EXPERIENCE THE BUZZ

THE MAGIC
MERCH
KINGDOM

How ‘High School Musical’
and ‘Hannah’ Licensing
Make Mickey Millions

B I I NELLY’S WORLD RECORD
. Furtado Unveils Her Latin Debut

CROWN ROYAL:
QUEEN LATIFAH
RETURNS TO RAP

CAN FOREIGNER TOP
JOURNEY WITH
WAL-MART RELEASE?

AHOY! PIRATE
SITESTRY
TO GO LEGIT

INDIE AGGREGATORS
MAKE DEALS WITH
UNIVERSAL, SONY

© AUGUST 1, 2008
v bnllboard com
r

3 S S688B AN se 50
D oiF et o - K g— i
A 1 P
’ t >
606000 *Z0vE- L0806 V3 H3V3ﬂ 8??}
ﬂﬁﬁlﬂ (%) v #
ST00 ATNIIYD ALNOW

lIIlllllll“lllllllIIllIl”lllIll”lIIIIlIlll“llllllll”lll ”

£00/000 oy 100 OIUVHIG/GD/SSNESIOZI #
£06 1191G-€ HDS ;;;;;;;;;;;;;;;;;;;;;;;;; JJ1INXE

A i oA T A WAV Vil | =3x ok AT e e lA IS Vi eternatl mn e T R 1 |


www.americanradiohistory.com

Billboard.com
00n. . 6

A = ] Lovegame
Michael Jackson Makes Euro Chart History - L

King of Pop holds a reccrd eight of the top 10 titles on the European aibums chart - “ Boom Boom Pow

E Man in the Mirror

Chart Highlights: Pop. Beastie Boys' Adam Yauch Has Prince Closes Out Montreux Jazz JLS, Michael Jackson Top UK.
Dance/Ciub Play, Latin & More Cancer; Tour, Album On. Fest Charts
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COI

MOBILE
ENTERTAINMENT LIVE
This conference, set for
Oct. 6 at the Omni Hotel
San Diego and presented by
Logic Wireless, will feature
a keynote from BlackBerry
creator Research in Motion’s
Alan Brenner. More at

VOLUME 121, NO. 30

FILM & TV MUSIC

This gathering ofters the
opportunity to learn from,
network and shara music
with the best in the business.
The 2008 event sold out, so
don’t miss this year’s: Oct.
29-30 at the Beverly Hilton
in Los Angeles. D2atails:
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6 Questions:
Roland Swenson
Q&A.: Marcie Allen

How Disney Consumer
Products turned “Hannah Montana”
and “High School Musical” into the
$3 billion kids in just three years.

Nelly Furtado

builds on her global strength with her first
Spanish-language album.
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and new look.
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Wonderful Machine

TOURING

Set for Nov. 4-5 at the
Roosevelt Hotel in New
York, this premier industry
event gathers promoters,
agents, managers, venue
cperators, merch
companies and production
professionals. For more, go
to

NEW BILLBOARD.COM
The new Billboard.comis
here. The site leverages
Billboard’s exclusive
charts, unparalleled access
to artists and credibility in
the music world to offer
consumers an engaging,
interactive and fun music
experience.

AUGUST 1, 2009 O diz 3


www.americanradiohistory.com

gll_MlN EDITORIALS | COMMENTARY | LETTERS

"'he New Revolution

Why The Web Will Change Everything

BY MARK MONTGOMERY

Billboard’s Antony Bruno wrote an April
25 column called “No Distribution With-
out Compensation” (yes, 1 did pay for my
subscription, thank you very much), talk-
ing about the state of the publishing busi-
ness. Since that column was written, a
few more businesses have bitten the dust,
including a couple of important newspa-
pers, magazines and trade publications.

The publishing business (which in-
cludes music, books and newsprint),
along with the media and broadcast busi-
ness (radio, film and TV) are all in the
same boat. The creative destruction of
these businesses, powered by the Inter-
net, is our 21st-century version of the
Gutenberg revolution. Add the hockey
stick effect of technology (which | would
argueis just ramping up), throw inalit-
tle economic downturn, and it’s no won-
der everyone is befuddled.

Clay Shirky wrote a great article March
13 on Shirky.com called “Newspapers
and Thinking the Unthinkable” that de-
scribed a conversation he had in 1993

larly interacts directly with his customers
(what a novel concept)—was as follows:

“Partner with a TopSpin or similar
[company] or build your own Web site,
but what you need to do is this—give your
music away as high-quality {digital rights
management]-free MP3s. Collect peo-
ple’s e-mail info in exchange (which
means having the infrastructure to do

It’s not easy, but nothing worth having
is. On my walkabout, I've heard success
story after success story of creators mak-
ing a living, some inside the system,
some outside it, who could not be where
they are without the power of the Web.

Gutenberg provided the gas for the
fire of the Renaissance. Arts, architec-
ture, education, social and political con-
cepts all exploded out of the chaos of
that change. There was much resistance
toit, and the church was one of the big-
ger losers. There will also be big losers
in this revolution, and they won’t go
down without a fight.

But I have faith. When we look in the
rearview mirror we see that the world
became a much better place for the up-
heaval of the 1400s. And perhaps this
pain of all these industries will force
long-needed changes that will make us
all better. In our industry, pain seems to
be moving us to finally work together to
offer a unified price structure and trans-
parency through technology where every-
one knows who owns what and how
much it costs, so we can finally go ahead
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his 60 million friends, as foes.

Don’t get me wrong—creative people
should be compensated for their work.
But I would suggest that we as an indus-
try had an opportunity and missed it.

The introduction of the Gutenberg
printing press in 1436 created chaos. Most
revolutions are painful, and institutions
and people gethurt. But for some reason,
certain groups cling to the way things
were, perhaps to protect the lifestyle they
built for themselves, or to perpetuate their
version of what the public wants, when
it clearly wants something else. Anyone
standing on the “wrong hill” with the right
idea are, to quote Shirky, “herded into in-

What’s happening here is pretty sim-
ple. [fyou start with the basics—a great
song, an ability to connect with your au-
dience live, motivation, a plan and the
ability to execute it—you can become
Reznor, or at least your version of him.

Mark Montgomery is a Nashville-based
entrepreneur who co-founded echomusic,
which was sold to |AC/Ticketmaster for
$25 million. Since leaving echo in early
2009, Monigomery has been speaking,
consulting and mentoring.
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Inch Nails. Recently Trent Reznor was
asked how he’d navigate the music busi-
ness if he were starting out today, and
his response—posted on the Nine Inch
Nails message boards, where he regu-

Nielsen Business Media
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>>>SPOTIFY
SIGNS IODA
DEAL

Spotify signed with
the Independent
Online Distribution
Alliance to bring the
digital distributor’s
catalogtothe ad-
funded free streaming
service. [ODA will
provide Spotify users
with music drawn
from a catalog of
nearly 2 million
tracks from more
than 50 countries.
Acts covered include
the Prodigy, Burial,
Bob Marley & the
Wailers and Broken
Social Scene. IODA
also brings its
international
partners into the
deal, including
Nordic territory
partner Bonnier
Amigo Music Group.

>>>JAY-Z
MAKES U.S.
FESTIVAL
DEBUT

Rapper Jay-Z will
make his U.S. festival
debut at the 2009 All
Points West Music &
Arts Festival, to be
held July 31-Aug. 2 at
Liberty State Park in
New Jersey. Ajl Points
West organizers
tapped Jay-Z to
replace previous
opening-night
headliner the Beastie
Boys, whose Adam
Yauch was recently
diagnosed with
cancer and will
undergo surgery.

>>>APPLE
SMASHES
FORECASTS
Apple’s quarterly
profit blew past Wall
Street forecasts
thanks to strong
sales of Macs and
iPhones. The
company continued
to defy the global
recession with a solid
13% jump in fiscal-
third-quarter net
profit. it sold more
than seven times as
many iPhones—5.2
million—as the year-
ago period. Apple
reported a net profit
of $1.2 billion, or
$1.35 per share, forits
fiscal third quarter
ended June 27, up
from $1.1 billion, or
$1.19 per share, in the
year-ago period.

ALLIED FORCES

10

SPREAD OFFENSE

12

‘A GET-IT DONE GUY’

14
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More P2P Services Try To Convert To Licensed-Content Models

It’s a familiar pattern: After
amassing a huge user base by
providing unauthorized access
to copyrighted material, an il-
licit online service tries to get
back in the good graces of the
recording industry, only to fall
off the radar screen of its once-
avid fans.

The experiences of Napster,
iMesh und eDonkey have de-
monstrated how tough it is for
brands built on the promise of
free music to convert them-
selves into moneymaking busi-
nesses. Now the Pirate Bay,
Kazaa and LimeWire are at-
lempting to navigale a success-
ful transition to legitimacy,
reaching out to labels to remake
themselves as fully licensed en-
tertainment services.

‘Just because you joined the
club doesn’t mean you get to
make money,” says Mike Mc-
Guire, a media analyst at the
Gartner Group. “You have to
create your own branded expe-
rience. It’s all about how you
execute on that and create a
compelling alternative to the
services out there. Not just the
free [peer-to-peer]| networks, but
all the legitimate networks . . .
That’s going to be tough.

More than half of active P2P
users cite free music as the pri-
mary reason they use file-shar-
ing services, according to
Gartner data. Other reasonsin-
clude the ability to access con-
tent not otherwise available on
licensed services. And when a
P2P site shuts down or tries lo
go legit, users tend to migrate
to the next replacement—from
Napster to Kazaa, Kazaa to
LimeWire and so on.

But Wayne Rosso, the for-
mer Grokster and Mashboxx
CEO who's now advising Swe-
den’s Global Gaming Factory
inits efforts to make the Pirate
Bay legitimate, says any new
music service faces challenges
these days.

‘It’s extremely difficult no
matter who you are,” he says.
“Let’s face it: You're in a
market with two com-
petitors—Apple and
free. To makea dent,
you have to come
up with something
that’s really novel.”

Global Gaming
plans to charge
users an ui-
determined monthly
fee that will let them
download music.
But it would give them the op-
tion of lowering that fee if they
let Pirate Bay use their comput-
ers for online data storage and
Internet bandwidth optimiza-
tion services it plans to sell. The
company would use the com-
bined computing power of Pi-
rate Bay users to provide
virtual lockers for clients in-
terested in backing up files on-
line, help route Internet traffic
for easier and faster media
transmission and other serv-
ices. The more computing re-
sources users volunteer for
these services, the less they
would pay in monthly fees.

“It’'s a bank shot,” Rosso says.
“There’s a lot of moving parts
toit. However, it has the poten-
tial to be huge.” Rosso didn’t
provide a specific timetable for
Global Gaming’s plans.

Kazaa, meanwhile, is count-

ILLUSTRATION BY CHRISTOPHER SHARP

\

ingonan innovative billing sys-
lem to put it over the top. The
company has launched a $20-
per-month streaming-only sub-
scription service in the United
States that allows users to add
their monthly payments to the
mobile phone bill of participat-
ing carriers-—including AT&T,
Sprint and T-Mobile—rather
than provide a credit card. The
company also plans to add In-
ternet service providers lo its
list of partners.

Although the service is
pricier and less flexible than
other subscription plans on the

www americanradiohistorv.com

ey
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market, Kazaa CEO Kevin
Bermeister says that 18 months
of testing various models with
10,000 trial users suggests the
offer will succeed.

‘We think people will pay as
long as the ability to pay was as
convenient as the ability to steal
music,” he says. “The price of
course is high, [but] the conven-
ierice of the billing platform is
enabling us to get to the higher
price poirt.

Leading P2P network Lime-
Wire, which still faces copyright
infringement suits from the
majors, also intends to embrace
a licensed-content model, ac-
cording to CEO George Searle.

YOUR BRAND HERE

The first step toward this
goal was the company’s
launch last year of the Lime-
Wire Store, with content from
CD Baby, the Orchard, IRIS
Distribution and Nettwerk
Music Group, among others.
The store offers a la carte sales
and an eMusic-like subscrip-
tion model. The next step is to
replace the P2P service with a
standard ad-supported service
and an optional subscription
tier, sharing revenue with li-
censing labels.

“Quickly forcing conversion
to a paid service doesn’t work,
Searle says. “In order to reclaim
P2P users, it’s critically impor-
tant to preserve the core user ex-
perience. A quick transition to
a service that might be label-
friendly, but devoid of consumer
appeal, is going to fail. .

b- MOBILE: For 24/7 news and analysis on your cell phone or
.DIZ mobile device, go to: mobile.billboard.biz.
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>>>GROBAN

SIGNS WITH

AZOFF

Josh Groban signed with
Irving Azoff’s Front Line
Management for world-
wide career manage-
ment. CEO Azoff will
personally represent
Groban, who was
previously managed by
Brian Avhet Manage-
ment. Groban will fall
under the Azoffmusic
Management division.
He's booked by Gayle
Holcomb at William
Morris Endeavor
Entertainment.

>>>LIVE NATION,
FUSE TEAM FOR
SWEEPSTAKES
Concert promoter Live
Nation and music TV
network Fuse teamed
for a promotional
partnership that will
give music fans a chance
to win tickets to
concerts at select Live
Nation-operated venues
during the 2010 season.
The Rock Star for the
Year sweepstakes will
give 15 fans from major
markets across the
United States two
tickets to 20 concerts.
Fans canlog on to
fuse.tv to enter the
contest.

>>>DRAKE
SIGNS WITHICM
Chart-topping artist
Drake signed with Inter-
national Creative
Management to handle
his tour booking and
branding. The ICM deal
follows Drake’s recent
signing with Young
Money Entertainment,
with distribution
through Universal
Republic, for the
release of his highly
anticipated debut
album, “Thank Me
Later.” This summer,
Drake will join Lil
Wayne, Young Jeezy
and Soulja Boy Tell’Em
as part of the Young
Money Presents:
America’s Most Wanted
Music Festival trek.

Compiled by Chris M.
Walsh. Reporting by
Caitlin Berens, Leila
Cobo, Mariel
Concepcion, Andre
Paine, Mitchell Peters
and Reuters.

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

A New Experience &

Billboard.com
Relaunches With
Interactive Charts,
Social Media

To solidify Billboard.com as
the Web’s top music enter-
tainment destination, Bill-
board has relaunched the
site with new features and
products that will provide
music fans with a more in-
teractive and customized dis-
covery experience.
Billboard.com has been re-
developed from the ground
up to leverage Billboard’s ex-
clusive access to top record-
ing artists, providing fans
with an engaging music en-

Bl THE VISUALIZER

REVAMPED
HOME PAGE
Spotlights the day’s big-
gest news, chart action
and featuresinrealtime
and includes a list of the
most streamed songs on
the site, below-the-fold
promotion boxes on new
music releases, games,
sponsored features, etc.

SOUNDTRACK
OFMYLIFE
Allows fans to generate
playlists of No. 1 songs
from key dates in their
lives.

THE CHART GAME
Challenges players to
pick five artists they think
will make the biggest
splash on the Billboard
charts.

vironment complete with full-
songstreaming, authoritative
music and touring news and
social-media functions.
“Billboard.com delivers a
truly exciting and immersive
experience for both passion-
ate and casual music fans,
Billboard publisher Howard
Appelbaum says. “The new
site showcases the power of
Billboard's unique assets.
The most striking feature
of the new site is its extensive
use of Billboard’s exclusive
charts data to create inter-
active features around the
biggest hits of today and yes-
terday. Visitors can explore
every genre of music, search

WHAT’S NEW

THE VISUALIZER
Users can track and com-
pare artist chart histories.

EXPANDED
ARTIST PAGES
Includes current and ar- |
chived news, tour dates, |
discography with full-
track streaming and more. |

INTERACTIVE
CHARTS
Allow fans to stream full |
songs directly on the
charts and create playlists
from songs on current
and past charts.

DYNAMIC MUSIC
PLAYER

Provides a continuous lis-
tening experience by follow-
ing users from page to page
as they browse the site. __I
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historical charts dating back
to the '50s, post comments,
find related news and artist
information, listen to full-
track streams of each entry
and purchase songs—all di-
rectly on the charts pages. In
addition, for the first time the
site is providing consumers
with free access to the entire
Billboard Hot 100 and Bill-
board 200 charts.

Billboard.com’s music
streaming and music purchas-
ing features are powered by
Lala, the digital music Web
site with a catalog of more
than 7 million songs and li-
censing deals with all four ma-
jors and a host of independent
labels. The new Billboard.com
was designed by Razorfish.

Other chart-based features
include Soundtrack of My Life,
which lets fans build person-
alized, shareable playlists
based on the songs that topped
the Hot 100 at key moments
of their life, such as birth, high
school graduation and mar-
riage; the Visualizer, which al-
lows users to track the chart
trajectories of any artist they
choose and compare them
head to head; and the Chart
Game, a weekly contest that
asks users to pick five artists
they think will perform best
on the charts and then tracks
their movements.

“It’s a fun experience and
it's completely unique,” Ap-
pelbaum says of the new
chart-based products. “It’s
something no one else out
there has.”

The new Billboard.com also
boasts expanded artist pages
featuring bios, discographies,
new and archived articles, cur-
rent and historical charts
photo galleries and video
footage. There will also be
such exclusive content as pre-
release tracks, live perform-
ances, behind-the-scenes
footage and in-depth inter-
views. Acts providing exclu-
sive content include Jordin
Sparks, Daughtry, Sugar Ray,
311, Asher Roth, Sean Kingston,

wWWwWWw.americanradiohistorv.com
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Motley Criie, Def Leppard and
Ashley Tisdale.

The latest breaking news
about artists, new releases
and tours will appear through
the Feed, a news feed promi-
nently featured on Billboard
.com. The redesigned site will
also provide access to all Bill-
board album reviews and the
ability to search for concerts
by using the Tour Finder, a
Jambase-powered navigation
tool in the Live section of the
site. Fans can buy tickets to
concerts discovered on Bill-
board.com directly from the
site, through a relationship
with Ticketmaster.

The new Billboard.com will
also provide users with ad-
vanced social-media features.
Registered users can cus-
tomize their profiles and fol-
low other members, as well as
rate content, post comments,
create personalized playlists
and share their activities on
Facebook through Facebook
Connect. They can also see the
most popular songs streamed
on the site, updated on an
hourly basis, through the

®Hot 100

e

9. 1f Today Was Your Last Day
aﬂ il

Cabrm Staranip Fastixing Lasgiion Maester

Battlefield
Jorcin Soerka

Buzz—a streaming music
module located on the Bill-
board.com home page.

Leading consumer brands,
including Visa, Sirius XM
Radio, Sprintand AT&T, are
sponsoring Billboard.com’s
new features, drawn by the
power of the Billboard brand
to attract passionate and en-
gaged music fans.

“We're going to fundamen-
tally connect an advertiser’s
message with the consumers
they're ultimately trying to
reach,” Appelbaum says.

The relaunch comes on the
heels of already robust growth
for Billboard.com. Monthly
unique visitors have surged
from 3.9 million in July 2008
to 4.9 million during the 30
days ended July 20. Billboard
expects the relaunch of the site
to build on these gains.

“We're going to be able to
deliver the audience that
brands want, while preserving
a great experience for our vis-
itors,” Appelbaum says.

Billboard’s industry and
business news will remain on
Billboard.biz. oo

360 DEGREES OF BILLBOARD

HERRERA NAMED BILLBOARD.COM

ASSOCIATE EDITOR

Monica Herrera has been named associate editor for Billboard
.com. She will be based in New York and report to Billboard.com

editor Jessica Letkemann.

In her role, Herrera will write and report news stories for the
Web site and edit the site’s concert and singles reviews. She will
also write stories and edit singles reviews for the magazine.

Prior to joining Billboard, Herrera was an online editor at Latina,
the leading media destination for U.S. Hispanic women. She

y HERRERA

launched a daily music blog at Latina.com
and wrote music and entertainment sto-
ries for the magazine, including a June/
July 2008 cover story on the Latin pop
act Prima J. She has also freelanced for
New York magazine online.

Herrera, a New Jersey native, is a for-
mer entertainment and lifestyle publicist
at Susan Blond in New York. She re-
ceived herundergraduate degree from
Brown University. ..
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Specialized Wealth Management for the Music Industry

At SunTrust, we’ve spent more than 20 years helping music industry professionals make the most of their success. Our dedicated
financial advisors can help you manage your cash flow, monetize your assets, and create a plan designed to provide continued
financial stability. For more information, call Thomas Carroll, Senior Vice President, Sports and Entertainment Specialty Group,
SunTrust Investment Services, Inc., at 404.724.3477 or visit suntrust.com/talent.

SUNTRUST

Royalty and Catalog Lending Financial Planning Retirement Planning Investment Management Live Solid. Bank Solid.

Securities and Insurance Products and Services: Are not FDIC or any other Government Agency Insured - Are not Bank Guaranteed - May Lose Value

Thomas Carroli is Senior Vice President, SunTrust Investment Services, Inc., and Managing Director of SunTrust's Sports and Entertainment Specialty Group.

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, brokerage
services, insurance (including annuities and certain life insurance products) and other investment products and services are offered by SunTrust Investment Services, Inc., an SEC-registered investment adviser and broker/dealer
and a member of FINRA and SIPC. Other insurance products and services are offered by SunTrust Insurance Services, Inc., a licensed insurance agency.

©2009 SunTrust Banks, Inc. SunTrust is a federally registered service mark of SunTrust Banks, Inc. Live Solid. Bank Solid. is a service mark of SunTrust Banks, Inz
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Hidden Capacity

L.A.’s Greek Theatre Uses Camouflage
Netting To Adjust Seating

Arenas have long used curtaining systems
to adjust their capacity for acts of varying
drawing power—what’s known, often un-
popularly, as “cut-downs.” For outdoor
shows, amphitheaters can often simply sell
the fixed seating, eschewing the lawn and
reducing capacity by two-thirds.

But the Greek Theatre in Los Angeles has
taken the outdoor flexible-capacity tactic to
a new level with what it calls “camouflage.”

The Greek sunk about $40,000 into a sys-
tem of military-style netting that eliminates
the aesthetic, financial and psychological neg-
ativity of empty seats or a sparsely populated
lawn. The concept is the brainchild of Alex
Hodges, COO of Nederlander Concerts.

“Did you ever see fans stand
up at intermission to look at
what’s behind them?” Hodges
asks. “What are they looking

OnThe
Road

suggest a capacity “on the lower end and just
keep selling,” because it doesn’t put the camo
down until the day of the show, allowing it
to open up more sections if necessary. “They
g0, ‘Wow, that’s cool, because | don’t know
I can do 6,000 but | do know I can do 3,100, "
Hodges says.

For artists that can draw almost a full
house, the Greek will hold certain sections
off because, for example, some people like
being on the top row.

“For Michael McDonald and Boz Sk-
aggs we used very little camouflage, but we
used it,” Hodges says. “We sel it up at 4,500
and sold out everything.”

Among the artists who have made use of
the system are Chris Botti, An-
drew Bird, Emmylou Harris
and Neko Case, as well as a
Latin jazz festival and the '70s

for? To see if it’s full, to see how
many people are behind them,
and ifthey got better seats than
they did. And to see if there are
alot of empty seats.”

When they look up and see
the Greek's camo setup, “it
looks great,” he says.

What makes the Greek's setup effective
in these uncertain ticket-selling times is that

it enables the venue to fine-tune its capac-
ity in about a dozen configurations, ranging
from 3,000 to a full house of about 5,800.

“In the past, say you do 4,500 out of 5,800;
you have a strong show but you have a lot of
empty seats,” Hodges says. “And the band
looks out and thinks, ‘Oh, man, I didn’t quite
get there.” And you want people to get there,
to have a virtual sellout.”

While the arenas have done variations on
this theme for years, Hodges says that “a lot
of venues with smaller capacities and prosce-
nium stages have not adopted this practice.”

Camo is especially well-suited for the
Greek because of its natural setting. “We're
surrounded by trees,” Hodges says, “not
open space, not a building, not a parking lot,
a high rise, an office building, not a manu-
facturing plant, not a baseball park.”

Hodges says there are two ways of pre-
senting the camo option to artists. For those
that draw smaller audiences, the Greek will
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Soul Jam tour.

Nederlander’s primary goal
is to book more shows and have
them be successful. Only a few

RAY
WADDELL

extra shows can amortize the
initial investment and cost-per-
show of about $3,000.

“Some artists used to say, ‘I know | can’t
do 6,000, so I'm not going to play the
Greek,” ” Hodges says. “Now, in an intimate
setting, we give options and they can say, ‘I
love the Greek stage. I've now stepped up to
the Greek, and I'm selling it out.” ”

Hodges says fans love to hear when more
tickets are released for a hot show. And the agent
gets to be a hero. Nederlander sold the concept
to agents through an elaborate promotional
book that breaks down each configuration.

Andrew Bird’s agent, Erik Selz of Red
Ryder Entertainment, says the camo netting
was a good fit for Bird, who played the Greek
July 10.

“The camo system allowed Andrew, who
sold out the [1,900-capacity] Orpheum in
late winter, to take a swing at a 6,000-capac-
ity space, knowing that a turnout of even
2,900 would look full,” Selz says. “We ended
up selling just over 3,000, and the venue
felt great.” ..

h For 24/7 touring news
hblz and analysis, see
billboard.biz/touring.

Now.yau seg itinow youdon't:
Camouflage netting covers seats at
the Greek Theatre inLos Angeles.
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ELRCEEM U2, SNOW PATROL ’
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$1,165,437
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Bell Centre, Montreal, July 13 13,566
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Live Nation ’
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May 16 sellout

The Messina Group/AEG Live
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Evolutionary Road

As They Align With Major Labels, Indie Aggregators Come Of Age

One by one, leading players in
independentdigital music have
joined forces with the very com-
panies many feel they were cre-
ated to oppose—the major labels.

TuneCore recently struck a
marketing and services deal with
Universal Music Group. And IN-
grooves entered a similar deal
with UMG last year. The Inde-
pendent Online Distribution Al-
liance (I0DA) recently formed a
partnership with Sony Music En-
tertainment, which also acquired
a stake in the digital aggregator.

These companies were never
archenemies of the majors, as
somanyin the DIY community
liked to portray them. But the
recent spate of indie-major
partnerships points to an inter-
esting evolution of the digital
music marketplace.

IODA, INgrooves and Tune-
Core, along with other digital
distributors like the Orchard and
RIS, emerged to fill a void in
the early days of the digital down-
load market. Retailers like
iTunes launched with music
from all four majors, but indie
music was often left out due to
the reluctance of vendors to ne-
gotiate individually with the
thousands of indie labels and
artists scrambling for digital
shelf space.

Digital aggregators pre-
sented a solution. They negoti-
ated licensing deals with digital
retailers on behalf of independ-
ent labels and artists, taking a
revenue split or flat fee in
return. The result was the de-
mocratization of the music dis-
tribution business, with digital
channels allowing the formerly
marginalized independent

Improvisational style: IODA, the digital distributor of DJ LOGIC and other Ropeadope Records
artists, has a partnership with Sony, part of efforts by indie distributors to expand into new areas.

nmusic sector to capture mar-
ket share and retain better-
selling acts.

But while digital aggregators
are still needed, the initial land
grab for clients has ended. Most
digital retailers have already se-
cured licensing deals with indie
labels, so aggregators have to
keep an eye out for new serv-
ices before striking deals.

That only adds to the chal-
lenges of running what’s
essentially a high-volume, low-
margin business. The sector
has already seen its share of
consolidation. In two key deals,
Digital Music Group acquired
the distribution outfit Digital
Rights Agency in 2006 before
merging with the Orchard the
following year.

This timing couldn’t be
better for major labels
looking to bulk up
their digital

GIVE THE

trollers combined.

DRUMMER SOME

The addition of drum controllers was a
major advancement for the “Rock
Band” and “Guitar Hero” music-game fran-
chises. The only problem was that the orig
inal drum kits provided by the game makers were
inadequate. While both titles have since improved
their kits, Logitech thinks it has a better option. Its
premium drum set, which was designed for the Sony
PlayStation 3 and has been licensed by Activision for
“Guitar Hero,” features a sturdier frame, 2.4 GHz wire-
less USB connectivity, adjustable drum and cymbal
pads, recessed rims and a stainless steel kick pedal
But gamers will have to pay for the extra heft. The
$230 kit costs more than the game and default con-

-AB
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distribution capabilities. UMG
acquired a stake in INgrooves
primarily to access its digital dis-
tribution technology, which Uni-
versal Music Group Distribution
{(UMGD) president/CEO Jim
Urie says was needed to comple-
ment the company’s physical
indie distributor Fontana.

“We were looking for a bet-
ter solution for indies to dis-
tribute their content,” Urie
says. “UMG obviously has a
great digital logistics platform,
but it is more complicated and
there’s more bodies involved.
For an independently distrib-
uted label, you want something
that’s fairly simple.”

Sony was seeking much the
same when it invested in IODA
and specifically cited its part-
ner’s international digital ac-
counts as a much-needed

addition to its distribution ef-
forts. IODA’s clients include
Ropeadope Records (D]
Logic), HiFi Recordings
(Melinda Doolittle) and Ex-
punged Records (Blind Pilot).

But don’t expect the re-

maining stand-alone digi-
tal aggregators to jump into
bed with the first major
label that comes their way.
IRIS Distribution expects to
continue to go it alone by fo-
cusing on a small roster of
artists and labels, says IRIS
chief marketing officer Bryn
Boughton. While open to po-
tential deals with major labels,
Boughton warns that cultural
differences can make for a
bumpy integration.

“Indies need to be careful
so that their business deci-

sions aren’t taken out of their
hands,” she says. “Part of
what makes them successful
is that they can be really flex-
ible. they can take risks, they
don’t have a bureaucracy. So
you have to be wary of that
when working with a com-
pany that has many layers of
bureaucracy.”

At the other end of the
spectrum is indie behemoth
the Orchard. After growing
througlh acquisitions and inter-
nal expansion, the Orchard
now offers a suite of services
far beyond digital distribution
with a massive roster of inter-
national content. CEO Greg
Scholl says that even more new
services and innovations are on
the way, but he doesn’t rule out
a potential sale.

“We're a public company,”
Scholl says. “The ability to buy
us is as easy as logging into
your Schwab account and plac-
ing orders.”

Even if indie digital aggre-
gators were chasing after
major-label partnerships, it
might be too late. Ever since
the TuneCore deal, UMGD’s
Urie says a number of smaller
companies have contacted him
that are interested in similar
deals, but the label has little left
to offer.

“At this point in time, we
feel that we are as end-to-end
as we can get,” he says. “I can’t
tell you today that there are
any more alliances of this kind
that we would make.” -«

f For 24/7 digital news
Z and analysis, see
billboard.biz/digital.
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BITS & BRIEFS
STUDY SAYS AOL
MUSIC LAGS RIVALS
Among online music serv-
ices, AOL Music enjoys the
highest overall consumer
awareness but lags behind
other servicesinterms of ac-
tual usage, according to an
NPD study. In a first-quarter
survey, 30% of U.S. Internet
users 13 and older said they
were aware of AOL Music,
but only 13% said they’ve
used it. Pandora ranked high-
est among respondents in
terms of usage, with 41% say-
ing they’ve used the service,
followed by MySpace Music
and imeem, which were tied
at 33%, and iLike at 30%.
AOL disputed the survey re-
sults, pointing instead to
comScore data that showed
AOL Music had 29.7 million
unique users in June, up 24%
from a year earlier.

company’s Novato Music
Press catalog of sheet music
is being made available for
download and viewing on
the portable device. The No-
vato catalog includes more
than 20,000 classical, tradi-
tional and American music
titles. It eventually hopes to
have its entire selection of
more than 130,000 titles
available for download to
the Kindle.

MELODIS PARTNERS
WITH SAMSUNG
Melodis has struck a deal to
embed its Midomi music
search and identification
technology into Samsung
Electronics mobile phones.
Like the popular Shazam ap-
plication, the service allows
users to identify songs by
holding the phone in front of
asource of music. It can also
integrate with wireless op-
erators’ music stores so users
canthen buy the track. Sup-
porting phones must runthe
Windows Mobile 6.1 operat-
ing system.

SHEET MUSIC ON THE
KINDLE

FreeHand Systems is bring-
ing music to Amazon'’s Kin-
dle digital book reader. The
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Cold As‘Ice’™?

Foreigner Bets On Wal-Mart For The Release Of Its First Album Since ’'95

Can Wal-Mart work its magic for yet
another '70s heritage rock act?

The retail giant's exclusive Sept. 29
release of Foreigner’s “Can’t Slow
Down” will be its first major exclu-
sive since AC/DC’s “Black Ice” in Oc-
tober. The album (Foreigner's first
since 1995’s “Mr. Moonlight”) has
much in common with Journey’s
2008 Wal-Mart-only release, “Revela-
tion.” Like its predecessor, “Can’t Slow
Down” will be a three-disc set that fea-
tures a CD of new material, a concert
DVD and a best-of collection. While
“Revelation” included a CD of rere-
corded Journey favorites, Foreigner
remixed the band’s original master
recordings to make its hits sound
more contemporary.

Perhaps most noticeably to
longtime fans of both bands, each
release features a replacement lead
singer—in Foreigner’s case, Kelly
Hansen, who takes the place of
original frontman Lou Gramm.

Despite the absence of original
Journey lead singer Steve Perry,
“Revelation” sold 633,000 copies in
the United States, according to
Nielsen SoundScan. In its debut
week thatended June 8, 2008, it sold

nearly 105,000 copies, good enough
to reach No. 5 on the Billboard 200.
And “Black Ice” sold 2.1 million U.S.
copies, including 784,000 in its debut
week that ended Oct. 26, 2008.
Wal-Mart, Rhino Records and For-
eigner’s management believe “Can’t
Slow Down” will find a similarly large
audience. “When we look at exclusive

Jukebox heroes: FOREIGNER

possibilities, we want bands that res-
onate well with our customers,” says
Wal-Mart senior category director for
movies and music Jeff Maas. “We
look at our history with the band and
look for tie-ins with other categories
... [Foreigner] was a really good fit
forus.”

Foreigner’s manager Phil Carson

THIS BILLBOARD STARS SPECIAL WILL FEATURE:

says he made the deal because
partnering with the world’s largest re-
tailer provides the band with “all the
things that [ needed to do” to get the
album in front of fans.
When reminded that
big-box exclusives tend
to irritate other retailers,
Rhino senior VP of sales
Dutch Cramblitt points
out that other stores
have plenty of Foreigner
product to choose from.

“We have a huge
iconic catalog,” Cram-
blitt says. “The first four records are
classics and all triple- or quadruple-
platinum. Retailers can really dig in
and take advantage of them.”

It won't be easy for “Can’t Slow
Down” to match the success of “Rev-
2lation” or “Black Ice.” During the
past year, overall U.S. recorded-
music sales have continued
to tumble, with CD sales
plunging 21.2% in the
first half of 2009 from a
year earlier (Billboard,
July 11).

And despite being a
regular chart fixture in the
’70s and "80s, Foreigner does-
n’t have a synch-licensing hit

like Journey’s 1981 single “Don’t
Stop Believin’,” which has helped
keep the band in the public eye
through its appearances in hit

movies and TV shows, most memo-
rably the June 2007 series finale of
HBO’s “The Sopranos.”

