISON KRAUSS 
ROUNDER 619075* (18.98) 

22 21 20 

23 23 25 

24 24 23 

25 22 22 

RASCAL FLATTS 
LYRIC STREET 000384 /HOLLYWOOD (18.98) 

MIRANDA LAMBERT 
COLUMBIA 78932 SBN (18 98) 

TAYLOR SWIFT 
BIG MACHINE 0140 (15.98 CD DVO) +. 

EAGLES 
I'. ERC 4500 (14.98) 

7 

El 

6 

6 

1 

1 

What Am I Waiting For 2 

Greatest Hits: Limited Edition 1 

35 Biggest Hits III 1 

Lady Antebellum 1 

Greatest Hits 16 

Good Time S 1 

The Ultimate Hits © 1 

I Turn To You 19 

Raising Sand 2 

Still Feels Good 1 

Crazy Ex- Girlfriend 1 

Beautiful Eyes (EP) 1 

Long Road Out Of Eden © 1 

Data for week of OCTOBER 25, 2008 For chart reprints call 646.654.4633 

EJ 

Tim McGraw's third 

hits package moves 

44,000 copies. Set 

includes current 

single "Let It Go," 

which is No. 6 on 

Hot (ountry Songs. 

Dan Evans, a recent 

contestant on NBC',, 

"The Biggest 

Loser," opens with 

9,000 copies, 98` 0 

of which were sold 

via online retailer 

It's good for a No . 

ranking on Top 

Internet Albums. 

ci 
Country Music Hall 

of Fame member's 

third (hristmas set 

bows with 2,000 

copies. His last 

seasonal collection, 

1999's "Merry 

Christmas Wherever 

You Are," has 

shifted 459,000 

since its release. 

w 3o 1E ARTIST 
á 3 á 3o IMPRINT 8 NUMBER / DISTRIBUTING LABEL (PRICE) 

BRAD PAISLEY 
ARISTA NASHVILLE 07171 /SRN 118.981 

26 25 24 

27 15 7 

28 27 26 

29 28 29 

30 32 28 

31 26 17 

32 20 3 

33 31 18 

40 47 

35 30 15 

36 33 33 

44 40 

38 

39 

41 

42 

36 

39 

35 

34 

Title 

5th Gear 

OLD CROW MEDICINE SHOW 
NETTWERK 30812 (17 98) 

KEITH URBAN 
CAPITOL NASHVILLE 34713 (16.98) + 

TRACE ADKINS 
CAPITOL NASHVILLE 76927 (18.98) 

Greatest Hits 4 

American Man: Greatest Hits Volume II 3 

KENNY CHESNEY 
RNA 11457/SBN (18.98) 

JIMMY WAYNE 
VALORY JW 0100 (12 98) 

RANDY ROGERS BAND 
MERCURY 011419; UMGN (13.98) 

ELI YOUNG BAND 
REPUBLIC 011794 /UNIVERSAL SOUTH (10.98) 

Randy Rogers Band 3 

Jet Black & Jealous 5 

RANDY TRAVIS 
WARNER BROS. 43254/WRN (13 98) + 

VARIOUS ARTISTS 
NEW WEST 6140 (16.98) 

Around The Bend 3 

The Imus Ranch Record 11 

PATTY LOVELESS 
SAGUARO ROAD 19660 (18.98) 

MONTGOMERY GENTRY 
COLUMBIA 22817. SSN (18 98) 

Sleepless Nights 13 

Back When I Knew It All 3 

JAMES OTTO 
RAYBAW /WARNER BROS. 49907: WRN )13.98) 

JASON ALDEAN 
BROKEN BOW 7047 (17.90) 

47 45 
LUKE BRYAN 
CAPITOL NASHVILLE 63251 (12.98) 

ALAN JACKSON 
LEGACY / ARISTA NASHVILLE 12228/SONY BMG (11.98) 

JEWEL 
)LORY JK 0100 (18.98) 

KEITH ANDERSON 
AWMBIA 10333/SBN (17.98) 

38 

37 

39 

38 

43 35 31 

44 43 36 

45 46 42 

53 53 

48 41 32 

49 51 43 

50 49 44 

Sunset Man 2 

Relentless 1 

JULIANNE HOUGH 
'5RCURY NASHVILLE 011052 /UMGN (13.98) 

BLAKE SHELTON 
/: 'RNER BROS. 44488; WRN (18.98) 

I'll Stay Me 2 

16 Biggest Hits 22 

Perfectly Clear 1 

C'MON! 3 

Julianne Hough 1 

Pure BS 2 

GEORGE STRAIT 
CA NASHVILLE 011920: UMGN (13.98) 

BUCKY COVINGTON 
2IC STREET 0C2930 HOLLYWOOD (18.98) 

THE LOST TRAILERS 
-I L 09259/SBN (17.98) 

Classic Christmas 46 

DIERKS BENTLEY 
:,PITOL NASHVILLE 09070 (18.98) 

Bucky Covington 1 

Holler Back 5 

Greatest Hits // Every Mile A Memory 2003 -2008 2 

Reba Duets 1 
REBA MCENTIRE 
MICA NASHVILLE OD8903'UMGN (13.981 

Go to www.billboard.biz for complete chart data 45 
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TITLE 
ARTIST 

01 WHATEVER YOU LIKE 

CAN'T BELIEVE IT 
T -PAIN FEAT. UL WAYNE (M. KONVICT /JME21 

PAPER PLANES 
M.I.A. (XL/INTERSCOPE) 

MISS INDEPENDENT 
AE-TO (DEF JAM /IDJMG) 

6 MRS. OFFICER 
L WR1IIf FEAT.80MY VNBAMO & IMO MO (CASH LOOM ME1SAL HOEHN 

MY LIFE 
THE GAME FEAT. LIL WAYNE (GEFFEN /INTERSCOPE) 

GOT MONEY 
LIL WAYNE FEAT T-PAN (CASH MONEYAINNTRSAL MOTOWN) 

DISTURBIA 
RIHANNA (SRP /DEF JAM /IDJMG) 

BODY ON ME 
17 

NELLY FEAT ASHANTI 8 MI ON ART`, '''NIVERSAL MOTOWN) 

21 

4 

GREATEST 
GAINER 

LIVE YOUR LIFE 
T, ;FAT mom OEFJAWCA DIIBAUWW'i' LI 

CLOSER 
- 

26 
11E -00 (OEF JAM, IDJMG) 

10 22 
FOREVER 
CHRIS BROWN (JIVE / ZOMBA) 

14 6 
KRAZY 41.10 
PRBULL FEAT ULAN (ML 30SPMAOUS ARTST/THE ORCHArr 

LOVE LOCKDOWN 
KANTE WEST (ROC -A- FELLA /DEF JAM /IDJMG) 

DANGEROUS 
KARON& On131WNL FEAT MON 

RIGHT NOW (NA NA NA) 
AKON (SRC /UNIVERSAL MOTOWN) 

24 

12 

23 

17 

13 

19 

15 

26 

16 

30 

20 

a 

25 

3 

12 

15 

7 

27 

8 

20 

4 

19 

SO FLY 
SLIM FEAT. YUNG JOC (M3 /ASYLUM) 

SWING 
SAVAGE FEAT. SBIIA BOY TEILEN (DAWN PADNNEISOL REABIC 

WHAT THEM GIRLS LIKE 
WDACRSCOSININW CNMB BRIM & MAN WEB F '4811618Mß 

GET LIKE ME 
DAVM BFNER HAT. CHRISM/IN (BALG FACESROUWERSAL MOIW'N 

BETTER IN TIME 
LEONA LEWIS (SYCO /J /RMG) 

THE BUSINESS 
YUNG BERG FEAT. CASHA YUNG BOSS /KOCH /EPI 

SWAGGA LIKE US 
JAY.Z & TI HAT. KNRE WEST & LL WANN 

PUT ON 
YOUNG JEEZY FEAT. KANTE WEST (CTE/DEF JAM/IDJMG) 

sawagCUDDY 
BUDDY 

HKG JONES FEAT.I EY 00140; UL WAYNE &TWBTA (ICE AGF/JSYIIMI 

OGAfiEIhEB 

10 

12 

13 

14 

15 

16 

17 

19 

20 

23 

24 

10 9 

14 11 

11 7 

15 iß 

12 8' 

17 14 

21 17 

18 12 

13 -- 

25 21 

30 25 

16 1 

23 

ARTIST 
'.UMBER / DISTRIBUTING LABEL (PRIG:. 

Title 

T. I. 

-'.0 HUSTLE/ATLANTIC 512267/Aß (78.98) ® 
JENNIFER HUDSON 
ARISTA 18.98) C 

ROBIN THICKE 
STAR 17931/IGA (13.98) C 

NE-1'0 
AM 011410 /IDJMG (13.98) 

JAZMINE SULLIVAN 
J 32713/RMG (15.98) 

YOUNG JEEZY 
CTE /DEF JAM 011536` /IDJMG (13.98) 

LIL WAYNE 
CASH MONEY /UNIVERSAL MOTOWN 0119771/UMRG (13.98) 

THE GAME 

Paper Trail 1 

Jennifer Hudson 

Something Else 1' 

Year Of The Gentleman 

Fearless 

The Recession 

Tha Carter III El 

LAX 

Landing Gear 

1 

9 
The rapper's first 

album on Razor & 

Tie becomes his 

third top 10, while 

his last project for 

Houston's Rap -a- 

Lot enters at No. 29. 

ARTIST 
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 

Title 

DEVIN THE DUDE 
'he 83000 /RAZOR & TIE (18.98) 

JOE 
563 00003 /KEDAR (17.98) 

MICHELLE WILLIAMS 
MUSIC WORLD /COLUMBIA 01473/SONY MUSIC (12.98) 

ERIC BENET 
FRIDAY /REPRISE 511399 /WARNER BROS. (18 98) 

RIHANNA 
SRP /DEF JAM 0089681/I11MG (13 98) 

NELLY 
DERRT'1 c- n1ç 501UMRG (13.98) 

RAPHAEL SAADIQ 
COLUMBIA s( MUSIC (15 98) 

DJ KHALED 
WE THE BFI' R SQUAD 4564 /KOCH (17.89) 

MARVIN SAPP 
EP.IT'- . L.:BA (17 98) 

Joe Thomas, New Man 

Unexpected 

Love & Life 

Good Girl Gone Bad © 

Brass Knuckles 2 

The Way I See It B 

We Global 4 

Thirsty 4 

PLIES 
_.',LIP -N- SLIDE /ATLANTIC 511238/AG (18.98) 

Z -RO 
I'd CE /KOTG 515829 /RAP -A -LOT 4 LIFE (17.98) 

BIG KUNTRY KING 
,, ;JD HUSTLE /ATLANTIC 514113/AG (18.98) 

USHER 
LAFACE 23388/ZOMBA (18.98) 

ESTELLE 
HOME SCHOOL/ATLANTIC 412860'/AG (13.98) 

LL COOL J 
DEE JAM 0115031VIDJMG (13.98) 

ICE CUBE 
LENCH MOB 34635 (18.98) 

Raw Footage 

Definition Of Real 2 

Crack 

My Turn To Eat 

Here I Stand 

Shine l 

Exit 13 

NAS 
DEF JAM /COLUMBIA 011505 /IDJMG (13.98) 

Untitled 

s 
34 

-finger's third solo 

endeavor posts its 

best debut on 

this list and the 

Billboard 200 

(No. 42,12,000). 

Album surges 51% 

after appearances 

on "Last Call With 

(arson Daly" (Oct. 

1) and "The Tyra 

Banks Show" (Oct. 

3). On Hot 

R &B /Hip -Hop 

Songs, its lead sin- 

gle also rises 84 -11. 

35 

39 

141 

2 

44 

46 

39 39 

29 23 

33 26 

31 22 

20 - 

32 

-18 2' 

37 

36 

sl 

46 34 

42 30 

43 33 

47 16 

41 20 

56 46 

51 42 

57 ,8 

44 29 

67 58 

-15 37 

2 KRAYZE 
ENNUYE 7337 (12.98) 

SOLANGE 
MUSIC WORLD /GEFFEN 011785/1ßA (12 98) 

CHRIS BROWN 
JIVE 12049/ZOMBA (18.98) ) 

DEVIN THE DUDE 
- CT 4 LIFE /RAP -A -LOT 516158 /ASYLUM (17.98) 

WAYNE BRADY 
I / -,. 23066/CONCORD 11 8.98) 

2 Krayze 

& The Hadley St. Dreams 

Exclusive 

Hi Life 

A Long Time Coming 30 

As I Am 

The Greatest Story Ever Told 

Just Like You 

Lessons In Love 

Murs For President 

After My Time 

Last 2 Walk 

Tina! 

DAY26 

Welcome To The Dollhouse 

Timeless 

The Declaration 

Hood Classics 

Life In The Concrete Jungle 

Love /Hate 

Growing Pains 

Lost & Found 

Shine Through It 

E -Life 

Trilla 

ALICIA KEYS 
MBK/J 11513' /RMG (18.98) r4 

DAVID BANNER 
9. F.A.C.E. /SRC /UNIVERSAL MOTOWN 009956 /UMRG (13.98) 

KEYSHIA COLE 
CONFIDENTIAL /IMANI /GEFFEN 009475" /IGA (13.98) 

LLOYD 
YOUNG -GOLDIE /THE INC. /UNIVERSAL MOTOWN 011517/UMRG (13.98) 

MURS 
WARNER BROS. 1768281 (13.98) O 

NOEL GOURDIN 
EPIC 80645 /SONY MUSIC (17.98) 

THREE 6 MAFIA 
HYPNOTIZE MINDS /COLUMBIA 88580' /SONY MUSIC (11.98) 51 

TINA TURNER 
CAPITOL 37422 (18.98) 

DAY26 
BAD BOY 444540/AG (18.98) 

DANITY KANE 
-7 BOY 444604/AG (18.98) 

KENNY LATTIMORE 
VE 011500Nß (13.98) 

ASHANTI 
'NC. /UNIVERSAL MOTOWN 011318 /UMRG (13.98) 

GUCCI MANE 
AT 4026/TOMMY BOY (13.98 CD /DVD) Q+ 

B.G. & CHOPPER CITY BOYZ 
PER CITY /ASYLUM (18.98) 

THE -DREAM 
ICJ KILLA/DEF JAM 009872 /IDJMG (13.98) 

MARY J. BLIGE 
=JARCH /GEFFEN 010313`/1ßA (13.98) O+ 

LEDISI 
. E 008909/VG (10.98) 

TERRENCE HOWARD 
RY /COLUMBIA 09596 /SONY MUSIC (15.98) 

MINT CONDITION 
J BIRD 3636 /IMAGE (18.98) 

RICK ROSS 
'I- SLIDE/DEF JAM 0095361/IDJMG (13.98) 

OCT 
25 Billboarsl 

AIRPLAY SALES DATA 
MONITORED BY COMPILED BY 

nicken nicken 
BDS SoundScan 

it& 

EE TITLE 
3ó ARTIST 

CAN T BELIEVE IT 

12 WHATEVER YOU LIKE 
T.I. (GRAND HUSTLE/ATLANTIC) 

MRS. OFFICER 
YNE FEAT. IDIF VVBIIIO MOD MO (CASH MONVAlA91S4. M7FR: 

MISS INDEPENDENT 
va (DEF JAM /IDJMG) 

6 16 
SPOTLIGHT 
JENNIFER HUDSON (ARISTA/RMG) 

20 
NEED U BAD 
JAZMINE SULLIVAN (J /RMG) 

SO FLY 
elyitifai SLIM FEAT_ YUNG JOC 

0 13 3 

1 

GREATEST 
GAINER 

LIVE YOUR LIFE 
11 FEAT. MIMEO Fñ J MW.WmSC:! 

MY LIFE 

ü 

si 

W 

LL 

LEI 

L7 

THE GAME FEAT LIL WAYNE (GEFFEN /INTER SC Ur- -. 

Itt 
GOT MONEY 

WHAT THEM GIRLS LIKE 
MIENS DWARFING OYES BROVJN N SEAN GARDE-' 

PLEASE EXCUSE MY HANDS 
FEES FEAT. IOW Ma IMARNJ (EC GATESS., . .,.. -- 

BUST YOUR WINDOWS 
JAZMINE SULLIVAN (J /RMG) 

L*7 

14 7 RIGHT HERE (DEPARTED) 
BRANDY (KOCH /EPIC) 

21 
PUT ON 
YOUNG JEEZY FEAT. KANTE WEST (CTE/DEF JAM/IDJMG) 

16 16 
DID YOU WRONG 

- 
PLEASURE P (BLUESTAR /ATLANTIC) ® h: GO GIRL 
CIARA FEAT. T -PAIN (LAFACE / ZOMBA) 

18 -" 14 GOOD GOOD 
ASHANTI (THE INC. /UNIVERSAL MOTOWN) 

19 I i GREEN LIGHT 
JOHN IEGBID FEAT. ANDRE 3000 (HOME SCHOOLIG 0.0 O>VOLUM 

THE BUSINESS 
YUNG BERG FEAT. CASHA (YUNG BOSS /KOCH /EPIC) 

mimMARCO POLO 
BOW WOW FEAT. SOUDA BOY TELL'EM (COLUMBIA) 1111 

MIENERGY 
NERI NILSON (MOSLEY /ZONE 4 /INTERSCOPE) 

RIDE 
ACE HOOD FEAT TREY SONGZ NYE THE BEST/DEF JAMIDNWG) 

CUDDY BUDDY II AVKEJMES FEAT. THEY SONG; LL WAYNE & TWSTA ICE AGE/AS11AI) 

inLOVE LOCKDOWN 
KANTE WEST (ROC- A- FELLA/DEF JAM /IDJMG) 111 

2 2 13 

3 3 24 

4 4 22 

5 5 33 

7 11 

9 6 55 

10 9 43 

TITLE 
ARTIST IMPRINT/ PROMOTION LABEL 

SPOTLIGHT 
JLVNR ER HUDSON -:RISTA(BMG) 

MAGIC 
ROBIN THICKE (STAR TRAK /INTERSCOPE) 

YOU'RE THE ONLY ONE 
ERIC BENET (FRIDAY /REPRISE /WARNER BROS.) 

