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Visit Billboard.com for
exclusive video including
Jay Sean performing his
brand-new No. 1, “Down,”
at Billboard’s studios and
Canadian metal act Anvil
discussing the
documentary that brought
it newfound success.

FILM& TV

This conference, set for
Oct. 29-30 at the Beverly
Hilton in Los Angeles, will
feature a keynote by Mary
J. Blige. For more
information, go to
billboardevents.com.
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streaming service has taken Europe by storm.
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and profit—in the U.S.?

TOURING

» Campus concerts adjust
to ttght economy. Plus: On The Road

MUSIC

Flyleaf
confronts
mortality on its
second album.
Global Pulse
6 Questions: Glen
Hansard
Reviews
Happening Now

IN EVERY
ISSUE
Opinion
Marketplace
Over The Counter
Market Watch
Charts
Executive
Turntable,
Backbeat, Inside
Track

ON THE COVER: Alejandro Fernandez photo by David Franco

TOURING

At the Billboard Touring
Conference—Nov. 4-5in
New York—Ozzy
Osbourne will receive the
Legend of Live honor and
Kevin Lyman the
Humanitarian Award. For
more information, go to
billboardevents.com.
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MEDIA AND MONEY
This conference—Nov. 12-
13 in New York—brings
together leaders in media,
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finance for keynote
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Working Together To Save The Music

Internet Services Present A Challenge—And An Opportunity—For Radio

BY JASON TURNER traditional radio will soon disappear?
[ doubt it—Dbut only if traditional radio
doesn’t make the same mistake that la-
bels did in the late '90s when they ig-
nored the rise of the MP3 format. Radio
programmers must tap into these so-
cial networking sites to connect with
the next generation. Perhaps there are
ways for terrestrial stations to imple-
ment Pandora-like programs on their
station Web sites, which will generate

Record labels took another shot to the
gut Aug. 21, this time from the Second
Circuit Court’s ruling in Arista Records,
et al. v. Launch Media. The court held
that Yahoo's Launchcast wasn’t an in-
teractive service as defined by the Copy-
right Act.

Unfortunately, for labels, this means
that one more potentially significant
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Launchcast, as well as other similar In-
ternet radio services like Pandora and
Last.fm, must only pay the minimal
statutory licensing fees set by the Copy-
right Royalty Board through SoundEx-
change to the owners of the recordings.

This ruling is well-reasoned despite
the labels’ sensible displeasure with it.
But when coupled with the continuing

listeners to the new music being mar-
keted by labels.

The labels must also pitch in, how-
ever. It’s reasonable to feel empathy for
them, since record sales continue to
plummet at staggering rates. It seems
that full albums are disappearing into
the sunset. The attention span of the
millennials is but a few seconds, if you're
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same boat and help find a solution. None
of us can afford to ignore the perceived
problem. Especially because it may ac-
tually be an opportunity. oee

problem.

Especially
because it may
actually be an

establish laws to promote the progress
of science and useful arts. (Granted, it
wasn’t until 41 years later through the
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include services “that enable a mem-
ber of the public to receive a transmis-
sion of a program specially created for
the recipient, or on request, a transmis-
sion of a particular sound recording.”
Up until then, nearly all the services on
the Internet were deemed noninterac-
tive, since the content was chosen for
the listener.

There’s no doubt that college stu-
dents and younger children these days

became popular in the "90s, the record-
ing industry quickly began publicizing
its concern that existing copyright laws
couldn’t protect it from piracy.
Partially due to these concerns, Con-
gress enacted the Digital Performance
Rightin Sound Recordings Act of 1995,
which was the first time that the own-
ers of sound recordings were afforded
the exclusive right to perform sound
recordings (albeit an extremely narrow
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>>>STAGE-
COACH 2010
HEADLINERS
ANNOUNCED
Keith Urban, Toby
Keith, Brooks & Dunn
and Sugarland will
headline the 2010
Stagecoach country
music festival, to be
held April 24-25 at the
Empire Polo Club in
Indio, Calif. Tickets go
on sale starting at $99
for two-day passes
Oct. 16. Goldenvoice,
the Messina Group
and Moore
Entertainment Group
will produce the
event. The 2009
Stagecoach grossed
$6 million and drew
more than 79,000
fans, according to
Billboard Boxscore.