But Foreigner boasts its own po-
tential source of hip ca-
chet: founding guitarist
Mick Jones’ step-son,
Mark Ronson. Ron-
son, who has collabo-
rated with Amy
Winehouse, Lily
Allen and Kanye West
and is a BRIT Award-
winning performer in
his own right, co-pro-
duced the new songs on “Can’t Slow
Down” with Marti Frederiksen.

Foreigner also has a catalog of hits
that instantly register with fans, even
if they don’t remember who per-
formed them. “When Foreigner
played at the company’s annual share-
holders meeting, the band’s [appealj
was reinforced by how much our as-
sociates loved it,” says Wal-Mart sen-
ior music buyer Tom Welch.

“People know all of Foreigner’s
songs,” manager Carson says. “But the
band has so many hits—nine top 10
hits and 16 top 30—they aren’t aware
that they are all by the same group . . .
With the album at Wal-Mart’s entrance,
we can get people to associate the band
with their songs.”

b- For 24/7 retail news and analy-
NZ <5, see billboard.biz/retail.
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Glimmer Of Light

Surging Ringback Sales In Central
America Point To Mobile Opportunities

Piracy has decimated the Cen-
tral American music market.
Buta significantamount of in-
come has recently emerged
from what would appear to be
an unlikely source: the sale of
ringback tones.

According to the IFPI,
ringback sales in Latin Amer-
ica surged 264% to $5.2 mil-
lion in 2008. The Central
American countries of
Guatemala, Belize, Hon-

Coraagia con tu rRmo.a todkos ks que te baman am

Los Backtores Tigo de

Marco Antonio Solis

A o T P ot ke
[lerers Sankanpie spenr ey

Caller ID: An ad for MARCO
ANTONIO SOLIS ringback tones

duras, El Salvador, Nicaragua,
Costa Rica and Panama ac-
counted for half of that
total, up 395% from 2007.
The numbers are striking
since these markets are tiny
compared with the far
larger economies that dom-
inate regional music sales,
such as Brazil, Mexico, Ar-
gentina and Colombia.
“What's working for usin
Central America are ring-
back tone activations,”
says Ana Clara Ortiz,
VP of digital for Uni-
versal Music Latin
America. “Not ring-
tones, not master-
tones, not full-track
downloads, which are
still very limited. 1t’s
ringback tones.”
Universal has sold
more than 2 million
ringbacks in Central
America so far this year,
Ortiz says. That’s an
impressive rally consid-
ering that the average
cost of a ringback is

$1.25-$1.50 for three months
of use, a pretty steep price for
countries with relatively low
per capita incomes.
Recorded-music sales in
Central America totaled just
$20.8 million in 2008, less
than the $28.8
million in sales -
recorded in Latln
Chile alone, ac-

‘Notas

for lesser-known acts like El
Trono de Mexico, which did
not immediately benefit from
markeling campaigns. The
major’s top-selling ringback
artistin the region is Enrique
Iglesias, who has sold nearly
1 million ringbacks overall.
Other big sellers include Los
Temerarios, El Trono de Mex-
ico, Macano, Wisin & Yandel
and Luis Fonsi.
Sony, which has a dedi-
cated mobile and digital de-
partment in
Central Amer-
ica, hasalsoen-
joyed strong

cording to the
IFPI. But that
still represented
a 15.5% gain
from $18 mil-
lion in the prior
year. Digital
sales tripled to $6.3 million,
more than making up for a
14.7% drop in physical sales
to $14.5 million.

After Universal acquired
Univision Music Group last
year, it started digitizing Uni-
vision's regional Mexican cat-

LEILA
COBO

alog and saw an immediate
increase in sales of ringback
tones. This was true for megas-
tarslike Marco Antonio Solis
and Los Temerarios, but also

il

growth in ring-
back sales, al-
though the
majority of its
mobile/digital
sales still come
from ring-
tones, which remain popular
in countries where mobile

=

¥

networks don’t yet acconmmo-
date full-track downloads.
“Some of these markets
don’t have the same mobile
maturation as the United
States and Europe,” says Seth

Schachner, Sony Music VP of

digital business for the Latin
region. “So you see these prod-
ucts that, when compared
globally, over-index, and ring-

FEVER PITCH

Swine Flu Fears Hit Argentine Touring Market

After prompting a slew of con-
cert cancellations and post-
ponements in Mexico, swine
flu has migrated south for the
Argentine winter. That’s led to
some losses inthe live events
industry, though biggerinter-
national tours may have
dodged a bullet.

Swine flu had claimed 137
lives in Argentina as of press
time, according to the coun-
try’s health ministry, second
only to the United States and
exceeding the number of
deaths in Mexico, where the
outbreak was initially centered.
While there wasn’t a nationalty
mandated closure of event
venues, health officials in mu-
nicipalities around the coun-
try issued recommendations
against public gatherings. In
response, Argentina’s theater
owners’ association voluntar-
ily closed all member venues
for 10 days, reopening for busi-
ness July 17. Some Argentine
acts like the rock group Baba-
sonicos postponed tour dates
until early August.

12 | BILLBOARD |

Perhaps the most high-
profile cancellation was Pre-
mios Gardel, the country’s
annual music awards show.
The ceremony had been
scheduled for July 27 but the
labels organization CAPIF
decided instead to announce
the awards through a July 22
press release.

Theater owners’ associa-
tion president Carlos Rot-
temberg says July is typically
a peak month for atten-
dance, with venues averag-
ing a combined 100,000 the-
atergoers per week. “A ot of
people suddenly stopped
coming, so it was sending us
a signal,” Rottemberg says,
noting that the closings also
hurt other related busi-
nesses, “from taxis to park-
ing and candy kiosks to the
merchandise tables.”

Neither Rottemberg nor
show producer Lucio Alfiz,
who heads up the organiza-
tion’s music arm, could quan-
tify the losses. Unlike con-
certs, theater productions

AUGUST 1, 2009

have to pay casts for the
duration of an engagement,
whether or not they’re work-
ing, Alfiz says.

“What most hurt the indus-
try was public paranoia,” he
says, “so we decided to cut
our shows for 10 days as a way
of reducing anxiety.”

Family shows like the live
musical production of the hit
tween TV show “Casi Ange-
les” were most affected, “be-
cause parents didn’t want to
take their kids,” says Marcelo
Dionisio, director general of
the concert promoter Fenix
Entertainment. But Dionisio,
whose company is promot-
ing fall shows by Ricardo Ar-
jona and the Killers, says
most big international tours
don’t come through Ar-
gentina until the end of the
year, during the country’s
spring and summer.

Reggaeton star Daddy
Yankee recently performed
shows as planned but was
forced to postpone three
dates in neighboring Bolivia

{.
Living proof: CAT POWER

at the request of that coun-
try’s health minister.
Promoters, rather than art-
ists, usually absorb the costs
of rescheduling dates, at-
though most contracts have
provisions that protect the par-
ties in extraordinary circum-
stances, according to enter-
tainment attorney Leslie Jose
Zigel, who frequently reviews
performance contracts. Zigel

backs seem to be the poster
child for that.”

As has been true in other
markets, consumersin Central
America have embraced ring-
backs because they “say some-
thing about you to the person
who calls,” says Miguel Tru-
jillo, president of Sony Music
Mexico and Central America.
“They fulfill the consumer’s
need for differentiation.”

Indeed, if one looks further
south, two other Latin mar-
kets that have experienced
strong ringback sales growth
are Bolivia and Paraguay,
which also have negligible
physical sales and lack third-
generation mobile networks.

As the popularity of ring-
backs keeps growing in Cen-
tral America, they could point
to additional opportunities to
sell music on mobile plat-
forms. In Argentina, where
mobile technology is more ad-
vanced, the wireless carrier
Personal says it has sold 1 mil-
lion songs since it launched a
full-track download store three
months ago.

“There’s definitely a bright
future down there,” Schachner
says. .

For 24/7 Latin news

and analysis, see
billboard.biz/latin.

says he’s even seenacontract
that protected a band against
lossesinthe event of a cancel-
lation due to SARS.

Dionisio believes industry
concerns over swine flu have
already peaked, noting that
a July 16 show by Cat Power
went ahead as planned.
“Everyone came,” Dionisio
says. “It’s getting back to
normal.”—Ayala Ben-Yehuda

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

Billboardenespanol.com.
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NEW BOOKING
AGENCY LAUNCHES
Oscar Flores, the GM of Rep-
resentaciones Artisticas Apo-
daca, and Kudai manager
Pablo Vega have joined forces
to form a new booking agency
called FV Live that will focus
on pop acts. FV Live will ini-
tially be based in Mexico City
but will eventually open an of-
fice in Houston, where Apo-
daca has an office. Acts to be
booked by FV Live include
Kudai, which Apodaca was
booking, and Elefante, for
which Apodaca previously
handled booking and manage-
ment. Other artists on the FV
Live roster include Chilean
singer/songwriters Koko
Stambuk and Francisca Valen-
zuela, who Vega also manages,
as well as Argentine acts Axel
and Infierno 18 for Mexico
bookings. In addition to book-
ing, FV Live will provide local
publicity and promotional sup-
port to labels and managers,
Vega says.

AVENTURA IN-STORES
BOOST ‘THE LAST’
Pent-up demand, a national TV
marketing campaign and two
hit singles have contributed to
the continued dominance of
Aventura’s “The Last” (Pre-
mium Latin/Sony) on Bill-
board’s Top Latin Albums
chart. But the group has
helped propel the album’s mo-
mentum through an unusually
lengthy run of in-store per-
formances. Aventura did 10 in-
stores during the month fol-
lowing the album’s June 9
release. The album has sold
119,000 copies in the United
States, 8% of which were
digital albums, according to
Nielsen SoundScan. Premium
Latin GM Marti Cuevas says the
label had originally planned for
six in-stores in New York,
Miami, Puerto Rico, Chicago,
Houston and Los Angeles.
Then it added another Puerto
Rico stop, as well as appear-
ances in Boston and Washing-
ton, D.C. A Best Buy event in
the Bronx was the most suc-
cessful, selling about 2,000
copies, Cuevas says. About
1,000 copies have been sold
during most in-stores. Local
TV and radio ads accompanied
each in-store appearance, and
radio hosts broadcast live from
the events.

—Ayala Ben-Yehuda
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Michael Klenfner, a storied record man who
got his start in the music business working
for Bill Graham at the Fillmore East, died
July 14 in New York of congestive heart fail-
ure. He was 62.

A native of Brooklyn, Klenfner used a
job as a Fillmore East bouncer as aspring-
board into a life-long adventure in the
music business. Together with friend Chip
Rachlin, he co-promoted a Beach Boys con-
cert at Carnegie Hall in February 1971 that
was seen as instrumental in helping trans-
form the public’s perception of the band
from an oldies attraction to astill-creative
contemporary act. Around the same time, Klenfner also did a
short stint in radio as an acting music director for WNEW-FM.

Klenfner spent most of the *70s working for record labels, in-
cluding Columbia, Arista and Atlantic. Since then, he had worked
as a consultant, sometimes doing radio promotion for multiple la-
bels at the same time, as well as advising clients like Madison Square
Garden, MTV and WWE in their dealings with labels and artists.

Whether Klenfner was at a label or working as an independ-
ent consultant, his role often was the same. At a July 17 memo-
rial service in New York, Tom Ross, the former chief of Creative
Artists Agency’s music division, described Klenfner as “afixer,”
a sentiment echoed by former longtime CBS/Sony Music exec-
utive Bob Sherwood, who described him as a “get-it-done guy.”

Klenfner was the man to speak to “if somebody needed to
get into a completely sold-out concert, or if somebody needed
to get a song on the radio or a band on ‘Saturday Night Live, ”

““daughter KATE in 1979

Sherwood says. And that held true, he
adds, even when Klenfner was working
for one label and the personin need of
help was from another.

Through the years, Klenfner has been
credited with playing a key role inbreak-
ing acts in the United States, including
the Bay City Rollers, the Outlaws and
Cher’s 1998 comeback hit, “Believe.”

After AC/DC’s 1976 U.S. debut, “High
Voltage,” sold poorly, Atlantic decided
against a stateside release of the band’s
next album, “Dirty Deeds Done Dirt
Cheap,” recalls Phil Carson, a former At-
lantic Records executive who signed the band. By the time the
band’s album “Powerage” came out in 1978, Klenfner was a
senior executive at Atlantic, where he became one of the band’s
biggest champions. “I give Michael a great deal of credit for
breaking AC/DC in America,” Carson says.

While at Atlantic, Klenfner became involved with Dan Aykroyd
and John Belushi and helped develop a “Saturday Night Live” skit
into the Blues Brothers. He later had a cameo role in the movie,
portraying a record company president. Jefferson Airplane/Star-
ship manager Bill Thompson recalled at the memorial service
that when Belushi died in 1982, Klenfner commandeered a Warner
corporate jet and escorted the actor’s body—coveredin a shroud
and not in a coffin—to Martha’s Vineyard for burial.

Klenfner is survived by his daughters, Kate and Bryn, and
his wife, Carol. The family requests that donations be madein
Klenfner’s name to the American Heart Assn. —Ed Christman

DEATHS |
Sean LaRoche, a concert industry veteran, died July 15 in
Ocala, Fla., after a battle with esophageal cancer. He was 71.

LaRoche grew up in New York and attended Yale Univer-
sity before dropping out to pursue a career in the entertain-
ment business. He got his start as a road manager for country
star Roger Miller in the late "60s.

in the early *70s, LaRoche joined Frank Barsalona’s Pre-
mier Talent, booking acts like Led Zeppelin and the Who.
He later served as an agent for Agency for the Performing
Arts and American Talent International.

In 1994, LaRoche partnered with agent Tim Drake to form
the booking firm Drake & LaRoche. The company eventu-
ally became the Roots Agency, which is run by Drake. After
about ayear at Drake & LaRoche, LaRoche joined Ann Arbor,
Mich.-based Fleming Tamulevich (now called Fleming
Artists) as an agent. At Fleming, where LaRoche worked
from 1995 through 1998, he booked such acts as Dar
Williams, Lucy Kaplansky and Eddie From Ohio.

“He’s a great soul,” Drake says. “He’d spend so much
time talking with buyers and artists, artists who weren’t
even on our roster, to help them out. That was his greatest
passion, to help singer/songwriters.”

After leaving Fleming Tamulevich, LaRoche and his wife
moved to Albuquerque, N.M., where he served as an inde-
pendent agent for artists like Cosy Sheridan and David Jacobs-
Strain. Following his wife’s death in 2003, LaRoche moved
to Ocala to be near his daughter, Wendy. —Mitchell Peters
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OBERHAUS: ALFRED JANSEN: RENNER: MARCUS HOHN; SWENSON- GARY MILLER

HAMBURG—A month after
Popkomm’s cancellation,
rival music conferences are
jockeying for position to
attract industry executives
who had expected to go to
Berlin in September.

Popkomm announced its decision June 19, blaming the cur-
rent economic crisis. Popkomm director Katja Gross says 2009
bookings were down 50% from last June and “we were afraid we
would not meet our financial targets.” In 2008, Popkomm at-
tracted 843 exhibitors and 14,000 trade visitors.

But, the conference’s reputation as a venue for deal-making
means other events are eager to target its audience. One leading
contender is Cologne’s ¢/o pop event, which will be held Aug. 12-
16. Launched in 2004, ¢ /o pop says attendance at last year’s event
reached 30,000, including both industry attendees and members
of the public. The conference featured panel discussions, ex-
hibitors and performances by about 200 artists.

Since Popkomm called off its 2009 conference, ¢/o pop CEO
Norbert Oberhaus says he has noticed an uptick in registrations,
adding that c/o pop is in talks with city and state officials abouta
new format aimed at attracting more international attendees.

Popkomm regulars are among the key targets of the online and
print media marketing campaign for the new digital-focused con-
vention and artist showcase all2gethernow (a2n), which will take
place Sept. 16-18 at Berlin’s Radialsystem V arts complex. A2n is
embracing an “unconference” model in which registered atten-
dees will vote on which topics or business models will be presented.

Conventional trade fairs are now “too expensive and superflu-
ous for the music industry,” says a2n co-organizer Tim Renner,
a former chairman/CEO of Universal Music Germany who is now
CEO of'the indie label/Internet radio group Motor Entertainment.

BY WOLFGANG SPAHR |

‘Pop’ Alternatives

European Conferences Look To Cash In On Popkomm’s Cancellation

Opportunity knocks: ¢/o pop’s NORBERT OBERHAUS (left)
and a2n’s TIM RENNER

Meanwhile, veteran concert promoter Marek Lieberberg is in
talks with the Frankfurt music instrument trade fair Musikmesse
about launching an annual conference at its next event in March
that would “bring together the recording industry, concert busi-
ness, radio, TV and publishers.” But Musikmesse manager
Cordelia von Gymnich notes that the 30-year-old music fair al-
ready features a Musikbiz conference focused on issues affect-
ing the recording industry.

Amid all this activity, international conference attendees are
considering their options.

“We were a little surprised when Popkomm was canceled, as

our [members’] bookings
were only marginally down,”
says Alison Wenham, chair-
man/chief executive of the
United Kingdom’s ATM.
“Our companies go to Pop-
komm to meet companies
from all over Europe, not just from Germany, so MIDEM will be
an attractive alternative.”

MIDEM, Europe’s largest music industry trade fair, will take
place Jan. 23-27,2010, in Cannes, and director Dominique Leguern
says contact has already been made with key players in the German
music industry “to make sure that we are answering their needs.”

While acknowledging that other events are casting covetous eyes
on Popkomm’s audience, Popkomm’s Gross remains confident of
retaining the loyalty of past attendees for 2010, insisting that the
conference will return next year in revamped form, with the strong
support of German labels organizations BVMI and VUT.

Some longtime Popkomm attendees aren’t as enthusiastic.
Heinz Canibol, CEO of 105 Music in Hamburg, says he would
prefer to see several smaller sector-specific events, rather than
one industrywide event. Berlin-based concert promoter Berthold
Seliger says he simply sees no need for the conference, given the
current state of the music business. “Popkomm was superflu-
ous,” Seliger says. “It’'s an expensive piece of navel-gazing with
nonstop partying that the industry cannot afford.”

Nonetheless, Gross says she is “receiving positive signals for
a new Popkomm from the business.”

The postponement, she adds, “leaves a gap, [especially] for
the international business, that cannot be filled with an alter-
native event.” .

Additional reporting by Tom Ferguson in London.

QUESTIONS

with ROLAND SWENSON

by LOUIS HAU

While the tough economy forced Popkomm to call off its 2009 confab, this year’s

South by Southwest conference fared considerably better.

Music registrations at SXSW, which was held March 13-22 in Austin, fell about 10%
from last year, according to managing director Roland Swenson. But SXSW’s film fes-
tival and digital media-centered interactive conferences have helped broaden the

appeal of the franchise and diversify its revenue streams.

In an interview with Billboard, Swenson discussed the challenges of operating a
music conference during lean times for the industry and the broader economy.

How is the recession af-
fecting your plans for next
year’s SXSW?

We decided we need to play to
our strength, which is the con-
vergence that surrounds all
three events. When we started
the [film and interactive]
events, we wanted them to
have their own identity within
their industry. I think we’ve
achieved that, and now we
think the future for us is fit-
ting all those parts together.
[The recession has] hastened
it. We don’t know what’s going
to happen with music. It’s
hard to know how everything’s
going to turn out. We need to

be thinking of our event in a
more comprehensive way than
we have in the past.

What kinds of changes
couldthatleadto?
We’ve already got more cur-
riculum that is aimed at all
three events. For the first time,
we did a “Platinum Track” [of
exclusive programming for
platinum badge holders].
There’s also been more bands
playing during film, more
films showing during music
and it’s all kind of moving that
way anyway. We're just trying
to keep up with what’s actu-
ally happening.

How is that affecting your
approach with sponsors? Do
you pitch SXSW as an in-
tegrated sell for three
differentevents?

I think at this point sponsors
are maybe most interested in
music. It’s kind of a cultural
thing. It kind of drives me
crazy when I see all these
commercials—apparently the
coolest thing in the world is to
be backstage at a rock concert.
When did we get to this point
that we’'re not worshipping
sports stars anymore, that now
everybody wants to be a rock
star? I think that is the direc-
tion that sponsorship and ad-

vertising is heading toward—
that audience that goes to con-
certs because of the desirable
demographic.

Does the cancellation of
Popkomm provide a growth
opportunity for rival music
conferences?

Probably not. I think right now
is a really hard time to start
anew. [Existing conferences]
are struggling too. We've never
taken it for granted that we
were going to get to do it the
next year. We've always ap-
proached itas, “Everything has
to work because we may not get
to do this again if we screw up.”
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I think that’s one of the reasons
we've survived. Typically when
an event cancels, that’s it. If
they’re able to come back, it
would be a really good story.

How have the recording

industry’s struggles af-
fected SXSW?
In our first 10 years, we were
very dependent on the budg-
ets of major labels, who would
send 20, 30, 40, 50 people to
Austin for SXSW. Well, that
doesn’t really happen any-
more. We still get people from
those companies, but not in
those numbers. Fortunately for
us, we’'ve always had a very
broad base of customers. We
weren't totally dependent on
record companies because we
also had publishers, managers,
agencies, college radioand on
and on.

The live part of music was a
distinct thing about our event,
so we were able to weather the
big change from whatever the
industry was in 1995 to what
itis now. Since the name of the
game became marketing acts
and getting their name out, we
had a mechanism to do that.
We were kind of at the right
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place at the right time for this
new thing that the business
has become

Metallica played SXSW

this year to launch “Guitar
Hero Metallica,” while
R.E.M. played last year to
preview its then-new album,
“Accelerate.” How do you
incorporate marquee acts
like that while retaining
your rep as a platform for
emerging artists?
There’s always been this myth
about SXSW that it was sup-
posed to be a talent contest for
unsigned acts. [ think that from
early on when we started hav-
ing bigger acts there was this,
“Hey, it's not supposed to be
about this,” and we were say-
ing, “Butyes, itis.” Whether it
was having Johnny Cash in
1994 or Metallica in 2009,
there’s a place at SXSW foracts
that sell millions of records and
there always has been.

SXSW was supposed to be a
way for acts to promote them-
selves to the rest of the world. No
matter how big the act is, they
still need to do that. If we can
provide that service for R.E.M or
“Guitar Hero,” great.
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BY ROB SCHWARTZ

JUST SAY NO

In Japan’s Anti-Piracy Fight, Labels Opt For Education Over Prosecution

TOKYO—]Japan is about to make itil-
legal for consumers to download unau-
thorized music files. But don’t expect
the recording industry to go running
to the courts.

A June 15 amendment to the coun-
try’s copyright law makes it a crimi-
nal offense to download or share
copyrighted material. But rather than
opting for costly and unpopular legal
action, label executives say they pre-
fer to counter digital piracy by raising
publicawareness of the new law, which
takes effect Jan. 1, 2010.

The Recording Industry Assn. of

Music Publishing’s KEN OHTAKE

Tl

Raising awareness: From left, RIAJ's SHIGETA SHOJI and KEI ISHIZAKA; Sony

Japan “has been working for about
five years to combat illegal down-
loads,” CEO Kei Ishizaka says. “We
have won a major victory with this—
people will realize what is legal and
what is not.”

The RIA] valued 2008 digital music
sales—89% of which were mobile—
at 90.5 billion yen {$941 million), rep-
resenting 20% of recorded-music
sales. But it also estimates mobile
phone users alone copied 471 million
unauthorized music files last year.

In Japan, “the problem with ille-
gal digital files is quite different than

b

the U.S.,” RIA] GM Shigeta Shoji
says. “Here, many people don't real-
ize they’re acquiring illegal material.
If they knew, we believe most would
notdoit.”

Shoji says a 2008 RIA] survey indi-
cated 41% of mobile users would im-
mediately stop using any site if they
knew it was illegal. The RIA] is now
considering public service announce-
ments in the media and presentations
to students nationwide as ways of ed-
ucating young people—particularly
older teens—on the new legal change.

Since July 2008, legal music

services have been identi-
fied onscreen by an RIA]
logo. However, the organi-
zation concedes that mo-
bile users in particular
remain largely unaware of
the logo’s significance.
Sony Music Publishing
(Japan) president Ken
Ohtake insists the amend-
ment “was definitely neces-
sary. ..it was essential to set
limits.” But the new legisla-

e

BY ROBERT THOMPSON

OnThe‘Hunt’ § -

Canada Biz Casts Wary Eye On Pending P2P Court Ruling

TORONTO—Canadian labels

“That [Fung] thinks his

tion doesn’t set any penalties. If a
criminal court finds an offender
guilty, rights-holders must turn to
civil courts to seek damages.

Previously, only uploading unau-
thorized files had been a criminal of-
fense, carrying a maximum 10-year
prison sentence and a 10 million yen
($105,000) fine.

Among industry players, the au-
thors group JASRAC has taken a re-
cent lead in working with the police to
prosecute uploaders. However, JAS-
RAC international relations manager
Satoshi Watanabe says the organiza-
tion isn’t considering taking legal ac-
tion against individual file sharers.
“Educating young people is the way to
go,” he says.

Internet service providers are wel-
coming this preference for education
over prosecution. In March 2008,
leading Japanese ISPs pledged in a
memorandum of understanding to
work voluntarily with rights-holders
to tackle unauthorized downloading
and file sharing.

With the legal situation now clari-
fied, the way seems clear for ISPs to
make good on that commitment. “If
we do have a serious and persistent in-
fringer, we can call on cooperation
from the ISPs,” IFPI regional direc-
tor May-seey Leong says.

9
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While the CRIA declined to

The ISP memorandum suggests
that ISPs may be open to embracing
an graduated-response program that
would include e-mail warnings sent
to persistent file sharers and a possi-
ble termination of Internet service if
those warnings are ignored.

However, Tatsuo Yagi, media serv-
ice planning department manager at
the leading ISP KDDi, declined to
comment on possible sanctions, say-
ing only that “KDDi has been work-
ing with—and will continue to work
with-—the RIAJ and record companies
to niove forward on spreading the
word on this issue.”

Japan’s approach initially seems at
odds with regional neighbors like Tai-
wan and South Korea, which have
opted for “three strikes”-type pro-
grams placing more responsibility on
ISPs to contro] content. But Leongin-
sists the labels’ stance genuinely re-
flects the reality of Japanese society,
where arrest and conviction are virtu-
ally synonymous.

“In the past we hardly saw any phys-
ical piracy in Japan,” she says. “They
are generally law-abiding people. It's
just not in the Japanese nature to buy
fake goods.” oo

Additional reporting by Tom Ferguson
in London.

fear an imminent court ruling
could make the country a safe
haven for unauthorized file-
sharing operations.

The British Columbia Court
of Appeal is scheduled to rule
July 29 on the leading BitTor-
rent site isoHunt’s appeal re-
garding a petition to have its
operation deemed legal. Iso-
Hunt indexes more than 400
BitTorrent Web sites, enabling
users to link to the files on them,

IsoHunt had more than 50
million unique visitors in June,
according to founder Gary
Fung. Although Fung declines
to give revenue details, enter-
tainment industry insiders es-
timate isoHunt made more
than $2 million from advertis-
ing last year.

Canadian Recording Indus-
try Assn. (CRIA) legal coun-
sel Richard Pfohl warns that
a legal victory for isoHunt
could make Canada “the des-
tination of choice” for file-
sharing services facing legal
action in other countries.
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service is legal and is some-
thing worth fighting in the
courts about is frightening,”
Pfohl says.

The CRIA has previously
threatened isoHunt with legal
action over alleged copyright
infringement and has issued a
number of takedown orders,
with whichisoHunt says it has
complied. It claims to have
deleted more than 50,000
links to unauthorized tracks
since 2004,

Canada’s outdated copy-
right laws mean the CRIA
would face problems tackling
isoHunt in the courts, says
Mark Hayes, an intellectual
property/technology lawyer
at Hayes eLaw in Toronto.

“The legal theory to get
something like isoHunt in
Canada at the moment is tricky
at best,” he says.

Government attempts to
update the 1985 Copyright Act
to address online piracy have
been stalled since October’s
parliamentary election.
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comment further on how it
would respond if Fung’s ap-
peal succeeds, Hayes says the
Canadian government would
be obliged to stop unautho-
rized file-sharing operations
from movinginto Canada. “I'm
sure you'd see the government
react pretty quickly,” he says.

Fung’s position is “that he
is not facilitating the breaking
of any copyright laws,” his at-
torney Art Kovacs says. “Mr.
Fung’s Web site is simply a di-
rectory of directories—like the
telephone book.”

A Swedish court rejected a
similar defense deployed by
the Sweden-based BitTorrent
tracker Pirate Bay, sentencing
its four principals to jail (bill-
board.biz, April 17).

“Pirate Bay is a whole differ-
ent case,” Fung says. “It was in
a different country and the
laws aren’t the same. We ab-
solutely do not want to profit
from piracy—it just so happens
people want to pirate.”

IsoHunt initially filed its pe-

tition in September with the
Supreme Court of British Co-
lumbia. It named the four major
labels and the CRIA as respon-
dents and sought a ruling that
isoHunt’s operations didn'tin-
fringe copyrights. But in March,
Judge Victor Curtis declined
to do so, ruling that isoHunt
must file an action and be sub-
jectto a full trial if Fung wanted
to move the issue forward (bill-
board.biz, March 12). IsoHunt
has appealed that ruling.
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If the appeal fails, Kovacs
says Fung will proceed with a
fult trial, which he admits
would likely not take place
until 2010.

Fung insists he turned to the
courts reluctantly following
the CRIA’s threat of legal ac-
tion. “Is this something |
want?” he asks. “No. It would
be more productive ... to
work out a way of identifica-
tion and takedown [of copy-
righted material].”

.
v

However, Pfoht insists that
Fung “runs a big site that is
based entirely on copyrightin-
fringement. If you look on the
site, you can download an
artist’s entire discography.”

He describes Fung’s legal
action as a last-ditch effort to
claim some legitimacy as sim-
ilar sites elsewhere are being
shut down. “He’s betting the
farm on this one,” Pfohi says.
“And | think he’ll fight this until
the end.” wew
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Maorth American companies will spend $1.1 billion to sponsor music venues, festivals and
tours this year, compared with $1billion in 2008, according to the IEG Sponsorship Report,
which tracks sponsorship spending. As president of the Nashville-based sponsorship and ful-
fillment agency MAC Presents, Marcie Allen negotiates high-profile sponsorships between

Marcie

With live-music sponsorships
expected to grow this year, a
leading deal broker explains
what’s going on in the market.

the world's leading brands and artists.

Live entertainment sponsorships have moved beyond the days of onstage signage
and a simple “presents” designation on a concert ticket. In brokering fully integrated, mul-
tiplatform band/brand partnerships, Allen has been at the forefront of this shift.

Jeep’s sponsorship of Tim McGraw and Faith Hill’'s 2007 Soul2Soul tour, which was bro-
kered by MAC Presents, was the first recipient of Billboard’s Concert Marketing and Promo-
tion Award. Other deals brokered by MAC include the 2008 Tim McGraw Live Your Voice tour,
sponsored by KC Masterpiece and Kingsford Charcoal, and the 2007 and 2008 BlackBerry
Presents John Mayer tour. MAC also produces events, including Vanderbilt University’s Rites
of Spring festival in Nashville, the BlackBerry Storm Launch Party with Foo Fighters and
Queens of the Stone Age, the Sports lllustrated Swimsuit Edition Launch Party with John Leg-
end, and Dave Matthews and Tim Reynolds at the Microsoft SAS convention.

Most recently, MAC was hired to be the entertainment agency representing Kingsford
and KC Masterpiece for their 2009 sponsorship of the Keith Urban tour. While out on that tour,
Allen took time to speak with Billboard about the state of bands and brands.

How is the sponsorship busi-
ness faring this summer?

The sponsorship business is big-
ger than it’s ever been. Entertain-
ment marketing is something that
more and more brands want to get
into. However, they don’t know
how to, and they need help navi-
gating through the music indus-
try, whether it’s licensing,
sponsorships, promotions or en-
dorsements. The reason I think
it’s doing so well right now is be-
cause people are watching less TV.
It's more about branded entertain-
ment, more about integration.
How can we naturally integrate
our brand into the entertainment
space? And one of the ways you
can do that is by becoming in-
volved with an artist, whether it’s
by a tour, an album release or a
foundation or charity, a promo-
tion, whatever it may be.

If you compare the cost of spon-
soring a tour and buying a 60-sec-
ond spot, in some cases they're
very similar. For the cost of one
60-second spot, you could spon-
sor a whole tour for four to six
months and really have that one-

one-one interaction. That’s what
brands want—they want to create
brand loyalty, and music creates
brand loyalty.

I read recently {in a survey by
the branding agency Heartbeats
International] that 97% of compa-
nies polled stated that they would
like to integrate their brand into
music. As more of these brands
figure out how they can get into
the music space and how they can
leverage the assets an artist has to
offer, I think you will see a boom
in the sponsorship, endorsement
and promotion space.

Public relations is also becom-
ing a big area, and public rela-
tions budgets within brands are
very large, because if they can at-
tach to an artist with a new tour
or album coming out, and the
brand has a new product or re-
launch or rebranding of some-
thing, they're able to align with
the artist and get press out of it.
The days of the traditional tour
sponsorship are over. It's all
about, “How can we fully inte-
grate our brand with an artist?
What touch points can we reach?”

Do artists need to be more re-
alistic these days about their
cash value to brands?

These deals are not always neces-
sarily cash. I call it “real estate.” A
lot of brands have real estate—
whether it’s ad space they're doing
in print or online or through social
networking sites—that is of true
value to an artist who has a new
tour or album. We're definitely see-
ing deals that may consist of cash
and marketing assets, and in some
cases you're seeing deals that are
simply marketing assets.

Sponsorship success is a mov-
ing target to quantify. How
does either side determineifa
deal works for them?

Each brand has a way to measure
[return on investment], whether
it’s from cases sold or devices
sold, or in some cases just trying
to launch a new product, so
they’'re just trying to get their
name out there. In the latter case,
it's not just a matter of measur-
ing the exact number of cases sold
this year versus last year. As for
the artist, success can be meas-

ured in tickets or albums sold, es-
pecially if they’re being included
in a marketing campaign that the
brand has purchased on their be-
half as part of a tour sponsorship
or promotion.

Is there a point when con-
sumer backlash kicks in toward
sponsorships?

Yes. While consumers are open to
sponsorships, they are keenly
aware of forced partnerships. |
think the music industry as a
whole has to be very careful in nav-
igating the sponsorship space to
make sure these deals are authen-
tic. Because if they’re not authen-
tic, the consumer is going to push
back. It's really important to bring
value to the consumer. What's the
takeaway for them? Is it a down-
load, is it the opportunity to win a
concert in your backyard, or to go
in the studio while the artist is rec-
ording an album, or sit on the side
of the stage ata concert? What are
you giving the consumer?

What can hinder the deal-
making process?

With brands, marketing budgets are ex

right now with the econ

Egos. And I'm not talking about
artists. It has to be a win for every-
body, for the brand and the artists.
Some of the most successful part-
nerships I've seen have come when
the first words out of people’s
mouths when they sit at the table
are, “What are you trying to achieve
here? How can [ help you with that?”