HEAVEN SENT 
KEYSHIA COLE (IMANI /GEFFEN /INTERSCOPE) 

THE RIVER 
NOEL GOURDIN 

SUPERWOMAN 
ALICIA KEYS - 

GREATEST 
GAINER 

NEED U BAD 
JAZMINE SULLIVAN l RMG) 

NOTHING LEFT TO SAY 
MINT CONDITION (CAGED BIRDJIMAGEI 

WOMAN 
RAHEEM DEVAUGHN (JIVE/ZOMBA) 

NEVER WOULD HAVE MADE IT 
MARVIN SAPP (VERITY /ZOMBA) 

E.R. (EMERGENCY ROOM) 
;mol ÿ,....:.. 8 1J 

JOE (563 /KEDAR) 

12 

8 

52 

5 11 

MI 20 4 

IIM 16 8 

111:1 17 5 ct 23 6 

ID 18 7 

Cl,. 19 9 

CI 21 

cF 22 

HERE I STAND 
USHER (LAFACE / ZOMBA) 

NEVER 
JAHEIM (DIVINE MILL/ATLANTIC) 

GET UP 
MARY MARY (COLUMBIA) 

THE SWEETEST LOVE 
ROBIN THICKE (STAR TRAK/INTERSCOPE) 

MISS INDEPENDENT 
NE -YO (DEF JAM /IDJMG) 

LOVE THAT GIRL 
RAPHAEL SAADIO (COLUMBIA) 

THE HUNGER 
ERIC BENET (FRIDAY /REPRISE /WARNER BROS.) 

WILL I EVER 
LYFE JENNINGS (COLUMBIA) 

ORDINARY 
WAYNE BRADY (PEAK/CMG) 

3 
RIGHT HERE (DEPARTED) 
BRANDY (KOCH /EPIC) 

5 COOL 
ANTHONY MOAN FEAT. owl) MWER RASTERS MJSIDSO SO [EMM4) CI 

33 2 
IFULEAVE 
MUSIO SOULCHILD FEAT. MARY J. BLIGE (ATLANTIC) 

25 5 WHEN IT HURTS 
AVANT (CAPITOL) 

TAKE A BOW 
ow' RIHANNA (SRP /DEF JAM /IDJMG) 

46 I Go to www.billboard.biz for complete chart data 

ü 

0 HOT RAP SONGS" 
la AC 1Vi 

3 á3 3ó 
TITLE 
ARTIST ,00M0110N LABEL 

21 

11 

':6 7 

7 

8 

23 

10 12 16 

20 

16 

24 

14 13 27 

4 

114- 525 I8 11 

18 

1B 

11 8 

12 

13 14 

13 

B °22 2 

16 15 

21 7 

-4 2 

3 5 

: WHATEVER YOU LIKE 

MRR -S.. OFFICER 
':EYDMRRAk MOTWO 

LIVE YOUR LIFE 
, 

GOT MONEY 
LIL WAYNE FEAT. T-PHIN (CASH MONEY /UNIVERSAL MOTOWN) 

MY LIFE 
THE GAME FEAT. LIL WAYNE (GEFFEN /INTERSCOPE) 

PAPER PLANES 
M.I.A. (XUINTERSCOPE) 

SWAGGA LIKE US 
:AY.2 8 TA FEAT. KANYE WEST 8 LL WAYNE (ROC- A- FELINDEJ JAMADJMG) 

WHAT THEM GIRLS LIKE 
WDACHS COSTARRING CMS MOWN 6 SFMI GAR ETT(MOE}MOMS) 

PUT ON 
YOUNG JEEZY FEAT. KANTE WEST (CTE /DEF JAM /IDJMG) 

BODY ON ME 
NEELY FEAT. ASHAN1 A AKON (DERRTYNNIVERSAL MOTOWN) 

THE BUSINESS 
YUNG BERG FEAT. CASHA (YUNG BOSS /KOCH /EPIC) 

PLEASE EXCUSE MY HANDS 
l'DES FEAT. JAME FOKK 8 ME -DREAM (BIG GATE55LP- NSLDE/ATLANIIC) 

A MILLI 
LIL WAYNE (CASH MONEY /UNIVERSAL MOTOWN) 

GET LIKE ME 
DAVID BAMbi FEAT. CHRIS B OWN RUG FACE/SRGUM E15AL MOTOWN) 

KRAZY 
PITBULL FEAT. UL JON (MR. 305/FAMOUS AR113F/THE ORCHARD) 

DANGEROUS 
KARDINAL OFFISHA L FEAT. NIKON (XDFAAE/GFFiEWw1ERSCOPE) 

CUDDY BUDDY 
1,1111 JONES FEAT. IRE0 SONGZ, 111 WATNE & TWSTA (ICE AGE/ASYLUM 

HERE I AM 
RICK ROSS FAIT NELLY & AVERY STORM (SFP- N- SDDFiDEF JASKLMBI 

MR. CARTER 
LIL WAYNE FEAT. JAY -2 (CASH MONEY /UNIVERSAL MOTOWN) 

POP CHAMPAGNE 
IA RNS&IOIMMAIFALAAZSMW EIER laCCUPSW4VSN KW" 
BABY 
LL COOL J FEAT. THE -DREAM (DEF JAM /IDJMG) 

SWING 
SAVAGE FEAL SOMA BOY TEEM (DAWN RAIDUME154L REPUBLIC) 

RIDE 
ACE HOOD FEAT. TREY SONGZ (WE THE BEST /DEF JAM/IDJMG) 

MARCO POLO 
BOW WOW FEAT. SOUDA BOY TELL'EM (COLUMBIA) 

SHAWTY SAY 
NANO BAMEO FEAT LA Wolf IB EA F A C EJSRCAMERSAL MOTOWN) 

Data for week of OCTOBER 25, 2008 I CHARTS LEGEND on Page 43 
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3 10 

4 8 

6 7 

9 

5 10 

1 11 

8 9 

12 6 

13 8 

5 8 

9 12 

7 7 

19 6 

2 4 

25 3 

14 

10 

ú23 
16 12 

12 

12 

5 

TITLE 
ARTIST IMPRINT I PROMOTION LABEL n BOSSY 

INDSAY LORAN 

CAN YOU FEEL THAT SOUND 
GEORGIE PORGIE MUSIC PLANT 

FROZEN 
TAMI CHYME FEAT. AKON KONVICT /SRC/UNIVERSAL MOTOWN 

THE SPACE DANCE 
DANNY TENAGLIA SILVER LABEL/TOMMY BOY 

WHAT I WANT 
FIREBALL RECORD PLANT 

ANGEL 
NATASHA BEDINGFIELD PHONOGENIC /EPIC 

AND I TRY 
BIMBO JONES SILVER LABEL/TOMMY BOY 

CALL MY NAME 
MORGAN PAGE FEATURING TYLER JAMES NETTWERK 

DON'T CALL ME BABY 
KREESHA TURNER VIRGIN /CAPITOL 

SNEAKERNIGHT 
VANESSA HUDGENS HOLLYWOOD 

BREAK ME 
TINA SUGANDH RAZOR 8 TIE 

I LOVE TO MOVE IN HERE 
MORT MUTE 

THE MIDDLE OF THE DANCEFLOOR 
JIPSTA ROCKBERRY 

A BEAUTIFUL LIFE 
JODY WATLEY AVITONE 

I CANT GET NO SLEEP 2008 
INDIA ANGEL EYES 

GET UP 
MARY MARY COLUMBIA 

YOU TURNED THE TABLES 
ROBIN ELEVEN CHICAGO 

CRASH AND BURN 
NADIA ALI SMILE IN BED 

HEAVEN CAN WAIT 
LUVNDREAMS FEATURING ELISA RODHI(OL/ 

ESPANA CANI 
CHARD UNIVERSAL WAVE 

POWER 
PICK 

GRASS IS GREENER 
DAVE AUDI FEAT SISEVA E HEASUNL 

BLACK AND GOLD 
SAM SPARRO MOODS VIVENDVISLAND /UNIVERSAL REPUBUC 

COBRA STYLE 
ROBYN KONICHIWA /CHERRYTREE /INTERSCOPE 

SHUT UP AND LET ME GO 
THE TING TINES COLUMBIA 

GREEN LIGHT 
JOHN LEGEND FEAT. ANDIEE 3000 HOME SCHOOUG.EO.D/CJ.B.181A 

Y EE ARTIST 
3 3S TITLE 

M.I.A. 

THIEVERY CORPORATION 
RADIO RETALIATION ESL 140 

METRO STATION RED INK 10521 /COLUMBIA 

METRO STATION 

THE STREETS 
EVERYTHING IS BORROWED ROCKET SCIENCE 808. 

ARMIN VAN BUUREN 
A STATE OF TRANCE 2008 ARMADA 1839 /ULTRA 

STRYKER 
TOTAL DANCE 2008: VOL. 2 THRIVEDANCE 90789/THH, 

30HI3 
WANT PHOTO FINISH 511181 

SANTOGOLD 
SANTOGOLD LIZARD KING 70034` /DOWNTOWN 

VIC LATINO 
VIC LATINO PRESENTS: ULTRA.MIX ULTRA 1784 

DJ SKRIBBLE 
TOTAL CLUB HITS THRIVEDANCE 90784/THRIVE 

NINE INCH NAILS 
THE SLIP THE NULL CORPORATION 27`0+ 

HANNAH MONTANA 
INNNAH MONTAG Y NONSTOP ONCE PARTY WALT DISNEY OW 

7 

6 

0 

7 66 

5-7 DJ SKRIBBLE 
TOTAL DANCE 2008 THRIVEDANCE 90780/THRIVE 

TRICKY 
KNOWLE WEST BOY DOMINO 195` 

VARIOUS ARTISTS 
ULTRA.DANCE 09 ULTRA 1636 

JUSTICE 
CROSS ED BANGER /BECAUSE 224892/VICE 

GNARLS BARKLEY 
THE ODD COUPLE DOWNTOWN/ATLANTIC 450236*/AG 

VARIOUS ARTISTS 
ENERGY 92.7 PRESENTS: PURE DANCE 3 ULTRA 1840 

5 14 

8 27 

19 6 

6 4 

3 4 

TIESTO 
IN SEARCH OF SUNRISE 7 SONG BIRD 11/BLACK HOLE 

RATATAT 
LP3 XL 353' /BEGGARS GROUP 

NINE INCH NAILS 
GHOSTS 1 -IO THE NULL CORPORATION 26` 

VARIOUS ARTISTS 
suNOUWR WNCTOR U100094 SPECK AVEXE1S 19373 DAT/PA1S5 

BREATHE CAROLINA 
ITS CLASSY NOT CLASSIC RISE 069 

MONKEY 
JIXEVIEYTOTIEYaTASAODI.YALIBlFRE94EA1ERS7L3SDEVWG(7Y, 

DAFT PUNK 
ALIVE 2007 VIRGIN 09841 

40, 
30 4 

I21 

6 

37 4 

24 10 

34 6 

,40 2 

27 9 I 33 9 

20 11 is .41 

TITLE 
ARTIST '.' /PRINT / PROMOTION LABEL 

ENERGY 
KERN HLSON MOSLEY /ZONE 4 /INTERSCOPE 

UNDERLYING FEELING 
SYLVIA TOSUN SEA TO SUN 

TOUCH ME 
BINGO PLAYERS VS. CHOCOLATE PUMA STRICTLY RHYTHM 

FOUND A MIRACLE 
LOVELESS FEATURING AMANDA WILSON GROOVE FACTORY 

REWIND 
KED NOZARI KESIDE 

I SHOULDA BEEN BLOND 
JENA FREDERICK DAUMAN 

THE GREATEST 
MICHELLE WILLIAMS MUSIC WORLD /COLUMBIA 

MISS YOU 
AMUKA (DOT) -JOY 

UNITY 
JOHN RIZZO FEATURING LISA HUNT 8 WANDA HOUSTON D1 

DISTURBIA 
RIHANNA SRP /DEF JAM /IDJMG 

41 

43 

45 3 

WORKED UP 
BRIAN ANTHONY SOGNI 

REACH OUT 
HILARY DUFF HOLLYWOOD 

SAVE ME 
ROO CARRILLO A EONS MIRROR OANCEMUSICLABEL COMCAHRILLO MUSIC 

JULIET OF THE SPIRITS 
THE B -52S ASTRALWERKS /CAPITOL 

SPOTLIGHT 
JENNIFER HUDSON ARISTA/RMG 

LIFE 
JOSHUA KLIPP 3X3 

ElJUST ANOTHER DAY 
TIFFANY DAUMAN 

46 3 
ELLE EST TRES L.A. 
LENNA DAUMAN 

50 2 
FOR WHAT IT'S WORTH 
SIR IVAN PEACEMAN 

45 38 11 
LOOKING 4 MEN 
ROSABEL FEAT. TAMARA WALLACE SILVER LABELTOMMY BOY 

NO SECRETS 
SUPANOVA D1 

46 'I8 3 

ADIOS BARCELONA 
AIREEN PM MEDIA 

STUCK TO YOU 
NIKKA COSTA STAX/CMG 

STRANGERS 
CHRISTIAN GEORGE CHAUNCEY DIGITAL 

I KISSED A GIRL 
KATY PERRY CAPITOL 

2 1 12 

2 18 

4 17 

5 11 

8 23 

7 7 

15 5 

9 6 24 

10 11 50 

11 10 3 

12 9 7 

13 12 21 

20 4 

14 13 

17 10 

16 6 

13 3 

21 18 

19 15 

21 22 19 

2d 23 16 

TITLE 
ARTIST IMPRINT / PROMOTION LABEL 

RYOU MAKE ME FEEL 
ANNAGRACEI 

DISTURBIA 
RIHANNA SRP /DEF JAM /IDJMG 

EVERY WORD 
ERCOLA A OANIELLA NERVOUS 

MOVE FOR ME 
KASKADE 8 DEADMAU5 ULTRA 

INTO THE NIGHTLIFE 
CANDI LAUPER EPIC 

JUST DANCE 
LADY GAGA FEAT COLEY ODONIS STREAMUNE/KONLA4:ANIERSCOPE 

ANGEL 
NATASHA BEDINGFIELD PHONOGENIC /EPIC 

HOT N COLD 
KATY PERRY CAPITOL 

CLOSER 
NE -Y0 DEF JAM / IDJMG 

LET ME THINK ABOUT IT 
IDA CORR VS FEDDE LE GRAND MINISTRY OF SOUND 

FEEL YOUR LOVE 
KIM SOZZI ULTRA 

FADED 
CASCADA ROBBINS 

AMERICAN BOY 
ESTELLE FEAT. KANTE WEST HOME SCHOOL/ATLANTIC 

BEHIND 
FLANDERS ULTRA 

HEARTBROKEN 
72 FEATURING JODIE ARENA NEXT PLATEAU 

ANOTHER LOVE 
THE MAC PROJECT FEATURING THERESE HED KANDI 

PAPER PLANES 
M.I.A. XL/INTERSCOPE 

SQUEEZE ME 
KRAAK 8 SMAAK FEATURING BEN WESTBEECH ULTRA 

GIVE IT 2 ME 
MADONNA WARNER BROS. 

THE LONGEST ROAD 
MORGAN PAGE FEATURING LISSIE NETTWERK 

SENSUAL 
PHONJAXX 8 COSI COSTI STARLET 

WHEN I GROW UP 
THE PUSSYCAT DOLLS INTERSCOPE 

FOREVER 
CHRIS BROWN JIVE /ZOMBA 

24 18 9 
DRIVE OUT 
SUNFREAKZ NERVOUS 

25 8 
OZEN 

TARAFRI f.HYNN FEAT. AKON KONWCT/SRCNNNERSAL MOTOWN 

Data for week of OCTOBER 25, 2008 I For chart reprints call 646.654.4633 

AIRPLAY 
MONITORED BY 

niclscn 
BDS 

SALES DATA 
COMPILED BY 

Wichen CLASSICAL OCT 
SoundScan 

ARTIST 
TITLE IMPRINT A NUMBER 

VARIOUS A 
GOLDEN ALLOT Sac ,HV 

MICHAEL BUBLE 
CALL ME IRRESPONSIBLE 143REPREE 100313.MMIVEi BRCS. 