>>>WMG
PARTNERS
WITH
OUTRIGGER
Fresh off the heels of
its new licensing deal
with YouTube, Warner
Music Group has
named Outrigger
Media as a key
advertising sales
partner. Under the
deal, Outrigger will
work with WMG
marketing staff to sell
advertising and
generate other
sponsorship
opportunities around
the label’s artists and
content online. WMG’s
recent YouTube deal
allows it to sell its own
ads around the music
videos posted to the
site. Outrigger is the
first company named
to fill that role.

>>>LIVE
NATION GOES
WITH COKE
Live Nation has forged
a multiyear
sponsorship and
marketing alliance
with Coca-Cola that
makes Coke the
official soft drink in
most of Live Nation’s
U.S. venues. One
example of potential
marketing initiatives:
This holiday season
the 12 million
members of My Coke
Rewards will be able
to bid for Live Nation
tickets, artist
merchandise and VIP
trips to House of Blues
shows across the
country.

ORCHARD PRUNING

Most of the time, test-driving
acar resultsin nothing more
than a sales pitch, automobile
envy and a brief sample of
that new car smell. But for
music fans in select markets

taking a Kia Soul out for a
spin gets them something
more: a free concert.

The shows are part of an
ambitious marketing effort
launched by Kia in hopes of
attracting a younger audience
to its Soul marque, which
launched in March.

Dubbed the Kia Soul Collec-
tive, events are held on week-
ends in 10 different cities; so
far, six have taken place, with
four planned for Atlanta,
Boston, New York and Los An-
geles. Recent gigs have fea-
tured acts like N*E*R*D
MGMT and Against Me; fu-
ture shows will include sets
from Atlas Sound, the Pains
of Being Pure at Heart and Sil-
versun Pickups.

The campaign also includes
a Web site that features a
download of an original track
by Janelle Monae, branded cell
phone and computer wallpa-
per designed by Jeff Staple and
ashort film by musicvideo di-
rectors jonas and Francois.

“This is the first time we've
done something like this,”
says Kathryn Cima, manager
of sponsorships and events at
Kia Motors America, adding
that the brand’s only other mu-
sical venture has been a Vans
Warped tour sponsorship. “We
didn’t start off thinking this
would be a music initiative,
but as we looked for ways to
connect with the target audi-
ence, we found that music was
a good way to reach them.

Cima says the Soul Collective
events have resulted in more
than 1,000 test drives. “We don’t

C13T\YDI e BY CORTNEY HARDING

SOUL POWE

Kia Launches An Ambitious Music Initiative

MGMT performs at the Kia Soul Collective event in
Washington, D.C,; inset: Attendees test a new vehicle

really have the data to doa one-
to-one malch in terms of test
drives pegged to the events and
sales,” she says. “Bul we are see-
ing a great response, especially
in the social media space. Peo-
ple are biogging and Twittering
about Kia being cool and the
Soul being a cool car.

Even though car sales waned
in September, Jeff Tammes,
senior VP of strategic market-
ing for Cornerstone, says now
is the perfect time for Kia to
start building relationships
with younger consumers. “The
purpose of these eventsistoin-
troduce the Kia Soul to kids

he says. “Since it’s a newer
brand, many of them are find-
ing out about it for the first
time. While they might not be
ready to buy a car right now,
when they are, they'll think
back to this event and remem-
ber the Soul.”

Kia isn't the only car com-
pany using music to reach
younger consumers. Scion
and Yaris, both Toyota mar-
ques, have each ran music-
based campaigns for the past
few years, and both say they’ll
continue to use music to build
their brands. But they add that
they’ve had to cut back on

www americanradiohietorv com

some of their more ambitious
initiatives recently.

Scion sales promotions
manager Jeri Yoshizu says that
the company continues to
sponsor concerts in various
markets. “We're doing a
garage rock festival in Port-

land [Ore.] soon, and we'll be
sponsoring a metal festival in
Atlanta again,” she says. “We
also do monthly parties and
we sponsor the tours of dub-
step DJs in third-tier markets.”

Yoshizu says that she’s fo-
cused on keeping up the face
of the brand while also keep-
ing an eye on the bottom line.
“We are doing cheaper events,
she says. “Touring a group of
dubstep DJs is a lot cheaper
than gettinga big-name rapper
witha full band to play a show.”

