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Billboard

A Call ForConcert
Conservatism

American Politics Have Taken A Liberal Turn, But For

The Touring Industry, It’s Time To Play It Safe

The concert business has been remark-
ably resilient in the face of an incipient
recession economy, but it’s not invinci-
ble. Hundreds of thousands of people
have lost jobs who were employed when
2008 began. Many of them want to go to
concerts. The industry needs them at con-
certs. But they have to eat, too. So now’s
the time to make tickets more affordable.
That means bookers may have to lower
their expectations about what their acts
can earn. That's just smart business.

Touring has become the driving force
ofthe music business by putting the cus-
tomer first. Aside from increased conces-
sions and ticket prices, almost every major
development in live music in the past
decade has been designed for fans. More
convenient ticketing, better food, easier
parking, nicer venues—all of these devel-
opments are about improving the con-
cert experience for fans. These days,
“direct to fan” has become a catchphrase.
Some executives seem to translate “direct
to fan” as “upselling.” But if businesses
want to reach fans in 2009, they’d better
offer them a bargain.

The digital age has brought many effi-
cient and exciting ways to reach people
who love music. The best of these—the
ones that work-—offer something special.
We know fans love a heads-up from Bon-
naroo when there’s a lineup announce-
ment. We know fans love an e-blast from
Ticketmaster that tells them Dierks Bent-
ley is coming to their town. We know—
and StubHub knows—that hardcore fans
will pay a significant premium to get a
seat in the first 10 rows. And we know
parents will move heaven and earth to cop
a Miley Cyrus ticket for their kids.

But sometimes moving heaven and
earthisnotenough. Inits rapid, technol-
ogy-driven efforts toward improving cus-
tomer service, the concert industry has
lost some of its fairness. Back in the day,
ifyoudidn’thave a connection—and most
of us didn’t—you had to line up, or even
camp out, to get good seats for Pink Floyd.
Those who were willing to put in the time
and effort had a shot, and the ticket price
was fair.

In today’s market, many tickets sim-
ply aren’t available initially, and they get
priced out of reach on the secondary mar-
ket. Sanity and control is coming to this
market, gradually, driven by the primary
stakeholders. The industry has and will
continue to embrace the secondary mar-

ket. But fully realizing its potential will
require cooperation that just doesn’t exist
right now—but will arrive if the industry
continues to dance with who brought it:
the fan. When secondary revenue is avail-
able, artists and managers can’t justlook

® O
Now’s the time
to make tickets

more affordable.
That means
bookers may
have to
lower their
expectations
about what acts
can earn.

at it as a gold strike. And profiteers who
buy up hundreds of tickets by any means
necessary need to realize that they're
going to be on the hook for tickets they
can’t move at higher prices. Just as savvy
consumers have learned that they can find
tickets online whenever they want, they’re
learning that there’s often a fire sale as

showtime approaches.

In the concert industry, what's good
for the fan has generally been good for
the business. And the concert business
is nothing if not adaptable, finding cre-
ative pricing strategies to deal with its no-
toriously thin profit margins. Live
Nation’s three-for-the-price-of-four lawn
pack improves attendance and sells more
beer in the process. C3 very publicly re-
moved service charges from Lollapalooza
tickets. Goldenvoice’s Stagecoach festi-
val is now offering layaway tickets, which
is brilliant marketing. And Ticketmaster
recently said it would “experiment” with
eliminating service charges for some Ea-
gles shows. Even if said fees, which are
usually split with venues, are rolled into
ticket prices (and Ticketmaster’s stance
that the move is “revenue-neutral” indi-
cates they will be), they may be less likely
toinfuriate fans who see them as add-ons
to their credit card bills.

The concert business needs to show
more of this adaptability in the months
to come. If you're planning a band’s first
arena tour, think about scaling back pro-
duction plans or playing a run of theaters
first. Underplaying and underpricing are
the best strategies right now.

This may not be conservative at all—
just correct. oee
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Do you think music stars’ support helped elect Barack Obama?
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THE

LATEST

>>>BEST BUY
CUTS
FORECAST
Best Buy slashed its
profit forecast, the
latest sign that the
deepening economic
crisis may bring a
bleak holiday
season. Best Buy’s
warning comes just
two days after
smaller rival Circuit
City filed for
bankruptcy. Best
Buy said it now
expects full-year
earnings of $2.30 to
$2.90 per share,
down from a prior
view of $3.25 to
$3.40. Analysts, on
average, had
expected $3.03,
according to Reuters
estimates.

>>>WAL-MART
REPORTS
BETTER-THAN-
EXPECTED
PROFIT

Wal-Mart Stores
reported better-
than-expected
quarterly profit as
shoppers seeking
relief from
deteriorating
economic
conditions scoured
its aisles for
discounts. The
retailer reported net
income of $3.1
bittion for the third
quarter ended Oct.
31, up from $2.9
billion a year earlier.
The company said
earnings from
continuing
operations were 77
cents per share; the
forecast was for 73
cents to 76 cents per
share.

>>>SONY CEO
SIGNS NEW
DEAL

As it prepares to be
officially renamed
Sony Music
Entertainment in
early 2009, the major
has signed Rolf
Schmidt-Holtz to
continue as CEO with
anew three-year
contract. New York-
based Schmidt-Holtz
was chairman of
Sony BMG starting in
August 2004 and
was appointed CEO
in February 2006.
Since 2001, he had
run BMG as
chairman/CEO.

— —_——

TV TO THE RESCUE

POLiTlcs j B ANTONY BRUNO

MANAGING CHANGE

DARE TO DREAM

The Boss and the
Prez: BRUCE
SPRINGSTEEN and
BARACK OBAMA

Who WillBe Obama’s
Copyright Czar?

Could The Right Presidential Appointee Help Save The Music?

From Bruce Springsteen to Stevie Won-
der, plenty of musicians supported
President-elect Barack Obama. Now
music executives are wondering what
kind of support they’ll see from the
Obama administration.

Soon afteran inauguration that Wash-
ington, D.C., insiders are speculating
could be the musical events of the year,
Obama will officially name a copyright
czar—one of the most important deci-
sions he’ll make, as far as the music busi-
ness is concerned.

That position—officially known by
the less glamorous-sounding title of in-
tellectual property enforcement coordi-
nator—was created by the Prioritizing
Resources and Organization for Intel-
lectual Property Act, signed in mid-Oc-
tober. The law is aimed at coordinating
the anti-piracy efforts of such disparate
agencies as the Department of Justice,

the Patent and Trademark Office and the
U.S. Trade Representative.

While more urgent positions, like
Treasury Secretary, are likely to push
back the decision until after Obama takes
office Jan. 30, speculation has already
begun around who could—and should

-get the job.

Music executives want a candidate
with experience working with govern-
ment, expertise in copyright law and-
perhaps mostimportant—appreciation
for the importance of intellectual prop-
erty. The name most commonly men-
tioned at this point is Hal Ponder, director
of government relations at the Ameri-
can Federation of Musicians and the for-
mer director of policy for the AFL-CIO
Department for Professional Employ-
ees. While Ponder says that he hasn’'t had
direct conversations with Obama’s tran-
sition team, he says, “it'sajob that would

www americanradiohistorv. com

be very interesting.

The music industry’s first choice is
probably Michele Ballantyne, senior VP
of federal government and industry re-
lations for the RIAA. She has impres-
sive connections among Democrats: She
was the general counsel for former Sen-
ate minority leader Tom Daschle, D-S.D.,
and a special counselor to former Clin-
ton chief of staff John Podesta, who is
leading Obama’s transition team.

Another name in the mix is George
Mason law professor Victoria Espinel,
who held several positions in the U.S.
Trade Representative’s office. And
rounding out the shortlist is a name fa-
miliar to Nashville veterans: Bill Ivey,
former head of the Country Music Foun-
dation, the National Endowment for the
Arts and the Recording Academy. He's
currently at Vanderbilt University, but
he’s working with Obama’s transition

THE BILLBOARD Q&A

27

team on cultural agency appointments.

Whoever Obama appoints can expect
scrutiny from the content and technol-
ogy industries. While ostensibly a coor-
dinating position. the copyright czar job
could easily expand to include advising
the president.

Naturally, the technology industry
where Obama has many supporters
would like someone in that role who has
amore liberal definition of fair use. And
Obama has also talked of creating a post
for an official chief technology officer,
who would presumably favor that as well.

Obama’s list of technology gurus in-
cludes former |AC/InterActive executive
Julius Genachowski, Google CEO Eric
Schmidt and Google head of global de-
velopment initiatives Sonal Shah. Stan-
ford law professor Lawrence Lessig, a
vocal advocate of radically reduced copy-
right restrictions, served as a technology
adviser to Obama’s primary campaign
but hasn’t held an advisory role since.

“There is some concern in the copy-
right community about people who have
been involved in the tech side of this
campaign,” says Recording Academy VP
of government relations Daryl Friedman.
“It’s probably an overblown concern. We
think he will be balanced.

Of course. the content industry also
has strong allies in Vice President-elect
Joseph Biden—a well-established sup-
porter of copyright enforcement (Bill-
board, Nov. 1)—and Podesta, who before
his stint in the Clinton White House
served as chief minority counsel for the
Senate Judiciary Subcommittee on
Patents, Copyrights and Trademarks.

Although Obama s barring lobbyists
from taking policy positions in his ad-
ministration, that restriction might not
apply to the position of copyright czar.

“This is not the Secretary of the Trea-
sury here,” says RIAA executive VP of
government and industry relations Mitch
Glazier. “I don’t know that the lobbying
piece is as relevant to these types of po-
sitions. My guess is they’ll be looking
for a person with the right combination
of traits and experience who would get
a broad consensus. .

. MOBILE: For 24/7 news and analy-
b'z sis on your cell phone or mobile
1 device, go to: mobile.billboard.biz.
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>>>FEE DROP
EXPERIMENT FOR
TICKETMASTER

Ticketmaster
Entertainment
president and
Ticketmaster CEO Sean
Moriarty said during a
conference call with
investors that the
company is beginning
to experiment with
“eliminating add-on
fees” for ticket
purchases. The first act
to test the concept is
the Eagles. A statement
on Ticketmaster.com
for the Eagles’ Jan. 17
concert at North
Carolina’s Greensboro
Coliseum Complex
reads: “This is a no-fee
event! The price you
see is the price you pay.
No convenience fee. No
order processing fee.
No delivery fee if you
choose to print tickets
at home.” Tickets range
from $60 to $100.

>>>JOEL, JOHN
TEAM FOR TOUR
Billy Joel and Elton
John will reprise their
wildly successful co-
headlining concerts
beginning next March.
John confirmed the
duo would work again
together Nov. 11 on
“The View,” adding that
they could be on the
road for “at least” two
years. But sources say
the extent of the
pairing is still being
determined. At first,
Joel and John will play
“select cities” in March
and May. Details of
initial on-sales will be
announced soon.

>>>SIRIUS XM
INTEGRATES
PROGRAMMING
Sirius XM Satellite
Radio updated its
channel lineup Nov. 12
as part of the recent
merger between the
two companies, which
has meant a
consolidation of
duplicate channels and
a slew of layoffs.
Specific times and
exact channel numbers
for the new lineups of
Sirius and XM can be
found at sirius.com/
newlineup and xmradio
.com/newlineup.

(olo V"N A BY KEN TUCKER

NASHVI

STARS

Will The CMA Awards
Save A Grim Year
For Country?

The annual Country Music Assn. (CMA)
Awards are billed as “country music’s
biggest night,” but they also serve toin-
troduce the all-important Christmas sell-
ing season.

The fourth quarter accounts for 40%
of country music sales, many of which
occur at major retailers stuffed with
holiday traffic. Big-box stores repre-
sent 70% of physical sales of country
music, which in turn account for 95%
of the genre’s business, according to
Nielsen SoundScan.

But will Nashville have a prosperous
holiday season? So far this year, (through
Nov. 2) country sales are down about
20% (to 43 million) compared with the
same period in 2007. By comparison,
overall album sales were down 12.6%

year to date. Country music’s share of

the market has slipped to 10.4%, down
from 11.5% last year and 12.7% two
years ago, according to SoundScan.

Which means that this year
Nashville needs the TV exposure pro-
vided by the CMA Awards more than
ever. It will almost certainly get some
help: Last year’s show boosted coun-
try album sales by 24%.

The biggest increases usually go to the
artists who are onstage for the most time.

“Performances are the biggest sales driver
on the show,” sales and marketing con-
sultant Neal Spielberg says. Buthow long
the album has been outisalsoa factor: “If
everyone’s bought it by now, you'll have a
smallerimpact.” And he adds that the cur-
rent state of the economy means “there
are norules.”

Of course, winningawards is also im-
portant. “If somebody has a big sweep
of the night, that’s huge,” Spielberg says.

This year the three-hour show in-
cluded 21 performances, a number of
which featured singles from third- or
fourth-quarter projects. Co-host Brad
Paisley opened the show with “Start a
Band,” a duet with Keith Urban, and later
performed “Waitin’ On a Woman,” which
isalsoon his current release, “Play.” That
album sold 54,000 units in its first week,
according to Nielsen SoundScan, to debut
at No. 1 on Billboard’s Top Country
Album chart. He also picked up male vo-

BY RAY WADDELL

Going Solo

The FirmY’s Kwatinetz Strikes Out On His Own

The recent departure of co-founder/
CEO Jeff Kwatinetz from management
agency the Firm could signal the end
of the once-trailblazing company.

Kwatinetz’s exit in early November
fromthe agency he co-foundedin1997
came on the heels of the damaging de-
partures of managers Rick Yorn and
Yorn’s ex-sister-in-law Julie Yorn, who
left the Firm Oct. 19 to start a new com-
pany. The subseguent exits of president
David Baram and managers Jennifer
Killoran and Constance Schwartz meant
that the Firm had lost clients represent-
ing the majority of its business.

Kwatinetz is taking a number of those
acts, including Korn and Jane’s Addic-
tion, to form a new company. The Firm
senior VP of music Peter Katsis has also
left to join Kwatinetz’s new venture.
Kwatinetz and Katsis couldn’t be
reached for comment.

It has been a remarkable fall from

6 BILLBOARD

grace for Kwatinetz, who co-founded
the Firm with partner Michael Green
and presided over its emergence as one
of entertainment’s hottest agencies.

By brokering complex, multirights
deals for his clients, Kwatinetz
developed a reputation as a
management visionary. He
played a key role in sealing
groundbreaking deals for
Korn under which EMI in-
vested $25 million upfront
for an estimated 30% stake in
Korn’s overall business (Billboard,
Oct.30,2004) and Live Nation report-
edly invested about $3 million in ex-
change for 6% of Korn’s box office, li-
censing, publishing, merchandising and
CDsales (Billboard, Jan. 21,2006). The
partnerships were key precursors to the
360 deals of today.

When Kwatinetz and Green started
the Firm, they did so with a roster
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calist and video of the year honors.

Taylor Swift-—whose Nov. 11 release
“Fearless” is on track to sell 600,000 in
its first week—turned in an over-the-top
performance of her current No. 1 air-
play single, “Love Story.” If expectations
are realized, it will be the best first week
on the country charts in more than a
year. Whether 18-year-old Swift, who
will try to take her act global in 2009, can
provide the crossover appeal of a Garth
Brooks or Shania Twain and boost
album sales remains to be seen.

Other performers included entertainer
of the year Kenny Chesney, who was
joined onstage by the Wailers for “Every-
body Wants to Go to Heaven,” his recent

d.
Cphtry’s bi

ght: KENNY
CHE ; inset;
BRAD PAISLE
KEIT!

(left)
URBAN|
1 1Al

No. 1 from “Lucky Old Sun,” which ar-
rived Oct. 14: Kellie Pickler, who per-
formed “Best Days of Your Life” from her
Sept. 30 self-titled album; and former
Hootie & the Blowfish frontman Darius
Rucker, who sang “Don’t Think | Don’t
Think About 1t” from the countryalbum
he released Sept. 16, “Learn to Live.

The show, which was held at Nash-
ville’s Sommet Center, nabbed an 8.8
rating/14 share overnight rating, accord-
ing to Nielsen Media Research, and won
the night for ABC. The results were on
par with the show’s 2007 telecast.

Additional reporting by Mediaweek
columnist Marc Berman.

erform.

heavy on music, representing acts in-
cluding Korn, Limp Bizkit, Staind and
Ice Cube. Green left in 2001 and now
runs another growing management
company, the Collective.

The year after Green’s departure, the
Firm expanded into film and TV with the
acquisition of Michael Ovitz’s Artists Man-
agement Group, which brought in clients
like Cameron Diaz, Leonardo DiCaprio

and director Martin Scorsese.
Aninfusion of private-equity
money fueled further moves
by the Firm. Thomas H. Lee
and Bain Capital, Warner
Music Group’s leading fi-
nancial backers, made an
estimated $10 million in-
vestment in the Firmin 2004.
On the heels of that investment,
the Firm announced it wouid merge
with Los Angeles music management
company Spivak Sobol Entertainment,
bringing into the fold A Perfect Circle,
Queens of the Stone Age, Three Days

Grace and Yellowcard.

By then, the Firm already represented
Linkin Park, Dixie Chicks, Audioslave,
Enrique Iglesias, Snoop Dogg and

Michelle Branch, among others.

Since managerstypically takein 15%-
25% of an act’s gross or touring, publish-
ing, recorded-music sales and other busi-
nesses, many predicted the Firm would
spearhead a broader private-equity-fu-
eled consolidation of the management
sector. But that never happened.

There had been talk in 2004 that the
Firm might join forces with Irving Azoff
and Howard Kaufman at Front Line Man-
agement (billboard.biz, Sept. 28,2004).
But that, too, didn’t come to pass.

In recent years, the Firm has been hit
by astring of departures by key managers
and artists. In 2005, Simon Renshaw and
Gayle Boulware left and took the Dixie
Chicks with them; their Strategic Artists
Management is now asscciated with Front
Line. Dan Dalton and Ardy Gould joined
Front Line as well, with Rob Zombie and
now Guns N’ Roses as clients.

The divergent fortunes of Front Line
and the Firm were brcught into even
more dramatic relief in late October
when Ticketmaster agreed to acquire
Front Line and appoint Azoff CEO ofthe
soon-te-be-merged company (Bill-
board, Nov. 1).

{COM: PAISLEY/URBAN: THE TENNESSEAN/ZUMA PRESS
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We're dedicated to superior levels
of performance, too.

When it comes to quality service in the music industry, one bank has consistently performed at a higher

level. SunTrust. Our dedicated financial team knows the ins and outs of the music industry. For years we've
offered customized financial solutions for everyone from artists and producers to studio executives and
promoters. So whether you'd like to acquire a catalog, launch a new label, or even create an album, we'll
help you optimize performance.

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.

SUNTRUST

Royalty and Catalog Lending Financial Planning Retirement Planning Investment Management 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 affiliates: 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 registered investment adviser and broker/dealer affiliate of SunTrust Banks, Inc., 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. Mkt 72408
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THE
LATESTy

NEWS

FROW

>>>WIN $100K
FROM ‘REGIS
AND KELLY’

“Live With Regis and
Kelly” is calling all
aspiring musicians and
composers to take a shot
at reworking the show’s
theme song and perhaps
get a break in the music
business. The “Live’s
One Hundred Grand
Theme Song Search” is
now open through Dec.
5. The winner will
receive $100,000, meet
with an agent from
William Morris Agency
and sit down with
Antonio “L.A.” Reid,
chairman of Island Def
Jam Music Group.

>>>TIMBALAND
VENTURES INTO
FILMS WITH
‘VINYL’

Timbaland’s Mosiey
Media Group is teaming
with Effie T. Brown’s
Duly Noted to produce
“Vinyl,” the story of five
young women facing
life-altering decisions
about their relationships
with members of a rock
band. Writer/director
Richard Zelniker’s film is
set to begin shooting in
the spring, with Brown,
Marcus Spence and
Monique Idlett-Mosley
producing. Timbaland is
the executive producer.

>>>UMLE CUTS
STAFF AGAIN

As part of its final
integration process,
Universal Music Latin
Entertainment cut six
positions in its legal,
promotion and
administrative
departments. None of
the cuts affected senior
management. UMLE is
the company that
resulted from Universal
Music Group’s
acquisition of Univision
Music Group earlier this
year. These are expected
to be among the last cuts
following the integration
of the company, which
now controls nearly 50%
of the Latin music
marketplace.

Compiled by Chris M.
Walsh. Reporting by Mike
Boyle, Leila Cobo, Gregg
Goldstein, Andre Paine,
Mitchell Peters, Ken
Tucker, Ray Waddell, Chris
M. Walsh and Reuters.

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

vy

BY KERRI MASON

HOLLYWOOD

UNDEAD

Atlantic’s ‘Twilight’ Soundtrack Bites Into No. 1

Thanks to a multiplatform marketing
campaign that capitalized on the popu-
larity of Stephenie Meyer’s books, the
soundtrack to “Twilight” (Summit/Chop
Shop/Atlantic) debuts this week at No. 1
on the Billboard 200 with 165,000 copies
sold, according to Nielsen SoundScan.
Meyer’s series has more than 100 fan-
run Web sites, and a publicity blitz has
greeted the movie, which opens Nov. 21.

“Our approach from day one was,
‘We want this to be a merch item, so

let’s be everywhere with the CD that the
book is.” It made our focus and our job
really easy,” Atlantic GM/executive VP
of marketing Livia Tortella says. “It’s
also opened up alot of really unique re-
tail co-marketing opportunities that we
were never able to get done before.”
The books follow the adventures of
teen lovers—the awkward mortal Bella
and the dashing vampire Edward—and
presents a story that combines ele-
ments of “Romeo and Juliet” and “Butty

the Vampire Slayer.” The soundtrack
captures the misty half-light of the se-
ries’ rural Washington setting, with acts
that also deal in adolescent alienation,
including Paramore, Linkin Park, Muse
and the Black Ghosts. The album was
compiled by music supervisor Alexan-
dra Patsavas, whose résumé includes
“Gossip Girl” and “Grey’s Anatomy.”
Atlantic found willing partners in re-
taiters that sensed a multiformat hitand
provided the placement and promo-
tional support to drive sales. “We went
to Amazon.com and said, ‘We want the

Love bites: PARAMORE; inset:
KRISTEN STEWART and ROBERT
PATTINSON in ‘Twilight

past-buyer e-mail list for Stephenie
Meyer, and we want to do a pre-order
of the soundtrack,” " Tortella says. “We
knew exactly where to go because we
had the blueprint of the book.

Those efforts paid off: 29% of the
soundtrack’s first-week sales were dig-
ital (48,000 copies), and the album de-
buted atop Billboard’s Top Digital and
Top Internet Albums charts (see page
84). Retailers like Wal-Mart, Barnes &
Noble and Borders racked the sound-
track near Meyer’s books; the studio,
Summit Entertainment, provided film
footage for promotional bundling and
created three separate album covers
to market as collectibles.

“It was probably the best filim com-
pany association I’ve ever
had,” Tortella says. “Summit
is a very big studio but also
cool and scrappy and inde-
pendent-minded.” Atlantic
also used Meyer’s popular
Web site to debut every new
soundtrack element, includ-
ing the new Paramore sin-
gle “Decode.”

Retail chain Hot Topic
joined the effort as well. At-
lantic partnered with Sum-
mit to bring Paramore to Hot Topic
stores for personal appearances, set
up themed window displays and cre-
ated a line of “Twilight” clothing.

“Paramore has been sort of branded
with Hot Topic since their first album,
even before they broke,” Tortella says.
“They were selling T-shirts before they
were selling records. Matching them up
with the property of ‘Twilight,” again
with that whole concept of, ‘This is a
merch item and it’s an extension of the
book,” made all those elements just that
much easier to connect.” ooe

Grammy Award-winning songwriter/
producer Rodney Jerkins and
former Vivendi Games GM/executive
VP NicholasLongano are teaming up
on a technology project that will
present a basic virtual world—in the
tradition of Second Life—on the Web.

The site, Music Mogul, will feature
social-networking functions, online
games and “live” performances that
users can watch in streaming video.
Like other online music destinations
such as FameCast, myAWOL and rap-
per Ludacris’ WeMix (Biliboard, Aug.
9), Music Mogul will use real-life re-
wards to help build an online audi-
ence. Users will be able to upload
videos of themselves performing to
compete for a three-song demo deal
with Jerkins’ Darkchild Productions.

Music Mogul will retain ownership
of any user-generated videos up-
loaded to the site.

A preview of coming features willbe
posted at musicrnogul.com Nov. 24, with
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A&R Hero

Rodney Jerkins Launches Virtual World Site

aformal launch expectedin February.
Jerkins, who has produced such top
artists as Beyoncé, Mary J. Blige and
Britney Spears, will serve as Music
Mogul’s chief creative officer and music
supervisor. The company’s CEQ will be
Longano, who was previously president
of Massive, a videogame advertising
network now owned by Microsoft, and

® @
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Brash, a publisher of movie-based
videogames. Serving as COO will be
Jonathan Eubanks, another gaming vet-
eran, with videogame production ex-
perience at Brash and Activision.
Music Mogul will generate revenue
with a combination of advertising
(Lionsgate Home Entertainment will
be the first sponsor), premium sub-

-RODNEY JERKINS

scriptions and the sale of virtual
goods and services.

Access to the site and use of its so-
cial-networking features will be free, but
users will have the option to purchase
upgrades to their avatar’s clothes and
living quarters and attend events that
will require paid admission. Music Mogul
also plans to offer a monthly subscription
that will provide users with access to all
fee-based events and avatar accessories.

The company will also invite estab-
lished artists to set up their own
“celebrity cribs” on the site. Musicians
will be able to stage fee-based album
release parties and sell real and virtual
merchandise, such as albums and avatar
accessories, Jerkins says.

“We’re creating something where
labels can make money and artists
can make more money through
micro-transactions like fans wanting
to wear a particular artist’s hat or
clothes,” he says. “They can click on
that item and buy it.” .

1T:2008 SUMMIT ENTERTAINMENT NV
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Teardrots On
Sony/ATV Tree
Taylor Swift Music

ALL AMERICAN GIRL
Carrie Underwood
Carrie Okie Music

ALL MY FRIENDS SAY
Luke Bryan .
Jeff Stevens

House of Fuli Circle Music
Murrah Music Corporation
Planet Peanut Music

ANOTHER SIDE OF YOU
Carson Chamberiain
Jamey Johnseén

Big Gassed Hitties
EMi-Blackwood Music, Inc.
State One Music America
WCCR Music

AS IF

Sara Evans

Giﬁgerdog Songs
Universal Music-Careers

BECAUSE OF YOU

David Hodges

Ben Moody

12:06 Publishing
EMI-Blackwogd Music, Inc.
Smelislikemetal Publishing
State One Music America

CLEANING THIS GUN (COME ON

IN BOY)

Casey Beathard

Sony/ATY Acuff Rose
*

A DIFFERENT WORLD
Jennifer Hanson
Tony Martin

Mark Nesler
Chaylynn Music

Gold Watch Music
Nashvistaville Songs
NEZ Music

Sony/ATV Acuff Rose
Sony/ATV Tree

DON'T BLINK
Casey Beathard
Sony/ATV Acuff Rose

L]
EVERYBODY
Keith Urban
Babble Gn Songs

EVERYDAY AMERICA
Kristian Bush

Dirkpit Music
EMi-Biackwoed Music, Inc.

acta

Souyl ATV Masie Publisting

FALL

Sonny LeMaire
Shane Minor

API Country Music
E Ticket Music
EMI-Blackwood Music, inc.
Shane Minor Music

State One Music America

FAMOUS Ity ASMALL TOWN
Miranda Lambert

Nashville Star Music
Sony/ATV Tree

A FEELIN' LIKE THAT

Ira Dean

Rainy Graham Publishing LLC
*

FIND OUT WHO YOUR FRIENDS
ARE

Casey Beathard

Ed Hill

Sagrabeaux Songs

Sony/ATV Acuff Rose
Universal zﬂusic—Careers

FIRECRACKER

Shawn Camp

Pat McLaughlin

Josh Turner

Corn Country Music
International Dog Music
Scamporee Music .

FREE AND EASY (DOWN THE
ROAD 1 GO)
Brett Beavers
Robbie Dale Harrington
Home with the Armadiilo Music
Set The Hook Music
L]
GOOD DIRECTIONS
Luke Bryan
Murrah Music Corporation

A
e
2

Publisher of the Year.

HIGH MAINTENANCE WOMAN
Toby Keith
DannySlmpson

Tim Wilson

Frankiin Road Music

HOW ‘BOUT THEM COWGIRLS
Casey Beathard

Ed Hili

Sagrabeaux Songsg

Sony/ATV Acuff Rose
Universal Music-Careers

| NEED YOU
David Lee
Universal Music-Careers

| TOLD#OU SO .
Keith Urban
Babble On Songs

IF YOU'RE READING THIS
Tim McGraw

Brad Warren

Brett Warren

Bucky and Clyde Music
StyleSonic Music

INTERNATIONAL HARVESTER
Shane Minor

Danny Myrick

Jeffrey Steele

3 Ring Lircus Music .
EMI-Blackwood Music, inc.
Jeffrey Steele Music

Shane Minor Music

Songs of Windswept Pacific

JOHNNY CASH
Rodney Clawson
Vicky McGehee ¢
Reservoir 416

Warner-Tameriane Publishing Corp.

Writer's Extreme Music

LAST DOLLAR (FLY AWAY)
Big Kenny
Reservoir 416 °

LIVIN’ OUR LOVE SONG
Jason Michael Carrolil
More Than Rhymes Music
Universal Music-Careers

LONG TRIP ALONE e
Brett Beavers

Steve Bogard

Home with the Armadilfo Music
Rancho Papa Music

Sony/ATV Meiody

LOST IN THIS MOMENT

Rodney Clawseon

Warner-Tamerlane Publishing
Corp.

Writer's Extreme Music

LOVE YOU

Jay Knowles

Trent Summar
EM-Blackwood Music, inc®
Forrest Hills Music

Songs of Sea Gayle
Sony/ATV Acuff Rose

LUCKY MAN
David Lee
Universal Musig-Careers

MORE THAN A MEMORY
Lee Brice

Biliy Montana

House of Montana Music
House of Moraine

Mike Curb Music

Sweet Hysteria Music .

E2BM1.CON

L VIRTUAL

INDISPENSABLE i
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BMI Icon

NEVER WANTED NOTHING MORE
Ronnie Bowman
Sony/ ATV Tree -
OUR SONG

Taylor Swift

Sony/ATV Tree

Taylor Swift Music

PROUD OF THE HOUSE WE BUILT

Ronnie Dunn

Marv Green

Terry McBride

Showbilly Music

Sony/ATV Tree

Still Working For The Man Music,
Inc.

Sycamore Canyon Musk

Turn Me On Music

Warner-Tamerlane Publishing
Corp.

READY, SET, DON'T GO
Casey Beathard

Billy Ray Cyrus

Billy Ray Cy'rus Music, Inc.
Sony/ATV Acuff Rose

SETTLIN'

Kristian Bush

Dirkpit Muslc
EMI-Blackwood Music, Inc.
L4 .
SHIFTWORK

Troy Jones

Crozier Music Enterprise LLC
Tiltawhirl Music

SO SMALL

Luke Laird

Carrie Undeywood o
Carrle Okie Music

STAND

Biair Daly

Music of Combustion

Songs of Windswept Pacific

STARTIN WITH ME
Kendell Marvel

Jake Owen

Jimmy Ritchey

Fox Ridge Music
Shiitake Maki Publishing
Songs of Thortch
Songs of Windswept Pacific
Universal Music-Cafeers

STEALING CINDERELLA
George Teren
House of Full Circie Music

TAKE ME THERE

WendellMobley

Boatwright Baby

Warner-Tamerlane Publishing
Corp.

TEARDROPS ON MY GUITAR
Taylor Swift

Sony/ATV Tree

Taylor Swift Music e

TOUGH

Monty Criswell

Joe Leathers

Steel Wheels Music

WASTED

Marv Gr&en b

Troy Verges

Songs From The Engine Room

Songs of Universal, Inc.

Warner-Tamerlane Publishing
Corp.

WATCHING AIRPLAYES
Jim Beavers
Joseybixtunes
Sony/ATV Tree

WHAT DO YA THINK ABOUT THAT
Anthony Smith

Inventor of the Wheel Music
Irving Maisic .

WHAT KINDA GONE
Chip Davis
Fozzyboy Music

WINNER AT A LOSING GAME
Jay DeMarcus
Elleensong
Sony/ATV Tree

WRAPPED

Bruce Robison
Bruce Robison Music
Tiltawhirl Music
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BY JONATHAN COHEN

Wish U
A Star

Yanni Brings ‘Voices’ To Disney

New age recording star Yanni once titled an
album “Dare to Dream,” and he’ll be doing
exactly that in a wide-ranging new deal with
Disney Music Group. On March 24, the com-
pany’s new Disney Pearl imprint will release
“Yanni Voices,” the artist’s first studio album
in six years, and its Buena Vista Concerts di-
vision will produce an extensive tour begin-
ning in April.

Disney is also working closely with PBS,
which will air the first of two Yanni specials
Nov. 29. The program chronicles the creation
of “Yanni Voices,” which blends fresh inter-
pretations of vintage Yanni tracks with newly
written material. It also introduces the four
new vocalists at the center of the project:
Nathan Pacheco, Chloe, Ender Thomas and
Leslie Mills. On March 2, PBS will air a “Voices”
concert from the Forum at Mundo Imperial in
Acapulco, Mexico.

Disney will devote formidable resources
from throughout the company to promote
“Voices,” which Yanni conceived in partner-
ship with producer Ric Wake.

“There’s such an opportunity to include the
music in Disney motion pictures,” says Buena
Vista Concerts senior VP/GM Chip McLean,

pon

chairman Bob Cavallo on the worldwide 360
partnership. “Some of these songs sound like
they could be classics and work in any num-
ber of Disney films we’re all familiar with.”

According to McLean, the album “creates
the same sense of wonder in adults that we
think Disney generally is perceived as doing
with kids. We’ve long been thinking of ways
to try to expand Disney’s reach on the music
side and not just go for the newest Disney
fans.” It was thus the perfect inaugural proj-
ect for Disney Pearl, which is targeting an
older demographic. For now, the imprint is
being staffed by a “dream team” from
throughout Disney Music Group.

McLean is particularly excited about Yanni’s
four new singers, who bring vocals to the fore-
front of his music for the first time in his career.
Thomas is a Venezuelan TV personality, while
Chloe is a Florida native who had a record
deal at age 11. Mills has impressed MclLean
with her “poetic lyrics,” and Pacheco is com-
fortable singing in Italian, Portuguese, Span-
ish and English.

Eventually the singers could release their
own albums, record in pairs or pursue film or
TV roles. But McLean says that Disney will let

standing beside them and trying to help lever-
age our infrastructure and talent,” he says.
“We want to let Yanni and Ric do exactly what
they’'ve been doing.”

For the first decade of his career, Yanni
recorded for Private Music, becoming one of
the biggest names in new age music despite
widespread critical drubbing. His best-sell-
ing album, “Live at the Acropolis,” has sold
3.6 million copies in the United States, ac-
cording to Nielsen SoundScan. And though

in 1994 —his last studio album, the 2003 Vir-
ginrelease “Ethnicity,” has sold 324,000—he
remains a top touring act internationally. His
last two treks, the 2003-04 Ethnicity tour and
the 2004-05 outing Yanni Live, grossed nearly
$49 million, according to Billboard Boxscore.

McLean says that even music fans who have
ignored Yanni may think twice after hearing
“Voices.” “This is different than any other proj-
ect Bob or | have ever seen before,” he says.
“It led us to marvel at just what it is. It was

who worked closely with Disney Music Group

How To Make Money
From Vinyl Fetishists

Spinning the black circle has be-
come increasingly popular in the
last few years. The number of vinyl
records sold rose to 1.5 million so
far for this year, up 87.5% from the
same time in 2007. More and la-
bels are joining the vinyl game;
the latest, Washington, D.C., indie
Dischord Records, recently an-
nounced it will remaster and recut
much of its vinyl catalog. Read on
for five tips on how make your
vinyl vital.

10 BILLBOARD

SOUND MATTERS
Many people prefer vinyl records
because they sound better than CDs,
according to Acoustic Sounds owner
Chad Kassem. But that difference
is less pronounced on LPs cut
straight from CD masters. For bet-
ter results, make a separate vinyl
master or—Dbetter yet—record and
master in analog. “If you just use
your digital master to produce vinyl,
you're definitely doing yourself a
disservice,” Yep Roc Records and

NOVEMBER 22, 2008

Yanni and Wake guide the quartet. “We’re

Redeye Distrib-
ution co-owner
Tor Hansen
says. During the
manufacturing
process, give a
close listen to test
pressings before or-
dering final copies.

LIMIT
SUPPLY, PUMP
DEMAND

Records with limited pressings
sometimes sell better. “People are
excited when something isn’t mass-
produced,” Light in the Attic Records
founder/co-owner Matt Sullivan says.
“And you can charge a little more for
it, because people usually move a lit-
tle faster to pick it up.” Depending
on popularity, most artists will issue
anywhere from 500 to 3,000 copies
of LPs, says Hansen, who suggests
printing fewer copies than demand
might call for, just as a precaution.
Sullivan agrees: “The worst thing in
the world is when you're sitting on
1,000 LPs—not only did you lose
massive amounts of money, but they
take up massive amounts of space.’

www.americanradiohistorv.com

his sales have waned since that set came out

Simply blowing up a CD’s cover art
won'’t fly with many vinyl aficiona-
dos. “There are a lot of people who
buy vinyl and don’t even have record
players—they justlove the artwork,”
says musician Marissa Nadler, who
releases albums on vinyl-only label
Mexican Summer. “People find vinyl
as an object really appealing because
of the size and intimacy it confers.
Jasper Goggins, GM of label Mad De-
cent and a founder of DJ outlet
Turntable Lab, agrees: “It’s best to go
all out on packaging. Pressing col-
ored vinyl costs more, but it’s worth
it. People are generally willing to pay
for a better product.”

INCLUDE DIGITAL-

AND

THE PUBLISHER

Many record collectors also value the
convenience of digital music. That’s
why many labels include download
cards, or even CDs, as Warner Bros.
does with many albums. “We call it
LP + CD,” Warner Bros. Records
GM/executive VP of promotion Tom
Biery says. “It costs extra but there’s

like, ‘This is Yanni?’ This is amazing.” oe

value in doing it.” If you decide to in-
clude another format, though, check
with the publisher. “Publishers can
take the position that the vinyl album
and the digital download card or CD
are two separate products and can
collect mechanical royalties for both,
even though the package is being
sold as one item,” says Bob Kohn,
CEO of royalty accounting service
provider RoyaltyShare. Publishers
are usually willing to waive the dou-
ble payment, but check first.
OFFER EXTRAS

It helps to include exclusive mate-
rial, whether it’s music or some-
thing else. For the recent LP reissue
of Rodriguez’s 1969 album “Cold
Fact,” Light in the Attic Records li-
censed two of the artist’s older songs
and put them on a 7-inch single in
cluded in the package. The Seattle-
based label also added two
unreleased tracks, a sticker and a
poster with lyrics to the Black An-
gels’ triple-gatefold LP, “Directions
to See a Ghost.” oue

Additional reporting by Cortney
Harding.
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Capital
Records:
FRANCIS
& THE
LIGHTS
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Can an indie band run like a dot-com?

Blogger and Vimeo founder Jakob Lodwick
wants to find out.

On Nov. 3, Lodwick announced that his com-
pany, Normative Music, had invested $100,000
in Francis and the Lights LLC, the newly incor-
porated “parent company” of Brooklyn indie
band Francis & the Lights.

Many media outlets covering the Normative
story zeroed in on Lodwick’s statement that the
LLC’s valuation was $1 million, even though
he arrived at that figure using standard ven-
ture-capital math: 1f you put in $100,000, and
the contract states that the investment is for
10% of the company, then the company is worth
$1 million. Whether the band will actually wind
up being worth $1 million—or even the origi-
nal $100,000—remains to be seen.

At a breakfast meeting in
Brooklyn’s Williamsburg neigh-
borhood, Lodwick seemed sin-
cere about his desires to fund

The

Indies

o

L

AND THE

LIGHTS
\

Brooklyn Act Finds An Investor

of freedom and control and that “there is a clause
in the contract that stakeholder status implies
no control over the company.”

Butit’s hard to figure out how Lodwick would
make his money back, given that the usual paths
to an investor payday—selling a company or
taking it public—could be hard for a venture
that involves actual people.

“It could make sense as a low-return, steady
investment deal,” Southern Capital Ventures
general partner Jason Caplainsays. “A friend
of mine invested in a car wash, and though
that’ll never be huge, he makes a solid return
on his investment and gets a percentage of
the revenue. If this band does well and he gets
a cut of the royalties, it could be a good in-
come stream.”

But Dave Goldberg, an entrepreneur in
residence al Benchmark Capi-
tal and former VP/GM of Yahoo
Music, believes that experi-
ments like Lodwick’s are

CORTNEY
HARDING

artists and create a new model.
“The music industry has failed
to embrace technology,” he says.
“The old way clearly isn’t work-
ing, and we need to create a new
path.” But the model Lodwick
has developed doesn’t seem all
that different from a traditional record com-
pany, which also invests in bands and gets a
percentage of their revenue in return.

But while Lodwick may wind up facing many
of the same problems as the labels, he’s giving
himself room to change course if he needs to.
“I've started Normative with a core value of artis-
tic vision and believe thata clear business plan
will emerge from that,” he says.

Lodwick, who also invested in the Web site
Muxtape, says that under the structure of the
deal, his earnings as an investor would be tied
to the earnings of the LLC, which could include
record sales, touring revenue, merch and li-
censing. And while Normative is also releasing
some music from other bands, he says Francis
& the Lights have been talking to labels and that
the agreement doesn’t preclude them from
working with other companies.

Band frontman Francis Farewell Starlite
says the deal offers him the maximum amount
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doomed. “Investing in artists,
given the right structure and
process, can make sense,” he
says. But “I don’t think you can
treat them like tech startups. You
will lose a lot of money if you are
just making $100,000 bets on
bands. That’s playing roulette with very bad
odds.

Greycroft partner Drew Lipsher is also skep-
tical of Lodwick’s investment, but he says that
the basic idea of investing in bands as busi-
nesses is potentially viable. Indeed, Lipsher’s
idea doesn’t sound that different from the way
Motown was run in the '60s, when the Funk
Brothers and some arrangers were salaried
staff members.

“I don’t disagree with the premise being pre-
sented,” Lipsher says. “The members of the
band would be employees of the L1.C, paid a
salary with some bonus incentives, have health
care and employed at will. The purpose of the
business would be to create and exploit intel-
lectual property, which isn’t so different from
what many startups are doing already. .

b- For 24/7 indies news and analysis,
DIZ :cebillboard.biz/indies.

When he threw the party HARD
New Year’s Eve last January,
Gary Richards finally came full
circle. In 1990, he started
throwing Los Angeles parties
that were so impressive in their
scale that Rick Rubin offered
him an A&R gig at Def Ameri-
can after he showed up at one.
Richards went on to sign the
techno act Lords of Acid, then
partnered with his brother
Steven to manage such metal
bands as Slipknot, Mudvayne
and American Head Charge.

After Steven died in March
2004, Richards returned to event
production; in the past year he
has put on four major events, in-
cluding last summer’s HARDfest,
which drew 7,000. He spoke to
Billboard about why live shows
are the future of the business and
why “fairy dust” won’t sell
records.

You just threw the HARD

Halloween party, your biggest
eventsofar. Howdiditgo?
[t was incredible. We had D] AM dressed as
Daft Punk, spinning Daft Punk songs for 45
minutes before he took off the mask. People
were jammed into the room, texting their
friends about Daft Punk showing up out of
nowhere to play. We sold out the 10,000-ca-
pacity venue; we charged between $50 and
$65 depending on when you bought the ticket,
and we had VIP tickets available for $130, but
we were seeing scalped tickets go for $500 on
Craigslist.

Soulwax has sold 3,000 copies of its

latest album, “Nite Versions,” according to
Nielsen SoundScan. You managed to get a
lot of younger people, who won’t
necessarily buy albums, to pay to see them
live. Howdidyoudo that?
I try to focus on the whole experience of the
show and not have it be about just going to
see a DJ. I’ve gotten feedback that these
events are like a piece of their lives. Also, for
many of these bands, people are more inter-
ested in the remixes, and you can easily find
all of them for free online. No one needs to
buy CDs anymore.

Los Angeles seems to have the

strongest dance scene in the United
States. Why?
Since 1990, people in L.A. have been culti-
vated to get in their cars, drive to huge parties
and go nuts. We have Jason Bentley’s radio
show on KCRW, which is a great platform.
Maybe the weather has something to do with
it, because it’s kind of hard to dance all night
when you're freezing.

www.americaradiohistorv.com

QUESTIONS

with GARY RICHARDS

by CORTNEY HARDING

Unlike most party promoters, youdon’t
have any corporate sponsors. Why not?
We've gotten close a few times, but they de-
cided not to write the check. I like not having
ads everywhere and doing everything via word-
of-mouth and street promotion. Besides, in
my experience, no one makes money on these
corporate shows, and the energy is really dif-
ferent. | don’t think people want to pay to go
to an event and then look at a bunch of ads. |
suppose if someone who was the perfect fit
came along, we’'d consider it.

You’re pretty old-school in terms of

how you promote shows by passing out
fliers,no?
The only thing that works for me is an e-mail
list and street marketing. I once tried to sell
tickets on MySpace and we only sold 40 of
them. It shows that you can’t buy your way in
and that word-of-mouth is still the best way
to go.