NATALIE COLE 
STILL UNFORGETTABLE DMI /ATCO 512320`/RHINO 

WILLIE NELSON WYNTON MARSALIS 
TWO MEN WITH THE BLUES BLUE NOTE 04454`/BLG 

CHRIS BOTTI 
ITALIA COLUMBIA 07606 /SONY MUSIC O+ 

MICHAEL FEINSTEIN 
THE SINATRA PROJECT CONCORD 30819 

DIANA KRALL 
THE VERY BEST OF DIAAU KRALL VERVE 009412NG O+ 

GORDON GOODWIN'S BIG PHAT BAND 
ACT YOUR AGE IMMERGENT 81147 

MELODY GARDOT 
WORRISOME HEART VERVE 010468/VG 

4 

5 

6 

7 

8 

it) 
10 

11 

12 

13 

14 

15 

1 4 

3 14 

4 55 

5 6 

7 56 

6 3 

14 33 

8 3 

10 3 

13 16 

12 55 

9 4 

16 3 

HERBIE HANCOCK 
THEN NO Now THE DEHMINE IOW IVNICOCRSWW 01763NG 

MCCOY TYNER WITH HON CARTER AND JACK DEIONETTE 

GUITARS MCCOY TYNER 4537 /HALF NOTE 

STEVE TYRELL 
BACK TO BACHARACH NEW DESIGN 5070 /KOCH 

TONY BENNETT 
LOO EMBf NB N GENE AEEM O®E AA I NIXBAYaLADI lSOM11as 

PATRICIA BARBER 
THE COLE PORTER MIX BLUE NOTE 01468 /BLG 

KENNY GARRETT 
SKETCHES OF MD: LIVE 10'711E MEBA MACK AVENUE 1042 

1 1 3 

ARTIST 
TITLE IMPRINT 8 NUMBER / DISTRIBUTING LABEL 

FOURPLAY 
ENERGY HEADS UP 3146 

2 2 
TAKE 6 
THE STANDARD HEADS UP 3142 

3 36 
KENNY G 
RHYTHM 8 ROMANCE STARBUCKS 30670/CONCORD + 

7 
9 

DAVID SANBORN 
HERE 8 GONE DECCA 011152 

BRIAN CULBERTSON 
11 24 

BRINGING BACK THE FUNK GRIP 010927/VG 

sNs 2 JEFF LORBER 
HEARD THAT PEAK 30724 /CONCORD 

8 5 2 

D 12 22 

10 9 55 

S.M.V. 
THUNDER HEADS UP 3163 

MEDESKI MARTIN & WOOD 
RADIOLARIANS I INDIRECTO 04 

ESPERANZA SPALDING 
ESPERANZA HEADS UP 3140 

HERBIE HANCOCK 
RIVER: THE JONI LETTERS VERVE 009791/VG 

13 19 WAYMAN TISDALE 
`. REBOUND RENDEZVOUS 5139 

ERIC DARIUS 
COIN' ALL OUT BLUE NOTE 87848 /BLG 

7 
OGU 

DUKGEEY TRREATS 

E 
BPM 

DKE 
3143 /HEADS UP 

23 24 
EARL KLUGH 
THE SPICE OF LIFE 861 4500 /KOCH 

GERALD ALBRIGHT 
SAX FOR STAR PEAK 30604 /CONCORD 

22 

13 

4 36 

4 3 17 

O 
6 

5 26 

6 29 

7 33 

o 9 14 

O 10 15 

10 8 27 

it 12 14 

TITLE 
ARTIST IMPRINT / PROMOTION LABEL 

GOIN' ALL OUT 
ERIC OARIUS BLUE NOTE CAPITOL 

LIFE IN THE FAST LANE 
DAVE KOZ CAPITOL 

POP'S COOL GROOVE 
NORMAN BROWN PEAK/CMG 

MARIMBA 
PAUL HARDCASTLE TRIPPIN'N' RHYTHM 

DRIFTIN' 
EARL KLUGH KOCH 

ALWAYS REMEMBER 
BRIAN CULBERTSON GRPNERVE 

FALLIN' FOR YOU 
THE SAX PACK SHANACHIE 

SWEET SUNDAYS 
TIM BOWMAN TRIPPIN'N. RHYTHM 

LA DOLCE VITA 
WARREN HILL EVOLUTION /KOCH 

THROWIN' IT DOWN 
WAYMAN TISDALE RENDEZVOUS 

FARTHER UP THE ROAD 
MICK HUCKNALL SIMPLYRED.COM /ATCO /RHINO 

TANGO 
KENNY G STARBUCKS /CONCORD /CMG 

14 36 
FREE 
MARCUS MILLER FEAT. CORINNE BAILEY RAE 3 DEUCES/CMG 

CAFE MOCHA 
JESSE COOK COACH HOUSE /KOCH 

13 30 

RELIGIFY 
RUBE GROOVE NARADA JAZZ/CAPITOL 

25 

TOP CLASSICAL 
ALBUMS" 

ARTIST 

s 

5 4 

3 18 

6 5 

4 

ANNE -SOPHIE MUTTER 
k::M..-:L':0b11I5Ni4 

JOSHUA BELL. ACADEMY OF ST IAARTIN IN THE FIELDS 

THE CISTERCIAN MONKS OF STIFT HEILIGENKREUZ 

CHANT MUSK FOB THE sou J' 011_, 

LANG LANGARENNA PHILHARMONIC ORCHESTRA IMEHTAI 

CHOPIN: THE HMO CONCERTOS o6 OIIEMAP4vHtSY C/55S 5 CHOW 

ANDRE RIEU 
LIVE IN VIENNA OENON 17695 /SLG OO 

ANDRAS SCHIFF 
T 191106A0AA100.1 

MAURIZIO POLLINI 

SAN /1105: ISCO SYMPHONY MICHAEL TILSIIN :HEMS 

VARIOUS ARTISTS 
....DAL WARETS00460 C1fl111 

13 

15 

SOUNDTRACK 
ho HE,HvAD¡'J5 :DPRSALCLAS61C5 GROW 

ANDRAS SCHIFF 
:.E3.I011T01INM6VOASNLSOAP 

GUSTAVO flummox* BOLVINi YOUMORCE,5IM OF VENEZUELA III 
FIESTA DO 011340 /UNIVERSAL CLASSICS GROUP 

MAN LERNE/IUCS011 SYMPHONY OEDEMA (HMISpq 
MATHIEU: CONCERTO NO. 4 ANALEKIA 29281 

SIMONE DINNERSTEIN 
THE BERLIN CONCERT TELARC 80715 

eTOP CLASSICAL 
CROSSOVER ALBUMS 

- -7 

ARTIST 
.`ìt3 3 3ó TITLE 

o #1 
11 VVKB 

ANDREA BOCELLI 

2 3 38 
SARAH BRIGHTMAN 
SYMPHONY MANHATTAN 46076! ALA 

4 3 
EDGAR MEYER & CHRIS THILE 
WARMER CHRIS THENNESUDI 512511SWNRTI BROS.O 

6 37 
ANDREA BOCELLI 
VNBEIM maul SUGHVIECCO OHOWNITISk CIASSCS DRIP OO 

23 
JOSH GROBAN 
AWAKE LIVE 143 /REPRISE 412668/WARNER BROS, O 

30 
WIW93TABBWQESORNOBRNSIW ATAMMMANLUDWWR M 

CALLED TO SERVE MORMON TABERNACLE CHOIR 0814 

ANNIE MOSES BAND 
THIS GLORIOUS CHRISTMAS MAN ALIVE 10130/REUNION 

SOUNDTRACK 

11112»1 

' 11 

0 9 56 

49 

10 11 

, 12 12 21 

WA WNW TIMM WW893MCTAS9MY616'OBNNG MLSIBMORD 

ANDREA BOCELLI 
LO IRON DENIM E0®Il VIBE SYWWEOE BSA9MN.BE4L LAND 

PAUL POTTS 
ONE CHANCE SYCO /COLUMBIA 15517/SONY MUSIC 

GREGORIAN 
MASTER OF CHANT CURB 79015 EX 

SOUNDTRACK 
EDWMAIES PADRE NNON1 OF CRYSTAL Nan IXNX D30B45 

THE EAST VILLAGE OPERA COMPANY 
GLEE SCHOOL DECCA 011525 

SOUNDTRACK 
LA VIE EN ROSE ODEON /EMI CLASSICS 67822 /BLG 

MO WNN TABERNACLE =IMO BIDEBBMATTAM ENWE 

HUME MO M ME NB1 MUtlßN MOMIRCLE CHOP 5007325 

1 1 4 

ARTIST 
TITLE IMPRINT R H'RARER DISTRIBUTING LABEL 

#1 CELTIC THUNDER 
ACT TWO -UNDER 0116061DECCA 

2 32 

3 

3 

CELTIC THUNDER 
CELTIC THUNDER '.DER 001 DECCA 

DANIEL O'DONNELL 
AT HOME IN IRELAND D: -'I , !.1EOIA 452 

LILA DOWNS 
SHAKE AWAY MANHATTAN 92437/BLG 

CARLA BRUNI 
COMME SI OE REN NEWlEC3WEAARSWE 7004500WNTOWN 

8 REENTRY 

9 NEW 

VARIOUS ARTISTS 
PUTUMAYO PWSM4IS: H13N S11C RANCE PITNMOY0 281 

AMY HANAIALI'I 
'AUMAKUA UA 4806 

12 RE-ENTRY 

N IYAZ 
NINE HEAVENS SIX DEGREES 1150 

PAT METHENY & ANNA MARIA JOPEK 
UPOJENIE .. 

' 1511496/WARNER BROS. 

GREAT BIG SEA 
FORTUNE'S FAVOUR GREAT BIG SEA 001 O 

ISRAEL 9T KAMAKAWIWO'OLE 
WONDERFUL WORLD BIG BOY 5011/MOUNTAIN APPLE 

DANIEL O'DONNELL 
CAN YOU FEEL THE LOVE DPTV MEDIA 40 i 

SOUNDTRACK 
THE DARJEELING LIMITED PDX 9240 /ABKCO 

DANIEL O'DONNELL 
W H OMNEL MORN 0E MEW m1A10N E 1NMI1 W GRAD OFN 

THE OFFICIAL OKTOBERFEST BAND 
a00BREEST: MEER MIMIC TRIONON MO/AIM MAU.EWA EEDM 

Go to www.billboard.biz for complete chart data I 49 

www.americanradiohistory.com

www.americanradiohistory.com


o JAPAN 
BILLBOARD JAPAN HOT 100 

g3 á3 

1 50 

2 53 

3 29 

4 2 

5 1 

6 19 

7 3 

8 

9 

(HANSHIN /SOUNOSCAN JAPAN:' 
PLANTECH) OCTOBER 15 2008 

LOVE, TOO DEATH, TOO 
PORNO GRAFFITTI SONY 

TABOO 
KUMI KOUDA RHYTHM ZONE 

DRIVE AWAY 
GIRL NEXT DOOR AVER 

TI AMO 
EXILE RHYTHM ZONE 

HAPPY BIRTHDAY 
NEWS JOHNNY'S ENTERTAINMENT 

AKAI ITO 
YUI ARASAKI WARNER 

SAIAI 
K011+ NAYUTAWAVE 

22 
FOREVER SONG 
MOTOHIRO HATA BMG 

13 
7 THINGS 
MILEY CYRUS AVER 

10 20 
DEAR MY FRIENDS 
HIDEMI UEMASTU TOY'S FACTORY 

I FRANCE 
SINGLES 

3 3 (SNEP /IFOP/TITE -LIVE) OCTOBER 14, 2008 

BEGGIN 
1 1 MADCON BONNIER BONNIER AMIGO 

2 2 WHEN I GROW UP 
THE PUSSYCAT DOLLS INTERSCOPE 

3 

7 

CEST DANS LA JOIE 
MOKOBE EPIC 

LOVE IS WICKED 
BRICK 8 LACE GEFFEN 

I KISSED A GIRL 
KATY PERRY CAPITOL 

3 
TIRED OF BEING SORRY 
ENRIQUE IGLESIAS INTERSCOPE 

HOT SUMMER NIGHT (OH LA LA LA) 
DAVID TARARE M6 INT. SCORPIO 

8 10 
COMME AVANT 
MATHIEU EDWARD /SHERYFA LUNA ULM 

9 9 
DROLE DE CREEPIE 
LISA POLYDOR 

10 11 
VIVA LA VIDA 
COLDPLAY PARLOPHONE 

F UNITED KINGDOM 
SINGLES 

4 
1 

2 2 

3 

4 6 

5 NEW 

6 11 

7 7 

9 10 

10 9 

(THE OFFICIAL 
UK CHARTS CO.) 

SO WHAT 
PINK LAFACE ZOMBA 

OCTOBER 12, 2008 

SEX ON FIRE 
KINGS OF LEON RCA 

GIRLS 
SUGABABES ISLAND 

DISTURBIA 
RIHANNA SRP DEF JAM 

NEVER MISS A BEAT 
KAISER CHIEFS B- UNIOUE / POLYDOR 

MISS INDEPENDENT 
NE -TO DEF JAM 

I KISSED A GIRL 
KATY PERRY CAPITOL 

WHEN I GROW UP 
THE PUSSYCAT DOLLS INTERSCOPE 

COOKIE JAR 
GYM CLASS FMCS FT. DE DREAM AllANTGRIELLED 

IN THIS CITY 
IGLU 8 HARTLY MERCURY 

© CANADA 
BILLBOARD CANADIAN HOT 100 

3 
F-W 

43 

3 4 

4 7 

5 2 

(NIELSEN BOSE 

SOUNDSCAN) OCTOBER 25. 2008 

WOMANIZER 
BRITNEY SPEARS JIVE: SONY BMG 

SO WHAT 
PINK LAFACE /SONY BMG 

HOT N COLD 
KATY PERRY CAPITOLIEMI 

GOTTA BE SOMEBODY 
NICKELBACK EMI 

JUST DANCE 
LAI' GAGA FT. ARAS SARIS YW:MUlikSANENTHRCAPEWr&;X 

DISTURBIA 
RIHANNA SRP.DEF JAM/UNIVERSAL 

7 6 
LET IT ROCK 
Yí1 M ROOM FT. LL WARM CASK A OKAY VlA RSA_ RFR 

9 11 

10 12 

VIVA LA VIDA 
COLDPLAY PARLOPHONE /EMI 

BETTER IN TIME 
LEONA LEWIS SYCO'J/SONY BMG 

PAPER PLANES 
M.I.A. XL /BEGGARS GROUP 

(FIMI /NIELSEN) 

1 1 
I KISSED A GIRL 
KATY PERRY CAPITOL 

2 

3 

4 

5 

6 

7 

OCTOBER 13, 2008 

ALLA MIA ETA 
NEW TIZIANO FERRO CAPITOL 

36 

9 

3 

SOLO UN VOLO 
ORNELLARANONVEROS RAMAllOT SONY GLIE, 

SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

NON TI SCORDAR MAI DI ME 
GIUSY FERRERI SONY BMG 

4 VIVA LA VIDA 
COLDPLAY PARLOPHONE 

2 
DON'T BELIEVE IN LOVE 
DIDO SONY BMG 

7 
ALL SUMMER LONG 
KID ROCK TOP DOG /ATLANTIC 

9 8 
GIVE IT 2 ME 
MADONNA WARNER BRD: 

10 17 
IL MIO PENSIERO 
LIGURIA WARNER 

1 1 

2 9 

3 

4 6 

5 5 

IULTRATOP'GFK) OCTOBER 15. 2008 

LE RABBI MUFFIN 
MC SOLAAR POMME 

BEGGIN 
MADCON BONNIER 

RAYON DE SOLEIL /MA MAIN SUR TO 
WILLIAM BALDE WARNER 

MOJITO SONG 
ROBERT ABIGAL VIP 

I KISSED A GIRL 
KATY PERRY 1;:,11ITOL 

ALBUMS 
1'*"'` CHRISTOPHE MAE 

COMME A LA MAISON WARNER 

JULIEN CLERC 
OU S'EN VONT LES AVIONS? VIRGIN 

COLDPLAY 
VIVA LA VDA OR DEATH AMI ALL TLS FMCS PAPLORI[NJE 

JACQUES BREL 
LES 100 PLUS BELLES CHANSONS BARCLAY 

OASIS 
DIG OUT YOUR SOUL BIG BROTHER 

á3 (PROMUSICAE /MEDIA) OCTOBER 15. 2008 

1 
1 

BE MINE HOLIDAY PACK 
CAST OF HIGH SCHOOL MUSICAL EMI 

2 

3 

4 

5 

6 

7 

8 

9 

3 

7 

5 

6 

4 

HYPNAGOGIC STATES 
THE CURE FICTION GEFFEN 

PUEDES CONTAR CONMIGO 
MAGO DE OZ ORO 

AMOR Y LUJO 
MONICA NARANJO SONY BMG 

SOL 
LOQUILLO DRO 

THE PERFECT BOY 
THE CURE FICTION /GEFFEN 

GIVE IT 2 ME 
MADONNA WARNER BROS. 

SLEEP WHEN I'M DEAD 
THE CURE FICTION /GEFFEN 

ESTA NO SERA OTRA CANCION 
LA HABITACION ROJA MUSHROOM PILLOW 

10 NEW 
HOUSE WORKS RE- EDITED EP 
VARIOUS ARTISTS DIVUCSA 

SWITZERLAND 
SINGLES 

1 

2 

3 

4 

5 

á3 

3 

2 

4 

(MEDIA CONTROL( OCTOBER 14. 2008 

SO WHAT 
PINK LAFACE: ZOMBA 

SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

I KISSED A GIRL 
KATY PERRY CAPITOL 

DISTURBIA 
RIHANNA SRP /DEF JAM 

I HA DI GAERN 
NEW 

GOELAE EMI 

111012321 
SOEHNE MANNHEIMS VS. X. NAID00 

WETTSINGEN IN SDMERINGEFLRAN XN-TERTNNMEM 

NEW 
OASIS 
OIG OUT YOUR SOUL BIG BROTHER 

1 METALLICA 
DEATH MAGNETIC VERTIGO /UNIVERSAL 

2 
ROSENSTOLZ 
SIE SUCHE GEHT WEITER ISLAND 

MICHAEL MITTERMEIER 
SAFARI SONY BMG 

50 Go to www.billboard.biz for complete chart data 

® GERMANY 
SINGLES 

.s-3 3 
1 1 

2 2 

3 3 

4 6 

5 NEW 

6 5 

7 1 

ALLEIN ALLEIN 8 NEW POLARKREIS 18 VERTIGO 

(MEDIA CONTROL) OCTOBER 14 2008 

SO WHAT 
PINK LAFACE/ZOMBA 

I KISSED A GIRL 
KATY PERRY CAPITOL 

THIS IS THE LIFE 
AMY MACDONALD MELODRAMATICAIERTIGO 

SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

DISTURBIA 
RIHANNA SRP'DEF JAM 

INFINITY 2008 
GURU JOSH PROJECT DECOR STROCTKINNGCRYBFATSVITERGROOVE 

GIB MMIR SONNE 
ROSENSTOLZ ISLAND 

9 10 
DAS HAT DIE WELT NOCH NICHT 
SONNE MANNHEIMS XN- TERTAINMENT 

10 WHEN I GROW UP 
THE PUSSYCAT DOLLS A8M /INTERSCOPE 

- AUSTRALIA 
SINGLES 

cn 3 
r,>s yw 
S; (ARIA) 