If you were an artist on your
first album cycle and wanted a
sponsorship deal, what would
be your approach?

I would first figure out what brand
you use on a daily basis and build
a story on how it would be authen-
tic, and then reach out to that
brand directly and try to get them
to come and see one of your shows.
You have to know who your fans
are, what’s your demographic.
That's the most important thing
because brands want to make sure
that their demographic matches
up with the artist’s demographic
they’re considering forminga part-
nership with.

For artists just starting out, are
there more or fewer opportu-
nities for exposure these days?
It depends on if the artist con-
trols all of their own music,
because you do see more inde-
pendent artists releasing music
on their own. They can go to
brands and TV shows and li-
cense their music for little or
no money [from the brand]. |
think that some of the record
labels still have this misconcep-
tion that brands are going to
pay $500,000 to license a track
for one commercial. That’s
hard to find right now. With
brands, marketing budgets are
expanding right now with the
economy bounding back, but
they’re still looking at every sin-
gle dollar spent. .

pandin
omy bounding back, bu

they're still looking at every single dollar spent.
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THE

, MOUSE
THAT
ROARED AT
RETAIL

How Disney Consumer Products Turned
‘Hannah Montana’ and ‘High School Musical’ Into
The $3 Billion Kids In Just Three Years

BY ANN DONAHUE

The Wal-Mart in West Hills, in the far
reaches of Southern California’s San
Fernando Valley, is just like every other
Wal-Mart in the country—crowded
parking lot, cavernous warehouse,
geriatric greeter. The uniformity is part
of the point. And this Wal-Marg, like the
country’s 4,100 others, is filled with
Disney merchandise. In the toy aisle,
there’s the life-size Sharpay prom dress
from “High School Musical 3.” In the same
aisle, there’s a “Hannah Montana” wig—
and a tube of purple hair dye if you want
to emulate Hannah in her punk phase.

In girls’ apparel, there’s a subtle

Jonas Brothers shirt—it shows just the
curly-haired outlines of the brothers
against a striped background—in support
of their new Disney Channel show,
“Jonas.” And there’s a wall with enough
Disney-branded toy cell phones to
placate kids who are still too

young for the real thing.
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Anyone with an 8-year-old girl probably has some—or all—
of these items in their house, right next to the stack of “Han-
nah Montana” DVDs and Jonas Brothers CDs. Even in these
penny-pinching economic times, the lure of Disney merch is
resilient. Disney Consumer Products is a bright spot for the
Walt Disney Co. in a down market. For the quarter that ended
March 28, the consumer products division—a unit that con-
trols products that generate $30 billion in global retail sales
annually and oversees everything from manufacturing, de-
signing, licensing and promoting Disney'’s intellectual prop-
erty—saw revenue of $496 million, up from $457 million for
the same quarter in 2008; a 9% increase. For the last two quar-
ters, consumer product revenue is more than $1.2 billion; up
from $1.1 billion in 2008, a 14% increase. (See chart for the
division’s year-over-year increase, page 21.)

Ofthat $30billion in annual sales, music-related franchises
like “Hannah Montana” and “High School Musical” consist
of almost 10%—approaching $3 billion. (By contrast, the en-
tire Warner Bros. Consumer Products unit—including “Bat-
man” and “Harry Potter"—has sales of $6 billion annually;
the stable of Nickelodeon & Viacom Consumer Products—
with properties like “SpongeBob SquarePants” and “Dora the
Explorer”—sells $5 billion each year, according to industry
estimates.) And the merchandise aimed at tween fans of these
music-intensive shows has been a remarkable success; as
recently as 2005, “Hannah Montana” was just a gleam on a
screenwriter’s computer.

So what creates the magic in Disney’s merch kingdom?
The omnipresence of Disney brands helps create awareness
—the Jonas Brothers, for instance, release their albums on
Disney’s Hollywood Records, released their movie through
Walt Disney Studios and have their songs promoted on
Disney Radio.

But inrecent years the consumer products division has been
emboldened by highly rated music-oriented programming on
its corporate sibling, cable’s Disney Channel. [t's a powerful
platform;according to Disney’s 2008 annual report, the Disney
Channel has 97 million subscribers on cable in the United States
and 78 million more internationally. By being involved from the
point of conception of franchises like “High School Musical”
and “Hannah Montana,” the relationship among Hollywood
Records, the Disney Channel and Disney Consumer Products
sets the standard for leveraging several media platforms to get
merch off the screen and into the hands of adoring fans.

“We have two entry points—it could either be an existing
musical act, a la the Jonas Brothers, who come through Holly-
wood Records, or it could be a star like Miley Cyrus who is dis-
covered in the pilot season for the Disney Channel,” says Jessi
Dunne, executive VP of global licensing for Disney Consumer
Products. “Once the Disney Channel casting people and the
producers recognize that she has singing talent, that breeds a
20 |
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whole other venue for them, and therefore
for Hollywood Records. We're trying to reach
that broad audience that lives under the Disney
brand.”

MILEY, MEET MERCH. MERCH, MEET MILEY

It was Cyrus’ obvious appeal that three years ago started an en-
tirely new division at Disney Consumer Products dedicated to
tweens—Xkids between the ages of 8 and 13. Dunne recalls meet-
ing with Disney Channels Worldwide president Rich Ross and
president of entertainment Gary Marsh in 2006, the first year
that “Hannah Montana” was on the air.

“They said, ‘There is something here that you guys should
take alook at,” ” Dunne says. “There really wasn’t a tween mer-
chandise business in the general market. We formed a team
solely just to try and figure out this new opportunity. [ wish I
could tell you we are geniuses and we knew what we had, but
we didn’t.”

What they had, in fact, was a TV show that was tailor-made
for merchandising opportunities targeting an age range where
girls are old enough to want to grow up, but young enough that
they still want to play. In “Hannah Montana,” Cyrus plays a
schoolgirl by day and a pop star by night and is constantly tripped
up inkeeping her two lives separate. What that means for mer-
chandising is that Disney can offer products based on Miley
Stewart-Cyrus’ schoolgirl persona—as well as the more glam
accoutrements of Hannah Montana, her pop star persona.

“We work very closely with the stylists of the show to either
help them see what we think would be popular, or we take from
them what they are doing,” Dunne says. “We need to go to re-
tail with a point of view, which is what we call a ‘style guide.” ”

It's a practice that falls just short of product placement; girls
can’t buy precisely what Cyrus wears on the show, but they can
by something similar. (“Quite honestly, a lot of what she wears
is very expensive,” Dunne says. “What we have at Wal-Mart is
a very different consumer than your Beverly Hills boutique.”)

The “style guide” is taken to retailers for orders 18-24 months
before the products will hit store shelves. The long lead time
was originally dictated by the toy industry, which required that
amount of time for the manufacturing process—but, in the
current climate of trend today, tacky tomorrow, it also serves
the quick turnover of clothing merchandise going from fash-
ion forward to faux pas.

“As it relates to a lot of the Disney Channel [franchises], the
larger part of our product pie will come from daywear—the T's
and sweaters and jeans,” Dunne says. “A 4- or 5-year-old girl wants
to dress up in costumes to be Cinderella, but an 8- or 9-year-old
girl appreciates the fashion that Demi Lovato is wearing.”

Among the “Hannah Montana” merchandise available are
handbags—with a guitar-shaped cell phone case—with a sug-
gested retail of $20 at Nordstrom’s to a $200 electric guitar at
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Toys ‘R’ Us. (The accompanying pocket amp costs $30.)

And the merchandise isn’t advertised with blunt, in-your-
face, “Own what Miley has on the show!” campaigns. Dunne
says tween viewers are sophisticated in their response to mer-
chandise advertising; they leave it to the viewers to make the
connection that the shirt they see in the store is similar to the
one that was on the show last week.

Theresult? In 2007, merch for the “Hannah Montana” and
“High School Musical” franchises generated $400 million in
retail sales, Dunne says, and in 2008, that figure jumped to

$2.7 billion.
“Yeah,” Dunne says with a laugh, “we knew it
all along.”

ASPIRATION VS. ADMIRATION
One of the secrets to Disney’s success
is the amount of research it invests in
the various product lines—the com-
pany knows kids, and it knows how
kids play. The retail theory behind the
“Hannah Montana” merchandise is
one of aspiration, Dunne says. Girls
look up to Cyrus—either relating to her
as a kid just trying to make it through
the school week, or in wanting to be a
singer that performs in front of adoring
crowds—and make their purchases accordingly.
For Jonas Brothers merchandise, however, con-
sumer motives are different. It was a lesson that Disney
learned last summer during the debut of “Camp Rock,” the
made-for-TV movie musical on the Disney Channel that
starred the Jonas Brothers and introduced Demi Lovato (see
story, page 21).

For the merchandise related to “Camp Rock,” Disney rolled
out items that were along the same lines that were success-
ful for “Hannah Montana”—clothing and home décor. The
sales results surprised those on the merchandising team.

“What we found was that there’s a real difference in when
you admire and adore teen boys as opposed to when you want
to be this celebrity teen girl,” Dunne says. “They wouldn’t
necessarily want their bedspreads to be ‘Camp Rock.” They're
going to wear a T-shirt with Jonas—with either their logo or
a different but fashionable interpretation of their faces.
Whereas with Miley, they want to look like her.”

Disney has invested several years of research to better un-
derstand the tween customer. As it discovered, there are two
separate age groups within the demographic: the “emerging
tweens,” 8- to 10-year-olds, and the “transitional tweens,” the
11- to 13-year-olds on the cusp of true teenagerdom.

“The emerging tween, she does want a big silhouette of
Hannah Montana on the front of her T-shirt,” Dunne says.
“She is a fan of the show and she wants everyone to know it.
A transitional tween does love the show, but she wants some-
thing more subtle and fashionable.”

For the Jonas Brothers, the merch that’s just now hitting
major retailers for back-to-school season is inspired by their
recently debuted Disney Channel show, “Jonas.” [t takes place
ata high school where the students are required to wear uni-
forms, and as a result the Jonas merch for the back-to-school
season is tailored and preppy. The “Jonas” clothing line was
unveiled at the KABC soundstage in Glendale, Calif., where
argyle sweater vests, frilly denim skirts with grosgrain belts
and unisex ties ruled the catwalk. The various items in the
clothing line retail from $10 to $35 and will be available at
Macy’s, Sears, JCPenney and Wal-Mart.

Outside of the clothing merch, Dunne says the kind of
product that lures fans of the Jonas Brothers should really
come as no surprise, as it’s the traditional product for swoon-
ing teenage girls everywhere: posters.

“You have to get into the DNA of the show and what it is
about it that appeals to them,” Dunne says. “Is there a play
pattern involved? Is there a fantasy element? Is the star al-
ready a musician or is she never going to be a musician? You
have a matrix of checkpoints and that leads us to our strat-
egy against all our different properties.”

COURTESY OF THE DISNEY CHANNEL
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LOVATO: SHERYL NIELDS

THEMAGIC
KINGDOM

The percentage growth of revenue of
Disney Consumer Products compared
with the rest of Disney’s revenue shows
that merch isn’t Mickey Mouse stuff.

RETAIL TALES

The Disney Consumer Products segment isn’t all about
clothing merch, as it includes several subdivisions of prod-
uct: toys, home, food, health and beauty, and stationery.
{Videogames fall under a different division, Disney Inter-
active Media Group.) This results in a boggling array of
goods being offered to the consumer. Want to paint your
bedroom in colors inspired by “High School Musical” and
“Hannah Montana”? You can do it thanks to a paint line de-
veloped by Behr. Want to doodle “I heart Nick Jonas” on a
notebook that features a photo of him? Done. Want to wall-
paper your locker in stickers from “High School Musical”?
Disney says it has sold 27 million sticker packets from that
particular franchise.

In terms of the amount of money that Disney reaps for
each of these products, it varies from item to item and re-
tailer to retailer, Dunne says. “It depends on what their
margin strategy is. I think everybody recognizes Wal-Mart
as a low-price leader—their margin is lower relative [to a
department store]. There’s a lot of different people in the
puzzle: One of our licensing partners, who does the man-
ufacturing—they get a piece of the pie and we get proceeds
from a royalty.”

But it’s the overall product diversity that appeals to retail-
ers, Dunne says, and Disney spends a significant amount of
time crafting pitches based on the audience that each retailer
attracts. “We feel that what a Target wants versus whata Wal-
Mart wants is different,” she says. “Anything that's super big
and broad in nature—say, ‘Toy Story’'—everyone is going to
get it. But within that umbrella, we plan out unique applica-
tions or approaches to each of the retailers. Sometimes they
say yes and sometimes they say no. And if they say no, then
we just pitch it to someone else.”

Amy Dimond, a spokeswoman for Sears Holding, the
parent company of Sears and Kmart, says that both retail-
ers regularly see sales boosts of Disney merchandise at
two times of the year: back to school and during the holi-
day season.

As for exclusives, Dunne says that each retailer is vying

Take a ‘Chance’ on me: DEMI

LOVATO; inset: "Wizards of
Waverly Place’ merch
featuring Selena Gomez

2006 2007
Total Revenues Total Revenues
$33.7 billion $35.5 billion

for them, and they try to “treat everybody fairly and equally.”
In 2008, Wal-Mart, for example, developed “Hannah Mon-
tana” stores-within-the-store that featured almost 150 prod-
ucts. “It really comes down to having someone at either the
buying level or at division management that believes in it,”
Dunne says. “We pitched ‘Hannah Montana’ to everybody—
it was not set up to be an exclusive program. But there was
a senior-level person at Wal-Mart who just really could feel
that this was going to be big and they decided to give it the
real estate.”

According to Wal-Mart spokeswoman Melissa O’Brien, the
store-within-a-store promotion included apparel, books, music
and toys. “Disney properties continue to be among the more
important licensed offerings at Wal-Mart, where we can offer
both high value and an engaging shopping experience for
moms and kids,” she says. Cyrus is currently developing a
fashion line with Max Azria that will be sold at Wal-Mart; it’s
not affiliated with Disney.

Wal-Mart’s not the only one to see the value of the Dis-
ney music-merch bandwagon. Target and Disney offered
exclusives on “Camp Rock” merchandise, says Mark
Schindele, Target senior VP of merchandising. “We de-
veloped a multilayered marketing program that included
TV, radio, in-store signing, weekly circular, online and
more,” he says.

In terms of international markets, the success of Disney
Channel's music-related merch overseas is linked to two
elements; one is the popularity of the show within those
countries, and two, the amount of touring the artist does
in those territories. “We look at it market by market and if
the show is tracking, then we start to put our plans together
and pretty much mimic what has been done in the U.S.,”
Dunne says.

The ascendancy of “High School Musical” merch is a per-
fect case in point: Disney estimates that the original incar-
nation of the made-for-cable movie has been seen by 170
million people globally since its debut on the Disney Chan-
nel in 2006. “That one was a little different because it's a
movie format,” Dunne says. “It took off immediately.”

TO A STORE
NEAR YOU

music audience.
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COMING SOON,

Disney is in the midst of developing merchandise for
two of its newer shows, “Sonny With a Chance,” star-
ring Demi Lovato, and “The Wizards of Waverly
Place,” with Selena Gomez. Both Lovato and Gomez
are being molded in the Miley Cyrus tradition, al-
though Lovato is the first to reach a crossover

She made her Disney Channel
debut on the “Camp Rock” sound-
track, which sold 1.3 million copies,
according to Nielsen SoundScan;
her debut album, “Don’t Forget,”
has since sold 426,000 copies. In

Consumer Products

Studio Entertainment
(Walt Disney Studios)

Parks And Resorts
(Disney World, Disneyland)

- Media Networks
(ABC, ESPN, Disney Channel)

Source. 2008 annual report for the Walt Disney
2008 Co, as filed with the US Securtties and
Exchange Commission
Total Revenues
§31.8 bllion

LICENSE TO THRIVE

One business that licenses Disney characters for merchan-
dise is Lyric Culture, a West Hollywood, Calif.-based apparel
company. But Lyric Culture’s version of Disney merch is a
bit different in that president Hanna Rochelle Schmieder
works with Disney Consumer Products and Disney Music
Publishing to create apparel items.

Lyric Culture is now rolling out two lines: one for tweens
inspired by the Jonas Brothers, “Hannah Montana” and
“Wizards of Waverly Place” and another for toddlers that
will incorporate lyrics from classic Disney properties like
“Mary Poppins.” Lyric Culture’s artists went through the
original Disney animation archives in Burbank, Calif,, to
seek inspiration for their hand-drawings for the “Mary Pop-
pins,” “Peter Pan” and “Cinderella” merch, and as a result
the products are true to the original films. “What we’ll do
with ‘Mary Poppins’ is have a silhouette of a spoon and
sugar with the lyric ‘A spoonful of sugar makes the medi-
cine godown,” ” Schmieder says. “We’re not doing in-your-
face stuff.”

The “Hannah” gear, by contrast, is '80s to-die-for, with flu-
orescent colors inspired by the Cyndi Lauper and Madonna
looks of that era. “Little girls are very sophisticated,” she says.
“It's punk and glam—but still age-appropriate.”

Retail prices on these items starts at $15 and goes up to
$50, Schmieder says. In its deal with Lyric Culture, Disney
earns royalties based on a percentage of the wholesale price
of the goods sold. This is a typical deal structure that Dis-
ney reaches with all its licensors, Dunne says, although the
exact amount of royalty varies from product to product. {A
Disney spokeswoman declined to give specifics about any
licensing agreements.)

Back at the Wal-Mart in the Valley, there’s also a $14 Jonas
Brothers preppy shirt with matching sash—fashionable stuff
by the standards of kid-friendly music merchandise. Disney
just announced that Joe Jonas will star with Lovato in “Camp
Rock 2: The Final Jam,” which is in production for a release
next year. No doubt a wave of newer, hipper merch is just
around the corner. .

terms of digital sales, Lovato’s songs—including those
that feature her as part of the cast from the “Camp
Rock” soundtrack—have sold 3.5 million downloads.
Her second solo album, “Here We Go Again,” came
out July 21.

“Sonny With a Chance” reached a series high in
viewership with 5.1 million the week ending July 5, ac-
cording to Nielsen Media Research. (Of that, 2.2 mil-
lion were in the demographic of kids 6-11, and, albeit
with some overlap, 2.2 million were tweens 9-14.) Jessi
Dunne, executive VP of global licensing for Disney
Consumer Products, and her team are meeting with
the show’s stylists and costume designers to develop
merch ideas for Lovato and Gomez; the first “Wiz-
ards” soundtrack comes out Aug. 4.

“Where it goes from there, who knows,” Dunne says.
“If Miley is any indication, there are all these opportu-
nities to be a larger part of the Walt Disney Co. it’s
just a matter of where their talent takes them.” —AD
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Nelly Furtado’s first Spanish-language album
is a mixture of design and circumstance, as so
many grand plans often are. There she was
in the studio with her friend, guitarist James
Bryan, attempting to help write the lyrics
for a song titled “My Plan.” But nothing
worked. She tried writing the lyrics in Por-
tuguese, but that didn’t work either. And
then, Alex Cuba—a Cuban-Canadian
singer/songwriter whose album Furtado
had recently heard and liked—stopped
by the studio to say hello. Why not try
the song in Spanish, he suggested. Then

he had a go at the lyrics.

“And I really liked it,” Furtado recalls.
“So we started really organically writing
songs—me, him and James.”

“My Plan” evolved into “Mi Plan,” Fur-
tado’s first full-length Spanish-language
album, due Sept. 15 as a joint venture be-
tween Furtado’s own label, Nellstar, and

Universal Music Latin America. “Mi Plan”
will be released simultaneously in all of
Universal's 77 territories around the world

and may be the most ambitious Spanish-
language release by a mainstream star.
While it’s common for Latin crossover artists
like Enrique Iglesias and Shakira to release al-
bums in Spanish, these always have included at
least one English version of a single for main-
'/ stream radio. Even Christina Aguilera’s “Mi Re-
flejo,” her 2000 Spanish-language album, consisted
mainly of translations of English-language hits—and

she has a Latin surname.
For Furtado, who has recorded Spanish collaborations
butwhoisn't Latin in the strictest sense of the word, record-
ing solely in that language is a gutsy move. “To me, music
isalanguage initself,” Furtado says. “I know it sounds cliché,
butthat's what my experience has been around the world. [ think
some people, no matter what, are not going tolike it because it’s
not the language they speak. But some of the people who listen
to music in a different kind of way, they’ll like it.”
Given Furtado’s global success, however. a Spanish-language
album may be a good bet. “Mi Plan” comes in the wake of Fur-
tado’s 2006 album “Loose,” which sold more than 2 million
copies in the United States, according to Nielsen SoundScan,
and more than 10 million copies worldwide, according to Uni-
versal. The TFPI ranked it at No. 13 on its list of top-selling al-
bums for 2006 and 2007. Its hit single, “Promiscuous,” was the
fourth-best-selling online track in the world in 2006, accord-
ing to IFPI numbers, ahead of hits like Shakira’s “Hips Don’t
Lie” (which “Promiscuous” also bested in the United States,
according to SoundScan) and the Fray’s “How to Save a Life.”
Such a sales performance is pretty hard to follow. Doing so
in another language has rarely been attempted. But while Fur-
tado is treading unknown waters with a full Spanish-language

www americanradiohistorv.com

NELLY FURTADO BUILDS ON HER GLOBAL STRENGTH
WITH HER FIRST SPANISH-LANGUAGE ALBUM

BY LEILA COBO | PHOTOGRAPHY BY MARK LIDELL

release, she has already tested the Latin market with a handful
of collaborations. Most notable among them is “Tu Fotografia,”
which she recorded with Juanes for his 2002 album “Un Dia
Normal.” The song peaked at No. 1 on Billboard’s Hot Latin
Songs chart in 2003 and also topped charts in several Latin
American countries.

Beyond Latin America, her star appeal is so big that the first
single from the new album, “Manos Al Aire,” is already climb-
ing the European radio charts, this week hitting Nos. 3 and 8
in Germany and ltaly, respectively. This week it debuts at No.
43 on Hot Latin Songs.

“It's a very interesting project because it follows the philoso-
phy we've been espousing for a while now: That increasingly, lan-
guage is less of a barrier [in marketing music],” says Jestis Lopez,
chairman of Universal Music Latin America/Iberian Peninsula,
whose roster includes Iglesias and Juanes. “Fans follow their idols,
independently of the language the artist performsin.”

Lopez cites French artist Florent Pagny as an example. The
singer/songwriter this year released an all-Spanish language
album, “C’est Comme Ca,” which reached No. 1 on France’s
sales chart and is still in the top 10. Pagny had never recorded
an entirealbum in Spanish, but he’s linked to the culture through
his marriage to an Argentine woman. And Pagny doesn’t have
Furtado’s global name, which has allowed for a worldwide re-
lease with high sales expectations. Hopes are particularly strong
for Germany, where Furtado sold 1 million copies of her past
album; for Italy, where the single “Manos Al Aire” already hit
No. 1 on iTunes Italy; and for Spain, the natural market for a
Spanish-language album.

The biggest challenge might be inside the United States, per-
haps the one market where crossover artists are worked in sep-
arate ways given mainstream radio’s reluctance to play
Spanish-language music. Still, Universal is planning to effec-
tively straddle both worlds and aiming for media exposure in
both languages.

Universal Music Latino president Walter Kolm says that in
the mainstrearn market, the focus will be prime-time TV and
major support from MTV on all its channels. Although the
songs are in Spanish, the videos will include English subtitles
of what Furtado calls her own interpretations of the lyrics rather
than direct translations. Universal Music Latino will also tar-
get mainstream radio down the line with the same Spanish-
language singles, although several remixes by well-known DJs
(D] Tiésto and Robbie Rivera have already done remixes of
“Manos Al Aire”) will be worked on the club and dance circuit.

As far as the U.S. Latin market is concerned, Universal is
aiming for a No. 1 radio hit and will implement an aggressive
online and viral campaign. It includes an iTunes countdown,
where four Furtado singles will be released and promoted on
the online store prior to the full album’s release.

However, Kolm says, the biggest challenge in promoting a
singer/songwriter who isn’t purely Latin is communicating the
album’s authenticity. “We have to be very clear in conveying to
the audience and the media that this album isn’t a bunch of songs
translated to Spanish, but that it was thought, created and exe-
cuted entirely in Spanish,” he says.

AUGUST 1, 2009 | www.billboard.biz | 23


www.americanradiohistory.com

While Furtado’s Spanish fluency is probably at 50%-60%,
her move to record in that language isn’t capricious. Given
her Portuguese ancestry and her fluency in that language,
Spanish was a natural extension, and she listened to Latin
music in her teens. Now married to Cuban-American pro-
ducer Demacio “Demo” Castellon, Furtado recorded “Fo-
tografia” with Juanes and later reciprocated, inviting Juanes
to collaborate on the “Loose” album track “Te Busqué,” which
was recorded in Spanish and bilingual versions. She also
recorded “Slippery Sidewalks” with experimental tango en-
semble Bajofondo Tango Club. The song was included on
the group’s 2008 album “Mar Azul” and later remixed in
Spanish as “Baldosas Mojadas.”

Furtado also collaborated with Calle 13 for a remix of “No
Hay Igual” that was included in the international version of
“Loose” and a remix of Wisin & Yandel’s “Sexy Movimiento.”
While neither of these tracks gained traction at U.S. Latin radio,
they did broaden Furtado’s Latin audience in other countries.

More importantly, given the success of “Te Busqué” in many
Latin markets, Interscope began asking for other translated
songs. Furtado turned in “En Manos De Dios” (a translation of
“InGod's Hands”) and “Todo Lo Bueno Tiene Un Final” (a trans-
lation of “All Good Things Come to an End”). Both tracks were
sent to radio, and Interscope pushed Furtado for a Spanish
album to capitalize on the success.

“I started to try, but I didn’t want to do it,” Furtado says. “I'm
not the biggest fan of translations in general. So basically, I put
iton hold.”

But along the way, Furtado also met Andrés Recio, who for-
merly worked with Juanes’ management company. Recio, who
now works with Furtado and is executive producer and A&R rep
of “Mi Plan,” introduced her to one of his clients, producer Julio
Reyes. Reyes, in turn, had worked with Marc Anthony and Jen-
nifer Lopez.

With Reyes, Furtado penned “Toma De Mi,” her first full-
fledged Spanish-language song. Reyes sent it to Lopez, who
recorded it for the soundtrack to the 2007 film “El Cantante”
and used the song for the film’s end credits. That changed Fur-
tado’s perspective.

“When I wrote the song with Julio, I had no idea anyone
was going to like it,” Furtado says. “And then Jennifer liked it
and that gave me a little confidence and I said, ‘Good, I can
express myself.” ”

On Oct. 21, 2008, Furtado entered the studio with Cuba and
Bryan and began writing for her new album. She eventually
wrote 24 Spanish-language tracks with different co-writers and
whittled her the list to 12, including collaborations with Josh
Groban, Julieta Venegas, Alejandro Fernandez, Juan Luis Guerra
and Spain’s Concha Buika and La Mala Rodriguez.

The resulting album is full of whimsy, moving from dance
to pop to folk, and harks back to Furtado’s 2000 debut album,
“Whoa, Nelly!,” in its many textures and colors. Although “Manos
Al Aire” is an uptempo dance track, overall the album has an or-
ganic, more acoustic feel, and on tracks like “Bajo Otra Luz,”
the feeling is one of easy comradeship.

Instead of releasing “Mi Plan” with Interscope, Furtado
recorded the album under her own label, Nellstar, and struck a
one-off joint venture deal with Universal Music Latin America,
to which Furtado delivers all the creative aspects—including the
album, videos and artwork—and Universal markets, promotes
and distributes the album. (Furtado is still signed solely to Inter-
scope for her English releases.) The album’s global launch is co-
ordinated by Universal Music Latin America’s offices in Miami
and Universal Music Group International’s offices in London.

“We make the videos, the album; we control the artwork and
we deliver this to Universal, and together we market the album,”
says Furtado’s manager, Chris Smith. “The important thing we
control is the entire creative direction of who she wants to be
and her image. In order to obtain such control, Nelly had to put
her money where her mouth is.”

The decision to go with Universal’s Latin arm hinged on the
company's expertise, Smith says. “Universal Latin already had
the machine [in place]. I didn't want to create a machine for this
project. I wanted to be part of a machine.”

Universal has long released English- and Spanish-language
artists. Enrique Iglesias, for example, releases his English-
24 |
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language albums through Interscope and his Spanish albums
through Universal Music Latin America. All releases are global
and marketed in each region by the appropriate company. In the
United States, for example, Universal Music Latino always re-
leases and works Universal’s Spanish-language releases, regard-
less of the label they originate from. Conversely, Universal Music
Group International helped coordinate the release and promo
tion of Juanes’ Spanish-language albums in Europe and Asia.

Smith stresses that “Mi Plan” will be worked around the
world with the same impetus as if it were any other Furtado
album. “We're looking at Nelly Furtado, the brand, being re-
leased globally in markets that already understand who Nelly
is,” says Smith, whoisn'tunduly concerned about the language
issue. After all, he notes, Furtado singing in English sold strongly
in markets that aren’t English-speaking, but where fans con-
nected melodically with the music.

Naturally, Spanish isn’t as universal a language as English.
Asaresult, the marketing and promotion of “Mi Plan” demands
an extra level of outreach targeting Spanish-speaking commu-
nities and media in each country. In some cases, Smith says,
the company will hire “local experts that will make sure we cover
the appropriate radio and publications that are available in that
market.” But deals haven't yet been finalized.

tado as a songwriter who conceived and wrote her album in
Spanish, says José Puig, VP of Latin marketing for Universal
Music Latin America. Aside from having her single sent to radio
in all markets, Furtado already spent a week doing promotion
in Miami with Latin American media outlets and then will travel
to Mexico

Also, for the first time in her career, Furtado and her man
agement are actively looking for major sponsorships, although
deals haven’t yet been struck.

In the meantime, Puig says, Universal is in conversations
with several mobile carriers and manufacturers in Latin Amer-
ican territories for deals that involve preloading content from
“Mi Plan” onto cell phones, something the label has done suc-
cessfully with acts ranging from Juanes to U2.

Furtado is slated to visit other Latin American countries in
2010, in tandem with her global tour, although dates haven’t been
finalized. Smith is negotiating to produce a live show prior to the
tour featuring Furtado and her guests, which could airon TV.

And Furtado hasn’t discarded the possibility of recording an
English-language version of one of her new Spanish-language
songs. “If any of the songs is a big crossover hit, then maybe
I'll attemptit,” she says. “But I wouldn’t do it unless I go to the
studio and it works. That's why I did the Spanish album, so it

In Latin America, however, the focus is on positioning Fur-

could be its own, breathing thing.” .

FIVE RINGS TO RULE THEM ALL

FURTADO HOPES TO PARLAY HER INTERNATIONAL FAME INTO AN OLYMPICS APPEARANCE

In Nelly Furtado’s home country of
Canada—where her 2006 release “Loose”
debuted at No. 1--Randy Lennox, presi-
dent of Universal Music Canada, says the
label is treating “Mi Plan” as a major re-
lease, on par with any English-language
Furtado album.

A round of promotion is scheduled,
including the possibility of linking with
the Winter Olympics, to be held Feb. 12-
28, 2010, in Vancouver, according to her
manager Chris Smith.

“Her dream is to be part of the
Olympics,” Smith says. “l can’t say exactly
how she’l be involved, but it is something
we’re working on.”

Lennox says it’s too early to tell how
her new Spanish single, “Manos Al Aire,”
is doing at Canadian radio. However, he
believes her fans are aiready well aware
of her capacity to produce non-English
material, while Smith is convinced pro-
grammers will embrace the new single,
given the global success of “Loose.” The
album made Furtado a global superstar,
racking up worldwide sales of more than

10 million, according to Universal.

Europe proved a particularly strong
region for the album, which peaked at
No.1on Billboard’s European Top 100 Al-
bums chart in January 2007, spending
eight weeks at the summit. The record
also topped the charts in Germany, Aus-
tria, Flanders, Poland, Switzerland, New
Zealand and Hungary. It went top 10 in
the Czech Repubilic, Greece, the Nether-
lands, lreland, Portugal, italy, the United
Kingdom, Denmark, Fintand, Norway,
France, Sweden, Wallonia and Australia.
The album has sold 1.1 million copies in
the United Kingdom, according to the
Official Charts Co. (OCC).

Ironically, given the nature of its
follow-up, Spain was the least receptive
major European market to “Loose”—the
record peaked there at No. 12—although
that did mark Furtado’s first album chart
success in the country.

Furtado also enjoyed steady sales
for her previous two albums. “Whoa,
Nelly!” peaked at No. 8 on European
Top 100 Albums, going top 10 in the
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United Kingdom, Portugal, Australia,
Norway, Ireland, Switzerland, the
Netherlands and New Zealand, as well
as top 20 in Germany, ltaly, Sweden,
Denmark and Flanders. The album has
sold 667,000 copies in the United King-
dom, according to the OCC, with world-
wide sales approaching 6 million, ac-
cording to Universal.

The 2003 follow-up, “Folklore,” didn’t
fare as well but still peaked at No. 2 in
Portugaland went top 10 in the Nether-
lands, Germany and Austria, plus top 20
in the United Kingdom, Flanders and
Switzerland. It peaked at No. 12 on the
European Top 100 Albums list, selling
245,000 in the United Kingdom, accord-
ing to the OCC, and more than 2 million
worldwide, according to Universal.

“| believe that at this point [North
American programmers] are interested
in anything new with Nelly,” Smith says.
“Finally North America will appreciate
this record in the way that the rest of
the world appreciates English albums.”

—Jen Wilson and Robert Thompson
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VERVE

SOLO EFFORT
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SAFE BET

ix months before Le-

disi began writing

material for her sec-

‘ ond Verve album,

“Turn Me Loose,” she says

she dealt with some serious
writer’s block.

“I felt a lot of pressure,” she
says. “l wasn’t sure if I wanted
this album to be just like the last
one or if | wanted to open up and
be different.”

After releasing two independ-

ent, under-the-radar albums and
then taking five years off, Ledisi
signed to Verve Music Group in
2007 and released her label
debut, “Lost and Found,” which
raised her profile considerably.

The album, which sold 237,000
copies in the United States, ac-
cording to Nielsen SoundScan,
garnered the Bay Area artist two
Grammy Award nominations for
best new artist and best R&B
album. The singles “Alright” and
“In the Morning” peaked at Nos.
11 and 15 on Billboard’s Hot
Adult R&B Airplay chart and sold
45,000 and 23,000 digital down-
loads, respectively.

But after listening to the Buddy
Miles song “Them Changes,” Le-
disi got inspired to write, this time
teaming with producer/songwrit-
ers, including Jimmy Jam & Terry
Lewis, Raphael Saadiq, Chucky
Thompson and Rex Rideout, who produced
“Lost and Found.”

“l opened myself up to working with other
producers, which was really hard for me. |
usually like things consistent and in one way,”
Ledisi says. “But when you work with others,
they bring out different things. They remind
you that you're not just one way—you’re this
way and that way too.”

Appropriately titled “Turn Me Loose,” the
album, which Ledisi says is about “being free
and encompassing everything I listen to—
from hip-hop to rock and jazz,” will be released
Aug. 18 and features songs that explore new
territory for the singer/songwriter.