Some big labels must be looking at the

touring success of some of these bands.
What advice would you givethem?
I’'ve met with majors in the past, but I don’t
think the model of signing a band just to sell
CDs is viable anymore. Playing live is where
the money is, and you have much more luck
getting kids to pay to see a show. You can’t get
the live experience on your computer, like you
can with other things. It's not fairand it’s not
right, but that’s how it is. There is a lack of
understanding on everyone’s part—it’s not
likea band signs to a label and the label sprin-
kles them with fairy dust, and then, poof, they
sell a 100,000 records. oe

FRANCIS & THE LIGHTS: JUSTIN OUELLETTE
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Road
Worriers

Latin Tours Grapple With
Currency Problems

The recent rise in the U.S. dollar has been causing
headaches for the touring industry (Billboard, Nov.
15), and Latin America is by no means immune.

“Every single international show in Latin America
that toured or will be touring as of mid-October
through December has been affected-—no exceptions,”
says Phil Rodriguez, president of Water Brother Pro-
ductions, which sets up shows throughout the conti-
nentand the United States. “All these deals were made
at exchange rates that jumped at least 26%—and in
most cases have not come down by much.”

In some instances, currency fluctuations only
magnify the special challenges that the Latin Amer-
ican market poses for touring acts.

Since distances between major Latin American
cities are so great, most international acts don’t come
to the region unless they have enough gigs to justify
the shipment of equipment, which is often done by
plane instead of truck, given the ruggedness of the
terrain and the lack of infrastructure.

As a result, what happens in one country can have a

§ and KYLIE MINOGUE

rippleeffectin others. And, because costs are calculated
and paid in different currencies, fluctuations in the dol-
lar make the touring business particularly tricky.

International acts and leading Latin stars are usu-
ally paid guaranteed fees in dollars. More popular
acts also negotiate a percentage of ticket sales on top
of that guarantee. In some cases, however, different
types of costs are calculated and paid
in local currencies, which makes set-
tling accounts particularly tricky when
currencies are volatile.

Livein Latin America? From left, JOHN
TAYLOR and SIMON LLE BON of Duran
Duran, MIGUEL BOSE, ALEJANDRO SANZ

Latin
Notas

cult for the locul purchaser and the tour producer
to estimate what their expenses are going to be.”

Latin American promoters often rely more heav-
ily on corporate sponsorships than their U.S. coun-
terparts in order to mitigate the financial risks
associated with a show. In a weakened economy,
though, sponsorship revenue could become scarce,
affecting shows by developing Latin
acts and translating into less revenue
for them.

One possible silver lining to the cur-

LEILA

“There are tours that take place in
CcoBO

Latin American countries, where tick-
ets are sold in the local currency, mu-
sicians and per diems are paid in
dollars, but the rest of the staff and
equipment could be paid forin euros,”
says Rosa Lagarrigue, founder/CEO
of Rosa Lagarrigue Management, which manages
such artists as Alejandro Sanz and Miguel Bosé
but also books their tours in Latin America and Spain.
That adds an additional element of uncertainty.

In recent months, the dollar’s rise against the Mex-
ican peso, the Colombian peso and the Brazilian real
has taken a bite out of touring profits, particularly
for promoters.

“It makes the deal-making process that much
more complicated,” William Morris Agency VP/head
of Latin music Michel Vega says. “It’s very diffi-

rency cloud is that international acts
facing unusual challenges scheduling

i& P concert dates in North America and

& . . .
5 Europe may give Latin America a sec-

S
’ . ond look.
J ;‘i Marcelo Figoli, president of con-
i cert promotion/management com-
pany Fenix Entertainment in Buenos Aires, says
he’s already encountering “serious interest” from
many U.S. and European acts to tour Latin Amer-
icain 2009. (He’s currently promoting Latin Amer-
ican tours by Duran Duran and Kylie Minogue))
“This is a moment for many artists who hadn’t

come to Latin America before to start showing some
love,” he says. cee

b- For 24/7 Latin news and analysis, see
OIZ bilboard.biz/iatin.

BAND MARKETING

Chile’s Kudai
Shows Licensing
Savvy

Of all the new acts nominated
for Latin Grammy Awards this
year, Chile’s Kudai devoted
the most attention to brand-
ing itself.

When the quartet re-
branded itself from a kiddie
group to a teen pop act in
2004, manager Pablo Vega
offered the group’s .
image and first single
for free to baked good
company Bimbo for
use in a Marinela snack
cake commercial in
Chile. The campaign
worked so well that the com-
pany bought subsequent CD
singles with bonus wallpapers
to include in economy packs
of the product.

That’s in line with Vega’s
philosophy that bands need
to generate money through
corporate partnerships be-
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cause kids don’t spend
money buying music. Vegais
working on a similar deal with
Bimbo in Colombia for early
next year.

Among Vega’s next initia-
tives is getting afood or bev-
erage company to purchase
the band’s music for use in
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free download offers, such as
providing consumers with a
free song download with
each soda purchase. Mean-
while, Kudai’s latest album,
“Nadha,” was preloaded on
100,000 LG phones in Chile
and Mexico.

In addition, the band has

put out 50,000 pairs of
branded sneakers with Ar-
gentine apparel firm Cover
Your Bones and has sold hun-
dreds of thousands of Rhein
notebooks withits image and
even sells banner advertise-
ments on its Web site. (The
Spanish-language site is
about to launchin Portuguese
and English.)

Kudai, which took home
two Premios MTV Latin Amer-
ica Awards this year, has ben-
efited from an extremely en-
gaged online fan base and a
sound and look that appeals
to the pop and alternative
crowd, says José Tillan, the
channel’s senior VP of cre-
ative, content and music.

Part of Kudai’s strategy has
been to reinvest 80% of its
revenue into its own career,
Vega says, estimating that the
band has spent at least $2 mil-

lionin the last three years on
everything from moving the
group to Mexico to flying out
journalists to see its shows.
These efforts have helped
the band make inroads in new
markets, most notably Mex-
ico, where “Nadha” has gone
gold. Kudai is signed to EMI
Mexico, which gives it a big-
ger recording and promo-
tional budget than it would
have in Chile, label chairman
Camilo Lara says. “Sponsors
are looking for things that are
in the public, soit’s part of de-
veloping” the act, Lara says.
Next on the agenda is
breaking the U.S. market,
where the band has hired three-
independent publicists and a
radio promoter to work the sin-
gle “Nada Es Igual.” Vegasays
that the band, whose booking
is done by Representaciones
Artisticas Apodaca in Mexico
(and in the United States on
some dates), will seek to pen-
etrate the States with or with-
out the U.S. label’s help.
—Ayala Ben-Yehuda

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

Billboardenespanol.com.
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After a five-year stint with the
independent Maximo Aguirre
Music Publishing, Argentine
songwriter Claudia Brant
(below) signed with Sony/ATV
Music Publishing in October.
With a song catalog that in-
cludes 22 tracks on Billboard’s
Hot Latin Songs chart (includ-
ing No.1“No Me Doy Por Ven-
cido,” which she wrote with
Luis Fonsi), Brant is now look-

ing to expand further into
mainstream markets.

You’re extremely prolific.
How do you like to work?
Beyond simply writing songs
and pitching them, ’'m at a
point in my career where | think
it’s most important to work
with producers and artists. | can
work with a track, but what |
like most is collaborating. And
obviously, writing withan artist
is far easier and more produc-
tive; you know what his vocal
range is, what he feels more
comfortable with—things you
can only know if you have him
in front of you.

How has songwriting
changed from 10 years ago
when you came to the
United States, to now?
There are many songs | wrote
back then that | still think are
great. But by having worked
with new artists, there has been
an evolution and after many
years | know what’s going to
work in radio and what’s not.
At this point, we don’t think,
“We’re going to write a song.”
We think, “We’re going to write
a single.” If | finish a song and
we don't feel it’s a hit, we can
always pitchit, but the final ob-
jective is to write an anthem.

You’ve written for regional
Mexican acts, pop acts, even
urban acts. You’ve also col-
laborated with David Foster.
What can we expect in the
coming months?

I’'m working now on songs for
Josh Groban’s upcoming al-
bum. Also Paulina Rubio, Alicia
Villarreal, David Bisbal and Yair.
And I love to write in Nashville,
which to me isthe birthplace of
songwriting. —LC

SANZ: JOHN PARRA: WIREIMAGE.COM: MINOGUE: SVEN DARMER/DAVIDS/WIREIMAGE.COM; KUDAI: MARCELO KOHN

TAYLOR, LEBON: MARK ALLAN/WIREIMAGE . COM, BOSE: VICTOR CHAVEZ/WIREIMAGE.COM
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fabulous iInaugural year.

Opened: Oct. 10, 2007 | Events: 140 | Fans: 1,300,000
Arena: Sprint Center. Kansas City, Missouri

10.13.07 Elton John 12.06.07 Billy Joel 04.26.08 Barry Manilow
10.25.07 Rascal Flatts 12.07.07 R. Kelly 05.01.08 Alicia Keys
10.26.07 Van Halen 12.08.07 Trans-Siberian Orchestra 05.09.08 Bill Gaither and Friends
11.05.07 Garth Brooks 12.11.07 Ozzy Dsbourne 05.13.08 The Police
11.06.07 Garth Brooks 12.19.07 Manrheim Steamroller 05.15.08 Joyce Meyer

= 11.07.07 Garth Brooks 01.11.08 Chris Brown 05.16.08 Joyce Meyer

— 11.08.07 Garth Brooks 01.25.08 Doodlebops 05.17.08 Joyce Meyer
11.09.07 Garth Brooks 02.16.08 Reba and Kelly 06.17.08 Tim McGraw
11.10.07 Garth Brooks 02.17.08 Kid Rock 07.22.08 Tom Petty and
11.11.07 Garth Brooks 02.25.08 Matchbox 20 The Heartbreakers
11.12.07 Garth Brooks 02.27.08 Jonas Brothers 08.01.08 Brad Paisley
11.14.07 Garth Brooks 03.05.08 Keith Urban and 08.24.08 Bruce Springsteen and
11.23.07 The Blue Man Group Carrie Underwood The E Street Band
11.25.07 Dane Cook 03.07.08 Michael Buble 08.29.08 American Idols Live!

f 11.30.07 High School Musical: The Ice Tour 03.30.08 Celtic Woman 08.30.08 American Ildols Live!
‘. 12.01.07 High School Musical: The Ice Tour 04.17.08 Bon lovi 10.01.08 Tina Turner
12.02.07 High School Musical: The Ice Tour 04.18.08 Andre Rieu 10.08.08 Tina Turner
12.03.07 Hannah Montana/Miley Cyrus 04.22.08 Bon lovi
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World-Class Concerts

Sporting Events Premier Entertainment
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THE REAL HIP-HOP NETWORK:

THE

ADVERTISE

WiLL BE TETL,

By Bill Kopp

In today's highly segmented media marketplace, it's
fair and reasonabile to ask if there is room for another
cable channel. It often seems like every special
interest has its own dedicated 24/7 programming
these days. But according to Atonn Muhammad,
there's a significant void in the programming menu.
And he and his team are poised to fill it. “Now is the
time”, he said in a recent CNN interview, “to harness
all the energy of hip-hop into a 24-hour cable
channel.”

ANOPENING IN THE MUSIC
TELEVISION MARKET PLACE

Music television programming got its major-media
startin the early 80s with the launch of Viacom's MTV.
That groundbreaking channel transformed the music
industry (and entertainment industry in generat) with
its music-centered programming. The early MTV
broke new artists, and turned a whole generation on
the new hybrid medium of music video.

Eventually, MTV found itself at the center of criticism
and controversy for its seeming unwillingness to
spotlight African-American artists. Under pressure
from several directions, the channel made some
concessions and broadened its programming to
include major acts inciuding Michael Jackson, Prince
and Lionel Richie. But it wasn't long before the
channel lost its original focus; these days one is left to
wonder what the “M” stands for: MTV, devotes large
blocks of its programming to non-music-oriented
shows, including a large swath of so called “reality”
programs.

Other channels have stepped in to try and fill part of
that void. Both BET and VH-1 (like MTV, both Viacom
properties) have worked in some soul, funk and hip-
hop, but these channels too have- for any number of
reasons-chosen not to focus on music videos.

Hip-hop is a huge factor in the entertainment industry:
over the last five years, sales for the top ten R&B/hip-
hop albums have topped 112 million units
domestically, according to the latest Nielsen Sound
Scan figures. Clearly, hip-hop is a market force to be
reckoned with.

But hip-hop transcends the marketplace; it's a cultural
phenomenon. Like jazz, blues and rock and rol}
before it, hip-hop is a uniquely American art form.
And like all American culture, it's among this country's
most popular exports. Atonn Muhammad recalls
seeing a recent TV commercial for Chinese tourism.
“There was a guy break dancing!” He cites the statistic
that “seventy percent of all hip-hops sales
internationatly are in South East Asia and Europe.”

Unfortunately, the elements most often focused on
within hip-hop are gangsterism, misogyny and
excessive materialism. There’s much, much more to
the genre, but many media outlets focus on the
negative while giving short shrift if not completely
ignoring- the cultural and historic importance of hip-
hop. The music plays animportant partin the

lives of many people. “it was,” recalls Atonn
Muhammad, “the soundtrack of my early adulthood. |
am the demographic; hip-hop made me.”

THEREAL HIP-HOP NETWORK

Anew channel called The Real Hip-

Hop Network has as its mission the
' addressing of both of these
chalienges; fill the void in hip-hop
programming on television, and
counter the negative stereotypes
propagated in the media. “The Real Hip-Hop
Network is the first 24 hour cable channel geared
toward real hip-hop lifestyle and culture,” says Atonn
Muhammad, CEO for the new network. The stated
mission of RHN is to “challenge the negativity in hip-
hop and introduce to the world what 'real' hip hop
represents.” The channel approaches this challenge
by focusing on what Mr. Muhammad calls “the four
elements of hip-hop; deejaying, break-dancing,
emceeing and graffiti art.” To that he adds an all-
important, “fifth element of knowledge, wisdom and
understanding.” He stresses that “our biggest goal is
creating balance.” Mr. Muhammad is unequivocal
about the role he sees for RHN: “When you're building
abrand, it's essential to establish a clear identity.” And
for RHN, that twin goal of spotlighting “real” hip-hop
and countering the negatives is a fundamental theme.
“Hip-hop right now is in a state of emergency,”
he said on CNN, “and RHN is the cure.”

REAL HIP-HOP NETWORK

www.ame

BEGINNING OF RHN

“The hip-hop that | grew up with was educational,”
says Mr. Muhammad. He speaks fondly of the term
“edutainment”: for “everything from religion to politics
to events going on in the community, hop-hop was the
source of information for many young people.” it was,
he says, “something of a 'black CNN.” But as hip-hop
gained in popularity, it was- to some extent- co-opted
by the mainstream. “You saw less and less of the
variety that we enjoyed in the late 80s and early 90s,”
he says.

A native Washingtonian, Atonn Muhammad played
football for the University of Miami's Hurricanes from
1990 to 1994; while there he studied finance. Fresh
out of college, he launched RAAMM Enterprises, a
concert promotions firm dealing primarily with hop-
hop. During this period, his profile rose, and he was
featured in Billboard and the Washington Post, and
he guested on Tavis Smiley's influential BET Tonight.

But the scene was changing. “The concer
promotions business got pretty tight” in the late 90s,
recalls Mr. Muhammad. “Hip-hop was under attack; a
lot of venues had stopped allowing hip-hop events to
take place because there had been a surge of
violence at some of the events. As a business
venture, it became less and less profitable.” So he
moved on- “to make my mom happy,” as he puts it-
and, putting his degree to work, took a position with
Morgan Stanley as a financial advisor.

While Morgan Stanley-though on his own time- Mr.
Muhammad developed the concept of the Real Hip-
Hop Network. Around this time, the previously-
independent BET was sold to Viacom, and as Mr.
Muhammad recalis, “there was a lot of
disappointment in the African-American community
about 'losing BET. A lot of people feared that the
diversity of music-already homogenized-would be
lost forever.” One player-Viacom-now controlled all of
the major music television outlets. The goal of The
Real Hip-Hop Network, then,

would be to, as Atonn
Muhammad says,
“connect hip-hop back
to its foundation.”
RHN would create
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an atmosphere where “real” hip-hop was
represented. Muhammad left Morgan Stanley and
begun pulling together a team who could bring his
vision to reality.

Others had similar (but not identical) ideas.
According to a 2004 cover story in The Hollywood
Reporter, other competitive channels were being
planned: Hype and 1AM. At the time, Mr. Muhammad
claimed that those ventures would “lose out on the
bigger marketing dollars. A company like Proctor &
Gamble isn't going to go that route.” Nearly five years
later, he's been proven right that RHN's programming
mix has greater appeal to mainstream advertisers.
“What proved me correct is that those networks never
got offthe ground,” he laughs, “and we're stitt here.”

An important early supporter of the fledgling network
was CNN co-founder Reese Schonfeld; he aided in
developing content for RHN. Also critical to the
network's success is Chief Advertising Officer Varick

“HIP-HOP RIGHT NOW IS IN
A STATE OF EMERGENCY,
AND RHN IS THE CURE”

— ATONN MUHAMMAD

Baiyina, an advertising veteran with twenty year's
experience. Mr. Baiyina explains the positioning of
RHN in the marketplace: “Advertisers are yearning
for a non-offensive outlet to reach their target
audiences without the worry of exposing their
valuable brands to a morally questionable
environment.” With other members of the RHN team
he says, he has developed “an advertiser-friendly
environment that will include partnership, flexibility,
and carefully planned campaigns incorporating
features like product placement and branding within
programming.”

Mr. Muhammad solicited input from wise and revered
figures. He convened a meeting of the founders of
hip-hop, including Afrika Bambaataa, Chuck D, and
members of the break dancing Rock Steady Crew
and asked them to help establish the direction of the
Real Hip-Hop Network.

Meanwhile, Bill Cosby had been holding town hall
meetings around the country, discussing the state of
affairs among young people in the African-
American community. Asked to

speak at one of these functions,
Mr. Muhammad “had an
opportunity to meet with Dr.
Cosby. He sat me down,
and we spoke for close to
four hours. His goal is to
see positivism
expressed for young /
people.” That
dovetailed perfectly
with the goais of the Real
Hip-Hop Network, which, Mr.
Muhammad says, “can be a
tool to enlighten and inspire

ADVERTISEMENT

young people. RHN can have a major impact-not just
for African-Americans on people all across the
cultural spectrum who have grown to love hip-hop.

RHN TODAY

Other industry heavyweights have gotten involved
with the Real Hip-Hop Network. Amir Khan of Philly
International signed on as Senior Director of Special
Projects and Events. Mr. Khan spearheaded
development of the RHN-sponsored Dreamstream
web site (www.dreamstream.tv). He describes itas a
marriage between “social networking and 'reality’
programming.” The site helps connect dreamers-
aspiring rappers, for example-with their dreams.
Monthly segments put the spotlight on the realization
of a dream; a recent feature saw Patti Labelle
connecting with a disadvantaged young woman from
Camden NJ.

Kenny Gamble of famed songwriting/production duo
Gamble and Huff joined RHN's Board of Directors in
2007. In addition to his musicat
work, Mr. Gamble is renowned for
his humanitarian efforts,
especially in his hometown of
Philadelphia. The goals of RHN-
especially those embodied in its
self-described “fifth element’-
drew Mr. Gamble to his
involvement on the network’s
board. There he “is a great
source of guidance” according to
Mr. Muhammad.

To paraphrase an ancient aphorism, “with popularity
comes responsibility.” Atonn Muhammad agrees:
“We were invited to express that viewpoint in the halls
of Congress. Rep. Bobby Rush, Chairman of the U.S.
House Committee on Energy and Commerce, asked
us to participate on the 'Imus to Industry’ panel. We
were there to speak on behalf of independent media
that wanted to take responsibility for the messages
that were being put out. We use hip-hop as a vehicle
to do that, because of its influence.”

“With the level of sophistication that we're going to
approach the hip-hop demographic, we believe in
being more gritty and real. We're drawing a
distinction between our approach and that of
sanitized 'reality’ programming and some music
videos; | don't see that as reality. A lot of bikini-clad
women draped across Bentieys isn't part of any
America that I've ever seen.” He chuckles and notes
that coming up he “didn’t see too much Cristal bottle-
poppin’.” With the times in which we live-amidst
economic upheaval-Mr. Muhammad notes that
“there's still a lot of desire for optimism and

social change. RHN can help shine a
light on that more positive outlook.”

Mr. Muhammad believes that
the early success of The
Real Hip-Hop network Is
affecting a shift in
emphasis across the
media spectrum. Asked in
the CNN interview how he
thought MTV and the other
music networks would react
to RHN, he asserted that
‘they're going to have to
change their lineups.” in fact
that is happening; Mr
Muhammad cites programs
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such as The Hip-Hop Honors and Flavor of Love and
asserts that “VH-1 has entirely changed its
demographic to try and gear more toward the hip-hop
audience.”

Bernard Taft is RHN's Quality Assurance Director as
well as EVP for Artist Relations. In the 90s he was a
member of DC gangster rap outfit Section Eight Mob.
He discovered that “a lot of what we say and do
affects people. | saw that | had a responsibility to
make a change and talk about more than just
gangster topics.” He sees RHN as a way to allow new
“artists who have something to say get on an even
playing field with some of the more established acts
like 50 Cent, Jay-Z and Kanye West.” Mr. Taft
echoes the concept of the five elements- deejaying,
break-dancing, emceeing, graffiti art and
knowledge/wisdom/understanding-as the real
foundation of the network.

ACCOMPLISHMENTS AND
PROGRAMMING

The RHN team has spent the last several months
preparing for the channel's official launch (scheduled
for the first quarter of 2009). Extensive test
marketing and program development have
established a firm foundation for that launch.

A year-long test launch in both the Washington DC
market and on the Dish network allowed RHN to fine-
tune its programming before a worldwide rollout.
Programming was analyzed against the backdrop of
the network’s targeted 18-34 demographic. With the
support of strategic advertising partner McCann-
Erickson, RHN plans to launch out of the gate with a
strong advertiser foundation. “We have taken the
best of what the industry loves about hip-hop,”
Muhammad expiains, “and taken away some of its
worst flaws "
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Azim Lateef (aka Prodigy) is Marketing and Creative
Operations VP for the network. He stresses that
RHN's content will differ significantly from that of the
Viacom properties: “First of all, we actually play
videos. And we try to lead the kids into a more
positive direction, back to hip-hop's essence of
lyricism.” He notes that when that kind of content is
shown on other networks, it tends to be on “second-
tier” channels like MTV2. The Real Hip-Hop Network
is positioned to be a top-tier channel, on the dial
amidst the most popular channels.

In addition to music videos, RHN has developed a
winning package of original hip-hop-themed
programming. Highlights from the schedule include
Keeping it Real with host I1Q, and interview program
spotlighting hip-hop moguls; There and Back Again,
featuring rappers visiting historic landmarks and
discussing what they mean today; and Out Da Trunk,
a program highlighting unsigned artists. Breaking
new artists is a driving force behind the channel. Mr.
Muhammad explains that aspiring rappers will be
able to submit content to the channel for potential
showing on screen. “We want to give new
independent and international artists mainstream
exposure without the mainstream dollars.” He notes
that “BET and MTV will not play you if you're not
'SoundScanning’ or getting enough spins on radio
and records.” RHN is positioning itself as a
tastemaker, then, to break new talent.

A cornerstone of the programming lineup is Analyze
This, hosted by hip-hop legend KRS-One. RHN has
developed more than 300 hours of content on its own
("several terabytes full on our hard drives,” notes
Khalit Muhammad, EVP for Programming). Because
RHN focuses on hip-hop, it has greater depth. “Why
sacrifice the beauty of hip-hop's diversity,” asks
Muhammad, “when we can expand our
programming? We can go a lot deeper than other
networks. We don't have to follow their 'a mile wide
and an inch deep’ approach. We wantto be the voice
of the purists, and have the opportunity to show the
underground, the grassroots, and even some of the
mainstream artists who want to connect back to what
made rap important.”

RHN program offerings extend to kids' shows (former
child actor Kellie Williams is VP for Children's
Programming” as well as a wide variety of news, talk
and perspective, plus hip-hop concerts, specials
documentaries and movies. In addition to The Real
Hip-Hop Network's original programming, they are
able to draw upon a vast array of content from other
domestic and international sources. Khalil
Muhammad (no relation to Atonn) mentions that RHN
will source content from “Ghana, Japan, Canada,
Cuba and more...all over the world.” A Sunday Hip-
Hop Gospel program is in development as well.
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The network also sponsors major events, including
Summer Jam with Hot 97 in New York two years
running, and Power 99 FM's Powerhouse concert in
Philadelphia. Mr. Muhammad notes with pride that
these and other efforts help RHN “get the respect of
hip-hop notables like KRS-One.” A Real Hip-Hop
Expo is being planned to “showcase new digital
media trends and other consumer trends, as well as
new artists.”

BEYOND THE BUSINESS

RHN's commitment extends beyond merely
marketing a brand and a channel. Social
responsibility is at the core of The Real Hip-Hop
Network's mission. To that end, the organization has
developed a charitable arm.

Richard Williams (renowned coach and father of
tennis stars Venus and Serena) came on board to run
the nonprofit arm of RHN called Real Hip-Hop Cares
(realhiphopcares.org). In part, the stated mission of
RHHC is “to provide comprehensive social,
educational, socioeconomic and cultural arts
programs to 'at-risk’ youth and their families. RHN is
also partnering with other charitable organizations to
promote relevant and worthy causes. RHN Advisory
Board member Kenny Barnes {of Root, Inc. and the
Guns Aside initiative) was involved in helping author
related legislation in the U.S. House of
Representatives. Overall, Mr. Muhammad says that
the goal here is to “channel hip-hop's appeal to help
fight gun violence.”

RHN executives have been involved in the 2007
“brain trust” meeting held by the Congressional Black
Caucus member Rep. Sheila Jackson Lee; they've
taken a high-profile role in the Hip-Hop Summit Action
Network; and Atonn Muhammad is often called upon
to speak publicly about the synergy between media
and the creative element with a goal of bringing about
more positive images. Working in cooperation with
Rev. Lennox Yearwood and the Hip-Hop Caucus,
RHN has been a fixture at voter registration rallies
across the nation; they've helped develop a voter
registration database of more than 2.5 million people,
mostly youth. RHN has membership in the National
Press Club and is petitioning to join the “pool” of White
House reporters in 2009. “All of this,” Mr. Muhammad
says, “is designed to provide viewers of The Real hip-
Hop Network with more ‘'substance with their
entertainment'.”

THEFUTURE OF RHN

Nineteen broadcast channels nationwide have
already signed on as RHN affiliates; they will
broadcast selected programs from RHN's expansive
offerings. Meanwhile, “we're preparing for our
national launch in 2009,” Mr. Muhammad says.

RHN/Chief Ad. Officer, Varick Baiyina
Music Artist, Master P. (Percy Miller)
RHN/CEQ, Atonn Muhammad

Prodigy and Friends

RHN/Chief Ad. Officer, Varick Baiyina
Music Artist, DMC from Legendary RUN-OMC

HSAN (EC, Rev. Ben Chavis
RHN VP of Promotions, Jerome “Romiec” Leaks
RHN (E0, Atonn Muhammad

from left to right

Khalil Muhammad, Varick Baiyina, Redney Bonds,

Atonn Muhammad, and Bernard Taft

Publicist,
Artist, D
RHNVPL
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Recording Artist, Neyo
RHN (£0, Atonn Muhammad

RHN Host, Jason Parker
Congresswoman, Maxine Waters
RHN CEQ, Atonn Muhammad

(Left) HSAN CEQ, Rev. Ben Chavis
(Middle) RHN CEQ, Atonn Muhammad
(Right) RHN Exec, William Chappelle
(Brother of Dave Chappelle)

Christie w/ an Eye (Left}
2 Brat (Center)
.abel Relations Bernard Taft (Right)

RHN (£0, Atonn Muhammad
Real Hip Hop Cares Spokesman, Richard Williams
Father of Venus and Serena
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Music Artist, MARIO
RHN HOST, Ade "I-QUE" Alexander

Actor/ Philanthropist, Bill Cosby
RHN (EQ, Atonn Muhammad
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“We've entered into negotiations with both Dish
Network and DirecTV. Early next year we'll be doing
strategic marketing for the network.” He mentions a
grassroots-oriented “Join the Real Hip-Hop
R(evolution)” push not unlike the 1980's “l Want My
MTV" campaign; the goal is to build buzz about RHN
so that potential viewers request the channel from
their cable providers. Inearly February, RHN will host
a Grammy party to officially launch the network. At
faunch, RHN will reach an estimated 35 million
households domestically as well as in Europe and
Asia. And that's just for starters: “We take over the
later,” Mr. Muhammad laughs.

This being the 21st century, RHN is a truly multi-
platform endeavor. “We are launching a version of the
channel online-www.rhn.tv- where subscribers will be
able to preview the network’s content. (That launch is
scheduled around the time this feature goes to print.) A
mobile text platform of RHN will allow individuals to get
selected network content via their cell phones. RHN
has partnered with TA Broadcasting to provide voice,
TV, Master Control, Production and Internet services
via TA's Vidvo, a new IP platform service. The RHN
channel is also currently available through Vidvo's
video IPTV platform.

Khalil Muhammad adds that the network plans to
leverage the popularity of new media like YouTube
and MySpace, applying that sort of approach to less
commercial/mainstream fare. Characterizing hip hop
as wide-ranging “art that is an expression of life,” he
notes that RHN will even air cooking shows featuring
hip-hop chefs."Prodigy mentions an important and
innovative tie-in to the videos RHN shows. “We'll play
a video from a new artist. And we'll offer a ringtone
and download-with the info codes on the screen while
the song is playing-so that viewers can download the
contentin real-time.”

DIRTYGLASS vs. CLEAN GLASS

The RHN team wants to be more than just a business;
they see the network as a creative outlet/venue for
artists. “We want,” Mr. Muhammad says, “to be the
'hip-hop C-SPAN." Open up the doors to all kinds of
hip-hop ideas and styles, and put those across to the
audience.” He states the goal of “allowing, without
criticism, the audience to determine what's good.”

The Real Hip-Hop Network fills an important role for
viewers, advertisers and society as a whole.

“We subscribe to the clean glass/dirty glass -
philosophy,” Mr. Muhammad explains. y

“When you've only got the dirty glass to 4

drink from, you will drink from it
Because you don't have any other
choice. But when people have the = gumm—
choice of making a better decision,

w

&
-
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they'll make the better decision. o '
They'llchoose the clean glass.” —

REAL HIP-HOP NETWORE
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Unique Selling Proposition: The first television =222
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Audio Advertising Will Help Webcasters—But Not Save Them

Up next on Internet radio:
audio ads.

While SoundExchange and
webcasters continue to hanimer
out a compromise on royalty
rates, one thing’s for certain—
running an online radio busi-
ness will remain a challenge.

Once it becomes clear that the
royalty rates won’t be reduced as
low as Web radio services want
them to, those that have resisted
putting audio advertising into
their streams will have no choice
but to do so or risk going out of
business. But that might not
solve their problems completely.

So far, the Internet radio au-
dience has been resistant to ad-

vertising. Ads are far more com-
mon in online rebroadcasts of
terrestrial radio stations.

Doug Perison, CEO of the In-
ternet radio ad network Target-
Spot, says his company serves
an average of four minutes of
audio ads per hour to Internet-
only stations compared with 10
minutes or more on terrestrial
stations rebroadcasting online.
But he expecls those numbers
to equalize once Internet-only
slations face a bigger music bill.

“Services that don’t offer any
audio ads leave money on the
table,” he says. “The user

for $400.

BOOM BOX 2.0

it’s still up in the air whether there
will be any Internet radio stations
left to enjoy once SoundExchange and the webcasters
reach a final compromise on music royalties. But those still
around will have the new Elements W Internet clock radio
from Sonoro Audio to help them find listeners. The built-
in Wi-Fi antenna provides access to more than 13,000
Internet stations, which are searchable by location (such
as city or country) and genre. Users will also get a person-
alized Web site called mysonoro.com, where they can
program their listening preferences and synch them with
the device. The Elements W will be available this month

—AB
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experience doesn’t suffer to the
extent that soine of the services
worry about.”

The problem facing pure-play
Internet radiocompanies is that
it’s hard to add advertising to
services that until now have been
ad-free. When Pandora tried
audio ads for nine days in early
2007, inserting a nine-second
McDonald’s ad every time lis-
teners changed statiouns, the
company received more than
100 written complaints.

Pandora now limits itself to
display ads on its Web pages,
which CEO Tim Westergren
projects will generate

$20 million by theend
of theyear. Yet the com-
pany had to lay off 20
employees last month.

And advertising is
hardly a guaranteed
business model. While Arbitron
and Edison Media Research es-
timate that the monthly U.S. au-
dience for Internet radio services
is about 54 million, no single
service commands enough of an
audience to attract significant
money. Even AOL Radio, with
250 streaming channels, couldn’t
build a big enough audience on
its own; in June itoutsourced ad
sales to CBS Radio.

Perlson believes that online
radio ad networks like Tar-
getSpot can help, much as dis-
play ad networks like Glam help
Web sites. They can allow adver-
tisers to target an audience based
on demographic and geographic
information, like 18-year-old
mules living in New York. That
would lel smaller online-only
stations get the same kind of ads
as their larger competitors.

“Even the large radio groups
alone are not big enough to ag-
gregute local listeners in a big
way,” Perlson says. “While CBS
and AOL certainly have a lot of
listeners on a national basis, if
you want to target a few ZIP
codes in one particular market,
we need to be working with
everybody up and down the dial
and everybody online.’

This game could become
more complicated if Internetad-
vertising faces the downturn
many forecasters expect. The
outlook for non-search-related
Internet advertising next year is
grim, especially for “experimen-
tal services” like ad-supported
music sites.

Internet radio services do have
some advantages, such as the
ability to easily target listeners
with ads based on age, gender,
location and music preference—
all information collected when
users register or by tracking their
behavior. And since advertisers
are comfortable with terrestrial
radio, Internet radio isn’t as big
ajump as, say, search ads.

Even so, the big playersin {n-
ternet radio are bracing them-
selves for a drop in revenue.
TargetSpot, which was already
the largest ad network aimed at
serving Internet radio, acquired
its competitor Ronning Lipset
Radio in October to prepare for
the coming storm.

“Anyone who says they’re im-
mune {rom the forecast are not
living in reality,” Perlson says.
“It'sone thing when the forecast
says chance of rain and you
might get wet and another when
the forecaster is showing you a
hurricane that's 500 miles wide
and bearing down on you. That’s
what we're looking at. Every-
body’s going to get wet. The
question is whether people are
going to drown.”

The same metaphor holds
true for Internet radio services:
All of them will feel the splash
of higher royalty rates, regard-
less of what compromise is fi-
nally reached. Audio ads will be
a useful life preserver, but not
the life boat many expect. « «

y For 24/7 digital news
_b| and analysis, see
billboard.biz/digital.
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LOCATION,
LOCATION, LOCATION
Such multimedia content
as music is all well and
good, but what will really
drive the still-nascent
mobile social networking
market are location-based
services, accordingtoare-
cent report. AB| Research
expects mobile social net-
works will have more than
82 million U.S. subscribers
by 2013, driven by loca-
tion-based applications
like friend finders, local
search functions and geo-
tagging. For the music
industry, that means a
greater focus onin-concert
applications and other live
event possibilities.

WIDGET
WONDERLAND

MTV Networks is using
Clearspring Technologies’
syndication platform to
distribute a series of Web
widgets to various social
networks. The company
will make content from all
MTVN channels—includ-

ing MTV, MTV2 and VH1—
is being made available
on the widgets, which will
appear on such sites as
MySpace and Facebook.
Fans can promote their fa-
vorite shows, and their
friends can copy and in-
sert the widget into their
own blogs and profile
pages as well.

HIS PAIN, YOUR GAIN
OurStage, a music dis-
covery Web site that lets
aspiring artists upload
music for review by other
users and judges, is
teaming with T-Pain for a
contest that will give the
winner the chance to
record with the artist.
Contestants can down-
load the T-Pain track “Ev-
erybody Else,” listen to
the first 30 seconds and
then complete the song
with their own lyrics. The
winner will get to record
a track with T-Pain, which
he will distribute via his
digital-only label Nappy
Boy Digital.
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1 DAVID COOK
Light On 19/RCA 984,318
2 DAVID ARCHULETA
Crush 18/IVE 263.627
3 CLIQUE GIRLZ
@ & 7 e With Me Now INTERSCOPE 228
g 4 BRITNEY SPEARS
Womanusr JIVE 186.790
5 CLAY AIKEN
On My Way Here RCA 162,173
6 T-PAIN FEATURING LIL WAYNE
Can't Believe It KONVICT/JIVE 153,105
R 7 BEYONCE
The trio has been If 1 Were A Boy COLUMBIA 148,722
featured multiple  ; pyk
times on RED, the So What LAFACE 121,540
welcome screen 9 JORDIN SPARKS
for tween and One Step Al A Time JIVE 98,348
teen users of AOL. 10 CHRIS BROWN
N— ——— e With You JVE 84.779
T e
« ! BRITNEY SPEARS
Womanizer JIVE 1,068.987
2 BEYONCE
If | Were A Boy COLUMBIA 339.028
3 PINK
So What LAFACE 247,029
4 DAVID ARCHULETA
Crush 19/JIVE 224,752
i 5 CARRIE UNDERWOOD
The \.“deo Just A Dream ARISTA 189.020
received a lot of o ————
attention on the Love Story BIG MACHINE 180,185
AOL Music home 7 KATY PERRY
page, v_vhlle the Hot N Cold CAPTOL 178,013
singerisapopular 4 poLLY PARTON
topic on AOL’s Shinola DOLLY 143,639
PopEater.com. 9 BEYONCE
Single Ladies {Put A Ring On It} COLUMBIA 137.051
10 MARIAH CAREY
{ Stay In Love ISLANO 77.291

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

ending Nov.
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CLOSERTO

South Africa To Get Sales/Airplay
Listings At Last

JOHANNESBURG-—European and American label exec-
utives get exasperated if they have to wait a few days for a
chart position.

In South Africa they’ve been waiting for decades.

That wait is nearly over. Next year the Recording Indus-
try of South Africa is preparing to launch the country’s
first industry-sanctioned music charts. Although South
Africa is one of the world’s few expanding music mar-
kets, its only charts have been local ones com-
piled by radio stations.

“We’'ve made significant progress this
year,” says South African Music Awards
CEO Sean Watson, who is overseeing the
charts’ launch for RISA.

The labels body expects to choose an air-
play monitoring company in a few weeks
and is close to wrapping up talks with a sales
data service provider. RISA hasalsosecured a W
sponsor for a planned weekly chart-oriented TV :
show, although Watson declined to reveal who the spon-
sor is or when it will begin airing.

The likely results will be the continent’s first national
airplay-centered singles/tracks chart, which will also in-
corporate download sales data, and a sales-based albums
chart. A start date is expected to be announced at the May
2009 South Africa Music Awards.

Insiders say South African charts were difficult to com-
pile because the market included a significant number of
unmonitored retail sales in rural communities. But thanks
to advances in monitoring technology and the maturing of
South Africa’s music retail market (Billboard, Feb. 9), Wat-
son says that RISA expects to collect sales data from 80%
of the country’s retailers.

Retailers, artists and labels say they’'re eagerly awaiting
the chart’s introduction.

Howard Lazarus, Johannesburg-based managing direc-

THECHART

tor of leading music retailer Look & Listen, is convinced
charts “will hopefully force radio stations to pay more at-
tention to what is being purchased by the public—and not
focus so heavily on playlists or international charts.”

Vukile Zondi, programiming manager at regional urban
radio station YFM, adds that a national chart “would also
make markel information easily available to newcomers to
the industry.”

Others are less enthusiastic,

Matona Sakupwanya, station manager at Johannesburg-

based national urban-formatted Metro FM, suggests
that South Africa radio’s multiple formats, which
are based on diverse domestic genres, mean a
national chart is unlikely to resonate with

those stations’ audiences. But he suggests
that that heavy mobile phone use “could be
the catalyst for format-based charts in the
near future. We have nearly as many phones
in circulation as the population of South

Africa, and the cost of a download is cheap

relative to purchasing a full CD.”
So far, artist feedback is positive.

“I's hard to rate yourself against other artists in the
absence of a national chart,” EMI-signed multiplatinum
Afrikaans music artist Nadine says. “A chart gives you
a goal and adds to your story when selling yourself in
new markets.”

Nadine’s manager, Hugo Foets of Brussels-based King
International Service, says overseas managers and labels
“would be more likely to take a chance on local artists if
they see them doing well on an official South African chart.”

According to 2007 1FPI statistics, international reper-
toire accounted for 57% of South Africa’s physical sales.
Total trade revenue was 1.1 billion rand ($151.4 million),
with digital sales making up only 2% of that. “For our
members,” Watson says, “access to neutral data about
what is happening over the counter and on the airwaves
will allow them to best position their product and improve

their business.” oee Chart attack: NADINE
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>>>BERTELSMANN PROFITS

boss. “Takashi Hosokawa, Akira Kobayashi,
Nobue Matsubara, Hiroshi Kadokawa and
Kiyoshi Nakajo not only took part in the golf

RISE

German media giant Bertelsmann AG posted
net income of €387 million ($486 million) dur-
ing the first nine months of 2008, nearly
tripling from €132 million ($166 million) dur-
ing the same period last year. The company’s
earnings in the same period the prior year
were weighed down by costs incurred to set-
tle Napster copyright litigation. Bertelsmann
said its third-quarter results didn’t include
the proceeds it banked in October from the
sale of its 50% stake in Sony BMG to Sony
Corp. The privately held company said that
consolidated revenue during the first nine
months of the year totaled €11.4 billion ($14.3
billion), down 0.7% from a year earlier.
—Andre Paine

>>>SONY GETS EXPOSURE

Sony Music Entertainment has formed a Pan-
European creative agency with London-
based marketing agency Exposure. The joint
venture, named SBX, aims to develop artist
22 |
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endorsements, synch deals, product place-
ment, live performances, ad-supported pro-
gramming and online marketing for Sony
artists and international brands. SBX, based
in London, will offer strategic planning, mar-
ket research, creative work and content pro-
gramming to its clients. While giving prefer-
ential access to the Sony Music roster, the
firm also plans to work with third-party
agencies and content providers. Former
Sony BMG Europe VP of brand entertain-
ment and business development Marcel
Engh has been named managing director of
SBX. Exposure’s own clients include 02,
Levi’s, Coca-Cola and Virgin. —Jen Wiison

>>>NHK BANS FIVE
JAPANESE SINGERS

Japanese public broadcaster NHK has indef-
initely banned five popular singers from ap-
pearing onits TV and radio networks. The five
singers are accused of participating in a golf
tournament and party that celebrated the
birthday of a well-known organized crime

tournament, they also performed at the gang
leader’s party,” NHK spokesman Ryoji Ito says.
Of the five singers, Sony Music Entertainment
Japan artist Hosokawais by far the most pop-
ular, having appeared on the NHK network’s
showcase year-end special 37 times during
his lengthy career. I1to says the artists’ man-
agement companies confirmed that “the en-
tertainers mentioned had participated in the
tournament and performed.” The manage-
ment companies didn’t return phone calls
seeking comment. —Rob Schwartz

>>>WE7 GOES LIVE

After a year of beta testing, Oxford, Eng-
land-based company We7 has officially
started its free, ad-supported streaming music
service. The platform offers 3 million licensed
tracks from all four major labels and several
hundred independent labels, paying rights-
holders from advertising revenue. We7 pro-
vides on-demand streaming of full tracks and
albums, and users can create playlists and
share favorites with friends. About half of

www.americanradiohistorv.com

We7’s catalog is available for purchase as dig-
ital rights management-free MP3 downloads,
with the rest expected to become available
within the next 90 days.

>>>AUSSIE PRIZE GETS
AMPED UP

The organizers of the annual Australian Music
Prize will announce the nominees for the 2009
prize Feb. 8 during the St. Kilda Festivalin Mel-
bourne before an expected audience of about
10,000. The plan marks a major step up in expo-
sure for the nominations, which organizers had
previously unveiled before 300 invite-only
music industry guests. Channel [V] will film the
event, which will feature a performance by one
of the shortlisted acts. “The music industry is
already aware of the AMP,” prize director Tracey
Grimson says, “and now we should increase its
awareness with the public.” The AMP, based on
Britain’s Mercury Music Prize, will reward the
most creative Australian album released in
2008. The winner willbe namedin Sydneyona
date to be announced. —Christie Eliezer

biz
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Voter Favorite

MTV Europe Music Awards Score With Viewers

LIVERPOOL, England—The morning after the
15th MTV Europe Music Awards, host Katy
Perry appeared on the covers of most U.K.
tabloids wearing a Barack Obama print dress.

Many other musicians also name-checked
the U.S. president-elect. But even the 65 mil-
lion-odd votes Obama received inthe U.S. elec-
tion fell short of the number of votes that Eu-
ropean music fans cast for the EMAs, according
to MTV Networks International.

This year, MTV claims 100 million votes were
cast, up from 78.8 million in 2007. Including
repeat broadcasts, MTV U.K. says the

performances in the coming weeks, pro-
viding prolonged exposure long after the
award show itself. Videoclips of the per-
formances will also be available at the EMA
Web site (ema.mtv.co.uk) in the weeks fol-
lowing the ceremony.

“They absolutely loved it,” says Ting Tings
manager Stephen Taverner of London-based
Out There Management. “It's hugely benefi-
cial for any artist in terms of profile building
and establishing themselves across Europe.”