1 1 
SO WHAT 
PINK LAFACE / ZOMBA 

2 

3 4 

4 5 

5 3 

6 6 

7 9 

8 7 

9 8 

10 10 

OCTOBER 12 0008 

JUST DANCE 
LADY GAGA FT. COLBY O'DONIS INTERSCOPE 

I'M YOURS 
JASON MRAZ ATLANTIC 

SEX ON FIRE 
KINGS OF LEON RCA 

ALL SUMMER LONG 
KID ROCK TOP DOG /ATLANTIC 

HOT N COLD 
KATY PERRY CAPITOL 

ELECTRIC FEEL 
MGMT COLUMBIA 

SHAKE IT 
METRO STATION SONY BMG 

DISTURBIA 
RIHANNA SRP /DEF JAM 

CLOSER 
NE -YO DEF JAM 

1 

2 

á3 

1 

2 

3 5 

4 7 

(BIWA) OCTOBER II. 2008 

METALLICA 
DEATH MAGNETIC VERTIGO, UNIVERSAL 

JONAS BROTHERS 
A LITTLE BIT LONGER HOLLYWOOD /UNIVERSAL 

ALEXANDER ACHA 
VOY WARNER 

SOUNDTRACK 
MAMMA MIA) POLYDOR /UNIVERSAL 

5 3 
HIGH SCHOOL MUSICAL 

6 

7 

8 

9 

10 

ELL DESAFIO SONY BMG 

10 
EDITH MARQUEZ 
PASIONES DE CABARET UNIVERSAL 

4 JAGUARES 
45 EMI TELEVISTA 

JULIETA VENEGAS 
r: TV UNPLUGGED SONY BMG 

MARCO ANTONIO SOLIS 
UNA NOCHE EN MADRID FONOVISA 

VICENTE FERNANDEZ 
PARA SIEMPRE SONY BMG 

«s-3 3 ERLE) OCTOBER 15. 2008 

1 2 
VINEGAR 
ANNA ABREU SONY BMA 

2 1 

LIVIN' IN A WORLD WITHOUT YOU 
THE RASMUS PLAYGROUNDNERTIGO /UNIVERSAL 

3 
3 

DISTURBIA 
RIHANNA SRP /DEF JAM 

4 5 
SO WHAT 
PINK LAFACE/ZOMBA 

5 NEW 
UNIHIEKKAA 
ERI ESITTAJIA VL 

ALBUMS 

1 

2 

3 

4 

MAIJA VILKKUMAA 
SUPERPALLO WARNER 

NEW 
EGOTRIPPI 
MAAILMANLOPPUA ODOTELLESSA RCA 

2 

6 

SAMULI EDELMANN 
VIRSIA 2 EPIC 

RAJATON SINGS QUEEN 
RAJATON PLASTINKA 

JUHA TAPIO 
SUURENMOINEN ELAMA WAR':' 

EURO DIGITAL nidlsen 
SoundScan 
International SONGS 

3 3 

1 
SO WHAT 

(NIELSEN SOUNDSCAN 

INTERNATIONAL) OCTOBER 25, 2008 

PINK LAFACE ZOMBA 

2 2 
I KISSED A GIRL 
KATY PERRY CAPITOL 

3 3 
DISTURBIA 
RIHANNA SRP /DEF JAM 

4 4 
SEX ON FIRE 
KINGS OF LEON RCA 

5 6 
GIRLS 
SUGARBABES ISLAND 

6 5 WHEN I GROW UP 
THE PUSSYCAT DOLLS INTERSCOPE 

7 SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

8 10 
MISS INDEPENDENT 
NE -YO DEF JAM 

9 BEGGIN 
MADCON BONNIER'BONNIER AMIGO 

10 3 
VIVA LA VIDA 
COLDPLAY PARLOPHONE 

NEVER MISS A BEAT 11 NEW 
KAISER CHIEFS FICTION / POLYDOR 

12 NEW 
TAKE BACK THE CITY 
SNOW PATROL 0- UNIQUE / POLYDOR 

13 13 THIS IS THE LIFE 
AMY MACDONALD MELODRAMATIC /VERTIGO 

15 1 

16 1 

COOKIE JAR 
,YM CLASS IRO6 FT 111E4FBN OECAMA/CD RHID BY PMIN 

SPOTLIGHT 
JENNIFER HUDSON ARISTA 

IN THIS CITY 
IGLU U HARTLY MERCURY 

17 RE 
LOVE LOCKDOWN 
KANYE WEST ROC -A- FELLA /DEF JAM 

18 15 
ANOTHER WAY TO DIE 
JACK WHITE 8 ALICIA KEYS THIRD MAN /J 

19 THE MAN THAT CAN'T BE MOVED 
THE SCRIPT PHONOGENIC /RCA 

20 18 
ALL SUMMER LONG 
KID ROCK TOP DOG /ATLANTIC 

EURO DIGITAL 
SONGS SPOTLIGHT 

AUSTRIA 

.s3 á3 

1 3 

2 i 

3 0 

4 2 

5 

6 5 

(NIELSEN SOUNDSCAN 
INTERNATIONAL) OCTOBER 25, 2008 

LASSE REDN 
DIE ARZTE HOT ACTION 

THIS IS THE LIFE 
AMY MACDONALD MELODRAMATIC /VERTIGO 

SO WHAT 
PINK LAFACE /ZOMBA 

I KISSED A GIRL 
KATY PERRY CAPITOL 

SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

DISTURBIA 
RIHANNA SRP DEF JAM 

7 1 

INFINITY 2008 
SURD JOSH PR6ÆCT BIGCIIIEEATSWIERGNATICMONTW 

8 R 
DAS HAT DIE WELT NOCH NICHT GESEHEN 
SOHNE MANNHEIMS XN- TERTAINMENT 

9 1, GIB MIR SONNE 
ROSENSTOLZ ISLAND 

1 O NEW 
ALL THIS TIME (PICK -ME -UP SONG) 
MARIA MENA COLUMBIA 

Tizíano Ferro notches his seventh 

top five single on the Italy Singles 

chart as "Alla Mia Eta" enters at 

No. 2. 

SINGLES 

1 

2 

3 

"J,'""; (MAHASZ) OCTOBER 10, 2008 

NEGYVEN 
AKOS FEHER SOLYOM 

2 HISZED -E MEG? 
NOR UNIVERSAL 

4 
EBOLA COLA 
EMIL RUIEZ TWELVE TONES 

4 NEW 
MINDEN MOST KERDODIK EL 
AKOS FEHER SOLYOM 

69 5 3 
SHANE 54 /DJ JUNIOR FT MICHELLE WILD 

1 

2 

3 

4 

1 SOUNDTRACK 
MAMMA MAI POLYDOR /UNIVERSAL 

3 

2 

6 

NOX 
IDONTUL UNIVERSAL 

METALLICA 
DEATH MAGNETIC VERTIGO /UNIVERSAL 

MADONNA 
HARD CANDY WARNER BROS. 

5 5 
BERECZKI ZOLTAN 8 SZINETAR DORA 

6 MUSICAL DUETT 2 EMI 

EURO 
SINGLES SALES 

3 73 OCTOBER 15, 2008 

1 1 
I KISSED A GIRL 

2 

KATY PERRY CAPITOL 

SO WHAT 
PINK LAFACE / ZOMBA 

WHEN IGROW UP 
3 3 

THE PUSSYCAT DOLLS INTERSCOPE 

E1 DISTURBIA 
RIHANNA SRP/DEF JAM 

5 

6 

7 

10 

5 

BEGGIN 
MADCON BONNIER, BONNIER AMIGO 

SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

VIVA LA VIDA 
COLDPLAY PARLOPHONE 

THIS IS THE LIFE 
AMY MACDONALD MELODRAMATICNERTIGO 

9 6 
SEX ON FIRE 
KINGS OF LEON RCA 

11 12 

GIRLS 
SUGABABES ISLAND 

CEST DANS LA JOIE 
MOKOBE EPIC 

ALL SUMMER LONG 
KID ROCK TOP DOG ATLANTIC 

LOVE IS WICKED 
BRICK 8 LACE GEFFEN 

INFINITY 2008 
GOBI/JOSH PROJECT DECONSTRUCIOYR, CITYBEATSIMERGR00N 

JUST DANCE 
LADY GAGA FT COLBY ODUIBS MïRSCA'0NIRBAMUEkOMJVE 

OCTOBER 15,: 2000 

5 2 

7 5 

9 6 

11 '4' 

12 11' 

13 10 

14 

15 13 

METALLICA 
DEATH MAGNETIC VERTIGO 

OASIS 
DIG OUT YOUR SOUL BIG BROTHER 

COLDPLAY 
NVA u VIDA OP OEA1N AND AU. ILS FNBAFSS PAALOR10té 

AMY MACDONALD 
THIS IS THE LIFE MELODRAMATIC /VERTIGO 

KINGS OF LEON 
ONLY BY THE NIGHT RCA 

JONAS BROTHERS 
A LITTLE BIT LONGER HOLLYWOOD /UNIVERSAL 

ROSENSTOLZ 
DIE SUCHE GEHT WEITER ISLAND 

SOEHNE MANNHEIMS VS. X. NAID00 
WETTSINGEN IN SCHWETZINGBMAIY >04- TERTNNv1ENT 

SOUNDTRACK 
MAMMA MIA( POLYDOR /UNIVERSAL 

BOB DYLAN 
TELLTALE SIGNS niE BOOREG SERB VOL B COUMBLA 

DUFFY 
ROCKFERRY ABM 

RIHANNA 
GOOD GIRL GONE BAD SRP: DEF JAM 

SOUNDTRACK 
CAMP ROCK HOLLYWOOD /EMI 

WILL YOUNG 
LET IT GO 19 /RCA 

THE PUSSYCAT DOLLS 
DOLL DOMINATION INTERSCOPE 

EURO RADIO 
AIRPLAY 

nichcn 
Music Control 

3 3 
1 1 

2 3 

2 2 

4 6 

5 5 

9 

9 10 

10 8 

11 

12 13 

13 16 

14 15 

15 14 

Data for week of OCTOBER 25, 2008 

OCTOBER 15. 2008 

I KISSED A GIRL 
KATY PERRY CAPITOL 

DISTURBIA 
RIHANNA SRP: DEF JAM 

VIVA LA VIDA 
COLDPLAY PARLOPHONE 

SO WHAT 
PINK LAFACE/ZOMBA 

SWEET ABOUT ME 
GABRIELLA CILMI ISLAND 

BEGGIN 
MADCON BONNIER /BONNIER AMIGO 

ALL SUMMER LONG 
KID ROCK TOP DOG /ATLANTIC 

THIS IS THE LIFE 
AMY MACDONALD MELODRAMATIC /VERTIGO 

WARWICK AVENUE 
DUFFY ABM 

CLOSER 
NE -YO ROC- A- FELLA/DEE JAM 

WHEN I GROW UP 
THE PUSSYCAT DOLLS INTERSCOPE 

THE MAN WHO CAN'T BE MOVED 
THE SCRIPT PHONOGENIC /RCA 

I'M YOURS JASON MRAZ 
ATLANTIC 

JUST DANCE 
LADY GAM FT. COLBY ODNXS SIRFAMLNE/KON TMIERSCOPE 

I CAN FEEL YOU 
ANASTACIA ISLAND 
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15 MINUTES OF SHAME (Purple Cape, BMVMajor Bob. 
ASCAP/Music 01 Stage Three. BMVSongs Of Compnn. 
BMI). WBM. CS 34 

ADDICTED (Primary Wave. ASCAP/Saving Abel. 
ASCAP /Crazy You Publishing. ASCAP/Skrddco. 
BMVMeaux Mercy. BMVEMT CMG, BMI), HL. H100 33; 
POP 22 

AINT I (L. Austin Designee ASCAP/Grand Hustle Publish- 
ing. ASCAP/WB Music, ASCAP /Crown Club Publishing, 
BMVWarner-Tamerlane Publishing, BMVTayylor My Had 
Publishing. ASCAP/Tremell Clemons, ASCAPNega Fig - 

gai Publishing, ASCAP), WBM. RBH 72 
AL WN (TED (Universal Music - MGB Songs, 

ASCAP/Dirly Water Dog Music. ASCAP/Universal Music 
Corporation, ASCAP/Lanark Volage Tunes, ASCAP /Crite- 
rion Music Corporation, ASCAP/Jaa Your Au Tunes, 
ASCAP)), HLJWBM, CS 15; H10090 

ALL SUMMER LONG (RJR Publishing, BMVGaje, 
BMlrWarnerTamerlane Publishing, BMVUniversal Music 
Corporation. ASCAP/Songs Of Universal. BMVEMI Lon- 
gitude, BMVLeadsheet land, ASCAPSRny Tunes, 
ASCAP2evon, BMI) FIL/WBM, CS 5; H100 35, POP 48 

ALL SUMMER LONG (RJR Publishing. BMVGaje, 
BMVWarner- Tamerlane Publishing, BMVUniversal Music 
Corporation, ASCAP/Songs Of Universal, BMVEMI Lon- 
gitude, BMVLeadsheet Land, ASCAP/rny Tunes, 
ASCAP/Zevon, BMI), HUWBM, H100 57 

ALL SUMMER LONG (RJR Publishing, BMVGaje, 
BMVWarner-Tamerlane Publishing, BMVUniversal Music 
Corporation, ASCAP /Songs Of Universal, BMVEMI Lon- 
gitude, BMVLeadsheet land, ASCAP/Rny Tunes, 
ASCAP/Zevon. BMI), HLJW8M, POP 98 

ALREADY GONE (Jennifer Nettles. ASCAP/EMI Black- 
wood, BMVDirkpit, BMVMusic Of Stage Three, 
BMVBobb7s Song And Salvage, BMVStage Three 
Music. BM). HL, CS 9; H100 71 

ALWAYS THÉ LOVE SONGS (Old Desperados, 
ASCAP/NeD. ASCAP/Pure Blue. BMI) CS 39 

AMERICAN BOY (will am Music, BMUCherry River, 

BMVChrysalis Songs, BMVPlease Gimme My Publish- 
ing. BMVEMI Blackwood, BMVIarry Leron Music. 
BMVSpeir Music, BMVCopyright Control), CLM/HL, 
H10028; POP 18 

EL AMOR EN CARRO (Arpa BMI) LT 20 
AMOR INMORTAL (Sony /AN Discos. ASCAP/Broadspan 

Music, ASCAP) LT 10 
ANGEL (Rodney Jerkins Productions. BMVEMI Black- 

wood, BMVRico Love Is Still A Rapper, SESAC/Foray 
Music, SESACAaShawn Daniels Productions, 
ASCAP/EMI April, ASCAP /Csl le Ink Music Publishing, 
ASCAP /Slide Thal Music, ASCAP), HL, H100 67: POP 

38 
ANGELS ON THE MOON (Thriving Ivory Music. 

ASCAP /Sakyamuni Music Publishing. ASCAN POP 80 
ANNOUNCEMENT (Songs Of Universal, BMVSenseless. 

BMVThe Waters Of Nazareth, BMVEMI Blackwood. 
BMVRayynnchase BMI/Universal Music Careers. BMI). 
HUWBM, RBH 96 ) 

ANYTHING GOES (Pacific Wind. SESAC/Melodies Of 

RPM. SESACBeynsong. BMI) CS 23 
ARAB MONEY ITZiah's Music. BMVBrowz, BM (Motting 

Hill Music, BMI) REH 90 
ARDE EL CIELO (WB Music. ASCAPI LT 40 
ARROYITO (Universal Musica. ASCAP) LT 29 

BABY (EMI April, ASCAP/LL Cool J. ASCAP/Songs 01 

Peer, ASCAP/March 91h Publishing, ASCAP /2082 Music 
Publishing, ASCAP/WB Music, ASCAP). HL/WBM. POP 
96: RBH 69 

BACK THAT THING UP (Songs Of Windswept Pacific, 
BMI/Universal Music - Z Tunes, ASCAPÆiMs Md 
Smashes Music, ASCAP /2820 Music, BMVTIats How I 

Roll, ASCAP) CS 42 
BAD GIRLFRIEND (Warner - Tamerlane Publishing. 

BMVTobor Songs, BMVTeam Toque Publishing. 
SOCAWBlinlry Publishing, SOCAWM April Fool Pub - 
lishing, SOCAAWFraidy Cal Publishing. SOCAN), WBM, 
H10075 

BARTENDER SONG (Delusional Music, BMVDesliny 
Mani Music, BMVBetry Suga Pump. ASCAP), WBM. 
H100 70; POP 53 

BEEP (Ann Jeans Baby Boy Music, ASCAP/r ht Werk, 
BMVGrannyy Man Publishing. BMVRozboy Publishing. 
ASCAP) RBH83 

BELIEVE (Greenfund, ASCAPA.m nobody, ASCAP/EMI 
April, ASCAP/My Blue Car, ASCAP /Dpira Yug, 

ASCAP B Music, ASCAP), H 8M 
p 

POP 91 

BETTER IN TIME (Jonathanotem Music, 
9 

BMI/Sony /AN Sons, BMVGod's Cryin', 
ASCAP /Sony /AN Tunes, ASCAP), HL H10011; POP 7 

BLEEDING LOVE (Write 2 Live, ASCAP/Kobalt Music 
Publishing, ASCAP/Seven Peaks Music, ASCAP /Jambi- 
lion Music, ASCAP) H100 39; POP 41 

BODY ON ME (Jackie Frost, BMVUniversal Music - MGB 
Songs, ASCAI'/ñano Music, ASCAPByefall Music, 
ASCAP/Sony /ATV Harmony, ASCAP). HLNJBM,11100 
61, POP 78; RBH 74 

BURNIN UP (Jonas Brothers Publishing. BMVSony/ATV 
Songs, BMI), HL. H100 99; POP 61 

THE BUSINESS (Draw First Publishing, ASCAPA Want 
Mine Publishingg, ASCAP/Universal Music Corporation, 
ASCAP). HVWBM, H100 76: POP 79; RBH 24 

BUST R OPEN (Wilbert Martin Publishi r, ASCAPNI 
Rudebway Publishing, ASCAPAts Only I. rut Music, 
ASACP/Elimu T Tabasuri Publishing, ASCAPI RBH 66 

BUST YOUR WINDOWS (Nappy Puddy, ASCAP/Univer- 
sal Music - Z Tunes, ASCAP /Salaam Remi Music, 
ASCAP/EMI April, ASCAP/Soulja BoyTell'em Music, 
BMI /Croomstacular Music, BMVElement 9 Hip Hop, 
BMVlakin' Care Of Business, BMq. HLJWBM, H100 81; 
RBH 11 

BY MY SIDE (Jae^Nons Publishing. ASCAP /Justin 
Combs Publishing, ASCAP/EMI April, ASCAP/E. Hudson 
Music, BMVWamer- Tamerlane Publishing, BMVUniversal 

o Music - Z Songs, BMI/Fen In The Ground Publishing, 

ñ ó 
ASCAPUObete Music, ASCAP). HL/WBM, RBH 65 

n t CANT BELIEVE IT Music BMI 1lnrvesn 

m , 
Music -Z Songs. BMI/Ahmad Tait Music, ASCAP /Aarn- 
erTamerlane Publishing, BMVYoung Money Publishing, 
BMI), HUWBM. H100 8; POP 32; R131-14 

