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Country Acts Feed Fans' 
Hunger For Patriotic Tunes 

BY PHYLLIS STARK 

and DEBORAH EVANS PRICE 
NASHVILLE -Patriotism and 
country music are so intertwined 
that it is almost a given now that 
the right anthem-one that is able 
to make a connection with country 
listeners -will quickly zoom to No. 
1 on the Hot Country Singles & 
Tracks chart. It happened with Alan 
Jackson's Sept. 11, 2001, reaction 
song, "Where Were You (When the 
World Stopped Turning)" and re- 
curred last summer with Toby 
Keith's Taliban- bashing "Courtesy 

of the Red, White & Blue (The 
Angry American)." Then came the 
current smash, Darryl Worley's 
pro -war "Have You Forgotten ?" 

The latter song has topped Bill- 
board's country chart for five 
weeks and boosted sales of Worley's 
new album of the same name to 
214,000 units in its first week. 
Have You Forgotten? debuts at No. 
1 on the Billboard Top Country 
Albums chart and No. 4 on The 
Billboard 200 this issue. By con- 
trast, Worley's previous best week 

(Continued on page 74) 

Apple Digital 
Music Effort 

Faces Hurdles 
BY BRIAN GARRITY 
NEW YORK -Apple Computer is 
diving into the digital distribution 
market facing many of the same hur- 
dles as other companies attempting 
to sell music files on the Internet. 
But its service will stand apart in one 
key area: the company's ability to 
generate buzz among consumers. 

While details are to be announced 
April 28, the industry is hoping that 
the design and ease -of -use hall- 
marks that have helped make hits of 
Apple's iTunes music management 
software and iPod music player will 
also drive the success of its distri- 
bution offering. 

(Continued on page 75) 

Bush Backing 
Aids RIAA Case 

BY BILL HOLLAND 
WASHINGTON, D.C. -The Bush ad- 
ministration is taking very seriously a 
9- month -old lawsuit that could give 
the record industry the power to 
obtain the names and addresses of 
alleged copyright infringers from 
Internet service providers (ISPs), 
according to key observers. 

The administration signaled its 
intent when the Department of Jus- 
tice (DOJ) filed an April 19 brief in 
support of the lawsuit the Recording 
Industry Assn. of America (RIM) filed 
against Verizon, a multi -state local 

(Continued on page 60) 

Hollywood Speeds Films 
To Home DVD Market 

REESE WITHERSPOON AND JOSH LUCAS IN 'SWEET HOME ALABAMA' 

BY JILL KIPNIS 
LOS ANGELES -"Let's wait for it to 
come out on video" may become an 
even more familiar refrain in the 
coming years, as new DVD titles 
arrive on retail shelves faster than 

they ever have before. Retailers and 
home video executives are praising 
the trend that they say leads to 
greater consumer support and 
lower marketing costs. 

Traditionally, there has been a 
six- to eight -month window be- 
tween a film's theatrical release and 
its home video appearance. But 
that time frame is being cut by as 
much as half for some titles as stu- 
dios seek new efficiencies. 

"I'm all for the quick window," 
says Zane Plsek, director of video for 
the Torrance, Calif. -based Where- 
house Entertainment chain. "It 
couldn't be better. The American 
public doesn't have a long attention 
span. People don't remember movies 
even if [they] made $60 [million] or 
$70 million at the box office." 

(Continued on page 75) 
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Youth Provocative Downtown LA Sweatshop Free 
T -shirts 

gassicGél Standard American I ClassicBabry aa 

American Apparel is a revolutionary 
design and manufacturing lab located in 
downtown LA. Not only are our garments 
the most cutting -edge available, they are 
made with a social conscience. No 
offshore or sweatshop sewing. 
Sweatshop -free T -shirts made in 

downtown LA. The next time you need to 
promote your issue on a T -shirt, 

panty, or sweatshirt, ask your screen 
printer to use American Apparel or call us 
for a referral. Individuals, visit our online 
store or your favorite retailer. To learn 
more about American Apparel, its 
amazing product line and groundbreaking 
business mission, visit our website at 
www.americanapparel.net 

.e ee americanapparel.net . v Sweatshop Free T- shirtsTM 
Made in LA 

American Apparel _ -. ., z.ehoo. St. Los Angeles. CA 90021 Tel: (213) 488-0226 Faz: (213)488-0034 
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THE #1 AL UM IN AMERICA! 
THE MOST ANTICIPATED ALBUM OF THE YEAR 

IS NOW THE BIGGEST ALBUM IN THE U.S! 