London-based Universal Music Group In-

show attracted a total audience of 1.6

million over six days, up from 1.5 mil-
lion for the 2007 EMAs. It claims the
audience for the initial broadcast grew
169% in the key 16-34 demographic.

The network credits its multiplat-
form approach with growing audience
and buzz.

“People are on different platforms
and different devices consuming con-
tent,” New York-based MTV Networks
International VP of content and opera-
tions Gary Ellis says. “So we wanted to
make sure we were both meeting them
there and leading them there.”

Digital initiatives included an online
simulcast and the hiring of celebrity
blogger Perez Hilton to host an online-
only red carpet show prior to the cere-
mony. Before the event, the EMAs cre-
ated a Facebook group that introduced
users to the “MTV EMA Fanatic,” an ap-
plication that allowed users to choose
their favorite nominee
and vote for them in all
categories. The app also
gave users a badge they
could place on their
Facebook profile to
show the artist for whom
they voted.

Label executives say
the approach has
boosted the profile of
the show, already one of
the few Pan-European
platforms for music pro-
motion. Industry execu-
tives believe the show’s
superstar-heavy bill including Pink, Kanye
West, Beyoncé, Take That and the Killers lived
up to the pre-awards promise by Richard God-
frey, the EMAS’ executive producer and sen-
ior VP of music and production, who vowed
to “try and put the best bill together of any
awards show outside the United States.”

U.K. alternative act the Ting Tings thought
the event important enough that the band
changed its schedule to fit in an appearance
between American and German tours, accord-
ing to London-based Sony BMG international
VP Dave Shack.

“It will give us a good profile,” Shack says,
noting that MTV will continue to air EMA

Barack and roll: MTV Europe Music
PINK (inset).

ternational senior VP of marketing
Tony Harlow had several acts per-
forming, including the Killers and
Take That.

“It’s an essential part of our promotional
schedule for those acts to raise international
awareness of their status,” he says. “It has such
a good Pan-European awareness and spills
into Americatoo.”

The EMASs will air Nov. 16 in the United
States on MTV2. While some European ex-
ecutives still privately complain that the event
is more of a vehicle for visiting American
artists than a truly European event (Billboard,
Nov. 17, 2007), Ellis says MTV’s 18 local-lan-
guage Web sites for the EMAs show the net-
work’s determination to engage with Euro-
pean audiences. ..
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Paid In Full?

Nelly Gives Ford Some Love

The entrepreneurial rapper Nelly has a mar-
keting partnership of sorts with Ford.

The Universal Records artist doesn’t appear
in any TV ads for the automaker. And you
won't find him in Ford’s print or
radio ads.

But it’s clear that Nelly loves
the Ford Flex, a crossover vehicle
that the company introduced ear-
lier thisyear. In early November,
the rapper appeared at the Spe-
cialty Equipment Market Assn.

KAMAU
HIGH

Show, a custom careventheld in

Las Vegas, to show off the tricked-

out Flex he’ll feature in his video

for “Let It Go.” Any attention he generates will
give a marketing boost to Ford, although itisn't
clear how that would help him.

Ford’s ties with Nelly are just one element
in the company’s marketing efforts for the
Flex, which are aimed at catching the atten-
tion of people who had never expressed an in-
terest in buying a Ford. Before the Flex’s U.S.
debut, Ford also gave D] Funkmaster Flex
his own customized version, which he drove
to various public events. The automaker also
held private events in New York, Los Angeles
and Atlanta to give artists and music industry
executives a chance to check out the car. And
it made sure that two were parked outside
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WithThe
Brand

Jermaine Dupri’s Ford-sponsored
So So Def Summerfest Weekend
Celebrity Bowling Tournament.
Usha Raghavachari, a Ford mar-
keting and communica-
tion manager, says such
promotions
meant to come across
as advertising. There’s

aren’t

value, she says, in sim-
ply showing that Nelly
likes the Flex.
“I’m not sure we
would take him into ad-
vertising,” Raghavachari
says. “It makes it seem less real and
authentic.
While Buzz Marketing Group
CEO Tina Wells believes a red-hot
star like Chris Brown might be a
better fit for the Flex than Nelly, she
agrees that there’s value in word-of-
mouth marketing.
“1 was listening to an urban radio
station this morning and they men-
tioned the Nelly car,” Wells says. “So there’s al-
ways value in attaching a name to a product.
But this begs a question: How much value
is there for Nelly in attaching his name to Ford?
Nellyand his musicdon’t appear in any Ford

~
ads. And he doesn’t receive any endorsement
money—except for the car itself.
Ford is also using conventional TV advertis-
ing to market the vehicle. In ads that began
running this summer, Ford featured music by

GO Flex!: NELLY -

Downtown Records art-
ist Santogold.

The ads provided
Santogold with valuable
exposure, not to men-
tion licensing revenue
she received for use of
her music. By contrast,
Nelly received neither
for giving the Flex his
stamp of approval.

Might such informal
marketing ties risk di-
luting the value of offi-
cial endorsement deals
that Nelly has with other
leading brands like Nike
and Sean Jean? The rap-
perdidn’t respond to in-
terview requests b
press time.

But this approach cer-

B tainly makes sense for
Ford, providing a low-
cost means of brand
building at a time of deep financial uncertainty
for the U.S. auto industry.

biz
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Jimmy Carl Black, 70

Former Mothers of Invention
drummer Jimmy Carl Black, 70,
died of cancer Nov.1in Germany.

A native of El Paso, Texas,
Black played in a variety of
bands before he movedin 1964
to California, where he met
bassist Roy Estrada and singer
Ray Collins and started a band
called the Soul Giants. With the
subsequent addition of guitarist
Frank Zappa, the band mor-
phed into the trailblazing rock
group the Mothers of Invention.
Black played on such classic
early Mothers albums as “Freak
Out!l,” “Absolutely Free,” “We're
Only in it for the Money” and
“Weasels Ripped My Flesh.”

A biography posted on his
Web site, jimmycariblack.com,
describes producer Tom Wil-
son’s bewildered reaction to

the band during its recording sessions for “Freak Out!,” rock’s first double-album.

“Tom Wilson, who had thought he had signed a biues band, was completely shocked when
they recorded the first song,” the bio recalls. “It was ‘Who Are the Brain Police?’ Immedi-
ately he was on the phone to MGM saying that they had not signed a blues band but some
kind of weird band. He certainly was right about that.”

Black remained with the Mothers until leader Zappa disbanded the group in 1969. He
went on to form a new band called Geronimo Black and appeared in Zappa’s 1971 cult-fa-
vorite movie “200 Motels.” In recent years, Black played with the Muffin Men, British inter-

preters of Zappa’s music.

He is survived by his wife, Monika, three sons and two daughters.

—Lisa Marie Basile

Byron Lee, 73, acclaimed Jamaican band-
leader and musical entrepreneur, died of can-
cer Nov. 4 in Kingslon, Jamaica.

Lee, who spent much of his 52-year career
touring the world with his band the Drago-
naires, was conferred with Jamaica’s highest
civilian honor, the Order of Jamaica, Oct. 26
at a special bedside ceremony.

Lee’s political connections and shrewd
business acumen, which he attributed to his
Hong Kong-born father, made him equally
successful offstage. He operated a thriving
concert booking and promotion agency in
the early '60s, which brought top R&B acts
to Jamaica. In 1968, Lee opened Dynamic
Sounds, a full-service record label that also
boasted one of the Caribbean’s finest record-
ing studios. [t hosted Eric Clapton, Elton
John, the Rolling Stones and Paul Simon,
among others.

But Lee is best-remembered as the bassist
and visionary force behind the versatile Drag-
onaires, one of the Caribbean’s most beloved
bands, which he founded in 1956. Former
Jamaican Prime Minister Edward Seaga pro-
duced their first single, “Dumplins,” in 1960,
the same year the band was featured play-
ing calypso in the James Bond movie “Dr.
No.” Seaga encouraged Lee to play ska, Ja-
maica’s first home-grown popular music,
which took root in the poorest areas of west-
ern Kingston, and he selected the act as the
backing band for a government-sponsored
contingent that performed ska at the 1964
World’s Fair.

Lee also helped launch a diverse and success-
ful Trinidad-style carnival in Jamaica in 1990.

—Patricia Meschino
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Al Gallodoro, 95, jazz saxophonist/clarinetist
who enjoyed a long association with orches-
tral leader Paul Whiteman, died Oct. 4 in
Oneonta, N.Y,, after a short illness.

During his career, Gallodoro performed
everywhere, from vaudeville houses, speak-
easies and nightclubs to symphonies,
Carnegie Hall and international jazz festivals,
according to a bio provided by his family.

Gallodoro, who was the subject of a PBS doc-
umentary, started his careerat the age of 13 when
he joined the orchestra of banjo artist George
Evans and gave his last performance Sept. 20 at
the Corning Jazz and Harvest Festival.

After working as the first alto saxo-
phonist/clarinet in the Orpheum Theater
house orchestra in New Orleans when he was
15 and then signing on with [sham Jones as
a sax soloist, he joined the Paul Whiteman Or-
chestra as first chair alto saxophonist/clarinet
and featured soloist in 1936.

Gallodoro performed classical musicas well
as jazz under such famed conductors as Ar-
turo Toscanini, Leopold Stokowski, Alfredo
Antonini, Leonard Bernstein, Andre Koste-
lanetz, Johnny Green, Tutti Camarata, Arthur
Fiedler, Percy Faith, Skitch Henderson and
Dr. Frank Black. In 1958, composer Ferde
Grofe composed the “Gallodoro Serenade,”
which the saxophonist recorded in 2004.

Gallodoro is survived by daughters Mary
Bruggeman and Joann and Alice Gallodoro; 18
grandchildren, including Kevin Wood, who pro-
duced his later efforts; 29 great-grandchildren;
his sisters Frances Nyhan and Catherine
Gagliano; and his brother Frank, who played alto
sax with Whiteman. e was predeceased by his
wife Mary; his son Alfred; daughter Rita; sister
Marie; and brother Peter. —Ed Christman
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AC/DC’s New Album Couid Be Tip Of A ‘Black Ice’-Berg

AC/DC’s decision to release “Black Ice” ex-
clusively at Wal-Mart was more than a retail
statement. It was a gaine changer.

The album’s impressive sales—which have
already topped 1 million in the United States
alone—make the case that some bands can
generate more volume by making an exclu-
sive deal with a big-box merchant than dis-
tributing a record to all retailers. So you can
bet we’ll see more deals like that.

And I’d bet that every manager of an iconic
band now wants to get the kind of store-
within-a-store that Wal-Mart set
up for AC/DC. The retailer not
only used those displays to pro-
mote “Black Ice” and the AC/DC
catalog, butalso T-shirts, hood-
ies, hats and other band
tchotchkes, as well astwo other
exclusives: an AC/DC version
of the “Rock Band” videogame
and a special edition of the
band’s “No Bull” live DVD.

The special section devoted to the band
wasn’t near other music—it was in the men’s
clothing department. While other labels
might have wanted Wal-Mart to put the
AC/DC display in the music section, to en-
courage the sale of other albums, the retailer
knows what its customers want. And Wal-
Mart just wants consumers to buy something
related to AC/DC-—it doesn’t have to be
music. In this case, the album was displayed
next to licensed clothing on which the re-
tailer makes a much higher profit margin
than it does on CDs.

“I am blown away by the level of sophisti-
cation they have instilled in the AC/DC pro-
motion,” the head of sales at a major label
says. “I don’t know who the author of it is,
but the store-within-the-store in the men’s
departmentand the breadth and depth of the
presentation is brilliant.”

If “Black Ice” had come out through con-
ventional channels, first-week handicappers
say they would have projected U.S. sales in
the 180,000-250,000 range. After all, the
band’s lastalbum, “Stiff Upper Lip,” released
in 2000, scanned 130,000 in its first week and
has since reached 901,000 units sold, accord-
ing to Nielsen SoundScan.

‘Black Ice” came out of the box selling a
whopping 784,000 units in its first week—
whenannual U.S. album sales are more than
one-third lower than in 2000. In its first two

3
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weeks alone, “Black Ice” sold more than “Stiff
Upper Lip” has in the better part of a decade.

The “Black Ice” sales numbers will undoubt-
edly entice other superstar bands. Indeed, sev-
eral months before the album’s release
Journey’s “Revelation,” another Wal-Mart ex-
clusive, generated first-week sales of 105,000
and has sold 516,000 units to date.

But such deals may not work for every act.
The Eagles, who released their 2007 album
“Long Road out of Eden” exclusively through
Wal-Mart, sold 711,000 units in its first week
and about 3.1 million to date
according to SoundScan. But
many retail executives believe
the album would have done just
as well if it came out through
conventional distribution.

Perhaps more important, re-
tail exclusives could hurt labels
in the long term. As such re-
leases push music fans into big-
box stores, they will pull them
out of traditional record shops—which will
continue to turn into multimedia stores
packed with DVDs and videogames. The
music displays at these stores could soon
shrink to the same size as those found at Wal
Mart or even Target. How that would benefit
the labels is beyond me.

Naturally, these stores will continue to rail
against exclusives—just read Michael Kurtz’s
recent comments in the Music Monitor Net-
work’s weekly chart e-mail. “Wal-Mart has
been very vocal in demanding lower prices,
Kurtz wrote. “Yet when they partner with a
record label, the price of a single CD magi-
cally goes from the demanded $9.72 retail
price to $11.88.

“When the end result of two large corpo-
rations working together in tandem is elim-
inating competition, damaging legitimate
local businesses and increasing the cost of
their own retail price by $2 per CD, there is
something very wrong.

His opinion echoes that of Newbury
Comics CEO Mike Dreese, who thinks the
Federal Trade Commission should investi-
gate exclusive deals between labels and big
boxes (Billboard, June 21).

Until that happens—ifit ever does—plenty
of bands will follow AC/DC’s icy path.

b- For 24/7 retail news and analysis, see
OIZ pillboard.biz/retail
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EMITalks

After reorganizing the company into three units, EMI Music executives
talk about the benefits of DRM-free music, their relationships with
managers and how they’ll find the next generation of stars.
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When Billboard arrived at EMI’s famed Capitol Tower in Hollywood to interview new recorded music CEO
Elio Leoni-Sceti, we got a surprise: joining Leoni-Sceti were president of A&R for North America, the
United Kingdom and Ireland Nick Gatfield and EMI’s worldwide president of digital Douglas Merrill. As the
three lounged on couches in Leoni-Sceti’s U.S. office, they spoke with candor about the changes taking
place at EML

And why not? For the first time in years, EMI| appears to have some meaningfully good news to cele-
brate. During the six months ending Sept. 30, EMI Music posted earnings before interest, taxes, depreci-
ation and amortization of £59 million ($88 million), swinging from a loss of £14 million ($21 million) dur-
ing the same period last year, helped by stringent cost management and a 37% rise in digital revenue to
£102 million ($152 million).

On Nov. 7, Leoni-Sceti announced the company would be reorganized into three new business units: cata-
log; music services, which will focus on sales, licensing and brand partnerships; and new music. This last unit
includes Gatfield and Merrill, but its president will be Leoni-Sceti himself.

This last bit of news raised eyebrows, considering that the veteran marketing and branding executive had
no prior music experience when he assumed the helm of EMlin September. Leoni-Sceti says the move is aimed
at highlighting the importance of new music to the label, but adds he’ll leave artist signings to other executives.

P

ELIO LEONI-SCETI, EMlMuSiéCE
DOUGLAS MERRILL, worldwide
president of digital for EMI Music iy
(beloweft); NICK GATFIELD, EMI =
Music president of A&R for North .

. America, U.K.& Ireland (below righf)

“I will definitely not be out.in the clubs until four in the morning,” he quips.

What’s driving all the changes
at EMI?

Elio Leoni-Sceti: | think that EM]
is leading the industry in a signif-
icant rethinking about the way
we're adding value to music. The
role of music has not changed. It’s
absolutely essential to what we do.
We just want to make sure that we
empower it in a new way. That’s
one thing.

The other one is in the areas of

innovation. This industry has al-
ways relied on somebody else to in-
novate inn the way that this content
is delivered to music fans. Some-
body has to invent the iPod, some-
body has to invent the music
experience and the various incar-
nations of this music experience.
So we have been great at providing
the content but somebody else had
to take this content and deliveritin
your way. We want lo regain own-
ership of the innovaiion that goes
with our product delivery.
Nick Gatfield: This is not about
dictating a creative path. it's about
giving artists the information to
make informed decisions about the
music they’ve made to improve
their touring business, to develop
their merchandise business. If you
have that level of understanding,
it's a huge incremental value.

Give me a scenario in which an
artist you’re working with ben-
efits from that approach.

Douglas Merrill: We have a Capi-
tol Nashville artist who is currently
doing great, but we looked across
at their sales data and what we
found was that there is a hot spot
for this band in Chicago. Country
acts don’t usually travel to Chicago.
So what we've been doing is work-
ing with that band’s management

to figure out what those fans are
doing. We took that consumer in-
sight and turned it into action.

When Guy Hands first came in,
there was alot of concernin the
artist and management commu-
nities. Have you had talks with
artist managers like Tim Clark
or Jazz Summers?

Gatfield: Only daily.

Are those relationships improv-
ing? Are their concerns being
addressed?

Gatfield: The relationships weren’t
bad in the first place.
Leoni-Sceti: The media has put a
disproportionate amount of light
into artists leaving the company. We
had the Rolling Stones. We had Ra-
diohead. How many other compa-
nies in this industry have two artists
that at a point in time decided to
leave? I can count pretty much at
least the other three majors.

There’s been a lot of speculation
about EMI Group and plans to sell
off various assets. We’ve heard
talk about parts of the recorded
music business being on the
block, such as classical and Chris-
tian. Are there discussions going
on about these right now?

Leoni-Sceti: Rather than answer-
ing that specific question, let me
siep back. We have an investor that
is fully committed to grow this busi-
ness and to achieve the vision that
we have set for ourselves. That is
Terra Firma arnd Guy Hands. They
have stated on more than one occa-
sion how determined and commit-
ted they are to our growth and to
turn around this business and put
us on the right track. We see con-
tinuous commitment from the in-

vestors and we see a strong and long
relationship with the bank behind
the investors.

Billboard did some number
crunching and talked to a few
financial experts and the con-
sensus seemed to be that EMI
Group may face challenges in
satisfyingits financial covenant
with Citigroup.

Leoni-Sceti: You will not hear me
saying this is 100%, I think it would
be silly for any company. But I'm
telling you I'm very comfortable
with meeting the covenant.

EMI was the first major record
label to sell digital rights man-
agement-free music on iTunes.
How has that worked out?
Merrill: It’s been great. DRM
certainly doesn’t provide value
to the fan.

Does it provide value to the
label?

Merrill: I'm the wrong one to ask,
because I'm on record thinking it
doesn’t. But simart people disagree
with meand when smart people dis-
agree, there’s probably a more com-
plicated story.

When you put DRM-free music
on iTunes, did you see an in-
crease in piracy?
Merrill: The pirates are doing a
busy business regardless. The best
way to get a pirated copy probably
isn’t to buyit from iTunes and then
push it.

We didn’t see the needle move
at all on [piracy]. But what we did
see is consumers loved the prod-
uct. Tt was good for consumers, it's
good for artists. Tt gets people en-
gaged with the art in a whole new

wwwW americanradiohistorvy com

way by getting rid of artificial rules
—like we don’t trust you, so I'm
not going to give you this content.
It just sort of set the wrong tone
with our customers.

What new artists are you partic-
ularly excited about right now?
Gatfield: A new signing today, a
girl called Priscilla Renea, we're very
excited about. A few artists coming
out of Cap Nashville, obviously Lady
Antebellum, who’s been around for
awhile but is starting to grow. We've
just concluded a deal with Willie
Nelson. Those are sort of the head-
line ones. Red Jumpsuit Apparatus’
second album is coming, which
we’re excited about. We're working
on a new Massive Attack album, a
new Joss Stone record.

How confident are you that
you’re going to deliver super-
stars from America, which EMI
has struggled with?

Gatfield: I'm very confident. I'm
confident that | think we have the
right people in place who can iden-
tify them at an early stage.

Who are those people?
Gatfield: Rob Stevenson, who we

NOVEMBER 22, 2008

recently hired, who I think isan ex-
ceptional A&R talent. Steven Mel-
rose, who's based as Capitol's VP
of A&R here. Interesting enough,
both of those guys came from not
a pure A&R background. Steven
Melrose came out from the artist
management world. Rob obviously
had alot of success as an A&R guy,
but also he actually had an adver-
tising background.

Who are the American bands
to watch?

Gatfield: Hockey, which actually
was a co-sign between the U.K. and
North America. The Postelles, a new
New York-based band we're very ex-
cited about. Adalita’s Way—the ini-
tial market they made inroads in was
very similar to Saving Abel. Trevor
Andrew or Trouble Andrew, as he’s
actually known. This guy is a world-
class snowboarder, sponsored by
Burton’s, a snowboard manufac-
turer. They're deeply involved in the
marketing of him with us as a
recording artist. He's already had a
degree of success on the snowboard
circuit as a performing artist. «-

6 For the full Q& A with Leoni-
_blZ Sceti, Gatfield and Merrill, go
to billboard.biz.
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Exposure Helpad
The Fray’s 2004 Debut

Go Multiplatinum

an A High-Profile
Partnership Take The
Band To The Next Level?
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ISAAC SLADE IS

having a meta moment.
Chatting with Billboard by
phone as he relaxes in a Denver
bookstore, the Fray’s singer
notices a magazine with a
picture of his band on its cover.
In a city with few rock stars,
you'd think someone in Slade’s
hometown would notice the
man himself, but no one does.
“There’s probably 50 people
here walking past me and
nobody sees that it's my face
over there,” Slade says with a
chuckle. “When actors connect
with the public, it’s always with
their face, with that visual
connection. Ninety percent of
the connection we have with the
public is our music, and I think
because of that, we’ve been a

pretty heard-not-seen band.”
Despite three years of touring, a
video shown on “Grey’s
Anatomy” and more than 3
million worldwide sales of the
band’s 2005 Epic debut, “How to
Save a Life,” according to the
label, the members of the Fray
have kept a relatively low profile.
But that may change as the
group prepares for the Feb. 3
release of its self-titled
sophomore album. Two-and-a-
half years after its key
placement on the ABC show
proved that TV synchs can break
an act on a massive scale, can
the Fray use a groundbreaking
deal with ABC to take its career
to the next level?

30 BILLBOARD | NOVEMBER 22, 2008

In a commercial break from the tense elevator confronta-
tions of the Nov. 20 episode of “Grey’s Anatomy,” a one-minute
promo with scenes from the upcoming season of ABC’s “Lost”
will premiere the Fray’s new single, “You Found Me,” as well
as parts of the music video. Viewers will be directed to abc.com,
where they can find a three-minute version of the clip as well
as a link to iTunes; there they can buy the single, which goes
to radio the next day.

The partnership between ABC and the Fray—Slade, gui-
tarists Joe King and David Welsh and drummer Ben Wysocki
—also includes an agreement for the band to appear on the
American Music Awards, “Good Morning America” and the
outdoor concert series on “/immy Kimmel Live!” ABC will use
“You Found Me” as the promo song for this season of “Lost,”
and discussions are under way to use the band’s musicon sis-
ter channel ESPN during the height of football season.

wWWW . americanradiohistorv.com

“Because this band appeals to everyone from 8 to 80, tele-
vision really does play a great role in exposing the music to
awideraudience,” Epic executive VP of marketing Lee Stim-
mel says. “And the band writes amazing songs that work with
a picture.” (Asked if he watches “Grey’s Anatomy,” Slade says,
“I have seen it a few times. It’s a really good show.”)

According to the Fray’s manager, Gregg Latterman, “if
you're a commercial band in this new era, you have to have
TV.” With radio taking its cues from TV more and more, “there
is nothing negative to a great exposure,” says Latterman,
whose A-Squared Management also represents Liz Phair,
Brandi Carlile and Mat Kearney.

Before music supervisor Alexandra Patsavas opened the
doors to Seattle Grace, the Fray had gotten some radio air-
play and toured with Weezer and Ben Folds. But the week
after “How to Save a Life” was first featured on the show, its

ROD BLACKHURST,
BENSON: COURTESY ABC ENTERTAINMENT

STUDIO SHOTS
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ISAAC SLADE (top) 8

fing at the ba

track sales shot up 283%, according to Nielsen SoundScan;
the album had a record sales week after the season three
“Grey’s” premiere, when the “Life” video aired right before
the show, following weeks of use in its promos. The album
“Life” has sold 2.3 million copies in the United States, ac-
cording to SoundScan, while the single of the same name
has sold 2.5 million downloads.

ABC isinits third year of producing music videos to promote
its shows (see story, page 31). “We look at ABC as the biggest
radio station in the world,” ABC Entertainment executive VP of
marketing Michael Benson says. And unlike radio stations, ABC
is looking into ways to make money on the music sales it gen-

SOUND AND

VISIONS

ABC’s Show Promo Videos Boost Bands

For three years, ABC has been making promo spots that
combine scenes from its upcoming shows with music
videos. “Music is a huge driver for us,” ABC Enter-
tainment executive VP of marketing Michael
Benson says. While it’s difficult to track any
effect on ratings, pairing the promos with
music helps the network convey “an emo-
tional connection and communicate the

story lines of our programming,” Benson

says. ABC shows could also benefit when

the label touts the videos: “When they are
marketing their music, they can use ‘Lost’ as

a partner.”

Most of the videos ABC produced this year
were shown only online, though the songs them-
selves were used in on~air promos. And songs that
got TV time beyond promo spots fared particu-
larly well. Chris Cornell’s “Ground Zero” sold

Sound judgment: ABC’s
MICHAEL BENSON

erates. Though its deal with the Fray is mostly a trade of airtime
for a song, not a revenue share, Benson says that “it opens the
door to look at different relationships with record labels.”

Such a relationship already exists across town at CBS
Records, a division of the TV company. Restarted in April
2007 to supply CBS shows with music from its artists, the
label has secured 100 placements on CBS and CW shows, in-
cluding five theme songs, according to executive VP/GM
Larry Jenkins. One artist, Sharon Little, has supplied a theme
song (to the CBS-produced “The Cleaner”) and will appear
in a show (on “CSI: NY”). “So
there’s definitely synergy at work,”
Jenkins says.

Benson says ABC is actively
pursuing new revenue models
with labels, Tracing online sales
traffic to abc.com would be one
way to share revenue with a
music company. Though arrange-
ments would differ depending on
the artist and label, Benson notes
that if a viewer clicks over to a
music store from ABC’s Web site,
the network “should benefit from
that lead.”

For now, ABC is looking at
music’s word-of-mouth—or click-
of-mouse—benefit. Once the
Fray’s “Lost” video goes up on
abc.com, Benson expects it to
spread virally. The video will also
be serviced to major online portals and screen in movie the-
aters between Nov. 21 and Nov. 30 as a trailer for the new sea-
son of “Lost.”

Though ABC will be a major supporter of the Fray’s new
album, their relationship is not exclusive, nor has it been;
after the first “Grey’s” synch, “How to Save a Life” was used
on shows on NBC, HBO and the CW.

Latterman acknowledges that extended play during an im-
portant scene within a show can have an emotional impact
on fans that promos don’t. “But that’s one usage,” he says.
As an example, “you might have 40 promo spots . . . and with

2,000 downloads the week his promo video for
“Life on Mars” went up online and aired after
“Grey’s Anatomy.” That was a 90% increase over
the previous week, according to Nielsen Sound-
Scan. Developing U.K. artist Bryn Christopher
scored a triple-whammy; his single “The Quest”
was used in the May season finale of “Grey’s,”
which ABC repeated in September. Sales of the
song spiked around each of those airings: It had
3,000 downloads its first week, in June, and
2,000 and 3,000, respectively, the week
the show reaired in September and
the one after that.

“It was an opportunity you
can’t pass up,” Interscope prod-
uct manager Julie Hovsepian
says, “no matter what stage of
the game you’re at with an

artist’s release.”
Other show promo music
videos produced this year
include Lady Gaga’s “Beautiful
Dirty Rich” for “Dirty Sexy Money,”
Kari Kimmel’s “Low” for “Private
Practice,” Lenka’s “The Show” for “Ugly
Betty” and Madonna’s “Fever” for
“Desperate Housewives.” -—ABY
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I've always had
that camera
rolling In my
head when

| write the
songs, and

| think that has
helped us’

—ISAAC SLADE, THE FRAY

these ‘Lost’ spots you're getting” quality and quantity.

He says the band and Epic had already chosen “You Found
Me” as a single by the time he and Stimmel pitched it to ABC;
they were lucky that the network’s fall schedule had a perfect
fit (especially in a promo for a show called “Lost”). “The band
makes their record, period,” he says. “It’s up to us to find
ways to get it heard the way the guys want.”

Slade also says that the band doesn’t generally talk about
synchs until the songs are finished. The lyrics for “You Found
Me” were written two-and-a-half years ago. But “I've always
had that camera rolling in my head
when I write the songs,” Slade
says. “When Joe [King]and I do a
lot of the co-writing, it’s always
talking in terms of character de-
velopment and foreshadowing and
conflicts and resolution. We talk
in really theatrical terms, so I think
that has helped us.”

There are dramatic moments
aplenty on “The Fray.” “You Found
Me” stemmed from crises among
friends and family that prompted
the singer to confront the age-old
question of why bad things hap-
pen to good people. Another song,
“Enough for Now,” tackles the fall-
out from the death of Slade’s
grandfather. Even “Happiness”
concludes that “Happiness damn
near destroys you/Breaks your
faith to pieces on the floor.” “The record definitely has some
isolation and loneliness rolled into the fabric of the sound
and lyrics,” Slade says. “We’'d been gone from our family
and friends for more time than we’d been home. You start
to lose sight of priorities and lose sight of balance and you
don’t really have the luxury of a routine. When that hap-
pens, naturally it comes out in the music.”

The sound of “The Fray”—produced like the debut by Epic
VP of A&R Mike Flynn and Aaron Johnson—is “a little more
extreme than the last record,” Slade says. “The quieter stuff
is a little quieter than our last record and the rock stuffis a lit-
tle rockier. [t definitely spreads the spectrum a little bit.”

The Fray will preview the album during a tour of small
venues in early January. It will be available for physical and
digital pre-order beginning Nov. 21 at thefray.net; pur-
chasers who buy the CD from the site will get a bonus disc
of live recordings from the January tour. That online inte-
gration reflects a sales history of more than 6 million dig-
ital tracks sold, according to Nielsen SoundScan, and the
Fray scored iTunes’ top-downloaded album of 2006. Stim-
mel expects several tracks to go up for sale before the album
is released.

With just one full-length studio album under its belt, the
Fray was able to progress from playing small clubs to ball-
rooms, theaters and finally amphitheaters last year. In 2007,
49 dates reported to Billboard Boxscore grossed $10.3 mil-
lion, compared with a 2006 gross of $2.7 million for 60 shows.

The key was not to skip steps, says Paradigm booking agent
Jonathan Adelman, who expects the band to play a combina-
tion of arenas and amphitheaters—and possibly a couple of
festivals—Dbeginning next spring or summer. “We’ll be in a
position to play larger places because it's warranted,” says
Adelman, who predicts about 40-50 North American dates as
well as shows in Europe and possibly Australia, Asia and
South America.

Slade acknowledges the broad reach the band has achieved
through licensing means that there are a lot of “casual lis-
teners” of the Fray, particularly its hits. “My goal is for those
people to get to know us as a complete picture,” he says.
“We've always been very much about the word-of-mouth.
We're six years into the touring and the band and the writ-
ing. If we do ever lose fans on either side of the extreme, I
would hope that our core would stay with us.” .
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EXPLODED

PAPERLESS TICKETING COULD
STOP SCALPING—ORLET ACTS CONTROLIT

BY RAY WADDELL | ILLUSTRATION BY PETER AND MARIA HOEY

Last week the Palace of Auburn Hills (Mich.) hosted four
sellout shows, all of which had audiences lining up
outside the venue before the doors opened. On the night
of Nov. 5, however, the 3,000 AC/DC fans waiting

to get in didn’t really have “tickets” at all.

www.americanradiohistorv.com

That night Ticketmaster introduced its new paperless tick-
eting system—which requires purchasers of some prime seats
to show a valid ID and the credit card they used to buy the tick-
ets. The idea is to make sure that tickets are used by the person
who bought them, much as airline flights are, and it could be
the most important development in the business since com-
puterized ticketing. At stake is the “secondary market"—what
some music fans used to call “scalping”—which Web sites like
StubHub.com have turned into a $5 billion-per-year business,
when one counts the value of tickets to all sports and entertain-
ment events purchased online.

The process of checking IDs went smoother than it does in
some airports. “It was seamless,” Palace senior VP of booking
Marilyn Hauser says. “We had quite a few Ticketmaster reps
in our lobby to make sure we didn’t have any glitches, butit was
as smooth as could be.”

Although Ticketmaster introduced paperless ticketing qui-
etly, the effects will reverberate as intensely as the AC/DC con-
cert inside the venue. During the past year, the company
conceived the technology to thwart ticket reselling at a time
when some artists have finally found ways to collect money from
fans willing to buy a ticket for more than face value, and many
others have grown interested in the idea. Whether artists choose
to use paperless ticketing to prevent the reselling of tickets or
encourage it, this technology could put them back in control.
To promoters, venue managers, ticket companies and even fans,
it also raises an age-old question: Whose ticket is it, anyway?

“Paperless ticketing is going to change things dramatically
for the artists that want them to change,” says Rob Light, man-
aging partner for Creative Artists Agency, the agency for AC/DC.
“What paperless ticketing has allowed them to say is, ‘1 would
like my fans to get the tickets at the value I've created.” And
that’s what AC/DC tried to do. AC/DC had no presales, no op-
portunity for anybody but the best fans to get the best seats at
the same time.”

So far, AC/DC is using Ticketmaster’s paperless ticketing for
about 3,000 choice seats per show on the North American leg of
the band’s “Black Ice” tour, which began Oct. 28 at the Wachovia
Center in Wilkes-Barre, Pa. Tickets went on sale Sept. 19, with
nontransferable paperless ones available at ticketmaster.com,
the company’s phone lines and retail outlets, and ACDC.com.
Since concertgoers can only enter shows with valid IDs and the
credit cards used to make the purchase, the person who bought
the tickets has to use them. (Each concertgoer with an ID and a
credit card can buy up to four tickets for up to three friends.)

The system is designed to thwart brokers without forcing fans
to jump through hoops. According to Ticketmaster president
Eric Korman, it was created to automate a time-consuming '
process known as “forced will call,” where fans are escorted into
venues. Since all ticket takers use the new system, Korman says
it works “in a matter of minutes as opposed to a matter of hours.”

Paperless ticketing is the latest in a series of attempts to rein
in the Wild West of the secondary market, which has exploded
on the Internet—and where most of the profits don’tgo to any-
one affiliated with shows. Although some artists already par-
ticipate in the secondary market—few will admit to it
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—Ticketmaster’s recent acquisition of Front
Line Management will make it easier for more
acts to do so through Ticketmuster’s own resale
operations, TicketExchange and TicketsNow.

“The secondary market’s not slowing down,”
says Ross Schilling. a manager at Vector Manage-
ment, whose clients include Kid Rock, Hank Williams
Jr. and Lynyrd Skynyrd. “Promoters participate in it, artists
participate in il—it’s just not out in the general public’s view.”

Many of the tickets on the secondary market were put there
by the artists themselves, says Don Vacaro, CEO of secondary
market aggregator TicketNerwork. “The artist holds them and
then resells them directly to the secondary market,” he says.
There are “plenty ol examples of the artists tapping into rev-
enue above face value.”

For lastyear’s Skynyrd/Williams tour, Schilling did just that.
“We purchased the tickets at face value—a small amount, maybe
100 & show—so the money’s in the gross,” he says. “And those
tickets went up on the secondary market to see what the mar-
ket would bear.”

Ticketmaster objected, filing a suit in April 2007 that
claimed intentional interference with the company’s contrac-
tual rights. Stubhub had been selling “ofticial premium tick-
ets,” which Ticketmaster said violated its exclusive contracis
with venues.

Schilling says that the resulis opened his eyes to the possi-
bilities of the secondury market. “With lynyrd Skynyrd and
Hank Williams Jr., our P1 [highest-priced] ticket was around
$79, which we felt was a pretty healthy tickel for these guys,

FLASH SEATS
BATTLES
TICKETMASTER
OVERITS
PAPERLESS PLAN

whose fan base is primarily biue collar,” he says. “And
time and time again we saw tickets being sold and purchased
for $300-$400. We learned that there are people out there who
are willing to pay thut kind ol money for a Skynyrd/Hank tickei—
they have the extra income and they want to go and have a good
time and be up close and have the artist sweat on them. And
they're willing 1o pay whatever the market will bear to do that.”

THE PROS—AND CONS—OF PAPERLESS

Most secondary market sites like StubHub and RazorGator make
money by charging buyers and sellers a fee, rather than partic-
ipatingin profits themselves—the money above face value goes
to the person who sells the ticket. It’s easy to make the case that
artists deserve at least part of that revenue.

Web site where their fans buy and sell
tickets, as well as the information that
they collect with each transaction. “This
is a wealth of marketing information
that teams and artists have come to rely
on to really extend the lifeline to the
fan,” he says. (Flash Seats also works
with the Toyota Center in Houston,
among other clients.)

But the Cavaliers ran afoul of Ticket-
master. In October, U.S. District Judge
Kathleen O’Malley ruled that the team’s
use of Flash Seats violates its contract
with Ticketmaster and barred it fro

The music industry isn't the only busi-
ness looking into the possibilities of pa-
perless ticketing. For more than two
years, a company called Veritix has used
its Flash Seats ticketing system to help
the Cleveland Cavaliers control the sale
of tickets to their games.

“Flash Seats was created not so
much to slow down the secondary
market but to embrace it,” Veritix pres-
ident Jeff Kline says.

According to Kline, Cleveland Cava-
liers owner Dan Gilbert signed a deal with
Flash Seats after he realized just how
much money secondary market compa-
nies like StubHub, eBay and RazorGator
were making by serving as a marketplace
for his team’'s tickets. “Flash Seats puts
the controi—as much as you can control
the secondary market—back into the
hands of the team or the artist,” Kline says.

The Cavaliers control and brand the

using the system. .

Ticketmaster itself first offered pa-
perless tickets during the NBA’s 2007-
08 season; its technology was used by
the Phoenix Suns, the Orlando Magic
and the Miami Heat. i

“Nobody wants to hold down the sec-
ondary market,” Kline says. “We think peo-
ple shouid benefit fromit—the people who
have the exposure and the risk, whether
that’s the artist or the team.” —RW

Last summer Tom Waits became the first touring artist to
use Ticketiaster’s paperless technology during his 13-date
U.S. theater tour. The idea to go paperless was a conscious
decision to “take the secondary market out of the mix,” Stu-
art Ross, Waits’ booking agent at Music Tour Consulting, told
Billboard at the time. With paperless ticketing, “we are now able
to consiruct a 100% will-call pickup with no lengthy lines, en-
suring that all of the tickets are sold to theend user at face value.”
The convenience factor doesn’t sway everyone. “My feel-
ing is that paperless ticketing is a benetit to the artist
and the venue, not the fan,” says StubHub’s
head of business development/music.
Chuck Lavallee. “The acknowledged
motivation by Ticketmaster and the artists
is to block the secondary market, which hin-
ders the fan’s ability to choose.

“As it's implemented now. with AC/DC and Tom Waits,
there’s no transferabilily if fans want to give tickets as a gift,
can’t attend or want to resell. We think there will always be
a big need for transferability, and taking that away from the
consumer will result in a backlash.”

Paperless ticketing “clearly makes it harder for people
to exchange” tickets, Korman says. “That’s the way we im-
plemented the technology this time. We do happen to be
working on variations of this theme, which would actually
offer a very orderly process of fan-to-fan exchange of a pa-
perless ticket.”

To Vacaro, paperless systems represent “a way for venues to
try and control any consumer who ever wants to switch a ticket
by charging them more service charges, more fees, and collect-
ing more information.” Both Live Nation, which will launch its
own ticketing operation next year, and new Ticketmaster CEO
Irving Azoff have touted the importance of this data.

That circles back to the question about whose tickets these
are. “The interesting thing about our business is four people
think they own the ticket,” Light says. “The promoter thinks he
owns the ticket because he has put up the guarantee. The venue
thinks they own the ticket because they built the building. Tick-
etmaster thinks they own the ticket because they’ve created the
service and they’re the distributor. And 1 believe the artist owns
the ticket because there is no ticket if there is no artist willing
to perform. So every time you go forward, four people think
they’re entitled to control that scenario.”

Not surprisingly, agents and managers think pricing and
distribution should be an artist’s decision. “That was kind of
the argument when we went to StubHub,” Schilling says. “1
could have said when [ go to a building, ‘Put those tickets
aside and I'm going to hold them as comps.” But | made a
conscious effort when we did the deal that the face value of’
the ticket was paid for. | feel that no matter what, if'an artist
goes into a building, the gross potential is really the artist’s
gross potential

Of course, whether paperless ticketing will make thata re-
ality is still up in the air. As Vacavo points out, AC/DC “has
been the hottest show on the TicketNetwork exchange for

»

the past three weeks.” Be
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How Do Yo

Hetreis Trace#¥Kins® fall itinerasy: Complete USO trip to
Iraq and Afghanistan; tour with Alan Jackson; promote his
film, “An American Carol”; Tune in Wednesday nights to the
roughneck reality show “Black Gold” on cable network TruTV
to hear his themesong play.

And on Nov. 25, he’ll cap off the year with the release of
“X.,” his 10th album for Capitol Records Nashville.

Adkins is one of the few artists to appear across the pop
culture Jandscape—movies, awards shows. reality TV—with-
out losing his country-musiccred. After appearing on NBC'’s
“The Celebrity Apprentice”—and withstanding the spittle-
flecked judgment of Donald Trump to finish second, no
less—his “You're GonnaMiss This# topped Billboard’s Hot
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Country Songs chart and he earned Country Music Assn.
(CMA) Awards nominations in the categories of single, song
and video of the year. (This article went to press before the
CMAs aired Nov. 12.)

It comes down to weighing the risks and rewards of proj-
ects outside music. “This has been something that I've al-
ways wanted to do,” he says of acting in films, “but my music
comes first on my career list of priorities.” So ‘a1, his in-
stincts have been dead on—ratings for his “Apprentice” fi-
nale totaled 12.1 million view=rs—and Adkins plans to
continue moonlighting.

Adkins admits he was initially hesitant to do “The Celebrity
Apprentice.” “My managers and everybody had to convince

erge A Music Career With
ne In TV And Film? Ask Trace Adkin

By Deborah Evans Price
Pholograph by James Minchin

me,” he says. “The last thing in the world that I wanted peo-
ple to think is that I'm just this hack and my career is in the
crapper, so the last option I have is reality TV. | was terrified
that people would really think that, because that simply was
not the case.

Capitol Nashville president Mike Dungan wasn’t worried.
“I'knew he’d represent himself well,” he says. “I didn’t know
if it would resonate with the audience or with Donald Trump,
but we knew he wouldn’t embarrass himself and that he
would come away looking like a smart guy and a funny guy.

The NBC show introduced Adkins to a broad audience
Dungan says. “I have people who are not in our industry say,
‘So who do you represent?’ I'll start with Keith Urban and
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HONKY-TONK HITS

ADKINS MIXES UPTEMPO SONGS

AND BALLADS ON ALBUMS THAT HIT BIG

Nielsen SoundScan
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SOURCE: Top Country Albums through the Nov 22 chart. Sales through the week ending Nov 2

they’ll look at me blank-faced,” he says. “I’'m always sur-
prised at that, but then I get to Trace Adkins and they say,
‘Oh, yeah! I know him from “The Apprentice.” ’ Television
is an amazing thing.”

Adkins is also glad he did the show. “I’m not a fan of
reality TV. | think most of it is incredibly silly, but [“The
Celebrity Apprentice”] benefiting charity the way it did,
I think gave it a touch of nobility and some credibility.”
(Adkins’ daughter, Brianna, suffers from extreme food
allergies, so he used the show to raise money for the Food
Allergy & Anaphylaxis Network,
an organization for which he
serves as spokesman.)

But TV isn’t the only screen
where a mass audience can see Ad-
kins. He portrays the Angel of
Death in the current film “An
American Carol,” which was di-
rected by David Zucker {“Air-
plane!”) and marketed as a
conservative alternative for movie-
goers. “I read the script and
thought it was hilarious, and I felt
that the Angel of Death was some-
thing I could pull off,” Adkins says.
“It was an opportunity to get on the
set of a real movie with real pro-
duction dollars.”

For his part, Zucker enjoyed
working with Adkins. “When cast-
ing the Angel of Death | knew we needed someone with a
scary and imposing presence,” he says. At 6 foot 6 inches tall,
Adkins fit the bill.

Balancing careers is tricky—and it altered Adkins’ plans
for his album release. Adkins was working on “X” when he
got a chance to do “The Celebrity Apprentice,” so thealbum
was put on the back burner, while Capitol released “Amer-
ican Man, Greatest Hits Volume I1.”

The delay served Adkins well—the album has sold 519,000
units, according to Nielsen SoundScan, and it spawned the
chart-topping hit “You're Gonna Miss This,” which Adkins
performed on the last episode of “The Celebrity Apprentice.”

Capitol Nashville VP of marketing Cindy Mabe expects
sales of “X” to be fueled by a flurry of TV appearances, in-
cluding the Macy’s Thanksgiving Day Parade, “The Bonnie
Hunt Show” and the CMA Awards. The GAC special taped
during his visit to Iraq and Afghanistan will air in Novem-
ber, and CMT will reair the “Crossroads” show that teamed
Adkins with .38 Special. In print, Adkins will be featured on
the cover of Country Weekly and Road King and become the

‘The last thing
I wanted people
to think is that
my career is
in the crapper,
so the last option
I have is reality
TV. Because that
simply was
not the case.’
~TRACE ADKINS

first man to grace the cover of the women'’s publication First.