CHEMED ON ME (G. DeGraw Music, BMVWarner-Tamer- 
lane Publishi BMI), WBM, POP 95 

CHEATER, CHEATER (State One Songs America, 
ASCAP /A Sling And A Prayer, ASCAP/Rulus Guild. BMI). 
WBM. CS 43 

CHEMICAL REACTION (Chai Records. BMI) RBH 78 

CHICKEN FRIED (WA Music Publishing, BMI/Weimer- 
hound Music. BMVHean Above Your Head, BMI) CS I1: 
H10047 

CHOPPED 'N' SCREWED (Universal Music - Z Songs, 
BMVNapp Pub Music, BMVludacris Worldwide Publish - 
i ASCAP/EMI April, ASCAP/Ahmad Tap Music, 
ASCAP), HLNBM, RBH 43 

CINCO MINUTOS (Sony /AN Rhythm, SESAC/Excelen- 
der Son s, SESCAAa Venus Music, ASCAP) LT 12 

CLOSERg(Universal Music - Z Tunes, ASCAP /Sony /AN 
Tunes, ASCAP/EMI April. ASCAP/Stellar Songs, ASCAP), 
HLJWBM, H100 13; POP 6 

COME ON GET HIGHER Stage Three Songs, ASCAP/Lit- 
tle Victories, ASCAP) H100 72 

COME ON OVER Sweet Kisses, ASCAP/EMI April, 
ASCAP /Circle C Songs, ASCAP/Full Circle. ASCAP), HL 
CS 46 

COME OVER (Chrysalis Sangs, BMVJohn Legend Pub - 

lishing, BMUCheny River, BMVBIack Chineyy Music, 
ASCAP/Sam Pan Music, ASCAP /J. Vibe Publishing, 
ASCAP/Dutty Rock, PRS/EMI April. ASCAP), CLMIHL. 
RBH 86 

COMFORTABLE (Young Money Publishing. BMVWarner- 
Tamerlane Publishing, BMVPlease Gimme My Publish- 
ing, BMI/EMI Blackwood, BMVFAZE 2 Music, 
BMVSongs Of Universal, BMq, HL/WBM, RBH 79 

COMO DIME (Sony /AN Discos, ASCAP) LT 9 
COOKIE JAR (Epileptic Caesar Music, ASCAP/EMI April, 

ASCAP/Songs Of leer, ASCAP/March 9th Publishing, 
ASCAP /2082 Music Publishing, ASCAP/WB Music, 

ASCAP/TlappyPub Music, BMWniversal Music - Z 

SSoongs, BMVSongs 01 Universal, BMI), HL/WBM, POP 

COOL ( Tappy W'hyte's Music, BMVSongs Of Universal. 
BMVMusty Attic, BMVEMI Blackwood, BMVRamon 
Montgomery . ASCAP), HL/WBM, ABA 63 

CORONA AND LIME (Suretone Primary Wave Music. 
BMI) POP 93 

COUNTRY BOY (EMI April, ASCAP/lri- Angels Music. 
ASCAP. HL CS 28 

COUNTRY MAN (Planet Peanut, BMVMunah Music Cor- 
poration, BMVEMI April, ASCAP/Songtighter Music, 
ASCAP), HL. CS 12 H100 78 

COWGIRLS DONT CRY (Sony /AN Tree, BMVShewbilly 
Music, BMVTurn Me On Music, BMVStill Working For 

The Man Music, BMVICG. BMI)) CS 40 
CRUSH (Right Bank Music, ASCAP/Lily Makes Music, 

ASCAP/12:06 Publishing, BMVEMI Blackwood, 
BMVROdilis Music, ASCAP /ArtHOuse Entertammenl 
ASCAP /Bug Music. ASCAP), HUWBM, H100 22. POP 
17 

CRY FOR YOU (Universal -PolyGram International. 
ASCAP/EMI Blackwood. BMVEMI Scandinavia, BMI(, 
HL H100 79. POP 40 

CUDDY BUDDY ((Not Listed) RBH 48 

CULPABLE 0 INOCENTE (Not Listed) LT 23 
CURTAIN CALL (Big Ben, BMVSongs Of Windswept 

Pacific, BMVBIack Owned Musik. ASCAP /Notting Dale 

Gold, s6MVSonyy/AN Songs. BMl WarnerTa erla e Pub- 
lishing. BMI), HL/WBM. RBH 84 

DAMAGED (Products Of The Streets, ASCAP/Sumphu, 
ASCAP, /A Grand Jam Music, SESAC/Please Envoy The 
Music BMVZXS Publishing, BM/Irving. BMVEMI April. 
ASCAPÆMI Blackwood, BIN VJanice Combs Publishing, 
BMVJuslin Combs Publishing. ASCAP/Marksy Music. 
BMI/Notting Dale Songs. ASCAP/Notting Hill Songs, 
SESAC ), HL, POP 49 

DAME TU AMOR (Not Listed) LT 4 

DANGEROUS (Chrysalis Music Publishing, ASCAP /One 
Man Music. ASSCAPByefall Music, ASCAP /Sony /AN 
Harmony. ASCAP /C. Bahamonde. SOCAWD. Sales. 
ASCAP), HL. H100 31, POP 15 

THE DAY THAT NEVER COMES (Creeping Death, 
ASCAP H10088 

DEAD ADD GONE (Crown Club Publishing, BMVWarner- 
Tamerlane Publishing, BMVlennman Tunes, ASCAP/Uni- 
versal Music - Z Tunes, ASCAP /Cleopatras Sons Music. 
ASCAP/EMI April, ASCAP). HL/WBM, POP 76 

DEJAME VACIO (Not Listed) LT 30 
DID YOU WRONG (EMI April, ASCAPAauntar Music, 

BMI). HL. RBH 31 

DIME (Not Listed) LT 15 

DISTURBIA (B -Uneek Songs, ASCAP /Songs Of Univer- 
sal. BMVCullure Beyond Or EENDeerience Publishing, 
BMVMs, Lynn Publishing. ASCAP/Universal Music Cor - 
ppOat4 

RASgg /A 
-List VOcalz, BMI), HUWBM, H1006, 

DONT (Sony /ATV Tree, BMVBeavedime Tunes. 

BMI /Crosstown Uptown, ASCAP), CS 22 
DONT THINK I CANT LOVE YOU (Universal Music - 

Careers, BMVShiilake Maki, BMI/Marvel Man, 

BMI/Songs Of Windswept Pacific. BMWibe Room, 
BMVBPJ, BMI) HUWBM, CS 30 

DONT THINK I DONT THINK ABOUT R (Cadaja Pub - 
lishing, ASCAP/MXC Music, ASCAP /Still Working For 

The Woman, ASCAPACG Alliance, ASCAP) CS 4: H100 
42 

DON'T YOU KNOW YOU'RE BEAUTIFUL (Moonscar 
Music, BMIBPJ Administration, ASCAP /Little Bide Type- 
writer Music, BMVSony/ATV Tree, BMVAII Mighty Dog 
Music, BMI), HUWBM, CS 21 

DOS PALABRAS (Wamer /Chappell Mexico S.A.) LT 47 
DO THE RICKY BOBBY (Many Kids Publishing, ASCAP) 

RBH 76 

DO YOU BELIEVE ME NOW (Sony /AN Tree. BMVSong 
For MY Good GAT BMI/Totally Wri hteous Music. 

HUW he 13 ger hey Are. SESAC /S 1 Songs, SESAC), 
65 

EN AQUEL LUGAR (Not Listed) LT 32 
ENERGY (S.M P, ASCAP/Sony/AN Harmony, 

ASCAP/Rico love Is Still A Rapper, SESAC/Foray Music. 
SESAC/Breakthrough Creations ASCAP/EMI April, 
ASCAP/Wayne Wilkins Music. BMI(, HL, POP 1: RBH 

32 
E.R. (EMERGENCY ROOM) (LaShawn Daniels Produc- 

tions, ASCAPÆMI April. ASCAP/Tailored 4U Music. 
BMVCopyright Control). HL, RBH 51 

ESPERO (Not Listed) LT 

ESTO ES W QUE SOY (Not Listed LT 31 

EVERYBODY WANTS TO GO TO HEAVEN (Hope -N- 
Cal, BMVCaI IV Entertainment, BMVSexy Tractor Music, 
BMI/Back To Black Songs. BMVSongs That Sell, BMI) 
CS 1:H10043 

EVERYTHING IS FINE (Bream Buster, ASCAP/Universal 
Music Corporation, ASCAP). HL/WBM. CS 35 

FADED (Alma Music, ASCAPB Nevil Music. ASCAP/EMI 
April. ASCAP/EMI Music Publishing. AUSE/Seven Teaks 

usic, ASCAP/Walt Disney Music Company. ASCAP). 
HL, POP 71 

FALL FOR YOU (John Vesely Publishing, BMVSony /AN 
Songs. BMI), HLJWBM. H100 25, POP 11 

FEEL MT FIRE (Sylesonic, BM(Bucky And Clyde, 
BMVHome With The Armadillo, BMVBig White Tracks, 
ASCAP WBM, CS 29, H10082 

FINE LINE (Warner - Tamerlane Publishing BMVSeII The 
Cow, BMVTower One, BMq, WBM, CS 32 

FOREVEfl English Ivy BMVBy State One Music America. 
BMIÆSMDI. IMRO) CS 53 

FOREVER (Songs Of Universal, BMI /Culture Beyond Ur 
Experience Publishing. BMVllniversal Music Corpora- 
tion, ASCAPBobenl Allen Designee. ASCAP/Ddre 78 
Publishing, SESAC), HL/WBM, H100 20, POP 12 

FOR YOU (EMI April. ASCAP/New Sea Gayle, ASCAP/The 
ose Moose Is ASCAP). HL CS AP 50 

4112, sirs >7e i..:ß `3 : 

GET LIKE ME iCrump Tight Publishinngg ASCAP/Cullure 
Beyond Ur Experience Publishing, BMVUniversal Music - 

Ca eers, BMI), HL/WBM, RBH 44 
GET UP (50 Cent Music, ASCAP/Universal Music Corpo- 

ration. ASCAP/Scott Storch Music, ASCAP/NT Music, 
ASCAP), HUWBM, RBH 67 

GET UP (Wet Ink Red Music, ASCAP/EMI April, 
ASCAP/ThaTs Plum Song, ASCAPAis Tea Tyme, 
ASCAP/E D Duz II. BMVlrving, BMVUnderdog East 

Songs, BMI), HL, RBH 35 
GIVES YOU HELL (Smells Like Phys Ed, ASCAP) POP 73 
GO GIRL (Universal Music Corporation, ASCAP/Do aly 

pppyyPutb MusiASCAP/Universal MVMod Tajz Music, 
Songs 

CAP) 
HLANBM, POP 88; RBH 42 

GO HARD (DJ Khaled, BMVNotting Hill Music, 
BMVPlease Gimme My Publishing, BMVEMI Blackwood, 
BMVNappyPub Music, BMVUniversal Music - Z Songs. 
BMVTrac -N -Field Entertainment, ASCAP/Notting Dale 
Songs, ASCAP), H M BM RBH 85 

GOOD GOOD (Shaniah Cynone Music, ASCAP/EMI 
April, ASCAP/Slack AD. Music, ASCAP/Universal Music 
Corporation, ASCAP/Pookietoots. ASCAP), HLJWBM, 
RBH 38 

GOT A LITTLE CRAZY (Mama's Dream ASCAP/WB 
Music, ASCAP/Music 01 Windswept. ASCAP/Songs Of 

Bud Dog, ASCAP), WBM, CS 60 
GOT MONEY (Young Money Publishing, BMVWamer 

Tamerlane Publishing, BM pyPub Music, BMVUni- 
versal Music - Z Songs, BM lay N Skillz Music, 
ASCAP /Skillz For Skillz And Play Musik, ASCAP /EMI 
April, ASCAP), HLNBM, H100 21; POP 35; RBH 10 

GOTTA BE SOMEBODY (Naar Tamerlane Publishing, 
BMVArm Your No. SOCAN/Zero-G, SOCANBIack 
Diesel, SOCAWBIack Adder Music, SOCAN), WBM, 
H100 16: POP 21 

GREEN UGHT (John Legend Publishing. BMUCherry 

River. BMIB -Rated Music, SOCAN/We Dont Play Even 
When We Be Playin', ASCAP/Chrysalis Music Publish- 
ing, ASCAPAn Thee Face Music Publishing. ASCAP/Tin 
Greene!! Publishing Designee. BMIBughouse 
nSC,AP/Ruç Mine ASCAPI CIMN' !''0058: POP 

GUCCI BANDANA 

H 
HASTA EL DIA DE HOY :.r/ 

ILlu 
HEADFIRST SUDE INTO COOPERSTOWN ON A BAD 

BET i, AN Songs, BMVChicago X Sohcore. BMI). 
Hi t /4 

HEAVEN SENT She Wmte II, ASCAP/Universal Music - 
M :,. ASCAP /J. Vibe Publishin . ASCAP/ex Pro - 

mg. ASCAP). HLANBM, 8131-19 

HERE y Steele, BMVBPJ Administration, 
Aie ASCAP/Sony/AN Tunes, ASCAP). HL, CS 
14.H1Ú083 

HERE I AM (4 Blunts Lit At Once. ASCAP/First N' Gold. 
BMVYoung Drumma, ASCAP /Jackie Frost. ASCAP/Uni- 
versal Music - MGB Songs, ASCAP /Honest Ave Music, 
ASCAP), HUWVBM, RBH 46 

HERE I STAND (UA -I Music, ASCAP/EMI April. 
ASCAP/Universal Music Corporation. ASCAP/Lil Vidal 
Music, ASCAP/Mardea Music. ASCAP /ABlack Produc- 
lions, ASCAP /A Md L Music, ASCAP/Diny Dre Music, 
ASCAPBHMG Songs. ASCAP/My Soulmate Songs. 
ASCAP), HLJWBM, RBH 39 

HOT N COLD (When I'm Rich You'll Be My Bitch. 
ASCAP/WB Music, ASCAPAcasz Money Publishing. 
ASCAP/Maratone AB, STINVKoball Music Publishing. 
ASCAP), WBM. H100 5; POP 3 

HOUSE OF LOVE (Family Soul Music, ASCAP/ABlack 
Productions. ASCAP/My Soulmate Songs. ASCAP) RBH 
100 

HOW' BOUT YOU DONT (EMI Blackwood, BMVGeoftrey 
Stokes Nielson Publishing. BMVMiddle Child 2, BMI/Big 
Loud Bucks. BMVUniversal Music - Z Tunes, ASCAP/Hits 
And Smashes Music, ASCAP /2820 Music, BMVrhals 
How I Roll. ASCAP), HUWBM, CS 54 

HUMAN (Universal -PolyGram International. ASCAP), 
HUWBM H10052. POP 51 

THE HUNGER (Demonle's Music Publishing. BMVlndia 
B. Music, BMVSongs Of Universal PolyGram Internation- 
al, BMq, ALI WBM, RBH 55 

I DONT CANE (Sony /AN Songs, BMVChicago X Soft - 

core. BMVGreat Honesty Music, BMVWB Music. 
ASCAP), HL/WBM. H100 73: POP 58 

IF I WERE A BOY (Not Listed) 11100100: POP 54; RBH 

61 

IFULEAVE (Nol Listed) RBH 28 
I KISSED A GIRL (When im Rich You'll Be My Bitch, 

ASCAP/WB Music, ASCAP/Kasz Money Publishing, 
ASCAP/Maratone AB. STIM /Koball Music Publishing, 
ASCAP/EMI Music Publishing UK, SESAC/EMI, ASCAP), 
HUWBM, H100 46; POP 28 

I'LL WALK (Southcastle Songs, ASCAP/Bwilsongs, 
ASCAP /A Dog Named Kilt Publishi ASCAP/Carol 
Vincent And Associates. BMI) CS 1610084 

rM SO PAID (Byelall Music, ASCAP/Sony/AN Harmony. 
ASCAP /Joseph's Trail Publishing Inc , BMI/Warner- 
Tamerlane Publishing. BMI), HLIWBM, H100 40 

I'M YOURS (Goo Eyed, ASCAP) H100 15: POP 19 

IN COLOR (EMI Blackwood, BMVBig Gassed Huttes. 
BMLMew Songs Of Sea Gayle. BMVNOah's Little Boal. 
BMVEIdoroOo Music Publishing, BMVlucky Thumb, 
BMI) CS 19, H100 85 

IN MY ARMS INSTEAD (Warner- Tamerlane Publishing, 
BMI/Lonely Motel, BMVW.B.M. Music, SESAC CS 58 

INOLVIDABLE (Warner-Tamerlane Publishing, BMI) LT 17 
IN THE AYER (E -Class Publishing. ASCAP/Mail On Sun- 

day Music. ASCAP/Sony /AN Melody, BMVwill.i am 
Music. BMUCherry River, BMVMusic Specialists, BMI). 
CLM/HL, H10029: POP 16 

I STILL MISS YOU (EMI April, ASCAP/Romeo Cowboy 
Music, ASCAP/Warner-Tamerlane Publishing, BMVCon- 
lentment Music, BM 1a de For This Music, BMVThis is Is 

Hit. ASCAP/Troy D Songs. ASCAP/Magic Mustang. 
BMI). HL/WBM, H100 92 

IT'S LIVER ( @eke International Music, BMVHitco Music. 
BMVJahgae Joints, SESAC/Universal Music Corporation, 
ASCAP /Bootleggers Stop ASCAP /Christopher Mathew. 
BMVB -Uneek Songs, ASCAP) H100 68; POP 34 

I WILL (Totally Wrighteous Music, BMVBig Loud Bucks. 
BMVA Sling And A Prayer. ASCAP/FSMGI, IMROBIate 
One Songs America, ASCAP) CS 52 

I WOULD (Phylvester Music, ASCAP) CS 31 

JOCKIN' JAY -Z (Not Listed) RBH 75 
JOHNNY A JUNE (Big Hit Makers Music. BMVRainy Gra- 

ham, BMI /Amylase Music, ASCAP/Tell Texas Tunes III, 

ASCAP /Copyngght Solutions. ASCAP/SeuUet Music, 
BMI ). WBM, HICO62 

JUST A DREAM (Birds With Ears Music. BMVEMI Black- 
wood. BMLBaylene Music, ASCAPBPJ Administration. 
ASCAP/Songs Of Combustion Music, ASCAP /No Such 
Music. SOCANMIusic Of Windswept, ASCAP), 
HL/WBM, CS 3; H100 37 