"This is a win beneath her wings! Clarkson glides through octaves 
with the masterful control of someone who's been doing this for 
decades. And her range is awesome: in a dozen tracks, she owns 
Pop, R &B, Country and Gospel." 
Entertainment Weekly 4/25/2003 

"At last! Kelly Clarkson's album Thankful does just what it needs 
to do, riding the melodic edge between her diva range and songs 
hip enough to appeal to youth. She tackles every genre of music 
with plenty to thrill." 
Billboard 4/26/2003 

Featuring the massive hit "Miss Independent" 
and the #1 smash "A Moment Like This." 

"KELLY CLARKSON'S DEBUT ALBUM PROVES 
AMERICA WAS RIGHT TO IDOL -IZE HER!" 
Entertainment Weekly 4/25/2003 

Executive Producer: Clive Davis / ASIR: Steve Ferrera / Additional A&R: Keith Naftaly / Management: Simon Fuller; 19 Management / A 19 Entertainment Production 
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Real's Listen Purchase Could Affect MusicNet 
BY BRIAN GARRITY 
and MATTHEW BENZ 

NEW YORK -RealNetworks' purchase of 
listen.com for $36 million in cash and stock 
could ultimately bring to an end Real - 
Networks' involvement in the MusicNet 
subscription service, its joint venture with 
Warner Music Group, EMI Recorded Music, 
and BMG Entertainment. Listen operates 
the Rhapsody online subscription service, 
which is distributed through more than 15 

companies, many of them broadband Inter- 
net providers. 

The acquisition follows Seattle -based Real's 
strategic investment in Listen in February. As 

part of that deal, Listen -which was previ- 
ously aligned with Microsoft agreed to use 
Real as its preferred technology platform. 

As part of the acquisition, Listen's execu- 
tive team will join Real. Listen CEO Sean Ryan 
will continue to lead his team as VP of music 
services for the RealOne division, reporting to 
Merrill Brown, senior VP of RealOne Services. 
Listen founder Rob Reid will join Real as VP 

of strategic development. Listen will remain 
based in San Francisco and continue to oper- 
ate music services for its customers and dis- 
tribution partners. 

Real CEO Rob Glaser characterizes the 
acquisition as a "doubling down" of its bet 
on digital music. The company is billing 
MusicNet -a business in which it is a lead- 

ing investor -as a back -end business -to- 
business services strategy and Listen as a 
"best -of- breed" front -end consumer offering. 
Listen spent an estimated $100 million devel- 
oping its service. 

Real says it will continue to offer its brand- 
ed version of the MusicNet service, RealOne 

Music, in addi- 
tion to Rhapsody. 
The company de- 
clines to discuss 
plans for RealOne 
Music moving 
forward; howev- 
er, a source says 
it is "highly un- 
likely" that Real 
will continue to 
offer its Music- 
Net service after 
the Listen acqui- 
sition is com- 

pleted, likely in the late -second or early - 
third quarter. 

Real has downplayed its MusicNet offering 
since the service was introduced to poor 
reviews in December 2001. Additionally, 
Glaser has stepped down as MusicNet chair- 
man, according to a recent Real filing with the 
Securities and Exchange Commission. 
Sources say the company has also withdrawn 
its representation from the MusicNet board. 

Real is the preferred -and, for now, 
only- technology platform for MusicNet. 
But MusicNet is expected to announce addi- 
tional technology partners in the near 
future, according to sources. Real declined 
to comment. MusicNet's only other distri- 
bution partner is AOL Music, which 
launched its version earlier this year. 