Chad Harp, a marketing
communications strategist at
Yaris, says the car brand's “Free
Yr Radio” campaign also has
evolved. “In the firstyear of the
program, we were partnering
with Urban Outfitters and local
independent radio stations,
putting on shows and giving
away a free car to the stations,”
he says. “The second
year we were bom-
barded with requests
and had to scale back.
Now, we're partnering
with the local stations
at music festivals and
helping them broad-
cast the show. We're
also running shuttles
around the festival as
a way to get people in
the car.

Harp adds that, like
Kia, his focus is on
building a long-term
relationship with the
consumer. “We don’t think
people will run home from a
festival and buy a car,” he says.
“What we are looking for with
these initiatives is considera-
tion in the future. [ want peo-
ple to see a Yaris and relate it
to a positive experience.

b- MOBILE: For 24/7 news and analysis on your cell phone
Rolv4 or mobile device, go to: mobile.billboard.biz.
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>>>DELL TO
BUNDLE
NAPSTER WITH
LAPTOPS

Dell and Napster have
struck a deal to include a
yearlong streaming
music subscriptionin
various models of
Inspiron and Studio
laptop computers for no
extra cost. The
subscription, a $60 value,
also includes 60 free
downloads of any song in
the Napster catalog.
Computers with the
Napster music will
initially be available only
at the retail stores of
Napster parent company
Best Buy until November,
when they will be sold on
Dell.com.

>>>GLASTON-
BURY 2010

SELLS OUT

The 2010 Glastonbury
festival at Worthy Farm in
Pilton, England, sold out
within 12 hours of tickets
going on sale Oct. 4. The
event will take place June
23-27; an announcement
hasn't yet been made
about the bill (the lineup
is traditionally
announced close to the
time of the event), but
rumors have been
circulating that U2 will be
among the headliners. A
three-day pass for the
concert (excluding
booking fee and delivery)
costs £185 ($294.70), up
£10 ($15.93) from 2009.

>>>BMI HONORS
DONOVAN

Donovan was honored
Oct.6 asaBMlliconata
gala evening in London’s
Dorchester Hotel. The
lcon award recognizes
BMI songwriters who
have bestowed “a unique
and indelible influence on
generations of music
makers.” Previous
recipients include Bryan
Ferry, Peter Gabriel, Ray
Davies, Van Morrison, the
Bee Gees, Isaac Hayes,
Dolly Parton, James
Brown, Willie Nelson, Hall
& Oates, Paul Simon,
Steve Winwood and
Crosby, Stills & Nash.

Compiled by Mitchell
Peters. Reporting by
Nellie Andreeva, Antony
Bruno, Tom Ferguson,
Monica Herrera and Ray
Waddell.

For 24/7 news and

b- analysis on your

.DIZ mobile device, go to:

mobile.biliboard.biz.

BY CORTNEY HARDING

Fertile Ground?

Orchard Layoffs Call
Into Question Future Of
Indie Digital Distributors

In the wake of layoffs last month,
Danny Stein, chairman of the execu-
tive committee at the Orchard, says
the company will be OK. “We are
doing well, and a number of the lay-
offs came as a result of our invest-
ment in new technologies and the re-
sulting efficiencies,” he says. “Most
of the layoffs were highly predictable,
and we will still be able to provide the
same level of service to our clients
with fewer people.”

But the restructuring also raises
larger questions about the strength
of the indie digital distribution sec-
tor as a whole.

All told, the Orchard laid off 16
staffers, five consultants and an un-
specified number of temps Sept. 29,
according to a recent filing with the
U.S. Securities and Exchange Com-
mission. CEO Greg Scholl also handed
in his resignation; so far, a replace-
ment hasn’t been announced.

While an examination of the Or-
chard’s quarterly reports reveals the
company has never posted dramatic
losses, it has consistently lost money.
While the Orchard is cash-flow posi-
tive from operations, the company

had a net loss of $2.2 millionin 2008
andis on track to surpass that lossin
2009. Additionally, layoffs so late in
the year probably won't do much to
improve net income until 2010.