On the lead single, “Goin’ Thru Changes,”

Sou sister: LEDISI

ALL HAIL

BY MARIEL CONCEPCION

ROCK OF AGES

30

LOOSE CANNON

Soul Singer Ledisi Returns With New Album,
New Sound And New Look

which she likens to a “sexy Prince-like bal-
lad,” she sings about infidelity. “I wanted to
talk about one of those topics that no one likes
to talk about, and that’s cheating, but from
the female’s point of view,” she says. “So |
wrote a song about a relationship, and how
hard it is to be with your partner—who is
hardly ever around—and not cheat when

someone else is giving you the attention that
you need at home.”

Ledisi calls the spiritual song “Higher Than
This” “the hardest song I've ever written,”
while “I Need Love” was originally written
for an R&B singer like Chrisette Michele or
Leona Lewis.

While her style has changed, Ledisi re-

wWWW. americanradiohistorv.com

A MUSICAL COLLAGE
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tains her loyal fan base. “I’m honest
with what [ say and do. I don’t hide
anything,” she says about her con-
nection with her fans. “I talk about
things people don’t necessarily put
out there and the realisms of being
a person and an artist.

“She touches people in ways that are
really remarkable,” Verve senior VP/
GM Nate Herr says. “Aside from the
mastery of her voice, people identify
with her. She speaks to the people.”

According to Herr, there is already
acountdown to “Turn Me Loose” lead-
ing up to the release of the album on
Ledisi’s various social networking
pages, as well as on her official Web
site, Ledisi.com. She’s also giving fans
an early taste of “Loose” by posting
streams of two new songs from the
album every Monday until Aug. 18.

Ledisi will also launch a fan contest
on UltimateLedHead.com (a reference
to her nickname for her fans), where
fans must answer Ledisi trivia ques-
tions for a chance to win a meet-and-
greet that includes a free tripand a
concert performance.

Offline, Herr says there is a promo-
tional tour in the works starting Aug.
17, which will cover New York,
Philadelphia, Chicago, Dallas and
Washington, D.C. Ledisi will be doing
local press, radio and syndicated shows
for urban AC, including the Tom
Joyner and Steve Harvey shows. An of-
ficial tour will begin at the end of Sep-
tember and run through November.
Additionally, there will be an international
promo tour this fall, leading up to the inter-
national release of the album in 2010.

Ledisi is also working with Carol’s Daugh-
ter, a skin-care retailer that caters to women
of color, on a promotion that will run through
August. The promotion includes a branded
sampler available at Macy’s, Sephora and
Carol’s Daughter stores. Finally, Ledisi will
have a branded campaign with flash cards that
display her name and the correct pronuncia-
tion of it. “I just want to grow and put out
more quality music,” she says. “I want to be
successful, and I want everyone to say my
name right.” s
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>>>RAVE ON

Danish rock duo the
Raveonettes have
announced the dates of
a fall tour that will kick
off Oct. 14 at New York’s
Webster Hall and close
out Nov. 15 in Las Vegas.
The trek will support the
band’s fourth studio
atbum, “In and out of
Control,” stated for an
Oct. 6 release on Vice.
The band recorded the
atbum in Copenhagen
this spring and used its
Twitter profile to post
links to unfinished
demos of songs and
receive feedback from
fans. The Raveonettes
are also scheduled to
play Lollapalooza Aug. 9
and the Austin City
Limits Festival Oct. 3.

>>>MERCURY
RETROGRADE
Alt-rock acts Florence &
the Machine and
Kasabian have emerged
as the bookmakers’
favorites for the 2009
Barclaycard Mercury
Prize. The shortlist for
the 2009 award, which
honors albums by British
and Irish artists released
between July 2008 and
July 2009, was
announced July 21 at
London’s Hospital Club.
Other nominees include
Bat for Lashes,
Glasvegas, Friendly
Fires and the Horrors.
The winner will be
chosen by a panel
representing artists and
the media during a
televised ceremony
Sept. 8in London.

>>>WE ARE
SCIENTISTS

They Might Be Giants
are readying the release
of another kid-centric
album and animated
DVD. “Here Comes
Science,” which follows
the Grammy Award-
winning “Here Come the
123s,” is due Sept. 1at
Amazon and iTunes and
everywhere else Sept.
22 on Disney Sound. In
addition to “Science,”
the band is working on a
rock album with
longtime producer Pat
Gillett and is eyeing a
spring 2010 release.
They Might Be Giants
will tour through
September and October,
playing a mix of regular
rock concerts and
chitdren’s shows.

Reporting by Tom
Ferguson and Monica
Herrera.

t{0/e €| BY MIKAEL WOOD

The Lone Ranger:
BRENDAN BENSON

Solo Show

Brendan Benson Gets By Without Help From His Friends

Brendan Benson harbors no illusions about
why people may know his name. “I've been
making records on my own for a long time,”
the Nashville-based singer/songwriter says,
“butitwasn’t until the Raconteurs that [ expe-
rienced real success.”

The Raconteurs, of course, are the popular
garage-rock outfit Benson formed in 2005 with
Jack White of the White Stripes, and Benson
isn’t exaggerating about the spike in popular-
ity: At 522,000 copies (according to Nielsen
SoundScan), the Raconieurs’ “Broken Boy Sol-
diers” has sold nearly 20 times as many copies
as Benson’s best-selling solo album, 2005's
‘The Alternative to Love.”

But, although Benson says he’s willing to do
whatever it takes to promote his new album,
‘My Old, Familiar Friend” (due Aug. 18 from
ATO), there’s one thing he won'tallow: a shrink-
wrap sticker describing him as a member of
the Raconteurs.

“I want to do this on my own meril,” Ben-
son says, “and if it's successtul, I’d like it to be
something 1 can be proud of, to be able to say,
‘This is my accomplishment,” without riding
on anyone’s coattails. The other thing is, peo-
ple who don’t know my solo stuffand who are
only fans of the Raconteurs, they might be dis-
appointed if this record is marketed that way.
IUs really nothing like the Raconteurs, so it’s
a matter of not tricking people.”

Like Benson's earlier solo work, “My Old,
Familiar Friend” is an impeccably crafied
power-pop gem long on catchy melodies and
lovelorn lyrics. Uptempo numbers like “A
Whole Lot Better” and “Poised and Ready” work
up some respeciable guitar fuzz, but the Gil
Norton-produced set also contains much more
delicate material, such as “Gonowhere,” a
dreamy, Todd Rundgren-esque ballad.

According to ATO marketing director Jon
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Salter, the label shares Benson'’s desire to sell
“Friend” without “piggybacking off the Jack
White connection.” (Benson says with alaugh
that he was surprised ATO agreed to forgo the
sticker.) Naturally, Salter says, the label wants
to put the new album in front of the Racon-
teurs’ sizable fan base—“but in an organic way
that acknowledges Brendan’s history and the
beautiful records he’s made.

Salter calls ATO’s marketing campaign a
multifaceted one that “includes everything”:
local, regional and national press; late-night
TV; e-mail messaging; and blog exclusives.
On the radio front, Salter points to the label’s
success at triple A stations with acts like
Gomez and My Morning )Jacket, but he also
says thal modern rock radio is not out of the
question. “There’s a lot of Raconteurs radio
love out there.”

Benson’s manager, Alan Mintz, says his goal
is to “reintroduce” his client as a solo artist in
the wake of the Raconleurs’ mainstream suc-
cess. “There’s basically a million Brendan Ben-
son fans outthere already who justdon’t know
they're Brendan Benson fans,” Mintz says.
“This album is a confirmation of what a spe-
cial solo artist he is and how the Raconteurs
area great piece of that spectrum—Dbut they’re
just one piece.”

Indeed, Benson says he already has his next
two non-Raconteurs projects in the can: an
album of outtakes from the “Friend” sessions
and a duo album with the young country
signer Ashley Monroe, whom he met last year
when the Raconteurs drafted Monroe and
Ricky Skaggs to help record a bluegrass ver-
sion of “Old Enough.”

“I’ve always sort of got a couple of things
cooking,” Benson says. “But I've blocked out
at least the next year for this record. I'm in it
for the long haul. oo
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BLK JKS Showcase A Musical Diaspora

When the South African four-
piece BLK JKS headed to the
United States to record their
first full-length album last Jan-
uary, they left the blazing Jo-
hannesburg summertime for
the depths of winter in Bloom-
ington, Ind. Unused to the cold
but eager to record, the band
borrowed sweaters and spent
10 hours a day pounding out
live takes until an album ma-
terialized.

“I' saw itas an exorcisim,” gui-
tarist Mpumi Mcata says.
“We've been growing in the five
years we've been together up to
this point, and recording was
like trying to remember our
past. We needed to get some-
thing out of us quickly.”

After a feverish three-week
recording period, BLK JKS (pro-
nounced “black jacks”) emerged
with “After Robots,” an aggres-
sive epic that showcases jazz,
prog-rock and pop through a
rhythmic African lens. Set for
a Sept. 8 release on Secretly

Canadian, “Robots” is BLK JKS’
properintroduction to U.S. au-
diences after months of mount-
ing hype. Just Music will also
release the album Sept. 1 in
South Africa.

Before the band set its sights
on the States, BLK JKS cut their
teeth touring in South Africa,
and by 2007 they had become a
staple at festivals there. “I was
on the Western Cape that
March, and people told me
about this band from Johannes-
burg that was the best in the
country,” says manager Knox
Robinson, who's been with the
group since August 2007.

In March 2008, the four-
some landed on the cover of
Fader magazine and was in-
vited to perform at that year’s
South by Southwest festival. At-
tracted by the Fader story and
the band’s demos on MySpace,
Secretly Canadian GM Kevin
Duneman met with Robinson
in September and signed the
group in December.

LPULSE

EDITED BY TOM FERGUSON

>>>NORTH STAR

Miguel Poveda “is the most
important flamenco singer
around,” says Javier Pouso,
Universal Music Spain direc-
tor of strategic marketing for
classics, jazz and flamenco.

For proof, Pouso can point
to Poveda having been en-
sconced in the top five of
Spain’s Media Control chart for
the past few weeks with his
June release, the double-al-
bum “Coplas Del Querer.”

Flamenco andits close cousin
copla remain hugely popular
genres in Spain, particularly in
the music’s southern heartland
of Andalucia. Poveda, however,
isn’t an Andalucian who grew
up to the sound of gypsy
music—rather, he hails from
northern Spain, near the Cata-
lan capital of Barcelona.

“l was a strange kid,” Po-
veda says. “While others of
my age played soccer, my
greatest treasure was the
radio cassette. I’d erase Mike
Oldfield and Alan Parsons
from my dad’s cassettes and

record anything that sounded
Andalucian.”

Pouso says Universal is con-
sidering 2010 European and
Latin American release dates
for“Coplas Del Querer.” It's the
eighth album in a professional
career that began in 1993 and
has seen Poveda twice nomi-
nated for Latin Grammy Awards
while regularly appearing over-
seas, including shows at New
York’s Carnegie Hall and Lon-
don’s Sadler’s Wells theater.
Pouso says he will begin a Span-
ish tour in late 2009, with
French dates to follow.

Poveda is published by
Quiroga Ediciones Musicales
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Instead of recording the
album in South Africa, the band
headed to a studio in Bloom-
ington, near Secretly Cana-
dian’s headquarters. The move
allowed BLK JKS to stay in close
contact with their label and to
bring on Secret Machines front-
man and African musicenthu-
siast Brandon Curtis as the
album’s producer. The record-
ing session was followed by the
release of an EP in March, along
with sets at this year's SXSW

Ready fo rock:.
BLK JKS

and booked through Anegro
Producciones Artisticas.

—Howell Liewellyn
>>>INDEPENDENCE
DAYS
The U.K. indie label Last

Suppa is taking the Norwe-
gian singer/songwriter Thom-
as Dybdah! to a new audience
this summer.

Dybdabhl has issued four al-
bums since 2002, each of
which has had strong sales—
including two No. 1s—in Nor-
way and charted in Denmark.
Now the PIAS-distributed label
has trawled those for “Thomas
Dybdahl,” due Sept. 14 in the
United Kingdom.

“We were invited to Thom-
as’ solo acoustic show at [the
London club] Dingwalls last
September,” says Last Suppa
managing director Jon Sex-
ton, “and feared the worst—
just what the world needs,
another singer/songwriter.
But to our amazement, with
only an acoustic guitar, har-
monica and the odd electric
piano thrown in, he capti-
vated the audience.”

Published by Universal Music
Publishing, Dybdahl is signed

and Sasquatch festivals.

The nine-track debut draws
from a wide array of styles, from
the danceable tribal chants of
“Molalatladi” to the moody gui-
tar rock of “Cursor.” The
album’s genre-hopping is
founded on an appreciation of
African-influenced arrange-
ments, a trend that has recently
been highlighted by indie acts
like Vampire Weekend and the
Dirty Projectors.

“The way people pick up dif-

to Universal Music in Norway
and Copenhagen Records in
Denmark, but Last Suppa is li-
censing directly from him for
the rest of the world. The label’s
roster includes another Norwe-
gian band, Autonaut.
Dybdahlis booked in Europe
and Australasia by the Agency
Group, with Paradigm handling
U.S. shows; Bpop Mentometer
and Skandinavian handle Nor-
way and Denmark, respectively.
Having playedthe United King-
dom’s Latitude festival July 16,
Dybdahl will tour Norway and
Denmark in September before
returning for more U.K. dates.
“I'm very happy with the [U.K.]
response so far,” he says. “We're
practically starting from scratch,
but we’re enjoying the gigs as
much as any at home.”
—Paul Sexton

>>>TRAVELING
LIGHT

The English singer/songwriter
V.V. Brown’s model looks and
glamorous image have so far
guaranteed a high U.K. press
profile throughout 2009. Now
her label faces the challenge
of transforming media buzz
into sustained record sales.

ferent African styles has been
happening for a long time,
from African church songs in-
fluencing jazz in the 1920s,”
drummer Tshepang Ramoba
says. “It’'s interesting to see
them now coming o the fore-
fronta litile.”

For Secretly Canadian, BLK
JKS’ unique sound and inter-
national appeal require a more
complex marketing strategy
than the U.S -based indie bands
on its roster.

“We want both the world
music and indie music section
of iTunes to be aware of them,”
Duneman says. The label also
plans to reach out to indie re-
tail chains and closely monitor
the album’s sales in Europeand
Africa. “For this album, we have
to make sure it's available every-
where but emphasized in the
right way,” he says.

After playing select shows on
the East Coast last month, BLK
JKS will embark on a full-
fledged U.S. tour whose details
will soon be announced. While
the band is anxious for “Robots”
to be released, it’s just as excited
to return to the road. “The
album might be weird to some
people, but you come to the
show and see it come together,”
Mcata says. “The album is the
menu, and our show is the
main course.” oue

Brown’s debut studio set,
“Travelling Like the Light,” was
released July 13 in the United
Kingdom by island Records and
entered the Official Charts Co.
albums listing July 19 at No. 30.

The lead single, “Shark in the
Water,” had already made the
top 40 after receiving airplay
on the national AC-styled net-
work BBC Radio 2. “l think she’s
really starting to get into peo-
ple’s consciousness and peo-
ple are starting to realize that
there’s actually an artist there
with some great music,” Island
Records GM Jon Turner says.

Turner cites Brown’s live ap-
peal as a key factor in building
adiverse fan base that “skews
teen to adult.” Booked by the
London-based Helter Skelter,
the EMI Music Publishing artist
plays a series of U.K. club and
festival dates this summer, in-
cluding the dual-site V Festi-
val (Aug. 22-23). Brown also
plays Japan’s Summer Sonic
festival (Aug. 7-9).

U.S. campaign details are
being finalized for a release
through Capitol/EMI. Brown is
managed by the London-based
Crown Music Management.

—Richard Smirke
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with QUEEN LATIFAH

by MONICA HERRERA

The world sees plenty of Queen Latifah (real name Dana Owens) these days—at movie theaters,
on magazine covers, in CoverGirl ads—but it rarely hears new music from her. Latifah’s last two
albums consisted entirely of jazz and soul standards. “Trav’lin Light,” released in 2007, sold
263,000 copies, according to Nielsen SoundScan, while “The Dana Owens Album,” which

came out three years prior, sold 730,000.

Recently, Latifah went back to rapping (and yes, singing) on everything froma Lady GaGa
remix to a Rhymefest mixtape. “Persona,” her first album of originals since 1997, is due Aug. 22

on Flavor Unit Entertainment.

1 How does it feel to be rapping again?
It feels good. It's like riding a bike—once you
know it, you know it. This album is definitely
rooted in hip-hop, but there's a lot of singing,
too. I've been singing a lot over the past few
years, so [ wanted to bring it all under one roof.
But really, I've always sung on my records. 1
was always a person who mixed a lot of melody
with rhymes. It's fun getting my feet wet again.

2 This is your first time working with pro-
ducers Cool & Dre. What made you decide
to record “Persona” with them?

[ met them during this pilot that we did with
Eve called “Bridging the Gap” about an artist

getting to meet their hero. At the end of the
episode, Eve and | went into the studio to make
arecord that Cool & Dre produced. It was just
such a good vibe. They're very creative and
easy to work with, and they just took ideas that
[ had for my album and really made them hot.
They were like, “If the music sounds good to
us, it should sound good to other people.” So
we went down to Miami and recorded the
whole album. It’s the best place to record, with
the sun and the water. You could literally jump
off a jet ski and go right in the booth. There
aren’t too many places you can do that.

3 Youalso collaborated on this album
with 25-year-old Ingrid Woode, who
won a songwriting contest you an-
nounced at this year’s People’s Choice
Awards. Why did vou select an unknown

historv.com

to write one of your songs?

Part of my whole intention with this album,
and with edging back into the urban world, is
to give all the females an opportunity to make
records. This girl from Ohio wrote a great song
and we just went and recorded it. She actu-
ally produced it all by herselfin her bedroom,
but Cool & Dre helped hook up the beat for
us. It's a really nice song about friends who
let you down.

4 Is it harder for women to succeed in
the music industry today than it was 10 or
20 years ago?

Never since my start in this business at 17
years old have I seen it so male-
dominated. It's deplorable, to
be honest. You cannot just have
male voices. Not in the world,
not in society, not in music.
When there are no female
records being played on the
radio, there’s a voice that’s
missing, a story that’s not being
told. Labels don’t sign females
to their rosters. Radio stations
play only 15 or 20 records over
and over again. A lot of us are
in the studio now—me, Missy
[Elliott], Eve, Shawnna—so 1
guess when we're ready to go
you'll hear more from the fe-
males. But we really have to
step up and support one an-
other. It has to come from video channels and
radio, and women have to make sure they’re
supporting their sisters.

5 Why do you release your albums
independently?
The last few albums I've done have been joint
ventures, so at this point I don’t know how to
be signed to a label. We end up working these
albums and promoting them ourselves. It's
normal for us.

6 Do you have any sales expectations
for “Persona”?

Not at this point. | realize that I haven’t been
in the game for a while, so I'm going to have
to do everything I can to work it up to a reason-
able number. 1 just want it to be heard. 1 want
people to feel it and take it on theroad. <«
27
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OUR LADY PEACE
Burn Burn

Producer: Raine Maida
Coalition Entertainment
Release Date: July 21

Nearly four years have passed
since Canadian rock band Our
Lady Peace released a studio
album and the band cut ties
with longtime label Sony and
producer Bob Rock. This new-
found sense of freedom seems
to have carried over to Qur
Lady Peace’s seventh album,
“Burn Burn.” Fingerprints of
the band’s past are all over it,
from the frantic basslines and
guitar blasts found on the ec-
centric “Monkey Brains” to
stripped-down rocker “White
Flags.” Nothing on the new set
is quite as compelling as the
2002 hit, “Somewhere Out
There,” but the soaring, piano-
driven “Never Get Over You”
is proof that singer Raine
Maida can still write a killer
ballad. And while the first sin-
gle, “All You Did Was Save My
Life,” provides some much-
needed bite, “Burn Burn” is ul-
timately ballad-heavy and one-
dimensional.—E£L

MAGNOLIA
ELECTRIC CO.
Josephine

Producer: Magnolia Electric Co.
Secretly Canadian

Release Date: July 27

Given Magnolia Electric Co.
singer/guitarist Jason Molina’s
prolific presence in country-rock
during the past decade,
“Josephine,” his first proper
album in three years, feels like
the end of a long drought.
Backed by a fine team of muilti-
instrumentalists, Molina deliv-
ers aharrowing set of songs with
short running times and mini-
malist arrangements. “Map of
the Falling Sky” is a slow, de-
feated rocker with jagged gui-
tar strumming, while “The Rock
of Ages” is a hymn-like ode to
secluded love that hinges on a
twinkling piano riff. Molina’s
steely voice remains front and
center, while he keeps guitar
solos and gaudy percussiontoa
minimum—the lean approach
keeps the band focused on the
spare tone it wants to capture.
“Josephine” may not be as in-
stantly lovable as Molina's lighter
fare, but his vocal tenacity and
restrained songwriting reward
repeated listens and signify a
welcome return.—JSL

JOHN PATITUCCI
Remembrance

Producer: John Patitucci
Concord Jazz

Release Date: Aug. 4

Jazz bassist John Patitucci en-
listed a number of the genre’s
musicians for his 13th (and ar-
guably best) album, “Remem-
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YACHT

See Mystery Lights

Producer: YACHT

DFA Records

Release Date: July 28

Everything about the Portland,
Ore.-based electronic duo YACHT is unconventional,
from the band’s obsession with triangles to its oddly
alluring homemade music videos. YACHT’s eccen-
tricities are on full display on “See Mystery Lights,”
the follow-up to the band’s understated 2007 debut.
Its first release on DFA finds YACHT masterminds
Jona Bechtolt and Claire L. Evans gleefully tweaking
the standards of electro-pop, adding R&B flavor to
“I'm in Love With a Ripper” and groovy gospel to
“Ring the Bell.” Like DFA labelmates LCD Sound-
system and the Juan Maclean, YACHT also strives to
create more memorable choruses, which is best dis-
played on the bouncy hook of the summer jam
“Psychic City (Voodoo City).” The pair’s cryptic
lyrics can get lost in the shuffle at times, but
Bechtolt and Evans offer enough interesting musical
ideas to keep the listener engaged. “See Mystery
Lights” is a refreshing exploration of electronic mu-
sic that allows its freak flag to fly.—JSL

| BILLBOARD | AUGUST 1, 2009

brance,” including spirited
drummer Brian Blade and im-
proviser extraordinaire saxo-
phonist Joe Lovano. The album
pays homage to Patitucci's mu-
sical heroes, from jazz titans
like trumpeter Freddie Hub-
bard to such classical icons as
composer Olivier Messiaen.
“Blues for Freddie” is a bounc-
ing sendoff to Hubbard, while
"Messiaen’s Gumbo” sets the
late composer’s musical ideas
toaNew Orleans groove. High-
lights on the set—where the
musician displays rhythmic au-
thority onacoustic and electric
bass—include Lovano dancing
with the tenor sax on “Sonny
Side,” while Blade instigates the
beat. The album closes with
two gems: the slow-tempo
blues cut “Play Ball” and the
sublime title track, on which
Patitucci pays tribute to influ-
ential saxophonist Michael
Brecker (who died from leuke-
mia in 2007) with an emotional
delivery on two overdubbed
six-string basses.—DO

FRANK TURNER

Love Ire & Song

Producer: Ben Lloyd
Epitaph Records

Release Date: July 21

Frank Turner, who previously
fronted U.K. punk band Million
Dead, found his catling as a

singer/songwriter after exposure
to the music of Bob Dylan and
Johnny Cash. On his second al-
bum, "Love Ire & Song” (origi-
nally issued in 2008 in England),
Turner's charisma billows forth
with his whip-smart lyricism and
gripping arrangements. High-
lights on the set include “Photo-
synthesis,” a Pogues-meets-
Mekons ditty about refusing to
grow up, and “To Take You
Home,” a traveling troubadour
narrative that features mandolins
and acoustic guitars worthy of
English folk-rock band Fairport
Convention. Halfway through
the album, “Imperfect Tense”
provides a punk/power-pop di-
version. Every tuneis memorable
on “Love Ire & Song,” from lyri-
cal and melodic hooks to
Turner’s passionate tenor. And
it's not difficult toimagine a huge
crowd singing along with the
artist. Note the strategic omis-
sion of commas in the punning
title, then say it aloud: Love our
song. Get it?—FM

PURENRG

The Real Thing

Producers: Rob Hawkins,
Mark Hammond

Fervent Records

Release Date: July 14

The talented Christian music trio
pureNRG—teenagers Caroline
Williams, Carolyne Myers and
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GEORGE STRAIT

Twang

Producers: George Strait, Tony Brown
MCA Nashville

Release Date: Aug. 77

George Strait put out his first al-
bum, “Strait Country,” in 1981. After
28 years, you'd think it would be tough coming up with
new twists to captivate audiences. But apparently not
for King George, whose latest album, “Twang,” is
among the finest collections of songs he’s released.
Recorded at Jimmy Buffett’s Shrimp Boat Studios in
Key West, Fla,, the new set has a few surprises, includ-
ing a track recorded entirely in Spanish. Vicente
Fernandez’s mariachi hit “El Rey” includes horns,
which is a first on a Strait record for co-producer Tony
Brown, who has worked with the country artist since
1992. Other rare moments on “Twang” include three
songs co-written by Strait, who hasn’t released a song
he's penned since his debut. The first single, “Living for
the Night,” was co-written by Strait; his son, Bubba;
and longtime contributor Dean Dillon. Strait and his
son also collaborated on “Out of Sight Out of Mind.”
The song “Arkansas Dave”—written solely by Bubba—
has a “Tennessee Flat Top Box” groove that would
make Johnny Cash proud.—KT

Jordan Yates—debuted in 2007
and has since fed its growing fan
base with asecond studio album,
a Christmas project and a remix
collection. On pureNRG's fifth
release, “The Real Thing,” the
threesome continues to deliver
abuoyant sound that has made
it popular with church-going
youngsters and mainstream pop
fans. The young artists demon-

strate their versatility by moving
seamlessly from the bouncy an-
them “Radio” to the tender bal-
lad “Sweet Jesus” and the funk-
sounding “Savior,” and they
serveup a valuable lesson about
self-esteem on "Cover ofa Mag-
azine.” “Live to Worship”is a vi-
brant praise song, while "Before
the Sun Goes Down” is a poign-
ant number that showcases the

JORDIN SPARKS

Battlefield

Producers: various

19 Recordings/Jive Records
Release Date: July 27

On her 2007 self-titled debut, for-
mer “American Idol” winner Jordin Sparks compared
love to permanent body art and her entire supply of
oxygen. Lyrical themes get a bit murkier on her
appropriately titled sophomore effort, “Battlefield.”
“You better go and get your armor,” Sparks sings on
the title track of the new 12-song set, where similarly
dark sentiments prevail throughout. “No Parade” is a
radio-friendly ballad written and produced by Scott
Cutler, Anne Preven and Dapo Torimiro. On the track,
Sparks doesn’t lament an actual breakup, just that it’s
so uninteresting. She triumphantly purges those feel-
ings on the rock-influenced “Let It Rain,” which car-
ries a religious subtext, as does “Faith,” one of four
tracks that Sparks co-wrote. “Battlefield” takes an
uptempo turn on “S.0.S. (Let the Music Play),” with its
dance-worthy chorus provided by ’'80s freestyle
queen Shannon. Meanwhile, Dr. Luke and T-Pain lend
their touch to “Watch You Go,” on which Sparks
proves she can straddle pop and R&B, while also
evoking the synergy between joy and pain.-~-MH

VANESSA GAVALYA
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act’s vocal skills. With "The Real
Thing,” pureNRG delivers an-
other polished pop album that
should appeal to mainstream
and Christian audiences.—DEP

BEYOND THE PALE
Postcards

Producer: Beyond the Pale
Borealis

Release Date: Aug. 77
Perhaps the most captivating
aspect of Toronto-based Be-
yond the Pale’s new album,
“Postcards,” is the group’s abil-
ity to blend Jewish klezmer
music with a variety of Eastern
European folk music. For the 16-
song set, Beyond the Pale co-
founder/mandolin playerEric
Stein teamed with clarinetist
Martin van de Ven and Serbian
musicians Alekasandar Gajic (vi-
olin), Milos Popovic (accordion)
and Bogdan Djukic (percus-
sion). Gajic’s “Back to the Be-
ginning,” which was written dur-
ing a bombing raidin Belgrade,
Serbia, is progressive and
Balkan. “Meditation” has a dark,
bittersweet quality that's well-
known to Serbian brass bands,
but the song is an arrangement
of a Hasidic nigun (wordless
melody). Stein's original “Split
Decision” may owe as much to
David Grisman as Eastern Eu-
rope. And “Magura” features a
loping bassline over a blend of
mandolin and fiddle—a sound
reminiscent of Texas swing,
polka and klezmer.—PvV

SHAILA DURCAL
Corazén Ranchero
Producer: Manuel Cazares
EMI Televisa Music

Release Date: July 14
Pop-mariachi artist Shaila Dur-
cal will forever be associated with
her late mother, the legendary
singer Rocio Durcal. Rather than
resist comparisons, the younger

Durcal has crafted “Corazon
Ranchero,” a beautifully pro-
duced album of cover songs
made famous by such singer/
songwriters as Marco Antonio
Solis and Vincente Fernandez.

On “Corazén Ranchero,” Durcal |§

selected tracks that weren’t
made famous by her mother,
and if her goal was to forge her
own artisticidentity, thenit's ev-
idenced that she can do so. A
bonus pop version of Solis’ “Tu
Carcel" pairs Durcal's smmooth vo-
cals with a pop-country back-
line. It'sa song that would surely
impress Shania Twain.—ABY

BEASTIE BOYS

Il Communication
Producers: Beastie Boys,
Mario Caldato Jr.

Grand Royal/Capitol Records
Release Date: July 14
Originally released in 1994, the
Beastie Boys' fourth studio al-
bum, “lll Communication,” served
up musical tastes ranging from
hip-hop and punk to psychedelic
jamming. All those elements
coalesced perfectly on the
album'’s hit single, “Sabotage.”
And in terms of the round robin
rhyming, a signature style of the
New York group, the Beastie
Boys have yet to top theimpos-
sibly funky highlights of the disc,
including “Sure Shot,” “Root
Down” and “Get It Together”
(featuring rapper Q-Tip). Digi-
tally remastered to provide a
warmer and fresher sound, it's
on these tracks where every-
thing—lyrics, samples and pro-
duction—locks seamiessly, giv-
ing rise to the group’s most
mature and satisfying album. A
bonus disc contains mostly odds
and sods, save a remix of “Root
Down” and live versions of “Heart
Attack Man” and “The Maestro,”
on which the listener can hear
the Beasties' adrenaline pulsing
through their veins.—WO

LEGEND & CREDITS S

EDITED BY MITCHELL PETERS
(ALBUMS) AND MONICA
HERRERA (SINGLES)

CONTRIBUTORS: Ayala Ben-
Yehuda, Ginger Clements,
Monica Herrera, Jessica
Letkemann, Jason S. Lipshutz,
Evan Lucy, Michae! Menachem,
Fred Mills, wes Orshoski, Dan
Quellette, Deborah Evans Price,
Ken Tucker, Philip Van Vieck

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

CRITICS’ CHOICE *: A new
release, regardless of chart
potential, highly recommended
for musical merit.

All albums commercially available
in the United States are eligible.
Send album review copies to
Mitchell Peters at Billboard, 5055
Wilshire Blvd., Seventh Floor, Los
Angeles, CA 90036 and singles
review copies to Monica Herrera
at Billboard, 770 Broadway.
Seventh Floor, New York, NY.
10003, or to the writers in the
appropriate bureaus.

J_=VIEWS-

SINGLES

KID CUDI FEATURING
KANYE WEST AND
COMMON

Make Her Say (3:58)
Producer: Kanye West
Writers: various

Publishers: various

Dream On/G.0.0.D./
Universal Motown

What started as a brazen remix
of one of the biggest pop hits
of the year is now Kid Cudi’s of-
ficial second single. The rising
rapper riffs on Lady GaGa's
acoustic piano version of “Pok-
er Face”"—his interpretation
was originally titled “Poke Her
Face"—along with featured
artists Common and Kanye
West, and sets a casual treatise
on the three rappers’ sexual
conquests to a backdrop of
beats that are raw and in the
spirit of hip-hop’s heyday. Cudi
is never too aggressive in his
delivery but his rhymes arrive in
rapid succession, a refreshing
change from the stop-start
flow heard on his breakthrough
song, “Day ‘N’ Nite.” But it is
West (who doubles as the
song’s producer) who owns the
most memorable line: “Getting
brainin the library cause I love
knowledge/When you use your
medulla oblongata.”"—MM

COUNTRY

JASON MICHAEL
CARROLL

Hurry Home (4:02)
Producer: Don Gehman
Writer: Z. Williams

Publishers: Year of the Dog
Music, Words & Music
(ASCAP)

Arista Nashville

The second single from Jason
Michael Carroll's second Arista
album, “Growing Up Is Getting
Old," is a poignant ballad writ-
ten by Zane Williams about a
divided family. The lyrics are
sung from the perspective of a
father who leaves an outgoing
message on his answering ma-
chine, urging his runaway
daughter to come home. It’s a
well-written tune, and al-
though the subject matteris
heartwrenching, Carroll's vocal
performance isn’t maudiin. in-
stead, he offers a subtle,
thoughtful delivery that brings
out each nuance of emotionin
the lyric. At the risk of giving
away the ending, it’s a resolu-
tion likely to make the listener
smile through tears. Carroll’s
voice has a worn, lived-in tim-
bre that works especially well
on this compelling ballad and
should help draw further at-
tention to his impressive new
album.—DEP

R&B

JAY SEAN FEATURING
LIL WAYNE

Down (3:35)

Producers: J Remy, Bobby
Bass

Writers: various
Publishers: various

Cash Money/Universal
Republic

Jay Sean brings his interna-

Island/IDJMG

JUSTIN BIEBER

One Time (3:34)

Producers: JB & Corron, C. “Tricky”
Stewart

Writers: various

Publishers: various

With other R&B/pop sensations all grown up or laying
low, now is the perfect time for 15-year-old Justin Bieber
to step into the spotlight. The Canadian YouTube phe-
nomenon makes his first move with “One Time,” a hall-
mark pop song that also taps into a prevalent teen hip-
hop aesthetic. Producers JB & Corron and Christopher
“Tricky” Stewart give Bieber’s vocals plenty of room to
shine, especially when the young singer confidently
breaks into the chorus, connecting overtly with his fans:
“Your world is my world/And my fight is your fight.”
Bieber’s tenor brings to mind Chris Brown’s vocal debut
on “Run it” in 2005, when he, too, was 15 and on the cusp
of stardom. Already an online sensation, Bieber will most
certainly only grow from here, as first-time listeners rush
to discover the boy behind the voice.—MM

PEARL JAM

The Fixer (2:57)
Producer: Brendan O'Brien
Writer: E. Vedder
Publishers: various
Monkeywrench

The last time Pearl Jam checked in with the lead single
from a new album, Eddie Vedder was snarling that a
“war has taken over” atop an assault of guitars on
“Worldwide Suicide.” Threé years on, the veteran
Seattle band returns with “The Fixer” (from its Sept-
ember album “Backspacer”), a song shot through with
optimism at a level not seen since Pearl Jam’s 1998
“Yield.” A sonic heir to that album’s midtempo road ode
“MFC,” the similarly sub-three-minute track is punctuat-
ed with bright “yeah yeah yeahs” and downright rosy
lines like, “I want to try to love again.” But with Vedder

mixed down among Stone Gossard and Mike
McCready’s warm guitars and the throat-ripping
moments of his delivery somewhat muted, there’s a
sense of reserve that makes “The Fixer” a tease for hear-
ing PJ in its uninhibited natural setting: live.—JL

tionally successful blend of pop
stateside with the debut single
from “My Own Way,” the
singer’s first U.S. album set for
an Oct. 13 release. The Lon-
donite's melodic vocals, which
helped his 2004 album go five
times platinum in India, res-
onate with impressive tonal
clarity. “Baby, are you down,
down, down, down, down?” he
wonders on the chorus, the last
word cascading into Auto-Tune
bliss. Cash Money labelmate Lil

Wayne lends his crackling voice
and metaphoric prowess to the
song's closing verse, dishing up
playful, timely lines like, “Don’t
you ever leave the side of me/
Definitely, not probably/And
honestly, I'm down like the
economy.” Thanks to a tri-
umphant, synth-laden beat and
memorable hook, “Down" is
gaining ground on the Bill-
board Hot 100, and Jay Sean
likewise seems poised to break
stateside.—GC
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Sounds Like A Hit

Darryl Worley Snares Chart Kudos With Stroudavarious Debut

Singer/songwriter Darryl Worley has placed 16
tunes on Billboard’s Hot Country Songs chart.
Now he’s back with No. 17.