Real -which had cash, cash equivalents, 
and short -term investments of $309.1 mil- 
lion as of Dec. 31, 2002-will pay $17.3 mil- 
lion to cover the stock and vested stock 
options of Listen, plus 4.1 million shares of 
Real stock. At its April 23 close, Real shares 
were priced at $5. Once the acquisition clos- 
es, Real expects Listen to show an operating 
loss of $1 million -$2 million per quarter for 
the rest of 2003. 

Alan Davis, an analyst who follows Real for 
McAdams Wright Ragen in Seattle, says until 
more precise Listen subscriber numbers are 
known, it is unclear whether the deal makes 
financial sense for Real. Real CFO Brian Turn- 
er said Listen's subscribers number in the 
"tens of thousands." He and Listen declined 
to be more specific. 

Strategically, Davis says Real officials' 
public comments on the deal seem to indi- 
cate that regarding the development of its 
digital -music subscription service, "they like 
where Listen is at this point in time" more 
than they do MusicNet. 

Sire To Become Stand -Alone Label Again 
BY CHRIS MORRIS 

After lying dormant for 18 months, Sire Records is being estab- 
lished as a stand -alone entity and A &R outlet by Warner Bros. Records. 

Seymour Stein -who brought the 
label to Warner Bros. for distribution in 
1976 and sold it to the company in 1980 - 
continues as president, based in New York. 

Sire was first revived as an imprint in 
2002, when the Hives' album Veni, Vidi, 

Vicious came to Warner Bros. through 
a joint venture with Burning Heart/Epi- 
taph. The Swedish band requested that 
the record appear on Sire. 

Stein says, "That put me in direct 
contact with [Warner Bros. chair - 
man/CEO] Tom Whalley, and he said, 
`Hey, you know, other bands are corn- 
ing to me now and saying what a great 

label Sire is. Why don't we reactivate it ?' It was his idea." 
Stein is being joined by A &R executive Greg Glover, a former 

London Records A &R staffer and founder of the Arena Rock 

Record Co., a New York -based independent. (Glover will contin- 
ue to operate Arena Rock.) All promotion, marketing, and back - 
office functions for Sire will be fulfilled by Warner Bros. 

In 1999, Sire merged with London Records, the imprint for- 
merly headed by Warner Music Group chairman /CEO Roger 
Ames. In December 2001, London/Sire's existing staff was laid 
off, though Stein remained on board at Warner Bros., working on 
independent projects. 

During 27 years in the Warner fold, Sire introduced such acts 
as Madonna, the Ramones, Talking Heads, Depeche Mode, the 
Cure, Erasure, the Smiths, Barenaked Ladies, Everything But the 
Girl, and Seal. The label will remain an A &R- driven enterprise, 
according to Stein. 

"The indies are going to become much more important now," 
he says, "and any help I can [lend] as a bridge for some of these 
indies and some of their records [to Warner] -that is my mission." 

Sire has signed Detroit band the Von Bondies, formerly with 
indie Sympathy for the Record Industry; San Francisco's Distillers, 
previously with Hellcat/Epitaph; Canadian act Hot Hot Heat, orig- 
inally on Sub Pop; and former Capitol signee Less Than Jake. 
Morcheeba and Guster also remain on the roster. 

Clarkson Album, `American Idol' Single At No. 1 
BY CARLA HAY 
NEW YORK -If recent sales are any indi- 
cation, Fox TV show American Idol has 
become a consistently viable source of hit 
records: Two American Idol- related re- 
cordings, released April 15 on RCA Rec- 
ords, have simultaneously made chart -top- 
ping debuts. 

Kelly Clarkson, American Idol's first - 
season winner, has rocketed to No. 1 on 
The Billboard 200 this issue with her debut 
album, Thankful. According to Nielsen 
SoundScan, the album's first -week sales in 
the U.S. total 297,000 units (see Over the 
Counter, page 63). Meanwhile, the Ameri- 
can Idol single "God Bless the U.S.A.," 
recorded by the show's second -season final- 
ists, bows this issue at No. 1 on the Hot 100 
Singles Sales chart without the benefit of 

significant radio airplay. The single's first - 
week sales total is 101,000 units, making 
it the fastest -selling U.S. single of the year 
to date (see Singles Minded, page 63). 