Others in the sector are bolstering
their financials by teaming with oth-
ers. In July, the Independent Online
Distribution Alliance announced a
partnership—which included an in-
vestment—with Sony; it provides
digital services for RED and is al-
lowed to use Sony’s physical distri-
bution resources.

“The layoffs at the Orchard
speak to the difficulty of operat-
ing in this segment,” IODA CEO
Kevin Arnold says. “For us, | defi-
nitely think partnering with Sony
was the right move.”

At present, all four major-owned
indie distributors either require or
“strongly prefer” that labels use them
for physical and digital djstribution.
Digital distribution companies also
face competition from services like
Tunecore, which charges a flat fee
rather than a percentage of money
earned from sales.

The Orchard says part of its strat-
egy has been to grow beyond being
just a digital distributor. To that end,
it acquired ownership of most of the
assets of TVT Records in 2008. Even

Exit strategy:

former Orchard .

CEO GREG
SCHOLL -

though Michael Bull, who headed TVT
Distribution at the Orchard, was laid
off, executive VP/GM Brad Navin says
the physical distribution business is
still important. So much so, in fact,
that a recent press release about a
deal with the German distributor In-
tergroove started off with the line, “Is
there life after digital?”

“We never viewed it as a digital vs.
physical divide,” Navin says. “They
are complementary retail channels,
not competitors. We are finding that

our clients want everything in-house,
and we think there is a big difference
between the ability of digital experts
to add physical services.”

In addition to building its physical
distribution arm, the Orchard says
it’'s concentrating on strengthening
its marketing platforms. In the case of
the recent release of Vice Records
act the Raveonettes, the Orchard
handled not only the distribution of
the music, but arranged song pre-
mieres on music blogs and focused
on raising the band’s profile on so-
cial networking sites.

“With something like Tunecore,
all they do is put a song up,” says
Richard Gottehrer, who co-founded
the Orchard in 1997. “We have part-
nerships with labels and artists. We
can do setup and promotion and get
the most out of an audience.”

Gottehrer adds that despite the re-
cent turmoil, he feeis the Orchard is
still strong. “We’re a publicly traded
company, so | shouldn’t really be mak-
ing forward-looking statements,” he
says jokingly. “But we are not on the
way out. Greg [Scholi] did a fantas-
tic job, and this company has a great
soul. It has a soul that will live on be-
yond any of us.” 000

Additional reporting by Glenn Peoples.

BY LEILA COBO

After-Hours Airplay

SBS Offers Infomercial Time To Artists

The limited playlist slots avail-
able to Latin acts on the radio
may soon expand thanks to a
unique programming strategy
launched by the radio network
Spanish Broadcasting System.

Beginning as early as this
month, artists who want to get
airplay on SBS stations can cir-
cumvent the network’s program-
ming department by purchasing
infomercials that feature one of
their tracks played in full. The
“Monthly Rotating Infomercials”
will be sold in packages with
costs varying based on the num-
ber of spins per month.

“The idea responds to a mar-
ketplace need,” says SBS Enter-
tainment senior VP Lucas Pifia.
“The company wanted to open
a space for new artists.”

The novel programming
idea—which may be unique
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for radio overall-—works like
this: Developing and estab-
lished artists alike can buy
packages of infomercials that
will air on SBS stations be-
tween 11 p.m. and 6 a.m. Mon-
day through Friday and 11
p-m.and 10 a.m. Saturday and
Sunday. The infomercials con-
sistof an entire song preceded
by an introduction that an-
nounces the artist, the title and
the presenting sponsor.
That sponsor can be the
artist himself, the label or a
third party or brand; however,
the sponsor must be named in
order for the infomercial to
run. Infomercials air at a net-
work level by genre; a tropical
track, for example, will run on
all of SBS’ tropical stations na-
tionwide. There isn’t any other
programming—or ads—dur-
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ing the infomercial slots. “It will
be like an iPod playing contin-
uous music,” Pifia says.
While the idea of radio in-
fomercials promoting singles
oralbumsisn’t new, the depar-
ture here is that unlike a 30-sec-
ond commercial, the track plays
in full. The drawback, of course,
is that the infomercials’ air-
times are those with the lowest
audience—and it’s not clear if

—LUCAS PINA,
SBS ENTERTAINMENT

wwWw americanradiohistorvy com

these plays will count toward
chart positions.