His latest, “Sounds Like Life to Me,” is his
highest-charting single since 2006’s “I Just Came
Back From a War.” Holding court at No. 17 on
the chart, “Sounds Like Life to Me” is the second
single from Worley’s new album, “Sounds Like
Life” (Stroudavarious Records).

“I can’t believe I took for granted that I had
my songs playing on the radio,” Worley says.
“You can’t do that. It's a big deal.”

“Sounds Like Life” is the singer’s first album
for Stroudavarious, founded last year by award-
winning Nashville producer James Stroud. The
signing reunites Worley with Stroud, the former
DreamWorks Nashville principal who discov-
ered and co-produced the singer during Wor-
ley’s DreamWorks tenure. Before signing with
Stroudavarious, Worley recorded for the now-
defunct 903 Music, an independent label estab-
lished by fellow country star Neal McCoy.

Using his own money, Worley recorded
“Sounds Like Life” with his road band—the
Krew—rather than Nashville studio musicians.
“It was challenging in some ways,” he recalls.
“But we got a lot of different grooves than if we’d
just had Nashville’s A studio players on it.”

The “Sounds” single was written by Worley
with frequent collaborator Wynn Varble and Phil
O’Donnell. Perhaps the most interesting cut on
the new album is “Don’t Show Up (If You Can’t

In the club: 4
PET SHOP BOYS

SAYING YES TO LOVE

A A

Get Down).” It's a swampy number that includes
guest vocals by Jamey Johnson, john Anderson,
John Cowan, Whisperin'’ Bill Anderson, Mel Tillis,
Steve Harwell of Smash Mouth and Ira Dean.

Worley, who co-wrote eight of the album’s 11
cuts, says he “didn’t really want to go back into a
major-label situation. I felt I'd be better-served at
a privately owned company that would give me
the opportunity to do what I do. We took the record
to [Stroudavarious)and said, ‘Ifyou like it, you like
it, and if you don’t, you don’t.” And they loved it.”

“Sounds Like Life,” Worley’s sixth album, has
sold 9,000 copies since its June 9 release, accord-
ing to Nielsen SoundScan. His best-selling album
is 2003’s “Have You Forgotten?,” which has sold
761,000. During his 10-year career, Worley has
sold 1.5 million albums.

Country stations WPCV Lakeland, Fla., and
WQDR Raleigh, N.C., are among the outlets play-
ing the new single. “We like story songs and
‘Sounds Like Life to Me’ recounts real-life situ-
ations and everyday challenges that folks are fac-
ing,” WPCV PD Mike James says. Describing
Worley as “a good fit for the country life group
with his unique and distinctive voice,” James
notes his station still plays the singer’s three Bill-
board No. 1s: “1 Miss My Friend,” “Awful, Beau-
tiful Life” and “Have You Forgotten?”

WQDR PD Lisa McKay says the current sin-
gle carries “a nice tough-love message. [Worley]
picks songs that resonate with the everyman.”

In addition to expanding his radio success,
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Worley is concentrating on further growing his
brand. His plans include the Worley Bird Café:
Featuring a live performance space, the eatery
will be among the venues housed in the Coun-
try Crossing entertainment complex scheduled
to open outside Dothan, Ala., later this year.
Stroud is also involved in the project, as are sev-
eral of Worley’s Stroudavarious labelmates, in-
cluding John Anderson and Lorrie Morgan.

Developer Ronnie Gilley and his partners “have
some incredible aspirations and I think they're
going to be able to pull it off,” Worley says of the
complex. “You don’t have to sell 10 million records
to be successful. But at the same time if we syn-
ergize and use the money that’s being generated,
we'll be able to brand me better and get my [vis-
ibility] up where we want to be. In a tough econ-
omy, that's a positive thing.”

The Pet Shop Boys set a record for the most No. 1s on Billboard’s Hot Dance Club Songs chart among
duos and groups as “Love Etc.” hits the top slot. It's the veteran act’s ninth topper and first since “Break
4 Love” reached No. 1 on the Nov. 10, 2001, chart. The group had been tied with Depeche Mode for the
most No. 1s among duos/groups. § During the Pet Shop Boys’ 20-plus years on the charts the act has
notched 33 Hot Dance Club Songs hits. The duo’s first, “West End Girls,” debuted March 15, 1986, and
hit No. 1 May 3, 1986. § “Love Etc.” is the first single from the Pet Shop Boys’ 10th studio album, “Yes”

(Astralwerks). The set debuted at No. 32 on the Billboard 200 upon its April release, becoming the act’s

highest-charting album since 1993’s “Very” debuted and peaked at No. 20.
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THE BOYS ARE BACK
Breaking a tie with Depeche
Mode, the Pet Shop Boys now
wear the crown for charting
the most No. 1s on the Hot
Dance Club Songs chart
among duos/groups.

—Keith Caulfield Boys  Mode

www.americanradiohistorv.com

PetShop Depeche (+CMusic Deee-Lite Jamiroquai  New

Factory Order Dolls

Rosabel The Pussycat

WORLEY; KRISTEN BARLOWE. THE PET SHOP BOYS: ALASDAIR McLELLAN: DINOSAUR JR.: BOB BAYNE; MULLAGE: SEAN COKES
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Natural
Chemistry

'80s Alt-Rock Trio Dinosaur Jr. Claims
Career Peak With Indie Album

The veteran alt-rock band Dinosaur
Jr. made a splash on the Billboard 200
Jast month with its first release on
Jagjaguwar, “Farm.” At No. 29, the al-
bum’s debut marks the peak position
in the band’s 25-year career and sig-
nals the beginning of a fruitful rela
tionship with the indie label.

Instead of using tools like Twitter
to market “Farm,” Jagjaguwar focused
on press. “We wanted to present the
album as a classic,” Jagjaguwar part-
ner Chris Swanson says. “For us, the
goal was to do smaller-market tour-
ing until the album came out, and
then hit the larger markets while try-
ing to get the album in stores.

To accomplish this, Jagjaguwar
packaged a bonus disc of new mate-
rial and covers with the first 20,000
copies of “Farm,” which helped retail
stores stock the album. Dinosaur Jr.
also played a run of U.S. dates this
spring and performed the album’s
scorching opener, “Pieces,” on “Late
Night With Jimmmy Fallon” June 25,
two days after the album’s release. It

has since sold 27,000, according to
Nielsen SoundScan.

With its fuzzed-out guitar riffs and
melodic choruses, “Farm” has earned
critical acclaim and strong word-of-
mouth callingitareturn tothetrio’s
glory days. The group’s comeback,
however, didin’t come easy. After re-
leasing three guitar-heavy albums on
SST Records and amassing a dedi-
cated following in the late '80s, ten-
sion between guitarist |. Mascis and
bassist Lou Barlow eventually led to
the latter’s 1989 departure.

Dinosaur Jr. soldiered on, signing
to Sire Records in 1990. Mascis and
drummer Murph, along with a revolv-
ingdoor of collaborators, released two
albums on Sire before Murph also left
the band. Mascis released two moreal-
bums before retiring the band in 1997.

After slowly reconnecting, and
then having their first three albums
reissued on Merge in 2005, Mascis,
Barlow and Murph reunited for a
handful of shows in 2006. Dinosaur
Jr. released “Beyond”—the firstalbum

featuring the band’s original lineup
since 1988’s “Bug”—in 2007 on Fat
Possum Records.

The album’s rich textures surprised
rock fans who had written off the
band. But Mascis had never lost sight
of the trio’s natural chemistry. “It was
easier writing songs with all of the
members in mind,” he says. “We
could just stay with what we know and
make the sound we've always made.”

For “Farm,” the band holed up in
East Hampton, Mass., last winter and
recorded for four months. During

‘Farm’ hands: |
DINOSAUR JR.

that period, the trio was contacted by
Jagjaguwar, whose roster (Bon Iver,
Ladyhawk) compelled the band to
sign a multi-album deal in February.
The act will begin a European tour
Aug. 19 before returning stateside for
a fall trek in October. While Dinosaur
Jr. plans to keep recording with Jag-
jaguwar, the band is focused on mak-
ing the most of its road stints.
“We'll have some other things in
the works, but we're not looking too
far ahead,” Mascis says. “We're just
gearing up to survive this tour.” -

Working his magic:
CARLOS BAUTE

5 P -

THE YEAR OF BAUTE

With his blond, almost Scandinavian good
looks, Venezuelan Carlos Baute doesn't fit
the typical Latin American pop idol mold.
But he has connected with Spanish fans
who are setting download sales records
for his latest single, “Colgardo En Tus
Manos” (Warner Music Spain).

Baute’s sultry duet with Spanish star
Marta Sanchez is certified eight times plat-
inum (320,000 copies) in Spain—unprece-
dented sales for the download =ra, accord-
ing to Warner. The tune, featured on
Baute’s album of string-drenched love
songs, “De MiPuiio Y Letra,” has spent 25
nonconsecutive weeks at No.1on the Pro-
musicae/Media Control singles chart. In
addition to his album being certified plat-
inum (80,000 copies), Baute hosts the TV
dating show “Eligeme” and is the face of
department store El Corte Inglés’ summer
sales ad campaign.

“| guess it’s been my year,” says the

cas nine years ago. “But it’s not just the
TV show. The single had been No. 1 for 13
weeks when the show started, and the
album had been onthe charts for a while.
It’s just all come together. When one door
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opens, others open—proposals have been
floodingin.”

Baute has improved the show’s ratings,
boosting the Cuatro TV channel’s share for
the 5 p.m.-6 p.m. time slot from 8% to 10%
since the show started in March, accord-
ing to the channel. But the singer says he
was “scared” about hosting.

“As I'm a musician, why would | want to
be No.Ton TV if 'm No. 1in the record
charts?”” he asks.

Warner international exploitation man-
ager Adriana Gonzalez says there was a
concern about “image saturation.” But she
adds, “This really is ‘the year of Baute.’
Somehow it feels normal for him to ap-
pear everywhere.”

Warner wants to expand Baute’s inter-
national presence. Th2 album has already
gone gold (5,000 copies) in Venezuela
and has also been released in Colombia
and Chile. It will arrive in Mexico Aug. 25

Warner Music Latina in September. Baute
isthen slated to make a U.S. promo trip in
October during breaks in his SO-plus-date
Spanish tour, whlch began in June and
ends in October. -—Hwe//l./ewe//yn
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On a missiogiad
MULLAGE

ANCHORS
AWAY

Mullage may not be a triple-threat act
in the traditional sense. But the R&B/
hip-hop duo’s ability to sing, rap and
write catchy songs is reaping benefits.

The Atlanta-based ex-Navy men
signed an album deal with Jive in
May on the strength of their song-
writing skills and buzzworthy first
single, “Trick’n,” which is No. 52 on
Billboard’s Hot R&B/Hip-Hop Songs
chart. Mullage is currently record-
ing its debut album in association
with the independent label From
the Ground Up Records.

“It's a blessing but also a reality
check,” says B Town (born Braelon
McMullen), one-half of Mullage. “We
have alot of work to put in now that
things have taken off.”

He and musical partner B Boi
(Marquez Hutchinson) are both 24
years old and grew up in Atlanta.
However, the two didn’t meet until
2004 when they enlisted in the U.S.
Navy and were stationed in Virginia.

Although they wrote material to-
gether while in the military, it wasn’t
until they returned to Atlantain 2008
that they officially formed Mullage
(the melding of “music” and “col-
lage™). By last December, they were
signed to From the Ground Up. By
April, they were performing “Trick’n”
in front of Jive executives.

According to Jive VP of A&R Jeff
Fenster, Mullage’s ability to write
its own material was a big draw.
“When we come across guys like
these who make the musical pro-
cess more self-contained, it’s that
much better,” he says.

The act’s album release date hasn’t
yet been set. However, B Boi and B
Town have already hit the studio
with hometown producers like Raw
Smoove, DJ Toomp and Yung C.

Mullage says its biggest musical
influences are OutKast and the-
Dream. “They slow-roast their music
and pay attention to every detail;
that’s what we do,” B Boi says. And
the duo insists it’s ready to live up
to the self-made comparison. “We
come from a military background
where you have a mission on a daily
basis,” B Town says. “We’'re prepared
for this.” —Monica Herrera
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>>As Daughtry makes it two-for-
two atop the Billboard 200 with
its second album, “Leave This
Town,” the follow-up to its self-
titied No. 1debut, the act
becomes just the third group in
the 2000s to see its first two
albums go to No. 1. An apparent
requirement is an act’s name
- beginning with the letter “D”:

D12 and Danity Kane have also
managed the feat this decade.

>>Coldplay heats up the Triple A
radio airplay chart, where “Life in
Technicolor ii” takes over the top
spot (see page 40): The song'is
the band’s eighth No. 1 on the
chart, putting the group in a tie
with Dave Matthews Band for the
second-most chart-toppers in the
survey’s history. Only U2 has
more No. 1s (10) since the chart’s
1996 launch.
@ Read Chart Beat

every week at

billboard.com/chartbeat.
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Jackson’s Still Bad; Daughtry Rocks With “Town’

In the four weeks that ended July 19,
Michael Jackson claimed 11% of all
albums sold in the United States.

His solo catalog sold 3 million copies
in that period, while the overall total was
27.2 million.

Even more astounding is that Jack-
son sold more albums in the last four
weeks than he had in any single year
since Nielsen SoundScan began track-
ing data in 1991. (So farin 2009, his total
album sales are 3.3 million.)

His previous best sales year was
1991, when his catalog sold 3 million
copies. Jackson’s then-new “Danger-
ous” album accounted for nearly 1.8
million of that total.

Jackson’s yearly album sales passed
the 2 million mark againin 1992, 1993,

-

Going to ‘Town: DAUGHTRY
L)

1995 and 2001. “Dangerous” continued
to sell strongly in 1992 and 1993, inov-
ing 3.6 million out of his 4.8 million total.

“HI1Story: Past, Present and Future
—Book |” was released in 1995 and sold
1.9 million copies out of his 2.5 million
yearly total. 111 2001 he re-
leased his final studio
album, “Invincible.” It
sold 1.6 million that year

OverThe
Counter

there’s “Thriller” {No. 13 with 722,000)
and “The Essential Michael Jackson”
(No. 20 with 569,000).

All told, Jackson'’s solo catalog ac-
counts for 1.7% of all albums sold in
the United States so far this year
(195.5 million).

As expected, Jackson’s
album sales took a tum-
ble in the week that

—more than half of his
total album sales for the
year (2.4 million).

MILLION ‘ONES’: Mi-
chael Jackson’s best-
of collection “Number
Ones” joins an elite club. Its 2009 sales
surpass 1 million copies this week (1.1
million), making it only the
sixth album to sell 1 million
copies this year. (A year ago,
only five albums had hit the
million mark.)

“Ones” is now the fourth-
best-selling album of 2009,
behind Taylor Swift’s “Fear-
less” (1.4 million), the “Han-
nah Montana: The Movie”
soundtrack (1.273 million)
and Eminem’s “Relapse”
(1.27 million).

But it gets better.

Jackson has three out of the
top 20 best-selling albums of
the year. In addition to “Ones,”

KEITH
CAULFIELD

ended July 19. He sold
674,000 copies—down
from 1.1 million the pre-
vious week.

-

ROCK THIS ‘TOWN?’:
The reign of Michael
Jackson’s “Number Ones” as the top-
selling album in the United States is
over—at least for the moment.

For the past three weeks, “Ones” had
been No. 1 on the Top Comprehensive
Albums chart, which combines catalog
and current titles. This week, Daugh-
try reigns atop that list and the currents-
based Billboard 200 as its “Leave This
Town” debuts with 269,000 sold. “Ones”
drops to No. 2 on the Comprehensive
chart (viewable at billboard.biz/charts)
with 192,000 (down 45%).

“Town” is Daughtry’s second No. 1
on the Billboard 200. Its self-titled debut
arrived at No. 2 with 304,000 upon its
release in November 2006. It went to
No. 1 in its ninth week on thelist, an in-
credible feat considering the vast ma-

IVIarI(et \A’ﬂt(:l’ A Weekly National Music Sales Report

Weekly Unit Sales

Year-To-Date

For week ending July 19, 2009. Figures are rounded.
Compiled from a national sample of retait store and rack
sales reports collected and provided by

jority of No. 1 albums get to the top by
debuting there.

That just goes to show how well
“Daughtry” was able to sustain its sales
momentum after its release. And, after
ithit No. 1, it stepped aside for five weeks
and then returned to the top for its sec-
ond and final week at No. 1.

Lead singer Chris Daughtry was the
fourth-place finisher on the 2006 edi-
tion of “American {dol.” “Town” marks
the seventh Billboard 200 No. 1 from an
“Idol” contestant.

Kelly Clarkson has had two No. 1s,
while Ruben Studdard, Clay Aiken
and Carrie Underwood have one each.

AND COMING UP: Hollywood Rec-
ords artist Demi Lovato looks likely
to start in the top slot on next week’s
Billboard 200 with her second album,
“Here We Go Again.” Industry prog-
nosticators think the set may shift
100,000-120,000 in its first week. The
singer/actress’ debut effort, “Don’t For-
get,” bowed at No. 2 less than a year ago
with 89,000 sold.

If Daughtry’s “Leave This Town”
drops a conservative 60%-65% in its sec-
ond week, it could sell between 95,000
and 110,000 copies.

On the Top Comprehensive Albums
chart, there’s a chance Michael Jack-
son’s “Number Ones” may trump Lo-
vato and Daughtry and return to No. 1,
despite a decline in sules. oee

SoundScan

2008 2009 CHANGE

YEAR-TO-DATE SALES BY ALBUM CATEGORY

DIGITAL DIGITAL
ALBUMS NBUMS® TRACKS 1008 1009 CHANGE
This Week 6,784,000 1,403,000 21,280,000 OVERALL UNIT SALES
Last Week 7,276,000 1,412,000 22,339,000  Albums 227,014,000 195,499,000  -13.9%  (urent
(hange eg | Lok w479  DigitalTradks 601,796,000 579,815,000  13.0%  (atalog
. i o
This Weel Last Year 7,482,000 1,209,000 19,851,000  oresingles 831000 SEHIR0 32% " Deep Catalog
Total 829,741,000 876,275,000 5.6%
Change -9.3% 16.0% 7.2%
Albums w/TER" 287193,600 263,480,500  -8.3%

‘Digital album sales are also counted within album sales.

Weekly Album Sales Million units)

30
25
20 - 2009
15

10

\,/\-./ N e 6.8M

*includes track equivalent album sales (TEA) with 10 track downloads equivaient

to one album sale.

DIGITAL TRACKS SALES
601.8 million |

‘08
'09

128,112,000 105,912,000 17.3%
98,902,000 89,587,000 -9.4%
70,505,000 66,061,000 -6.3%

CURRENT ALBUM SALES

'08

CATALOG ALBUM SALES

'08
09

SALES BY ALBUM FORMAT

J FM A M J J A S O

PR "

.128.1 millign |

_98.9 million |
" '89.6 million

0] 190,802,000 152,226,000 -20.2%
Digital 35,221,000 41,867,000 18.9% Nielsen SoundSc(“a; coun;s a(s current only;ales w{g\ln tr‘leTt_‘lvsl lahmonths‘ofnz:n
Casselte 55,000 22,000 -60.0% sonraif of The Bilbord 300, however ramain a5 Current Tiles o1der than 18-
months are catalog. Deep catalog is a subset of catalog for titles out more than
N D Other 936,000 1,384,000 47.9%  3smonths
Go to www.billboard.biz for complete chart data | 33
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» 5 CHARLIE WILSON . ,000 coples anda @ FRANCESCA BATTISTELLI

2 126 111 114 B2 '\ isic e 233897016 (16.98) Uncle Charlie L MNo.9entry onTop 196 - FERVENT 887378/ WARNER BROS. (11.98) My Paper Heart

R | SOUNDTRACK ; Compilation ] RANCID }

g [127 13813 DECOR 174381 (15.90)8 Mamma Mia! Alhu[r)ns 177 1155 123 FELLCAT 80845 EPFPH (161961, B Let The Dominoes Fall

z MOBY } . P98 TOBY KEITH q ;

& L e m LITTLE IDIOT 9416° MUTE {15.88) Walt FgriMe 178 167 146 L8 5100 00G NASHVILLE 010334/UNE (19.98) 35 Biggest Hits M

= RISE AGAINST ! NE-YO

§ 129 139 145 DGG/NTERSCOPE 01 1904°/1GA (13.98) Appeal To Reason 178 151129 DEF JA 011410°/10JMG (13 98 Year Of The Gentleman

< METHOD MAN & REDMAN THE ALCHEMIST g

o 130 M3 110 WA ) 5anc/oer SOUADIDEF 4aw 012400°/(0IMG (13.98) Blackout! 2 683 - ALC 4220.€1 (17 98) Chemical Warfare

5 : THE AIRBORNE TOXIC EVENT . 3 PARACHUTE R

§ A8t 124 118 m MAJORDOMO/SHOUT! FACTORY/ISLAND 012827°/I0JMG {12.98) The Airborne Toxic Event 183 192 MERCURY 012917/10JMG (10.98) Losing Sleep

£ VARIQUS ARTISTS WOW Hits 2009: 30 Of The Year's Top Christian Artists And Hits 4 SLIPKNOT

2 133_ 130 130 BAR 1)) cyiG/PROVIDENT INTEGRITY 887742/WORD-CURB (17.98) 163 168 ROADRUNNER 617938 (18 98) + All Hope Is Gone

< 4 LAURA 1ZIBOR TAKING BACK SUNDAY i

¢ (e P ﬂ ATLANTIC 612240/A6 (13.98) Let The Truth Be Told |~ i The Josh Groban- s BRI WARNER BROS 516894° 113 98) + New Again

c ! JACK JOHNSON A e 3 BOB MARLEY AND THE WAILERS

g e BRUSHFIRE 010580*/UMRG (13.98) Sleep Through The Static L enhanced recording | 184 150 137 TUFF GONG/ISLAND 012564 UME {13 98) B Is For Bob

vl SUFFOCATION takes its first sales : PETE YORN

3 @ m HUCLEAR BLAST 2302 (16.98) Bloodlgath increase (up 152%) 188156 9 COLUMBIA 52162°/SONY MUSIC (15.98) Backg Fomy

é DISTURBED . ri iract-to- SONIC YOUTH

2 138 135 126 n REFRISE 411132 /WARNER BROS (18 98) & Indestructible L after amd"e(_t to 186 137 133 n MATADOR 829" (14.98) MhejEieral

consumer piece was

° PROJECT 86 q 1 THE KILLERS

3 @ m TOOTH & NAIL 64928 (11.98) PicketrgncejCartel W88 fulfiied last week, | 187 164151 ISLAND 012197 /I0JMG {13.98) Day & Age

g "VARIOUS ARTISTS _ Kerry Douglas Presents: Gospel Tnuth Magazine: Gospel Mix Volume Il {gl  The special edition - ;

e - R GOSPEL TRUTH/BLACKSMOKE 3068/WORLDWIDE (14,98 GD/OVD) @ 3 includes a VD and 188 142 97 @ VDLCANO 48091°/JLG (17.98) ® Uplifter

g MICHAEL JACKSON B FLO RIDA .

5 @ MODTOWN 011431/UME (21.98) Gold sheet music. 1891 177138 POE BOY/ATLANTIC 517813/AG (18.98) @ R.0.0.T.S. (Route Of Overcoming The Struggle)

£ KANYE WEST RX BANDITS

3 140 125 116 ROC-A-FELLA/OEF JAM 012198+/IDJMG (13.98) 808s & Heartbreak @ SARGENT HOUSE 025 (14.98) Mandala

s B SUICIDE SILENCE } : r SEAL

% 141 83 32 u CENTURY MEOIA B603° (16.98) @ No Time To Bleed T b 143 143 515868 WARNER BROS (18.98) Soul

z

" THE TING TINGS . CAST RECORDING .
5 8 142 143125 COLUMBIA 28925° (12 98) We Started Nothing @ | REFRISE 517635 WARNER BROS. (24.98) Chess: In Concert
: £ 1 BUSTA RHYMES - @ JIMMY NEEDHAM 8

E 143 117109 B | eusal MOTOWN 012367/UMRG (13.98) @ Back On My B.S. INPOP 71405 (9 98) NotiWithoutilove ]

ol RANDY HOUSER N YEAH YEAH YEAHS s .

g A 149 131 ﬂ UNIVERSAL SOUTH 011699 (10.98) Anything Goes cesilbsiion 184 1179 166 DRESS UP/DGC/INTERSCOPE 012735/16A (13.98) It's Blitz!

) A : THE ALL-AMERICAN REJECTS & S = THIRD DAY J

b & 148 146 124 DOGHOUSE/DGC/INTERSCOPE 012297/1GA (13.98) When The World Comes Down ; the band’s tour in 188 198 n ESSENTIAL 10853 (17.98) feyelation

s SAVING ABEL ) B the Mid-Atlantic @ i HINDER I

g i 154 141 n SKIDDCO/VIRGIN 15019/CAPITOL (12 98) Savingribel and Northeast push CQY RE-ENTRY UNIWERSAL REPUBLIC 012201°/UMRG (13,98) @ Take It To The Limit @

s A HANK WILLIAMS JR. I i e MONTGOMERY GENTRY i

g 147 110' 79 u CURS 79149 (18.98) 127 Rose Avenus gl ;hsezz/lb:\l:;r::)l :;:: e 12140 CRACKER BARREL 49448/SMN (11.98) RoiSuriierces

§ BOB DYLAN A g : SOUNDTRACK } o !

g i 19 7S E COLUMBIA 43893°/SONY MUSIC (18.98) @ Together Through Life The act’s trek 198 | 195 167 n HBO/ELEKTRA 519381/AG (18.987) True Blood: Music From The HBO Original Series

¢ ‘an VARIOUS ARTISTS f with Nickethack 1 VARIOUS ARTISTS ; . o i :

g 148 123 96 IMWERSAL SPECIAL MARKETS 012438 EX/STARBUCKS (12 98) World Is Africa I contifues through 198 165. ~ RED 9471 EX (6.98) Alternative Press: Summer Of Rock: Your Ultimate Guide

@ JADAKISS R - o DAVID GARRETT .

§ (1807148 134 RUIF RYDERS/D-BLOCK/ROG-A-FELLA/DEF JAM 012391 /IDJMG (13.98) Ihe LastKiss m September. 3 DEGGA 012872/UNIVERSAL CLASSICS GROUP (11.98) Savidlcanet l
METALLICA . ... .. 162 JEEMEEEETIMESMEN FAPAROACH ... .15 RASCALFLATTS ..40,107 SILVERSUN PICKUPS ..100 SUGARLAND ......... HARRY POTTER AND THE  TWILIGHT ... .. 37 TWISTA . LB PLAST...... .. 97 THEGISVOL2 120 BROOKEWNIE . ...S50
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niclsen
SoundScan
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TOP POP. CATALOG"

Title

=
=X 5E IS5 ARTIST
!E ;js 5 IMPRINT & NUMBER / OISTRIBUTING LABEL (PRICE}
MICHAEL JACKSON
MJJ/EPIC BBI9B/SONY MUSIC (18.98/12.98)

Number Ones

MICHAEL JACKSON

2 3 | The Essential Michael Jackson
IS5 EPIC'LEGACY 94287/SONY MUSIC (25.98)

=
«
&i
[x)

i
L}

3 2 MICHAEL JACKSON Thriller
i S50 EPIC/LEGACY 17986°/SONY MUSIC (19.98) &
4 @ MICHAEL JACKSON Off The Wall
S8 EPIC/LEGACY 66070 /SONY MUSIC (12 98)
2 s . MICHAEL JACKSON Bad gy
S50 £PIC/LEGACY 66072°/SONY MUSIC (12.98)
6 6 s MICHAEL JACKSON Dangerous
RSS! EPIC/LEGACY 660717/SONY MUSIC (12.98)
° 7 4 TN JACKSON 5 The Ultimate Collection
A (LU MOoTOWN 530558/UME (13.98) W
’o s I?E JACKSON 5T Best Of ackson 5. 201 Centry Mestrs Tre Milerium Calection g
¢ WSS MOTOWN 007718'UME (9.98)
o . l MICHAEL JACKSON Greates! Hits: HiStory - Volume 1 gy
EPIC 45250 SONY MUSIC 113 98}
| MICHAEL JACKSON Invincible
o E% EPIC 69400*/SONY MUSIC (12.98) i
28 MICHAEL JACKSON  Biood On The Dance Floor: HiStory In The Mix ]
B M /EPIC 58000°/SONY MUSIC (13.98)
12 1 Lg: MICHAEL JACKSON  HiStory: Past, Present And Future Book 1
S5 EPIC 59000°/SONY MUSIC (32.98)
13 1 . BOB MARLEY AND THE WAILERS  Legend: The Best Of Bob Marley And The Waiers
¥ TUFF GONG/ISLANO 548904*/UME (13.98/8 98) ® ¢
1» TOBYMAC {portable sounds)
pa 13 L@ FOREFRONT 70379 (17.98) o ! °
@ CASTING CROWNS Casting Crowns gg
I BEACH STREET 10733/REUNION (18.98)
a1a JOURNEY Journey's Greatest Hits
16 15 BI8 Columsinieoacy ssssarsony music {18.98/12.98, ® ¢
17 16 CREEDENCE CLEARWATER REVIVAL Chronicle The 20 Greatest Hits a
FANTASY 2*/CONCDRD (17.98/12 98) -
4= ABBA Gold - Greatest Hits
@ 21 W88 0o an pouvoon 517007 e (18.98/12.98) 1 a
@ o ' GUNS N’ ROSES Greatest Hits g
GEFFEN 001714 IGA 116 98)
tes NICKELBACK All The Right Reasons
@ 22 [is8 ROADRUNNER 618300 (18.98) &
LINKIN PARK Minutes To Midnight
=y 10 8 MACHINE SHOP 44477°/WARNER BROS. (18.98) & a
22 2 &E ORIGINAL BROADWAY CAST RECORDING Jersey Boys €
L RHIND 73271 (18.98)
@ 23 PARAMORE RIOT! o
B FUELED BY RAMEN 159612°/AG (13.98)
@ 24 Efﬁ“ KINGS OF LEON Because Of The Times
# RCA 03776"/RMG (13.98
LED ZEPPELIN Mothership
= 17 SWAN SONG 313148°/ATLANTIC (19.98) & a
26 25 | fs! TOM PETTY AND THE HEARTBREAKERS  Greatest Hits
| S GEFFEN 010327/UME (13.98) .
THE BEATLES 1
27 | o | APPLE 29325/CAPITOL (18.98/12.98) ®
@ 3 m AC/DC Back In Black
SN EPIC/LEGACY 80207°/SONY MUSIC (17.98) ® ”
29 29 . ORIGINAL BROADWAY CAST RECORDING Wicked [ #]
S8 DeCCA BROAOWAY 001682/DECCA (18.98)
4a» CARRIE UNDERWOOD Some Hearts
30 26 B8] |0 ,nisT naSHVILLE 71197 SN (18.98)
PINK FLOYD Dark Side Of The Moon
L CAPITOL 46001° {18 98/10.98) &
3 m JACK JOHNSON In Between Dreams gy
P81 J4CK JDHNSON BRUSHFIRE/UNIVERSAL REPUBLIC 004149*/UMRG (13.98)
@ 39 KINGS OF LEON Aha Shake Heartbreak
RCA 64544 RMG (11.98
SUGARLAND Enjoy The Ride
B a MERCURY NASHVILLE 007411/UMGN (13.98) 2}
35 30 AEROSMITH Devi's Got A New Disguise: The Very Best Of Aerosmith
GEFFEN/COLUMBIA 00867/SONY MUSIC (18.98
et
has GEORGE STRAIT 50 Number Ones
EEN 11 ﬂ MCA NASHVILLE 000459/UMGN (25.98)
37 38 ‘ BOB SEGER & THE SILVER BULLET BAND Greatest Hits (6]
CAPITOL 30334 (16.98)
ELVIS PRESLEY Elvis: 30 #1 Hits
N E RCA 68079"/SONY MUSIC (19.98/12.98) €
KORN Greatest Hits Vol. |
39 44 | (MMORTAL/EPIC 92700 SONY MUSIC (18.98 CD/DVD) @ W
— . —
GARTH BROOKS The Ultimate Hits
R %2 ;ﬁ PEARL 213 (25 98 CD/DVD) + B
METALLICA Metallica
. 5 ELEKTRA 61113°,AG (18.98) <
' LINKIN PARK [Hybrid Theory)
= g WARNER BROS. 47755 (18.98/12.98) @
49 MICHAEL BUBLE It's Time 3]
§ 143/REPRISE 4B346/WARNER BROS. (18 98) ®
40 H BRAD PAISLEY Time Well Wasted A
! ARISTA NASHVILLE 69642/SMN (18.98)
BILLY JOEL The Essential Billy Joel B
COLUMBIA/LEGACY 86005/SONY MUSIC (24.98) *
MICHAEL JACKSON  The Best Of Michael Jackson: 201h Century Masters The Mikeawum Colecton
MOTOWN 159917/UNE (9.98) B
THE BEATLES Love -
APPLE 79808° CAPITOL (16.98) & #
FLEETWOOD MAC Greatest Hits (8]
S0 WARNER BRDS. 25801 (18.98)
@ KENNY CHESNEY Greatest Hits 4]
BNA 67976/SMN (18 98/12.98)
50 46 DEF LEPPARD Vault — Greatest Hits 1980-1995 4]

MERCURY 528718/UME (18.98/11.98)

Celtic Thunder debuts at Ko. 10 onTop Internet
Albums and No. 1on Top World Albums with “Take
Me Home,” joining two of the group’s other
albums in the tally’s top six (Nos. 4 and 6; see
chart on page 45). It’s only the third act to man-

age the feat in the list’s 19-year history. Daniel 0’Donnell was the last to do it on the Jan. 29,

2005, chart. The only other artist to achieve a top-six triple play is Andrea Bocelli.