RCA Music Group chairman Clive Davis 
tells Billboard, "American Idol has reminded 
people of their interest in pop music outside 
of traditional radio formatting. I think the 
show can revitalize pop music and help break 
new solo pop stars. When we made Kelly 
Clarkson's album, we didn't forget her origins 
on the show, but we treated her as we would 
any new artist with a spectacular voice." 

Clarkson's first single, "A Moment Like 
This," released shortly after her 2002 vic- 
tory on the show, was the fastest -selling 
single of last year (Billboard, Oct. 5, 2002). 
Her current single, "Miss Independent," 
has not been released commercially. 

The chart -topping sales for Thankful are 
the result of "a high level of curiosity for 
Kelly Clarkson's album after all this time," 
notes Mike Fuller, buyer for Amarillo, 
Texas -based retail chain Hastings Books, 
Music & Video. "The album's sales were 
also helped because `Miss Independent' 
isn't a retail single." 

The recent American Idol sales mile- 
stones indicate that the U.S. has now 
become part of the international trend of 
TV talent contestants whose recordings 
become immediate hits and often debut at 
No. 1 on the charts (Billboard, April 26). 
Fuller says American Idol's next winner (to 
be announced May 21) will likely have an 
out -of- the -box hit, but "it remains to be 
seen if these contestants will have long- 
term careers." 
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BMG Exec Heads New Global Structure 
BY CAROLYN HORWITZ 
NEW YORK- Following its recent realignment to a global man- 
agement structure (Billboard, Feb. 1), BMG Entertainment has 
created a centralized marketing division to support its labels world- 
wide. The move will eliminate a layer of management, with glob- 
al marketing heads now reporting directly to BMG executive VP 
Tim Prescott, who adds the title of chief marketing officer. Inter- 
national marketing heads previously reported to regional chiefs. 

Prescott will oversee the New 
York -based global marketing 
group, which consists of four major 
departments: global frontline mar- 
keting, strategic marketing (U.S.), 
international commercial group, 
and new- business development/ 
visual media. Prescott continues to 
report to BMG chairman/CEO Rolf 
Schmidt -Holtz. 

In a statement, Schmidt -Holtz 
said, "The creation of a cohesive 
marketing organization for the 
world will help us develop more 
global superstars and better lever- 
age our assets." 

Prescott points to a simplified reporting structure in this new 
approach. In a statement, he said, "BMG will now have a truly 
global marketing structure to support and amplify the creative 
power of our labels, repertoire centers, and artists." 

Global frontline marketing will be based in New York and 
develop worldwide campaigns for major releases and devel- 
oping acts. Supporting the team in New York will be staffers 
in Europe, Asia -Pacific, and Miami (for Latin America). John 
Fleckenstein, senior director of marketing for the Asia- Pacif- 
ic, has been upped to VP of global marketing, handling Arista, 
BMG U.K., and international. He will relocate from Sydney to 
New York and report to Prescott. A second VP of global mar- 
keting will be named soon, to work with RCA Music Group, 
Jive /Zomba, and BMG Germany /Switzerland /Austria. Addi- 
tionally, Mervyn Lyn, former marketing director in Europe, 
has been named VP of marketing and promotions Europe, 

based in London and reporting to Fleckenstein. 
Strategic marketing -which handles catalog exploitation, 

third -party licensing, and other functions -will continue to be 
led by executive VP Joe DiMuro, who now reports to Prescott. 
He previously reported to COO Michael Smellie. DiMuro con- 
tinues to oversee BMG Special Products/BMG Heritage executive 
VP Gary Newman, VP of strategic marketing Kenetta Bailey, VP 
of direct -response TV Dennis Garces, senior director of legal and 
business affairs Rachael Bickerton, 
and VP of finance and administra- 
tion Larry Parra. 