JUST DANCE (Certified Blueberry, BMVSony/ATV Songs, 
BMVByefall Music, ASCAP /Sorry /AN Tunes. ASCAP). 
HL,11100 60; POP 57 

JUST FINE (Mary J Blige, ASCAP/Universal Music Cor- 
poration, ASCAP/Songs Of leer, BMI/March 9th Publish - 

ing, ASCAPBubba Gee Music, BMVWB Music, 
ASCAP/2082 Music Publishing, ASCAP), HL/WBM, 
RBH 33 

JUST STAND UPI (Songs Of Universal. BMVFAZE 2 
Music, BMLWiII 

UPI 
Entertainment. SESAC), 

HUWBM. POP 87; RBH 70 

KEEPS GETTIN' BETTER (Xtina Music. BMVUniversal 
Music - Careers, BMVSIuck In The Throat. 
ASCAP/Sony/AN Tunes, ASCAP), HLJWBM, H100 17, 
POP 13 

KRAZY (The Saifam Group. SIAE/Acid Sun. SIAFJMarim- 
bero Music Publishing, ASCAP/Universal Music - 

Careers, BMVLiI Jinel Music Publishing, 8M0, 
HLJWBM, H100 30; LT 41: POP 39 

LA CUMBIA DEL RIO 'a:n : x 

LAST CALL iGraty Water, ASCAP Unimaá -il Musk bob 
pnr i' CAPNJwAd House Of Hits, ASCAPI HL, CS 

LEAVE OUT ALL THE REST (Universal Music - Z Songs, 
BM Chesterchaz BMI Bad Mr. Hahn, BMI/Nondis- 
closure 

BMI/Big No 
closure Agreement, BMVROb Bourdon, BMUKenti 
Kobayashi, BMVPaecakey Cakes, BMI), WBM, POP 85 

LEAVIN' (Holy Carron Music, ASCAP/Universal Music - 
MOB Songs. ASCAP/Movie JB Songs, BMVSong Of 
beer, ASCAP/March Ah Publishing ASCAP /2082 Music 
Publishing. ASCAP/WB Music. ASCAP), HUWBM, POP 

20 
LET IT GO Universal Music - Careers. BMVEvansville, 

BMVSony /AN Tree, BMVTomdouglasmusic. BMI(. 
HUWBM, CS 6; H100 64 

LET IT ROCK (Lion Aire Publishing, BMVWarner-Tamer- 
lane Publishing, BMI/Young Money Publishingg, 

BMI/Money Mack Music. ASCAP), WBM, H100 7, POP 

8 

LEI' ME (Springfield, ASCAP/Bug Music, ASCAP/Dazahit, 
ASCAP/Universal Music Corporation, ASCAP/Danny 
Orton Songs. ASAP), HL/WBM, CS 27 

LET ME SHOW YOU (Alexcar Music, BMVTa'Ron Jr.'s 
Music, ASCAP/Universal Music Corporation. 
ASCAP/Mao Bonnie Publishingg, SESAC/Lela-Tee 
Music, ASCAP/Sranang Pokoe Publishi SESAC /l- 
BTeen Music. BMUBuildingg 2 Music, BMVWamer- Tamer- 
lane Publishing, BMI). HLANBM, RBH 93 

LIGHT ON (Disappearing One Music, ASCAP/High Buck 
Publishing. BMI/EMI Blackwood. BMI), HL, 11100 66; 
POP 56 

UKE I NEVER BROKE HER HEART (Muzik Mafia, 

ASCAP/Do Write Music. ASCAP /JT Harding Music, 
BMVSongs Of Throback, BMVMusic Ot Combustion. 
BMI/ReVd Up Music. BMVSongs Of Windswept Pacific. 
BMI ) CS 44 

LIVE YOUR UFE (Crown Club Publishing. BMVWarner- 
Tamerlane Publishing. BMVN.O.C.. ASCAP/F.O.B.. 
ASCAP /Adorable Music Inc., ASCAP/EMI April, 
ASCAP'lustin Combs Publishing. ASCAP). HUWBM, 

LLAMADO 
0P 

OE EMERGENCIA (Not Listed) LT 24 
LLEVAME EN TU VINE (SERCA, BMI L 50 
LLORAR LLOVIENDO (Scarlito, ASCAP/EMI April. 

'vida ASCAP/White Kraft Music, 
Art Discos, ASCAP/Wise W Publishing, 

LLORO POR TI. 'IOC Iglesias Music, ASCAP/EMI 
AIL LT 5 

LOLLIPOP ' king Money Publishing. BMVWarner- Tamer- 
,,,.ng, BMbYerbalicious Music. ASCAP/Black 

I, - bhshing ASCAP/EMI April. ASCAP /Jimipub, 
BLlI l.leckwood. BMVThree Nails And A Crown. 
ALL - :. /net Music. ASCAP), HL/WBM. POP 42 

LOOKIN' FOR A GOOD TIME (Warner Tamerlane Publish - 
ng. BMLDWHaywood, BMVRADIOBULLETSPu6lishing, 
BMVHillary Dawn, SESAC /Shaw Enuft Songs, 
SESAC/Multisongs, SESAC /Jamanrye Music, 
BMVMagic Midas. BMI), WBM. CS 20. H100 91 

LOST (Gorilla Zoe Music, BMLM1ahk -Mekhi Music, 
BMWalyric Music ASCAP /Young Money Publishing. 
BMVYoung Dramma, ASCAP) RBH 53 

LOVEBUG (Jonas Brothers Publishing, BMVSony /AN 
Songs, BMI . HL, H10086: POP 50 

LOVE 9WCKDOWN(Please Gimme My Publishing, 
BMVEMI Blackwood BMVEMI April. ASCAP), HL. H100 
12. POP 23; RBH 29 

LOVE ME (Not Listed) RBH 98 
LOVE REMAINS THE SAME (Mad Dog Winston, 

BMVSienna Sienna Songs. SOCAN), WBM. H100 34 
POP 37 

LOVE REMEMBERS (Magic Mustang, BMVTripple 
Shoes, BM(Ammokalee Music, BMWaphit Music. BMII 
CS 18 

LOVE STORY (Taylor Swift Music, BMVSony/ATV Tree, 

BMI(, HL. CS 77.1110014; POP 31 

LOVE THAT GIRL (U moe Music. ASCAP/Universal 
Music Corporation, ASCAP /Jake And The Phatman 
Music, ASCAP), HLMBM. RBH 57 

LOW (E- Class, BMVTo Quality, BMVMusic, BMVUniver- 
sal Music - Z So 

Bckd. gI 
erßLOW (EMI Blackwood. BM 

BMI), HUWBM, 
Bea òn 

POP 
BMVWZ2 

Song: ITMI/Chalanier PMI AS CAP. I bilversal Music -7 Toyer 

LUNA 

M 
MAGIC :.: 
ASCAP, Haddmgloii Music, ASu ii't n 1 UU 80. POP 3's 

RBH 13 

MARCO POLO (ColliPark Music. BMVSoulia Boy Telles, 
Music, BMVNotting Hill Songs. SESAC/Stago. 
SESAC/Element 9 Hip Hop, BMVTakin' Care 01 Business, 
BMI) RBH 50 

EL MECHON (Not Listed LT 43 
ME DA IGUAL (Sony /ATV Discos. ASCAPI LT 44 
ME VIO LLORAR (Jorge Celedon Guerra Publishing 

Designee ) LT 27 
MI BUEN AMANTE (Arpa. BMI) LT 36 
A MILD (Young Money Publishing. BMWdarner- Tamer- 

lane Publishing. BM s Music Publishing. 
ASCAP/EMI April, ASCAP offing Hill Music. BMVCha 
tars Publishing. BMVUniversal Music - Z Tunes, 

ASCAP /Jan Merchant. ASCAP). HL/WBM, RBH 34 
MISS INDEPENDENT (Universal Music - Z Songs, 

BMVNn In The Ground Publishing, ASCAP /Sony /AN 
Harmony, ASCAP/EMI April, ASCAP), HL/WBM, H100 9; 
POP 25: RBH 3 

MI SUENO (WB Music, ASCAP) LT 19 
MONSOON (Emma's Park Music, ROBA/EMI Publishing 

ROBANVolfsongs, ROBA/Capellmeister Musikverlag, 
ROBA/Copyright Control/Hotelbar Edition, ROBAI. HL. 
POP 99 

MORE LIKE HER (Nashville Star, BMVSony /AN Tree, 

BMIL HL, CS 37 
MR. CARTER (Young Money Publishing, BMVWamer- 

Tamerlane Publishing, BMWrewski Baby Music, 
ASCAP /Marlin Music, BMVCaner Boys Publishing, 
ASCAP /EMI April, ASCAP), HL/WBM, RBH 52 

MRS. OFFICER (Young Money Publishing. BMVWamer- 
Tamerlane Publishing, BMVThree Nails And A Crown, 

r ASCAP/ght Werk, BMVRoynet Music. ASCAP), WBM 
H10018; POP 55 RBH6 

MUDDY WATER (Steel Wheels, BMVBIind Mule. 
BMVCabo Tres, BMI) CS 26 

MUSIC FOR LOVE (Sura Music Company, ASCAP/TnT 
Explosive Publishing, ASCAP/Universal Music Corpora 
lion, ASCAPM Beach Music Publishing, ASCAP), 
HLJWBM, RBH 26 

MY HALLELUJAH SONG (Big Loud Shirt Industries, 
ASCAP/Big Loud Bucks. BMVEMI Blackwood, BMVBirds 
With Ears Music. BMI), HL CS 51 

MY KIND OF BEAUTIFUL (Universal Music - Careers. 
BMVSony/ATV Tree. BMVSony/ATV Harmony 
ASCAP /Chuck Waggon Gourmet, ASCAPACG Alliance, 
ASCAP), HUWBM. CS 55 

MY UFC(BabyGame, BMVPico Pride Publishing, 
BMVSony/ATV Songs, BMVDade Ce Project Music, 
BMVUniversal Music - Z Songs. BMVMontilla Music, 
BMVSongs Of Universal, BMI(. HL/WBM, H100 23, POP 
47; RBH 15 

NA DE NA (Not Listed) LT 28 
NEED U BAD (Nappy Ruddy. ASCAP/Universal Music - Z 

Tunes, ASCAP/EMI April. ASCAP /Cainon's Land Music 
Publishing. ASCAP/Bome Again Publishingg, ASCAPAta- 
lion Records, ASCAP/Westbury Music, ASCAPBoynel 
Music. ASCAP H100 38, POP 94: RBH 5 

NEVER WOULD HAVE MADE IT (Marvin L Sapp Music, 
BMVMinstrel Productions. BMI), WBM, RBH 21 

NO HAY NADIE COMO TU (Residente Music Publishing. 
BMI/Warner- Tamerlane Publishing, BMWisitante Music 
Publishing, BMVEdiloe Azul, BW/Editora Bachiller, 
BMVEditora Musica De Tubos, BMVEdilora Oso. 
BMVSongs 01 Universal, BMI) LT 49 

NO HAY NOVEDAD (Not Listed) LT 33 
NO HAY PROBLEMA (Arpa BMI) LT 34 
NO ME DOY POR VENCIDO ( Funsi. ASCAP/Sony /ATV 

Discos, ASCAP/Maximo Aguirre, BMI) Hí0097, LT 1 

NO MOLESTAR (Crisma. ASCAP) LT 1 B 

NO TE QUIERO NADA (Brava Songs. ASCAP/WB Music, 
ASCAP) LT 22 

NOTHING LEFT TO SAY (Mint Factory, ASCAP) RBH 37 

ODIO POR AMOR (Songs 01 Universal PolyGram Interna- 
tional, BMI( LT 14 

OJALA Not Listed) LT 48 
ONE LOVE (Kitty Box, ASCAP/Beast Beats, 

ASCAP /Smokefx Music. BMVNoel Gourdin Publishing, 
ASCAP/Thans Xira. ASCAP) RBH 58 

ONE MORE DRINK (Ludacris Worldwide Publishing, 
ASCAP/EMI April. ASCAP /12 & Under, BMVSony/ATV 
Melody, BMVSIam U Well. ASCAP/Sony/AN Harmony, 
ASCAP /S nador Music. BMVStellar Songs. ASCAP). 
HL, RBH 89 

ONE STEP AT A TIME (Z Style Music, ASCAP/laurel 
Kuown Music, ASCAP /Crosstown Songs, ASCAP/Murlyn 
Songs, ASCAP/Cutfather Publishing, BMVWarner- Tamer- 
lane Publishing, BMI), WBM, 6100 19; POP 10 

ON THE OCEAN (John Nff Music, BMI) RBH 77 
ORDINARY (EMI April, ASCAP/Doxie. ASCAP /Glass Beat 

Music, ASCAP/Mim /s Music Man Productions, BMVJRP 
Music, BMVSwiss Mix Music, BMI(, HL, RBH 71 

OUT HERE GRINDIN (DJ Khaled, BMVNotting Hill 
Music. BMV4 Blunts Lit At Once, ASCAP/Sony/AN 
Tunes, ASCAP/Trac -N -Field Entertainment, ASCAP/Not- 
ling Dale Songs, ASCAP/First N' Gold. BMVWarner- 
Tamerlane Publishing. BMVYoung Jeezy Music Inc , 

BMVEMI Blackwood, BMVBoosie Bad An ASCAPÆB 
Music, ASCAP /Sony /AN Harmony, ASCMByefall 

Music. ASCAP /A. McColisler Publishing Designee. 
ASCAP/Universal Music T Z Songs. BMVNappypub 
Music, BMI), 

PAPER PLANES (Universal Music - Z Tunes, 

ASCAP /Hollerlronix Music. ASCAP/Nineden. 
ASCAP/Universal- PolyGram International. 
ASCAPAmagem London Ltd., PRS). HL/WBM. H100 10, 

POP 14: RBH 45 
PARA SIEMPRE (Julianita Musical BMII LT 2 

PLAYA CARDZ RIGHT (Universal Music Corporation, 
ASCAP/Tetragrammaton Music, ASCAPMivrac Tyke, 

ASCAP,Naki Kadafi, BMVUniversal Music - MGB Songs. 
ASCAP/She Wrote IL ASCAP/Universal Music - Z Tunes, 
ASCAP /Imperial Loco Entertainment. ASCAP), HUWBM, 
RBH 59 

PLEASE EXCUSE MY HANDS (First N' Gold, BMVWam- 
er- Tamerlane Publishing. BMVEinror, ASCAP/WB Music 
ASCAP /J Franks Publishing, ASCAP/Check Your Pulse 
Publishing, BMI/Chef Huxlable Music Publishing, 
BMV2082 Music Publishing, ASCAP), WBM, HlN 89. 
RBH 14 

POCKETFUL OF SUNSHINE (EMI Blackwood, BMVGator 
Baby. BMVEMI April, ASCAP/Sony/AN Tunes. ASCAP) 

HL/WBM, H100 50, POP 45 
POP CHAMPAGNE (Sally Ruth Ester Publishing, 

BMVSongs Of Universal, BMVBrowz, BMtWoOmg Hill 
Music, BMVLa'ROn Jr.'s Music, ASCAP), HUWBM. RB, 
54 

EL PROXIMO VIERNES (Not Listed) LT 26 
PUT ON (Young Jeezy Music Inc., BMINoung Dramma, 

ASCAP/WB Music, ASCAP/Please Gimme My Publish- 
no, BMVEMI Blacloussil 9hll 1, 'b 'i'00 

POP 60', RBI-119 

QUEDE SOLO EN LA POBREZA - 

REHAB `Universel Mon, - Rmn, AS,AI}tènnmari 
Tunes, ASCAPNirginia Beach, ASCAP/WB Music, 
ASCAP/Bone Bean Publishing. ASCAP/Sir Kay Drive 

Publishing ASI '.-'i HLNBM, POP 66 
REMEMBER THAT scie C Sangs. ASCAP/Full Circle, 
ASCAPI C` 

LOS REPROCHES DEL VIENTO -Ter, ASCAP) LT42 
RIDE - Music. 

Puri ' it) Music, 
UMVTremaine Neverson 

ASCAP RBH 41 

RIGHT HERE (DEPARTED) (MI Blackwood. BMVHere's 
Lookin At You Kiud Music, BMLBeIuga Heights Music, 
BMVSony/ATV Songs. BMVGolden The Super Kid 

4u ASCAP/She Royalty Network, ASCAP /Duda 
'ili,P /tady V Music Publishing. BMII. HL 

1/'65, RBH 22 
RIGHT NOW (NA NA NA) (Byyefall Music, 

AN Tunes. ASCAP/TTano Music. ASCAP), 
POP 27 

RISE ABOVE THIS (Seether Publishing. BMVSate One 
Music America. BMLMiekDalKat Music. BMI(, WBM, 
POP 75 

ROLL WITH ME (Sony/ATV Acuff Rose. BMINear Of The 

Dog r 1 '.(CAP/Words & Music, ASCAP), HLM'BM, 
C4 î;3 

S 
SENTI I. io A Mano, ASCAPNniver 

Musica ' BMI) LT37 
SEVENTEEN FOREVER , Station Music, 

"PÆMI- 'i POP B2 

SHAKE IT (Me ASCAP/EMI April. 

SHATTERED (TURN THE CAR AROUND) (Old Man 
i.: Watt Music, ASCAP /EMI April, 
-100 53: POP 46 

SHAWTY SAID,. ick Up The Pace, ASCAP /Give Me Me 
,hi)) ASCAP /Uncut Productions Publishing, 

SHANTY SAY (Crump Tight Publishing, ASCAP/Young 
Money Publishing, BIWA/Varner-Tamerlane Publishing. 
BMI , WBM. POP 92: RBH 68 

SHE NEVER CRIED IN FRONT OF ME (Franklin Road. 