36 Go to www.billboard.biz for complete chart data

0 TOP DIGITAL"

4 (3
55 £8 ARTIST Title
| ZX ZZ IMPRINT/ OISTRIBUTING LASEL
DAUGHTRY
19/R0A /AMG ©

Leave This Town

UNIVERSAL REPUBLIC /UMRG
{ s MICHAEL JACKSON
W EPIC/LEGACY /SONY MUSIC

. THE BLACK EYED PEAS
INTERSCOPE /IGA

3 MAXWELL

COLUMBIA /SONY MUSIC @

BROOKE WHITE

JUNE BABY

| KINGS OF LEON

RCA /RMG

SOUNDTRACK

NEW LINE

TWISTA

GMG

JOE

563 /KEOAR

AUGUST BURNS RED

S0LiD STATE

LADY GAGA

STREAMLINE/KONLIVE/CHERRYTREE/INTERSCOPE /1GA

14 15 [? DAVE MATTHEWS BAND  Big Whiskey And The GrooGrux King
S5 BAMA RAGS/RCA /RMG

@ 17 ' AYLOR SWIFT
BIG MACHINE @

~ SOUNDTRACK
LES ° i.Iz,Ll WALT DISNEY
MICHAEL JACKSON
| EPIC/LEGACY /SONY MUSIC
18 4 |4 MICHAEL JACKSON
B MJJ/EPIC /SDNY MUSIC
WILCO

The Essential. Michael Jackson

The EN.D.

BLACKsummers'night

High Hopes & Heartbreak

Only By The Night

Harry Potter And The Half-Blood Prince

Category F5

Signature

Constellations

13 The Fame

Fearless

Hannah Montana 3

Thriller

Number Ones

Wilco (The Album)

19 8 NONESUCH /WARNER BROS.
5 ALL TIME LOW Nothing Personal

20 3 BN [oreiess

21 10 BRAD PAISLEY American Saturday Night
B ARISTA NASHVILLE /SMN

22 19 |19 GREEN DAY 215t Century Breakdown
S50 REPRISE /WARNER BROS

23 N SOUNDTRACK Twilight

SUMMIT/GHOP SHOP/ATLANTIC /AG &
SICK PUPPIES
RMR/VIRGIN /CAPITOL

ROB THOMAS
EMBLEM/ATLANTIC /AG &

Tri-Polar

Cradlesong

25

RTIST
PRINT / DISTRIBUTING LABEL

JACKSON 5
MOTOWN 530558/UME

Title

The Uttimate Collection

EPIC/LEGACY 66070°/SONY MUSIC
MICHAEL JACKSON  Greatest Hits: HIStory — Volume 1
EPIC 85250/SONY MUSIC

MICHAEL JACKSON
EPIC/LEGACY 66072°/SONY MUSIC

< 01
0o DAUGHTRY
19/RCA 53744:RMG +

7 s . MICHAEL JACKSON

Bad

Leave This Town

The Essential Michael Jackson
EPIC/LEGACY 94287 SONY MUSIC

MICHAEL JACKSON

MJJ/EPIC B8998/SONY MUSIC

8 MICHAEL JACKSON
EPIC/LEGACY 66071*/SONY MUSIC

8 4 | |
9
(1) CELTIC THUNDER
| CELTIC THUNDER 013087/DECCA

1 10 rM|CHAEL JACKSON

Number Ones

Dangerous

Take Me Home

[nvincible
EPIC 69400°

@ THE DEAD WEATHER © Horehound
BRI 7RO MAN (WARNER BROS
L OWL CITY Ocean Eyes 27

4 MICHAEL JACKSON Thriller
" EPIC LEGACY 17986"/SONY MUSIC
3 2 . MICHAEL JACKSON 0ff The Wall

Y3 MAXWELL

CDLUMBIA 89142/SONY MUSIC @

THE DEAD WEATHER

THIRO MAN 519785*/WARNER BROS

. MICHAEL JACKSON HiStory: Past, Present And Future Book 1
EPIC 59000 SONY MUSIC

MICHAEL JACKSON  Blood On The Dance Floor: HiStory In The Mix
MJJ EPIC 68000*/SONY MUSIC

y | WILCO
2 m NONESUCH 516608 /WARNER BROS
CAST RECORDING
REPRISE 517635/ WARNER BROS
CLUTCH
WEATHERMAKER 009
ROB THOMAS
EMBLEM/ATLANTIC 517814/AC ®
ELVIN BISHOP
BLIND PIG 5118
LA COKA NOSTRA
UNCLE HOWIE 125/SUBURBAN NOIZE

22 24 JACKSON 5 The Best Of Jackson 5: 20t Century Masters The Milennium Collection
WS 1OTOWN 007718/UME

I.a GREEN DAY
. = l REPRISE 517153°/WARNER BROS

" LEVON HELM
CoH Q'- DIRT FARMER/VANGUARD 79861°/WELK

BLACKsummers'night

12 7

Horehound

Wilco (The Album)

Chess: in Concert

Strange Cousins From The West

Cradiesong

Booty Bumpin’

Brand You Can Trust

21st Century Breakdown

Electric Dirt

@
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25 21 i DAVE MATTHEWS BAND Big Whiskey And The GrooGrux King 25
: BAMA RAGS/RCA 48712*/RMG ® I

wWWwW americanradiohistorv.com

The week's most purchased songs via Lala - the
digital music website with an extensive catalog

ARTIST (IMPRINT/LABEL) Of songs available to play, buy, and share online
1 6 2 | GOTTA FEELING
—z THE BLACK EYED PEAS (INTERSCOPE)
3 23 2 BEST | EVER HAD
e DRAKE (ASPIRE YOUNG MONEY/CASH MONEY/UNIVERSAL REPUBLIC)
"4 , THRILLER
. MICHAEL JACKSON (EPIC/LEGACY)

BOOM BOOM POW
-  THE BLACK EYED PEAS (WILL | AM/INTERSCOPE)
. HE COULD BE THE ONE
HANNAH MONTANA (WALT DISNEY)
. BEATIT
MICHAEL JACKSON (EPIC/LEGACY)
YOU BELONG WITH ME
. TAYLOR SWIFT (BIG MACHINE)
"' 2  MANIN THE MIRROR
' MICHAEL JACKSON (EPIC/LEGACY)
2 KNOCK YOU DOWN
KER( HILSON FEATURING KANYE WEST & NE-YO (MOSLEY/ZONE 4/INTERSCOPE)
» YOU'RE A JERK
NEW BOYZ (ASYLUM/WARNER BROS )
» BILLIE JEAN
- MICHAEL JACKSON (EPIC/LEGACY)
o LOVEGAME

e LADY GAGA (STREAMLINE/KONLIVE/GHERRYTREE/INTERSCOPE)
43 _ 1 BIRTHDAY SEX
=] JEREMIH (MICK SCHULTZ/DEF JAM/IDJMG)
FIRE BURNING
1814 2 v meston (BELUGA HEIGHTS/EPIC)
r | 16 2 POKER FACE

] LADY GAGA (STREAMLINE/KONLIVE/CHERRYTREE/INTERSCOPE)

& ARTIST (IMPRINT / DISTRIBUTING LABEL)

JERSEY BOYS
ORIGINAL BROADWAY CAST RECORDING (RHINO)

2 3 1 WICKED

ORIGINAL BROADWAY CAST RECORDING (DECCA BROADWAY/DECCA)
CHESS: IN CONCERT
CAST RECORDING (REPRISE WARNER BROS )
1 9TO5: THE MUSICAL
ORIGINAL BROAOWAY CAST RECORDING (DOLLY)
Ii 4 g HAIR
'%_THE NEW BROAOWAY EAST RECOROING (GHOSTLIGHT/SH-K-BOOM/RAZOR & TIE)

2 4 BOCK OF AGES

ORIGINAL BROADWAY CAST RECDRDING (NEW LINE)
MAMMA MIA!
ORIGINAL CAST RECDRDING (DECCA BROADWAY/DECCA)
5 14 NEXT TO NORMAL

ORIGINAL BROADWAY CAST RECORDING (GHOSTLIGHT/SH-K-BOOM/RAZOR & TIE)

' WEST SIDE STORY
._THE NEW BROADWAY CAST RECORDING (MASTERWORKS BROADWAY/SONY CLASSICAL)

{40 | 9 {7 SHREK: THE MUSICAL
‘: = ‘ ORIGINAL BROADWAY CAST RECORDING (DECCA BROADWAY/DECCA)
ﬂ _ 33 SPRING AWAKENING
e ORIGINAL BROADWAY CAST RECORDING (DECCA BROADWAY/DECCA)
2 10 33 BILLY ELLIOT: THE MUSICAL
. W ORIGINAL CAST RECORDING (OECCA BROADWAY/UNIVERSAL CLASSICS GROUP)
93| 45 79 DISNEY'S THE LITTLE MERMAID
l - ___:; ORIGINAL BROADWAY CAST RECORDING (DISNEY BROADWAY/WALT DISNEY)
- 59 N THE HEIGHTS

ORIGINAL BROAOWAY CAST RECORDING (GHOSTLIGHT/SH-K-BOOM/RAZOR & TIE)

THE LION KING
ORIGINAL BROADWAY CAST RECORDING (WALT DISNEY)

For more charts and chart details, go to
billboard.biz and billboard.com, refreshed

'blz every Thursday.

LALA CHART DEBUTS

Billboard welcomes the Lala

com

sales chart to its pages, as the
list joins the growing ranks of
rotaling WeDb-based charts we
spotlight, which includes tal-
lies from iLike, AOL and Ya-
hoo. Lala, which has partnered
with Billboard to provide music

streaming capabilities on the
new billboard.com, has a catalog of more than 7 million
songs to play, buy and share online. The chart that graces
this page ranks the most-purchased songs for the week on
Lala; it’s led by current Billboard Hot 100 champ “I Gotta
Feeling” by the Black Eyed Peas, which rises 6-1. The
chart's biggest mover is Drake’s “Best | Ever Had,” which

spikes 23-2. —Silvio Pietroluongo

Data for week of AUGUST 1, 2009

p Pop Catalog Albums. TOP DIGITAL:

an. Catalog titles are included. BILLBOARD.BIZ: A weekly spotliight

mbined weeks title has appeared on The Billboard 200 and To
2009, Nielsen Business Media, inc. and Nielsen SoundScan, Inc. Al rights reserved,

d on data collected by Nlelsen SoundSc

physical albums ordered through Internet merchants, base

he Billboard 200 or re-1ssues of older albums. Total Weeks column refiects «

TOP INTERNET: Reflects

S

on charts updated weekly on billboard biz, including ones that are exclusive to Billboard's websites. See Charts Legend for rules and explanations. All charts &

TOP POP CATALOG: Reflects 18-month-old titles or older that have fallen below No. 100 on T

Reflects releases sold as a complete album bundle through digital download service:

-
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AIRPLAY
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nielsen
SoundScan

nielsen

ALBUM CHARTS

Sales data compiled from a comprehesive pool of U.S. music
merchants by Nielsen SoundScan. Sales data for R&B/hip-hop
retail charts is compiled by Nielsen SoundScan from a national

whk nE wut ialize i

QE 5‘:‘:’ EEP _ITLE ‘:‘L’§ ;E EE TITLE ”25 ;5 5‘:5 TITLE subset of cor'e stores that specialize .m tht?se genres.

EZ <% £Z' ARTIST IMPRINT/ PROMOTION LABEL) EE I EZ ARTIST IMPRINT/ PROMOTION LABEL) (EE <5 EZ ARTIST QMPRINT / PROMOTION LABEL) @ Albums with the greatest sales gains this week.

‘ 1t 15 #1 KNOCK YOU DOWN 26 25 44 LOVE STORY ) Q 63 2 SUCCESSFUL GREATEST| Where included, this award indicates the titie

. __ A TR P HILSON FEAT, KANYE WEST & HE YO (MOSLEY/ZONE 4/0TERSCOPE) | TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIC) DRAKE FEAT. TREY SONGZ (YOUNG MONEY/GASH MONEYAUNIVERSAL MOTOWN) GAINER with the chart's largest unit increase.
BEST | EVER HAD @ WETTER (CALLING YOU DADDY) @ THAT'S NOT MY NAME . . o ) .

a 2 Y1 DRAKE (YOUNG MONEY/CASH MONEY/UNIVERSAL MOTOWN) 31 B [iSTR (BET MOKEY GANG/CAPITOL) | % 3  THE TING TINGS (COLUMBIA) r:zifj'g,cs"é‘i’::'e::‘i;:’:;:’a;’:';f;jvst;he GitiShith

o 7 | GOTTA FEELING @@ 33 1 PRETTY WINGS ‘® g0 4 SOFINE i . .

THE BLACK EYED PEAS (INTERSCOPE MAXWELL (COLUMBIA) ; SEAN PAUL (VP ATLANTIC) AT Indicates album entered top 100 of The Billboard 200
)
5 LOVEGAME EGO NEW DIVIDE [LLTTT1{3 and has been removed from Heatseekers chart.
0 4 10 oY GAGA (STREAMLINE/KONLIVE/CHERRYTREEANTERSCOPE) @ B 7 gevonce {MUSIC WORLO/COLUMBIA) g@ 52 T vk pank (MACHINE SHOP/WARNER BROS.)
g 2 YOU BELONG WITH ME 30 24 15 WHATEVERIT IS 56 1o BEST DAYS OF YOUR LIFE PRICING/CONFIGURATION/AVAILABILITY

TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIC) ZAC BROWN BAND (HOME GROWN/ATLANTIC/BIG PICTURE) ¥ KELLIE PICKLER (19/BNA) CD/Cassette prices are suggested list or equivalent prices, which
| KNOW YOU WANT ME (CALLE OCHO) @ BREAK UP $ SHE WOLF are pro;gc(ed from who!esale prices. O’ after prlFe {ndlcates album

o 320 PITBULL (LLTRA) 40 MARIO FEAT. GUCCI MANE & SEAN GARRETT (3RD STREET/J/RMG) > - i SHAKIRA (SONY MUSIC LATIN/EPIC) only;valla'ble 0ﬂ| DbtllalDi;sg Cl‘)D/.DVD afltel:‘prﬁeclrl\)(?lc)?/t;s CD/bDOVD

w =y ailable. & DuaiDisc availlabie. com

BIRTHDAY SEX @ HOTEL ROOM SERVICE @ ICE CREAM PAINT JOB oMo R ) lsc 8 ~ - .

7 5 15 ChEmiH MICK SCHULTZ/DEF JAM/IDIVG) 50 PITBULL (MR 305/POLO GROUNDS J/RMG) 57 4 hGRROUGH NGENIUS.E1) available. * indicates viny! LP is available. Pricing and vinyl LP avail
ability are not included on ail charts. EX after catalog number indi-

o 11 10 WAKING UP IN VEGAS 33 26 SIDEWAYS @ 64 2 GOOD GIRLS GO BAD cates title is exclusive to one account or has limited distribution.

KATY PERRY (CAPITOL) DIERKS BENTLEY (CAPITOL NASHVILLE) COBRA STARSHP FEAT. LEIGHTON MEESTER (DECAYDARCE/FUELED BY RAMEN ATLANTICRA
8 6 BOOM BOOM POW a9 YOU'RE A JERK 59 54 12 STRANGE
THE BLACK EYED PEAS (WILL.| AV/INTERSCOPE) NEW BOYZ (ASYLUM WARNER BROS ) REBA (STARSTRUCK/VALORY) - SONG CHARTS

@ 9 11 FIRE BURNING @ 36 SUMMER NIGHTS 60 51 10 ALWAYS STRAPPED ) ;

SEAN KINGSTON (BELUGA HEIGHTS/EPIC) ’ RASCAL FLATTS (LYRIC STREET) BIRDMAN FEAT. LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN} See Iegendzon_respectsl‘ve chart pages for the Billboard Hot 100

D © n EVERYCRL & 30 28 GIVES YOU HELL &1 43 15 OUT LAST NIGHT and Hot REB/Hip-Hop Songs.

YOUNG MONEY (YOUNG MONEY/CASH MONEY/UNIVERSAL MOTOWN) THE ALL-AMERICAN REJECTS (DOGHOUSE/DGC/INTERSCOPE) KENNY CHESNEY (BNA) RADIO AIRPLAY CHARTS
PLEASE DON'T LEAVE ME | NEED A GIRL @ THROW IT IN THE BAG .

Q 13 o LArACELG) 37 A TREY SONGZ (SONG BOOK/ATLANTIC) 67 3 \BOLOUS FEAT THE-OREAM (DESERT STORK/DEF JAM IDIMG) :g{: “s)oc:':;‘:‘g :gﬁk:“:‘(iS’L :tor: :g;‘;;’;nsdotgf{n HAOi‘r:aapchms
. — 3 riste N I £
13 12 20 IEIE CLIMB , @ 38 HER DIAMONDS @ 61 7 PLL JUST HOLD ON A are ?ompiled from a?\ational sample of data supplied bnyielsen

MILEY CYRUS (WALT DISNEY/HOLLYWOOD) - ROB THOMAS (EMBLEM/ATLANTIC) BLAKE SHELTON (WARNER BROS. (NASHVILLE)/WRN) Broadcast Data Systems. Charts are ranked by number of gross
14 13 15 DON'T TRUST ME @ 41 LAST CHANCE @ 1 4 GOD IN ME impressions, computed by cross-referencing exact times of air-
30H!3 (PHOTO FINISH/ATLAN T1C/RRP) GINUWINE (NOTIFI ASYLUM/WARNER BHOS ) MARY MARY FEAT. KIERRA SHEARD (MY BLOCK/CDLUMBIA) play with Arbitron listener data. Mainstream Top 40, Adult
HALO OBSESSED BAREFOOT AND CRAZY Contemporary, Adult Top 40, Alternative, Triple A, Active Rock,
15 15 20 49 66 6
BEYDNCE (MUSIC WORLD/COLUMBIA) MARIAH CAREY ({SLAND/IDIMG) : JACK INGRAM (BIG MACHINE) Heritage Rock, Mainstream R&B/Hip-Hop, Rhythmic, Adult R&B,
16 16 31 SECOND CHANCE a1 35 DAY 'N’ NITE @ 68 6 SMALL TOWN USA Hot Christian AC Songs. Hot Gospel Songs, Hot Dance Airplay,
SHINEDOWN (ATLANTIC) KID CUDI {DREAM ON/G.0.0 D./UNIVERSAL MOTDWN) o JUSTIN MODRE (VALORY) and Smooth Jazz Songs are ranked by total detections.
0 2 9 USE SOMEBODY 9@ 44 BOOTS ON = Il KISS A GIRL @ Songs showing an increase in audience (or detections)
KINGS OF LEON (RCA/RMG)  RANDY HOUSER (UNIVERSAL SOUTH) KEITH URBAN (CAPITOL NASHVILLE) over the previous week, regardless of chart movement.
I’'M YOURS | DO NOT HOOK UpP . NEVER SAY NEVER (GREATEST| Where included, this award indicates the title
18 20 46 JASON MRAZ (ATL ANTIC/RRP) 5243 28 KELLY CLARKSON (19/RCA/RMG} & - !  THE FRAY (EPIC) _ with the chart’s largest airplay increase.
@ 29 11 PEOPLE ARE CRAZY @ &5 NO SURPRISE ™ 5 g NOT MEANT TO BE
BILLY CURAINGTON (MERCURY NASHVILLE) DAUGHTRY (19 RC* RMG) THEORY OF A DEADMAN (604/ROADRUNNER/RRP) RECURRENT RULES
YOU FOUND ME RIGHT ROUND INDIAN SUMMER Songs are removed from the Billboard Hot 100 and Hot 100
20 19 33 45 37 74 3
THE FRAY (EPIC) FLO RIDA (POE BOY ATLANTIC) BROOKS & DUNN (ARISTA NASHVILLE) Airplay charts simultaneously after 20 weeks on the Billboard
29 17 24 POKER FACE @ 46 BATTLEFIELD 71 70 5 WILD AT HEART Hot 100 and if ranking below No. $SO. Songs are removed from
LADY GAGA {STREAMLINE/KONLIVE/CHERRYTREE/ANTERSCOPE) JORDIN SPARKS (114 JIVE JLG) GLORIANA (EMBLEM REPRISE/WARNER BROS./WRN) Hot R&B/Hip-Hop Songs after 20 weeks if ranking below No.
@ 27 1 ALRIGHT Q 55 BIG GREEN TRACTOR 72 13 6 ON THE OCEAN ‘50, Solngs are removed _from Hot. Country SQngs after 2_0 weeks
DARIUS RUCKER (CAPITOL NASHVILLE) JASON ALDEAN (BROKEN BOW) K'JON (UPKUP DEH TYME/UNIVERSAL REPLBLIC) if ranking below No. 10 in detections or audience, provided th?t
i ini i i bullet or i
BLAME IT @ LIVING FOR THE NIGHT @ 21 GUNS they are not still gaining enough aud!ence points to
23 18 26 i rox FEAT. TPA (VRYG) w GEORGE STRAIT (1CA NASHVILLE) = 1 GReenoay ReRRISE) th“’;{ eIl ::'?W N ;lnd °°f5§ ‘"’t‘:‘": cf’"sec:"‘;eowe:‘; o
r- 4 e B n e
20 25 13 IFTODAY WAS YOURTASTORY [ s 3 [RUST @ 1 coMesackToue T Er e e e
NICKELBACK (RUADRUNNER/RRP) KEYSH1A COLE DUET WITH MONICA {IMANI/GEFFEN/INTERSCOPE} DAVID COOK (19/RCA/RMG}) A A .' . q
ey 2 S R&B/Hip-Hop, Rhythmic, Hot Latin Songs and Latin Airplay
25 21 16 1 RUN TO YOU 50 42 16 THEN @ o 1 IT'S A BUSINESS DOING PLEASURE WITH YOU charts after 20 weeks if ranking below No. 20. Descending
LADY ANTEBELLUM (CAPITOL NASHVILLE) BRAD PAISLEY (ARISTA NASHVILLE) TIM MCGRAW (CURB)

songs are removed from Adult Contemporary and Adult Top 40
after 20 weeks if ranking below No. 15, after 26 weeks if ranking
below No. 10, or after 52 weeks if ranking below No. S.
Descending songs are removed from the Aduit R&B, Christian
Songs, Hot Christian AC Songs, Christian CHR, Hot Gospel
Songs, Hot Dance Airplay and Smooth Jazz Songs charts after
20 weeks and if ranking below No. 15.

1.295 stations. comprised of top 40, adult contemporal nd Christlan forma

Laf
are electronically monitored 24 hours a day, 7 days a week. This dala is used to ccmn e The Blllboard Hot 100

CONFIGURATIONS

s ot e ke
”£§ "E §‘§ TITLE = e ':ZE £3 TITLE = el 5 5 TITLE = ® CD single available. ® Digital Download available. ) DVD
1= T2 = ; Pl g <l W= 73 <l W ' i
== =3 & ARTIST IMPRINT / PROMOTION LABEL) 8 =% Sz 33 ARTIST (IMPRINT / PROMOTION LABEL) 8 EZ =X 3 ARTIST (MPRINT/ PROMOTION LABEL) 8 single available. @ Vinyl Maxi-Single available. @ Vinyl single
0 1 6 | GOTTA FEELING 44 16 IF TODAY WAS YOUR LAST DAY Q = I'M IN MIAMI TRICK available. ©@ CD Maxi-5ingle available. Configurations are not
> THE BLACK EYED PEAS (INTERSCOPE) NICKELBACK (ROADRLNNER/RRP) LMFAO (PARTY ROCK/INTERSCOPE) included on all singles charts.
o i 5 "BEST | EVER HAD 27 36 25 HALO ] @ 75 15 I RUN TO YOU
DRAKE (YOUNG MONEY CASH MONEY/UNIVERSAL MOTOWN) BEYONCE (MUSIC WORLO/COLUMBIA) _LADY ANTEBELLUM (CAPITOL NASHVILLE) o HOT DANCE CLUB SONGS
o 7 1 FIRE BURNING ] @ _ | SHEWOLF 53 72 15 BEST DAYS OF YOUR LIFE = Compiled from a national sample of reports from club DJs.
. SEAN KINGSTON (BELUGA HEIGHTS/EPIC) SHAKIRA (SONY MUSIC LATIN/EPIC) KELLIE PICKLER (19/BNA) @ Titles with the greatest club play increase over the previous week.
: @) 2 12 YOUBELONG WITH ME €D « 5 BIGGREEN TRACTOR sa 6 25 DAY N'NITE o _
3 YLOR SWIFT (BIG MACHINE) JASON ALDEAN (BROKEN BOW) KID CUDI (DREAM ON/G.0.0.0 /UNIVERSAL MDTOWN) [TTTE] This award indicates the title, cumently below the top 20 and on
g ' ; A c
8y & 5 15 BOOMBOOM POW 30 43 g EVERYGIRL 55 3 16 WHATEVERITIS LW the chart the week before, with the largest increase in points.
:“ETJ THE BLACK EYED PEAS (WILL |.AM/INTERSCOPE) YOUNG MONEY (YOUNG MONEY; CASI| MONEV/UNIVERSAL MO OWN) ZAC BROWN BAND (HOME GROWN/ATLANTIC/BIG PICTURE)
BOg
oz HE COULD BE THE ONE SECOND CHANCE JUST DANCE |
%&:ﬁ) a 2 2 HANNAH MONTANA (WALT DISNEY) 31 az SHINEDOWN (ATLANTIC) o Ee 71 53 LADY GAGA FEAT COLBY QDONIS  THE AMLINE KONLIVE INTERSCOPE K AWARD CERT- LEVELS
€84 ° 26 7 GOOD GIRLS GO BAD 32 49 o THE CLIMB 57 24 ¢ DONTSTOP'TIL You GET ENOUGH ALBUM CHARTS
2 gg COBRA STARSHIP FEAT LEIGHTON MEESTER (DECATGAKCE FLELED BY RAMEALATLANIIC RRP MILEY CYRUS (WALT DISNEY/HOLLYWDOD) MICHAEL JACKSON (L1110 [ L1ACY ® Recording Industry Assn. Of America (RIAA) certification for
g%i‘ ° 19 HERE WE GO AGAIN 4 BEAT IT 58 25 4 PY.T. (PRETTY YOUNG THING) net shipment of 500,000 albums (Gold). @ RIAA certification for
8E5 DEMI LOVATQ (HOLLYWDOD) MICHAEL JACKSON (EPIC/LEGACY) MICHAEL JACKSON (1 7IC LEGACY) net shipment of 1 million units (Platinum). ¢ RIAA certification
8 g ° =G LOVEGAME : YOU'RE A JERK @ _ 3 SUMMER NIGHTS for rjet shipment of 10 million .uni.ts (Diamond). Num_eral vyi!hin
3% g 2 LADY GAGA /= THI WL INL k{NLIVE/CHERRYTREE/INTERSCOPE) NEW BOYZ (ASYLUM WARNER BROS ) RASCAL FLATTS (L' RIC STREET) Platinum or Diamond symbol indicates alqu‘s multljplallnum
Eiﬁ m T USE SOMEBODY . 0 HOTEL ROOM SERVICE @ - I'M ON A BOAT level. Fj'or boxed sets, and double alt?urps W|§h a running time of
v%3 KINGS OF LEON H( 4 AMG) PITBULL (MR 305 POLU GRUUNOS. J/RMG) THE LONELY ISLANO FEAT. T-PAIN (UNIVERSAL REPUBLIC) LOO rrfng_utes ordr;'or:s. the RI?:Ar;n.fljlltlt)‘llesfshlprr:err\jt_s by tr:e nfum-
02w er o iscs and/or tapes. ertification for net shipments O
¢ NEW DIVIDE PLEASE DON'T LEAVE ME - OUT LAST NIGHT 5 e L X N
E i oy 11 LINKIN PARK (VACHINE SHOP/WARNER BROS ) ® 13 oK (LAFACE/LG) 81 69 T \uny cresney (eha) 10&?2&::';?3'2& o?é‘:f:ﬁf:'fﬁﬂf;fﬁﬁg? ERitSI(EIatinG)s
3) 2 X - X
sEZ e 23 17 KNOCK YOU DOWN g NEVER SAY NEVER @ _ 1 ICE CREAM PAINT JOB
" gfgg KERL HILSON FEAT. KANYE WEST & NE-YO (MOSLEY/ZONE 4/NTERSCOPE THE FRAY (EPIC) DORROUGH (NGENIUS/ET) SINGLES CHARTS
e
28, 21 GUNS PEOPLE ARE CRAZY @ WANTED T :
Sioie @ 214 Gheen OAY (REPRISE) 8 BILLY CURRINGTON (MERCURY NASHVILLE) = 3 JESSIE JAMES (MERCURY/IDJMG) : z:ﬁﬁ Eiﬁfﬁi'ﬁz ‘;g' f’?nc_’l'&oop‘;iac"dd‘;"""_:""Ozds(élc::i'::'m)
CES 5 814} { r ion WnNiocads .
83;3 14 22 21 | KNOW YOU WANT ME (CALLE OCHO) 27 THAT'S NOT MY NAME [ | 64 74 19 TURN MY SWAG ON Numeral within platinum symbol indicates song's multipiatinum level.
e PITBULL (ULTRA) THE TING TINGS {LOLUMBIA) . SOULJA BOY TELUEM 1COLLIPARK/INTERSCOPE) RIAA certification for net shipment of 500,000 singles (Goid).
. 938 16 19 13 BIRTHDAY SEX 4 WAYYOU MAKE ME FEEL @ Y ALL THE ABOVE &
g JEREMIH (MICK SCHULTZ/OEF JAW/0JMG) MICHAEL JACKSON (EPIC/LEGACY) MAINO FEAT T-PAIN (HUSTLE HARD/ATLANTIC) MUSIC VIDEO SALES CHARTS
e LOVE DRUNK GOODBYE D.O.A. (DEATH OF AUTO-TUNE) T : "
ggs 18 M3 o ke s CoLUMBI 12 GRISTINIA DEBARGE (S0DAPOP/ISLAND/IDJVG) 66 73 4 vazimoc nanoy) &R esidlceniticatioplioetiiiprentiofiZ3:000wnitgfor
0oy video singles. . RIAA gold certification for net shipment of
SEZ 17 6 OBSESSEDl 5 ALRIGHT @ - 10 NOT MEANT TO BE 50.000 units for shortform or longform videos. B RIAA platinum
0.2 MARIAH CAREY (ILAND) [DIMG) DARIUS RUCKER (CAPITOL NASHVILLE) THEORY OF A DEADMAN (604/RDADRUNNER/RRP) certification for net shipment of 50,000 units for video singles.
TEQ 18 29 12 WAKING UP IN VEGAS 9 HER DIAMONDS = IF IT KILLS ME | RIAA platinum certification for sales of 100,000 units for
E’L{g’ . KATY PERRY /A7 7011 ROB THOMAS (EMBLEM ATLANTIC) JASON MRAZ (ATLANTIC/RRP) shortform or longform videos. Numeral within platinum symbol
33% @ 37 g BATTLEFIELD 93 RIGHT ROUND 3 _ 4 LOVE STORY indicates song's multiplatinum level.
g"c’ﬁ JORDIN SPARKS (19/JIVE/JLG) FLO RIDA (POE BOY ATLANTIC} TAYLOR SWIFT (BIG MACHINE)
f,%?z 20 33 30 POKER FACE 64 I'M YOURS 4 @ _ 17 THEN ® DVD SALES/VHS SALES/VIDEO RENTALS
224 LADY GAGA (STREAMLINE KONLIVE/CHERRYTREE/INTERSCOPE) JASON MRAZ (ATLANTIC/RRP) BRAD PAISLEY (ARISTA NASHVILLE) @ RIAA gold certification for net shipment of 50,000 units or $1 mil-
8 3: at 3 MAN IN THE MIRROR 2 DOWN 0 e YOU DON'T BELONG lion in sales at suggested retait pri_cg. -.RIAA platinum certification
§3: MICHAEL JACKSON (EPIC/LEGACY) JAY SEAN FEAT LIL WAYNE (CASH MONEY.UNIVERSAL REPUBLIC) DAUGHTRY (1% KUA RMG) for sales of 100,000 units or $2 million in sales at suggested retaif
252 DON'T TRUST ME SMOOTH CRIMINAL WILL YOU BE THERE price. . IRMA gold cemﬁcz_it.ion fora ntunlmum sa]e of 125.000 units
g 1; 22 32 38 ;0.3 (pHOTO FINISH ATLANTIC/ARP) 2 4 INCHAEL JACKSON (EPIC/LEGACY) 72 10 4 yicArL JacKSON (100.£PIC SOUNDTRAXIEPICILEGACY) FRECEIED ‘;°"t‘"|"e ?fzzgorggnon.:at 'e;a;]for Itlhea";ca"y 'e'f:;cc’tpr.lc"
g2 BILLIE JEAN COME HOME SHOW ME WHAT I'M LOOKING FOR SIS Er Y EEIE e TS A A IR S b e BT
208 23 8 4\ oHARL IACKSON (EPIC/LEGACY) 1 ONEREPUBLIC WITH SARA BAREILLES (MOSLEVINTERSCOPE) @ = 9 CAROLINA LIAR (ATLANTIC) for non-theatrical titles. ~ IRMA platinum certification for a minimum
5 2= sale of 250,000 units or a dollar volume of $18 million at retail for
5% @ 53 19 NO SURPRISE 3 FALLING FOR YOU 74 35 4 BAD theatrically released programs. and of at least 50,000 units and $2
L8328 DAUGHTRY (1% ./ RMG) COLBIE CAILLAT (UNIVERSAL REPUBLIC) MICHAEL JACKSON (EPIC/LEGACY) million at suggested retail for non-theatrical titles.
223 THRILLER BLACK OR WHITE i YOU ARE NOT ALONE
:)’,’3? 25 ' 9 16 MICHAEL JACKSON (EPIC/LEGACY) 80 18 4 MICHAEL JACKSON (EPIC/LEGACY) ¥ 75 174 icHAEL JaCKSON (EPIC/LEGACY) %
Sjee o