The international commercial 
group, which will work closely with 
strategic marketing, will consoli- 
date global catalog departments 
under New York -based senior VP 
Stuart Rubin. Among those report- 
ing to him are Lyn Koppe -who is 
upped from director of strategic 
marketing for Asia- Pacific to VP of 
commercial in New York -and 
Meir Malinsky, London -based VP of 
catalog marketing. 

New -business development/visual 
media will be headed by newly named senior VP Paul Katz, who 
formerly held key posts at Jive, Zomba Music Publishing, and 
Zomba Films. He will work with the labels on marketing via 
DVD, TV, film, and other media. 

In other BMG- related news, BMG Entertainment parent 
Bertelsmann has raised $500 million in a bond sale to U.S. 
institutional investors. The Gutersloh, Germany -based com- 
pany will use proceeds from the private placement -which 
was increased from an original size of $300 million -to pay 
down bank loans. Bertelsmann's debt swelled to 2.7 billion 
euros ($3 billion) at the end of 2002 -from 859 million euros 
($943 million) the year before -after it acquired the part of 
Zomba Music Group it didn't already own for $2.74 billion 
(Billboard, Dec. 7, 2002). 

Additional reporting by Matthew Benz in New York. 
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Genre -Breaking Artist Simone Dies At 70 
Civil-Rights Icon Is Known For Such Signatures As 'I Put A Spell On You' 

BY CHRIS MORRIS 

Journalist/author David Nathan, 
who knew Nina Simone from the time 
he established her first fan club in 
England in the mid -'60s, recalls the 
singer as "daring, gutsy, unrelenting, 
uncompromising." 

Nathan adds, "She would not sub- 
mit to being seen within a musical 
parameter. She was an artist who was 
without categories." 

Simone, 70, died April 21 at her 
home in the south of France. No cause 
of death was announced, but she had 
recently battled cancer. 

Born Eunice Waymon in Tryon, 
N.C., she played piano from the age of 
4 and studied classical music at the 
Juilliard School of Music. Working ini- 
tially as an accompanist, Simone was 
signed to indie Bethlehem Records and 
scored her only top 40 pop hit in 1959 
for the label with her version of George 
Gershwin's "I Loves You, Porgy." 

Simone recorded prolifically during 
the '60s and '70s for Colpix, Philips, and 
RCA Victor. An eclectic performer, she 
effortlessly shattered the boundaries 

In The News 
EMI Recorded Music is set to 

launch the biggest European mu- 
sic download initiative by a record 
company in Europe. It will sell 
online more than 140,000 tracks 
from 3,000 -plus EMI acts, allowing 
consumers to legally burn music 
onto CD -R, copy tracks to portable 
players, and purchase singles 
online as soon as the songs are 
serviced to radio and in advance of 
their commercial release on CD. 
The service will launch on more 
than 20 music retail Web sites in 
six different European countries. 

Macrovision, a vendor of content 
protection and security technolo- 
gies, has confirmed a licensing deal 
with Microsoft. The move enables 
Macrovision's CDS -300 software to 
produce "dual- session" discs, 
which can play on both CD players 
and PCs. The software, introduced 
in January at MIDEM, already in- 
corporates Microsoft digital- rights- 
management protocol that will 
allow labels to designate which 
songs on a CD can be exported to 
portable devices or burned to disc. 

Three people were arrested April 
23 in Sydney for using Australia - 
based Web site MP3 WMA Land, 
which authorities claim digitally 
delivered without authorization 
music worth $70 million Australian 
($43.4 million). The raid was the 
first major investigation of illegal 
Internet activity by the Music Indus- 
try Piracy Investigation unit, creat- 
ed under the Digital Agenda Amend- 
ments to the Copyright Act in 2000. 

between pop, R &B, blues, folk, and jazz. 
She charted with sonorous rendi- 

tions of the blues standards "Nobody 
Knows You When You're Down and 
Out" and "Trouble in Mind." Her sim- 
mering arrangement of Screamin' Jay 
Hawkins' "I Put a Spell on You" be- 
came one of her signatures. Her '60s 
compositions "Mississippi Goddam," 
"Four Women," and "To Be Young, 
Gifted and Black" became identified 
with the civil -rights struggle; the last 
song became the title cut on a 1972 
album by Aretha Franklin. 