BMVMusic Of Stage Three. BMLBobbys Song And Sal- 
voge BMVSIagge Three M¡usryics, BMI) CS 2; H100 49 

SHE'S SO Ya SIFOflNA 
BMVEMI Blackwood. BMVJaaiime E' ` SO YaUy Music, BM 

ilMil HL, CS45 
SHE WOULONT BE GONE (I Want To Hold Your Songs. 

, Io, BMI( CS 25 
THE SHOCK OF THE UGHTNING (Oasis Music, 

/Sony /AN Tunes. ASCAP), HL 6100 93 
SHOULD'VE SAID NO (Sony /ATVTree, BMVTaylor Swift 

' 111,11. HL, POP 83 
SHOW OUTMA Osaliry, BMVOomp Camp Music, 

SHUT UP AND LET ME GO (WB Music, ASCAP/Playy- 
viriler Music, PRS/SoN/AN Tunes. ASCAP/Sony/AN 
Music UK, PRS). HLJWBM, POP 70 

SIGO VIVO (Juliantla Musical. ASCAP 
) 

LT 35 
SINCE YOU'VE BEEN GONE (WBM Music. 

SESAC/Songs In The Key Of B Flat, SESAC/Noontime 
South, SESAC/The Dean's List. SESAC/December First 
Publishing Group. SESAC/Jaylen Adonis Music Publish- 
ing, SESAC /Christian Combs Publishing. SESAC/Foray 
Music, SESAC), HUWBM, RBH 64 

SINGLE (Super Sayin Publishing, BMVUniversal Music - 

Z Songs, BMIM1èn In The Ground Publishing. ASCAP/My 
Diet Stags Tomorrow, BMVSongs Of Universal. BMII. 
HUWBM POP 63 

SINGLE LADIES (PUT A RING ON IT) (Not Listed) RBH 
20 

SI NO TE HUBIERAS IDO Marco, ASCAP) LT 8 
SI TU TE VAS (ADO, SESAC) LT 21 
SO FLY (EMI April, ASCAP /Justin Combs Publishing. 

ASCAP /Da 12 Music, ASCAP), HL H100 54. POP 84: 
RBH 8 

SOMEBODY NEEDS A HUG (EMI April, ASCAP/Romeo 
Cowboy Music. ASCAP/Sony/ATV Tree, BMVLove Mon- 
key, BMI /Old Desperados, ASCAP/N2D, ASCAP), HL. CS 

SOMEBODY SAID A PRAYER Feet In The Creek. 
ASCAP /Crosstown Uptown ASCAP/Big Loud Shirt 
Industries. ASCAP/Big Loud Bucks, BMq, WBM, CS 36 

SOUNDS SO GOOD (Gin Road, BMII CS 24 
SO WHAT (EMI Blackwood BMVP!nk Inside Publishing, 

BMVMaratone AB, SBMMObalt Music Publishing, 
ASCAP), HL H100 4, POP 1 

SPOTLIGHT (Super Sayin Publishing. BMVUniversal 
Music - Z Songs, BMVSonyy/AN Tunes, ASCAP/EMI 
Apppt, ASCAP), HUWBM, H100 27: POP 64: RBH 1 

STANKY LEG (Not listed) RBH 82 
START A BAND (Big Borassa Music, BMVWords & 

Music. ASCAP/Songs Of Combustion Music, 
ASCAP /Music Of Windswept. ASCAP/EMI April, 

ASCAP /Didm Have To Be Music. ASCAP). HUWBM. CS 
13 

SUPERWOMAN (Lellow Productions, ASCAP/EMI April. 
ASCAP/Muck In The Thot. ASCAP/Sony/ATV Harmon; 
ASCAP /OZMOD Music, ASCAP), HL, H1IX0 87; RBH 12 

SWAGGA UKE US (Carter Boys Publishing. ASCAP/EMI 
April. ASCAP /Crown Club Publishing, BM 

My Publish- 
ing, BMVEMI Blackwood. i BMVYoung Money Publishing, 
BMVHallertmnix Music, ASCAP/Domino Publishing, 
BMVUniversal Music -ZTunes, ASCAP/Songs Of Uni- 
versal PolyGram Intentional, BMI), HL/W Ml6 , H100 32; 
POP 52; RBH 17 

THE SWEETEST LOVE (I Like Em Thicke. ASCAP) RBH 
27 

SWING (Dawn Raid Music Publishing, BMWniversal 
Music Corporation. ASCAP/Souly Boy Tell'em Music, 
BMVCroomstacular Music, BMVElement 9 Hip Hop, 
BMVTakin' Care Of Business, BMI), HUWBM, 6100 55; 
POP 44 

SWING YA RAG (Crown Club Publishing, BMVWamer- 
Tamerlane Publishing, BMVUniversal Tunes, 

SESAC/Songs Of Universal. SESAC). HUWBM. RBH 95 

OCT_ 
25 

2008 

We A BOW (Universal Music -Z Songs. BMVThn In The 

Ground Publishing, ASCAP/Universal Music - Z Tunes. 

ASCAP/Sony/AN Harmoey. ASCAP/EMI April. ASCAP). 

HUWBM. H100 45 POP 36. RBH 16 

TAKE YOU DOWN (Songs Ql Universal. BMVCullure 
Beyond Ur Experience Publishing. BMVFirsl Avenue 

Music. PRSNniversal Music - MGB Songs, 
ASCAP /Demis Hot Songs. ASCAP/EMI April, 

Music ASCAP /Strange Motel Music 
ASCAP/Underdogs West Songs. ASCAP), HUWBM, 
RBH 30 

TE AMO (Not Listed) LT 46 
TEENAGE LOVE AFFAIR (tel low Productions. 

ASCAP/EMI April ASCAP/fouchyleelyy Music. 
ASCAP /Planule Experience Music. ASCAP/Uncle Bobby 
Mina BMI EMI R ackwood, BMI/SI ipe Music. BMI/Irv- 

TEN 

- 

TEN WITH A TWO '.511 harl. BM ki Slope. 
1"ÁI HL CS 56 

TEOUIERO n Angel A DE V1 LT 

TEQUILA ON ICE in The Saddle. ASCAP,Romanuc 
. "4il Mu Corporation, 
'. ,.OPI NLsic MBM,CS4? 

TE REGALO AMORES ASCAP ADS Mtag r,0 s nib 

,I cal Mambo. ASCAP) LT 

THAT'S A MAN 'awic. ASCAP/Steve Dale Jones. 

'SCAP5ogs Of The Sandorosa 

'sei Music - Careers, BMI(. HL'WBM, CS 

THIS IS ME ;Jell Disney Music Company. ASCAP) POP 

AT 

THUNDER '.11 April ASCAP/Martin Johnson Music. 

ASCHI 
TRADING PLACES i; -IV Music. ASCAPÆMI April, 

ASCAi .'-roily. BMLMiB Music 
ASCAP 7uöL Mi,.,it Pobhshing. ASCAP). HLJWBM, 

RBH 36 
TROUBADOUR (Ash Street. ASCAP/Big laud Shin Indus- 

tries. ASCAP/Big Moulage Music. ASCAPSonyy,ATV 
Cross Keys. ASCAP/Leslie Solcher. BMVSony"AN Tree, 

BMI). HL. CS 17, H100 77 
T -SHIRT (Andrew Frampton Music, BMVEMI Blackwood, 

BMVWayne Wilkins Music BMVMusic 01 Stage Three, 

BMI), HL H10044, POP 26 
TURN HEADS (Mo'Munie Publishing. ASCAP/Slide That 

Music. ASCAP/EMI April, ASCAP/Jarnall Willingham 
Publishing. ASCAP/WeFlii 10 Publishing, ASCAP/LT 
Moe Publishing, BMI) RBH 92 

OH HUH guiad Assassins ASCAP /Gravid Hustle 
lNR Music ASCAP/EMI April 

A AP Son SC 'Regr nasSo Music, 
80 

El. ULTIMO VALS AN Latin. BMI LT 45 
UNBEAUTIFUL Music Publishing BMVMara- 

tone',:_ - 41. g Publishing ASCAP) POP 

86 
UNBELIEVABLE (ANN MARIE) Beautiful Monkey Pub- 

Ist» 11 

UNTOUCHED sto ..ong. ;'AP /Cherry Lane, 

ASC 11 1 Music ASCAP /Ercalibur Productions 
relia PPryry. Ltd. APRA1 CLM HT, POP 100 

UP THRU ORE T SB Westsitte. ASCAP /Peaches Children 
API RBH 99 

VACATION ' nc.. BMVSo Inkredibles. 

J Music. BMUMollings Music. 
'' it i kwond BM!) HI RBH 60 

VIVA LA VIDA : 

w 
WAIVE ON A WOMAN 

MusicASCAPEnrat And Moo h'a i gyms 
Tamerlane Publishio , BMI), HL/WBM. CS 8: I-1100 59 

WAKE IT UP (Heavy On The Grind Entergamenl Publish- 
ing, BMVBih Grade Music Publishing. BMVEMI Black- 

wood, BM fall Music. ASCAP/Sony/AN Tunes, 

ASCAP/Deja Nu Publishing, BMI). HL POP 90 
WASSUP WIT DA COOKIES (50/50 Entertainment. 

BMVDirty Pool Music. ASCAP) RBH 81 

WHAT ABOUT NOW (EMI Blackwood. BMVBug. 
BMVr 206 Publishing. BMW Months 0) Shadows Pub- 
lishing, BMVDwigght Frye Music. BMVSmells Like Metal. 

SOCAN) HL/WBM. 6100 48: POP 30 
WHATCHA THINK ABOUT THAT (My Diet Starts Tomor- 

row, BMVSongs 01 Universal, BMUPeermusic. BMI/2412 
Songs. BMUDat Damn Dean, BMVMass Conk Sion. 

ASCAP/Universal Music Corporation, ASCAP/Universal 
Music - MGB Songs, ASCAP). HL/WBM. POP 72 

WHATEVER YOU LIKE Crown Club Publishing, 
BMVWamer-Tamerlane Publishing. BMVJimipub. 
BMVRicco Brine, Muzic, ASCAP/EMI Blackwood, OMIT. 

HUWBM, H100 2: POP 5. RBH 2 
WHATEVER YOU UKE (Crown Club Publishing, 

BMW,iarneriamerlane Publishing. BMVJimipub, 
BMVRicco Barrino Muzic. ASCAPÆMI, ASCAP/Mer- 
chandyyze, BMI). HUWBM, POP 67 

WHAT THEM GIRLS UKE (Ludacris Worldwide Publish- 
ing. ASCAP/EMI April. ASCAP/Team S Dot Publishing, 
BMVHitco Music. BMVSongs Of Windswept Pacific, 
BMVRodney Jerbos Productions BMVEMI Blackwood 
BMII, HLH10036:POP59.RBH23 

WHEN I GROW UP (EMI Blackwood, BMVRodney 
Jerkins Productions, BMVUniversal Music Corporation, 
ASCAP/TnT it losive Publishing, ASCAP/EMI. 
PRS/Glen r r Music Corporation. PBS). HUWBM, 
H100 56: POP 33 

WHEN I SAID I WOULD (Sony /AN Cross Keys, 
ASCAP/My Good Girl, ASCAP/Sony/AN Tunes, 

ASCAP/Sony Ranger. ASCAP/Songs GI Combustion 
Music. ASCAP/Music 01 Windswept. ASCAP/No Such 
Music, 500131. HL CS 49 

WHEN IT HURTS (Grirdlime. BMVSongs Of Universal. 
BMVAntonio Dixon's Muzìk, ASCAP/E D Duz II. BMVIrv- 
ing, BMWnderdg East Songs. BMVEMI April, ASCAP), 
HUWBM, RBH 40 

WILL I EVER (Lyle In Publishing, ASCAP/Sony/AN 
Tunes, ASCAP(. HL RBH 56 

WITHOUT YOU (Hinder Music. BMVHigh Buck Publish- 
ing. BMVEMI Blackwood. BMVWinkvine Publishing, 
BMVFirecrotch Publishing, BMI), HL H100 95. POP 62 

WOMAN (Universal Music - Z Tunes, ASCAP /Mods 
World. ASCAP/Sony/AN Tuns, ASCAP/Lile Print, 
ASCAP). HLJWBM. RBH 49 

WOMANIZER (Outsyder Entertainment Music Publishing, 
' "';!Ganieyme Music Publishing Group. ASCAP). 

'. '1 HI001,POP2 
WORDS (Bug Music. ASCAP/Soup Sandwich. 

s" Gold & Iran, ASCAP/WB Music ASCAPI WBM 

Y 
YOU LOOK GOOD IN MY SHIRT ,SoUnyy; 

NEZ 
AN Tree, 

HI 

YOUR BODY Süque Whoa Music. BMVTailor Made 
Musizk. I i' Street Flava Music. ASCAP) RBH 97 

YOU'RE EVERYTHING (2 Trill Enterprrises. ASCAP /4 

Blunt', 1 ' i ;nee, ASCAP/Sony/ATV Songs, 
BMI/ CrLI'ic, l'gill Publishing, ASCAP/Pemro Publishing. 
BMVSOh -N -The Water. BMVNoddfactor Publishing, 
BMVEMI April. ASCAPI. HL RBH 94 

YOU'RE GONNA GO FM, KID (Underachiever. BMI) 
11100 96 

YOU'RE THE ONLY ONE (India B. Music, BMVSongs Of 

Universal PolyGram International. BMVDemonte's Music 
Publishing, BMVParadise Forever Music. BMI) RBH 25 

Y QUE QUEDE CLABO (Not Listed) LT 11 
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CONNECT WITH THE MUSIC INDUSTRY'S MOST IMPORTANT DECISION MAKERS 

M R ICE I I) L AC E 
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 

REAL ESTATE 

Moving To Nashville? 
Call 

Grassland Real Estate 
pecialists in Studio's & Homes with Studio's 

Dark Horse Studio, Franklin,TN $3,999,000 

Bonagura Studio, Franklin, TN $1,599,000 

Robbie Calvo 
615- 305 -7539 

robbiecalvo @icomcast.net 

MelindaBarrington 
615-473-6113 

melinda_ barrington@c omcast.net 

HELP WANTED 

® PUBLICIST 
Victory Records is looking tor a savvy and creative individual 

to join its U.S. publicity department. This person would be 

responsible for using their existing and developing media 

relationships to expose our artists, corporate and other re- 

lated projects. Excellent writing, organizational, marketing. 

creative and social skills required. Candidate should have 

a lust for promotion, travel, a substantial list of contacts 

and relationships coupled with a hunger for creating media 

opportunities in print, the Internet, television etc. E-mail 

cover letter resume to work @victoryrecords.com. 
We have a competitive benefits package including health/ 

dental /lice insurance and 401N. At least four years previous 

publicity experience required. 

DIRECTOR OF 
¡mu i MUSIC PUBLISHING 

Another Victory Inc. is seeking a Director of Music 

Publishing. The ideal candidate will have a minimum of 

3 -5 years expertise in music publishing administration 

along with the ability to creatively and successfully ex- 

ploit our catalog and maximize copyright revenues with 

music supervisors. ad agencies etc. You should have 

an intense passion for the music /publishing business, 

a substantial list of contacts and relationships as well 

as a true entrepreneurial desire to be part of a growing 

and important part of our business. E -mail cover letter 

resume to: work @victoryrecords.com. We have 

a competitive benefits package including health /dental/ 

life insurance and 401K. 

Billboard Japanese Correspondent 
Bilboard, the pre- eminent international newsweekly and web destination for the 

music, video, digital, mobile, brand marketing, home entertainment industries and 

beyond, is looking for a Japanese correspondent to help drive its Asian news coverage. 

With significant experience within daily or weekly business publications, the ideal 

candidate will be a digitally savvy editor able to use exceptional reporting skills 
across all the Billboard- branded platforms. You will have a strong feel for and good 

contacts within the Japanese music industry, an in -depth knowledge of the current 
music scene and the ability to offer deep analysis of the business, using data and 
insight. Knowledge of the wider Asian music biz will be an advantage. 

Please send a resume, some examples of your published work and three ideas for 
Japanese stories in Billboard to: Mark Sutherland, International Bureau Chief, at 
m sutherland@eu. bi l l boa rd.com 

ALSO HIRING: ASIAN CORRESPONDENTS 
We are also looking for freelance correspondents across Asia to help develop our cover- 
age of the music business across the region. Please send details of your experience, 
some examples of your published work and three Billboard story ideas for your territory 
to: Mark Sutherland, International Bureau Chief, at msutherland @eu.bitlboard.com 

BILLBOARD'S DECEMBER 20TH EDITION 
THE YEAR IN MUSIC & TOURING 2008 

IS A DON'T MISS ISSUE FOR SURE!!! 

ISSUE DATE - DECEMBER 20TH 
DEADLINE - DECEMBER 9TH 

READY - GET SET - CALL JEFF 1 -800- 223 -7524 
RESERVE YOUR SPOT TODAY!! 

jserrette a billboard.com 
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MUSIC 
MERCHANDISE 

BUY DIRECT AND SAVE! 
While other people are raising their prices, we 
are slashing ours. CD's. LP's, Books, Cassettes 
as low as 50 cents. Your choice from the most 
extensive listings available. 

For free catalog call (609) 890 -6000. 
Fax (609) 890 -0247 or write 

Scorpio Music, Inc. 
P.O.Box A Trenton. N.J. 08691 -0020 

email: scorpiomus @aol.com 

CALL US TODAY 
AND ASK ABOUT THE 

BILLBOARD CLASSIFIEDS 
INTRODUCTORY OFFER 

FOR NEW ADVERTISERS! 
Call 1- 800 -223 -7524 or 

jserrette @billboard.com 

PROFESSIONAL SERVICES 

READY TO RECORD? HOW 
ABOUT SOME HELP? 

Contact us today 
and we'll send 
you your FREE 

i, that's full 
of great recording 
tips and tricks. 

lesa) 677 -79U 
www.dbcasake/s.cadbb 

DISC MAKERS' 

DUPLICATION/ 
REPLICATION 

CO /OVD T- SHIRTS /APPAREL STICKERS /POSTERS 

C'RYSTALCLEARy® 
OBG Prlee B AP1AYfl 

L.,' cos WHITE 
ONLY ONLY 

999! $99! 
nausnoO SPERM FOR OVER acuto" TOLL R114M-WN13 

ONLINE SAtES iTUNES DISTRIBUTION WWW.tRtSTAttLEARttS.tAM 

tangerineMASTERING.com 
Grammy winning CD mastering 
- ontime - with original ABBEY 
ROAD analog & state of the art 

DIGITAL MASTERING 
201 -865 -1000 

I 
BflCKITflG( 
FAS. -1J O N 

Worldwide Distributors of Licensed: 

ROCK & NOVELTY T- SHIRTS, 

STICKERS, PATCHES, FLAGS & MORE! 