Capitol previewed “X” with the single “Muddy Water,”
which is No. 22 this week on Hot Country Songs. The video,
featuring actor Stephen Baldwin, who Adkins befriended
during the run of “The Celebrity Apprentice,” is a popular
clipon CMT and GAC.

The gospel-flavored “Muddy Water” is a departure for an
artist perhaps best-known for the booty salute “Honky-Tonk
Badonkadonk,” but that could help Adkins. “If there was
ever a time to throw a curveball it’s now, because his Q fac-
tor is so high,” Dungan says. “The
anticipation for Trace music is
higher than it's ever been.”

Adkins plans to continue blend-
ing his photogenic and phono-
genic talents. He says there has
been some discussion about
doing a CMT show, and he
wouldn’'t mind making a return
visit as a special guest on “The
Celebrity Apprentice.”

He also has a busy New Year’s
Eve schedule—he’ll open at Nash-
ville’s Sommet Center, then fly to
perform in Pikeville, Ky., while
Lynyrd Skynyrd will make the trip
in reverse.

Adkins’ mix of uptempo songs
with sensitive ballads like “The
Rest of Mine,” “Arlington” and
“Then They Do” has made him one of country most success-
ful artists since he debuted in 1996 with the top 20 hit “There’s
a Girl in Texas.” Then his momentum slowed on his second
and third albums. What happened?

“The answer to that question is very simply two words:
Pat Quigley,” Adkins says, referring to the head of Capitol
Nashville at that time. “When Pat Quigley took over Capi-
tol Records, he came to Nashville with one directive and
that was to get Garth Brooks to 100 million sales, and he
just really didn’t concern himself with any of the other
artists on the label. I'm the only one from that time period
that is still at that label. Everybody else’s career suffered
too and they’re all gone now.”

Dungan, who succeeded Quigley, has a different take. “On
his second and third albums, the music was good, but it was
maybe not the flavor of the day . . . it’s time for Trace to quit
blaming it on other people and maybe just look at the work
he was doing; maybe it just didn’t fit at the time.” (Quigley,
now in banking, responds: “I certainly believed in Trace and
if he needs to blame me, that’s the job of the record label pres-
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; “Songs About Me”

“American Man:
Greatest Hits Volume 2”
(apito! Nashville
2007

“Dangerus Hn"
Capitol Nashville (apitol Nashville
2005 2006

ident. The last thing you want to say is it's the product.”)

Dungan calls “X” “absolutely the most diverse record he's
ever made.” “Let's Do That Again” is a sexy R&B-flavored
ballad; “Sometimes a Man Takes a Drink” is a hardcore coun-
try examination of the perils of alcohol; “I Can’t Outrun You”
is a poignant song about heartbreak and loss.

On the ballad “All T Ask for Anymore,” the singer talks
about how his prayers have changed through the years and
now all he wants is for God to take care of his wife and chil-
dren. “[Songwriter] Casey Beathard is a good friend of mine,
and when I got that song I called him immediately and said,
‘Boy, you've done it again.” ” “Happy to Be Here” is an auto-
biographical tune on which Adkins sings, “I shouldn’t be
alive/1’ve seen the other side/All I can say is I'm just happy
tobe here.” It's an apropos statement from a man whose sec-
ond wife shot him through the heart and lungs during an
argument. (He has also sustained numerous other injuries,
including nearly losing a finger in an oil rig accident.)

“I will admit it’s one that | was a little uncomfortable and
a little hesitant about putting on the album,” Adkins says,
“because [ don’t want to make hay out of that stuff. I don’t
dwell on it and don’t talk about it all the time. The past is the
past. I guess it helped maybe
develop my character.”

“X" also includes some of the
upbeat fun tunes Adkins’ fans
have come to expect, such as
“Better Than I Thought It'd
Be,” “Hillbilly Rich” and
“Marry for Money.” “I love that
song,” he says of the last track.
“We just got back from Iraqand
Afghanistan and the over-
whelming hit of the tour was
‘Marry for Money.” They just
howled when we did that song.”

Capitol’'s Mabe adds, “This
album shows all the different
things that make Trace, Trace.”

Indeed, some of Adkins’
biggest hits are lighthearted
tracks like “Honky-Tonk
Badonkadonk,” “I Left Some-
thing Turned On at Home,”
“Hot Mama,” “Rough & Ready,” “Swing” and “Ladies Love
Country Boys.” “If somebody tells you that the sensitive
ballads are more fun to perform than the uptempo rockers
that get people on their feet and make them throw their
panties onstage, they are lying,” Adkins says. “That’s just
the bottom line.” .

Christmas'movie:
TRACE ADKINS
(left) and KEVIN P.
FARLEY in 'An
Amegcan Carol.!
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From top:

. BRUCE
'SPRINGSTEEN,
MADONNA,

_ ST Journey’s
IFARNEL PINEDA
b (left) and DEEN
CASTRONOVA,
and CELINE
DION. All are
finalists for this
year’s Billboard
Touring Awards.

ste

Billboard Touring
Award Finalists
Represent The Top
Crop Of Winners
On The Road

BY RAY WADDELL
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Clockwise from bottom
left: MARY J. BLIGE and
JAY-Z at Philips Arenain
Atlanta; JON BON JOVI
at TD Banknorth Garden

. in Boston; THE POLICE
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This year’s list of finalists for the Billboard Touring Awards features not only vet-
eran touring artists and established headliners and companies, but also some

resurgent careers and innovative packages. @ The awards are based on ticket sales

reported to Billboard Boxscore from Oct. 1, 2007, through Sept. 30, 2008. The hon-
ors will be presented during the Billboard Touring Conference Nov. 19-20 at the
Roosevelt Hotel in New York. M The top tour and top draw awards, which acknowl-
edge the top grossing and ticket-selling tours, respectively, boast two bands from
Jersey and the victory lap of one of the United Kingdom’s most popular bands.

Bruce Springsteen & the E Street Band’'s Magic tour
and Bon Jovi's Lost Highway tour followed similar
strategies: blast off in North America in the fall, sell
out stadiums in Europe the next year, follow with a
triumphant return home.

Both acts played about 100 shows and put up some
of the best numbers of their careers.

Springsteen’s tour worked with different promot-
ersall over the world, “99% of the time” with the same
promoter that worked the previous dates in the mar-
ket, according to veteran Springsteen agent Barry Bell.

“This tour was so successful in so many ways,”
Bell says. “The business was spectacular and the
shows themselves were as good as any tour I can re-
member. Bruce and the band
were fantastic and the shows
were received incredibly in
every city in every country they
appeared in.”

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

BJM coordinated the tour
with Rob Light and Chris Dal-
ton at Creative Artists Agency
and AEG Live’s team, led by
CEO Randy Phillips, tour direc-
tor Gord Berg and president of international touring
Rob Hallett overseeing Europe.

‘THE SHOWS
WERE AS
GOOD AS
ANY TOUR

| CAN

REMEMBER'’

—BARRY BELL, AGENT FOR
TOP TOUR FINALIST BRUCE
SPRINGSTEEN & THE E
STREET BAND

The Police, winner of top tour and top draw at
the 2007 Touring Awards, still had the momentum
this year to be among the top tours in the world for
2008 as the band played primarily North American
amphitheaters.

“Rarely do you say, ‘T think it’s as it should have
been,” as opposed to, ‘1 should have done it this or that
way,’ ” says Arthur Fogel, chairman of Live Nation’s
global touring division, co-producer of the tour with
RZO. “I really feel that it played out perfectly.

PACKAGED GOODS

The -op package award is designed to reward syner-
gistic combinations of artists on a multi-act bill and
value to consumers. This year’s
diverse mix of finalists includes
a country superstar, a powerful
urban double bill and classic
rock legends.

Four-time winner Kenny
Chesney comes up big again
this year with his Poets & Pirates
tour, featuring Keith Urban,
LeAnn Rimes, Gary Allan and
others. Promoted nationally
again by TMG/AEG Live, Ches-
ney played a mix of arenas, am-
phitheaters and NFL stadiums.

‘With Kenny it’s always fans
first, so every year we sit down
and try to put together a show
that the people paying to see
him get their money’s worth
and a great night of entertainment,” TMG/AEG Live
president Louis Messina says. continued on >>p40
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We roll out the red carpet
for every event.

Whether we host the Republican National Convention
or Bon Jovi, Xcel Energy Center creates a colorful and
imposing entertainment experience. Our upscale venue,
attentive client service and experienced planners,
marketers and technicians make Xcel Energy Center
easy to play, from load-in to load-out.

Our space is flexible enough to accommodate 3,000
music fans for an intimate concert, or 19,000
conventioneers. No matter what scale your event takes,
we can set the stage for a historical performance.

Xcel Energy Center
Anything but standard.

€S8TA
0\“ 'l‘

www.americahradiohistorv.com

from >>p38 Journey show-
cased its new lead singer Arnel
Pineda, and Heart and Cheap Trick
added serious muscle to the bill.
“We are so happy with the results

of that package,” suys Jason Garner,
CEO of global music for tour pro-
moter Live Nation. “Really, it’s a sym-
bol that there is a new generation of
amphitheater superstar that has ar-
rived. Tt was a pleasure to have that
package and we're really proud of the
big numbers that it did.”

The synergy of co-headliners Jay-
Z and Mary J. Blige, also pro-
duced by Live Nation, proved
compelling to concertgoers,
and up-and-comer the-Dream
was the icing on the cake as an
opening act.

“They are both superstars with
iconic stature,” William Morris
Agency urban contemporary de-
partment head Cara Lewis says of
the two headliners. “The catalog of
music has years of hits and at the
same time both artists remain cur-
rent. Not to mention, the fans knew
they would see top-notch perform-
ances with high production values.”

Dennis Ashley is Blige’s agent at ICM.
“Mary pours her heart into every perform-
ance,” Ashley says. “Her passion creates a con-
nection with the audience that draws them in
year after year.”
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KENNY
CHESNEY
performs July 19
during the
Philadelphia
stop of his Poets
& Pirates tour.

NO LAUGHING MATTER
Humor has become a force in the touring mar-
ketplace, and the competition for top comedy
tour is particularly fierce this year. Finalists
Katt Williams, Chris Rock and Dane Cook all
put up strong numbers on the road in 2008.
“Katt performed 101 sold-out shows on this
tour,” says Chris Smith, Williams” agent at
ICM. “He has probably seen more of an ex-
pansion of his audience than any comedian
working today.”
Rock is also represented by ICM. “No come-
dian has ever even attempted a tour
like this-——four continents, eight
countries, markets that no other
American comedian has ever even
| tried to play,” ICM concerts divi-
sion head Steve Levine says.

TOURING \ “This was a groundbreaking
(ool T 1A T[e{H ' tour Look for many others to

try to reach the bar that Chris
& just set. It’s very, very high.”

AWARDS

BIG GIGS
The top boxscore award rec-
ognizes the top-grossing sin-
gle engagement, and this
year it’s all about the ladies.
The three finalists are Madonna’s two
shows at Stade de France in Paris, Celine
Dion’s eight shows at the Bell Centre in Mon-
treal and the Spice Girls’ 17 shows at the O2

Arena in London.

The Spice Girls’ run “was the perfect storm—
the pent-up demand continued on >>p42

TOM MIHALEK/AP IMAGES
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Congratulations!

The
Allman Brothers Band

2008 Billboard “Legend of Live”
Award Recipient

Michael Lehman
Personal Manager to Gregg Allman

Lehman & Lehman
343 Millourn Avenue, Suite 200
Millourn, NJ 07041
973-258-1000
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from >>pa0 [for] the return of the ultimate
iconic pop stars, their amazing production and
the hottest arena in the greatest concert market
in the world.” says Randy Phillips, CEO of tour
promoter AEG Live.

Madonna’s stand was one of many huge dates
from a tour that was just hitting its stride as the
awards’ eligibility period came to a close. “This
tour has confirmed that Madonna is
the biggest female artist in the history
of our business,” says Arthur Fogel,
chairman of global touring for
Madonna tour producer Live Nation.

For Dion, “just to be part of her
public return to her hometown was
a very special moment for AEG Live,
says John Meglen, president of AEG
Live division Concerts West.

GET FESTIVE
Festivals have become hugely pop-
ular in North America in the past
few years, and our three finalists
exemplify the modern model. Oneisin
rural Tennessee, one is in the California
desert, and one is in downtown Chicago.
All three fests combined blockbuster head-

liners with compelling 1)erfo_rm§1's from top Clockwise from top:
to bottom. The Bonnaroo festival in Manches- Lollapalooza in
ter, Tenn., a three-time winner of the top fes- Chicago; Pearl

ival award, boasted Metallica, Widespread [RWUMSISd
tival award, boaste etallica, iaesprea VEDDER, Ieft, with
Panic and Pearl Jam as main-stage acts. Rage JACK JOHNSON at
Against the Machine, Nine Inch Nails and Ra- Bonnaroo 2008 in

) . Manchester, Tenn.;
diohead graced Lollapalooza's stage in PRINCE at the 2008
Chicago. And the Coachella Valley Music and Coachella Valley
Arts Festival featured such artists as Jack John- g

) in Indio, Calif.
son, Prince and continued on >>p44
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www.hemphillbrothers.com
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Orange Countya market unlike any other

34 diverse cities
5th largest county in the U.S.
average household income of $79,876

Make Honda Center a must play on your next tour

For booking information, please contact Jo-Ann Armstrong at 714-704-2422 or jarmstrongehondacenter.com
2695 East Katella Ave. Anaheim, CA 92806 www.hondacenter.com
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from >>p42 Roger Waters. With all three
of these festivals, the top of the bill
creates the headlines, but the pleas-
ant surprises and thrill of discovery
is what makes them memorable.
Bonnaroo continues to evolve
seven years in. “As a brand, an event,
we’re as strong as we've ever been.
We were financially successful, [and|
we continue to broaden ourselves with
our programining and the reach of our
audience,” says Jonathan Mayers, pres-
ident of Superfly Presents, co-producer
of Bonnaroo with AC Entertainment.
AC president Ashley Capps adds,
‘It’s becoming almost u cliché, but
every year surpasses the last
in some really tangible way.
I don’t want it to sound in any
way like we're resting on our
laurels, but it really had all
the characteristics of a finely
tuned machine and it was
thrilling to see that in action.
“Lolla really hit its stride
thisyear and the stars aligned
for the lineup,” says Charles
Attal, partner in Lolla pro-
ducer C3 Presents. “Grant
Park is a special site.”
Coachella is produced by Goldenvoice, a division
of AEG Live. “The term ‘Coachella’ has become syn-
onymous with once-in-a-lifetime musical experiences,
and this year did not disappoint,” AEG Live’s Phillips
says. “From discoveringall the killer new bands from
around the globe to Roger Waters reprising ‘Dark Side
of the Moon’ under the moonlit sky, to one of the great-

ROGER WATERS |

‘A NEW
GENERATION OF
AMPHITHEATER

SUPERSTAR
HAS ARRIVED.’

-~ JASON GARNER
LIVE NATION

est sets Prince has ever played in his storied
career, Coachella succeeded again to the de-
light of over 130,000 fest heads.

PROMOTED

Global concert mega-promoters Live Na-
tion and AEG Live are joined by London-
based 3A Entertainment as finalists for
the top promoter award. 3A isalso a final-
ist, with Montreal’s Gillette Entertain-
ment Group and Australia’s Frontier

Touring and Michael Coppel Presents,

in the international independent pro-

moter division. Jam Productions in

Chicago, C3 Presents in Austin and Out-

back Concerts in Nashville are the U S.
top independent finalists.

‘We are very lucky to work
with the kind of artists we do
and everyone at Outback
spends every waking moment
striving to be better and be
more creative in this chang.
ing market,” Outback presi-
dent Mike Smardak says. “We
areadying breed in this busi-
ness; we actually do this with
our own money.”

C3 has made its mark in
producing major fests like
Lollapalooza and the Austin Cily Limits Music Festi-
val, casino dales and a growing number of one-offs.
C3 took home the indie trophy in 2007. “Our growth
continues to be driven by the strength of our staff cou-
pled with the support of the agents and managers,
C3 partner Charlie Jones says.

As for three-time winner continued on >>p46
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The Graduate Institute is

"The Next Level."

The Graduate Institute is an
advanced educational program for
current managers to expand their
universe of management, leadership
skills, and understanding, through
the experience of the PAFMS
Graduate Institute.

Addressing the Issues:
* Communication
 Strategic Planning
» Humans as Resources
« Town Hall
* Leadership/Management
* Problem Solving/Decision Making
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_Registration In Info

All 2009 Graduate Institute attendees will be included in a drawing for a
three-day, two-night deluxe Oglebay package that includes accommodations.

For Complete Details:
www.iaam.org/schools/PAFMS
Contact:

Rodney Williams, MBA .at: (972) 538-1019

email: rodney.williams@iaam.org
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To book your next event contact Ron VanDeVeen
at 201.460.4387 or Matt Bell at 201.460.4374
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from >>p44 Jam, partner Arny Granat says suc-
cess is driven by “having the determination and desire
to succeed despite all the obstacles we all face, and to
be thankful for what we do have and not dwell on what
might have been. Finally, to have a hard head for all
the times we hit our heads against the wall.”

Among the corporate promoters, tours by Bon Jovi,
Spice Girls, Neil Diamond, Miley Cyrus, Kenny Ches-
ney, Celine Dion and others powered AEG Live this

30 SECONDS TO MARS at Loliapalooia 2006

year. “As [ have always maintained, just think where
this entire live entertainment industry would be today
if AEG Live/Goldenvoice and its many affiliates did-
n’texist,” AEG Live’s Phillips says. “To quote that fa
mecus Avis Rent a Car ad, ‘We're proud to be No. 2,
and we try harder.” ”

For four-time winner Live Nation, Garner's pre
diction of “the summer of dreams” came to fruition.
“We were blessed with a talent lineup that was sec-
ond to none,” he says. “Everyone on our team all over
the world, from the promoters to the venue GMs, to
the marketers, to the box-office people, everybody
pitched in and did their part. We have this unparal-
leled promoter team with a thousand years of con-
cert promoting experience. It's amazing and it’s what
allews [CEO] Michael {[Rapino] and I to sleep at night.
We're able to go to bed knowing we have the best pro-
moters in the world on the team making sure the
pipe is full of great shows.

OF MANAGERS AND AGENTS

The top manager award recognizes the management
firm with the combined highest-grossing clients
among the top 50 tours. Jon Landau Management
(Springsteen), Bon Jovi Management and Front Line
Management (Van Halen, Neil Diamond, the Eagles)
are finalists this year.

Similarly, the top agent award goes to the agency
with the highest-grossing combined tours among the
top 50: The William Morris Agency, Creative Artists
Agency and Artists Group International are the top
three this year. aoe
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This year has broughtno ghortage of hot—some
would say incendiary—changes and challenges
to the touring industry. M Touring’s status as
the top revenue producer for most acts has
brought with it some major issues and, as usual,
we’ll address virtually all of them at the fifth an-
nual Billboard Touring Conference and Awards
Nov. 19-20 at the Roosevelt Hotel in New York.
n A major point of discussion every year at this
gathering has been artist development, and
that’s the case again with the opening panel,
“Who Do You Love?” B Artist development (or
the lack of it) remains one of the most critical
issues in the music industry. Our artist devel-
opment panel consistently delves into key ca-
reer-building components, but also offers
critical insight into which artists are on the verge
of breaking out.

Billboard Touring
Conference Tackles
Top Industry Issues

Moderated once again by Madison Square Enter-
tainment (MSGE) VP of marketing Liana Farnham,
the panel includes C3 Presents partner Charles
Attal, William Morris agents Rob Beckham (Rascal
Flatts, Brad Paisley) and Kirk Sommer (the Killers,
Adele}, the Agency Group agent Ken Fermaglich (3
Doors Down, Paramore), Roadrunner Records market-
ing/artist development VP Harlan Frey and manager
Bob McLynn (Fall Out Boy). The panel, which has been
remarkably prescient in the past, is geared to let atten-
dees know who should be on their radar and how to help
foster artist development.

“The basic economics of touring for a baby band
are frightening,” Farnham says. “We’ll explore some
nontraditional avenues for developing artists and touch
on whether the concert business is recession-proof.

The digital and live music worlds have become in-
extricably wired together. The “Electric Rodeo” panel
not only examines how these two parallel markets con-
verge but more importantly how the live business can
tap into the myriad opportunities available in digital

marketing and concert pro-
motion, with the ultimate
goal of selling more tickets,
improving the fan experi
ence and building careers.

Moderated by Billboard
executive director of content and programming for
mobile/digital Antony Bruno, the panel boasts Mozes
VP of music industry sales Chris Stacey, Jambase CEO
Dave Rosenheim, Verizon Wireless director of digi
tal music Ed Ruth, Davie Brown Entertainment music
president Adam Smith, Eventful CEO jordan Glazier
and Buzznet founder/CEO Anthony Batt.

“Live events are about as real an experience you can
get these days, but that doesn’t mean there can’t bea
virtual element to them,” Bruno says.

There is no hotter or more controversial topic in
the concert industry today than ticketing, and the Wild
West of the secondary market is the flashpoint issue.
In “Two Tickets to Paradise,” we'll break down trends

in this market, as well as ex- continued on >>p50

From REM to The Rolling Stones, we’ve got thé space to accommodate it all at
the Millennium Stadium, Cardiff. That's because we’re Europe’s largest indoor arena
with a capacity of between 12,000 and 74,000 people"And with the only fully
retractable roof in the UK, entertainment has hever looked so good.

MILLENNIUM STADIUM

www.millenniumstadium.com

For further information contact:
Alex Luff +44 (0)29 2082 2467 aluff@millenniumstadium.com
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AND THE ROAD GOES ON FOREVER
AND WE HAVE BEEN WITH THEM FROM
BACK WHERE IT ALL BEGAN.
CONGRATULATIONS TO
THE ALLMAN BROTHERS BAND.

HILL AND DALE TRAVEL, LTD.
718-793-2300
DENNIS SULLIVAN, JoY GORDON
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from >>p4a8 amine other topics of in-
terest in the world of ticketing, including
auctions, presales, data control and box-
office trends.

Moderated by Havkins Rosenfelds
Ritzert & Varriale partner Carla Varriale,
the panel includes Veritix director of sales
Charlotte Alison, Live Nation Ticketing ex-
ecutive VP of business development and
strategy Gregg Bettinelli, Ticketmaster ex-
ecutive VP of business development Eric
Korman, StubHub director of music rela-
tions Chuck Lavallee, Tickets.com chief com-
mercial officer Derek Palmer
TicketNetwork CEO Don Vacaro.

Certainly the most unusual session of the
conference will be “The Dance,” billed as a
“Drama in One Act.” The panel will take up
the fate of the Prize, a fictional superstar act
plotting a large North American tour, with the
fictional Boomtown as a potential play.

As “the dance” begins, everyone
wants this act in their market, at
their building. As manager, agent,
promoters and venues state their
cases, this panel pulls the curtain
back to show this fascinating
process. The roster of outspoken
panelists includes manager Doc
McGhee, Paradigm agent Marty Di-
amond, Concerts West/AEG Live co-
CEO John Meglen, Live Nation
Southwest music chairman Danny
Zelisko, Superfly Presents president
Jonathan Mayers and 1.M.P. presi-
dent Seth Hurwitz.

Corporate sponsorships play a bigger role
in the touring industry than ever before, as
companies increasingly turn to live music to
reach coveted consumers. Here we talk to the
key players in uniting bands and brands at a
time when corporate budgets are tight and the
market is challenging. “We Can Work It Out”
is moderated by IEG Sponsorship Report sen-
ior editor Bill Chipps and features MAC Pre-
sents president Marcie Allen Cardwell, George
P. Johnson senior marketing strategist Andre
Gaccetta, TBA Global executive VP for branded
entertainment Brian Murphy, GMR Entertain-
ment managing director of global operations
Bobby Oppenheim, Toyota director of engage-
ment sales Kim Kyaw and Live Nation Al-
liances president Russell Wallach.

The explosion in the North American festi-
val business is perhaps the biggest develop-
ment in the concert industry in the last two
years. Have we reached a critical mass? With
“Into the Great Wide Open,” the top festival
producers and talent buyers in the business
will talk about the state of this art and where
it's headed. Moderated by the Agency Group
live events department head Jim Lewi, the
panel includes Live Nation Canada president
Shane Bourbonnais, AC Entertainment pres-
ident Ashley Capps, Buddy Lee Attractions
president/CEO Tony Conway, C3 Presents part-
ner Charlie Jones, AEG Live Denver president
Chuck Morris and Festival Network founder

and
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From left: Madison Square Entertainment
VP of marketing LIANA FARNHAM, Agency
Group live events department head JIM
LEWI and Carroll, Guido & Groffman
entertainment industry attorney ELLIOTT
GROFFMAN

Christopher Shields.
Lewi says a pre-conference conference call
among panelists was illuminating. “As we
brought up the question of the North Amer-
ican festival business reaching ‘critical mass,’
it became apparent that our panel would be
pretty short if the answer was ‘yes,” ” he says.
“Atthe same time, the reality is with the lim-
ited number of headliners available and each
event’s desire to stay unique, we actually
may have hit critical mass with larger fes-
tivals such as the ones our panel is known
for producing. What we did see as an op-
portunity for growth were festivals in North
America in 10,000- to 30,000-
capacity settings.”

Lewi says that within the
current economy, “there are
many things to learn and
study from the festivals our
panel members produce.”

The role of artist manager

l has never required more flex-
| ibility, savvy and skill than it
| doestoday as artist managers
‘ weigh more options than
i ever before in trying to break

|

bands and keep the career
arc expanding. More than
ever, the road is the way to
make this happen, but the menu of options,
including 360 deals and long-term promoter
contracts, presents some tough choices.

Moderated by Billboard editorial director Bill
Werde, “Someone to Watch Over Me” includes
innovative managers Bruce Allen (Martina
McBride, Bryan Adams), Paul Korzilius {(Bon
Jovi), Allen Kovac (Métley Criie, Buckcherry),
Mike Martinovich {My Morning Jacket),
Michael McDonald (John Mayer) and Scott
Siman (Tim McGraw).

A decade has passed since concert industry
consolidation concluded, so where are we now?
With the perspective of 10 years, industry power
players will discuss the impact that consolida-
tion has had on touring, ticket prices and the
concert experience and, more important, what
the next decade might hold.

Moderated by Carroll, Guido & Groffman
entertainment industry attorney Elliott Groff-
man, this year’s premier panel boasts AEG Live
CEO Randy Phillips, Live Nation Connecticut
chairman Jimmy Koplik, Metropolitan Talent
co-CEOQ John Scher, William Morris Agency
contemporary music head Marc Geiger and
ICM senior VP of concerts Marsha Vlasic.

“This collection of panelists is uniquely sit-
uated to put into perspective the major devel-
opments of the past and comment on key trends
and developments for the future,” Groffman
says. “I can’t wait for the sparks to fly.”

—Ray Waddell
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to the 145 talented artists and their representatives | |
who partnered with our clients and the Musijc Services team in 2008. |

3 Doors Down | Avenged Sevenfold | AC/DC | Akon | Alanis Morissette | Alice Cooper | Alicia Keys | American Idols | Andre Rieu
Angels & Airwaves | Avril Lavigne | B-52s | Beck | Ben Folds | Billy Joel | Bob Dylan | Bon Jovi | Boys Like Girls | Brooks & Dunn | Buckcherry
Bullet For My Valentine | Calexico | Carrie Underwood | Celine Dion | Cinderella | Coldplay | Collective Soul | Counting Crows i Dane Cook
Day 26 | Def Leppard | Dethklok i Dierks Bentley | Dolly Parton | Dream Theater | Duffy | Eagles | Eddie lzzard | Eddie Vedder | Elton John
Elvis Costello | Eric Clapton | Foo Fighters | Foreigner | Gaither | Gavin DeGraw | George Michael | George Strait { Gigantour feat. Megadeth
Goldfrapp | Hannah Montana & Miley Cyrus t Hanson | Hot Chip | Idina Menzel | Iron Maiden | It Was 40 Years Ago Today I Jack Johnson
Jackson Browne | Jason Aldean | Jason Mraz | Jimmy Eat World | Joe Jackson | Joe Satriani | John Legend | John Mellencamp | Jonas Brothers
Journey | Judas Priest & Heaven and Hell | Julieta Venegas | Kanye West | Keith Urban { Kelly Clarkson | Kenny Chesney | Kid Rock
Kings of Leon | Lady Antebellum | Leann Rimes | Lenny Kravitz | Lindsey Buckingham | Linkin Park | Madonna | Margaret Cho | Mark Knopfler
Maroon 5 | Martina McBride | Mary J Blige | Matchbox Twenty | Matisyahu | Melissa Etheridge | Metallica | Metro Station | Michael Buble
Missy Higgins | Motley Crue | Mudcrutch | Mudvayne | Neil Diamond | Neil Young | Nelly | New Kids On The Block | Nikka Costa | O.A.R. | Oasis
Ozzfest | Panic at the Disco | Poison | Projekt Revolution - Linkin Park | Raven Symone | Ray Lamontagne | RBD | Return to Forever | Rihanna
Ringo Starr | Rise Against | Robert Plant & Alison Krauss | Robin Williams | Rod Stewart | Rush | Sara Bareilles | Sevendust | Smashing Pumpkins
Sonya Kitchell | Steely Dan.| Stone Temple Pilots | Sugarland | The Cure | The Hold Steady | The Kooks | The Mars Volta | The Police
The Raconteurs | The Spice Girls | The ‘Who | Third Day | Tim McGraw | Tina Turner | Tom Petty and the Heartbreakers | Trace Adkins
True Colors | Umphrey's McGee | Unearth | Van Halen | Velvet Revolver | Weezer | Widespread Panic | Wilie Nelson | Yes

ecHo L iLike ticketmaster

vie senwEe.
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At the Billboard Touring Conference and Awards, Bill-
board’s Humanitarian Award recognizes the philan-
thropic efforts of a touring professional. M Few charitable
endeavors could be deemed more “humanitarian” than
providing an affordable home for a family in need, which
is why Jon Bon Jovi and the Philadelphia Soul Charita-
ble Foundation have been chosen as the 2008 Humani-
tarian Award honorees at this year’s conference, taking
place Nov. 19-20 at the Roosevelt Hotel in New York.

BILLBOARD | NOVEMBER 22, 2008

11

Bon Jovi's mission to provide affordable housing to
those in need began even before he and the ownership
group of the Arena Football League’s Philadelphia Soul
decided to establish the nonprofit Philadelphia Soul
Charitable Foundation in October 2006. The effort is
ongoing; just last month, 51 units of housing, devel-
oped in partnership with HelpUSA, were announced
for Newark, N.J. This project will bring the number of
affordable housing units that Bon Jovi and the founda-
tion have been involved with since 2005 to 140.

“Jon's leadership and vision has been amazing, and

wwWwW americanradiohistorv com

Above: JON BON JOVI, right, and
Philadelphia Soul Charitable Foundation vice
chairman CRAIG SPENCER with families from
the Bayou Area Habitat community. Inset:
Foundation executive director MIMI BOX and
Bon Jovi.

Jon Bon Jovi And

The Philadelphia Soul
Charitable Foundation Honored
8 with Humanitarian Award

he truly has leveraged his celebrity status to the benefit
of many homeless and low-income individuals finding
themselves in an economic crisis involving housing,
foundation director Mimi Box says. “Although our mis-
sion is broad—he_ping people in economic distress-
our funding priorities have been directed toward those
experiencingalack of affordable housing for themselves
and their families. We have met an incredibly large num-
ber of folks who just need a little help to stabilize their
living situation.”

Using an oft-heard but continued on >>p54

COURTESY OF THE PHILADELPHIA SOUL CHARITABLE FOUNDATION
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envers Premier Concert Venue

The Wells Fargo Theatre

at the Colorado Convention Center

is the perfect 5,000 seat venue for

concerts, family shows and
ticketed events. We’'re certain
you will appreciate the
acoustic and visual

appeal. It's the ideal

accompaniment to any perforance.

WELLS FARGO
THEATRE

COLORADO CONVENTION CENTER

WELLS
FARGO

Ar SMG Managed Facility THEATRE

For available dates and booking information contact:

Greg Lowry (303)228.8022 glowry@denverconvention.com
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WHY ATLANTAS

¢ One of Billboard’s Top Grossing small venues for 17 years
¢ Top ten market - 5.3 MM Atlantans

¢ Host to over 750,000 annual attendees

* 4,674 seats

¢ Access to 300,000 patron e-subscribers

¢ Full Service Marketing and Group Sales Dept.

¢ Located in the heart of metro Atlanta on the Midtown Mile

For booking information contact Allan Vella,
General Manager, Fox Theatre (404) 881-2104
allanvella@foxtheatre.org

‘'www.FoxTheatre.org

Access Pass/ Design
1.800.4.PASSES
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heartfelt phrase in philan-
thropy, Box quotes Bon Jovi as saying the
foundation’s goal is to offer “a hand up, not
a handout.’

Bon Jovi’s passion for the foundation is “enor-
mous,” according to Jack Rovner, the band’s co-
manager at Vector Management, and his
approach is creative. “Jon’s model of combin-
ing corporate, private and government monies
has yielded over 100 homes in the last three
years,” Rovner says. “Being part of that has been
enormously gratifying, and to find new ways
and new projects to initiate it is absolutely a
great feeling.”

Asked why this particular cause
resonates with him, Bon Jovi says,
“When you look at the number of
families and children thaton any
given night in our country do not
have a place to call home, it strikes
achord—no pun intended—with
me. Homelessness hits more
people than you can imagine: 3.5
million people. 1.35 million of
them children, are likely to ex-
perience homelessness in a

from >>p52

given year.”

Homelessness “is an issue
we can address without the
help of science,” Bon Jovi adds. “One
of the causes of homelessness is lack of safe, de-
cent and affordable housing—[which]isacrisis
we can tackle, but it will take money, patience
and perseverance. So, I've found the challenge
which has spokento me, and I'm trying to make
adifference in the lives of these people who want
to help themselves but just need a little help.

Bon Jovi says he is “extremely pleased” with
the foundation’s growth. “And in efforts like this,
noone can doitalone,” he adds. “Support from

Top: One of the foundation’s first projects on North

23rd Street in Philadelphia in March 2007; Below,

from left: BILL CLINTON greets JON BON JOVI and
Project H.O.M.E’s Sister MARY SCULLION and JOAN

DAWSON McCONNON.
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all sectors in the communities in which
we have built has enabled us to accomplish
so much in the first two years of our foun-
dation’s existence. Without support from
the private sector as well as the many in-
dividuals throughout the country that sup-
port our mission, we would not have been
able to work with our nonprofit partners
[Project H.O.M.E., Habitat for Humanity,
HelpUSA and others] in providing over 140
units of affordable housing. It has also af-
forded us the opportunity to be a voice for
the low-income and formerly homeless pop-
ulations who, in some cases for the first time,
are achieving the American
dream of home ownership for
their families. There is a great
need in our country for afford-
able housing, especially in
today’s economic environment.
Companies including Saturn,
ICAP, Kenneth Cole, Coty, Com-
cast, Condé Nast and SAP have
been big believers in the founda-
tion’s mission and have supported
it financially and with volunteer
labor, Box says.

Bon Jovi's star power and dedi-
cation to the cause have also “ex-
ponentially increased” local
support and facilitated involvement with such
partners as Project H.O.M E.. HelpUSA and
Habitat for Humanity.

Bon Jovi has seen plenty of packed houses in
his career, including 99 of them on the band’s
2007-08 Lost Highway tour, a finalist for the top
tour and top draw awards this year. But it seeins
a different kind of full house can be highly re
warding as well.

‘I’'ve seen what a miraculous thingitisto hand
someone the keys to a new home,” Bon
Jovi says, “not only a beautiful home that
they can be proud to own, but a home that
they have invested their own time, sweat
and resources in.”

Longtime band manager and tour di-
rector Paul Korzilius knows firsthand Bon
Jovi's dedication to this cause. “Through:-
out my long association with Jon I've al-
ways been amazed and impressed by his
commitment to the community,” he says.
“This foundation has allowed it to be a bit
more formalized, but this is not a new-
found passion, it is lifelong passion. I've
seen it every day for over 20 years.

Previous Humanitarian Award win-
ners include Clear Channel Entertain-
ment for Hurricane Relief (2004}, Dave
Matthews Band’s Bama Rags foundation
(2005), Music Rising (2006) and Kevin
Wall/Live Earth (2007). —Ray Waddell

Habitat

for Humanity

7

SOUL

CHARITABLE
FOUNDATION
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6400 Sugarloaf Parkway

Duluth, GA 30097 //
www.gwinnettcenter.com —

For booking info, contact eAr ona

Chris Hendley at 770.813.7558 at Gwinnett Center
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The Allman Brothers Band, from left: DEREK TRUCKS;
WARREN HAYNES, BUTCH TRUCKS, GREGG ALLMAN,
JAIMOE, MARC QUINONES and OTEIL BURBRIDGE.
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The Allman Brothers Band

Named Billboard’s Legend Of Live

From free jams in the late ’60s at Atlanta’s Piedmont
Park to this era’s extended bookings at New York’s Bea-
con Theatre, “there’s one thing you can damn sure say
about the Allman Brothers,” founding member/drum-
mer Butch Trucks says. “It’s all about the live thing.” B
Fellow founding “brother” and the band’s second drum-
mer Jaimoe Johnson adds, “Live performance is very im-
portant because nothing else matches the deliverance
of the music.” M And the vitality of the Allman Broth-
ers Band live is as it ever was. “[t still feels good, other-
wise we wouldn’t do it,” Gregg Allman says of the band’s
current lineup of himself, Trucks and Jaimoe (who uses
his first name professionally), along with longtime mem-
bers Warren Haynes, Marc Quinones, Oteil Burbridge
and Derek Trucks, Butch’s nephew. “We don’t plan on
changing anymore. The thing will end before the play-
ers change.”

NOVEMBER 22, 2008

On Nov. 20 the Allman Brothers Band will receive
the Legend of Live award at the 2008 Billboard Tour-
ing Awards in New York. The award recognizes a tour-
ing professional who has had a significant and lasting
impact on the concert industry.

Previous Legends of Live include Rolling Stones pro-
moter Michael Cohl (2004), Cellar Door Concerts
founder Jack Boyle (2005), Elton John (2006) and pio-
neering agent Frank Barsalona (2007).

Allman calls the award “quite an honor,” and band
manager Bert Holman considers it a recognition not
just of the past but the present and future for a band
that celebrates its 40th anniversary next year.

“We see it as not about having hit 61 home runs, it’s
about still being on the field playing,” he says. “This is
aunique award that recognizes bands that don’t reston
their laurels.”

The laurels are pretty impressive, and the legacy is
among rock’s most compelling stories. The journey
has been one of tremendous highs—including decades

WwWWwWWwW.americanradiohistorv.com

of sold-out halls and induction into the Rock and Roll
Hall of Fame in 1995—and the depressing lows of ac-
rimonious splits, personal turmoil and band members’
deaths, none more devastating than Duane Allman’s
in1971.

Through it all, the music has come first.

Known as one of rock’s best live bands, the Allman
Brothers Band was one of only two acts whose live al-
bums ranked in the top 50 of Rolling Stone’s list of the
“500 Greatest Albums of All Time.” Though the group
has made legendary studio records, the live set “At Fill-
more East” is a milestone.

“Playing live is the most important thing about what
they do,” Holman says. “This is not a band that partic-
ularly enjoys the studio process. | don’t think anybody
enjoys the touring process: the travel in the middle of
the night, eating at weird times, sleeping on lumpy beds
and having to pack every day. But what they love is the
two-and-a-half hours they’re onstage. That's when the
magic hits.” continued on >>p58
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2008 ““Legends Of Live”’

173 Legendary Performances... and counting!
THE NEW

CACOMN THEATRE

A NEW YORK CITY LANDMARK RESTORED



www.americanradiohistory.com

THEDBYSSEY GOES ON FOREVER.
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from >>p56 The recording process is
“kind of academic,” Allman says. “You write the
songs and then you take them out and road test
them, play them in front of people,” he says.
“They seem to tighten up; my theory is it scares
you into doing it right, having that many peo-
ple there. ‘Here we go, three, four, remember
your parts!

Fromthe time the late Duane Allman, already
a renowned Muscle Shoals (Ala.) Sound Studio
session guitarist, jammed in 1969 in Jacksonville,
Fla., with Jaimoe, Butch Trucks, bassist Berry
Oakley and guitarist Dickey Betts, and then en-
ticed his brother Gregg to step in us vocalist, the
onstage alchemy has been among rock’s best.

“I felt the chemistry the firsttime [ played with
Duane and Berry in Muscle Shoals,” Jaimoe says.
“I knew Duane could play, but I didn’t know about
any of these other white boys. | come up listen-
ing to jazz and stuff and the only white people
who could really play music were jazz musicians

—that was my theory.”

Welcome to a new musical theory. When
Duane first told Gregg in 69 what he had going
on, “I thought, ‘My brother, you've lost your
mind.” Two drummers. That is an instant train
wreck. It has to be,” Allman recalls. “He said,
‘I've got a great lead guitar player,” and I said,
‘What the hell do you do? As | remember, you
used to play lead guitar.” He said, ‘I'll show you
when you get here.” ”

What Duane, who had evolved into a master
slide guitar player, showed his brother was more
than impressive. “I didn’t think I was good
enough. I took my brother over to the side, and
I said, ‘I’m not sure, but you might have the
wrong guy,” ” Allman recalls. “He said, ‘Why,
you little chicken shit.” He pushed those but-
tons. I finally snatched the words to “Trouble No
More’ out of his hands, counted it offand it still
pretty much sounds the way it did then. At the
end of that, it was just ‘boom.’ I showed them
‘Dreams,” and that was pretty much like you
hear it today, too. We learned those two songs
before sundown.”

The connection was made in Jacksonville and
forged in Macon, Ga., where the band convened
to cut its debut album for Capricorn Records.

“Once | got ‘Dreams inthere, [ belonged,” Allman
says. “But until then, I was sweating peach pits, let
me tell you.”

Longtime band agent Jonny Podell says that
when he first saw the Allman Brothers Band on-
stage in June 1969, he was instantly impressed
with its stage presence. “I was struck by the fact
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GREGG (left) and DUANE ALLMAN performing in summer 1971 at the
Sunset Concert Series Summerthing at Boston on the Common.

that this Mississippi
Delta, Afro-American
blues voice was com-
ing out of this tall,
skinny, blonde white
boy. That kind of
threw me,” he says.
He began working
with the group immedi-

ately and its career started to explode.

The trajectory was fueled by a remarkable mu-
sical synergy. As dual drummers, Jaimoe says
he has been in synch with Trucks “since day one,
since the first time we played. Butch and I have
never rehearsed for anything. We've worked out
a few things, he’d write something outand 1I'd
try to figure out what he wrote, but we’ve never
rehearsed for anything.

Trucks says the nature of that chemistry can’t
be defined. “People ask me, and have for years,
‘How do you and Jaimoe do what you do? And
I don’t know,” he says. “It just works. We tried
a lot of different combinations with the band
and that first combination worked, the chem-
istry was there. Duane brought such a power
and focus to where we were going, everybody
just jumped onboard. I think we’re playing a
much better quality of music now, but we'll never
touch that band for originality. With that band,
every night we got onstage we were going into
places that no one had ever been before. It was
a religious experience.”

Good as it was, the chemistry is still evident,
and, some would say, improving. “This the most
balance I’ve ever seen with this band, spiritu-
ally and musically,” says Holman, who first
worked with the Allmans in 1970 and has served
as their manager since 1990. “Everybody is in
the same place.”

Trucks agrees that the band has renewed on-
stage vigor. “I’'m having more fun playing now
than I have since before Duane died,” he says.
Why? “To be honest with you, | like the guys 'm
playing with.

For his part, Podell remains impressed. “At
the risk of sounding sacrilegious, I believe this
is the best the band has ever played since Duane,”
he says. “I'm not sure [ can really say it’s better,
and there was only one Duane Allman, but it's
as good as ['ve ever seen them. Thereare nights
that I've seen them when I'm mesmerized and
actually remind myselfof how proud | amto rep-
resent them.

The consistent thread in the Allman Brothers

family is a lack of continued on >>p60
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from >>pSs8 compromise when it comes \
to the music. “The Allman Brothers Band, with
all the various players, they don't care about any-
thing else.” Podell says. “And the same attitude {smes
that Duane Allman had, which was to commu- .
nicate very little verbally with the audience, still
goes on today. They're not about singing anybody
‘Happy Birthday,” they're not about talking Obama
and McCain from their pulpit. And
when | lapse into, ‘This is what we've
got to do to grow,” they remind me,
“This is what you got to do. We're just
playing music.

Trucks says it takes only “about 10
minutes” to get back into the groove after
a break. “We used to have to get together
and spend several weeks in rehearsal just
trying to refresh what we did before,” he
says. “With this band, we can go three or
four months and put the band back on-
stage with no rehearsal and not have a
mistake. We don’t have to rehearse, but
that being said, after we play three or four
weeks together, we get more confident.

“When everybody’s focusing on just remembering the songs,
it takes a little away from the ol’ exploratory track,” Trucks says.
“By the end of the tour, the songs are tight enough to where we
can experiment a fot more.

Haynes, Burbridge, Quinones and Derek Trucks “have clearly
added to the legacy of the Allman Brothers Band,” Podell says.
“These guys, on any given night, the way they play, it pushes the
[original members] in a way that only younger guys can push
older guys.”