At home interpreting material by 
writers as diverse as Kurt Weill, 

Jacques Brel, Leonard Cohen, George 
Harrison, and Bee Gees, Simone was 
a popular attraction in nightclubs and 
concert halls and at festivals through 
the '60s and '70s. But along the way, 
she acquired a reputation as an intran- 
sigent artist who castigated impolite 
audiences and warred with promoters. 

In 1974, fed up with the music busi- 
ness and what she viewed as a prevail- 
ing climate of racism in the U.S., 
Simone left the country for good. First 
taking up residence in Barbados, she 
would later live nomadically in Liberia, 
Switzerland, the Netherlands, and 
France. For the rest of her career, she 
recorded sporadically for a number of 
independent and foreign labels. In 
1991, she published a caustic autobi- 
ography, I Put a Spell on You. 

In 1993, Simone returned to the 
majors one last time with the Elektra/ 
Asylum album A Single Woman. She 
toured into the new millennium, but 
ill health forced her to cancel concert 
dates earlier this year. 

She is survived by a daughter, Lisa, 
who sings professionally as Simone. 

AOL TW, Viacom Post 
Strong Ql, But Struggle 

BY MATTHEW BENZ 
NEW YORK -AOL Time Warner (AOL 

TW) reported a profit and an increase in 
revenue for first -quarter 2003, despite 
declines at Warner Music Group 
(WMG), and confirmed that it is con- 
sidering a sale of WMG's disc- manufac- 
turing unit (Billboard, March 29). Mean- 
while, Viacom posted a strong quarter, 
though its radio division struggled. 

'We are in the early stages of explor- 
ing the possible sale dour music man- 
ufacturing business," says Jeff Bewkes, 
chairman of AOL TW's entertainment 
and networks group, which includes 
WMG. 'This is a business that we clear- 
ly would consider exiting for the right 
price." Morgan Stanley is believed to be 
shopping the unit, which makes CDs 
and DVDs. It could fetch $1 billion. 

For the quarter, WMG had an oper- 
ating loss of $14 million, compared 
with operating income of $20 million 
in the same period last year. This was 
because of a 4.4% decline in earnings 
before interest, taxes, depreciation, and 
amortization to $87 million and high- 
er amortization costs. Sales fell 3.5% 
to $914 million, as DVD- manufactur- 
ing revenue and favorable currency 
exchange rates were not enough to off- 
set declines in music shipments. 

Overall, AOL TW revenue rose 6.3% 
to $10 billion. AOL TW posted net 
income of $396 million, or 9 cents per 
share, compared with a net loss one 
year ago of $54.2 billion, or $12.25 per 
share, when it took a $54.2 billion 
goodwill writedown. AOL TW CEO 
Dick Parsons adds that there was noth- 
ing to say at present about Securities 

and Exchange Commission and De- 
partment of Justice investigations into 
the company's accounting. 

Viacom reported $6.1 billion in first - 
quarter revenue, up 7% from first - 
quarter 2002. Its profit was $443.1 mil- 
lion, or 25 cents per share, vs. a net loss 
of $1.1 billion, or 63 cents per share, 
one year ago when it took a $1.5 bil- 
lion impairment charge. 

Viacom's Infinity Broadcasting radio 
division had the weakest showing, with 
revenue down 2% to $443.8 million and 
operating income flat at $190.6 million. 
Viacom president/C00 Mel Karmazin 
says that consolidating stations under a 
single operator and selling ads for clus- 
ters of stations have not helped increase 
revenue. 'We need to take a look at the 
way we're structured," the radio veter- 
an says, without discussing specifics. "In 
this strong advertising market, radio 
needs to grow its top -line revenue at 
least in high single digits." 