Check out our website catalog: 

www.backstage-fashion.com 

or call for a free price list /flyer (dealers only): 

800 -644 -ROCK 
(outside the U.S. - 928 -443 -0100) 

41110CLASSIEIEDS.COM 
YOer onitne source for everything 

rnusicl. 

FREE Music 
Classifieds! 

find 
6 

J 

fr! A BAND 

INSTRUMENTS 

EMPLOYMENT 

AN AGENT 

COLLECTIBLES 

_.._...:Attach 

, photos. video. 

` & audio to i 
your ads' 

If you're involved with musi 

you have to know about this 

Your source for everything music' 

A WNW MAMA /YWIU/N.i'MM. 
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Send submissions to: exec @billboard.com 

RECORD COMPANIES: Sony BMG Music Entertainment names 

Dennis Kooker executive VP of operations /GM of global dig- 
ital business and U.S. sales. He was executive VP of opera- 
tions for the global digital business and U.S. sales division. 

Warrior Records in Los Angeles elevates Rande Volpert 
to VP. He was director of marketing. 

Sony BMG Nashville promotes Cary Ryan to senior direc- 
tor of production. He was director. 

PUBLISHING: Ole appoints Gary Calderone VP of adminis- 
tration. He was VP of royalties and income tracking at Univer- 
sal Music /BMG Music Publishing. 

TOURING: Fleming Artists appoints Jim Fleming chairman 
and promotes Adam Bauer to president and Susie Giang to VP. 

Fleming was president, Bauer was VP, and Giang was an agent. 

MEDIA: Fuse names Ed Russo VP of network operations. He 

was VP of postproduction at Lifetime. 

RADIO: Radio Disney taps Phil Guerini as VP of marketing. He 

was executive director of broadcast and strategic market- 
ing at Walt Disney Records. 

RELATED FIELDS: Marketing agency Momentum names Joe 
DiMuro executive VP of music and entertainment. He was 
executive VP /GM of Sony BMG Strategic Marketing Group. 

EverGreen Copyrights names Manny Lorenzo senior di- 
rector of film, TV and videogames. He was director of music 
licensing and marketing at Razor & Tie Entertainment. 

Licensing consulting company RightsFlow ups Matt Irvin 
to senior manager of licensing. He was project manager. 

VH1 Savethe Music Foundation names Jessica Eckerdirec- 
tor of development. She held the same title at the Greater New 
York Chapter of the Crohn's & Colitis Foundation of America. 

-Edited by Mitchell Peters 

SavuuWORICS 
LANG LANG READIES NEW FOUNDATION 
Lang Lang wants to provide the next generation of young clas- 
sical musicians with the same opportunities he had growing 
up in China. 

"Through the years, I've had so much support from my 
teachers," the 26- year -old Chinese pianist says. "And they never 
asked me for a penny. So I'd like to do the same thing." 

As such, the musician will launch the Lang Lang Interna- 
tional Music Foundation Oct. 20 during a free concert at Town 
Hall in New York. Along with Lang, the concert will feature 
three child musicians who were selected based on short 
YouTube performance videos. 

As part of the event, hosted by the Recording Academy and 
sponsored by the Starkey Hearing Foundation, Lang will be 
named the academy's Grammy cultural ambassador to China. 

Lang's desire to launch his own foundation came in 2004 after 
being appointed the international goodwill ambassador to the 
United Nations Children's Fund. "I went to Africa for the first 
trip to see the kids there, and it was an overwhelming eye- opener," 
he says. "After that, I believed that music can change people." 

The foundation will aim to support and raise awareness 
for educational programs in schools and award young clas- 
sical musicians with scholarships. Earlier this year, the pi- 
anist raised $3.4 million for earthquake victims in China's 
Sichuan province. -Mitchell Peters 

BAC KBIEM 

Prior to his Q &A, Marco Antonio Solis and executives from Fonovisa and Universal Music Latin Entertainment pose in front of a blowup of 
Billboard's Oct. 11 issue, which featured Solis on the cover. From left: Fonovisa director of A &P, and marketing /Mexico Antonio Silva, Fonovisa 
Records VP of marketing and promotion Alberto Castillo, UMLE chairman /CEO of Latin America /Iberian Peninsula Jesus Lopez, Solis, Billboard 
executive director of content and programming fcr Latin music and enterta nment Leila Cobo, UMLE /Fonovisa /Disa Records president Gustavo 
Lopez, Universal Music Mexico /Central America president Victor Gonzales. Fonovisa Records director of promotion Miguel Torres and Fonovisa 
Records product manager Sara Eva Perez. 
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ASCAP sponsored the "Machos Pero Sensibles" panel with top regional Mexican acts. From left: 
Singer Tony Meléndez, Billboard Latin correspondent Ayala Ben - Yehuda, Los Cuates de Sinaloa's 
Gabriel Berrellaza, Billboard executive director of content and programming for Latin music and 
entertainment Leila Cobo, Los Razos' Reynaldo Sanabia, ASCAP senior VP of Latin membership 
Alexandra Lioutikoff. Los Inquietos del Norte's José and Felipe Meza, and Los Cuates de Sinaloa's 
Nano Berrelleza. 

Billboard's third annual Regional Mex- 

ican Music Summit ended with an ex- 

clusive interview with Marco Antonio 
Solis. The Q &A capped the three -day 
summit, held Oct. 6 -8 at the Wilshire 
Grand Hotel in Los Angeles. Regional 
Mexican music is the top -selling Latin 
genre in the United States. Highlights 
included two nights of performance 
showcases. Sponsors for this year's 
summit, attended by approximately 
500 people, included SESAC Latina, 
BMI, ASCAP, the Recording Academy, 
the Latin Recording Academy, Pre- 

vost, Grupo Latino de Radio and Latin 
Power MUSIC. PHOTOS: COURTESY OF 

A. TURNER ARCHIVES /BILLBOARD 
continued on page 54 

"Do You Hear What They Hear ?" That was the question asked of 
top Latin radio programmers during the session sponsored by 
Grupo Latino de Radio. From left: Moderator Rogelio Alpizar, Maximizing revenue was the topic of "Getting Your Money's Worth." From left: FAR 
West Coast promotions supervisor of ASL Music; Luna Corn- Music /DBGIC Management president /CEO Alan E. Baxter, Latin Power Music president 
munications /La Maquina Musical Radio Network VP of program- Pepe Serrano, Billboard executive director of content and programming for Latin music 
ming Yesenia De Luna; KBUE (La Que Buena) Lcs Angeles PD and entertainment Leila Cobo, Representaciones Artisticas Apodaca president /CEO 
Pepe Garza; and GLR programming director Jim y Perez. Oscar Flores and attorney Anthony López. 

CITY OF HOPE 
Universal Music Group chairman /CEO 
Doug Morris received City of Hope's Spirit 
of Life Award Oct. 15 in Santa Monica, 
Calif. It was the culmination of a record - 
setting $10 million fund -raising campaign 
for the cancer research and :reatment 
center. Morris was feted by a lineup of 15 
art sts including Mariah Carey, Rihanna, 
Michael McDonald and Lionel Richie. 
Geffen chairman Ron Fair backed the 
performers as conductor of the Universal 
Orchestra. "I toured City of Hope last 
mcnth," Morris said, "and I was deeply 
affected by their accomplishments." Of the 
$10 million raised, $1 million came from 
Mcrris and his family. LEFT AND TOP RIGHT 

PHOTOS: LESTER COHEN /WIREIMAGE.COM, COURTESY OF 

UNIVERSAL MUSIC GROUP; BOTTOM RIGHT PHOTO: JEFFREY 

MAVER/WIREIMAGE.COM, COURTESY OF UNIVERSAL MUSIC 

GROUP 

LEFT: Rlhanna performs "Where Did Our 
Love Go ?" as part of the DOJg Morris 
Motown Revue, in tribute to Morris and the 
50th anniversary of the founding of 
Motown. 
TOP RIGHT: From left, Apple CEO Steve 
Jobs, Doug Morris and Universal Music 
Group president /COO Zach Horowitz. "The 
economy may be shrinking, but your hearts 
are as big as ever." Horowitz told attendees 
BOTTOM RIGHT: From left, lnterscope 
Geffen A &M chairman Jimmy lovine, Doug 
Morris and William attend the fete; lovine 
introduced Morris, lauding him for his stand 
against artist censorship. "Doug did what 
he thought was the right thing to do, and 
he took it on the chin for it." 
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EDITED BY KRISTINA TUNZI 

"Mastering Mobile" discussed the ins and outs of the mobile industry. 
From left: Billboard editorial director Bill Werde, who moderated; 
peermusic publishing creative director for the West Coast and 
Mexico Ivonne Gómez; the Orchard mobile marketing manager 
Nathan Thompson; and Universal Music Latin Entertainment VP of 
digital Skander Goucha. Los Bohemios de Sinaloa 

The Harry Fox Agency sponsored a panel and lunch on licens ng 
and royalties. From left: Nacional Records VP of business affa rs 
and media relations Josh Norek, Harry Fox Agency senior Latin 
licensing agent Cristal Downing, Universal Music Latin Enter- 
tainment /Fonovisa royalties coordinator Jose Angel Echeverría, 
Sony /ATV Music Publish ng senior creative director Claribel 
Cuevas and peermusic publishing senior director of copyright 

med at the conference's opening showcase. and licensing Elias Andrade. 
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Duranguense band Patrulla 81 performed at a packed Promotores Unidos 
showcase that featured some of the best in the genre. 

How do you market Latin music online? Our panel of experts included, from left 
DBC Entertainment VP /GM Gabriel Fregoso, Independent Online D stribution 
Alliance content manager for Latin /South America Erol Cichowski, Sony BMG 
Latin VP of digital business Lorenzo Braun, Luis Silva of independent market- 
ing /promotion firm One Man Show, mun2 digital liaison of talent and artist rela- 
tions Hans Schafer and Univision.com VP /GM Bruno Lopez, who moderated. 

Dynamic act Grupo Yahari performed at the Happy Hour show- 
case, which also featured performances by Los Felinos de la 
Noche, Los Unicos y Auténticos Cadetes de Linares, Brandor de 
Sinaloa, Nadia, Violeta Martin and Giovanny Ayala. 

Bileaed Mad 

Veteran promoters took the stand at the "Taking It on the Road" panel, sponsored 
by Prevost. From left: Aragon Entertainment Center /Promotores Unidos president 
Ivan Fernandez; AEG Live /Goldenvoice VP of Latin talent Rebeca Leon, who mod- 
erated; Conjunto Primavera manager Jesús Guillén; Latin Event CEO Lázaro Megret; Executives from the Recording Academy and the Latin Recording 
and David Chavez, LatinPointe CEO and executive producer of the ALMA Awards, Academy explained the Grammy and Latin Grammy process dur - 
Premios Deportes and Tejano Music National Convention. ing the round -table sessions. 

Sponsorships and partners were discussed at the "How tc 
Benefit From the Right Partnership" panel. From left: Marquez 
Brothers Entertainment GM Tim Luce, Conill /Los Angeles direc- 
tor of events Elizabeth Sanchez, Billboard Latin correspondent 
Ayala Ben- Yehuda, US Marketing /Chicago president Jim Bilello, 
Conill /Los Angeles VP of strategic planning /director Laura 
Semple and Fire Advertainment USA CEO /creative director 
Christian Reslen. 

Songwriters spoke about their creative process and performed live during BMI's "How I Wrote That Song" panel. Standirg, from left: 
Songwriter Armando Bañuelos; BMI associate director of Latin music Marissa Lopez; Akwid's Francisco Gomez; songwr ter Roberto 
Tapia; Akwid's Sergio Gomez; Tucanes de Tijuana's Gustavo "Chito" Labrada, Alfredo Gonzalez and Mario Quintero; BMI VP of 
Latin music Delia Orjuela; and Tucanes de Tijuana's Mario Moreno and Clemente Flores. Kneeling in front, from left: Songwriter 
Ismael Gallegos. Billboard executive director of content and programming for Latin music and entertainment Leila Cobo and 
Tucanes de Tijuana's David Servin. 

"Building Buzz Through Social Networking Sites" was a key panel at the confe-ence. 
From left: Terra Networks executive director of programming Angel Sepulveda, 
who moderated; Univision.com VP /GM Bruno Lopez; Bi lboard executive director 
of content and programming for Latin music and entertainment Leila Cobo; In Style 
Software principal Diego Prusky; hi5 director of corporate communications Adriana 
Gascoigne; and MySpace Latino VP of sales Manny Miravete. 

s Copyright 2008 by Nielsen Business Media, Inc. All rights reserved. No part of this publication may be reproduced, stored in any retrieval system or transmitted, in any form or by any means. electronic, mechanical. photocopying, recording or otherwise, without the prior wetten permission of the publisher. BILLBOARD MAGAZINE 
(ISSN 0006-2510 USPS 056 -100) is published weekly except for the first week in January, by Nielsen Business Media, Inc., 770 Broadway, New York, N.Y.10003 -9595. Subscription rate: annual rate, Continental U.S. $299.00. Continental Europe 229 pounds. Billboard, Tower House, Sovereign Park, Market Harborough, Leicestershire, 
England LE16 9EF. Registered as a newspaper at the British Post Office. Japan 109,000 yen. Periodicals postage paid M New York, N.Y., and at additional mailing offices. Postmaster: Noose send changes of address to Billboard, P.O. Box 3595, Northbrook, IL 60065 -3595. Current and back copies of Billboard are available on micro+ilm 
front Kraus Microform, Route 100, Millwood, N.Y.10546 or Xerox University Microfilms, P.O. Box 1346, Ann Arbor, MI 48106. For reprints contact: Doug Kline, BB. otheVGSgroup.com, 1 -8.)0 -290 -5460, ext.133. Under Canadian Publication Mail Agreement No. 40031729 return undeliverable Canadian addresses to DHL Global Mail, 7496 
Bath Rd K2, Mississauga, ON L4T 1L2. Vo1.120 itoue 43. Printed in the U.S.A. For group subscription information, call 646- 654 -5863. For subscription information, call 800 -658 -8372 (ou -side U.S.:847 -559 -7531) ore -ma I billboard.o espcomp.com. For any other information, call 646 -654 -4400. 
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Billboard Live OS 
. 

A 
Herbis Plaza Ent B2, 2 -2 -22, Umeda, Kita -ku, 
Osaka, 530 -0001 +81 (6) 6342 -7722 

Billboard Live TOKYO 
4F Garden Terrace, Tokyo Midtown 9 -7 -4, Akasaka, Minato -ku, 
Tokyo, 107 -0052 +81 (3) 3405 -1133 

Billboard Live FUKUOKA 
DADA B1d.B1, 2 -7 -6, Tenjin,Cyuo -ku, 
Fukuoka, 810 -0001 +81 (92) 715-6666 

B 
OSAKA +! FUKUOKA TOKYO 

Elliot Yamin whose debut album on an independent label hit 

the biggest record in Sound Scan history 

joined us to celebrate 1st anniversary of Billboard Live Japan. 

' His breathtaking voice touched house full crowd's soul. 

August 28,30,3' ,2008 Billboard Live Tokyo 

November -December 2008 Show Schedule 
Tokyo Osaka 

An Evening with Kenny 'Babyface' Edmonds Unplugged Nov.3- 8(5off) 
Bernard Purdie & Chuck Rainey All Stars 
Nils Petter Molvaer 

Keiko Lee 

Fukuoka 
Nov.10- 15(12off) Nov.17 

Nov.8 Nov.10-11 Nov.6 

Nov.12-13 

Nov.15-16 Nov.18-19 Nov.5-6 
Linda Lew s 

David T. Walker 

Shakatak 

Nov.18-19 Nov.17 
Nov.21-22 Nov.24-25 
Nov.24-25 Nov.21-22 

Nov.19-20 

Nov.26-27 
Juana Molina 
Priscilla Ahn 

Lisa Loeb 

Mario 

Nov.27-28 

Nov.29-30 Nov.27 

Dec.3-4 

Dec.6-7 

Dec.1 

Dec.9 

Dec.2 
Nov.29 

Lisa Loeb Mario Priscilla Ahn 

111..,0 

Ws" in 
COURTS MR 

Booking Contact 
Billboard Live Japan 

5505 Wilshire Blvd, suite 700, Los Angeles, CA 90036 
Te1:323- 525 -2212 fax:323- 525 -2273 
Email: billboardlivejapan @gmail.com 
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Fame is fleeting. 
Make sure your money isn't. 
The music business is full of highs and lows. Which is why you need a dedicated financial partner with the 

expertise to help meet your needs now and in the future. For years, SunTrust has worked with artists, producers, 

and industry executives to create customized solutions that will help manage and preserve wealth. We can 

help find ways to manage royalty income, advise on the sale of your catalog of music, or simply diversify your 

investment portfolio. 

For financial expertise that's in tune with your needs, visit suntrust.com /music, or call: Thomas Carroll, Senior 

Vice President, Sports and Entertainment Specialty Group, SunTrust Investment Services, Inc. at 404.724.3477. 

Royalty and Catalog Lending Financial Planning Retirement Planning Investment Management 

11"/ 
SUNTRUST 
Seeing beyond money 

Securities and Insurance Products and Services: Are not,FDIC or any other Government Agency Insured Are not Bank Guaranteed May Lose Value 

SunTrust Sports and Entertainment Specialty Group is a marketing name used by SunTrust Banks, Inc., and the following affi fates: Banking and trust products and services are provided by SunTrust Bank. 

Securities, insurance and other investment products and services are offered by SunTrust Investment Services, Inc., an SEC regisered investment adviser and broker /dealer affiliate of SunTrust Banks, In :., and 

a member of FINRA and SIPC. Insurance products and services are offered by SunTrust Insurance Services, Inc., a licensed insurance agency. 

©2008 SunTrust Banks, Inc. SunTrust and Seeing beyond money are federally registered service marks of SunTrust Banks, Inc. Nkt 72408 
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