Jaimoe says the musical journey of the Allman Brothers Band
1s ongoing. “It’s still developing,” he says. “It’s fun, because 1
know a little more what I'm doing now. It takes a lifetime, be-
cause you hear things differently, so it takes off all over again. You

THE ALLMAN
BROTHERS BAND in
May 1969 in Muscle
Shoals, Ala.

continue to grow, you continue lo create.”

Indeed, the one constant of the Allman Brothers is change.
“Every night there is a slightly ditferent approach,” Holman says.
“It's never the same. Halfthetime i’s subliminal, they don'teven
realize they’re doing it. They go where their fingers take them.
They’re pushing things all the time.

Paralleling the makeup of the band, today’s audience for the
Allman Brothers is a wide mix of longtime fans and those under
30 who have become converts.

“It's great to have the people there who have seen 200 shows and
can tell you about the night at Ludlow’s Garage in Cincinnati in
1970 or when they saw them at the Fillmore West,” Podell says.

“You've got all those people and they're great, and
maybe some of them could give you a lot more insight
into the valleys and peaks and metamorphosis of the
Allman Brothers Band. And for the kids, even if they
end up going in another direction and today love Dave
Matthews or Jack Johnson, part of their education was
to listen to . . . ‘At Fillmore East’ and ‘Eat a Peach.’” |
think it was part of all of our educations. | was just
lucky enough to be educated on the job.”

And promoters, veteran and young alike, under-
stand that the Alliman Brothers’ focus has always been
on the music. “Fortunately for me, | was there at the
beginning,” says Live Nation Philadelphia president
Larry Magid, whose tenure in the business parallels
the Allmans’. “What | saw and felt was a remarkable
transformation and blending of American music.
Through the years, through the ups and downs, the
Allman Brothers Band has not lost its verve or its in-
tegrity. Their impact has been felt and heartfelt.

Holman says the band is not about complicated
riders and frivolous demands. “This band has always
been about the integrity of the music, and I think
that's why they've sustained.” he says. “Certainly any-
one that has been around this business for any amount
of time has been a part of this. And their part of this
integrity is they’'ve allowed this band to present the music the way
they want to present it, without compromise.

The dare of the Biliboard Touring Awards and legend of Live
honor has particular significance for the band. “Nov. 20, by the
way, is my brother’s birthday,” Allman says. “That slayed me when
I heurd that. That’s got to be a good thing.”

Next year, the Alhman Brothers Band will stage its 40th-
anniversary tour, kicked off by what's sure to be an electric March
run at New York’s Beacon Theatre.

“I'dlove to tell you what we have planned, butit’s just kick ass,
that'sall I can tell you,” Allman says. “We're going to pitch a wang
dang doodle all night long.” —Ray Waddell

CHI

F.E.A. MERCHANDISE CONGRATULATES

THE ROAD GOES ON FOREVER
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“That Tina Turner
show got
me in the mood!”

“I should take you
to HP Pavilion
more often.”
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Nothing enhances a performance like HP Pavilion at San Jose.
Whether you're playing our intimate Theatre Setting or going
for the fully loaded Arena Experience, the building’s acoustics,
sightlines and experienced staff always deliver the goods.
No wonder HP Pavilion is consistently ranked as one of the
“Top 10" venues in the world. = -
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¢

ma

TOURING
CONFERENCE

&

AWARDS

BML - Blackbird=

Theatrical Services

Qne Aquarium Drive, Secaucus, NJ 07094
(201) 617-8900 www.bmiblackbird com

Disney Dominates Finalists List
For Billboard’s Breakthrough Award

The Disney multiplatform machine has helped propel two of the three final-
ists for this year’s Breakthrough Award at the Billboard Touring Conference
and Awards, taking place Nov. 19-20 in New York. Ml Disneymates Miley Cyrus
and Jonas Brothers are vying for the breakthrough honor. The third finalist
is Michael Bublé, whose demographic is decidedly different, though no less
passionate, than Cyrus’ and the Jonases’. The opportunity for enduring pop-
ularity with all three acts is more than promising. Ml The Breakthrough Award
goes to the top-grossing act that cracks Billboard Boxscore’s top 25 tours recap

BROOMFIELD

EVENT CENTER.

7,000 SEATS ROCKIN’
DENVER & BOULDER

Bonnie Raitt « Heaven & Hell « Harlem Globetrotters ¢ Cirque du Soleil:
Saltimbanco « Matchbox 20 « Ultimate Fighting Championships ¢ The
Wiggles « Lipizzaner Stallions + Professional Bull Riding * Luis Miguel

* 2008 Tour of Gymnastics Superstars « Weezer « Music Builds Tour
Featuring Third Day & Switchfoot « Rock Band Live Featuring Panic at
the Disco & Dashboard Confessional « New Kids on the Block ¢ Oasis
* Disney'’s High School Musical: The Ice Tour « Playhouse Disney Live
... & MORE!

For booking information, contact Gene Felling at 303-800-2726
gfelling@broomfieldeventcenter.com
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for the first time in its career.

The award does not necessarily coincide with
the act’s first headlining tour, though that's the
case with both Cyrus and Jonas Brothers. The
award instead represents a “breakthrough” entry
into the upper echelon of touring and heralds
future box office success.

The award is also about artist development.
Previous winners include Josh Groban, Linkin
Park, Rascal Flatts and Justin Timberlake. Clearly,
all have not only broken through to touring
prominence, they've sustained and built their
popularity on the road.

Disney recognizes that the charisma and tal-
ents of its two contenders in this category were
a perfect fit for the company’s multiplatform
style of artist development.

“The astounding success that both the Han-
nah Montana/Miley Cyrus: Best of Both Worlds
tour and the Jonas Brothers tour enjoyed this
pastyear is first and foremost a testament to the
incredible talent and hard work of Miley and the
62
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Jonas Brothers, as well as a reflection of the won-
derful collaborative partnerships that the Dis-
ney Music Group has been fortunate enough to
develop with these amazing artists,” Disney
Music Group senior VP of concerts Chip Mc-
Clean says.

Like all Billboard touring honors, the Break-
through Award is based on ticket sales reported
to Billboard Boxscore from Oct. 1, 2007, through
Sept. 30, 2008.

The first outing during this time frame was
the Montana/Cyrus tour, which also featured
Jonas Brothers as an integral part of the show.
“What 1 like to call the ‘split personality tour’
gave North America its first glimpse of what a
major superstar the talented Miley Cyrus is,”
says Randy Phillips, CEO of AEG Live, producer
of the tour with Buena Vista Concerts.

“I would change the title of this award from
‘Breakthrough’to ‘Tip of the Iceberg," ” Phillips
says. The tour “was an

continued on >>p64
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from >>p62 exercise in capitalizing on the enor-
mous success of the Disney Channel’s No. 1-rated show
and, at the same time, giving the lead actress the oppor-
tunity to showcase her limitless musical tal-
ent. It succeeded in both goals and was a
huge success at the box office.”

In the live pop world of 2008, it’s been all
about Jonas Brothers, whose Live Nation-pro-
duced Burning Up tour has solidified the
brothers’ stature as legitimate arena-level
headliners. Live Nation touring VP Brad

Wavra, no stranger to major pop tours, says,
| “In 30 years of
working in this in-

Jonas Brothers have plenty
“They write their own music,
every instrument, they act,

records,” he says. “They
touch their fans ina way that
JONAS is indescribable.
BROTHERS at And, as Wavra stresses, Jonas Brothers are not an
%ee?iﬂ't'ee'r\;vo?gg: overnight success. The brothers began touring inavan
Artsin Bethel, with their parents driving them from gig to gig well be-
TeY. Above: fore their Disney connection. “They toured and toured
‘MICHAEL . .
_ BUBLE at the and toured, living on T-shirt money to get them to the
R - -3 Sydney next gig,” he says. “They played as hard to three people
\*“tfntertamment as they do to 3,000, or 30,000. They worked wherever

tre.
e they could get hired to hone their craft, from churches

to stick-to-the-floor bars. Some places the only people
in the clubs were the employees and the other acts on
the bill. They loaded in their own equipment and thanked
everyone for being there.”

Far from the Disney spotlight but no less experienc-
ing a “breakthrough” year was Bublé, who enjoyed the
most successful international touring year of his career
in 2008. Tour promoter Don Fox of Beaver Productions
is bullish on the artist’s long-term success potential.
“My first date with him was March 17 of '04 in America,”
Fox recalls. “And the last four years Michael has gone
from playing 1,000-seat theaters to selling out Madison

Square Garden in New York
in hours.

dustry, there is no ‘I WOU LD Fox says Bublé “loves to
d ing. form” and, like the other

| These guys wok ~ CHANGE THE [l Fuatists, possesses s
day to fine- t k ethic. “He’ll
wareat TITLE OF THIS [ e s week ne
Wavra points out that AWARD FROM just loves to get out there

and play. He hasn’t stopped

of ammo in their arsenal. ‘BREAKTH ROUGH, in the last four years,” Fox

says. “Bublé’s audience is

they sing every note, play TO ‘TI p O F TH E from 18 to 80 [years old]. His

music is timeless, so people

they produce other artists’ IC E B E RG_, I young and old all love his

—RANDY PHILLIPS, AEG LIVE

music. As a live performer,
he’s the real deal.

Bublé has played some 80
dates in North America, sold out dates in Europe and
Australia, and blew out shows immediately in his na-
tive Canada, according to Fox. “The guy is a global
artist,” he says. “When you do four days in Perth,
Australia; three days in Sydney; boom, boom, boom.
He sold out the Garden in one day, gone, and the
show’s not until December. Michael Bublé has def-
initely made his mark.” —Ray Waddell

Congratulations Allman Brothers
on your

Legend of Live Award!

entertainment coaches of america
INCORPORATED

worldwide,

31017 Airwav Road RECORDING ARTISTS maNAGERS including
d a PROMOTERS AGENTS 2009 the U.S. and

Leesburg, FL 34748 VENUES  TOURIN SeRuicEs Canada.

800-456-2269

www.entertainmentcoaches.com GO to www.biIIboard.com/ order
’ to get your copy today!

The 2009 edition of
From all of us at ECA, ITTG iS HEREl

So be the first
on your block
to have this
completely
updated
edition, with
over 30,000
artists,
managers and
agents from
76 countries
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With the help of touring heavyweights like Bon
Jovi, the Police, Celine Dion, Jonas Brothers,
Neil Diamond and the Eagles, venues across
the globe had another successful year in 2008.
B At the Billboard Touring Conference and
Awards, taking place Nov. 19-20 at the Roosevelt
Hotel in New York, the awards will recognize
the top-grossing venues for the 08 touring sea-
son. M Here's a look at the finalists.

NOVEMBER 22, 2008

Top Venue Finalists
Honored At Billboard
Touring Awards

BY MITCHELL PETERS

TOP ARENA
After a four-year winning streak, Madison Square Gar-
den in New York will once again try to capture the top
arena award. Madison Square Garden Enlertainment
(MSGE) COO/executive VP of bookings Melissa Or-
mond says the Garden has already experienced an “in-
credibly successful [year] thus far” and anticipates a
strong finish in the fourth quarter.

Ormond notes multiple events from Jonas Broth-
ers, Diamond and family production “Walking With
Dinosaurs” as key summer drivers at the Garden. And

during this year’s NBA and NHL playoff seasons, she
adds, “we had greater accessibility to dates in the arena,
which we aggressively booked with top acts, includ-
ing the Eagles and Kanye West. The pursuit of book
ing new productions, along with securing longer runs
from top artists, contributed to what we expect to be
a record-breaking year.”

Since opening last summer, the O2 Arena in Lon-
don has already become a “legendary arena,” AEG
Live CEO Randy Phillips says. “I just want to quote

Brian May from the stage of  continued on >>pé68

Opening night of
the O2 Arena,
June 24, 2007,in
London.
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Clockwise from left: The
Moller Organ at the Fox
Theatre in Atlanta; Auditoric
Nacional in Mexico City;
House of Blues in Chicago.

from >>p66 [the] first of two sold-out shows at the O2 to
18,000 Queen fans: ‘Isn’t this a beautiful place? London needed
an arena like this.””’

Montreal’s Bell Centre, a 2007 finalist for the top arena award,
received a boost this year from Canadian native Dion, according
to Gillett Entertainment Group VP/GM Jacques Aubé. “We had
eight sold-out Celine Dion shows at the Bell Centre; a number
of huge tours; a successful [Ultimate Fighting Championship)
event, which was a first for our building and for Canada; not to
mention all of the strong local talent which has played our build-
ing,” he says. Gillett operates and books the Bell Centre.

TOP AMPHITHEATER
Amphitheaters are the perennial summer
concert venue, and three Live Nation sheds
are finalists in the category: Comcast Cen-
ter in Mansfield, Mass.; Susquehanna Bank
Center in Camden, N.J.; and Nikon at Jones
Beach Theater in Wantagh, N.Y.

“Those are three great amphitheaters
run by three of the best promoters we have,”
Live Nation CEO of global music Jason Gar-
nersays. “They are first-class facilities that
artists love to play and fans love to visit.
That's why they’re in this category.”

Live Nation Boston senior VP Dave Mars-
den shares his “recipe” for success at Com-
cast Center: Take an extraordinary number
of major artists on tour (Eric Clapton, Tom
Petty & the Heartbreakers, Pearl Jam, the
Police, Jack Johnson, Radiohead, Rascal
Flatts), combine with franchise players
(Jimmy Buffett, Dave Matthews Band, the Allman Brothers Band),
add a pair of first-time headliners (Kanye West, Jonas Brothers),
fold in a number of multi-act shows (Projekt Revolution, Rock
the Bells, Rockstar Mayhem Festival, Vans Warped tour, Crite
Fest), mix with signature events (such radio station shows as Kiss
Concert, Country Fest, Summerjam, River Rave), sprinkle with
co-headliner bills offering fans maximum concert value (Maroon
5/Counting Crows, Journey/Heart/Cheap Trick, Kid Rock/Lynyrd
Skynyrd) and finish with a legendary annual concert making its
first appearance in New England (Farm Aid). The result is the
outstanding season that Comcast Center experienced in 2008.

Live Narion president of New York music Kevin Morrow
points to concerts by Clapton, the Police and Jonas Brothers
as business drivers at the Nikon at Jones Beach Theater. “This
BILLBOARD
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‘THE STAFF’S
HARD WORK
AND
DEDICATION
IS THE KEY
TO OUR
SUCCESS.’

—BRUCE MONTGOMERY,
COMCAST CENTER

was truly one of the greatest summers in the 25-year history
of the venue,” he says

Along with numerous sellout shows, GMs Bruce Montgomery
(Comcast Center) and Curt Voss (Susquehanna Bank Center)
give much of the credit to staffers who ensure operations al-
ways run smoothly. “Their hard work, skill and dedication is
the key to our success,” Montgomery says.

TOP VENUE, 10,000 SEATS OR LESS

Venues with 10,000 seats or less continue to serve as the tour-
ing industry’s sweet spot. Mexico City’s Auditorio Nacional
walked away last year with the top award, and under the guid-
ance of CEO Maria Cristina Garcia-Cepeda, the venue hopes to
win once again in November.

With concerts by Alejandro Fernandez,
Mana, Bob Dylan, Rod Stewart, Vicente
Fernandez, Juan Gabriel and others, “2008
has been a year of great achievements,”
Garcia-Cepeda says. “We offered Mexico’s
audience the best and most assorted artis-
tic and cultural expressions of the world.”

Proving that MSGE has a strong pres-
ence in the New York market, the com-
pany’s Radio City Music Hall and WaMu
Theater at Madison Square Garden will
also compete in this category.

At Radio City, a spring speaker series
featuring Bill Clinton, Al Gore, Rudy Giu-
liani, Anderson Cooper and the late Tim
Russert, among others, drove traffic to the
venue, Ormond says. The WaMu Theater,
meanwhile, saw a boost from the winter
family production of Cirque du Soleil’s “Wintuk,” along with
performances by Robert Plant/Alison Krauss, My Morning
Jacket, the Verve, Chris Rock, Melissa Etheridge and the Cure.

TOP VENUE, 5,000 SEATS OR LESS
With help from new residency divas Cher and Bette Midler, along
with regular marquee artists Jerry Seinfeld and Elton John, the
Colosseum at Caesars Palace in Las Vegas experienced consis-
tent business in 2008. The building nabbed a top venue award in
’07, primarily resulting from the final year of Dion’s five-year run
of sellout residency performances.

‘Subsequent runs to the opening of both Bette and Cher con-
tinue to be very strong with regular sellout performances,” Har-
rah’s Entertainment corporate VP of entertainment Scott

wwWw americanradiohistorvy com

Schecter says. “The added success we saw over the past eight
months was also due in part to entertainers that we brought for
signature event engagements (o supplement the days that our
resident performers took off.”

Tampa Bay (Fla.) Performing Arts Center president Judith Lisi
credits much of the facility’s success in 2008 to its staff and vol-
unteer base. But it wouldn’t be possible without the fans. “Whether
it’s the latest Broadway smash hit, grand opera, cutting-edge co-
median or chart-topping music act, the people in the Tampa Bay
area support and embrace our programming choices,” she says.

In Atlanta, “the Fox Theatre had another tremendous year,’
GM Allan Vella says, citing performances by Rock, My Morning
Jacket, Kathy Griffin, Jill Scott, Ron White, Sugarland and Tyler
Perry. “The [2009] season looks even brighter and we are contin-
uing to work with our partners.”

TOP CLUB

Playing a crucial role in artist development and building fan
bases, clubs are perhaps the concert business’ most important
venues. As with the amphitheater honors, Live Nation also rules
the top club finalists, with three of its venues in the running:
House of Blues Dallas, the Fillmore in San Francisco and House
of Blues Chicago.

“Sometimes our club business gets lost behind our dominant
position in the amphitheater and arena markets,” Garner says.
“['think it shows the strength and diversity of our venue platform
and the amazing balance we have between the very strong his-
tory and new, exciting innovation and brands.

House of Blues senior VP of operations for the Central region
Michael Lucero says the Chicago club has become a staple in the
city’s music scene. “Our strength continues to be our commit-
ment to musical diversity, filling our calendar with such artists
as Common, Mika, Indigo Girls, Lifehouse, Sara Bareilles, Min-
istry, Lil Wayne, Wyclef [Jean] and D] Tiésto,” he says. “We are
honored thatall of our hard work has been recognized again.”

In San Francisco, the Fillmore packed the room in 2008 with
multiple-night runs by Santana, Steve Miller Band, Social Dis
tortion and Mudcrutch, according to Live Nation San Francisco
VP of booking Michael Bailey. “One fortunate thing about the
Fillmore is that a lot of artists that can sell more tickets like to
play there, because they like the feel . . . and the history of the
room,” he says.

Another factor was that many artists were touring the West
Coast from January through March—a time when competition
among other venues isn't as fierce. “It enabled us to sell a lot of
tickets,” Baitey says. oo

= OF BLUES
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of live performance. The award acknowledges
a band that might not always grace the top of
the Billboard Boxscore charts (though it can
and often does), but whose professionalism,
onstage alchemy and ability to sell tickets over
a long period of time provide a huge boost to
the overall touring industry. These artists are
the real backbone of the concert business.

As promoters, venue managers and, of
course, fans from coast to coast know, Wide-
spread Panic fits this bill.
Booked by Buck Williams
at Progressive Global
Agency, Panic has played
more than 2,400 shows in
its career, with different
set lists every night. From
1998 to 2007 the band
played 844 concerts, even
after taking 2004 off.

Trey Feazell, senior
VP/talent buyer at At-
lanta’s Philips Arena,
where Panic has sold out
17 shows, calls the band a
“perfect choice” for the in-
augural Road Warrior
Award. “They are the ulti-
mate touring band,”
Feazell says. “We view
them as another franchise
for Philips Arena. A Panic
show is a unique experience. We are very for-
tunate to have witnessed it 17 times and look
forward to many more shows.”

This is a working band that has maintained
its solid performance schedule this year, with
73 shows in the books for ‘08 by the time the
group accepts this award. The night prior, Nov.
19, Panic will play the intimate Fillmore at Irv-
ing Plazain New York in a special benefit con-
cert for the Bill Graham Memorial Foundation,
concurrent with the Billboard Touring Con-
ference. The special “evening with” show sold
out instantly.

The Panic lineup includes guitarist/singer
John Bell, bassist Dave Schools, drummer
Todd Nance, percussionist Domingo
“Sunny” Ortiz, keyboardist John “JoJo”
Hermann and guitarist Jimmy Herring.
Founding member/guitarist Michael Houser
died in 2002.

“If you're doing it right, the work—writing
songs and performing together—is its own re-
ward,” Bell says. “When you've been doing what
70 |
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We talk to lawyers. We have families. We've got
side projects. All aspects feed each other. At-
torneys eat the most.”

This band is about lifting burdens, as any-
one who has seen its epic sets at Bonnaroo can
attest. The group takes the audience to new
places, with glow sticks lighting the way. The
reason Spreadheads opt to see this band for
runs of consecutive dates is because the act has
an informal policy not to repeat a song within

2

w D'Esp PANIC

three shows. As with its predecessors and kin-
dred spirits like the Allman Brothers Band
(a fellow Georgia Music Hall of Famer) and the
Grateful Dead, each Panic show is a new an-
imal, a living, breathing thing.

Audiences care because Panic’s members
care about every single show. They are road
warriors. And we appreciate what they do.

DINO-MATIC: The Billboard Touring Confer-
ence special issue would not be complete with-
out giving one more shout-out to this year's
Creative Content Award winner, “Walking With
Dinosaurs—The Live Experience” (On the
Road, Nov. 8). With $90 million in grosses and
2 million tickets sold at 65 venues, according
to producers, this is proven content. Big kudos
to ArenaNetwork and the folks at Immersion
Edutainment for making this tour happen and
to production guru Jake Berry for ensuring
that party animal T-Rex makes it to the show
every night and does his T-Rex thing. Creativ-
ity has its rewards. oo
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BY CHUCK TAYLOR

ﬁe Loves
The’80s

Manilow Tackles Reagan Era
On Fourth Decade Set

Thirty-four years afier “Mandy” launched Barry Manilow and
Arista Records—the then-new label founded by Clive Davis-
the singer is still racking up achieverments, thanks to his Davis-
directed series of decade-themed covers albums.

“The Grealest Songs of the Eighties,” due Nov. 25 on Arista,
is the fourth—and likely final-—installment in an aibum series
aimed squarely at pre-baby boomers. Their zest for all things
Manilow offers such slam-dunk promo opportunities as
Manilow’s regular appearances on QVC, where he is the best-
selling artist in the retail channel’s history.

In 2006, “The Grealest Songs of the Fifties” became
Manilow’s first No. T album chart debut, followed by “Sixties”
(No. 2) in 2006 and “Seventies” (No. 6) in 2007. In total, the
three collections have sold more than 2 million copies, accord-
ing to Nielsen SoundScan.

“The good thing with a brand like Barry Manilow is that he’s
such an icon,” says RCA Music Group senior VP of markeling
and artist development Scott Seviour. “It’s a matter of telling a
built-in audience that he has something new.” Case in point: Fol-
lowing database marketing of a press release announcing “Eight-
ies” directly to his fans, “the next morning on Amazon.com,
advance sales were at No. 8,” Seviour says. “Those 50,000 fans
can literally drive first-week sales.

“Barry’s enduring popularity comes from a combination of
his songs, which are part of the soundtrack of people’s lives-
you see him live and the audience knows every word to 30 songs-
coupled with the fact that he is a great Jive showman,” says Davis,
Sony BMG Worldwide's chief creative officer. “On both counts,
he has stood he test of time.’

Manilow returns the kudos: “In my career, | have one thing
nobody else does: Nostradavis.’

The 12-track “Eighties” is led by the single “Islands in the
Stream,” a 1983 No. | pop, country and AC hit for Kenny Rogers
and Dolly Parton, written by the Bee Gees. Manilow’s version is
a gleeful duet with Reba McEntire, recorded live in the studio.

Other selections include Chicago's “Hard to Say I'm Sorry,
Cyndi Lauper’s “Time After Time” and Stevie Wonder’s “ Just
Called to Say | Love You.” Scanning the playlist, Manilow says
this was the most challenging of the four albums: “These songs
are so well-known, so loved—perfecily recorded records. With
the ’50s and "60s, we could play around with the arrangements.
The '70s was more difficult, because those arrangements were
wonderful. How can you touch ‘Bridge Over Troubled Wate1”?
‘You've Got a Friend’ was perfectly written and recorded.”

THE ROAD TO RANDY

DANCE FEVER

75

Ready t keachanceag in:
BARRYMANILOW ;

Manilow says he was determined to maintain the original writ-
ers’ and singers’ integrily, while still placing his stamp on the
songs. “It took a long time to figure out how to make them my
own, to see where [ could craw! inside the meaning of the lyric,”
he says. “I didn't want to do karaoke renditions. Make no mis-
tuke, | was intimidated, but I think [ nailed them. Once the
arrangements were done, it was one big smile after another.

Among the most novel efforts on “Eighties” is Rick Astley’s
1988 No. 1 “Never Gonna Give You Up.” “It has the catchiest lit-
tle melody, with production from Stock, Aiken and Waterman
How do you compete with that?” asks Manilow, who called on
producer Michael Lloyd (the “Dirty Dancing” soundtrack) for
assistance. “I think il’s going to stand out on the album.”

To court Manilow's fans, Arista set up a busy schedule of TV
appearances, including “The Tonight Show With Jay Leno,
“Today,” Rosie O’Donnell’s Thanksgiving Eve special and a

wWWW americanradiohistorv com

THEY’RE WITH US

TURNED UP TO N
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week’s worth of coverage on “Entertainment Tonight” and “The
Insider.” Manilow will also return to QVC, performing five
songs in an hour on Nov. 20. Arista has printads lined up and
interviews in People and Ladies Home Journal, with Internet
ads on female-leaning Web sites and radio links with syndi-
cated AC shows led by Delilah, John Tesh, Martha Stewart and
Casey Kasem.

“I had afeeling there could be more, but noidea it would wind
up being this big,” Manilow says about the new chapter in his
career opened by “Fifties.” On Jan. 16, he'll begin his fifth sold-
out yearlong residency at the Hilton. “I figure I'll be there until
they throw me out.”

To Davis, “The fact that Barry can have a successful album at
this stage in his career shows how timeless songs last and com-
pelling performers can maintain an audience, even outside of
radioand MTV and VH1.”

73
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>>>REBA MOVES
ON

Reba McEntire has ended
her 25-year association
with MCA Nashville and
signed with Valory Music.
Terms of the deal were not
disclosed. McEntire’s debut
single on Valory will ship to
country radio in early
spring 2009, with her new
studio album to follow later
that summer. The artist
crowned her MCA tenure
with a three-disc boxed set,
“SO Greatest Hits,” released
late last month.

>>>UNCLE BEN’S
BAND

Ben Harper is recording an
album with a new band,
Relentless7, and will play a
handful of club shows next
month to introduce the
material. “White Lies for
Dark Times” is due in May
via Virgin and finds Harper
backed by guitarist Jason
Mozersky, drummer Jordan
Richardson and bassist
Jesse Ingalls, the latter two
of the Los Angeles band
Oliver Future.

>>>LUPE BOWS
ouT?

Atlantic Records is
declining comment on
reports that rapper Lupe
Fiasco will retire from
music after releasing a
triple-disc album titled
“LupEND.” Fiasco made
the announcement during
a Halloween show in
Chicago, explaining that
“END” stands for
“everywhere,” “nowhere”
and “down here.” A
release date hasn’t been
confirmed. If true, the
news shouldn’t come as
much of a surprise,
considering Fiasco told
Billboard as much last
December.

>>>ULTRA, MEGA,
OK

U.K. pop/rock outfit
Ultravox’s ‘80s lineup will
reunite for a 2009 tour,
marking this version of the
band’s first performance
since Live Aid in 1985.
Drummer Warren Cann,
bassist Chris Cross,
violinist/keyboardist Billy
Currie and guitarist/
vocalist Midge Ure will
play 14 dates beginning
April 10 in Edinburgh,
Scotland. For now, the
itinerary is limited to the
United Kingdom. Cann left
Ultravox in 1986 and the
band split two years later,
although it re-formed
without Ure in 1992,

Reporting by Jonathan
Cohen and Ken Tucker.
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Jailhouse
Rock
Steady

Jah Cure Chronicles
Imprisonment With
‘Universal’ Songs

Jail hardly dampened the success of Jamaican
reggae singer Jah Cure, who topped the reggae
charts in his homeland with a series of singles
he recorded while serving a 15-year sentence
for rape, robbery and gun possession charges.
In fact, it made him an exponentially bigger
star thun he was before he went to prison.

Much like hip-hop, reggae has a tradition
of controversial singers with criminal records.
But Cure represents the highest-profile exam-
ple of how controversy can help make an
artist’s career.

OnJan. 7, Cure will deliver his first album
of new music since his release from prison
on July 28, 2007. “The Universal Cure,”
which will come out as a joint venture be-
tween Miami-based indie SoBe Entertain-
ment and Jamaica’s Danger Zone Records,
documents the journey of the one-time Sic-
cature Alcock, who struggled for recogni-
tion as a teenage artist and found it a few
years later behind bars, where he steadfastly
maintained his innocence.

“A history of negatives has been done but I
can'tthink it is all about me when I know what
people face out there,” says Cure, who wound
up serving eight years. “So the songs tatk about
my life but also about universal cures, like
being free and especially love.”

Following his incarceration on April 16, 1999,
Cure began releasing singles like “Love Is” and
“Longing For,” characterized by deeply emo-
tional deliveries that stood in stark contrast to
the callousness of his alleged crimes. As his
renown grew, details emerged of reported ir-
regularities in the legal proceedings that led to
his conviction. Defending Cure’s innocence
became a cause célebre throughout the reggae
world, but his alleged victim, as well as several
Jamaican women'’s rights groups, expressed
outrage at the artist’s newfound celebrity and
the sympathy his hits generated.
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Staman vibrations:
AH CURE

“The Universal Cure” includes “Reflec-
tions,” Cure’s seminal penitentiary recording.
Butit's alsosignificant for roots reggae tracks
like “Sufferation,” “Freedom” and “U Believe
in Me,” the last of which expresses gratitude
to his supporters. “We wanted to capture the
transition in Cure’s life, coming out of captiv-
ity and going into the free world,” says his
manager Delmar “Della” Drummond, who is
also CEO of Danger Zone Records. “This is
his authentic journey, not just words to a beat.”

Since his release, Cure’s red-hot hit-mak-
ing streak has noticeably cooled. But his team
is hoping to rekindle the fire with “The Uni-
versal Cure,” which is led by the single “Mr.
Jailer.” The track was previously a hit for its
writer, Nigerian singer Asa.

“Jah Cure’s vocals have a haunting soulful
resonance that [ haven’t heard since the late
Garnet Silk,” says Wayne Jobson, host of the
show “Reggae Smoke-In” on modern rock
KDLD/KDLE (Indie 103.1) Los Angeles. “We
need that kind of consciousness and haunt-
ing voice to lift up reggae. People are looking
for this to be the definitive Jah Cure album,
and I think he will do well in America.”

So far, Cure has been unable to secure a visa
for travel to the United States because of his
criminal convictions. His management is seek-
ing a waiver that would allow him entry for a
maximum of 90 days. In the interim, SoBe/
Danger Zone will concentrate on creating in-
terestin the album in territories where he has
already established a following.

“If we can make ‘Universal Cure’ success-
ful in Europe and the Caribbean, where he has
performed extensively, that could helpitin the
U.S.,” SoBe Records CEO Cecil Barker says.
“We are planning release events in the
Caribbean, in Europe and possibly in Asia.”
Barker is also hoping to tap into the diverse
markets that have supported SoBe's ecleciic
roster, which includes Brooke Hogan and rap-
per Urban Mystic. “The reggae format caters
to somany different cultures,” he says, “so we
hope to attract Brooke’s pop audience and
Urban Mystic’s fans. But Jah Cure is a reggae
artist, so we will keep him true to his roots.”

Whetheror not he finds success outside the
reggae arena, Cure remains grateful for the ex-
periences that have made the new album such
a gripping narrative. “Those were very tough
years,” he says, “but it was worth it, because
my career was made rom that struggle.” <«
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Say ‘Anything’

Single Provides Powerful
Intro For Randy Houser

While no one is calling new
country artist Randy Houser
an overnight success—at
least not yet—things are def-
initely going his way. After all,
how often does an artist, new
or otherwise, get called to
make a command perform-
ance for David Letterman?

The CBS late-night host
heard Houser’s soulful single
“Anything Goes” on Sirius Satel-
lite Radio and asked his booker
to track him down. “He didn’t
want to wait—he wanted to be
the guy that put him on first,”
Universal Records South sen-
ior VP/GM Fletcher Foster says.
“It really gave us some momen-
tum in having people look at
him differently.”

The traditional song, whichin-
cludes the lyrics “Anything goes
when everything’s gone,” struck
a chord with Letterman, who
proclaimed after Houser’s early-
September appearance that it

was “the story of my life.” This
week the single is No. 19 on Biil-
board's Hot Country Songs
chart; it serves as the title cut to
Houser’s debut, due Nov. 18.

The son of a musician who
made his living playing blues,
R&B, soul and other music of
the Mississippi Delta, Houser
knew early on the path he
would follow. “The first time |
saw my dad get onstage and
play guitar, | was done,”’
Houser says. “I knew what |
wanted to do.”

Houser soon made a name
for himself both fronting a band
and as a solo performer. When
he moved to Nashville about
five years ago, he quickly found
work as ademo singer and soon
after signed a publishing deal.
“Things happened really fast,”
he says. “l busted my butt coing
everything you can think of
down in Mississippi and | plan-
ned on coming here to do the

PULSE
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>>>CURIOUS KATE
Despite four Australian Record-
ing Industry Assn. (ARIA)
Award nominations for her
gold-certified (35,000-plus)
2007 debut album, “Little Eve,”
Brisbane-based singer/song-
writer Kate Miller-Heidke opted
to take an alternative route for
her follow-up, “Curiouser”
(Sony BMG).

“A lot of the first aloum was
written by me in a room—very

Australian ‘Idol’: KATE,
MILLER-HEIDKE

private, very introspective,” the
alternative/pop artist says. But
“l escaped the second-album
syndrome thing because ofthe
power of collaboration.” Miller-
Heidke’s collaborator on the
songwriting for the sophomore
album was her partner, guitarist
Keir Nuttall.

The album itself was cutin
Los Angeles with Mickey Pe-
tralia (Beck, Flight of the
Conchords) handling pro-

JONATHAN MANNION: HOUSER: KRISTN BARLOWE
TOREY MUNDKOWSKY

THE KILLERS
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RANOY HOUSER

same thing, but | was just really
lucky getting to work at what |
loved to do pretty quickly.”
After ashort stint on Univer-
sal Music Group’s MCA Nash-
ville—Houser jokingly refers to
it as the “quickest record deal
in history”—Universal South
staff producer Cliff Audretchllll,
who was familiar with Houser
from his days at publisher
Windswept Music, lobbied label
chief Mark Wright to sign him.
While Houser co-wrote eight
of the album’s tracks, he didn’t

write the single. “It’'simportant
as an artist to cut other people’s
songs, especially when they’re
better than mine,” says Houser,
who co-wrote Trace Adkins’
“Honky Tonk Badonkadonk”
with Jamey Johnson and Dal-
las Davidson. “l wouldn’t be
here now if somebody hadn’t
cutmy songs.”

Fostersays a conscious de-
cision was made to release a
ballad rather than an uptempo
track, whichis the preferred ve-
hicle for new artists. “This stood
out as a song of the year-type
of song,” Foster says. “If we
were going to lose, at least we'd
have some respect doing it.
And we would have made a
statement about who heis as
a vocalist and how he can de-
liver asong.”

Country WSOC Charlotte,
N.C.,OM/PD DJ Stout says that
while he liked what he heard on
a sampler, it was a station visit
from Houser that sealed the
deal. “He blew everyone away
when he sang the single,” Stout
says. “It was so impressive that
| asked him to go into the stu-
dioand doitlive. idon’t usually

do that, but he was that good.
Our listeners loved it and |
started playing it.”

Because the single is still
climbing the country airplay
chart and isn’t expected to
peak until early 2009, Univer-
sal South will stagger its mar-
keting push for the album. The
label is focusing on markets
like Atlanta, Dallas, Denver and
Austin, among others, where
the record is performing well
at radio. “We're going in and
doing micromarketing,” Fos-
ter says, citing advertising, club
promotions, flyaway contests
and Web site contests with
radio stations as examples.
“Then we’re going to regroup
and support it into December
at retail.” Houser is an iTunes
discovery artist for the month
of November and his video is
airing on CMT and GAC.

After the first of the year,
the label will focus more on
media and Internet initiatives.
“We're trying to get to the
core country consumer on the
release of this record,” Foster
says, “and then focus on the
masses later. .

duction. With hefty national
radio support from the top
40 network Nova, it opened
at No. 8 on the ARIA Top 50
Albums chart one week after
its Oct. 18 release, eclipsing
the No. 11 peak of its prede-
cessor. Miller-Heidke recently
signed with Sony/ATV Pub-
lishing and is booked by the
Harbour Agency in Sydney.
Now Miller-Heidke’s team is
making plans to bring the
singer to audiences further
afield. “The wheels are in mo-
tion to release in Japanin Jan-
uary and be in that market for
February and back again for
the summer,” Brisbane-based
manager Leanne de Souza
says. With an international
showcase itinerary being drawn
up, she adds, “The hard work is
just beginning.” —Lars Brandle

>>>EVERYTHING’S
ALOUD

Welsh male voice choir Only
Men Aloud is due to unveil the
first fruits of a four-album deal
with Universal Classics & Jazz
Nov. 17. That’s the U.K. release
date for the self-titled debut
album by the 20-person choir,
which won in August the BBC
TV talent show “Last Choir
Standing,” a competition the
broadcaster says drew 6 million
telephone votes.

“It’s the first time a choir
has had such a huge impact
on a mass-market TV plat-
form” in the United Kingdom,
Universal Classics & Jazz U.K.
managing director Dickon
Stainer says. “They’re a pre-
dominantly young, smali
group. Previous choirs who
have had success have gen-
erally been older and larger,
such as [Universal signings]
Fron Male Voice Choir.”

The choir formed in January
2000. “I knew that the Welsh
male voice choir had currency
that something young and fresh
would be marketable,” found-
er/conductor Tim Rhys-Evans
says. “We’ve had hundreds of
people e-mailing to see whether
they couldjoin.”

The album contains choral
versions of a variety of songs
ranging from the Beach Boys’
“God Only Knows" to the Jimmy
Webb-written classic “Mac-
Arthur Park.” Universal doesn’t
yet have international plans for
the choir. —Hazel Davis

>>>YES WE CAN

Making an artist’s new release
stand out from the crowd is a
perennial problem. A recent ex-
periment by U K. label Domino
Records suggests the answer
could be to package it as cans
of soup.

=

London-based dance artist
Max Tundra received that hon-
or with his third album, “Par-
allax Error Beheads You,” re-
leased Oct. 20. The album was
available as a limited run of
500 cans of kosher chicken
soup, available from selected
independent retailers and
Domino’s online store. Each
can featured a unique code en-
abling the owner to downioad
the album from Domino’s site,
along with an exclusive album
of bonus material.

Tundra (real name: Ben Ja-
cobs) says the experiment—in-
spired by lyrics on the album
and his own Jewish roots—
proved highly successful in
terms of marketing and as a
way of engaging his fans. “Peo-
ple have been pretty excited
by it,” he says. "Because it’s
been so limited, they were
crazily ordering.”

Tundra will play European
dates throughout November
and December, booked through
Berlin-based Puschen.

A U.S. release of “Parallax
Error Beheads You” is sched-
uled for Nov. 18 via Domino in
North America and plans are
in place for Tundra to play U.S.
shows in early 2009, booked
through the Windish Agency.
Tundra is published by Domino
Publishing. —Richard Smirke
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with BRANDON FLOWERS

by CORTNEY HARDING

Chameleonic Killers frontman Brandon Flowers seems to sport a new look for every album his
band releases. He was a dandy for 2004’s “Hot Fuss” and an urban cowboy on 2006’s “Sam’s
Town.” For “Day and Age,” due Nov. 25 from Island Def Jam, he’s remade himself as a new waver.
The looks makes sense, since “Day and Age” was produced by Madonna collaborator Stuart Price
and sometimes sounds like it was beamed straight out of an’80s disco. But Flowers stopped danc-

ing long enough to answer some questions.

1 Many popularrock bands live very pub-

lic lives online, yet you and the Killers are
much more private. Do you feel any pres-
sure to start a Web site and tell everyone
what you ate for breakfast?
I’m not very good at talking to fans. | don’t think
we try to be mysterious on purpose, but most
of this blogging and twittering doesn’t make a
lot of sense to me. | grew up before everyone
had a computer and a Web site. It's not that we
don’t care about our fans, but we don’t see the
need to communicate with them in that way.
Hell, we're so old-school we don’t even pay
someone to blog for us.

2 How much input do you and the rest of
the band have when it comes to making de-
cisions about marketing the new album?
We're very involved in the process. We had very
specific ideas in mind for the “Human” video
and we actively sought out different treatments.
We getalong with the label and in the past we've
split the cost of the videos or they've paid for it
outright. We've proven to them that we're usu-
ally right and they give us the space and breath-
ing room to do what we need.

3 The “Human” video was shot in the
desert close to your hometown, Las Vegas.
Was it important for you to shoot the video
there? Do you still feel close to Vegas?

We all love the Southwest. We've made the mis
take of doing photo shoots in Manhattan and
it hasn’t worked out. | still feel like I'm con-
nected to Vegas, although I wouldn't say I'm
part of the scene. When we were starting out,

4 Nike recently ran an ad featuring the first
album’s “All These Things That I’ve Done.”
How do you feel about licensing?
| was really inspived by the Nike comnmercial, be-
cause | felt like that song didn’t get its due in
America and it was great to see it get some at-
tention. In terms of other licensing deals, we
have a monthly approval meeting where we go
through all the proposals we getand vote on what
we think would be best. We've never taken ahard
and fast position to say we're never going to work
with certain people or a certain company.

5 The new album is a departure from the
last one—it’s much more pop. What brought
about that change and how do you think
your fans will respond?

We don’t think about demographics when we're
recording—we want to please ourselves. We
figure that if we like it, there are bound to be
other people that like it too. In terms of putting
the album together, we go with the best songs.
but we also want to make sure the album hasa
certain flavor overall. We did have more rock
songs that didn’t make it onto the record, and
I do think what made it on does have rock mo-
ments. In terms of our fans, I'd like to think
they're smart and open-minded and don’t want
us to keep reinventing the wheel. If you've been
afan for a long time, you're prepared for change.

6 The Killers had a meteoric rise In the
touring world after the debut album. How
will you tour this time?
| think we keep getting better live and we want
to go as far as this will take us. [ want to play big-

there was no scene—we would just go outand  ger arenas this time around, for sure. oo
play with anyone.
W Flowers power:
THE KILLERS
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MICKEY FACTZ

Rapper Mickey Factz started his music career just two
years ago, but he’s accomplished plenty in that short
amount of time.

After leaving New York University law school to focus
on music full-time, the 23-year-old Bronx-bred MC
began releasing mixtapes online in 2006. First came
“In Search of the N.E.R.D.,” on which Factz laid lyrics
over beats made by Pharrell Williams’ group. A year
later he released “Flashback,” followed by the critically
acclaimed “Heaven’s Fallout.” Thanks to tracks like the
sneaker-inspired “Supras,” the latter mixtape quickly
became a fan favorite.

At the beginning of 2008, Factz began releasing a new
track every week as part of a series appropriately titled
“The Leak.” On “The Leak Vol. " and “The Leak Vol. 2,”
Factz released tracks like “Automatic”; “I’'m Sean,” ded-
icated to Sean Bell, who was shot to death by New York
policein 2006; “Incredible”; and “Rockin’ N Rollin’.” The
last of those, featuring the Cool Kids, was recently added
to rotation on MTV. “When we leaked the first song, we
probably only got like 100 downloads,” he says, “and the
last song we put out got about 9,000 or 10,000.”

Factz has gone on to co-found his own marketing,
branding and styling business and label, GFC New York
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(clientele includes Devin the Dude and Nipsey Hustles).
He is preparing his debut album, “The Leak Vol. 3: The
Achievement,” scheduled for release early next year. In-
house producer Precise and lllphonics (LL Cool J, the
Clipse) contribute production.

“I plan on having a bunch of eclectic artists and I'm
going to be touching on a lot of different subject mat-
ters like police brutality, relationships and just life—things
that normal people go through,” Factz says. “People want
to feel like they’'re connected to an artist and a lifestyle and
a culture, and | feel like I'm the person who’s going to
bring that forward.”

While the weekly leaks have since been strategically
halted (“We want people to yearn for more music, and
what comes with yearning is purchasing,” he says), Factz
continues to promote his music in other ways. He appears
on the cover of XXL’s December issue as part of its an-
nual top 10 up-and-coming feature. He’s been perform-
ing on the college circuit, with stops at State University of
New York in New Paltz and Chicago’s Roosevelt Univer-
sity coming up, and he was part of a slew of shows and
panels during this year’s CMJ Music Marathon.

—Mariel Concepcion
Contact: Saint Louis, manager, saint@GFCNY.com
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BY KATIE HASTY

Enjoy exclusive performances, interviews, music
and more from dozens of Underground
artists at billboard.com/underground.

VON IVA

On Dec. 19, Von Iva will make a big
splash—not onstage but on the big
screen. Audiences will be treated to
four original songs from the group in
the Heyday/Warner Bros. Pictures film
“Yes Man,” starring Jim Carrey and ac-
tress/musician Zooey Deschanel.