Data for week of AUGUST 1, 2009 | For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data | 39
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= e
5E 85 TiTLE 55 =5 28 e
' =E23]| ARIST (IMPAINT / PROMOTION LABEL) R ARTIST (IMPRINT / PAOMOTION LABEL) S= =3’ ARTIST (IMPAINT ' PROMOTION LABEL) ;5E 23, ARTIST (IMPRINT / PROMOTION L ABEL)
o 1 1> ICANLOVEGAME o 1 10 ANREAEY THE cLivB a1 B0 o NEW DIVIDE T NEW DIVIDE
—ERLEN (ADY GAGA (STREAMLINE/KONLIVE/CHERRY THEE/INTERSCOPE) W 3 WKS GAIHEB _MALEY CYRUS (WALT DISNEY/HOLLYWOOD) e g ; B LINKIN PARK (MACHINE SHOP/WARNER BROS.) = e | LINKIN PARK (MACHINE SHOP/WARNER BAOS )
° 3 13 WAKING UP IN VEGAS 2 5 39 LOVESTORY o 5 7 SOUND OF MADNESS b 5 19 PANIC SWITCH
i _KATY PERRY (CAPITOL) TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIC) SHINEDOWN (ATLANTIC) SILVERSUN PICKUPS (DA
3 3 19 DONTTRUST ME 3 3 59 'MYOURS 3 3 7 USESOMEBODY 3 3 13 AINT NO REST FOR THE WICKED
¥ 30HI3 (PHOTO FINISH/ATLANTIC/RRP) _JASON MRAZ (ATLANTIC/RRP) KINGS OF LEON {RCA/RMG CAGE THE ELEPHANT (DSP/JIVE/ILG
4 4 15 |KNOW YOU WANT ME (CALLE OCHO) 4 5 44 WHAT ABOUT NOW 4 7 PANIC SWITCH o 4 g 21 GUNS
PHBULL l&'f_Rg) 3 DAUGHTRY (RCA/RMG) SILVERSUN PICKUPS (DANGERBIRD GREEN DAY (REPRISE}
o_f 7 7 | GOTTA FEELING o 6 26 YOUFOUND ME 5 7 21 GUNS o 7 45 SOUND OF MADNESS
§ 2 THE BLACK EYED PEAS {INTERSCOPE) . | THE FRAY (EPIC) _ GREEN DAY (REPRISE) SHINEDOWR {ATLANTIC)
o 10 & PN YOU BELONG WITH ME & 4 49 BETTERIN TIME § 7 AIN'T NOREST FOR THE WICKED 6 5 27 USE SOMEBODY
(T[T T TAYLOR SWIFT (316 MACHINE/UNVERSAL REPLBLIC) | LEONA LEWIS (SYC O J RME) __CAGE THE ELEPHANT (0SP, J'vE ILG) KINGS OF LEON (RCA/RME)
‘€3 ¢ 15 PLEASE DON'T LEAVE ME 7 g 33 LOVE REMAINS THE SAME 10 § WHISKEY HANGOVER 7 4 FEEL GOOD DRAG
2 ) PINK (LAFACE/JLG) : GAVIN ROSSDALE (INTERSCOPE) _GODSMACK (UNIVERSAL REF LBLIC . ANBERLIN (UNIVERSAL REPUBLIC)
o g 12 FIRE BURNING ° g 3 COME ON GET HIGHER g 7 CHAMPAGNE ° g 17 !'VE GOT FRIENDS
SEAN KINGSTON (BELUGA HEIGHTS/EPIC) _MATT NATHANSON (VANGUARD/CAPITOL) CAVO (REPRISE __MANCHESTER ORCHESTRA (CANVASBACK/COLUMBIA
°i g g KNOCK YOU DOWN o 17 19 HER DIAMONDS g 7 FEEL GOOD DRAG % 10 g NOTION
_ 4 KERI HILSON FEAT. KANYE WEST & NEYO (MOSLEY/ZONE INTERSCOPE) . ROB THOMAS (EMBLEM/ATLANTIC _ANBERLIN (UNIVERSAL REPUBLIC = KINGS OF LEON (RCA/RMG
BOOM BOOM POW LIGHT ON KNOW YOUR ENEMY NO YOU GIRLS
10 5 THE BLACK EYED PEAS (WILL.L.AM/INTERSCOPE) N el - "o DAVID COOK 9 RCA RMB) Nz GREEN DAY REPRISE) 10 9 20 FRANZ FERDINAND (COMINO/EPIC
: SECOND CHANCE H HOT N COLD JARS ; SINK INTO ME
gl n 2 _SNINEBOWN (ATLANTIC) = 'ﬁ 12 KATY PERRY (CAPITOL 164 CHEVELLE (EPIC o B ‘1 o TAKING BACK SUNDAY (WARNER BROS
12 14 44 !F TODAY WAS YOUR LAST DAY 12 12 5 LUCKY 4 7 BURNIT TO THE GROUND Q 12 g YOU'RE GOING DOWN
_NIEKELBACK& RRP) JASON MRAZ & COLBIE CAILLAT (ATLANTIC/RRP} NICKELBACK {ROADRUNNER’RRP) SICK PUPPIES {RMR/VIRGIN/CAPITOL
@ 47 g BATTLEFIELD @ 15 13 1.2.3.4 ' 41 7 DROWNING (FACE DOWN) a 13 4 JARS
MIN S_PAR_KS_(W JIVE/ILB) PLAIN WHITE T'S (HOLLYWODD o SAVING ABEL (SKIODCO/VIRGIN/CAPITOL) — CHEVELLE (EPIC
HALO IF YOU DON’T KNOW ME BY NOW SECOND CHANCE @ SAVIOR
1f‘ 22 vawlMUSIC WORLD/COLUMBIA) _14 10 24 SEAL {143/WARNER BROS vE B 7 SHINEDOWN (ATLANTIC] 175 _RISE AGAINST DGC/INTERSCOPE)
m 20 § GOOD GIRLS GO BAD 15 13 g4 JUST GO 15 14 7 SEXONFIRE @ %6 2 pevwisll IGNORANCE
b COBRA STARSHP FEAT. VTR (06 ey, D LIDNEL RICHIE (DEF JAM/IDJMG : KINGS OF LEDN (RCA/RMG) » LTI PARAMORE [FUELED BY RAMENVATLANTIC/RRP)
16 15 1o BIRTHDAY SEX @ 16 15 HERE COMES GOODBYE @ 20 7 FAEAUE NOTION 16 11 14 KNOW YOUR ENEMY
JEREMIH (MICK SCHULTZ/DEF JAM/IDIMG) RASCAL FLATTS (LYRIC STREET/HOLLYWOOD) = (LI xiNGs oF LEON (RCA/RME) _GREEN DAY (REPRISE -
| THAT’S NOT MY NAME m MY LIFE WOULD SUCK WITHOUT YOU | . KIDS SECOND CHANCE
G i3] _THE TING TINGS (COLUMBIA) 820 KELLY CLARKSON /1 9/RCA/RMG! 17 8 7 MGMT (COLUMBIA AT 18 4 _ SHINEDOWN (ATLANTIC)
| DO NOT HOOK UP @ IF TODAY WAS YOUR LAST DAY CARELESS WHISPER SEX ON FIRE
18 1315 KELLY CLARKﬂ_MQ/RCA/RMG) " m NICKELBACK (ROADRUNNER/RRP) 18 1’7 SEETHER (WIND-UP b 15 48 _KINGS DF LEON (RCA/RMG
.o} USE SOMEBODY m NO SURPRISE Pk THE NIGHT e KIDS
‘Q 23 4 KINGS OF LEON {RCA/RMG) - 2 6 DAUGHTRY (19/RCA/RIMG) 1gr 7o DISTURBED (REPRISE 1! 18 36 MGMT (COLUMBIA)
- { _DISTURBED (RE _MGMT
@ 97 4 BESTIEVER HAD @ 95 4 PLEASE DON'T LEAVE ME 20 19 7 LIFELINE @ 23 5 WHISKEY HANGOVER
T _ DRAKE (YOUNG MONEY/CASH MDNEV,’UNIVER§5LMDHMN) PINK (LAFAGE J.G = PAPA ROACH (DGC/INTERSCOPE GODSMACK (UNIVERSAL REPUBLIC)
fa 91 g NO SURPRISE ‘27 21 7 SECOND CHANCE ' 24 7 YOU'RE GOING DOWN @ 22 5 |T'S ALRIGHT
i DAUGHTRY (19 RCA/RMG) = - : SHINEDOWN (ATLANTIC) SICK PUPPIES {RMR/VIRGIN/CAPITOL 311 (VOLCANO/ILG
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Chartie Wilson claims back-to-back top
105, and his fifth overall, on Aduit R&B as
“Can’t Live Without You” cruises 11-9. The
singer’s previous fisting, “There Goes My
Bahy,” currently No. 7, darted to No. 1in
March and spent nine nonconsecutive
weeks atop the chart.
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MARIAH CAREY (ISLAND/IDJMG)
DOWNLOAD
LIL KiM FEAT. T-PAIN & CHARLIE WILSON (BROOKLAND/UNIVERSAL REPUBLIC)
SWAG SURFIN'
FL.Y. (FAST LIFE YUNGSTAZ) (MUSIC LINE/IDJMG)
NOT ANYMORE
LETOYA (CAPITOL)
GOD IN ME
MARY [ARY FEAT. K{ERRA *KIKI" SHEARD (MY BLOCK/COLUMBIA)
PLENTY MONEY
. _PLIES (BIG GATES/ELIP-N-SLIDE/ATLANTIC)
IMMA PUT IT ON HER
DAVZG FEAT.P DIDDY & YUNG JDC (BAD BOY/ATLANTIC)
" UNDER
PLEASURE P (ATLANTIC)
IMMA STAR (EVERYWHERE WE ARE)
JEREMIH (MICK SCHULTZ/DEF JAM/IDJMG)
- WHO'S REAL
| JADAKISS FEAT SWAZZ BEATZ & OJ DA JICEMAN (RUFF RYDERS/D-BLOCK/DEF JAWEUMG)
| HALLE BERRY (SHE'S FINE)
y HURRICANE CHRIS FEAT. SUPASTAAR (POLO GROUNOS/J/RMG)
4 5STAR
. YO GOTTI (POLO GROUNDS/J/RMG)
DANCIN ON ME
WEBSTAR & JIM JONES FEAT. JUELZ SANTANA (SCRILLA HILL/ET)
d “I D.O.A. (DEATH OF AUTO-TUNE)
.| JAY.Z (ROC NATION)
TRICK'N
MULLAGE (FROM THE GROUNGO UP/JIVE/JLG)
JUST A KISS
MISHON (DYNASTY/ZONE 4/STREAMLINE/INTERSCOPE)
WHYR U
1 AMERIE (OEF JAM/IDJMG)
MAKE HER SAY
H0 CUDI FEAT. KANYE WEST & COMMON (DREAM DAVG.0.00UNVERSAL MOTOWN)

TURN MY SWAG ON
~_SOULJA BOY TELLEM (COLLIPARK/INTERSCOPE)

DAY ‘N' NITE
|_KID CUD! (DREAM ON/G.0.0.D./UNIVERSAL MOTOWN)
CHAMPION
ACE HOOD FEAT JAZMINE SULLIVAN & RICK ROSS (WE THE BEST/DEF LAWDUMG)
BOOTY DEW
GS BOYZ (SWAGG TEAM/JIVE/BATTERY)
EPIPHANY (I'M LEAVING)
B CHRISETTE MICHELE (DEF JAM/IDJMG)
SUNSHINE
PHYLLISIA FEAT. NEYO & FLO RIDA (SOBE)

! LABEL) Sem
BEST | EVER HAD
ORAKE (ASPIRE/YOUNG MONEY/CASH MONEY,UMVERSAL MOTOWN
- KNOCK YOU DOWN
~ KERIHILSON FEATANYE WEST & NE-YO (MOSLEY/ZONE 4/INTERSCOPE}
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KUDOS FOR KEDAR

Joe collects his seventh consecutive top five debut on Top
R&B/Hip-Hop Albums and second straight No. 1 on Top Inde-
pendent Albums with his eighth studio release, “Signature.” With
Maxwell holding steady at No. 1 on the former chart, Joe snags the
Hot Shot Debut at No. 2 less than a year after his last album, “Joe
Thomas, New Man,” launched at No. 3 in October. That set
reigned for one week on Top Independent Albums. “Signature”
enters at No. 8 for his fourth top 10 on the Billboard 200 with
45,000 copies sold.

Chico Debarge, Joe’s Kedar labelmate, has his first entry in six years as “Addiction” bows at
No. 11 on Top R&B/Hip-Hop Albums. He last charted in 2003 with “Free,” spending five weeks
on the list after bowing at No. 83. “Oh No,” the new album’s first single, lifts 76-61 on Top
R&B/Hip-Hop Songs and re-enters the Adult R&B chart at No. 24.

—Raphael George

Go to www.billboard.biz for complete chart data
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Conjunto Primavera’s “la Historia De Los
Exitos” bows at No. 8 on Regional Mexican
Albums. It’s the band’s 16th top 10 debut
on the chart. The only acts with more top
10 entries are Los Tigres Del Norte (30),

EL CHAPO DE SINALOA (DISA)

Joan Sebastian returns to the charts with
“Te Ira Mejor Sin Mi” debuting at No. 21 on
Regional Mexican Airplay {4 million in
audience, up 286%) and at No. 26 on Hot
Latin Songs (4.9 million, up 323%). The

' LA HISTORIA DE LOS EXITOS FONOVISA 354127/UMLE

SALES DATA
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MONITORED BY

niclsen
SoundScan

niclsen
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up 23%) and 3-1 on Tropical Airplay (3.7 million, up 81%), Wisin & Yan-
del find themselves at the pinnacle of top charting artists. They are now
tied with Mana for the most No. 1s on Hot Latin Songs for a group or
duo, with five, and are tied with Juan Luis Guerra Y 440 for the most No.
1s on Tropical Airplay for a group or duo, with six. They've also spent 14
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Vicente Fernandez (26), Los Temerarios (22) of the year’s 32 weeks atop Latin Rhythm Airplay.  —Rauly Ramirez

and Los Tucanes De Tijuana (21).

single previews his new album “Portadas,”
due Aug. 26.
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HOT LATIN SONGS: 114 stations (58 regional Mexican, 30 Latin
TOP LATIN ALBUMS: See Charts Legend for rules and explarations. All charts
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CANTLAST A QAY (Alla Rose Music, BMI/Amencan
grue Music, BMI) RBH 5
CAN'T LIVE WITHOUT YOU (T And Me Music Publish-
Ag ASCAP/Universal Music - MGB Songs,
CAP/Demis Hot Songs, ASCAP/EM! Apnl Music Inc.
ASCAP/Faun(Iemr Music ASCAP/Underdog West
Songs, ASCAP/Almo Music Corp , ASCAP/Strange
Motel Music, ASCAP). HL/WBM, RBH 38
CAUSA Y EFECTO (Not Listed) LT 4
CHAMPION (Gutta Publications, BMI/Trac-N-Field Enter-
tanment LLC., ASCAP/Notting Dale Sengs Inc.
ASCAP/Tetragrammaton Music, ASCAP/Universal Music
Publishing, Inc , ASCAP/Niviac ayke Music, ASCAP/Uni-
versal Music - Tunes LLC., ASCAP/First N’ Gold Pub-
ishing, BMU/Sony/ATV Son%/’ s LLC. BMI/Ben-Ghazt
Music Inc, BMyWandenck usm BMVSugar Hifl Music

Publishing. M1, HLAWBM. RBH
CHEMICAL REACTION (Chaz Records BMI) RBH 100
48 |

Muzic Group, ASCAP) RBH 83
EW N[!} 3§AR TO YOURS (Imagem Music Limited.
IR
FUE $U AMOR (356 Music. BMI/Aguia Raid SESAC) 1T

FUTURISTIC LOVE (ELROY) (Leland Austin Publishing
Designee. BMYRicco Barmno Muzic. ASCAP/Trenchwerk
Music ASCAP/Grand Hustle Publishing, ASCAP/WB
Music Corp . ASCAP). WBM, RBH 71

EW.B. (EMI %ul Music Inc., ASCAP/D Myero Mitchelt
Musm ASCAP/EMI Virgin Songs. BMUBIg Kidd Music,
BMIDoxie Music ASCAP/MimI's Music
tions. BMVJRP Mustc. BMI). HL. RBH 79

GETTIN' YOU HOME (THE BLACK ORESS SONG)
(Runnin’' Behind Pubiishing. ASCAP/EMI Apnil Music
Inc . ASCAP/ Want To Hoid Your Songs, BMI). HL CS

23
GIVE IT TO ME RIGHT (God s Cg/m Publishing.
ASCAP/Son /ATV Tunes LLC. A CAP/Marqmse Songs

GIVES YOU HELL SmeHS Like Ph{{s Ed, ASCAP/Umvet
ongs, ASCAP,
GgélNG MYSELF (I Like Em Th\cke Mu51c ASCAP) RBH

GOO IN ME (EMI April Music Inc.. ASCAP/Wet ink Red
Music. ASCAP/That's Plum Song. ASCAPAt's Tea Tyme.
ASCAP) H100 88, RBH 16

GOIN' THRU CHANGES (Blue Toes Music Publishun
8§s1gnee ASCAP/Uncle Buddie's Music. ASCAP) RBH

GOGOBYE (Antonio Dixon's Muzik. ASCAP/EMI Apnil
Music Inc . ASCAP/Iving Music. Inc, BMVE D Duz-It
Music. BMVUnderdosg £as1 Songs. BMIDamien Duke
Music Pubhishing, ASCAP/Jaylen Adonis Music Publish-
ing, SESAC/Christian Combs Publishing. SESAC/Foray
Music, Inc  SESAC/Umichappell Music, Inc . BMI).

HL/WBM H100 58
GOOO GIRLS GO BAD éBlasl Beast Music. ASCAP/EMI
nl Music Inc . ASCAP/Lion Aire Publishing,
BMi/Warner-Tamerlane Publishing Corp . BMVSunshine
Terrace Music, BMI/Bug Music. incorporated, BMUJ
Kasher Publishing, ASCAP). HL/WBM. H100 12

HALLE BERRY (SHE'S FINE} (Chiistopher Dooley Pub-
lishing, BMI/An What Music, BMl/Croomsldcular usic
BMINandenwaver Music. BMI/Building 2 Music,
BMI/Cookies And Milk LLC, ASCAP/Polo Ground Music
Publishing. ASCAP/Play For Play N Skillz. ASCAP/Skillz
For Skiffz And Pla« Musik ASCAP/EMI April Music Inc .
ASCAP)

HALO B Day PuhllshmgS ASACP/EMI Apnil Music Inc .
ASCAP’Wme 2 Live, ASCAP/Koball Music Pubhshmg
Amenca, Inc . ASCAPHere's Lookin' Al You Kidd Music.
BMVBe)uga Heygms Music. BMY/Sony/ATV Songs LLC.

BMI), HL. H100 16, RBH 53

HATERS é gle In Publishing, ASCAP/Chis *CHRIZZO"
Fabich, GEMA/Thomas 'T CHUURCH' Church.
GEMAS& Hight Entertainment. GoR/Mixspinz Music,
BMI1 RBH 73

HE COULO BE THE ONE (Wonderland Music Company
Inc., BMI/Walt Disney Music Company, ASCAP} H100

23

HENRY CARTWRIGHT'S PROOUCE STANO (Hope-N-
Cal Music BMi/Trent Tomlinson Songs, BMI/Sangs Of
Springhish BMUSongs Of Dazanit, BMU/Gimme Them
Gimme Them Songs BM\/EIeven Katz Mustc. BMUCal v
Entertainment LLC, BMI) CS 4

ER DIAMONOS (U Rule Music, ASACP/EMI April Music

Inc.. ASCAP1, HL. H100 38

HERE WE GO AGAIN {IRH Publistung. ASCAP/Hey Kddo
Music ASCAP/Kobalt Music Pubiishing America, inc .
ASCAP/Part Time Buddha Productions, ASCAP) H100

an Produc-

Go to www.billboard.biz for complete chart data
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HOTEL ROOM SERVICE (Pibuli's Leggcv Pubiishing.
BMiAUniversal Music - MGB Songs. ASCAP/Jimipub.
BMUEME Blackwood Music. Inc, BMVSeny/ATV Songs
LLC, BMMarner-Tamerlane Publishing CO'E
BMI/Bemard's Other Music BMI/Music Of Ever Hip-Hop
BMIEMI Virgin MuS|c Lid . ASCAP/Cirysalts Music Ltd
PRS). HUWBM. H100 31

HURRY HOME (Year OX The Dog Music. ASCAP/Words &
Music ASCAP) CS 47

HUSH HUSH (Pop-Notch Music AB/Sengs Of Universal,
inc BMI/Josel Svediund Musik, AB/Songs Of
Windswep Pacific BMIP & P Songs Lic BMI/She
Reghts Music. BMi/Universal-PolyGram Internalional
asgélg/ai’enewvmes Music. Inc - ASCAF). HLAWBM

1

ICE CREAM PAINT JOB (Dorrough Music Pubhshlng
Cor lSjany, ASCAP"Minder Music Pubhishing ASCAP)

H100 54, RBH 14

1 D0 NOT HOOK UP (When I'm Rich You'll Be My Bitch,
ASCAPMWB Music Corp ASCAP/Bug Music, Incorporat-
ed. BMi/Son Of Reverend Bill Mu51c BMIEMI Black-
wood Music. Inc , BMI) HLWBM . H10053

IF ¥ KILLS ME (Goo Eyed, ASCAP/Sony/'ATV Songs
LL%OBQAQVSOHQS Of Universal, Inc . BMD), HL'WB
H!

IF THIS ISN'T LOVE (B-Uneek Songs, ASCAP/Universal
Music Publishing, Inc . ASCAP/GiveMeAlIMy Publishing.
ASCAP/EMI April Music In , ASCAP/TnT Explosive Pub-
hshing. ASCA ) RBH 30

IF TODAY WAS YOUR LAST DAY (Warnzr-Tamerlane
Puplishing Corp . BMI/Arm Your Dillo Publishing, Inc.
SQCANZero-G Music Inc.. SOCAN/Black Diesel.
SOCAN/Black Adder Music, SOCAN), WBM, H100 22

| GOTTA FEELING (vl 1 am Music, Inc BMV Jeepney
Music. Inc . BMI/Tab Magnetic Publishing, BMUCherry
River Music Co . BMIHeadphone Junkie Publishing,
ASCAP/EMI I;))nl Music inc , ASCAP/Square Rivoli Pub-
lishing, ASCAP/Square Rivoli Music, ASCAP/Shapiro,
Bemsten & Co., Inc . ASCAP/R:ster Editions, SACEM),
CLM/HL H100 1, LT 47

1JUST CALL YOU MINE (Right Bank Music Inc .
ASCAP/Lily Makes Music, ASCAP/Haber Corp..
ASCAP/EMI Apnit Music Inc., ASCAP/Ty Me A River
Music. ASCAP/Karles Music. ASCAP/KobaH Music Pub-

Ixsm‘%Amemca Inc, ASCAP). HL, CS 36

| KNOW YOU WANT ME (CALLE OCHO) (Don Williams
Music Group, BMIBig Eik Music BMVBalloonhead
Music Publishing. ASCAP/Ultra Tunes. ASCAP/Do It
Yourself Music Group S 1., SIAEUnwersal Music -
Careers. BMIPithull s Legacy Publishing, BMI/Marim-
bero Music Publishing, ASCAP/Universal Music - MGB
Sonys ASCAP), HLAWBM. H100 8, LT 7 RBH 95

I'LL BE THAT (Giandma Dynamite. ASCAP/Regan Music
Ptmlvsg’lag AéSCAP/Unxversat Music - Z Songs. BMI)

H

CS53

FLL JUST HOLD ON (WB Music Corp . ASCAP/Melis-
sa's Money Music, ASCAP/Get A Load Of This Music.
ASCAP/Encore Entertainment LLC BMIM! Noise
Music, BMVHnIb\Hy Poetry BMVRlo Nuevo Entertain-
ment, BMD, WBM, CS 13, H

| LOVE HéPAPI AYE AYE AYE) Son 4 My Seeds
Music. ASCAPWillane Music Inc., A CAP/North Port
MuS|C ASCAP/EMI April Music Inc , ASCAP), HL, RBH

I' M GOOD (More Water from Nazareth Publishing
ASCAP/EM! April Music Inc . ASCAP/EMI Blackwood
Music, Inc , BMi/Thernton Trust Punlushmg BMI/Neigh-

borhood Pusha Publishing, BMJ), HL. RBH 99

I'M iN MIAMI TRICK (Nu BO's Pub\lshmg ASCAPYH100

60

IMMA PUT [T ON HER (The Crawford Legaacy Music
Publishing ASCAP/Janice Combs Publishing BMVEMI
Apni Music Inc , ASCAP/Granny Man Publishing.
BMUMalik-Mekfi Music. BMWarmer-Tamerlane Pub-
lishing Corp BMIBasement Funk South, BMi/Noivak
South, SESAC/Delisa Curry Publishing, SESAC/Qwanell

Pubhishing, SESAC/Ohmydamn Publishing. SESAC/But- Ml/Riverzz f
i Pubhshmg SESAC/Z Daia Music Pubioning. BMI/Riverzar Music Pubhishing, BMI/Weebse Wrtin Coast Music. BMI/Chrysalis Songs. BW HL/WBM.
ASCAP), HLWBM. RBH 2 Egm/laLunaTunes. BMUJim Fermino Songs. SESAC) CS SHOW ME WHAT I'M LOOKING FOR (Maralone AB.

IMMA STAR (EVERYWHERE WE ARE) (Jeremy Felton
Publishing Designee. ASCAP/Keith James Publishing
Designee, BMI/Mick Schuitz PUD|IS|'NH% BM/Songs Of
Universal, Inc., BMI), HLAWBM.

I'M YOURS Goo Eyed, ASCAP]) H100 29

INDIAN SUMMER (Sony/ATV Tree Publishing. BMI/Bui-
falo Praine Songs. BMI/Showtilly Music BMI/Love
Monkey Music, BMI}, HL, CS 16

I NEED A GIRL (Naked Under My Clothes.
ASCAP/Chrysalis Music Publishing. ASCAP/Sony/ATV
Tunes LLC. ASCAP/Stellar Songs Ltd , BMIEM! April
Music Inc.. ASCAP), HL, H10054, REH 9

IN LOVE WITH ANOTHER MAN {Nappy Puddy Music.
ASCAP/Universal Music - Z Tunes LL ASCAP/ab\ack-
ants music publishing, BM), HLYWBM

1 RUN TO YOU (Warner-Tamerlane Pubhshm Cor
BMIDWHaywood Music BMI/RADIOBULLE SPuDI\Sh-
ing, BMYShaw Enuff Songs. Inc . SESAC/Multi-Songs.
inc.. SESAC/Sony/ATV Tree Publisting, B/ Tomdou-

Tgiasmusm BMI), HLWBM, CS 3, H100 36

IT HAPPENS (Jenmifer Nettes Puhlfshing, ASCAP/EMI
Blackwood Music. inc BMVDirkpit Music. BMMusiC
0of Slagg0 Tgraee BMI/Bobby's Song And Salvage. BMI).

| THINK | LOVE HER (Nol Listed) RBH 84
IT'S A BUSINESS OOING PLEASURE WITH YOU
(Stage Three Songs, ASCAP/Brelt James Cornelius
Music, ASCAP/Stage Three Music Inc - BMVMor Music
Productmns SOCAN/WarnerTamerlane Publishing
Corp . BMI/Anaesthelic Publishing, SOCAN}, WBM, CS

19

IT'S A GIRL THING (Wamer-Tamerlane Publishing Corp .
BhvlAJesse Lee Music, BMI/Curcle C Sony s ASCAP/FuII
Circle Music Publishing, LLC. ASCAP), CS 56

IWANT MY LIFE BACK (Sixteen Slars Mus;c "BMVFrank

Myers Music. BMHanPro Enfertaimment Group, Inc

ASCAP/Grand & Gee Music Group LP ASCAP) CS 35

| WAS HERE (Shaw Enufl Songs. Inc.. SESAC/Multi-
Songs. Inc., SESAC/AvaRu Music. Inc ,
SESAC/Crosstonn Uptown Music, ASCAP/Fintage
House USA, ASCAP/Brr.. Songs. ASCAP) CS &

JESUS IS LOVE (Jobete Music, Inc., ASCAP/EMI,
ASCAP) RBH 76

JOEY (Jennifer Nettles Publishing, ASCAP/EMI Black-
wood Music, inc., BMIDirkpit Music, BMU'Sony/ATV
Tree Publishing, BMUM:. Bubba Music. BM1) CS 27

JUST A KISS {Viva Panama. ASCAP/JoeGlo Music.
ASCAP/Sony/ATV Tunes LLC ASCAP/Two Works.
ASCAP/Bug Music. ASCAP/Music Of Windswept,
ASCAP/EMI April Music Inc. ASCAP/Roc Cor Publishing
& Music Famamanem LLC, ASCAP/Mars Force Music.
ASCAP/Northside Indepedent Music Publishing.
ASCAP/Bughuuse AS AP) HL/WBM, RBH 56

EL KATCH (Twiins House Of Music, ASCAP/Peermusic.
ASCAP)LT 17

KISS A GIRL (Universal Tunes, SESAC/Songs Of Univer-
sal. Inc . BMUVEden Valley Music, SESAC/Mary Rose
%usm BMUThird Tier Music LLC. BMI}, HL/WBM. H100

KNOCK YOU 0OWN (Danjahandz Muzik, SESAC/W B M
Music, SESAC/Kenokeg Music, ASCAPAUnwversal Music
Publishing. Inc , ASCAP/YRP Music Publishing,
BMi/Warner-Tamerlane Publishing Corp , BMI/Super
Sayin Publishiny hﬁ BMI/Yaslina Mus‘c blishing Inc ,
ASCAP/David M Ehriich Esq., PC . ASCAP/Please
Gimme My mbl(shxn?_‘lnc BM!/EMI Blackwood Music.
Inc, BMI), HL/WBM

KNOW YOUR ENEMY (WB Musm Corp ASCAP/Green
Daze Music ASCAP), WBM, H100 84

LAST CHANCE (WB Music Corp., ASCAP/Songs In The
Key Of B Flat, Inc, SESAC/Noontime South SESAC/EMI
Combine Music. SESAC/Foray Music. Inc .
SESAC/Jaylen Adanis Music Pubhshing, SESAC/Chnsi-
1an Combs Pubhshing, SESAC/Aztac Tracks ASCAP}
HL/AWBM, H100 67, RBH 6

EL LATIDO DE MI CORAZON (Not Listed) 1T 35

LIVING FOR THE NIGHT (George Straight Pubhshm%v
Designee/Bubba Strait Publishing Designee/Sony/A
écunggs%Musnc BMYUnwound Music, BMI) HL CS

H1

LOBA (The Caramel House Music BMIEnsign Music
Corporation. BMIRadeoman Music ASCAF/EM! Apnt
Music inc, ASCAP/EdICiones Musicates Clippers
S L Marmer Chappell Music Spain SA  SGAE Amalf
Coast Music, BMI/Chrysalis Songs. BMI) HL/WBM. LT 6
LOCO POR TI (ot Listed) LT 19

Lo INTENTAMOS (Not Listed) LT 3

LOL =} ¢April's Boy Muzik. BMI/Warner-Tamerlane Pub-

hshlné; Corp . BMI/No Quincydence Music Publisting,

BMV/Chet Huxtabie Publishing, BMI/Soulja Boy Tell'em
Music. BMI/Eiement 3 Hip Hop, BMiTakin' Care Of Busi-
ness, BMI/Radric Davis Music Group. ASCAP/EMI Black-
wood Music, Inc . BMI) HL/WBM. RBH 59

LONG LINE OF LOSERS (Kevin Fowler Music
Bgl/réﬂusw 0Of RPM, ASCAP/Category 5 Music. ASCAP)

4

C
LONG PAST GONE (tegan Mullins Music, BM/Cal IV
Songs, ASCAP/Cal IV Entertainment LLC, BMI) CS 51
LOVE DRUNK (Martin Johnson Music ASCAP/EMI April
Music Inc.. ASCAP/May gday Malone Music, ASCAP/State
One Songs America, ASCAP/S1 Songs. ASCAP/EMI
B\ackwood Musw rnc BMIReptillian Music BM),

LOVEGAME S am Germanctia p/k/a Lad, z
BMYSony/ATV Songs LLC, BMI/House Of Gaga Publish-
ing. Inc , BMV/GloJoe Music Inc BMVRedOne Produc-
fions LLC, BMI), HL, H100 7

LOVE STORY aylor Swm Musm BMVSony/ATV Tree
Publlsnmg BMI), HL, H100 40
LOVE YOUR LOVE THE MOST (Sony/ATV Tree Publish-
mgogl\é%/Sony/AW Acuff Rose Music, BMI), HL, CS 18,
H1

MAJIC (5 - Mu5|c HJbllshmg ASCAPUnlversaI Music
ZTunes LLC , ASCAP), HL/WBM RBH 63

MAKE HER SAY (Elsie's Baby Boy Publishing,
ASCAP/ery Good Beats, BMI/Hip Hop Since 1978,
BMU/Senseless Mustc Inc . BMi/Songs Of Universal Inc .
BMISony/ATY Songs LLC, BMV/RedOne Productions
LLC. BMi/House Of Gaga Pubiishing, Inc . BMI/Nay E]AX
Pub Music, BMIUniversal Music i Z Songs, BMi/
April Muswc inc ASCAP/Gifted Source Music.