Viacom's cable networks generated 
revenue of $1.2 billion, up 13 %, as 
MTV Networks ad sales rose 18 %. The 
division's operating income rose 21% 
to $432.2 million. 

Separately, as expected, Viacom has 
agreed to buy AOL Time Warner's 
50% stake in Comedy Central for $1.2 
billion in cash, giving it full ownership 
of the cable channel. 

Rating agency Standard & Poor's 
(S &P) said AOL TW's disposal of 
Comedy Central was "a modest posi- 
tive" in the company's debt -reduction 
program. Yet the agency said AOL 
TW's BBB+ rating will likely remain 
under review. 

A LOOK AHEAD 

Madonna's `Life' Is Set For No. 1 
BY KEITH CAULFIELD 
and GEOFF MAYFIELD 
LOS ANGELES- Madonna is poised 
to debut atop The Billboard 200 next 
issue with American Life. The Mav- 
erick/Wamer Bros. set should move 
in the neighborhood of 225,000- 
250,000 units, according to projec- 
tions based upon first -day sales. The 
album could sell more, as she has a 
few TV appearances lined up for the 
week, including a guest slot on NBC's 
Will & Grace. 

Madonna's previous studio set, 
Music, started with 420,000 in the 
Oct. 7 issue of 2000. American Life's 
slower start could be attributed to 
the less- than -warm reception at 
radio to the album's first single -the 
title track. This issue, it is No. 67 on 
the Hot 100 Airplay chart with about 

21 million in audience. By compar- 
ison, when Music arrived in stores, 
that album's title cut was already No. 
5 on the airplay chart, with 77 mil- 
lion in audience. 

Still, Madonna is on course to beat 
the Nielsen SoundScan opening 
weeks of such albums as Erotica 
(1992) and Bedtime Stories (1994). 

In contrast to the busy Easter - 
week release schedule that places five 
new albums in the top 10, Madonna 
led a light April 22 slate. The next - 
highest bow should be Mobb Deep's 
Free Agents: Murda Mix Tape, which 
is expected to shift around 50,000. 
The outfit's CD is being distributed 
by indie Landspeed, while its last 
major -label release was Infamy, a 
Loud/Columbia set that opened with 
140,000 in 2001. 

Market Watch 
A Weekly National Music Sales Report ï :i:` - : CT ; i i . 

atal 198,795,000 182,073,000 ( 8.4 %) 

,Albums 194,066,000 179,400,000 ( 7.6 %) 

Singles 4,729,000 2,673,000 ( 43.5 %) 

YEAR -TO -DATE SALES BY ALBUM FORMAT 

2002 2003 

( 5.4 %) 

( 44.9%) 

( 20.6 %) 

CD 

Cassette 

182,772,000 

10,827,000 

467,000 

172,869,000 

5,968,000 

563,000 Other 

tis Week 13,454,000 This Week 2002 10,775,000 

ast Week 11,088,000 Change 24.9% 

hange 21.3% 

This Week 13,172,000 This Week 2002 10,530,000 

Last Week 10,916,000 Change 25.1% 
r=....-._... 20.7% =MOM 

Sis Week 282,000 This Week 2002 245,000 

ast Week 172,000 Change 15.1% 

Change '64.0% 

YEAR - -DATE ALBUM SALES BY STORE TYPE 

2002 2003 

Chain 99,801,000 92,022,000 (4-7.8 %) 

Independent 25,581,000 20,401,000 ( x20.2%) 

Mass Merchant 61,915,000 60,175,000 ( 4-2.8 %) 

Nontraditional 6,768,000 6,802,000 (Q0.5 %) 

YEAR -TO -DATE ALBUM SALES BY STORE LOCALE 

2002 2003 

City 44,912,000 40,591,000 (4-9.6 %) 

Suburb 79,924,000 75,877,000 ("Q-5.1%) 

Rural 69,230,000 62,932,000 (4-9.1 %) 

ROUNDED FIGURES FOR WEEK ENDING 420/03 

Compiled from a national sample of retail store and rack sales reports collected, compiled, and provided by 1 Nielsen 
soon:k 
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