The San Francisco-based trio was
cast to appear in the movie, as well
as onits soundtrack, after music su-
pervisor Jonathan Karp (“Superbad,”
“The 40 Year Old Virgin”) found the
band’s album, “Our Own Island,”
while in the stacks at Amoeba Music
in Los Angeles.

“We had a friend who would sneak
our CDs in the end caps of the rows
there,” drummer Kelly Harris says. “He
was drawnin by the cover and ended
up loving the music.”

The three became four as the band
was cast as the movie’s fictional group
Munchausen by Proxy, with Deschanel
installed as lead singer. Von lva’s reg-
ular lead singer, the fierce, soulful Jil-
lian Iva, helped rewrite the tunes to
cater to Deschanel’s voice.

Von lva was originally a quartet
when it formed six years ago, when
founders Elizabeth Davis (former
bassist for Seven Year Bitch) and Har-
ris picked up Iva and dexterous key-
boardist Becky Kupersmith. Davis
eventually dropped out and the trio
went onto embrace a more minimal-
ist sound.

The group has gone on to self-re-
lease a full-length set, a music video
and two EPs, the most recent being,
appropriately, “Girls on Film,” on Oct.
28. With heip from the Royalty Net-
work, Von lva has scored around a
dozen TV placements, including
Logo's “Curl Girls,” a Nokia phone spot
and Showtime’s “The L Word.” The
band has also been tapped to open
for such acts as the Walkmen, the Gos-
sip and the Go-Go’s with the aid of the
M.O.B. Agency. —KH

Contact: Joyce Williams, manager,
Joyce@musicindustrynetwork.com

JASON

WEBLEY

Songwriter Jason Webley has made
some pretty unique friends in pretty
unique places during his 10-year career.

He was invited to tour in Mexico
after a “superfan” dance choreog-
rapher created a ballet around his
songs. He used that as an opportu-
nity to meet Warner Latina pop star
Ximena Sarifiana, with whom he per-
formed and penned some songs.

Then there were some Russian
college students who paid for his
trip—and seven subsequent others—
to play shows in destinations like
Siberia. Thousands of fans arrived at
the shows knowing every word, de-
spite the language barrier.

And don't forget the Monsters of
Accordion tour, which took several
wizards of the instrument up and
down the West Coast this fall. “The
most feared instrument in the world,”
Webley cheekily penned onthe MOA
press release.

This summer, Webley made a pair
of visits to Australia, played support
dates with the Avett Brothers and
opened for Dresden Dolls’ Amanda
Palmerin Europe. He also completed
a record with Palmer under the
moniker Evelyn Evelyn, easily sell-
ing out of the 1,111-copy limited edi-
tion pressing of the vinyl set, released
by his own Eleven Records.

¥ have a dumb obsession with
numbers, 11 being my favorite,” he
says with a laugh.

Playing to the fringe has worked
in Webley’s favor, enabling him to
sell nearly 60,000 copies combined
of his five full-length albums and a
handful of collaborative efforts.
Each offers a different sound, from
circus to theater, from Balkan to
Latin, crooner to punk. “Every one
is going to be insanely different,”
he says. “It’s very natural for me to
jump around.” —KH
Contact: jason.webley@gmail.com

CATCHING UP WITH UNDERGROUND ALUMNI

Locksley (June 18, 2005) has been selected as Ray Davies’ backing band on
his 12-date U.S. tour in November and December. . . Anathallo (April 1, 2006)
signed with Anticon. Records and will release its new album, “Canopy Glow,”
Nov.18. . .“Mary” by Joe Purdy (April 4, 2008) is featured in the film “The Se-

cret Life of Bees.”

E: WEBLEY: ELLEN HONICH

VON IVA: HALEY SHELMADINE
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IL DIVO
The Promise
Producer: Steve Mac
Columbia
Release Date: Nov. 18
Opera and ABBA: two
great tastes that taste
great together? In Il Divo's
hands, definitely. Unlike some
in the wildly lucrative pop-
classical scene, the four hunks
in this baritone-beefcake boy
band (originally created by
“"American ldol” judge Simon
Cowell) couldn't care less
about converting serious-
music snobs. They're happy to
pull every heartstring known
to man—or at least middle-
aged woman—which gives
their crescendo-crammed
records a kind of refreshing
honesty. The quartet's fifth
full-length (including an easy-
money 2005 Christmas set) is
Il Divo's most shameless—and
therefore its most enjoyable—
yet. Highlights include covers
of Charles Aznavour's “She”
and Leonard Cohen’s “Hallelu-
jah” (the latter in a surprisingly
stripped-down arrangement),
as well as an over-the-top
reading of “The Winner Takes
It All” that to post-“Mamma
Mia!” ears sounds quite a lot
like cha-ching.—MW

RICARDO ARJONA
Quinto Piso

Producers: various
Warner Music Latina

DIDO

Safe Trip Home
Producer: Jon Brion
RCA

Release Date: Nov. 718

Dido’s haunted voice is a flat line:

BII-LIBQARDIRI

Release Date: Nov. 18

"""" This Guatemalan singer/
songwriter has an un-
canny knack for marrying so-
phisticated lyrics with catchy
hooks and mass-appeal mes-
sages. On his debut for
Warner after a lifetime with
Sony, Ricardo Arjona also
gives his timeless songs a
sense of place. The album tells
stories of urban life as seen
from a fifth-floor studio, from
the unabashed romanticism
of first single “Cémo Duele” to
the incisiveness of “Que Nadie
Vea,” which chronicles a gay
man’s life in the closet. The set
traverses a sea of settings and
emotions with elegance and
an immediate sense of con-
nection. Arjona is thoughtful

in his arrangements, using a
classical string quartet for
“Bailarina Vecina,” big strings
for “Como Duele” and amore
acoustic rock vibe for “La Vida
Estad de Luto.” There's also a
duet with ranchera queen
Paqita La Del Barrio, which un-
derscores how universal Ar-
jona’s songs and themes are,
even in the most regional
arrangements.—LC

BLAKE SHELTON
Startin’ Fires

Producers: Scott Hendrix,
Brent Rowan, Bobby
Braddock

Warner Bros.

Release Date: Nov. 18

:égﬂ

DAVID COOK
David Cook
Producer: Rob Cavallo
19 Recordings/RCA
Release Date: Nov. 718
“American Idol”
champ David Cook already scored a solid hit with his
first single, “The Time of My Life,” the kind of senti-
mental ballad every winner is forced to churn out.
Much like his predecessors’ quick-turnaround debuts,
Cook’s is fairly generic, but its rock edge is dirtied up
with crunching guitars and the artist’s tuneful growl,
There are a host of big, anthemic choruses that high-
light the power of Cook’s voice, namely the soaring
“Declaration” and Chris Cornell/Brian Howes-penned
“Light On.” Elsewhere, Cook exercises his right to rawk
with the swaggering, gritty “Bar-ba-sol” and bares his
soul alongside a delicate piano and string arrange-
ment on “Permanent.” There are some lyrical missteps
(“Life on the Moon,” which marvels at the titular con-
cept), but as the lone rocker winner of “Idol” to date,

CB0K

season seven

=VIi=

Whether she’s singing bold dismissals like “I can’t ook
at you this morning,” or loving declarations like “My
heart has found its home,” those gauze-covered pipes
never modulate. So the sonic settings into which they're
placed are all the more important. Her third studio
album employs fewer electronic whooshes and more
real instruments than the previous two, making it small-
er, finer and a better showcase for her uncluttered
melodies and lyrics. There are a lot of perfect little songs
here; they run less than four minutes, but are rich and
deep. “Quiet Times” is a shuffling, string-laden shanty
that recalls great Brit folk-pop band the Sundays. “it
Comes and It Goes” has an irresistible sway, while “The
Day Before the Day” is quietly devastating. There isn’t a
standout single, but this is Dido’s most fully realized and
elegantly rendered collection.—kKM

Cook stands apart from cookie-cutter pop.—J/M

u Blake Shelton announ-
ces that “I'm a lucky
man” near the start of his fifth
album, which is exactly how
someone dating fellow coun-
try singer Miranda Lambert
should probably feel. That re-
lationship gives “Startin’ Fires”
its verve and spirit, a love-
struck recovery from the heart-
broken pall that hung over
2007's “Pure BS.” There's some
self-recrimination in “She
Wouldn't Be Gone” and a neat
twist in the plot of “I Don’t
Care,” but mostly Shelton is in
L-O-V-E and overjoyed to sing
about it. “Country Strong” of-
fers an anthemic salute to
boot-wearin’ men and women,
“Home Sweet Home" pays trib-
ute to just that, and “This Is
Gonna Take All Night” is a pro-
nouncement of sexual intent
so direct it would make the late
Barry White smile. The “Fires,”
it seems, have more than mere-
ly started.—GG

ZAC BROWN BAND
The Foundation
Producer: Keith Stegall
Atlantic/Home Grown/Big
Picture
Release Date: Nov. 18
u Touring tour-de-force
Zac Brown Band’s ma-
jor-label debut is as refreshing
a set as has come down the
pike in quite some time. Infec-
tious first single “Chicken Fried”
celebrates the simple thingsin
life like cold beer and “jeans
that fit just right,” while “What-

ever It Is" addresses the mysti-
fying power of love. “Toes” isa
tropical treat in the tradition of
Jimmy Buffett ("l got my toes
in the water, ass in the sand™)
and “Where the Boat Leaves
From” also celebrates the is-
land life. Traditional country
toe-tapper “Mary” highlights
the group’s tight harmonies,
and the touching “Highway 20
Ride,” about shared custody of
a child, is a stone-country
smash. Uptempo barn-burner
“It’'s Not OK" follows the tradi-
tion of the Charlie Daniels
Band, and "Sic 'Em On a
Chicken” is just plain fun.—KT

MUDVAYNE
The New Game
Producer: Dave Fortman
Epic
Release Date: Nov. 18
u On this eclectic 11-song
set, Mudvayne stretches
into a variety of previously un-
explored musical settings to
accompany Chad Gray's un-
apologetically angsty lyrics.
“Fish Out of Water” opens
things with a staccato gallop
before careening through a se-
ries of prog-rock-styled dy-
namic shifts. A ringing mixture
of acoustic and electric guitars
bring fresh textures to “Do
What You Do,” the album'’s first
single; “Scarlet Letters”; and
“Never Enough,” while the po-
litically toned “Have It Your
Way" is a forthright and furious
modern rock jam tailored for
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the Vans Warped tour. Some
of the fierce headbanging that
is Mudvayne’s stock in trade
can still be found in “The Hate
in Me,” “We the People” and
“Dull Boy,” but the bulk of the
record finds the group playing
its “New Game" with hard-hit-
ting exuberance.—GG

SAMMY HAGAR
Cosmic Universal Fashion
Producers: Sammy Hagar.
Bob Daspit

Loud & Proud/Roadrunner
Release Date: Nov. 18
Sammy Hagar isn’t all tequila
and sunburns on his first solo
disc in eight years: This new set
kicks off with a lightly industrial
collaboration with young lraqi
songwriter Steven Lost that
finds him reviving the "Right
Now" approach to addressing
deeperissues than the nation’s
unreasonable speed limits.
Hagar spends half the record
in such uncharted waters, but
before things get too serious,
there's “Loud,” a Spandex-and-
codpiece rocker that tele-
ported in from 1986; a cover of
“(You Gotta) Fight for Your
Right (To Party!),” which did
the same; and a country track
called “When the Sun Don't
Shine,” basically a tribute to
Jimmy Buffett, rock’s other
premier tequila pitchman. The
second half of the record de-
pends on how you process the
phrase “album-closing nine-
minute unplugged version of
‘Dreams.” " But if you're a 61-

BEYONCE

| Am ... Sasha Fierce
Producers: various
Music World/Columbia
Release Date: Nov. 18

Beyoncé devoted half of the tracks

™

\

year-old beach bum with a
pretty decent day job, what
else would you do?—JV

MAVIS STAPLES
Live: Hope at the Hideout
Producer: Rob Schnapf
Anti-
Release Date: Nov. 4
Last year, Mavis Staples
released a revelatory col-
lection of protest songs (“We'll
Never Turn Back™) that, though
such a thing was hardly need-
ed, reaffirmed her vitality in the
current music scene. “Hope at
the Hideout” is her victory lap,
ajoyous house party that ben-
efits from a wonderful align-
ment of the stars: It was re-
corded in her return to a cozy,
sold-out blues house in Staples’
Chicago hometown and re-
leased on Election Day. At 69,
Staples’ power-train voice is
close to rugged perfection
throughout, and she’s wonder-
fully fired up. And while the stu-
dio versions of these tracks are
driven by a singular purpose,
their live cousins shimmer and
shake. Nowhere is that clearer
than on a lively and soulful “For
What It's Worth,” a soaring
“This Little Light” and the sin-
gularly majestic “We Shall Not
Be Moved."—JV

ROGER KELLAWAY
Live at the Jazz Standard
Producer: Roger Kellaway
PO

on this double-disc set to her feisty alter ego Sasha
Fierce (think “Single Ladies”). But, it’s the classic, more
timeless R&B songs on the “Il Am” portion of the album
that seem like a much-welcomed stretch for the singer.
Lead single “If | Were a Boy” is the first taste of Be-
yoncé’s newfound love for powerful ballads, as she
croons about reversing gender roles. On “Halo” she
sings in a lower register than usual over big drums and
an epic piano pattern and beits emotively (“I don’t want
a broken heart/And | don’t want to play the broken-
hearted girl”) on the Babyface-penned “Broken-Hearted
Girl.” Songs like “Video Phone,” with its repetitive,
vibrating beat, and the thumping “Diva,” a collaboration
with Sean Garrett, don’t break new ground but more
than provide the radio-ready dance tracks for which
Beyoncé, er, Sasha Fierce, is beloved.—MC
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Release Date: Nov. 4
* A choice group of play-
ers joined Roger Kell-
away for this May show at
New York’s Jazz Standard:
Russell Malone (guitar), Ste-
fon Harris (vibes), Jay Leon-
hart (bass) and Borislav Stru-
lev (cello). Disc one opens
with a vibrant cover of Duke
Ellington's “Cottontail” and
also features a stylish per-
formance of Paul Desmond’s
classic “Take Five,” a song not
often covered, much less
reimagined this proficiently.
On disc two, make note of the
wonderful treatment of the
cowboy tune “Tumbling Tum-
bleweeds,” with an amazingly
cool Kellaway arrangement.
The song lopes along appeal-
ingly while Kellaway and Mal-
onelay down aninstrumental
commentary that's one of the
major highlights of this wholly
engaging album.—pPVV

CHARLIE DANIELS
Preachin’, Prayin’, Singin’
With Charlie Daniels &
Friends: Live From
Nashville
Producer: David Corlew
Blue Hat Records/Koch
Entertainment
Release Date: Nov. 77
Filmed in black and
white at the intimate
Ford Theater inside Nashville's
Country Music Hall of Fame
and Museum, this project
showcases music from “Songs
of the Longleaf Pines,” Char-
lie Daniels’ 2005 homage to
the bluegrass gospel music of
his North Carolina youth.
Guest turns by members of
bluegrass first families like the
Scruggses, McCourys and
Whites make the DVD a his-
torical treasure. After arousing
opening version of “Walkin'in
Jerusalem” spotlighting Dani-

els, Mac Wiseman and the
Whites, the highlights are
many, including Daniels and
the Scruggs family doing
“Salty Dog Blues,” Daniels and
Del McCoury duetting on
“Uncle Pen” and an all-star fi-
nate on “I'll Fly Away.” The
bonus features find Daniels
visiting U.S. troops in Irag and
reminiscing with his concert
guests in interviews. A night
to remember and just as
powerful when viewed at
home.—DEP

BELLE & SEBASTIAN
The BBC Sessions
Producer: none listed
Matador

Release Date: Nov. 718

A chronological set of
i live in-studio musical
snapshots, “The BBC Ses-
sions™ illustrates this Scottish
septet’s organic and deter-
mined rise to soft-spoken
fame. Endearing sour trumpet
and recorder notes on up-
tempo tracks like “Judy and
Her Dream of Horses"” and a
stunning 1998 version of “Slow
Graffiti” capture the essence
of early Belle & Sebastian,
while the four unreleased
songs from 2001 find the
group experimenting with
funky, spoke-sung vocals
("Shoot the Sexual Athlete”)
and haunting atmospherics
("Nothing in Silence"). Those
tracks were also the last that
B&S recorded with isobel
Campell, and the melancholy
in her voice is the perfect
cliffhanger for the story of a
much-loved band about to as-
cend into the mainstream. For
completists, the first pressing
includes a 2001 Belfast con-
cert enriched with covers of
the Beatles’ "Here Comes the
Sun” and Thin Lizzy's “The
Boys Are Back in Town.”—LJwW

LEGEND & CREDI]S S

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

CONTRIBUTORS: Leila Cobo,
Mariel Concepcion, Gary Graff,
Kerri Mason, Michael Menachem,
Jill Menze, Deborah Evans Price,
Chuck Taylor, Christa L. Titus, Ken
Tucker, Philip Van Vieck, Jeff
Vrabel, Chris Williams, Mikael
Wood, Lavinia Jones Wright

PICK »: A new release predicted
to hit the top half of the chart in
the corresponding format.
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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, NY.
10003) or to the writers in the
appropriate bureaus.
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JULIANNE HOUGH
My Hallelujah Song (3:29)
Producer: David Malloy
Writers: C. Wiseman,
S. McEwan
Publishers: Big Loud Shirt,
ASCAP; EMI Blackwood/
Birds With Ears, BMI
Mercury Records

A two-time professional

dance champion on
ABC's “Dancing With the Stars,”
Julianne Hough proves on her
Mercury self-titled debut—
which launched in May at No. 1
on Billboard’s Top Country Al-
bums chart—that she’s just as
skilled at delivering a great coun-
try song. Her latest singleis a vi-
brant uptempo track penned by
Music Row hitmakers Craig
Wiseman and Steve McEwan, a
joyous celebration of finding
your placein life and reveling in
having dreams come true. it
seems particularly apropos for
this talented artist and she deliv-
ers a sweet, soaring perform-
ance oozing with charisma and
charm. The lively tempo and up-
lifting lyrical content, combined
with Hough's buoyant vocal,
make this a delicious gift, just in
time for holiday airplay.—CT

IDINA MENZEL

Hope (3:26)

Producer: Steve Lipson
Writer: £ Hampton
Publisher: Pau/ Hampton/
WhODENE, ASCAP

Reprise

The 2008 Stand Up to Cancer
initiative has raised more than
$100 miillion to fight breast can-
cer. Joining the cause is Tony
Award-winning actress Idina
Menzel, who launched her pop
career with top 20 AC song
“Brave” and top five club hit
"Gorgeous.” "Hope,” recently
recorded at Abbey Road Stu-
dios, is a devastatingly beauti-
ful story song about “a bird
with no wings, certain that it
can fly” and beating the odds:
“Only hope can light the way,
can heal the heart, can keep the
clouds from hiding the moon
and the stars.” Quiet piano-
driven production allows Men-
zel's stunningly emotional per-
formance to drive the message
home—just try and listen with-
out blurring with a tear or two.
iTunes sales go directly to
Stand Up.—~CT

EDDIE MONEY

Build Me Up Buttercup
(3:27)

Producers: £Eddie Money,
Randy Forrester

Writers: 7. Macauley, M. D'abo
Publishers: Unichapel/EM/
Unart

Warrior Records

Eddie Money hasn't al-
da ways been taken seri-
ously as arocker, but 11top 40
hits can’t be dismissed—from
“Baby Hold On,” “Two Tickets
to Paradise” and "l Wanna Go
Back” to his biggest, 1986 No.
4 Billboard Hot 100 smash
“Take Me Home Tonight.”
Eleventh album “Wanna Go
Back” includes Money’s take
on “Ain’t No Mountain High
Enough,” “Higher and Higher”
and “Build Me Up Buttercup,”
which pays homage to the
Foundations’ 1968 No. 3 hit.
Production is joyous and
crests neatly between retro
and contempo, while the
singer’s scratchy vocal is on
the money. A funromp for fans
and worthy contender for
classic rock stations indulging
fresh product from name
brands, as well as triple A, the
destination for open-minded
grown-ups.—CT

ROCK
RA
Broken Hearted Soul (3:34)

Producer: Sahaj Ticotin
Writer: S. Ticotin

ANDRE 3000
Green Light (4:49)
Producers: Malay, KP

Publisher: not /isted
G.0.0.D./Sony

on his hands.—MM

JOHN LEGEND FEATURING

Writers: J. Stephens, A. Benjamin,
R. Nowels, J. Ho, F. Greenall

John Legend “gets lifted” by André 3000 on “Green
Light,” his most upbeat single yet and the first from
the new album “Evolver.” At first listen, it sounds like
an OutKast song featuring Legend, because of the
catchy, futuristic production and rhythms—but don't
be fooled. The R&B crooner carries the song as his own
while André Benjamin lends vocal charm as the party
smash begins to monopolize multiple formats. The
song is now climbing to the top half of the Billboard
Hot 100, while also scoring on Hot Dance Club Play
and Hot R&B/Hip-Hop Songs. It’s refreshing to see the
2006 Grammy Award best new artist winner shift his
sound around. “Green Light” is headed into a traffic
jam of fall hits, but Legend has a hot top 10 contender

Publisher: Sahajamusic@ascap
Sahaj Music
@88 Former Universal/Re-
: public act Ra has been
on the indie path since 2006,
stepping out with “Raw,” a
superb live recording of the
band tearing up the stage at
Machine Shop in Flint, Mich.
The next phase of the journey
is “Black Sun,” which iTunes
spotlighted with a prerelease
feature onits rock page early
this fall. That attention is justi-
fied by first single “Broken
Hearted Soul,” a hit so blatant
the deaf can hear it. A fla-

TRACY CHAPMAN
Sing for You (4:25)
Producer: Larry Klein
Writer: 7. Chapman
Publisher: not /isted
Atlantic

It’s hard to believe it’s been 20 years since Tracy
Chapman drove onto the scene in her “Fast Car” Back
then she was a breath of fresh air, injecting the pop
world with an earthy, folk-rock sensibility. Since, she has
consistently released quality albums that make the mind
think and the heart feel, including another top 10 smash
on the Billboard Hot 100 (1996’s “Give Me One Rea-
son”), in the midst of grunge no less. Chapman’s new
single previews her optimistically titled CD “Our Bright
Future” (Nov. 11) and finds the singer in pop lullaby
mode, reminiscing on simpler times when she would
sing along with the radio to her lover. This is exactly the
type of song that Jason Mraz would score big with at
pop radio, with its sunny, adhesive “doo-doo-doos” and
accessible toe-tapping rhythm section. At best, this will
score big at triple A and AC and reintroduce the fine tal-
ent to new listeners. TV placement, anyone?—CW
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menco-style intro and bridge
nimbly flicker in and out of a
track packed with more hooks
than a tackle shop—its riffs
and beats commanding atten-
tion with undeniable author-
ity. And did we mention
vocalist Sahaj’s charismatic
performance? Rock stat ons
aren’t the only ones totally
asleep at the wheel on this
one. “Broken Hearted Soul”
should be spinning alongside
Daughtry, Hinder and Nickel-
back at top 40.—CLT

PATTI AUSTIN
Lean on Me
Concord

AMY GRANT
| Need a Silent Night
Sparrow/EMI CMG

BEN GREEN
Holiday
ASRC

DAVE KOz
FEATURING
KIMBERLEY LOCKE
Please Come Home for
Christmas

Capitol

JEFF MEEGAN
Bring Them Home
Jeff Meegan

LEDISI
Be There for Christmas
Verve Forecast/Verve
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Introducing The Band

The Last Vegas Wins Spot On Métley Criie Tour, Label Deal

On a recent night at the venerable Los Angeles
music club the Whisky a Go Go, the Last Vegas
walked away from a battle-of-the-bands contest
with what mnost developing acts can only dream
of: an opening slot on a major arena tour, a record-
ing deal and a management contract. As the win-
ner of the first Guitar Center On-Stage: Your
Chance to Make Rock History contest, held Nov.
10 and judged by the members of Motley Criie,
the Last Vegas will receive all that and more.

Not only does the Chicago-based rock outfit’s
prize include an opening slot alongside Theory
of a Deadman and Hinder on Métley Criie’s up-
coming 25-plus-city North American arena tour,
but it also gets it a management contract with
Tenth Street Entertainment and a recording deal
with Eleven Seven Music.

In addition, the Last Vegas will get a $25,000
check from Guitar Center and $20,000 in new
gear from Gibson Guitar. The band’s currently
untitled debut single will be recorded imme-
diately and is slated to stream on AOL Music
Nov. 24 and be available for download on iTunes
the following day.

“Guitar Center and Motley Criie have given an
opportunity to a band like us, who have been
working hard and pursuing our dreams for a re-

ally long time to carry the torch and be the next
rock’n’roll sensation,” says Last Vegas guitarist
John Wator, whose band was one of six finalists
(from nearly 8,000 contestants) that performed
three-song sets during the contest.

The contest also plays into a cross-promotional
campaign between Guitar Center and Métley Criie’s
tour, which begins Feb. 2, 2009, at Cox Arena in San
Diego and wraps March 18 at the Cumberland
County Civic Center in Portland, Maine. With 214
stores across the United States, the musical instru-
ment retailer will promote the Live Nation-produced
trek with in-store signage and other materials. And
along with exposure on guitarcenter.com, through
e-mail blasts and within its mail-order catalog, Gui-
tar Center will plug the tour in roughly 10,000 radio
spots across more than 300 stations Nov. 17, accord-
ing to Guitar Cenler manager of event marketing
and promotions Dustin Hinz.

Guitar Center will provide the Last Vegas with
tour support, which could be in the six-figure
range, according to Hinz. “We're basically offset-
ting the costs,” he says. “We're going to make
sure they have everything they need while on tour,
within reason.” Tenth Street Entertain-
ment/Eleven Seven Music CEO Allen Kovac says
the Guitar Center partnership is not only “help-

The fast shall bg {irst: THE
LAST VEGAS performing
(far left) and celebratin

i OTLEY CRUE

ing us develop a new band” but also getting out
‘the message [that] they’re on our tour.’

Kovac, who has served as Motley Criie’s man-
ager since 1994, says the band’s winter jaunt
picks up where this past summer’s Criie Festam-
phitheater trek left off. “These are markets we
didn’t play. Rock has always been a middle-of-
the-country sport, and you have to go to where
your fans are.”

The inaugural 40-plus-city North American
Criie Fest—which also featured rock acts Buck-
cherry, Papa Roach, Trapt and Sixx:A.M.—grossed
$16.6 million and drew more than 613,000 con-
certgoers, according to Billboard Boxscore. The
trek followed the June release of “Saints of Los
Angeles,” the first Matley Criie album in more
than a decade recorded by the band’s original
members. The set has sold 236,000 copies in the
United States, according to Nielsen SoundScan.

Ticket prices for the Saints of Los Angeles 2009
tour will range from $25 to $75, with public on-
sales beginning Nov. 21 in various markets. Other
tour partners besides Guitar Center include Amer-
ican Express and Fuse, according to Kovac.

After March, Motley Criie will break from tour-
ing until next summer, when it will visit Euro-
pean cities in June. From there, the band will
return stateside from July through September for
the second edition of Criie Fest, Kovac says. Sup-
port acts for the summer tour are still in the
works. Kovac says, “We're going to open it up to
everyone and see how it goes.” .

Additional reporting by Kristina Tunzi.

MOTLEY CRUE: ALIM URMANCHEEY

Radio Ga Ga:
LADY GAGA

YOU GO, GAGA

Lady Gaga may be largely unknown, but she’s having a hell of a time
clawing her way to the top. Her glam-pop debut, “The Fame” (Stream-
line/Interscope/KonLive/CherryTree), bowed last week at No. 17
on the Billboard 200 (it falls to No. 52 this week), buoyed by
the single “Just Dance,” which has sold 558,000 downloads
in the United States, according to Nielsen SoundScan.
Gaga kept the party going during an in-store at New

York’s Virgin Megastore (where she stage-dove),

hosted Miami nightclub Set’s Halloween bash

and performed on “Jimmy Kimmel Live!” The
flamboyant blonde also accused Christina
Aguilera of biting her cyber-Goth styleinan
US Weekly interview, for good measure. Gaga
finishes her stint as opening act on the New
Kids on the Block tour Nov. 26 and was just
added to the lineup of top 40 WHTZ New
York’s Jingle Ball holiday show Dec. 12 at Madi-
son Square Garden. —Kerri Mason

‘STRICTLY’
SUCCESSFUL

By her own admission, October 2006
was a “dark time” for U.K. pop artist
Alesha Dixon.

Dropped by her record labe! in the
same month she split from her husband,
U.K.urban star MC Harvey, the singer—
who previously enjoyed astring of U.K.
top 10 hits from 2000 to 2003 with R&B
girl group Mis-Teeq—suddenly found
herself unemployed, with her private
life splashed all over the tabloid press.

But two years on, Dixon is again rid-
ing high on the U.K. charts thanks to
her winning turn on BBC 1's “Strictly
Come Dancing,” the U.K. version of
“Dancing With the Stars.”

“The Boy Does Nothing,” written
by Dixon and pop production pow-
erhouse Xenomania, debuted at No.
8 on the Official Charts Co.’s Nov. 9
singles listing on downloads alone.
An album, “The Alesha Show,” fol-
lows Nov. 24 on Asylum/Atlantic.

“Even though that period was very
difficult, part of me feels like | was
meant to go through it,” says the 30-
year-old artist, who recently signed
for publishing with Sony/ATV.“l don’t
believe | could have made this album
had | not been through that.”

After her “Strictly” triumph, Dixon
found herself in high demand, evenre-
ceiving an offer from Universal, the label
that dropped her in 2006. Eventually
accepting a four-album deal with Asy-
lum, she set to work with a hit team of
songwriter/producers, including Steve
Booker, Diane Warren and Redzone.
According to Asylum/Atlantic market-
ing consultant Lou Hart, the resulting
album ideally suits Dixon’s across-the-
board appeal. “We have four clear mar-
kets we are appealing to: teen girls,
teen boys, 35-40-plus women and the
gay audience,” Hart says.

The promotional campaign for “The
Alesha Show” began Oct. 18 when
Dixon returned to “Strictly” to perform
and continues through December with
U.K. in-store, TV and radio appear-
ances. Dixon is also set to perform at
Miss World 2008, held Dec.13in Johan-
nesburg, with an estimated TV audi-
ence of 2 billion. Anticipating “wide-
spread mainstream success” for the
artist, senior international marketing
manager at Warner Music International
Victor Aroldoss hopes to securea Jan-
uary Pan-European albumprelease,
with a U.S. bow planned for

spring 2009.

“Because people have
givenme a second chance,
it’s energized everything,”
Dixon says with a smile.
“Winning [“Strictly”]
lifted my spirits—it got
adifferent audience

to know who lam
as aperson and put
mein afar stronger

position.”

—Richard Smirke
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Block-Rockin’*

Lil Wayne Cover Opens The Door For FRAMING HANLEY

hen one of Framing
Hanley’s guitarists
quit the band due to
health issues earlier
this year, the group
never imagined a practice session
with his future replacement would
result in an out-of-left-field hit.

‘We came home from tour in
April, and we were trying to get our
new guitar player, Ryan, in the band.
We wanted to see how things would

work out between us musically,” lead
vocalist Kenneth Nixon says. “Dur-
ing rehearsal, I'd mentioned we
should cover Lil Wayne's ‘Lollipop’
at our next show. Next thing | knew,
Ryan was playing the intro on his
guitar and an hour later we had our

own rock rendition of it.”

The band played the reimagined
track at a show in its hometown of
Nashville a few days later and
shortly after that, fans began re-
questing it via the act’s MySpace
page. The demand prompted Fram-
ing Hanley to record the song and
upload it. “The plays went through
the roof,” Nixon says.

The song, which will be avail-
able on a rerelease of Framing
Hanley’s debut album, “The Mo-
ment,” due Nov. 18 from Silent Ma-
jority, is No. 37 on Billboard’s
Modern Rock Tracks chart. Thus,
Lil Wayne, a ubiquitous presence
on Billboard’s pop and R&B/hip-
hop charts, scores his first appear-

ance on a Billboard rock tally.
Other songs on the album include
“Built for Sin,” about a girl battling
addiction, and “Home,” which re-
lates to the group members’ own ex-
periences of being away from their
loved ones while on tour.
Originally called Embers Fade,
Framing Hanley was formed by
high school friends Chris Vest
(drums) and Luke McDuffee (bass).
The two met Nixon in college and
released a five-song EP, “With Oc-
tober Came the Fall,” later that year.
In 20006, they teamed up with for-
mer Creed bassist Brett Hestla, who
agreed to record two tracks with
them: “Hear Me Now” and “Wave
Goodbye.” The former became their

first officiul single.

In January 2007, manager Jeff
Hanson (Creed, Paramore, Seven-
dust) heard a demo of “Hear Me
Now” and offered the group a deal
with his independent label Silent
Majority. The subsequent name
change was a tribute to a friend the
band had lost inacaraccidenta few
months prior.

“The Moment” was released dig
itally in May 2007, a month before
Silent Majority inked a distribution
deal with Warner’s Independent
Label Group. On Aug. 7, the album
was released on CD.

With curiosity reaching a new
high, the “Lollipop” cover sold 7,500
ofils 22,000 to-date downloads this
week (the video is also included on
the new version of “The Moment”).
Framing Hanley just began a month-
long North American tour with The-
ory of a Deadman and hopes to work
in some TV appearances before
year’s end, according to ILG execu-
tive VP/GM Stu Bergen.

For his part, Nixon is just hoping
Wayne, who plays guitar himselfand
is an avowed rock’n’roll fan, is happy
with the band’s take on the track. “1
love Wayne. He's the originator, and
I hope he believes imitation is the
sincerest form of flattery,” Nixon
says. “The fact of the matter is, that
song is what took people to find out
about our band, and 1'd be crazy to
complain about it. Our music does
speak for itself, though. So if you like
the song, then chances are you'll be
a fan of the entire record. e

DONALD GETTING HOOKED UP

“Rachel getting married . . .,” Donald Harri-
son Jr. muses before the friends and family
assembled at a fictional wedding. The setting
is director Jonathan Demme’s latest critically
acclaimed work; Harrison’s opening line is the
film’s title.

Harrison's character, a jazz musician and
close friend of the bride’s father who is a music
industry executive, isn’t a stretch. Yet Harri-
son inhabits it with the same arresting blend of
charisma and humility that he brings to the
various roles he plays in his native New Or-
leans. They include jazz saxophonist and band-
leader, with a new album, “The Chosen”
(Nagel-Heyer); mentor to young players
through a weekly nonprofit workshop; and Big
Chief of Congo Nation, extending the Mardi
Gras Indian tradition he inherited from his late
father, Donald Sr.

“Rachel Getting Married” explores several
powerful themes as stitched into the lives of a
single family. Before the nuptials, Harrison lifts
his alto sax and plays “Rachel Loves Sidney,”
which serves as a recurring musical motif. (The
song appears on the Lakeshore Records
soundtrack.)

That Harrison entered Demme’s extended
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family seems only natural. His mother, Herreast,
opened her then-destroyed home and her life to
Demme three years ago when the director
began gathering hundreds of hours of footage
for his documentary, “Right to Return: New
Home Movies From the Lower Ninth Ward.”

One day when Demme and his crew were in
the yard, Harrison played a bit of “Amazing
Grace” on alto sax. Then, he grabbed a tam-
bourine and, with his sister, Cara, and a nephew,
Kiel, by his side singing, underscored the Mardi
Gras Indian traditional “Two-Way-Pocky-Way”
to that same rhythm. Demme shook his head in
wonder. “Donald is a true virtuoso,” Demme
says, “and the Harrisons are a royal family of
New Orleans culture.”

“Acting came naturally to me,” Harrison said
as he walked the red carpet along with Demme
and actress Anne Hathaway, before a premiere
at New Orleans’ Canal Place Cinema. “It seems
a lot like making music, the give and take with
those around you, the sense of context neces-
sary for everything you do.” He likens Demme’s
directorial flair to that of a musical idol, Charlie
Parker. “Like Parker’s music, Jonathan’s work
flows as if it’s real life,” he said. “I’ll play in his
band anytime.” —Larry Blumenfeld

www.americanradiohistorv.com

PEN OF
STEELE

One could forgive Jeffrey Steele if he
had an inferiority complex. The writer
of scores of hits, Steele is cursed with
the same affliction that troubles song-
writers worldwide: The public knows
his songs, but not him. It comes with

the territory, even for someone who
has twice been named BMI’s songwriter
of the year.

Artists ranging from Faith Hill to Ras-
cal Flatts to Tim McGraw and Trace Ad-
kins have topped the charts with
Steele’s compositions, but as a solo
artist the best he could do was aNo. 33
finish on Billboard’s Hot Country Songs
with his “Somethin’ in the Water” in
2001 on the Monument label. “They
were saying | was too rock’'n’roll for
country, blah, blah, blah,” Steele says. “|
could never fit into that mold of being
a traditional country artist.”

But Steele is doing just fine, thank
you, and starting to draw attention.
Along with Craig Wiseman, Bob DiP-
iero and Tony Mullins, he starred in the
GAC reality show “The Hitmen of
Music Row” in 2007. And after a Best
Buy rep saw Steele last summer as a
judge/mentor on NBC’s “Nashville
Star,” the company contacted him
about selling his product inits stores.
“I’'ve been knocking on it ali my life,
but that show opened the door to fi-
nally get some product out there,”
Steele says.

On Nowv. 18, three albums—which
are on his own 3 Ring Circus label and
distributed by Super D—that were
previously available only through his
Web site will hit stores and will also be
available from iTunes, Amazon and
Trans World-owned stores.

“Hell on Wheels,” which was pro-
duced by Steele and Scott Baggett, in-
cludes 14 Steele-penned songs that
haven’t been hits for other artists (at
least not yet). Meanwhile, the Steele-
and Baggett-produced “Countrypoli-
tan” finds the California native taking
on the Kris Kristofferson-penned “For
the Good Times,” Willie Nelson's “Angel
Flying Too Close to the Ground” and
Merle Haggard’s “Going Where the
Lonely Go,” among others.

The self-produced “Gold, Platinum,
No Chrome, More Steele: Greatest Hits
Vol. II” includes his versions of hits he
wrote for others, including “What Hurts
the Most,” “My Wish” and “Me and My
Gang” (Rascal Flatts); “Brand New Girl-
friend” (Steve Holy); and “Hell Yeah”
(Montgomery Gentry).

Meanwhile, Steele and Miley Cyrus
co-wrote asong for the new Disney an-
imated movie “Bolt,” which features the
voices of Cyrus and John Travoita in the
leadroles. —Ken Tucker
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>>The debut of “Rehab” on the
Billboard Hot 100 at No. 91 gives
-Rihanna her eighth hit from her
“Good Girl Gone Bad” album.
That's the highest number of
actively promoted singles any artist
has extracted from one album since
Shania Twain had eight hits from
“Come on Over” in atwo year
period from 1997 to 1999. Rihanna'’s

octet of hits arrived a little faster, in
one year and seven months—the

time elapsed between the debut of
“Umbrella” in April 2007 and this
week’s arrival of “Rehab.”

>>Kanyé West already had the
second-highest Hot 100 debut of
2008 with “Love Lockdown,” which
started at No. 3. Now he scores the
third=highest new entry of the year,
witha No. 4 bow for “Heartless.” It’s
the 12th song to debut in the top
four this century.
@ Read Fred Bronson
every week at
billboard.com/fred.
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DC: GUIDO KA

It's the most wonderful time of the
year—when thoughts turn to family
get-togethers and Thanksgiving while
the Billboard 200 chart becomes green
and red as Christmas albums overtake
the tally.

However, this week, the list’'s No. 1
debut arvives in the form of a rather
un-Christmas-like album—the sound-
track to the teen-vampire romance
film “Twilight.”

Released in advance of tl.e movie's
U.S. theatrical premiere Nov. 21, “Twi-
light” (Summit/Chop Shop/Atlantic)
starts with a handsome 165,000 copies
and bows at No. 1 on the Billboard 200.
It’s the best opening sales week for an
Atlantic Records soundtrack since
Nielsen SoundScan begar tracking

data in 1991.

Digital downloads of the album
accounted for 29% (48,000) of ils
first week. That's the
second-biggest digital
week for a soundtrack
since SoundScan began
tracking album down-
load sales in 2004. Only
the “High School Musi-
cal 2" sel posted a bigger
frame, when it bowed
with 62,000 downloads
in 2007.

Nontraditional retail outlets—which
include specialty chain Hot Topic—ac-
counted for nearly 25,000 of the first-
week sales of “Twilight.”

While we can’t assume all of that fig-
ure came from Hot Topic, At-
lantic indicates that the stores
played a significant role in the
album’s sales debut.

For the past year, all things
relating to the books, film and
soundtrack have been flying off
the stores’ shelves. The chain’s
concentrated promotion of the
“Twilight” brand—including a
nationwide in-store album lis-
tening party Oct. 24—gave the
retailer a healthy share of the
effort’s first week.

“Twilight” is the sixth No. 1
for the Atlantic group this year,

following turns at the top by the sound-
track to “Juno,” Danity Kane’s “Wel-
come to the Dollhouse,” Day26’s
self-titled album, Death
Cab for Cutie’s “Nar-
row Stairs” and T.l.’s

Paper Trail.” Overall,
“Twilight” is the 64th No.
1 on the Billboard 200 for
the Atlantic family,
stretching back to its first
chart-topper, Cream’s
“Wheels of Fire” on the
Atco label in 1968.

Moreover, “Twilight” is the third
soundtrack to top the Billboard 200
in 2008, after “Juno” and “Mamma
Mia!” This is the first calendar year
where the chart has seen three No. 1
theatrical film soundtracks since
1998, when “Titanic,” “City of Angels”
and “Armageddon” all spent time in
the penthouse.

But it gets better: This is the third
consecutive calendar year that we've
had three soundtracks hit No. 1.

In 2007 we got chart-toppers from
two TV movies plus one theatrical re-
lease (“Hannah Montana 2,” “HSM 2”
and “Dreamgirls”), and in 2006 there
were No. 1s from, again, two TV movies
and a theatrical film (“Hannah Mon-
tana,” “HSM” and “Curious George”).

So, in just three years, the Billboard
200 has seen nine No. 1 soundtracks-
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No. 1 “Twilight’ Debut Leads Soundtrack Party

a streak of success unmatched in the
52-year history of the regularly pub-
lished weekly albums chart.

We did come close once, in the three
year frame of 1993-1995, when eight
soundtracks spent time at No. 1: “The
Bodyguard,” “Sleepless in Sealtle,”
“The Crow,” “The Lion King,” “Mur-
der Was the Case,” “Friday,” “Pocahon-
tas” and “Dangerous Minds.

SOUND SHARES: Year to date
through the week ending Nov. 9, over-
all album sales stood at 339.4 million
(down 13% compared with the same
time frame of 2007).

So, what’s the good news? Sound-
tracks have sold 16.4 million copies
so far in 2008—down only 10.3%
standing next to year-to-date 2007
(18.3 million).

Better still, soundtrack sales make
up 4.8% of the overall album market
so far this year, a gain compared with
their 4.7% share they had thus far in
2007. Scroll back even further, to
2006, and soundtracks made up 4.5%
of the market year to date (20.4 mil-
lion soundtracks vs. 456.2 million
overall albums

While one can bemoan the fact that
soundtrack sales are sliding—just like
other genres of music—at least they
are holding their own in terms of their
slice of the overall albums pie.  « -

niclsen
SoundScan

P S
This Week 7,028,000 1,168,000 18,609,000
Last Week 6,960,000 1,252,000 18,068,000
Change 1.0% -6.7% 3.0%
This Week Last Year 9,947,000 964,000 16,210,000
Change -29.3% 21.2% 14.8%

“Digital album sales are also counted within album sales

Weekly Album Sales Million units)
30

25

20 = 2008

J FM AM J J A S ONUD J

OVERALL UNIT SALES

Albums 390,069,000 339,393,000 -13.0%
Digital Tracks 702,520,000 905,715,000 28.9%
Store Singles 1,923,000 1,440,000 -25.1%
Totat 1,094,512,000 1,246,548,000 13.9%
Albums w/TEA* 460,321,000 429,964,500 -6.6%
“in uivalent album sales {TEA) with 10 track downloads equivalent

ALBUM SALES

07 390.1 million |
'08 . 3394 mifflion

SALES BY ALBUM FORMAT

O] 347,277,000 283,313,000 -18.4%
Digital 41,667,000 54,458,000 30.7%
Cassette 252,000 74000 -70.6%
Other 873,000 1,548,000 77.3%

wwWwW americanradiohistorv com

2007 CHANGE 2007 CHANGE

YEAR-TO-DATE SALES BY ALBUM CATEGORY

Current 236,803,000 194,461,000 -17.9%
(atalog 153,266,000 144,932,000 -5.4%
Deep (atalog 108,556,000 104,338,000 -3.9%

CURRENT ALBUM SALES
'07 236.8 million

&l 1945 million]

CATALOG ALBUM SALES

07 153.3 million|

'08 144.9 million

Nie can cou current s withir 3

albumn's release (12 months for ciassical and jazz albun ities that stay in the

top half of The Billboard 200. however, remain as curr Titles oider than 18
nth ata at: ot of €a itls it

36 months
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Katy Perry posts back-to-back career-
opening Pop 100 No. 1s, as “Hot N Cold”
follows “1 Kissed a Girl” to the top. The
song atso rises 2-1 on Pop 100 Airplay
(66 million in audience) and goes top 10
(T1-9, Greatest Gainer) at Adult Top 40.
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Incubus extends its string of top 20 hits
at Modern Rock to 13—its entire chart
output—as “Love Hurts” jumps 21-16.
The quintet matches Foo Fighters for the
longest current top 20 streak and third-
longest in the chart’s 20-year history.
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STAR TRAK/INTERSCOPE 011793/1GA (13.98) ®

MARY MARY
MY BLOCK/COLUMBIA 28087*/SONY MUSIC (15.98) @

The Sound

Something Else .I

FRIDAY/REPRISE 511399/WARNER BROS. (18.98)

THE GAME

GEFFEN 011465*/1GA (13.98) LAX l.
RIHANNA .