ASC lg As A Fox Music. Ing , BMi/Foxx King Enter-
tainment, BMI/N8 Publishing. ASCAP/2 Tha Moon Pub-
Iishing, BMIWB Music Corp , ASCAP/2082 Music Pub-
lishing, ASCAP/James T. Brown. BMI/Brandon R
Metanchon. ASCAP/EMI Blackwoed Music, Inc .
BM(;/P‘EdSG Glmrge My Publishing inc , BMI), HL/WBM,
H100

MANOS AL AIRE (Nof Listed) LT 43

MAR ADENTRO g[MDsHy Sad Songs ASCAP/WB Music
Corp . ASCAP) LT 4

MAYBACH MUSIC 2 (First N' Gold Publisting.
BMV/Sony/ATV Songs LLC. BMY/Colione And Rock Pub-
lishing. ASCAP/WB Music Corp . ASCAP/NappyPub
Music, BMIYoung Maney Publishing Inc , BMIWarner-
Tamerlane Publishing Corg BMIPisase Gimme M
Publishing Inc.. BMVEMI lackwood Music, Inc . BMI),
HLWBM, RBH 91
ME GUSTA ME GUSTA (Not Listed) LT 25

ME HACES FALTA (Fonomusic, Inc. BMI) LT 46

MILLION BUCKS (Five 2 Fifteen Publishing, BMUSwizz

tz. SESAC/Universal Tunes SESAC/Songs Of Univer-

sa< Inc , SESAC ). H/WBM

MOO LA M0O (Cotion City Musvc Publlshmg

MR. HIT OAT HOE (Rickey Tremayne Harns, BMI:Montre-
al Lakesth Lee. BMI/D Ree, BMS) RBH 69

MUST BE LOVE (Marsky Music. BM)/Janice Combs Pub-
lishing. BMVEMI Biackwood Music. Inc . BMYJustin
Combs Pubfishing, ASCAP/EMI April Music Inc .
ASCAP/Anya Nicole Publishing. ASCAP/Aion Clarke
Pyblishiny. SESAC), HL. RBH

MY P RTNA OEM (Not Llsled) RBH 88

NI%OAZOUE ME RECUEROE A T (Crisma, Inc . ASCAP}
LT 4

NECESITO OE T1 (Sony/ATV Mexico, ASCAP/SACM
Latin, ASCAP) LT 30

NEVER GIVE YOU UP {Ugrmoe Music, ASCAP/Universal
Music Publisting, Inc . ASCAP/Universal Tunes.
SESAC/Songs In The Key Of Charlie O SESACY
HL/WEBM RgH 26

NEVER SAY NEVER (L tlle Bike Music, ASCAP/Lincoln &
Olle Music, ASCAP/EMI Apnl Music Inc...
ﬁggAP/Mokos Music, BMIZAaron Edwards Publishing,

AP) H100 49

NEW OIVIOE (Universal Music - Z Songs, BMIChesterc-
haz Publishing. BMU/Big Bad Mr. Hahn Music.
BMIMNondisclosure M%reement Music. BMIKenjt

ﬁti%yasm Musuc B |/Pancakey Cakes Music. BMI),

NOTME OEJES ﬂE AMAR (Jam Entertainment, Inc., BMI}
LT 23

NO SURPRISE {Surface Pretty Deep Ugly Music,
BMUniversal Music - Carers, BMVAnaesthetic Pup-
lishin V‘%/ SOCAN/Warner-Tamerlane Pubtishing Corp

jarner Chappell SOCAN/Sony/ATV Songs LLC.
BMVBud And Jo's Music, BMI), HL/WBM, H100 27

NOT ANYMORE (Umversal Music - Z Songs. BMI/Pen In
The Ground Pub!rshlng ASCAP/Ber Maejor Music. BMI).
HL/WBM, RBH 27

NOT MEANT TO BE {WarnerTamerlane Pubhshing Corp .
BMI/Tobor Songs, BMI/Team Togue Publishing,
SOCAN/Blinky bhshmg SOCAN/AN Apnl Fool Pub-
Iishing, SDCAN/Sunshine Terrace Music. BMI/ArtHouse
Entertainment LLC. ASCAP/Bug Music. Incorporated.
BMI), WBM, H100 61

NUMBER ONE (R Ke”ﬂ Publishing, Inc., BM|/Universal
Music - Z Songs. BMI/Nazdag Music. BMHit Distnct .
BMUSongs Of Unwersal. Inc., BMI), HLAVBM, RBH 81

e

OBSESSEOD (Rze Songs BMI/Songs 0f Universal, Inc..
BMi/Songs Of Peer Lid.. ASCAP/Universal Music Pub-
fishing, Inc , ASCAP/March th Publishing. ASCAP/2082
Music HJszhmg ASCAP/WB Music Corp . ASCAP),
HLAWBM, H100°20, RBH 23

OH NO (Joseph's Dréam. SESAC/563 Music Pubtishing.
ASCAP/Stli D;g in' Music, ASCAP/Umversa! Music -
MGB Songs, ASCAP), HL'Wi BH 61

0J0S QUE NO VEN (AIexls Y F|do Musm Publishing,
ASCAP/Sony/ATV Tunes LL.C, ASCAP/EMI Blackwood
Music inc, BMI/Biue Kraft Music Publisting, BMI LT 31

THE ONE (EM\ Blackwood Music, Inc., BM| odney
Jerkins Productions. BMI, HL, RBH 57

ONLY YOU CAN LOVE ME THIS WAY (Sony/ATV Songs
LLC, BMI/’SONKA/ATV Music UK. PRS/EMI Blackwood
Music, Inc., BM/Birds With Ears Music BMI) HL CS25

ON THE OCEAN 1Jchn Riff Music. BMI) RBH 17

OUT LAST NIGHT (Sony/ATV Milene. ASCAP/siandsoul
Music, ASCAP/Stage Three Songs, ASCAP/Brett James
Comelius Mu5|c CAP), HL. H100 56

DUTSIOE MY WINOOW (e re Going To Maut Music.

Ml/Mum -Songs. Inc SESAC/AvaRu Music. Inc ,
SESACEMI Apnil Music Inc , ASCAP/Salemo Songs,
ASCAPMr Coco Music, ASCAP) HL. CS 50

www.americanradiohistorv.com

PEOPLE ARE CWY Sony/ATV Tree Publishing
BMUTittawhirl Music. 8MI), HL. CS 1 H100 28
PLEASE DON'T LEAVE ME (P'rik Inside Publishing.
BMVEM) Blackwood Music Inc BMIMaratone AB
STIM/Kobalt Music Publising Amenica, Inc ASCAP)
HL, H10017

PLENTY MONEY (Firsi N Gold Publishing BMIZWarner-
Tamerlane Publishing Corp BMUYoung Drumma
ASCAPWB Music Corp ASCAP), WBM. RBH 28

THE POINT OF IT ALL (EMI Apil ML>IC nc
ASCAP/Songs Of Universal lnc BMI/Tappy Whyle s
Music BMI) HL/WBM RBH 2

POKER FACE (Stefan Germanona p/k/a Lad
BMUSony/ATV Sengs LLC, BMiHouse Of éam Publish
ing Inc , BMI/GloJoe Music Inc, BMVRedOne Produc-
tons LLC BMI} HL, H100 19 LT 39

P(L)TRZgN SEGUNDO (Prermum Latin Publishing. ASCAP)

PRETTY WINGS (BenAm: Music. ASCAP/EMI Apni
Music Inc , ASCAP/Sony/ATV Tunes LLC,
ASCAP/Muszewell. AS AP). HL, H100 48, RBH 2

PROPIEOAD PRIVADA (Not Listed) LT 48

QUE TENGO QOE HACER (Not Listed) LT 22
QUIEN ES USTED? (Paciic Latin Copyright Inc.
ASCAP/Universal-Musica Umca Publishing, BMI) LT 8

RADIO WAVES (Not Lisied) CS 48

RAMPING SHOP (Not Listed) RBH 80

RECUERDAME (Emi Musical S A de C.Vg LT 36

RED LIGHT (Crosstown Uptown Music, ASCAP/Kobait
Music Publishing Amenica. Inc , ASCAP/Crosstown
Downtown Sengs. BMI/Songs Of Kobalt Music Publish-
ing Amenca, Inc , BMI/Karles Music, ASCAP) CS 28

RIGHT ROUND (E -Class, BMI/Mail On Sunday Music.
ASCAP/Sony/ATV Tunes LLC, ASCAP/Kojaktrax Kasz
Money Publishing ASCAPA. Franks Publishing,
ASCAP/AsmSt Publishing Group West. ASCAPAWB Music
Corp, ASCAP/EMI April Music Inc , ASCAP/Roc Cor
Publishing & Music Famamanem LLC, ASCAP/Brunois
Music. ASCAP/Northside Independent Music,
ASCAP/Music Of Windswept, ASCAP/Buming Music
D, PRS/Mat Music. PRS/Westbury Music.
PRS/Roynet Music, ASCAP), HL/WBM. H100 42

ROCKIN’ THAT THANG (Songs Of Peer LId .
ASCAP/March Gth Pubiishing, ASCAP/2082 Music Pub-
lishing. ASCAP/WB Music Corp . ASCAP/Universal
Music Publishing, Inc . ASCAP/20.V1.6, ASCAP/0SS
Creahons, ASCA ) HL/WBM. RBH 39

ROCKIN’ THE BEER GUT (Butierboy Music BMi) CS 38

RUNAWAY (Hate And Purchase Music, ASCAP/Rockapop
Music. ASCAP/House Of Stylesonic Music. ASCAP/Kid
In The Korner, ASCAP), WBM. €S 22

SECONO CHANCE (Driven By Music, BMVE! Black-
wood Music, Inc . BMYTwo Of Everything Music,
ASCAPAWB Music Corp , ASCAP), HLMWBM, H100 21

SETNZ(;S MURIO EL AMOR (Seg-Son Music. Inc BMI)
i

SEXY ROBOTICA (Not Lisled) LT 24

SHE GOT HER OWN (Universal Music - Z Songs.
BMUI/Pen In The Ground Publishing ASCAP/Bulter Beats.
ASCAP/Debrandon Ink, ASCAP/J Brasco Mustc.
ASCAP/EMI Apni Music Inc - ASCAP/Sweet Summer

ght ASCAP). HL/WBM, RBH 50

SHE NEVER GOT ME OVER YOU (Sony/ATV Acuff Rose
Music BMU/Sony/ATV Tree Publishing, BMICo-Heart
Music. Inc , BMi), HL. CS 60

SHE WOLF (The Caramel House Music. BMVEnsign
Music Corporation BMI/Rodeoman Music ASCAP/EME
April Music Inc , ASCAP/EdICiones Musnca(es Clippers.
S'L MWamer Cnappell Music Spain S.A , SGAE/Amalfi

STIM/Kobalt Music Publishing Amer(ca, Ing
ASCAP/Monza Music. ASCAP) H100 79
SIDEWAYS (Sony/ATV Tree Pubushmg BMI/Beavertime
Tunes, BMUSony/ATV Cross KEKS Music Pubusnln%
ﬁS%\F;@Creature Sounds Publishing ASCAP), HL, CS 6,
1

SINCE YOU BROUGHT IT UP (Warner-Tamerlane Pub-
Iistung Carp , BMIZEIdorotio Music Publishing, BMVCal
IV Songs, ASCAP/Stupid Boy Music. ASCAP/Universal
Music Dhsnmg inc , ASCAP/Macirhyco Music
ASCAP), HLAWBM, CS 39

SI TE LLAME (Alvani Music Pubfishing, SESAC) LT 50

SLOW DANCE (Keriokey Music, ASCAP/Universal Music
Publishing Inc . ASCAP/Teninman Tunes., ASCAP/Univer-
sat Music - Z Tunes LLC., ASCAP/Millennium Kid Music
Publishing, ASCAP/Royal Court Music Pubhishing
ASCAP/WB Music Corp., ASCAP/Ncmng Dale Songs
inc . ASCAP), HL/WBM, Rl

SMALL TOWN USA (West Morame Music ASCAP/Welk
Music, ASCAP/Lichelle Music Company, ASCAPWB
Music Corp , ASCAP/Universal Music - Z Songs‘
BMYWest Bay St Music, BMI72820 Music LLC.
BMI/Watwedoiz Music. BMI), HLWBM, CS 15, H100 81

SOBEAUTIFUL (Soulchild ASCAP/Universal Music Pub-
lishing, Inc, ASCAP/1a Kasa Sote. ASCAP/EMI April
Music Inc , ASCAP) RBH 19

S0 FINE (Dutty Rock Music. PRS/EMI Apnil Music inc .
ASCAP/D; Genius Music ASCAP/CMM Publishing,
ASCAP/Nigel Statf Publishing, ASCAP/Ultra Tunes
ASCAPy HL, H100 59, RBH 92

SOMETHING SPECIAL (Will Downing Music Co ,
ASCAP/Uncle Buddie's Music, ASCAP/Notting Dale
Son s Inc , ASCAP/Mommg Crew, BMI) RBH 87

SOUND OF MADNESS (Driven By Music, BMIEMI
Blackwood Music, Inc , BMI/Two Of Everything Music,
ASCAPMusic Of Wlndswept ASCAP). HL. H100 87

SOUNOS LIKE LIFE TO ME (EMI Apn| Music Inc
ASCAP/Pittsburg Landing Songs. ASCAP/Warner-Tamer-
lane Pubtishing Corp., BMI/Immokalee Music,
BMI/Daphil Music, BMI), HLUWBM, CS 17, H100 9%

STRANGE (Warner-Tametlane Publishing Corp
BMI/Baatwright Baby, BMIThis Is Hit. Inc , ASCAP/froy
D Songs ASCAP/Sweet Summer Music,
ASCAP/Crosstown Uplown Music, ASCAP/Major Bob
Music Inc, ASCAP). WBM, CS 12, H100 8: 2

SUCCESSFUL (Warner-Tamertane Pubnshm Corp,
BI/Copyright Control/April's Boy Muzik, BMi/Young
NMoney Publishing Inc , BMI) H100 89. RBH 12

SUFRE (Universal Music - Careers, BMIWarner-Tamer-
iane Pubilishing Corp , BMI LT 11

SUGAR (E-Class, BMMail On SunﬁyMuswc
ASCAP/Sony/ATV Songs LLC BMI/Top Oualny Pubusr»
ing. BMI/Apartment 4 Publishing, ASCAP/Mal
lishing, ASCAP/GZ2538 Publishing. ASCAP) HL H1OO

90

SUMMER NIGHTS (Sony/ATV Cross Ke gs Music Pub-
hishing. ASCAP/Slage Three Songs. ASCAP/Brett James
Comelus Music, ASCAP/Stage Three Music Inc ,
BMUCrossiown Uptown Music. ASCAP/Koball Music
Publishing America inc , ASCAP), HL, CS 7. H100 44

SUN COME UP (8ad Ass Blu Dwision Music.
ASCAP/Sean1Music Publishing, BMEMI Blackwood
Music, Inc . BMI/4 Blunts Lit At Once Publishing.
ASCAP/First N" Gold Publishing, BMiNappyPub Music,
BBMVLglgwersal Music - Z Songs, BM{Maoney Mack, BMI)
RBH

SUNSHINE (Unwversal Music - Z Tunes LLC
ASCAP/Cecite Barker Publisting, ASCAP/Avant Garde
Music Publlsmn? ASCAP/niversal Music Publishing,
Inc , ASCAP/EMI April Music inc ASCAP/Carter Boys
Publlshmg ASCAP/Fiyte Tyme Tunes, ASCAP/LH Lu Lu
F’ul)llsmn%l1 BMI/Essential Vibe. BMYJanice Combs Pub-
ishing, BM/Babby Robinson, BMVEMI Blackwood
Music Inc BMI) HLWBM RBH 64

Data for week of AUGUST 1, 2009

™

SUPAMAN HIGH (R Keily Hmhsnl?\%alnc BM/Universal
Music - Z Songs BMI/MIH\OH&M& nlahty ASCAP/EMI
Apnl Music Inc . ASCAP). HL/WI

SWAG SURFIN' (Publishing Demgnee ASCAP)H100
97 RBH 22

TE AMO TANTO (M) Blackwood Music, e BMIY LT 29
TE IRA MEJOR SIN MI (Julianila Musical ASCAP) LT 26
TE LAVASTE LA CARA, EL MONO NO (De L2 Cosla
Pubhshm ASCAP) LT 4
TE PRE %Maxumo Agume BMULGA Music Pub-
ishinu, BMI) LT 1

TE VES FATAL \Not Llstedwﬂ 45

THAT'S NOT MY NAME (B Music Corp ASCAP/Play-
writer Music rRS/Sony/ATV Tunes LLC
ASCAP/Son/ATV Music UK PRS) HL/WBM. H100 41

THAT THANG (OMG Songs Nashville. BMi/Jody Stevens
Music, BMI'Songs Of One Mussc Gmuo SESAC/Mailbox
Dance Publishing SESAC) C

THEN (House Of Sea Gayle Musuc ASCAP/BIg Loud
Bucks BMI/Ta eroom Music, ASCAP/Music Of
Windswi CAP/Sonsqs 0Of Combustion Music
ASCAP,

THERE GOES MY BABY (1om's Kid Music
BMy/Sony/ATV Songs LLC BMIFAZE 2 Music
BMI/Southern Country Bog ASCAP/Boobie & DJ Songs
BiiIWamer-Tamerlane Pul bsmng Corp BMYClarence
Allen, ASCAPMay Twelfth BMI} BM RBH 34

THROW IT IN THE BAG (EMI nl Music Inc - ASCAP/J
Brasco Music, ASCAP/Sangs Of Peer Lid
ASCAPMarch 9ih Pubhshmg ASCAP/2082 Music Pub-
lishing. ASCAP/WB Music Corp . ASCAP), HL/WBM.
H100 70 RBH 15

TIPSY IN OIS CLUB (Dizmond Blue Smith Publishing
BI/Music Royale Publishing BMI/The Nicke! Publish-
ing, BMYBleu Carrot D|amond Publishing. BM/BlueStar
Publishing, BMI RBH

TDCANDO FONOO (Sony/ATV Discos. ASCAP) LT 41

TODAY (Fora, XMusm Inc.. SESAC/Send Me The Checks
Muste. SES C/Songs For Mo, BM/Orbison Music LLC
BhiY/EverGreen Copynghis. BMI) CS 44

TOES (Weimerhound Music, BMILI' Dub Music
BMV/Angelika Music. BMI/Brighter Shade, BM/Bu
Musuc mco rated BMU/Roadie Ocie BM) CS 4

TOGETHER (Sony/ATV Tunes LLC, ASCAP/EM! Apni
Muswc Inc ASCAP/Water Music Publishin
ASCAP/Stelar Sonﬁ}s L, BMI/ASlh & 3rdq Music Pub-
lishing Inc. BMI

TRICK'N (By Way ot 21 18 Punhshlng LLC. ASCAP) RBH

2

TRUST{SheWrole 1, ASCAP/Universal Music - MGB
Son?s ASCAP/China White Productions Inc . BMi/Daja-
musfolife, ASCAP), HL/WBM H100 72, RBH 10

TU CAMISA PUESTA Not usreg{ 1728

TU NO VALES LA PENA (Plata Music Publishing
BMi/Warmer-Tamerlane Pubhshlng Corp, BMbEm\ Must-
cal S A, de C V/Arpa Music. LLC, BMI) LT 34

TURN MY SWAG ON (S()UI]B i3 Boy Teli'em Music,
BMV/Croomstacular Music BMUElement 9 Hip Hop.
BMi/Takin Care Of Business, BMI/Big-N-Mage Mustc,
BMINatural Diaster Music. BMI/EMI lackwood Music
Inc, BMI), HL. H100 69 RBH

UNA VEZ MAS ( épaMus»c LLC, BMI} LT 49

UNDER (Tark 1176 Music. ASCAP/BIack Fountain Pub-
lishing ASCAP/Amomo Dixon's Muzik ASCAP/EMI April
Musc Ine . ASCAP/Notting Dale Songs inc .
ASCAP/Lonnalistic Hitz ASCAP/Songsdronnie,
ASCAP/Doverland 301 Music ASCAP/Thaand Music.
A CAP/K Stephens Music ASCAP/Warner-Tameriane

Co’\(f BMVSrlverpIatmumka Publishing

UP TO HIM (Finch Valley Music, BMVState One Copy-
mgms America, SESAC/The Bigger The{
SESAC/Cherry Lane Music SESAC) CLMWBM, CS 55
USE SOMEBOOY (Martha Stieel Music, ASCAP/Songs
0f Combustion Music, ASCAP/Music Of Windswent.
ASCAP/Foliowilt Music, ASCAP/McFeartess Music
BMUBug Music. Incory oraled BMI/Cofiee Tea or Me
Pubhshmg BMI) H100 1

"H

WAKING UP IN VEGAS (\When |'m Rich You'li Be My
Bitch ASCAP/WB Music Corp , ASCAP/Desmundo
Music, ASCAP/Andreas Casisson Pubiishing AB, STIM).
WBM. H100 10

WALKIN' ON THE MOON (2082 Music Publishing
ASCAPAWB Music Corp ASCAP/DaMyslro Music.
BMI/Sony/ATV Songs LLC BMI/Please Gimme My Pub-
lishing nc . BMVEM) Blackwood Music inc BMI
HLAWBM, H100 100, RBH 58

WALK WIT A OIP (Steve Morgan Music Publishing,
E;MI/TKO Body Snot Music. BMyBartenderz. BMI) RBH

WANTED (In Lala Land Music, BMI/EMI Blackwood
Music inc, BMY12 06 HJbllshm?wBMl/Malzoh -Ball
Music. ASCAP/Art For Art's Sake Music, ASCAP/Bug-
house, ASCAP/AriHouse Entertanment LLC, ASCAP/Bug
Music. Incorporated, BMY) HL. H100 71

WASTEO (Simone’s Daddy Music ASCAP/EMI April
Music {ac , ASCAP/RadnC Davis Music Grous
ASCAP/First N Goid Pubi |shmg BMI), HL, RBH 55

WATER (House Of Sea Gayle Music, ASCAP/Big Loud
Bucks, BMEMI Apm Mu3|c Inc. ASCAP/Didnt Have To
Be Music. ASCAP% L, CS 58

WELCOME TO THE FUTURE | {House Of Sea Gayle
Music, ASCAP/Big Loud Bucks, BMI) CS 21

WETTER (CALLIN YOU 0ADOY) (Staying High Music
ASCAP, Traxster Music ASCAP/isthe-
bridge ASCAP? H100 47 RBH 8

WHATEVER IT IS (Weimerhound Music BMVL!I' Dub
Music, BM{/Angelika Music, BMI} CS 5, H100 39

WHAT I'M FOR /&Crosstlre3 Music. ASCAP/Wounded Sky
Music ASCAP/Buiit On Rock Music ASCAPACG
Allance Music, ASCAP) CS 30

WHAT YOU 00 (EMI April Music Inc., ASCAP/Strauss
Co, LLC., ASCAP/Norma Harnis Music Publishing,
ASCAP/Chuck Harmony's House Pubiishing
ASCAP/Universal Music - Z Songs, BMYPen in The
Ground Pupfishing ASCAP), HUWBM. RBH 70

WHEN LOVE TAKES OVER (Square Rivoll Publishing
ASCAP/Square Rivol Music ASCAP/Shapiro Bernstein
& Co. Inc.. ASCAP/KGal Publlshmg ASCAP/Rister Edi-
tions. SACEM/Razor Boy Music Publishing. STIM) H100

WHO'S REAL %aewon s Publishing ASCAP/Justin
Combs Pubishing, ASCAP/EMI April Music Inc ,
ASCAP/Naki Levy, BM/Swiz Beatz. SESAC/Universat
Tunes, SESAC/Songs Of Universal, Inc . SESAC/Soul
Bliss Musw ASCA 'Noung Juice Pubnsmng ASCAP)
HL/WBM, Rl

WHYRU (Ml Suk Publishing. ASCAP/Universal Music
Publishing. Inc.. ASCAP/Sicker Than Your Average.
ASCAP/J Irama% nelic MC's. ASCAP/Andi-Girl Musnc
BMUPubiisting Corp Of Amenica. BMIWamer-Tamerlane
Pubhishing Corp., B ). HL/WBM, RBH 60

WILO AT HEAI Me!uscc inc , ASCAP/Primary Wave
Embiem. ASCAP/Year Of The DO%/I lusic. ASCAP/Darth
Buddha, ASCAP/Frufru Musm BMI), WBM, H100 74

YA ES MUY TAROE (R CP Hthshlng ASCAP) 2

Y AHORA QUE? Not Listed) LT 32

YO NG SE MANANA (Universal Music Publishing. Inc
ASCAPAWamerTamerlane Publishing Corp. BM% 716

YOU BELONG WITH ME (So/r'lij/ATV fee
BMi/Taylor Swift Music, BM mn? Shed Music,

AC/Barbara Orison Warld Publishing SESAG/CG.

BMD, HL,CS 4 H110 3

YOU DON'T BELONC: (Surface Pretty Deep giy Music,
BMYUniversal Musie - Careers. BMI), HLWBM H100

9
YOU FOUNO ME (Littl: Bike Music. ASCAP/Lincoln &
Ollie Music. ASCAP/EMI Apnl MuS|c Inc37ASCAP/Aamn

Echwards Publishing, ASCAP),
YOU'RE A JERK (New Boyz bnsmngHLLC BMi/Primary

Wave Emblem. ASCAP) H100 33 R

CHARTS LEGEND on Page 39

Chart Codes: CS (Hot Country Songs); H1Q0 (The Billboard Hot 100): LT {Hot Latin Songs) and
RBH (Hot R&B/Hip-Hop Songs) TITLE (Publisher - Licensing Org ) Sheet Music Dist, Chart, Position
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URNTABLE

Send submissions to: exec@billboard.com

RECORD COMPANIES: EMI Music appoints Syd Schwartz
senior VP for digital marketing, David Boyle VP of consumer
insight and validation and Eric Case VP of marketing plat-
forms. Schwartz was senior VP of digital strategy for EMI
Music in North America, Boyle was VP of commercial devel-
opment for EMI Music’s catalog division, and Case was co-
founder of Web product development consultancy nb.io.

Golden Music Nashville names Lauren Thomas associate
director of promotion. She was promotions manager at KMLE-
FM Phoenix.

Kidz Bop, a division of Razor & Tie Entertainment, ap-
points Sasha Junk VP of public relations. She was senior VP/
managing director at the Morris + King Co.

Universal Music Group Nashville promotes Regina Stuve
to senior director of artist and media relations and Amanda
Gavron to coordinator of promotion. Stuve was director, and
Gavron was an assistant.

PUBLISHING: Peermusic in Germany names Lars Ingw-
ersen managing director, effective Sept. 1. He was manag-
ing director at Warner Music Entertainment Central Eu-
rope in Hamburg.

DISTRIBUTION: 101 Distribution names Rick Williams GM. He
was owner/president of Perseverance Music.

RELATED FIELDS: MTV Networks Latin America appoints
Pablo Yacub general counsel. He was VP of business and
legal affairs.

CD/vinyl manufacturer Sound Performance USA names
Charlie Davis director of sales. He was administrative coor-
dinator for publishing at Downtown Records.

—Edited by Mitchell Peters

WORKS

ELTON JOHM HIV/AIDS BENEFIT SET FORNOV. 16
The organizers of Elton John’s annual An Enduring Vision
benefil hope to raise at least $2 million for AIDS/HIV preven-
tion and awareness, according to Elton John AIDS Founda-
rion executive director Scott Campbell.

The eighth annual event will be held Nov. 16 at Cipriani Wall
Street in New York. CNN anchor Anderson Cooper will host
the benefit, which will honor former President Bill Clinton;
philanthropists Evelyn Lauder, Leonard Lauder and Lily Safra;
and actress Sharon Stone. The presenting sponsor is Ameri-
can Airlines. Organizers haven't yet announced this year’s mu-
sical guest, but Campbell says John will briefly perform.

Campbell, who expects up to 800 attendees, says the bene-
fit typically raises between $2 million and $3 million. “Last
year we raised about $2.1 million,” he says. “We anticipate the
same range this year. Things are going well right now, so we
hope to get to that point.”

The money raised will go toward the Elton John AIDS Foun-
dation’s grant-making initiatives for HIV prevention programs
in the United States, the Caribbean and Lalin America. Last
year the organization distributed nearly $6.6 million in grants,
according to Campbell. “We really want to reach out and get
everyone’s support that we can, because it’s a challenging
year,” he says. “We're doing well but we need everyone’s help
to make sure we can continue to support our programs on a
level that we have in the past.”

Individual tickets lo the benefit cost $2,500, and tables are
$25,000. Tickets are on sale through EJAF.org. —Miichell Peters

Singer/songwriter Moi (left) with composer Michele Vice-Maslin and hit songwriter
Darrin “SuperPower” Baker.

SI'SA(, SE (,()ND ANNUAI_ S()N(:WRI '’ER’S BOOTCAMP

SESAC hosted the second annual Song-
writer’s Bootcamp July 17 at the Skirball
Cultural Center in Los Angeles. The event,
for which Billboard was a media sponsor,
is a free symposium for artists and song-
writers to learn about the music business
through panel lectures and discussions.
The Bootcamp featured such industry pro-
fessionals as Gail Perry from Three AM
Management, Michelle Belcher from Pri-
mary Wave Music, entertainment attorney
Allison Schwartz and Michael Rajna from
Konami Digital Entertainment, among oth-
ers. The event also featured “Speed Dating:
Could This Be the Magic at Last?”"—aspe-
cial rotating panel.of music executives who
answered questions on creating, publish-
ing, managing and marketing music.
PHOTOS: COURTESY OF TEAL MOSS

| ¥

Writer/composer Jason Miller with SESAC VP of West Coast
operations Ashiey Miller.

g !

From teft; SESAC associate dlrector of wnter/publlsher relations Josh Feingold, artist develop-
ment coach Nick Cooper and SESAC VP of writer/publisher relations Trevor Gale.

From feft: Konami Digital Entertainment associate director of music licensing Michael Rajna, Blazed Out Music CEO Christian Salyer, executive con-
sultant Danny Gardner, SESAC associate VP of writer/publisher relations and new technologies James Leach and WebSight Design chief technology
officer Lawrence Leach.

g

Feingold, SESAC ’Latma senior director J.J. Cheng ar,

www americanradiol
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A VIP crowd enjoyed cock-
tails and an evening of Whitney
Houston’s new album, “| Look to You,” at a recep- ’ s
tion hosted by Sony Music Entertainment chief creative : - x Nederlander
officer Clive Davis in New York’s Columbus Circle. RCA/Jive . executives welcome
Label Group chairman/CEQ Barry Weiss kicked off the evening by ' p . 8 —— o - ' X Andrew Bird to Los Angeles’

introducing Davis, who presented nine songs from the 11-track album. - Greek Theatre before his July 10 per-

Attendees included Alicia Keys and Swizz Beats (who wrote/produced formance in support of his latest CD,

and co-produced, respectively, the track "Million Dollar Bill*); Diane Sawyer; ‘Noble Beast.” From left: Nederlander

Gayle King; Martha Stewart; Vivica A. Fox; Steve Harvey; and Houston's mother, € Concerts senior director of talent
Cissy Houston; her cousin, Dionne Warwick; and her daughter, Bobbi Kristina. Paola Palazzo, Bird and venue GM Rena
From left: Weiss, Houston, Keys and Davis. PHOTO: COURTESY OF KEVIN MAZUR/WIREIMAGE.COM 7 Wasserman. pHOTO: COURTESY OF MITCHELL HADDAD

Two-time Academy Award-win-
ning "Slumdog Millionaire” com-
poser A.R. Rahman stopped by
Universal Music Publishing

! Group’s headquarters to cele-
brate the signing of an exclusive
! worldwide publishing deal.
Rahman is finishing the score to
“Couples Retreat”—a new
Universal Pictures film starring
Vince Vaughn—and will head
into the studio to begin work on
his first Interscope album after
being signed by Jimmy lovine.
From left: Collins Long Solicitors
partner and Rehman's lawyer
Simon Long, UMPG chair-
man/CEO David Renzer,
Rahman and his managers
Amos Newman and Sam
Schwartz, and UMPG VP of busi-
ness affairs Michael Rexford.

FLEET FOXES
BEGIN ANEW

A fleched-cut demos and then record in a shorter Global independent music publisher EverGreen Copyrights announced
an agreement July 20 to be the exclusive, worldwide administration
company of the songs of Joey Ramone (real name Jeffrey Hyman). The
announcement was made by EverGreen Copyrights co-CEOs David

Schulhof and Richard Perna, along with Mickey Leigh and Dave Frey of hei

[ the Estate of Joey Ramone. EverGreen will nandle the administration and

synch licensing to all of Ramone’s copyrights and his writer and co-pub-
lisher interests in more than 175 songs ne wrote or co-wrcte for the

Ramones. From left: EverGreen Copyrights senior VP John Melillo, Leigh
(as Mickey Ramone) and Schulhof. PHOTO: COURTESY OF EVERGREEN COPYRIGHTS

Kid Rock receives & trio of
plagues commemorating the three-times-platinum
sales of his album “Rock N Roll Jesus.” The plagues were
presented at his sold-out show at the PNC Bank Arts Center in Holmdel,
N.J. From left: 7-10 Music founder Nick Stern, Atlantic Records senior director -
of marketing and A&R Anthony Della and chairman/COO Julie Greenwatd, Rock, :
Atlantic Records GM/executive VP of marketing Livia Tortelta, Vector Management manager 3
Ross Schilling and Atlantic Records executive VP of interrational marketing Torsten Luth.

Wl system or transmitted, In any form or by any means, electronic, mechanical, photocopying, recording or otherwise, without the prior written permission of the publisher. 8iLLBOARD MAGAZINE
Jew York, N.Y. 10003-9595. Subscription rate: annual rate, Continental U.S. $299.00. Continental Europe 229 pounds. Billboard, Tower House. Sovereign Park, Market Harborough, Leicestershire.
t additional mailing offices. Postmaster: Please send changes of a~idress to Billboard, PO. Box 3595, Northbrook. IL 60065-3595. Current and back copies of Billboard are available on microfilm
t: Doug Kiine, BBathe YGSgroup.com, 1-800-290-5460. ext. 13 5. Under Canadian Publication Mail Agreement No. 40 21729 return i Canadian to DHL Global Ma 496
lion information, calt 800-658-8372 (outside U.5.: 847-559-7531) or e-mail billboard@espcomp.com. For any other information, calt 646-654-4400.
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PRESENTS

Billeoard
gntertain

Billboard’s Mobile Entertainment Live!, presented by Logic Wireless will explore how today's advanced devices
and applications have revolutionized the music industry and how artists, promoters and managers are using
mobile to promote and profit in new ways.

Hear from leading mobile, Web 2.0 and music

executives driving mobile enteriainment innovation ] i
during interactive keynotes interviews, case studies ?
and panel discussions _ " &k _ \
" r Bob Abbott Kevin Arnold Andrew Fisher Ashley Jex
Engage in intimate conversations with music - A&A General Partner CEO CEO Director of
. . Norwest Venture IODA Shazam New Media
superstars on how technology is expanding their Keynote Partners Bill Silva Ent.
fan base and changing their promotional strategies Conversation with
Find out about the hottest mobile entertainment
applications during technology dernonstrations and
Ask An Expert sessions with key davelopers SVP of BlackBerry
Platforms, , . }g N
Network with C-level executives during a Corporate Research In Motion Robb McDaniels Tim O’Brien Dorrian Porter Jonathan Zweig
o . . e . . CEO Head of Business CEO CEO
Speed Dating session and lively roundtable discussions INgrooves Development Mozes EpicTilt
Tapulous

(O T A CTIA WIREEESS IT& E 2009 i |

on of CTIA T

! Dr. Paul E. Jacobs
Chairman and CEO
Qualcoemm
Incorporated

Dr. Irwin Maz

No matter what your business is? healthcare, entertainment, fleet management or financial
planning? wireless can transform how you do business and International CTIA WIRELESS IT. &
Entertainment brings this possibility to life, This is the event where attendees and exhibitors
converge to generate dialogue, share ideas and debate the economics of mobile business.
Register Now! www.ctiashow.com

-

e VR W YV VWV VR N

\ ) & Save

SPONSORSHIPS: Matt Carona 646.654.5115 MCarona@Bi!lboard.com
REGISTRATION: Lisa Kastner 646.654.4643 LKastner@Billboard.com
CTIA HOUSING: 800.334.6147 - Omini Discount Rate Availabie $263/night

I www americanradiohid


www.americanradiohistory.com

DEDICATED TO MICHAEL ]ACKSON 1958-2009

REC

<" “BET broke ratings records in every way mogmoble whnle honoring
* f?’ the power and legacy of the incomparable Michael Jackson.

P
<&
X

53 BET Awards '09 Premiere
$# 6.6 HHLD RTG | 5.8MM HHLDS | 10.7MM VIEWERS's

#1 Telecast in BET History =~

(HHLDs, Viewers & Adults 18-49)°

o,

Rz
%

< ot

& . %
#1 Awards Shoéw oh TV among Black HHLDs  #1 Awards Show on TV among Blogk\/iewers
o f 4th Consecutive Year®  5th Consecutive Year
& #1 Awards Show on TV #1 TV Telecast among Blccks

among Blacks 18-34 and Blacks 18-49  on BET Awards Premiere Night
8th Consecutive Year®  8th Consecutive Year®

We thank our performers, music industry pariners,
oresenters and sponsors

BE'J.' Awa _' OQ.P euh e Rat-mg Househcd
Telecasts. *Measyfem 2/26/05-06/28/09 (Ltve vma‘k
J a e 980‘1‘
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