Still, Pina says, because SBS
has stations in inajor markets
like New York, Los Angeles,
Puerto Rico and Miami, the
program provides a window of
opportunity that might other-
wise never open for new artists.

“SBS has stations in major
markets where the population
is active at night,” he says, not-
ing that many Latin listeners
work at night. In these big mar-
kets, the night programming
not only exposes the music to
a new audience, it also func-
tions almost as a real-time
research systern that allows pro-
grammers to evaluate if a track
has traction before adding il to
the regular rotation.

While labels and artists are
taking a wait-and-see attitude

on the infomercials’ effect on
exposure and sales, slots for No-
vember are nearly full, says SBS
director of new business devel-
opment Manny Mora, who will
run the program. Approxi-
mately one-third of the slots
have been purchased by indies
and two-thirds by major labels.
“If we were in small markets
the reaction would be differ-
ent,” Mora says. “Here, acts
who could never dream of play-
ing in a major market have an
opportunity for success.”
Although the infomercials
are for sale, SBS can decline
tracks that don’t fulfill produc-
tion quality or standards. “This
is uncharted territory for us,’
Mora says. “We hope to create
anew business model that will
help new artists and reinforce
established ones.” o
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Push the button: EMI’s SYD SCHWARTZ
and Interscope’s TED MICO (right)
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Phoningltin

Mobile Entertainment Live Attendees App It Up

Although the importance of mobile music is
growing, it has a long way to go before it be-
comes a meaningful revenue driver for the over-
all music industry, according to speakers and
attendees at Billboard’s Mobile Entertaininent
Live conference.

Experts at the event, held Oct. 6 in conjunc-
tion with the CTIA Wireless |.T. & Entertain-
ment Conference in San Diego, said that the
industry needs to realize that over-the-air full-
song downloads never took off the way ring-
tone sales did. Many added that labels now need
tolook to the new music-application market to
reverse that trend.

“The explosion of apps is a real thing to focus
on, and it's something we're optimistic about,”
said EMI senior VP of digital marketing Syd
Schwartz during a keynote session.

Stores like the iPhone’s App Store, Black-
Berry App World, Android Marketplace and
the new Windows Marketplace for Mobile have
captured the interest and imagination of the
music industry, but according to INgrooves
CEO Robb McDaniels, it will take 12-18 months
before buying music on mobile devices be-
comes noticeable.

Still, record labels attending the CTIA con-
ference found themselves meeting more with
app developers and other technology compa-
nies than with the mobile operators that would
traditionally dominate their time at these kinds
of events.

“If there are app developersin the room and
have ideas, we would like to talk to you,”
Schwartz told the crowd.

Labels aren’t the only entities with something
to gain, either. Keynote speaker Alan Brenner,
senior VP of BlackBerry platforms for Research
in Motion, said a strong app environment is
critical to help smart-phone manufacturers
compete in today’s post-iPhone world.

The key, he said, is to create a next genera-
tion of smart-phone apps that can be more
than a fad. According to a recent report from

the mobile analysis firm Flurry, only 26% of

music apps are used more than 90 days after
they’re downloaded.

While the iPhone still receives the lion’s
share of attention, app stores from BlackBerry
and Android devices are growing quickly. Ac-
cording to mobile music provider Thumbplay,
the number of subscribers to its monthly ring-
tone and full-song download service who own
smart phones grew from 5% 18 months ago to

50% of the total base, and the majority of that
growth came from new BlackBerry and An-
droid phone users.

But others warned labels not to view apps as
a saving grace. “There’s no silver bullet,” said
Interscope executive VP of digital Ted Mico.
“Apps are one of many solutions. But they’ve
already proved to be a viable force.”

OTHER NEWS FROM THE EVENT

B Verizon and Google have teamed to co-de-
velop a range of Android-based devices onto
which developers can preload approved appli-
cations. The partnership also extends to mo-
bile services and software, allowing developers
access to Google’s technology as well as Veri-
zon's network data when creating new apps.
B Android devices are expected to explode this
year, with 20 new models coming to market by
the end of 2009. A Gartner Group forecast ex-
pects phones based on the Android operating
system to capture 14% of the global smart-
phone market by 2012, beating the 13.7% share
the iPhone is expected to have at that time.