SRP/DEF JAM 008968*/IDIMG (13 98) Good Girl Gone Bad EE
ERIC BENET o

JOE
563 00003/KEDAR (17.98)

Joe Thomas, New Man L‘E

UNK
| BIG 0OMP 5098/KOCH (17.98)

2econd Season

USHER
LAFACE 23388/Z0MBA (18.98)

Here | Stand

" MARVIN SAPP
VERITY 09433/Z0MBA (17.98)

Thirsty

RAPHAEL SAADIQ
COLUMEIA 08585°/SONY MUSIC {15.98)

The Way | See It

LABELLE
VERVE 011511/V6 (13.98)

Back To Now ..

KINDRED THE FAMILY SOUL
HIDDEN BEACH 00074 (18.98)

The Arrival f i‘l

2 KRAYZE
ENNUYE 7337 (12.98)

2 Krayze

PLIES
BIG GATES/SLIP-N-SLIDE/ATLANTIC 511238/AG (18.98)

Definition Of Real

NAS
DEF JAM/COLUMBIA 011505°/1DJMG (13.98)

Untitled .’

WAYNE BRADY
PEAK 23066/CONCORD (18.98)

A Long Time Coming |=|'i

DJ KHALED
WE THE BEST/TERROR SQUAC 4564/KOCH (17.89)

o
R&B HIP-HOP
|I
TITLE
ARTIST IMPRINT / PROMOTION LABEL
LIVE YOUR LIFE
T1. FEAT. FIHAA (OEF JAMVGRAND HUSTLETUMGATLANTIO l
MISS INDEPENDENT In
NE-YO {DEF JAM/IDJMG)
SINGLE LADIES (PUT A RING ON |T) ﬁ
BEYONCE (MUSIC WORLD/COLUMBIA]
WHATEVER YOU LIKE
" Y. (GRAND HUSTLE/ATLANTIC)
MRS. OFFICER
UL WAYNE FEAT. BOBBY VALENTING & K00 X500 (LASH MONEYLNVERSAL MOTOWN)
. CAN'T BELIEVE IT
T-PAIN FEAT. LIL WAYNE (XOHVCTNAPPY BOYVEZOMBA)
BUST YOUR WINDOWS
JAZMINE SULLIVAN (J/RMG)
SPOTLIGHT
| JENNIFER HUDSON (ARISTA/RMG)
SO FLY
SLIM FEAT. YUNG JOC (M3/ASYLUM)
GREEN LIGHT

- JOHN LEGEND FEAT. ANDRE 3000 (G.0.0.0/COLUMBIA) ’-
j

M

.
@

CHOPPED 'N' SKREWED
PAIN FEAT. LUDACRIS (KDNVICT/NAPPY BOY/JIVE/ZOMB,
SWAGGA LIKE US

JAY-Z & TA FEAT, KANYE WEST & LIL WAYNE (ROC-A-FELLADEF JAWADUMG)
NEED U BAD

JAZMINE SULLIVAN (J/RMG)

‘ PLAYA CARDZ RIGHT |

i J_ KEYSHLA COLE FEAT 2PAC (AMARUTMANVGEFFENANTERSM) (L
DID YOU WRONG
PLEASURE P (BLUESTAR/ATLANTIC} 3
. TRADING PLACES 1?

USHER (LAFACE/ZOMBA)

r

—

GET UP
50 CENT (SHADY/AFTERMATH/INTERSCOPE)
o ONE MORE DRINK
LUDACRIS CO-STARRING T-PAIN (DTP/DEF JAMIDJMG)
LOVE LOCKDOWN
KANYE WEST (ROC-A-FELLA/DEF JAM/IDIMG)
MY LIFE
' THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE)
WHEN IT HURTS
AVANT (CAPITOL)
POP CHAMPAGNE
_ 0 O gL
SHOW ouT
UNK (BIG OOMP/KOCH)
RIDE
AGE HOOO FEAT. TREY SONGZ (WE THE BEST/DEF JAWIDIMG)

PUT IT ON YA
PLIES FEAT. CHRIS J (BIG GATES/SLIP-N-SLIDE/ATLANTIC)

90 |

We Global ..

ADULT R&B

His long-awaited
second solo album
comes almost 10
years after his debut
set entered the
Billhoard 200 at No,
28 with 89,000
during the 1999
holiday season. This
one bows higher but

with 39,000 (No. ).

Atlanga’s D) Unk
eains consecutive
top 105 on Top
Independent Albums
(No. 9), viewable at
billboard.biz/charts.

Since his debut, the
Sacramento, Calif.,
teen has made
steady upward
progress. This week
he claims his best
sales week at ore
stores, buoyed by a
52% increase.

- NEED U BAD
~ JAZMINE SULLIVAN (J/RMG)

.5 NOTHING LEFT TO SAY
MINT CONDITION {CAGED BIRD/IMAGE)

YOU'RE THE ONLY ONE
ERIC BENET (FRIOAY/REPRISE/WARNER BROS.)

. [ HEAVEN SENT
KEYSHIA COLE (IMANY/GEFFEN/INTERSCDPE)

THE SWEETEST LOVE
ROBIN THICKE (STAR TRAK/INTERSCOPE)

MAGIC
ROBIN THICKE (STAR TRAK/INTERSCOPE)

SUPERWOMAN
ALICIA KEYS (MBHK/J/AMG)

" MARVIN SAPP (VERITY/ZOMBA)

NEVER WOULD HAVE MADE IT

IFULEAVE

MUSIQ SOULCHILD FEAT. MARY J. BLIGE (ATLANTIC)

GET UP
MARY MARY (MY BLOCK/COLUMBIA)

THE RIVER
NOEL GOURDIN (EPIC)

MISS INDEPENDENT
S NE-YO {DEF JAM/I0JMG)

WHEN IT HURTS
AVANT (CAPITOL)

LOVE THAT GIRL
- _RAPHAEL SARDIQ {COLUMBIA)

ORDINARY
WAYNE BRADY (PEAK/CMG)

cooL

ANTHONY HAMLTON FEAT. DAVIO BANNER (MISTER'S MUSIC/SO 50 DEF/ZOMBA)

THE HUNGER
ERIC BENET (FRIDAY/REPRISE/WARNER BROS )

&ﬁl@“ E.R. (EMERGENCY ROOM)
TN J0E (563/KEDAR)

GREEN LIGHT

JOHN LEGEND FEAT. ANDRE 3000 (G.0.0.0./COLUMBIA)

THERE GOES MY BABY
CHARLIE WiLSON (J)VE/ZOMBA)

RIGHT HERE (DEPARTED)
BRANDY (KOGH/EPIC)

WILL | EVER
| LYFE (COLUMBIA)

DID YOU EVER LOVE ME
DEBORAH COX (DECO, IMAGE)

Go to www.billboard.biz for complete chart data

il

- DISTURBIA
RIBANNA (SRP/DEF JAM/IDIMG)

ie OT MONEY
LiL WAYNE FEAT. T PAIN (CASH MONEY/UNIVERSAL MOTOWN}

.. PLEASURE P. (BLUESTAR/ATLANTIC)

i" 3 POP CHAMPAGNE %

- WHAT THEM GIRLS LIKE !
 LUDACRIS CO-STARRING CHFIS BROWN & SEAN GARRETT (DTP/DEF JAWIDAVG)

SALES DATA

AIRPLAY
MONITORED BY COMPILED BY

niclsen
SoundScan

niclsen

ARTIST o
| IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)

KEYSHIA COLE

CONFIDENTIAL/IMANI/GEFFEN 009475*/1GA (13.98) Just Like You

ICE CUBE 3 -

| LENCH MOB 34635 (18.98) Raw Footage | _i:I'
ESTELLE -
HOME SCHOOL/ATLANTIC 412860°/AG (13.98) Shine
JON B

VIBEZELECT 39803/ARSENAL (15.98) Helpless Romantic

CHRIS BROWN

JIVE 12049/20MBA (18.98) @

NELLY

DERRTY/UNIVERSAL 010150/UMRG (13.98)

DEVIN THE DUDE
CINEMATIC 83000/RAZOR & TIE (18.98)

Exclusive

=
Brass Knuckles |

Landing Gear

4 =

:ujng 37024/20MBA (18.98) Greatest Hits [J
ssTonl;c,u\er;LgN%oCn}; (18.98) Soul Men
Sljcs)|lEev§nGL|§GmEN 011785/16A (12.98) Sol-Angel & The Hadley St. Dreams :.‘!
ﬁ;hKI/JCJéu})('/Enzg(w_ge) @ As | Am ..
s g 1 e s [l

DEF JAM 011503*/IDJMG (13.98) i

DAVID BANNER
B.1.G. F.A.C.E./SRC/UNIVERSAL MOTOWN 009956/UMRG (13:98) The Greatest Story Ever Told

Z-RO 3
J PRINCE/KOTG 515829/RAP-A-LOT 4 LIFE (17.98) Crack ].d |

MARY J. BLIGE Growing Pains ..

MATRIARCH/GEFFEN 010313~/IGA (13.98) ®
l.n

LLOYD
WOW Gospel Essentials: All-Time Favorites -.

Lessons In Love

b

YOUNG-GOLDIE/THE INC /UNIVERSAL MOTOWN 011517/UMRG (13.98)
VARIOUS ARTISTS
WORD-CURB/VERITY 27619/EMI GOSPEL (10.98)
TERRY DEXTER

PENNY'S GANG 0001 (13 98)

NOEL GOURDIN

EPIC 80645/SONY MUSIC (17.98)

1 ASHANTI
THE INC./UNIVERSAL MOTOWN 011318/UMRG (13.98)

RICK ROSS

SLIP-N-SLIDE/DEF JAM 009536"/10JM6 (13.98)

THREE 6 MAFIA

HYPNOTIZE MINOS/COLUMBIA 88580 /SONY MUSIC (11.98) ®
MINT CONDITION

CAGED BIRD 3636/IMAGE (18.98)

KIM WATERS

SHANAGHIE 5166 (18.98)
BIG KUNTRY KING
GRAND HUSTLE/ATLANTIC 514113/AG (18.98)

PthE

ARTIST IMPRINT / PROMOTION LABEL " )
WHATEVER YOU LIKE ﬁ'
T4 {GRAND HUSTLE/ATLANTIC)

LIVE YOUR LIFE il
T\ FEAT. RIHANNA (DEF JAMGRAND HUSTLEADJMG/ATLANTIC)

MRS. OFFICER :
LIL WAYME mmammﬂ MONEY/UNVERSAL MOTOWA)} i

~ MISS INDEPENDENT
| NE-YO (DEF JAM/IDJMG) >'-_t_r
CAN'T BELIEVE IT
'T-PAIN FEAT. LIL WAYNE (KONVICT/NAPPY BUY/.IIVE/ZDMBA)
RIGHT NOW (NA NA NA)
AKON (SRC/UNIVERSAL MOTOWN)
LOVE LOCKDOWN
- KANYE WEST {ROC-A-FELLA/DEF JAM/IDIMG)
i*ﬂ MY LIFE

" THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE)

WHATEVER YOU LIKE ’
T (GRANDﬁJSTLE/AILANTIC)

LIVE YOUR LIFE |

. T FEAT. RIHANNA (DEF IAM/GRAND HUSTLEADUMG/ATLANTIC)
MRS. OFFICER

LIL WAYNE FEAT. BOBBY VALENTIN & KIDC KIDD
SWAGGA LIKE US
JAY-Z & TL FEAT. KANYE WEST & LIL WAYNE (ROC-A-FELLA/DEF JAMADIMG)
MY LIFE

.| THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE)

‘ GOT MONEY

- LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNIVERSAL MOTOWN)
POP CHAMPAGNE

19 JONES & FEAT, JUELZ SANTS

—Elﬁj] PAPER PLANES
SR MA. (XL/INTERSCOPE)

° 13 3 ONE MORE DRINK

ASAL MOTOWN)

¢

#

LLIDACRIS CO-STARRING T-PAUN (TP/DEF JAMING)

GET UP
50 CENT (SHADY/AFTERMATH/INTERSCOPE)
PUT ON
YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAM’IDJMG)
WHAT THEM GIRLS LIKE
LUDACRIS CO-STARRING CHRIS BROWN & SEAN GARRETT (DTP/DEF JAMIDUMG)
KRAZY |
PITBULL FEAT. LIL JON (MR 305FAMOUS ARTIST/THE ORCHAR))
'I PUT IT ON YA
| PLIES FEAT. CHRIS J (BIG GATES/SLIP-N-SLIDE/ATLANTIC)
GET LIKE ME |
DAVID BANNER FEAT. CHRIS BROWN BLG.FAC) E/SF(DLNVERSALWTUNN)
ARAB MONEY
BUSTA RHYMES (UNIVERSAL MOTOWN)
SHOW OUT
UNK {BIG [P, KDCH)
PLEASE EXCUSE MY HANDS
PUES FEAT. JAWIE FOXX & THE-DREAM (BIG GATES/SLIP-N-SLDEATLANTIC)
RIDE
ACE HDOO FEAT TREY SONGZ (WE THE BEST/DEF JAMIDJMG)
DANGEROUS
KARDINAL OFFISHALL FEAT. AKON (KONUVE/GEFFENINTERSCOPE)
BY MY SIDE
JADAKISS FEAT. NE-YO (DEF JAM/IDJMG)
LOST
- GORILLA 20E FEAT. LIL WAYNE (BLOCK/BAD BOY SOUTHATLAN,1C)
MY PRESIDENT
YOUNG JEEZY FEAT. NAS (CTE/DEF JAM/IDJMG)
ﬂ CuDDY BUDDY

MIKE JONES FEAT. TREY SONGZ & TWISTA (ICE AGE/ASYLUM)

SWING
SAVAGE FEAT. SOULJA BOY TELL'EM (UNIVERSAL REPUBL(C)

]

iF | WERE A BOY 1
BEYONCE (MUSIC WORLD/COLUMBIA)
SWAGGA LIKE US
L JAY-Z & T). FEAT. KANYE WEST & LIL WAYNE (ROC-A-FELLADEF JAMTDUG)
10 KRAZY

| PITBULL FEAT LIL JON (MR 305FAMOUS ARTIST/THE ORCHARD)
~ PAPER PLANES
M.LA. (XL/INTERSCOPE)
" BETTER IN TIME
12 oun Lewis (SYCowANG)

.

CLOSER

NE-YO (DEF JAM/IDJMG)

SO FLY

~_SLIt FEAT. YUNG JOC (M3/ASYLUM)

GREEN LIGHT *
JOHN LEGEND FEAT. ANDRE 3000 (6.0.0.0/COLUMBIA) B
FOREVER

CHRIS BROWN |JIVE/ZOMBA) 1

. SINGLE LADIES (PUT A RING ON IT) h
BEYONCE (MUSIC WORLO COLUMBIA) ;
ONE MORE DRINK

_LUDACRIS CO-STARRING T-PAIN (DTP/DEF JAM/IDJMG) )

- GET UP 1
50 CENT (SHADY/AFTERMATH/INTERSCOPE) e
DID YOU WRONG

2

” NS

B2 € OCHIERSA IO LW

Data for week of NOVEMBER 22, 2008 | CHARTS LEGEND on Page 87

www.americanradiohistorv.com

gend for rules and explanations. 82 MAINSTREAM R&B/HIP-HOP, 72 ADULT R&B, 74 RHYTHMIC stations are
ays a week, HOT RAP SONGS: Reflects the top rap titles at Mainstream R&B/Hip-Hop and Rhythmic radio.

See Charts Legend for rules and explanations. All charts © 2008, Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. All nghts reserved.

TOP R&B/HIP-HOP ALBUMS: See Charts Le:
electronicaily monitored 24 hours a day, 7 d:
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IRPLAY SALES DATA

A SALES DATA
MONITORED BY COMPILED BY

COMPILED BY

JAZZ/
CLASSICAL

' »
A .; » 2008

AIRPLAY
MONITORED BY

niclsen niclsen

SoundScan | BDS

ARTIST

THLE IMPRINT & NUMBER / OISTRIBUTING LABEL
LADY GAGA
THE FAME STRENANEACKVE CHERRYTREENTERSOOPE O1106/GA

© 2008, Nielsen Business Media, Inc. and Nielsen SoundScan, inc All rights reserved.

M.LA.

KALA XL/INTERSCOPE 009659 /1GA

METRO STATION

METRO STATION RED INK 10521/COLUMBIA

30H!3

WANT PHOTO FINISH 511181

THE RIDDLER & CATO K
. ULTRA.2009 ULTRA 1842

STRYKER

TOTAL DANCE 2008: VOL. 2 THRIVEDANCE 90789/ THRIVE
7 THIEVERY CORPORATION

RADIO0 RETALIATION ESL 140
DJ SKRIBBLE
THRIVEMIXS THRIVEDANCE 90798/THRIVE
OHGR
DEVILS IN MY DETAILS SYNTHETIC SYMPHONY 9279°/5PV
SANTOGOLD
SANTOGOLO LIZARD KING 70034*/DOWNTOWN
DJ SKRIBBLE
TOTAL CLUB HITS THRIVEOANCE 90784/THRIVE
ARMIN VAN BUUREN
A STATE OF TRANCE 2008 ARMAOA 1839/ULTRA
HANNAH MONTANA
HANNAH MONTANA 2 NON-STOP DANCE PARTY WALT DISNEY 001106
2 VARIOUS ARTISTS
ULTRA.DANCE 09 ULTRA 1636

VIC LATINO
VIC LATINO PRESENTS: ULTRA.MIX ULTRA 1784
NINE INCH NAILS
THE SLIP THE NULL CORPORATION 27*®
MOoBY

| 17 LAST NIGHT: REMIXED MUTE DIGITAL EX
o

DEADMAUS
RANDOM ALBUM TITLE ULTRA 51868
DJ MARK FARINA
~ MUSHRDOM JAZZ SIX OM 315
THE STREETS
EVERYTHING & RE

NINE INCH NAILS

(%3

o

7

TITLE
ARTIST IMPRINT / PROMOTION LABEL

FEEL YOUR LOVE
KiM 0221 ULTRA = ol

-

22

L

ES
ES

na
n
i

o
=4

A
°'I 8 8
2
o

7 0
9 9
10 6
10 115
12 6 16

-
@
. I

14

KDla

11222

EVERY WORD
ERCOLA & DANIELLA NERVOUS

SO WHAT
PINK LAFACE/ZOMBA

JUST DANCE

LADY GAGA FEAL. COLBY U'DONIS STREAMLINE/KONLIVE/ CHERRYTREEANTERSCOPE

MOVE FOR ME
KASKADE & DEADMAUS ULTRA

BEHIND
FLANDERS ULTRA

FADED
CASCADA ROBBINS

HOT N COLD
KATY PERRY LAFITOL

YOU MAKE ME FEEL
ANNAGRACE ROBBINS

"INTO THE NIGHTLIFE

CYNDi LAUPER EPIC

LOVE LOCKDOWN
KANYE WEST ROC-A-FELLA/DEF JAM/IDIMG

MAYSA
METAMORPHOSIS SHANACHIE 5167

BELA FLECK & THE FLECKTONES
JINGLE ALL THE WAY ROUNDER 610616
TAKE 6

THE STANDARD HEADS UP 3142

AL JARREAU

CHRISTMAS Fiifi0 512627
ESPERANZA SPALDING
ESPERANZA HEAT'S UP 3140

b 10 59 HERBIE HANCOCK
= RIVER; THE JON) LETTERS VERVE 009791/VG

B S.M.V.
| THUNDER HEADS UP 3163

PAUL HARDCASTLE

HARDEASTLE 5 TRIPPIN 'N' RHYTHM 24

WAYMAN TISDALE

REBOUND RENDEZVUUS 5139

GERALD ALBRIGHT .
SAX FOR STAX PEAK 30604/CONCORD

- TITLE
=& ARTIST IMPRINT / PROMOTION L ABEL

LIFE IN THE FAST LANE |
DAVE KOZ CAPITOL

3 42 SARAH BRIGHTMAN
SYMPHONY MANHATTAN 46078/BLG
47 ANDREA BOCELLI
VIVERE. LIVE & TUSCAMY
ANNIE MOSES BAND
THIS GLORIOUS CHAISTMAS MANALIVE 10130/REUNICN &
i g 27 JOSH GROBAN
i | AWAKE LIVE 143 REPRISE 412668/WARNER BROS. &

VARIOUS ARTISTS
TLASSEAL BEAREY: WCCARTHEY
PAUL POTTS
ONE CHANCE SYCO/COLUMBIA 15517/SONY MUSIC
MORMON AT TEMPLE
CALLED TO SERVE MORMON TABERNACLE CHOIR 0814

; ANDREA BOCELLI
i E& L MEJOR DE ANDREA BOCELLL YNERE SU/HSENTE LATNG g
10 13 SOUNDTRACK

STAR WARS. THE CLOME WARS SORY CLASSICAL 3561550NY BAG MASTERWORKS

CLASSCS GO &)

TITLE TITLE ' ARTIST g g; ARTIST E
: ARTIST IMPRINT / PROMOTION LABEL ARTIST (MPRINT / PROMDTION LABEL,, | TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL &3 TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL |83
10 DON'T CALL ME BABY 1 | HATE THIS PART HARRY CONNICK, JR. | 1 1 10 P75 [l 05HUA BELL ACADEMY OF ST MARTIN I THE FELDS
e KREESHA TURNER VIRGIN/CAPITOL i THE PUSSYCAT DDLLS INTERSCOPE WHAT A NGHT. & CHRISTMAS ALBUM COLUMA STROSOMYMSC | s S R0 TEI0 TR Y (U C PSR I
5  GRASS IS GREENER FOUND A MIRACLE 1 3p MICHAEL BUBLE " ‘a 5 g THECISTERCIAN MONKS OF STIFT HELIGENKREUZ
" DAVE AUDE FEATURING SISELY TREASURE AUDACIOUS LOVELESS FEATURING AMANDA WILSBN GROOVE FACI ORY CALL ME {RRESPONSIBLE 143/REPRISE 100313/WARNER BROS ﬁa.. el CHANT: MUSIC FOR THE SOUL DECCA D1 1433/UNVERSAL CLASSICS GROLP.
] REACH OUT - GOOD TIME 3 " .4 TONY BENNETT FEAT. THE COUNT BASIE BIG BAND | g LANG LANGVIENNA PHILHARMONIC ORCHESTRA (MEHTA)
8 5 iy DUk noLwooD 324 Cecena reosw ¥ ASWINGIN CHRISTMAS BPIACOLLMEA 3225050NY MUSE (&) ] CHOPIN: THE PIAND CONCERTDS [ 111541 HVEASAL DLASSICS GROUP
7 g | CANT GET NO SLEEP 2008 og 5 JUST ANOTHER DAY 2 BOZ SCAGGS 'i._ i 5 ANNE-SOPHIE MUTTER
. g _INDIA ANGEL EYES TIFFANY DAUMAN SPEAK LOW DECCA 012026 - ot W ASCS 0P
0 ABEAUTIFUL LIFE 3 | WE'RE THE PET SHOP BOYS 4 § NATALIE COLE E W
JODY WATLEY AVITONE ~ ROBBIE WILLIAMS WITH PET SHOP BOYS CAPITOL STHL UNFORGETTABLE DM/, ATCD 512320*/RHIND _A CHRISTMAS FESTIVAL COLLEGHIM 133
il 4 7 GETUP g HEAVEN CAN WAIT 12 2 VARIOUS ARTISTS : . g g ANDRERIEU
: MARY MARY MY BLOCK/COLUMBIA ¥ LUUNDREAMS FEATURING ELISA RODRIGUEZ TC IS THE BB SATA BABY LANERAA SPEDIAL MARKETS 40718 EXOMPASS _LIVE IN VIENNA DENON 17695/5LG #
1 THE GREATEST ’ . WOMANIZER 5 18 WILLIE NELSON WYNTON MARSALIS ! 40 & GUSTAVO DUDAMELISION BOLVAR YOUTH ORCHESTRA OF VENEZUELA
L1316 | wiLuams MUSIC WORLD/COLUMBIA 38 12 [ LTNEY SPEARS JIVE/ZOMBA % TWO MEN WITH THE BLUES BLUE NOTE 04454 /BLG - FIESTA DG 011340/UNIVERSAL CLASSICS GROUP
i GREEN LIGHT = BOSSY 5 CHRIS BOTTI i L § g PN FLEMNGMUNCHNER PLAAMONKER RCHESTRA THELEMANY
| 12 9 JOHN LEGEND FEATURING ANORE 3000 G D.0.D /COLUMBIA = A _ LINDSAY LOHAN UNIVERSAL MOTOWN , ITALIA COLUMBIA 07606/SONY MUSIC @ — N FOURLAST 55 S0NGS 4 ARYS DX RASSCS GAOLP
41 4 RIGHT HERE (DEPARTED)  ADIOS BARCELONA 3 NAT KING COLE n‘“ 4 ANDRAS SCHIFF
BRANDY KULH EPIC i ﬁ ALYSON PM MEOIA NBC SQUNBS OF THE SEASA hBT 16054 EXEMI SPECIAL MARKETS ik t _nmmfmmwnmvummwmumumm
h - 1 Tl )
l 14 9 COBRA STYLE KUNG FU ME VARIOUS ARTISTS ‘m L7 5 ANDRAS SCHIFF
i ROBYN KUINICHIWA/CHERRYTREE/INTERSCOPE TWISTED DEE HAMMER TIS THE SEASON: DECK THE HALLS COMPASS 43732 EX L RETHONE T i SOMIAS QASCSR0P
7 THE SPACE DANCE WANNA BE BEAUTIFUL DIANA KRALL 4 . CAMERON CARPENTER
9 oy TENAGLIA SILVER LABEL/TOMMY BOY JANICE GRACE JAGUAR . THE VERY BEST OF DIANA KRALL VERVE 0094126 & d © REVDLUTIONARY TELARC 80711 ®
i 16 ENERGY 2 CALL MY NAME 42 40 7 MCCOY TYNER WITH RON CARTER AND JACK DELONETTE 5 ANDRAS SCHIFF
8 _KERI HILSON MOSLEY/ZONE 4/INTERSCOPE 3 1ADRGAN PAGE FEATURING TYLER JAMES NETTWERK 3 | GUITARS MCCOY TYNER 4537 HALF NOTE BETHNR VO LA P
19 g UNDERLYING FEELING - SINGLE 15 2 NATALIE COLE 49 LANG LANG
7 SYLVIA TOSUN SEA TO SUN _ NEW KIDS ON THE BLOCK & NE-YO INTERSCOPE CAROLING, CAROLING CHRISTMAS ELEXTRA 515960 EXRHING THE MAGHC OF LANG LANG DG 010774 UNVERSAL CLASSICS GROUP
15 14 CAN YOU FEEL THAT SOUND 45 AND I TRY m 4y 37 MELODY GARDOT g1 SOUNDTRACK
i 1 GEORGIE PORGIE MUSIC PLANT BIMBO JONES SILVER LABEL/TOMMY BOY HEART VERVE 010468/VG NO BECCA ERSAL CLASSICS GROUP
'22 4 MAGIC TOUCH 2 HOT N COLD 18 13 HERB ALPERT & THE TIJUANA BRASS 10 VARIOUS ARTISTS
ROBIN THICKE FEAT. MARY J. BLIGE STAR TRAK/INTERSCOPE _ KATY PERRY CAPITOL COLLECTOR'S EDTTION SHOUT! FACTORY 53733 MADA ¢ L . SUNDAY MUK V0L A R M
‘48 10 13 WHAT I WANT 4 CHARIOTS OF FIRE oo ae e s
| a FIREBALL RECORD PLANT BWO SHELL
. '+ WORKED UP : A TINY SHOE
¥ 17 ey - ‘ BRIAN ANTHONY SOGNI 2 ~Jimmy J MUSIC
] 24 4 TWISTED (GOT ME GOIN' ROUND) JOYFUL SOUND
: ULTRA NATE SILVER LABEL/TOMMY BOY o DEBBY HOLIDAY NEBULA 9
u"‘ 4y BREAK ME TOUCH ME = & i
| TINA SUGANOH RAZOR & TIE BINGO PLAYERS VS. CHOCOLATE PUMA STRICTLY RHYTHM |
BB THE LE OF THE DANCEFLOOR % LAY ‘ ARSI £
§ 19 THE MIDDLE OF THE DA ANGEL | TITLE IMPRINT & NUMBER / OISTRIBUTING LABEL | TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL |
| JIPSTA HOCKBERRY NATASHA BEDINGFIELD PHONOGENIC/FPIC
. .. FROZEN C'MON Y'ALL 1 1 2 KIM WATERS ! ANDREA BOCELLI
m 820 111 Clvn FEAT AKON KONVIGT/SRO/UNVERSAL MOTOMN SALME DAHLSTROM KONTAINER | Tou ﬁ.}v;l'_":Yu LV 1 SP D YOI ST 516 . Yonra':nm:mnecummumumw&_ -
(4113l SANDCASTLE DISCO SO WHAT 2 2. b 1 4 -
@ Sl SOLANGE MUSIC WORLD/GEFFENINTERSCOPE _j PINK LAFACE/ZOMBA s JLENERGYHERDSIURISTA0 - DS S O 3 Rt o i
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ASCAP/EMI April, ASCAP/Soulja Boy Tellem Music,
BMYCroomstacuiar Music. BMIElement & 10H08
BMI/Takin Care Of Business. 8MI), HLAWBM. H100 45,

RBH 9

BY MY SIDE (Jae'Wons Publishing, ASCAP/Justin
Combs Publishing, ASCAP/EMI Apnil ASCAP/E Hudson
Music, BM/Warner-Tamerlane Publishing BMUUniversal
Music - Z Songs. BMIPen In The Ground Pubhishing.
ASCAP/Jobete Music, ASCAP), HLWBM. RBH 53

CANOLE (SICK ANO TIREO) (Chris Wallace, BMI/Sean
Patwell ASCAP) POP 99

CAN'T BELIEVE IT {NappyPub Music, BMI/Universal
Music - Z Songs, BM/Ahmad Tajz Music, ASCAP/Warn-
erTamerlang Publishing, BMI/Young Money Publishing,

BMI), HLAVBM H100 16, POP 30, RBH 6
CHANGE (Tay\or Switt Music, BMI/Sony/ATV Tree, BMI)

HL. POP 9
A CHANGE IS GONNA COME (ABKCO Music Inc., BMI)
RBH 100

CHEATER, CHEATER (Stafe One Songs Americd.
ASCAP/A Sling And A Prayer, ASCAI?/RUIUS Guild
BMIFSMGI, IMRO/State Gne Music Amernca, BMI).

WBM. CS 37
CHEMICAL REACTION (Chaz Records, BMI) RBH 67
CHICKEN FRIED {LNA Music Publishing, BMI/Weimer -
CIIIIIOUQIQUSIC BMi/Heart Above Your Head. BM) CS 2
CHOPPEO ‘N SKREWED (Universal Music - Z Songs.
8 EPUD Music, BMAudacrs Worldwide Publish-
SCAP/EM| April, ASCAP/Ahmad Taiz Music.
A CAP HL/WBM, H100 62, RBH 13
CINCO MINUTOS (Sony/ATV Rhythin, SESAC/ExceIen
der Somfs SESCA/L4 Venus Music, ASCAP) LT 13
Cklé:K]Igl FINGERS (iruckback Records Jausa, ASCAP)

CLOSER (Universal Music - Z Tunes. ASCAP/Sony/ATV
Tunes, ASCAP/EMI Apnl, ASCAP/Stellar Sun Songs.
ASCAP/EMI Blackwood, BMy/Stelfar Songs Lid
gMVEMH\gusm Publishing Lid , PRS), HLAVBM, H100

COLD {Muscle Boat Publishing, ASCAP% CS60

COME ON GET HIGHER (Stage Three Songs, ASCAP/LI-
lle Victories, ASCAP/EMI April, ASCAP/Rogue {eader
Music, ASCAP), HL. H100 73, POP 66

COME OVER ‘EChrysahs Songs, BMIZJohn Legend Pub-
hshm BMU/Cherry River BMI/Black Chiney Music,

AP/Sam Pan Music, ASCAP/J Vine Publishing.
ASCAP/Dum/ Rock, PRS/EMI April, ASCAP/EMI Music
Publishing Ltd , PRS), CLMML. RBH 70

COMFORTABLE (Young Moniey Publishing, BMIMWarner-
Tdmerlane Publishing, BMI/Please Glmme My Publish-
1ng, BMVEM! Blackwood, BMIFAZE 2 Music,

BMI/Songs Of Universal, Inc , BMI), HLAWBM. RBH 99

COMO OUELE (Sony/ATV Discos. ASCAP) LT 7

COOKIE JAR (Epuke tic Caesar Music, ASCAP/EMI April,
ASCAP/Songs Of Feer Ltd , ASCAP/March 9th Publ:sh
ing, ASCAP/2082 Music Publishing, ASCAP/WB Music,
Al CAP/Na}! Pub Music, BMUniversal Music - Z
Songs BIvI)SyongsOI Universal, Inc BMI), HLU/WBM,

COOL (Tappy Whyte's Music, BM/Songs Of Universal.

Data for week of NOVEMBER 22, 2008 |

inc , BMIMusty Attic, BMIEMI Blackwood BMI/Ramon
Montgomery, SCAPZ\ BM RBH 49

COUNTRY BOV (EMI Apnl, ASCAP/Tin-Angels Music

ASCAP), HL CS 16, H100 85

COWGIRLS 0ONT CRY (Sony/ATV Tree, BMU/Showbilty
Music. BMI/Turn Me 0n Music BMI/SHl Working For
The Man Music, BMYICG, BMI) CS 21

CRAZY WORLD uoungJeezy Music Inc BMVCathead
Biscuit Music, BMI) RBH 75

CRUSH (Right Bank Mu3|c ASCAP/IJI?/ Makes Music.
ASCAP/12 06 Publishing, BMZEMI Blackwood,
BMI/Rodilis Music, ASCAP/Bug Music ASCAP),
HL/WBM, K100 22, POP 17

CRY CRY (TIL THE SUN SHINES) (Raylene Music,
ASCAP/Little Blue Typewnter Music. BMi/Unwversal
Music - MGB Songs ASCAPMagic Farming Music.
éSCAF’/WamerTamerlane Publishing, BMI), HL/AWBM.

CUODY BUDDY (Mike Jones. BMI/Apnl's Boy Muzik
BMI/Warner-Tamerlane Publishing BMStaying High
Music, ASCAP/Rondor ASCAP, ap%Puh USIC,
BMI/AImo Music Corp ASCAP/EMI Blackwood
BMiAimipub, BMI/Sean1Music BMI), HLWBM POP

88. RBH 69
CULPABLE O INOCENTE (Universal Music - MGB
Songs, ASCAP} LT 18

DAME TU AMOR (Not [isted) LT 8§

OANGEROUS (C) nrysahs Music Publishing ASCAP/One
Man Music. ASCAP/Byefall Music ASCAP/Sony/ATV
Harmon /IJ ASCAP/C Bahamonde, SOCAN/D Saies,
ASCAP/Dutty Rock, PRS/EMI April. ASCAP/EMI Black-

wood, B, HL, H100 50, POP 28

OEAO AND GONE {Crown Club Publishing, BMiWarer
Tame(lane Publistring, BMI/Tennman Tunes. ASCAPAUn-
versal Music - Z Tunes, ASCAP/Cleof atras Sons Music
ASCAP/EM April. ASCAP), HLAWBM, POP 83

COOE (WB Music. ASCAP/BUI Falher [ Just Wanl To
8Mus>c ASCAP/Josh's Music, ASCAP/FBR Music.
SCAP/Hunterboro Music ASCAP/Summit Songs.
ASCAPy, WBM. H100 34, POP 42

DEJAME VACIO (Nol LIstedg 125

DID YOU EVER LOVE ME (" Iyle Tyme Tunes,
ASCAP/Franidin Indusmes Publisting Co . BMI/Zay An 1
Sue Music, BMI) RBH 83
DID YOU WRONG (ERI April, ASCAP/Laumar Music,
BMI) HL, H100 94, RBH 24

DIME (10 Publshing BMI) T2

OISTURBIA 18-Uneek Songs, ASCAP/Songs 01 Univer
sal. Inc, BMUCulture Beyond Ur Expenence Publishing.
BMIMs Lynn Publishing, ASCAPAUniversal Music Cor-
poranon ASCAP/A List Vacalz. BMI), HLAVBM. H100

15,POP §
DONT (Sony/ATV Tree. BMYBeavertime Tunes.
BMI/Crossiown Uptown, ASCAP), HL CS 17, H100 8¢
DONT THINK  CANT LOVE YOU (Universal Music -
Careers, BMI/Shitake Maki, BMI/MarveI Man,
BMIISOGQE ’811 Wlndswe&l Pacmc BMIVibe oom.

BMI/B
DONT THINK DONT THINK ABOUT 1T {Cadaja Pub-
lishing, ASCAP/MXC Music, ASCAP/Stll Warking For
The Woman, ASCAP/ICG Alliance, ASCAP%HWOO 53
ngsmgonlcm BOBBY (Many Kids Publishing, ASCAP)

H
DOWN THE ROAD'hBEamner ASCAP) CS 27
DO YOU BELIEVE OW (Sony/ATV Tree, BMI/Sorg
For My Good Girl, BMI/Totally Wrighteous Mu5|c
BMV/State One CO%thls America, SESAC/FSM
IMRG/The Bigger They Are SESAC), HLAWBM, HI 00 34

ENERGY é{ MY ASCAP/Sony/ATV Harmon/z
ASCAP/Rico Love Is Still A Rapper SESAC/Faray Music.
SESAC/Breakihrough Creations, ASCAP/EM| IA(])m
ASCAP/MWazne Wilkins Music. BMI), HL, RBH 74

EN UN SOLO DIA (Premium Latin, SCAP) 1749

ER. (EMEROENCV ROOM) (LdShdwn Daniels Produ¢ -
tions, ASCAP/EMI April, A CAP/Iaonred 4U Music
BMVCop nght Control), HI RBH 5

ESPERO { ot Listed) LT 1

ESTO ES LO QUE SOY (NOI Listed) LT 37

EVEHVBOOV WANTS TO GO TO HEAVEN (Hope-N
Cal, BMI/Cat IV Emertammem BMUSexy Tracior Musiz.
EMVB&CKIJOO %Igck Songs. BMUSongs That Sell BMI;

EVERYTHING IS FINE (Bream Buster Music.
ASCAP/Unwwersal Music Corporation, ASCAP), HL/WBM

FAQED (Almo Music Corp , ASCAP/R Nevil Music,
ASCAP/EMI Apnl, ASCAP/EMI Music Publ\shm%/|
AUSE/Seven dkSMUSIC /\SCAP/WaIl Disney Musis
Compdny, ASCAP), H

FALL FOR YOU (John VeseIBOHmhshmg BMI/Sony/ATV
Sangs. BM, HL/

FEARLESS ( %’/ATV Tree BMI/Tdylor Swm Music,
BMV/Sony/ ATV Timber, SESAC/Hilisboro Valley,
SESAC/Raylene Music, ASCAP/BRJ Administration
ASCAP), HL, H100 98. POP 68

FEEL THAT FIRE 1(Slylescvﬂlc BMI/Bucky And Clyde,
BMI/Home With The Armadillo, BMi/Big While Tracke.

W M CS 14, H10080

Fl NE LINE deI Tamerldne Pubhshmg BMVSell Tre
Cow BMl/Tower One, B M CS 48

FLY ON THE WALL (TondoIea lana Music Publishing,
BMI/Seven Summits BMVAntoning Songs.
ASCAP/Downtown, ASCAP/I Bocca Al Lupo.
BMU/Devrim Karaogiu, GEMA) POP 96

FOREVER (Engiish vy, BMI/State One Music Americe,
%NBIVMF CN% 1, IMRO/Me You And The Prano Songs. Bvil)

FOREVER(Son Of Universal. Inc , BMiCulture Bey nd
Ur Expenence Publishing, BMiUniversal Music Corpora
tion. ASCAP/Rober! AIlen Deﬂgnee ASCAP/Ddre 7€
Publishing, SESAC) HL/WBM. H100 36. POP 23

FREEZE prPuh Muswc BMIUniversal Music - 2
Songs. BIVSongs Of Universdl, Ing , BMI/Cullure
ggyond Ur Experience Publishing, BMI) HUWBM, FOP

GET UP (50 Cent Music ASCAP/Universal Music Co po-

rauon ASCAP/Scon Storch Music, ASCAP/T\/I usic
HL/WBM, H100 66, POP 76 RBH 26

OET UPII et Ink Red Music, ASCAP/EMI April
ASCAP/Thal's Pium Song ASCAP/Its Tea
ASCAP/E D Dz It BMVIving Music. Inc gMVLInderdog
East Songs, BMI). HL, RBH 30

GIVES YOU HELL (Smells Ltke Phys £d ASCAP) PCP 67

GOD LOVE HER (Franklin Road, BM[/Resewou 416.
BMIEMI Blackwood, BMI), HL, C!

GO GIRL (Universal Music Cor oranon ASCAP/Ro; /pvaly
Rightings. ASCAP/Songs Of Universal Inc, BME ﬂty
Girls And Big Love Songs. BMI/Universal Music - 2
Sont s BMI lappyPub Music BMI), HLAWBM POF 95,

RBl

GO HARO (DJ Khated. BMI/Notiing Hill Music,
BMI/Piease Gimme My Publishing, BMVEM) Blackwocd.
BM/Napp &/Pub Music, BMi/Universal Music - Z Soags,
BMI/Trac-N-Field Entertainmert, ASCAP/Notiing Dae
Son s, ASCAP). HI AWBM, RBH 73

OOO GOOO (Shaniah Cymone Music. ASCAP/EMI
April, ASCAP/Slack A B Music, ASCAP/Universal Music
Corporation, ASCAP/Pockietools, ASCAP/Baeza Music
LLC. ASCAP1, HL/WBM RBH 97

GOO0O LOVIN' éNexlSeIecuon PubhsnlngR ASCAP/Mmold
Music, ASCAJ //:‘s‘&»;g Songs, ASC

GOT ALITTI Mama's Dream ASCAP/WB
Music, ASCAP/Musuc IW\n05wepI ASCAP/Songs Of
Bud Dog, ASCAP), Wi

GOT MOREY (¥oung Mone Pubhshmg BMiAName-
Tamerlane Publishing. BM/Na pyPub Music BMI Jni-
versal Music - ZSon?s BMYPlay For Play-N-Skillz
ASCAP/SkuIIz For Skillz Andt Play Musik, ASCAP/EM]
%‘I’ L/WBM. H100'31, POP 36, RBH £ 7

GOTTA BE SOMEBODY éWamer Tamerlane Publish ng.
BMU/Arm Your Dillo, SO OCAN/Black
Diesel. SOCAN/Black Adder Mus»c SOCAN), WBM,

H100 19, POP 21

GREEN LIGHT {John Legend Pubtishing, BMVCherg
River, BMI/R-Rated Music ASCAPAWe Bon Play Even
When We Be Playin', ASLAP/Ch%salls Music Publish-
109, ASCAP/In Thee Face Music bhshmg ASCAP/Fm
Greenall Publlshmg Desg\n?e BM/Bughou:
ASCAP/Bug Music, ASCAP/EMI Apnl ASCACP)
CLM/HL, H100 32, POP 58. RBH 10

GUCCI BANDANA (Nol Lrsted) RBH 98

H

HASTA EL DIA DE HOV {Maxmo Aguirre, BMI/Pacific
Lalin, ASCAP) LT 16

HEARTLESS (Please Gimme My Publishing. BMIEMI
Blackwood, BMIAmvisible BMI/Chrysalis Songs
BMI/EIsues Baby Boy Publishing ASCAP/Jatiriel 1z

Myrie, ASCAP), HL, H100 4, POP 13, RBH 62

HEAVEN SEN éShe Wrote I, ASCAP/Universal Music -
MGB Songs, ASCAPAJ Vibe Publishing, ASCAP/Lex Pro
ect Publishing, ASCAP), HUWBM, RBH 1

HERE {Jeffrey Steele, BMIBPJ Administration,
ASCAPNV2, ASCAP/Sony/ATV Tunes. ASCAP). H/WBM,

CS 7 H100 69

HERE | STAND {UR-I Music, ASCAP/EMI April,
ASCAPMUnwversal Music Corporation., ASCAP/LII Vidd]
Music. ASCAP/Mardea Music. ASCAP/ABIack Produc-
tions, ASCAP/A And L Music, ASCAP/Dirty Dre Music.

ASCAP/RHMG Songs, ASCAP/My Soulmate Sonqs

ASCAP/Rell Music, ASCAP% HL/WBM, RBH 28

HOT N COLD (When I Rich Youil Be My Bitch.
ASCAP/WB Music, ASCAP/Kasz Maney Publishing,
ASCAP/Maratone AB, STIM/Kobalt Music Publishing,
ASCAP), WBM. H100 3, POP 1

HOW 'BOUT YOU DON'T (EMI Blackwood, BMV/Geoffrey
Slokes Nuelson Puhushmg BMIMiddle Child 2 BMIBig
Loud Bucks BMIUniversal Music - 7 Tunes, ASCAP/Hns
And Smashes Music. ASCAP/2820 Music BMUThat's
How | Roll, ASCAP), HL/WBM, CS 44

HUMAN (UmversaI-PoléGram International, ASCAP),
HL/WBM, H100 70, POP 61

THE HUNGER (Demonte's Music Publishing, BMIAndia
B Music, BMI/Songs Of Universal PolyGram Internation-
al BMi), HL/WBM, RBH 52

1 DONT CARE {Harmageddon Publishing, SOCAN/Uni-
versal Music Canada. SOCAN/Sludge Factory Music
SOCAN/EMI Blackwaod. BMJ/MamIone AB STIM/Koball
Music Publishing. ASCAP % H10093

1 DONT CARE (Sony/ATV Songs. BMIClicago X Soft
cOrE BMI/Great Honesty Music, BMI/WB Music,

CAP), HL/WBM, H100 56, POP 44

IF I WERE A BOY (Cherry Lane, ASCAP/Liedela Music
ASCAP/Gad Son?s ASCAP/BC Jean. BMI), CLM. H100
5, POP G, RBH 2

IFULEAVE (Telragrammaton Music. ASCAP/Universal
Music Corporation, ASCAP/NvraC Tyke Music,
ASCAPMelodic Pano Productions. ASCAPHG 1030
Pubfishun ASCAP/SouIch\Id ASCAP/Mary J Blige.
ASCAP). HIL/WBM, RBH

| HATE THIS PART (Sonﬁ/ATV Tunes, ASCAP/Copyright
Control/Cuttather Publishing BMi/Warner-Tamerlane
Publishing, BMI) HL/WBM. POP 60

IKISSED A GIRL (When Im Rich You'l Be M* Bitch,
ASCAP/WB Music, ASCAP/Kasz Money Publishing.
ASCAPMaratone AB. STIMVKobalt Musnc Pubiishing.

ASCAP/EMI Music Publlshmg Ltd , PRS/EMI April,
ASCAP), HLAWBM, POP 48

ILL WALK (Southcastle Songs, ASCAP/Bwilsongs
ASCAP/A Dog Named Kme bhshmgl_‘ASCAP arol
Vmcem And ssociates Bl

I'™ SO PAID (Byefall Music, ASCAP/SOny/ATV Harmony.
ASCAP/Joseph's Tral Publishing Inc._ BMUWarmer
g%merglﬁnggubhsmng BMI) HUWBM. H100 100 POP

I'M YOURS éGoo Eyed, ASCAP) H100 G, POP 7
IN COLOR& M Biackwood, BMVB\? Gassed Hitles,
BMI/New ongs Of Sea Gayle, BM/Noah's Litte Boat
Music, BMIEidorotto Music Publishing, BMIALucky
Thumb, BMI) CS 13, H100 76
IN MY ARMS INSTEAD (Warner Tamerlane Publishing.
(leéﬂgléunely Motel, BMIWB M Music. SESAC), WBM.

INOLVIDABLE EWamer—Tamerlane Pubistung, BMi) LT 15

IN THE AYERé Class Publishing, ASCAP/Mail On Sun-
day Music, ASCAP/Sony/ATV Melody, BMiwill 1 am
Music, BMI/Cherre\’{ River, BMI/Musrc Specialists, BMI),
CLM/HL. H100 4

I STAY IN LOVE (Rye Son% s BMI/Songs Of Universal,
Inc., BMAWB M Music. ESAC/Sun% In The Key Of B
Flal SESAC/Noonhme South, SESAC/EMI Foray Music,
SESAC/Phaenix Ave_Music Publishing. ASCAP/Christian
Combs Publishing, SESAC), HLAWBM, RBH 82

TS A NEW DAY§WIII 1am Music, BMI/Cherry River,
BMI;, CLM, H100 78

ITS OVER (Ezeke International Music, BMIHitco Music.
BMI/Jahgae Joints, SESAC/Universal Music Corporation.
ASCAP/Boalieggers Stop, ASCAP/Chnistopher Mathew,
BMI/B-Uneek Songs, A CAP/Unxvefsal PolyGramInle(—
national Tunes, SE! ACé

IT WONT BE LIKE THIS FOR LONG }\Caﬂaﬁ Publishing,
ASCAP/New Sea Gayle, ASCAP/EMI Apr|
ASCAP/Songs Of Combusuon Music. ASCAP/Muswc ot
Windswept, ASCAP), HL. CS 33

I WILL (Totally Wi h\eous Music, BMIBig Loud Bucks,
BMVA Sling And Pvager ASCAP/FSMGI, IMRO/SIdIe
One Songs America, ASCAP), WBM. CS 35

| WOULD (Phylvester Music, ASCAP) CS 28

J

JUSTA DREAM (Birds With Ears Music. BMVEMI Black-
wood. BMI/Raylene Music. ASCAP/BPJ Administeation,
ASCAP/Songs Gf Combustion Music, ASCAP/No Such
Music. SOCAN/Music Of Windswept, ASCAP),
HL/WBM, CS 4. H100 43

JUST OANCE Cemhed Blueberry. BMI/Sony/ATV Songs,
BMI/B(eIaII usxc ASCAP/Suny/ATV Tunes, ASCAP).

JUST FINE Ma J Bhge ASCAP/Universal Music Cor-
poration, ASCAP/Songs Ot Peer, BMI/March §th Publish-
mé} ASCAP/Bubba Gee Music BMIWB Music,

ASCAP/2082 Music Publishing, ASCAP), HAVBM,

H 44

JUST LIKE ME (March Sth Publishing. ASCAP/Songs
Peer Ltd., ASCAP/2082 Music Publishing ASCAP/ B
Music., ASCAP/Crown Club Pubhsnmg M|/ Warner-
Tamerlang Publishing BMI), WBM, R

JUST STAND UP! Son?s f Universal. Inc BMI/FAZE 2
Music, BMUWill McCold Entertainment, SESAC),
HL/WBM. POP 100. RBH 91

K

KEEPS GETTIN' BETTER (Xtina Music, BMi/Universal
Music - Careers, BMI/Stuck In The Thoal.
S(S)CA%/SUW/ATV Tunes, ASCAP), HL/WBM, H1G0 29,

P 1

KRAZY (The Saifam Group, SIAE/Acid Sun, SIAE/Manm-
bero Music mbl\shin?. SCAP/Universal Music
Careers, BMULII Jizzel Music Publishing, BMI),
HL/WBM, H100 38, LT 39, POP 39

L

LA CUMBIA DEL RIO (Gypsymex) LT 6
LAST CALL (Crazy Water. ASCAP/Universal Music Cor-
oration, ASCAP/World House Of Hits, ASCAP). HL, CS

LEAVE OUT ALL THE REST (Umversal Music - Z Songs.
BMI/Chesterchaz, BMI/Big Bad Mr Hahn, BMVNondiis-
closure Agreement, BMI/Rab Bourdon. BMi/Kenp II
Koba;asm BMI/Pancakey Cakes. BMI), WBM. H100 99

POP
EAVIN' (Holy Corron Music, ASCAPAniversal Music -

MGB Son%s ASCAP/Mavie JB Songs. BMY/Songs Of
Peer Lid., ASCAP/March 9th Publishing, ASCAP/2082
Music Pubhshm§ ASCAP/WB Music, ASCAP),
HL/WBM POP 31

LETITGD SUmversaI Music - Careers BMI/Evansvilie,
BMU/Sony/ATV Tree. BMI/TomdougIasmusw BMI),
HL/WBM. CS 3, H10!

For chart reprints call 646.654.4633

LET IT ROCK {Lion Arre Publishing, BMiWarner-Tamer-
lane Publishing, BMIYoun MOﬂEyHJhIISh!H%
BMI/Money 3k Music SCAP), WBM, H100 8 POP

6

LET ME 5Spnng 151 Music, ASCAP/Bug Music.
ASCAP/D: ASCAP: fIvaersalMuswc Corporanon
ASCAP/ann\ Orton Songs. ASAP, M. CS 20

LET ME SHOW YOU {Alexcar Music, BMI/LaRon Js
Musm ASCAP/Umversal Music Corporation.
ASCAP/Mama Bonnie Publishing, SESAC/Lola Tee
Music ASCAP/Sranang Pokoe DIISI"NII SESAC/
8Teen Music, BMiBuilding 2 Music B \Wamer-Tamer-
lane Publishing, BMI). HL/WBM, RBH

LIGHT ON (D\saE earm? One Music, ASCAP/H h Buck
PUOIIJI%I%I”Q BMYEMI Blackwood BMI, HL H100 89

P

LIKE | NEVER BROKE HER HEART (Muvik Mafia
ASCAP/Do Write Music. ASCAPAIT Harding Music
BMI/Songs Of Throback. BMI ‘Music 0f Combustion
BMI/"Rev Up Mustc, BMISongs Of Windswept Pacific

I
LIVE IOUR LIFE %meﬂ Clup PubhshmgA BMI/Wamer
Tamerlane Publishing, BMIN Q
ASCAP/Adorable Musnc Inc ASCAP/EMI A )m
ASCAP/Justin Combs Publishing, ASCAP/EMI Music
Pubfishing Ltd , PRS/EMI Blackwood, BMI/Yoga Flames
MIIOSI]CIBM(I)/JW%& Combs Publishing BMI) HL/WBM,
LLAMADO DE EMEHGENCIA Not Listed LT 24
LLEVAME EN TU VIAJE (SERCA BMI) LT 3
LLORAR LLOVIENDO (Scarlito Emertalnmenl
ASCAP/EM Apnl, ASCAP/EZ Vida, ASCAP/While Kraft
Music, ASCA /Son /ATV Discos ASCAPANIse W Pub-
IIShIIE)g ASCAP;
PORTI Enm*ue Iglesias Music ASCAP/EMI
April, ASCAP)
LOLLIPOP ( Youn oney Publishing, BMIAarmer-Tamer-
lane Publishing, MVHerbmcuous usic. ASCAP/Black
Fountain Publishing, ASCAP/EMI Apnl, ASCAP/imipub
BMIEMI Blackwood. BMI/Three Nails And A Crown.
ASCAP/Roynet Music, ASCAP), HLAWBM. POP 86
LONG DISTANCE (Bug Music. ASCAP/Music Of
Windswept. ASCAP/Music Famarmanem ASCAP/EMI
Blackwood, BMI/Above The Ling, BMI)[ HL. RBH 89
LOOKIN' FOR A GOOD TIME (Warner
1ng. BMDWHaywood, BMI/RADIOBULLETSPubiishing
BMI/Hillary Dawn, SESAC/Shaw Enuft Songs.
SESAC/Mulhisongs SESAC/Jamanarye Music.,
BMIMagic Midas, BMI) WBM. CS 15, H100 B1
LOST {Gonlia Zoe Music, BMIMalik-Mekhi Music.
BMU/Dalyric Music ASCAP/YourE Money Publishing.
BMI/Young Drumma, ASC é
LOST' UnwersaI Musm MG Songs ASCAP)

LOVEBUO Iﬁ onas Brolhers Publlsmng BMI/Sony/ATY
Songs, BMI1, HL, H 46

LOVE LOCKOOWN (PIease Gtmrne M Publishin P
BMVEM! Blackwood, BMVEMI April, SCAP/EM A&n
Canada, SOCAN/Srmkymmky Music SOCAN). HL. H100
13, POP 15, RBH 38

LOVE ME ,Not L!SIedg RBH 7%

LOVE REMAINS THE SAME (MMad Do Winston,
BMU/Sienna Stenna Songs, SOCAN), WBM H100 42,

pOP 33
LOVE REMEMBERS | Ma’alc MuSIdﬂ% BMi/Tnpple
Shoes, BMVIn;mokalee isic BMDaphil Music, BMI)

CS 12, H100 79
L%ERS N JAPAN %vaersal Music - MGB Songs

LOVE S:O%qudhor Swift Musm BMI/Sony/ATV Tree
L
LOVETHAT GIRL (Ugmoe TSP nversal
Music Corporation, ASCAP/Jake And The Phatman
Music, ASCAPMusic Of Windswept, ASCAP) HL/WBM.

RBH 55
LOW £-Class, BMVIOEOU&IW, BMIMusic. BMYUniver-
usic - Z So MU/Sony/ATV Tunes,
ASCAP/SonF//A Songis BMII, HLAWBM, POP 47
LUNA (Nayo International Publishing, ASCAP/Universal
Musw GB Songs. ASCAP) LT 17

MAD (Universal Music - ZSTVgS BMVPen n The Ground
I”é%';f”‘”% ASCQP/Sony/A Tunes ASCAP/EMI Apnil.

MAGIC | Like Em Thicke, ASCAP/Da Gass Co

’Haddington Music, ASCAP) RBH 25

MALDITO LICOa Pacific Latin. ASCAP) LT 23

MARCO POL O(LOII\Par Music BMVSouua Boy Teltem
Music, BMI/Nomn%H\H Song ESAC/S! %
S’EASIACéEIegIem 9 Hip Hop. BMI/Takin Care Df Business

/Rl

EL MECHON (Not Listed) LT 27

ME ESTAS TENTANDO {Universal-Musica Unica
BMI/UnwersaI Musma SCAP/La Mente Maestra Music
Publlshmg

ORAR Jorge Celedon Guerra Publishing
Des nee LT 40

MI BUEN AMANTE (Arpa BMI) LT 43

A MILLI (Young Mone: lXEPubhshmg BMUWarnerTamer-
lane Publishing, 8M s Music Pubhshlng
ASCAP/EM! April, ASCAPIIsom Hilf Music. BMI/Cha
Lois Publishing, BMVUmversaI USIC - £ Tunes,
ASCAP/Jazz Merchant, ASCAP). HU/WBM RBH 39

MISS INDEPENDENTéUnlversal Musi¢ - Z Songs,

BMUPen In The Groun Puhhshm% ASCAP/Sony/ATV
Harmony, ASCAP/EMI April, ASCAP/EMI Music Puhhsh
rn? Ltd. PRS/Slellar Sun Songs ASCAP), HLAWBM
00 11, POP 12, RBH 1

MI SUEND WB Music, ASCAP) LT

MORE LIKE HER (Nashwille Star, BMI/Sony/ATV Tree,
BMI), HL, CS 36

).

MRS. OFFICER (Young Money Publishing, BMI/Warer-
Tamerlane Publishing BMUThree Nails And ACrown.
ASCAP/Tight Werk. BM/Roynet Music A CAP/Inin
Music, in , BMI), H/WBM H100 17, POP 43 RBH7

MUODY WATER (Sreel Wheels, BMV/BIind Mule,
BMI/Cabo Tres, BMI) WBM, CS 22

MUSIC FOR LOVE (Sura Music Company, ASCAP/TnT
Exploswe Pubhshmg ASCAPUniversal Music Corpora-
tion, ASCAPM Beach Music Publishing, ASCAP),
HL/WBM, RBH 33

MY HALLELUJAH SONG (Big Loud Shirt Industries
ASCAP/BI&LDU(I Bucks, BM MI Blackwoad, BMi/Birds
With Ears Music BMIé

MY LIFE (BabyGame MI/Hco Pmde Publishing,
BMI/Sony/A Songs, BMI/Dade Co Project Music,
BMI/Universal Music - Z Songs BMI/Moniilla Music,
BgAVSongs 0f UznwersaI Inc . BMI). HLAWBM, H100 33.
POP 5

MY PRESIDENT (Young Jee? Music nc , BMyWest
Coast Livin Publishing; ASCAP/Henderworks Music Pub-

!vsmn% BMUI Will, ASCAPAUnversal Music - Z Tunes,

AP). H/WBM, H100 92, RBH 54

NA DE NA (Ven Bailalo ASCAP/HustieVille,
ASCAP/Sebastian VIddII Hmhshmg ASCAP/Gocho
Music Pubhshmg LT 4

NEED B{)y FﬂJdd ASCAPMUniversal Music - Z
Tunes ASCA /ERI April ASCAR/Cainon's Land Musxc
Pupiishing ASCAP/Borne Again Puhhshm% APAta-
tion Records. ASCAF’/WesIbury Muswc ASI AP/Royner
Music, ASCAP) H

NEVER WOULI HAVE MAOE ITWMarvm L Saqup Music.
BMI/MmslreI Productions, 8MI)

NO HAY NAOIE COMO TU (Ressdeme Mustc Publishing,
BMiWamer-Tamerlane Publishing BMIVisitante Music
Publishing, BMI/Edttora Azul. BMI/Editora Bachulier,
BM|/Editora Musica De Tubos, BM /Editora Oso,
BMUSongs Of Universal, inc . BMH LT 28

NO HAY NOVEOAD (San Antonio, BMI) LT 41

NO HAY PROBLEMA |Arpa BMI) LT 3

NO ME 00Y POR VENC OO (Fons!, ASCAP/Sony/ATV
Discos, ASCAP/Maximo Aquirre, BMI) LT 1

NO MOLESTAR (Crisma, ASCAP) LT

NO TE QUIERO NADA (Brava Songs. ASCAP/WB Music.
ASCAPELT 31

NOTHING LEFT TO SAY (Mini Factory ASCAP) RBH 42

OOTI%POR AMOR (Universal-Songs Of PolyGram. BMI)
OJALA (Noi Uisted) LT 38

www.americanradiohistorv.com

amerlane Publish-

ONE MORE DRINK (Ludacris Worldwide Publishing,
ASCAP/EMI April ASCAP/12 & Under BMI/Sony; ATV

Melody BMI/Slam U Well, ASCAP/Sony/ATV Harmony,
ASCAP/S gaLnaAj% Musm BMVSIeIIar Sun Songs

ONE STEP AT A TIME EZ Sler Musxc ASCAP/IaureI
Krown Music, ASCAP/Crosstown Songs, ASCAP Murlyn
Songs. ASCAP/Cuttather Publistung. BM|/Warner-Tamer-
lane bl\shmr BMi) WBM H10041 POP 25

ON THE OCEAN (Jonn Rifl Music BMi) RBH 56

ORDINAHV EM Apnil ASCAP/Doxie Music
ASCAP/GIass Beal Music ASCAP/Mimi's Music Man
Productons, BMVJRP Music, BMI/Swiss Mix Music
BMI). HL. RBH 63

OUT HERE GRINDIN (0. Khaled, BMI/Notting Hill
Music. BMU/4 Blunts Lit At Once. ASCAP/Sony/ATV
Tunes ASCAP/Trac-N-Feld Entertamment, ASCAP/Not
ting Dale Songs ASCAP/First N Gold, BM{/Warner
Tamerlane Publishing BMIYoung Jeezy Music Inc
BMI/EM| Blackwood, BM1/Boosie Bag Azz, ASCAP/WB
Music. ASCAP/Sony I\X/AIV Harmany, ASCAP/Byetall
Music. ASCAP/A McColister Pubhshl NII Designee
ASCAP/niversal Music i Z Songs. B
Music. BMi), HL/WBM POP 85

PAPER PLANES (Universal Music - 7 Tunes
ASCAP/Hollertronix Music, ASCAP/Nineden,
ASCAP/Universal-PolyGram International,

ASCAP/Ima em London L1d., PRS), HLAWBM, H100 27

4 RBl

PARA SIEMPRE Juhanlla Musical BMI) LT3

PLAYA CAR I (Universal Music Corporation.
ASCAP/ ’Ietra%)ammlon Music. ASCAP/Nwvrac Tvke
Music, ASCAPYaki Kadah Music BMIUniversal Music
MGB éongrs ASCAP/She Wrate It, ASCAP/Linwversal
Music - Z Tiines ASCAP/mperial Loco Entertainment,
ASCAP/BIack Hipsanic Music. ASCAP), HLAWBM, RBH

PLEASE EXCUSE MY HANOS (First N Gold. BMI/Warn-
erJamerlane Pubhishing, BMVEinnor, ASCAP/WB Music
ASCAP/J Franks Publishing, ASCAP/Check Your Puise
Publishing BMI/Cainon's Land Music Publishing.
BMI/2082 Music Publishing, ASCAP/SI As A Foxx,
BMU/Bus, BMVEMI Blackwood, BMI), HLAWBM, RBH 43

POP CHAMPAGNE (Sally Rulh Ester Publishing.
BMI/Songs Of Universal Inc , BMBrowz, BMINotting
Hill Music, BMILzRon Jr s Music, ASCAP/Unwersal
Music Carporation, ASCAP) HLAWBM. H100 59 POP

78, RBH 1

POR UN SEGUNDO (Premiurm Latin ASCAP) LT 29

EL PROXIMO VIERNES (Arpa, BMI) LT 20

UT IT ON YA (First N Gold, BMWamer-Tamerlane Pub-

hshmg BMIChrysalis Music Publishing ASCAP/TnT
Explosive Pubhs ASCAP/Un»versa Music Corpora-
ton, ASCAP), H M. RBH 35

PUT ON (Young Jeezy Music Inc , BMIYoung Drumma.
ASCAP/WB Music. ASCAP/Piease Gimme My Publish-
III(? BMUEMI Blackwood BMI) HL/WBM, POP 72 RBH

/Nappypub

REHAB &vaersar Music - Z Tunes ASCAP/Tennman
Tunes. ASCAPAVirginia Beach. ASCAP/WE Music.
ASCAP/Bone Beatz Pubhshm ASCAP/Sir Kay Drive
I)UIJIISIII , ASCAP) HU/WBM H100 91, POP 45

R THAT (Clrcle C Songs. ASCAP/Full Circle

RIDE So |nkredmles SESAC/Arocnasty Music,
BMI/Molings Music ASCAP/Nag% h Music
BMI/Universal Music - Z Son |/ Tremaine Neverson
Pubiishing Designee, ASCAP? HLAWBM, RBH

RIDE (Songs Of Mighty sis Music, BMI/Songs OI Kobalt
ng/IIS/ICC EJ IIShIn M[/Carlunez BMIMichael Davey.

RIGHT HERE (DEPARTED) {EMI Blackwood. BMUHere's
Lookin' At You Kidd Music, BMIBelugd Herghts Music.
BMYSony/ATV Sengs. BMIGolden The Super Kid
Music ASCAP/The Ro ‘Any Network, ASCAP/Quda
Music, ASCAP/Lady ¥ Music Publishing, BMI/Rodne
Jerkins Productions, BMI). HL, H100 52 POP 41, RB

34

RIGHT NOW (NA NA NA) (Byefall Music
AECAP(/)%O /ATV Tunes A AP/Hano Music, ASCAP),
HL.H100 10.

RIVER OF LOVE (Son /ATV Tree BMUAI Mighty Doq
Music, BM{/Travelin' er. BMIBumetie A Bi I(‘(,
Music, BMUStill Working For he Man Music, BMIAC
BMULitile Shcﬂ) 0 Mmgansongs B8MIMorgan Music
Group, BMI

ROLL WITH ME {Som AVATVAcun Rose BM\/Year O The
DogSMusw ASCAP jords & Music ASCAP) HL/WBM

SENTI (EMI April. ASCAP/Hecho A Manio, ASCAP/Univer-
sal- Muswca nica, BMYCastilto, BMI/Sangs Of Univision,

SEV NTEEN FOREVER Metro Stanon Music

SCAP/EMI Aﬂnll ASCA 0P 62

SEX 0 lartha Slreet Muswc ASCAP/Songs Of
Combushon Mu5|c ASCAPMusic Of Windswept
ASCAP/Followll Music, ASCAP/McFearless Music,
BMVBug, BMYCaflee Tea or Me Publishing, BiI) H100

ngggpﬂ (Metro Slanon Mustc, ASCAP/EMI Apnl
SHATTERED (TUHN THE CAR AROUND) (O1d Man
Time Music, ASCAP/G Walt Music. ASCAP/EMI Apnil
ASCAP) HL/WBM, H100 40, POP 40
SHAWTY SAID (Pck Up The Pace, ASCAP/Give Me Me
Publusmnpg ASCAP/Uncut Productions Publishing
ASCAP) RBH 77
SHAWTY SAY (Crum ight Pubhshm? ASCAPYoung
Mon Pubhshin I jamer-Tamerlane Publishin
I Apnil, A CAP/EMI lackwood, BMVJImIpUg
gMI/Herbmcmus Music, ASCAP), HLAWBM. POP 98,

H

SHE NEVER CRIEQ IN FRONT OF ME (Frankiin Road
BMVMussc Gf Stage Three. BMU/Bobby's Son And Sal

BMI/SLa? ree Music, BMI) CS 9, H100 63

SH 'S SO CALIFORNIA % ’a/slal Beach, BMUReynsong.
BMi/Wha Ya Sa[ Mu5|c IVEMI Blackwood. BIAVJa»me
Hanna, 8Mi}, H

SHE WOULONT BE OONE {l Wanl To Hold Your Songs.
BMI/Tomm EvJo BMi) CS 18, H100 87

SHOULOVE SAID NO %Sony/ATV Tree. BMUTayior Swift
Music. BMI), HL. POP

SHng out IT(II) Cualty, BMY/Comp Camp Music

SINGLE Su& et Sayin Publishing. BMIAUniversal Music -
? I/Pen In The Ground Publishing, ASCAP/My
DIEI Starts Tomon%v;) EBI\AVSongs Of Universat. inc.

HLWBM, P
SINGI.E LADIES {PUT A RING ON IT) SB Day Publish
1ng, ASACP/EMI Apnl, ASCAP/Songs Ot Peer Lid
ASGAPMarch Gih Publishing, ASC P/ZOSZ Music Pub-
hshm ASCAPAWB Music ASCAP/Sony/ATV Tunes
/Suga Wuga. BMI) HUWBM. H100 39, POP 90,

SI NOTE HUBIERAS 100 (Marco, ASCAP) LT 14
SOBER (EM! Blackwood BMUPink Insice Publishing,
BMW B.M Music, SESAC/Danjahandz Muzk,
SESAC/Sunshine Terrace Music, BMVBug BMU/Ar-
House BMVYashna Music ASCAP/DAVI M Ehrlich,

2 FC . ASCAP), H/WBM.,

LY (EMI April, ASCAP/Justm Comhsmbilshmg
A AP/Da 12 Mustc, ASCAP). HL, H100 55, POP'81

H 11
SOMEBODY NEEOS A HUG (EM) A rlI ASCAP/Romeo
Cowboy Music. ASCAP/Song/ATV BMIALove Mon
k%y BI\XVDId Desperados. ASCAP/N2D ASCAP), HL. CS

SOMEBODY SAIO A PRAYER (Feet In The Creek.
ASCAP/Crosstown Uptown. ASCAP/Big Loud Shirt
Industries, ASCAP/Big Loud Bucks, Bl I? WBM. CS 40
0 SPECIAL (Copyrght Control/Dave Kelly Music,
BMVEMI Blackwood, BMI), HL, RBH 71

SOUNOS $0 GOOO (Gin oad, BMI& CS23

S0 WHAT (EMI Blackwood, BMUPInk Inside Publishing,

BMI/Maratone AB STIM/KobaIl Mustc Publishing.
ASCAP), HL. H100 6, P!
SPACE (We'e Going To Maur BMY/Chuck Cannon Music.
BMISWG Sengs. BMI) CS 52

Go to www.billboard.biz for

SPACEMAN (Umversa!-PonGram International. ASCAP),
HL/WBM H100 67

SPOTLIGHT (Super Sayin Publishing BMUUniversal
Music Z Son /é)s BMI/Sony/ATV Tunes, ASCAP/EMI
Apnl, ASCAP/EMI Music Publishing Ltd  PRS/Stetlar
Sun Songs ASCAP), HLAWBM, H100 26 POP 56, RBH

STANKY LEOO %Po lar Hiz, ASCAP/MWN Music Group

STAHT A BAN Big Borassa Music BMUWords &
Music ASCAP/Songs Of Combuslion Musw
ASCAPMusic Of |ndswepl ASCAPEMI Apiil
QS(,A(%Dldm Have To Be Music. ASCAP), HUWBM CS

Hi
SUPERHUMAN (Sony/ATV Sonis BMU/Crows Tree Pub-
Iishing. BMUFauntleroy Music. SCAP/Unnerdogg West
Sonys, ASCAP/AIMo Music Corp ASCAP) HL POP 91
SUPERLOVER (Fal Your Heart Out, BMIBoneless
BM)/Pattonium BMLJohsar Publisher, BM) RBH 88
SUPERWOMAN (Lellow Produclrons ASCAP/EM) Apnil
ASCAP/Stuck In The Throat, ASCAP/Sony/ATV Harmony.
ASCAP/OZMOD Music. ASCAP) HL RBH 22
SWAGGA LIKE US (Carter Boys Publishing ASCAP/EMI
Apnil ASCAP/Crown Club Publishing BMIAWarner-
Tamerlane Publishing BMUPlease Gimme My Publish-
ing, BMVEMI Biackwood, BMU/Young Money Publishing
BMI/Hollertranix Music, ASCAP/Domin Publishing.
BMI/Universal Mustc - Z Tunes, ASCAP/Songs Of Uni
vPeésa%gPol BramZInlemanonal BMI). HLWBM H100 28,
TIZI(E SWEETEST LOVE (| Like £m Trucke, ASCAP) RBH

SWEET THING (Universal Tunes, SESAC/Songs Ot Um-
versal, SESAC/Eden Valley Music SESAC/Marg
Music, BMUThird Tier Music, BMI). HL/WBM. CS 30

SWING (Dawn Raid Music Publishin BMVUmversaI
Music Corperation, ASCAP/Souljd Boy Tellem Music,
BMUCroomstacular Music BMIElement 9 Hip Hop
BMU/Takin' Care Of Business. BMI). HLWBM H100 49

POP 37
SWING YA RAG (Crown Club Puhhshmq BMVWamer—
Tamerlane Publishing BMyUniversal Tu
SESAC/Songs Of Universal. SESAC). HL/WBM RBH 95

T

TAKE A BOW {Universal Music - Z Songs BMUFPen in The
Ground Publishing, ASCAP/Universal usm - 7 Tunes
ASCAP/Sony/ATV Harmony. ASCAP/EMI Apri
QBC%P?/EMIMusm Pubhishing Ltd PRSI L/WBM.

H

TE AMO ot Lisled) LT 45

TE PRESUMO (Not Listed) LT 44

TEQUILA ON ICE (Bidck In The Saddle, ASCAP/Romanhic
Fiction Music, ASCAPAUniversal Music Cov%’t‘)ralron
ASCAPMacirhyco Music, ASCAP)

TE REGALO AMORES (Mater ASCAP/LOS Magnihicos
PUDIIShInQ ASCAP/Editora Musical Mambo, SCAP) 7

THAT'S A MAN (WB Music, ASCAP/Steve Dale Jones
ASCAP/Larga Vista, ASCAP/Songs Of The Sanderosa
ASCAP/Uniersal Music - Caseers BMI) HLWBM, CS

32

THERE GOES MY BABY ot Lisied) RBH 76

THESE ARE THE GOOD OLE DAVSAEIdorono Music
Publistung, BMIMuzik Matla, ASCAT

THROUGH THAT WINOOW (ENAMORADO ESTOY)

{Songs Of Unwersal Inc B VUnwersaI Muswc Corpora-
Ilun SCAP/S3 Publishing ASCAP) LT 3

TOO DRUNK... (Cash and Carry Music, ASCAP/LICI( The
Star Music, ASCAP/Chiva Music ASCAP) H10

TRADING PLACES (UR-IV Music., ASCAP/EMI Apnl
ASCAP/Sony/ATV Melody, BMIWB Mus
ﬁ?CAP/?OB Music Pubf Shmg ASCAP) HL/WBM

T-SHIRT (Andrew Framplon Music, BMVEM! Blackwood,
BMYWayne Willans MusiC. BMI/Music Of Slage Three
BMI/Oh Suks Music, BMUn-Genius Songs. Lid BMI),
HL. H100 37 POP 24

EL ULTIMO VALS (Sony/ATV Latin, BM) LT 50
UNBEAUTIFUL (Religion Music Publishing, BMUMara-
tone AB, STIM/Kobalt Music Publishing ASCAP) POP

7t
UNBELIEVABLE (ANN MARIE) (Beautifui Monkey Pub
hshm lI BMI; CS 41
ICHED (Gad Son%s s, ASCAP/Cherry Lane

ASCAP/Lvedela Music ASCAP/Excalibur Productions
PRNEMI Australia Pty . Lid , APRA), CLM/HL. POF 73

UP THRU DERE (S8 Westsidé ASCAP/Peaches Children
HJbIlsmng ASCAP) RBH 86

VIRTUAL DIVA (Not Listed) LT 26
VIVA LA VDA {Unversal Music - MGB Songs, ASCAP)
HL/WBM. H100 24 POP 32

w

WAITIN' ON A WOMAN (EMI /I%”I ASCAP/Sea Gayle
Music, ASCAP/Emma And Maadie, ASCAPMWarner
Tamerldne Publishin I). HLAWBM, H100 72

WASSUP WITOAC OKI $ (50750 Entertanment,
BMI/Dat Poo\ Music, ASCAP) RBH 96

WHAT LT NOW {EM1 Blackwood. BMIBug

BMI/12 06 Publishing, BML/7 Months Of Shadows Pub-
||shxn%BMVSIate One Music America, BMiFSMGI.
{MROSmells Like Metal, BM)) HLWEM. H100 71, POP

wHAYEVEH YOU LIKE (Crown Club Pubhishing.
BMIWarner-Tameriane Pubhishing, BMVJimipub.
BMIRicco Barnino Muzic. ASCAP/EMI /:}Jnl
ASCAP/MefchdmeZe BMI), HLAVBM. POP 97
WHATEVER YOU LIXE (Crown Club Putlishing.
BMUWamer-Tamerlane Publishing, BMUJimipub.
BMVRxccoHBa(r)r(u)ng Muzrc ASCA M Blackwood. BMI),

L/WBM
WHAT IT TAKES Adam Gre ory SOCAN/Mlke Curb
Music, BMVSwee( Hysteria Music, BMVCurb Songs
ASCAP/Jacabsong, ASCAP/Ghermkyle. BMITortune
Favors The Bold. ASCAP/25 North, BMi/Ash Streel,
BMI/Buy Loud Bucks. BMI1, WBM, CS 58
EM GIRLS LIKE {Ludacns Worldwide Publish-
10g. ASCAP/EMI Apnl, ASCAP/Team S Dot Publishing
BMUHitco Music, BMi/Sangs Of Windswept Pacilic,
BMVRodne Jerkins Productions. BMVEM Blackwood.
BM), 100 54, POP 57, RBH 65
WHE IOROW up (EMIBIackwoud BMU/Rodney
Jerkins Praductions, BMUniversal Music Cor) oralxon
ASCAP/TnT Expiosive Publishing, ASCAP/EMI Music
Pub“shm Lid, PRS/Glenwood Music Corporation.
PRS/B Feldman & Co , BMI), H/WBM. POP 50
WHEN I SAIO | WOULD Sorﬁy/ATV Cross Keys
ASCAPMy Good Girl, ASCAP/Seny/ATV Tunes
ASCAP/Tone Ranger. ASCAP/Songs Of Cambustion
Music, ASCAP, usuc Ol Wmdswep( ASCAP/No Such
Music, SOCAN)
WHEN ITHURTS Gnndnme BMVSongs Of Universal,
Inc . BMUAntonio Dixon's Muzik, ASCAS /EDDuzu
BMI rvm%Mus»c Inc, BMVUndemo EastSongs
IIILy/ISI:AIP)ubI G, S STy
e In Publishing. ny/
wTunes ASCAE

BH 67

YOU (Hmder Music Company BMWl h Buck

Publishing, BMIEMI Blackwood, BMI}, H P b5

WOMANIZER (Outsyder Enfertainment Musm Punushlng
SESAC/Gametyme Music Publishing Group. ASCAP),
WBM H1007,POP 5

WORKIN (ot Listed) POP 89

YOU BELuuG 'l'ITII E (Son (I/AW Tree BMUPotting

Shed Music, S /Barbava rblson World Publishing.
SESAGACG, BMI) HL. H100 12.
YOUR BOOY (S e Whoa Music., BMVIAIIOI Made

Musizk, ASCAP/ lreel Flava Music, ASCAP) RBH 78
YOUO%E7EONNA GO FAR, KIO (Underachiever. BM)

YOU'RE NOT SORRY BSony/ATV Tree, BMUTaylor Swift
Music BMI), HL, H101 P 38

YOU'RE THE ONLY ONE (india B Music BMUSongs Of
Universal PolyGram Intemational, BM/Demonte's Music
Publishiny, BMU/Paradise Forever Music, BMi) RBH 31

Y QUE QU OE CLARD (Ampa, BMI) LT 10

complete chart data | 95
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RECORD COMPANIES: Island Def Jam Music Group pro-
motes Leesa Brunson to senior director of A&R operations.
She was director.

Razor & Tie Entertainment names Patricia Joseph VP of
music placements and licensing. She was VP of soundtracks/
A&R at TVT Records.

Warner Bros. Records names Mark Bright president/CEO
of Word Entertainment. The veteran producer formerly
served as VP of EMI Music Publishing and co-founded
Teracel Music.

Sony Nashville names David Gales senior director of dig-
ital marketing. He was a founding partner in brand manage-
ment firm Gales Network.

BRIGHT

FRIEDMAN

BRUNSON

PUBLISHING: Warner/Chappell Music promotes Greg Sow-
ders to senior VP/head of A&R in the United States. He was
senior VP.

BMI elevates Asad A Jaferi to senior director of business
development. He was director of business affairs at BMI’s
media licensing group.

TOURING: Pinnacle Entertainment appoints Scott Sokol to
president. He was a senior agent.

Global Spectrum names Troy Flynn GM of the new
12,000-seat Spaladium in Split, Croatia. He was assistant GM
of the Global Spectrum-managed Sovereign Bank Arena
in Trenton, N_J.

MED!A: MTV Networks Music/Logo/Films Group appoints
Stephen K. Friedman GM. He was GM/executive VP of mtvU.
—Edited by Mitchell Peters

WORKS

JACK’S MANNEQUIN HELPS LIGHT THE NIGHT
This year’s recent nationwide Light the Night Walk, hosted
annually by the Leukemia & Lymphoma Society, received a
$100,000 boost with the help of Jack’s Mannequin frontman
Andrew McMahon and the rock band's fans.

“This year we set the goal of $100,000, which is more than
triple of what our goal was in previous years,” says McMahon,
whose Dear Jack Foundation has participated in the event for the
past three years. “We’re obviously excited to see it hit its mark.”

The walk, designed to raise money for cancer research, is es-
pecially significant to McMahon: Several years ago he was diag-
nosed with acute lymphatic leukemia. Atthe time, he had recently
split with former band Something Corporate and was about a
month into a tour with his new solo project, Jack’s Mannequin.

“Once I got sick | had this outpouring from my fan base to
send me gifts,” he says. However, McMahon urged his fans to
make small donations to the Pediatric Cancer Research Foun-
dationinstead. Later, after recovering, the musician started the
nonprofit Dear Jack Foundation.

“We collect donations and distribute the donations that are
given to us through [dearjackfoundation.com] and various
donors,” he says, noting that the organization also assists hos-
pitals in Los Angeles. “We also do a big grant for the medical
team at UCLA, who ended up saving my life.”

Meanwhile, McMahon, who participated in this year’s L.A.
and Anaheim, Calif., walks, says he used the Web site to help ed-
ucate fans about the 2008 walk. “A lot of times these walks are
held in major cities, far away from where people can actually get
to. So a lot of people who couldn't attend the walks themselves
were able to donate through the Web site.” —Mitchell Peters

ASCAP congratulates the
legendary Crickets at their recent Musicians
Hall of Fzme induction, held at the Schermerhorn
Symphony Center in Nashville. The Crickets were formed by
Buddy Holly in the '50s and scored their first hit with "That’ll Be the Day"
in 1957. From left: ASCAP VP John Briggs; ASCAP Nashville director of member
relations Mike Sistad; Crickets members Joe B. Mauldin, J.I. Allison and Sonny
Curtis; Merrill Lynch Private Banking Group first VP Rich Baker; and
ASCAP VP of internationat and domestic membership group Ralph Murphy.

The Firm's Five Finger Death Punch scored a knackout with its 2007 debut,

“The Way of the Fist.” The album’s first two singles peaked at No. 9 on Biliboard’s
Hot Mainstream Rock Songs chart, and third treck "Stranger Than Fiction” has
begun a run up the list. Displaying the way of the fist Oct. 23 at the Fillmore New
York at Irving Plaza are, from left, Five Finger Death Punch bassist Matt Snell,
FFDP manager Jackie Kajzer of the Firm, guitarists Zoltan Bathory and Darrell
Roberts, and FFDP day-to-day band manager Mark Phillips of the Firm. pnoto:
COURTESY OF CHRISTA TITUS

-ane's
Addiction singer Perry
Farrell, center, poses for pictures
with his wife, Etty, and guitarist Nick
Maybury following Farrell’s recent performance
in the Florida Room of the Delano hotel in Miami
Beach. pHOTO: COURTESY OF SETH BROWARNIK/RED EYE PRODUCTIONS

Kid Rock had the audience on its feet while taping an episode of "VH1 Storytellers” Oct. 18 at the Factory in Franklin, Tenn. Rock performed
songs from his double-platinum-selling albumr, “Rock N Roll Jesus,”

in addition to past hits, and was backed by his Twisted Brown Trucker Band.

From left: Atlantic GM/executive VP Livia Tortela, Kid Rock’s manager Ken Levitan of Vector Management, Atantic president Julie Greenwald,

VHI executive VP of music programming and talent relations Rick Krim, Rock, VHI producer Patrizia DiMarla, Y/H1 executive VP/editorial direc-
tor Bill Flanagan, VH1 executive VP of music production Lee Rolontz and Atlantic senior VP of video content. programming and production
David Saslow. pPHOTO: COURTESY OF ED RODE/AP

L INSIDE TRACK]
SEAL’S GOT SOUL

A “collective consciousness” that led to the

election of Barack Obamais what inspired Seal

to record his latest single, a cover of Sam

Cooke’s “A Change Is Gonna Come,” and the

other R&B covers on the British singer’s new
“Soul” album.

“The initial inspiration came from what | per-
ceived to be a collective consciousness of peo-
ple,” Seal tells Track, “not only in Arrerica but
around the world, saying, ‘Look, the whole place
is in turmoil, the economy’s in the toilet, people
are reckless, frustrated and irresponsible.’ And
| think the collective got together realizing
there’s something that needed to change.”

Seal recorded “A Change Is Gonna Come”
with producer David Foster and then filmed a
video for the song “that we were jus: going to
put out on the Internet so people would feel as

WwWww . americanradiohistorv.com

if they weren’t alone in their quest for answers
and relief. And then David saw the video and
said, ‘Look, this is incredible. We can’t stop here.
You just have to keep going,’ and so we did
Three weeks later, we had an album.”

“Soul” features another civil rights anthem,
the Impressions’ “People Get Ready,” as well as
other favorites by James Brown, Otis Redding
and Al Green. “It was a case of not trying to rein-
vent the wheel, as that wasn’t necessary,” Seal
says, “but instead trying to pick the songs that
David and | collectively felt best showcased his
arrangement skills, his musicianship and my
voice.” Seal says he plans to tour in support of
“Soul,” most likely in 2009. “l don’t see why
these songs can’t co-exist with my existing stuf<,”
he says. “we’ll just move some things around
and make them really fit seamlessly.”

NOVEMBER 22, 2008

www.billboard.biz

97


www.americanradiohistory.com

Miles Davis Properties and Columbia/Legacy recently celebrated the four-times-platinum RIAA certifica-
tion of Miles Davis' “Kind of Blue" and the release of the 50th-anniversary collector’s edition at the
Beekman Hotel in New York. From left: Davis' nephew Vince Wilburn Jr.,, Davis' son Erin Davis, collector’s
edition product director Ne#t Mulderry, musician Jimmy Cobb, Legacy Recordings senior VP of A&R
Steve Berkowitz, Davis' daughter Chery! Davis and Legacy Recordings senior VP/GM Adam Block. pHoTO:

MUSIC INDUSTRY TRUSTS

Universal Music Group [nternational
chairman/CEO Lucian Grainge was pre-
sented with the Music Industry Trusts’
Award by the members of U2 at a cere-
mony held Nov. 3 at London’s Grosvenor
House Hotel. More than 1,200 guests
attended the event, including acts Grls
Aloud, Sugababes, the Fratellis, the
Feeling, Snow Patrol, members of ABBA,
Ray Davies and James Morrison. The
Music Industry Trusts' Award benefit:
Nordoff-Robbins Music Therapy and the
BRIT School and is sponsored by Nokia,
Ingenious Media, PRS and PPL. rHoTO
COURTESY OF JOHN MARSHALL/JMENTERNATIONAL

ABOVE: From left: U2's Adam Clayton

and the Edge, Lucian Grainge and U2’s
Larry Mutlen and Bono.

COURTESY OF DANIEL ROOT

LEFT: Lucian Grainge, center, with
“American ldol” judge/TV personality
Simon Cowell, left, and 19 Entertainment
founder Simon Fuller.

‘American ldol”
¥ Santogold alum Melinda Doolittle,
performs right, stopped by
during the Billboard’s New York offices
BlackBerry Bold Oct. 31 to play the single
launch party Oct. 30 "it's Your Love” from her debut
at a private residence album, "Coming Back to You,’
in Beverly Hills, Calif. which is scheduled for release Feb. 3.
PHOTO: COURTESY OF JOUN  Pictured with Doolittle is Billboard.com
SHEARER/WIREIMAGECOM  associate editor Katie Hasty.

“The Ellen DeGeneres

Show" threw a release party for

Taylor Swift's sophomore album,
“Fearless,” Nov. 11. After performing “Love
Story” and “Should’ve Said No," Swift was

surprised by Ellen DeGeneres with a visit from
Justin Timberlake. From left: Timberlake, Swift and
DeGeneres. PHOTO: COURTESY OF MICHAEL ROZMAN/WARNER BROS.
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