B Tapulous released “Tap Tap Revenge 3,” the
next installment of its popular mobile music
game “Tap Tap Revenge.” Users can now pur-
chase new music to add to the game, similar
to the downloadable content available on con-
sole-based franchises like “Rock Band” or
“Guitar Hero.” More than 40 track bundles
are available at launch from acts like Blink-
182, Foo Fighters and the Killers. Bundles will
consist of six tracks for $3 and two-track bun-
dles for 99 cents. “Tap Tap Revenge 3” will
now cost 99 cents instead of being available
as a free download.

W After bringing a version of the “Rock Band”
franchise to mobile phones through a part-
nership with Verizon Wireless Sept. 14, EA
Mobile unveiled an iPhone version of the game
that allows users to buy and download new
content. It will ship with 20 songs, with five
two-song bundles available as downloadable
content. Details on pricing aren’t yet available,
pending Apple’s approval of its addition to the
App Store. EA licensed the “Rock Band” rights
from MTV/Harmonix, but had to strike its
own music licensing deals with labels and
publishers. The game uses songs already avail-
able in the existing “Rock Band” franchise in
order to use the same song stems as the build-
ing blocks for its game play, which has a sim-
ilar look and feel. o

OCTOBER 17,2009 | www.billboard.biz 7

Visit our site for details
www.digi-cards.com
Sales: 1 (305) 938-0234 x 703

Music Album Distribution
via Cards

rd!
Soundscar ready trom Pennies per G2

Coming this Fall get a quick quote today!

Digi-cards 2.0

{Faster Bownloads, More Data. Mobile Capable}

The Digital World's
Leader in
Media Content

7500+ artists around the world have switched to { Downioad Cards

Music Albums Distribution \Va Cards Worldwide Patents Pending 2004-2009

29 March 1927 — 21 September 2009

n tribute to the celebrated recording
producer, pioneer and co-founder of the
legendary Mercury Living Presence label

MERCURY
LIVING PRESENCE

DECCA
S

DECCA MUSIC BROUP LIMITED
London, England

A UNIVERSAL MUSIC COMPANY
www.deccaclassics.com

Subscribe Today!
Biloeare
) @

www . americanradiohistorv.com


www.americanradiohistory.com

al:TpgIr Y\’ BY LEILA COBO

MERCEDES
SOSA
1935-2009

When Mercedes Sosa sang “They killed
me so many times, | died so many
deaths, and yet here | am, reborn”—the
memorable lines from Maria Elena
Walsh’s song “Como la Cigarra” (Like
the Ciccada)—she spoke to millions of
Latin Americans who turned to her sig-
nature contralto voice and social mes-
sages during some of the continent’s
most turbulent years.

The Argentine singer, who died Oct.
4 of kidney failure in Buenos Aires at
the age of 74, leaves an indelible mark
on generations of musicians, songwrit-
ers and fans whose lives and art were
influenced by Sosa’s renditions of some
of the most powerful songs in the Span-
ish language.

Sosa wasn’t a songwriter. She referred
to herself as a “cantora,” someone who
sang but also interpreted the music of
prominent, issue-oriented singer/song-
writers like Silvio Rodriguez, Ledn Gieco
and Violeta Parra. At the time of her

=il [«8 BY ANDRE PAINE

death, Sosa had recorded two al-
bums—*“Cantora 1” (just nominated for
a Latin Grammy Award in the album of
the year category) and “Cantora 2”—
for which she recorded many of her
old hits as duets.

Born Haydée Mercedes Sosa on July
9, 1935, in San Miguel de Tucuman, a
rural area in northwestern Argentina,
Sosa was of mixed Indian and French
ancestry and was affectionately nick-
named “La Negra” (the Dark One) for
her dark countenance. Known for per-
forming in traditional garb, she began
singing folklore as a child and won her
first festival at 15 years old.

Although Sosa spoke out against so-
cial injustice, she often said that musi-
cians should play no role in politics.
“Human beings have to resolve their
own problems,” she once said. “But
music can console people who suffer
from problems, and perhaps it can in-
spire people to try to solve their prob-

lems.” But Sosa championed social
causes, especially when Argentina was
ruled by a military dictatorship that took
power in a 1966 coup. In the late '70s
she left for Europe, where she lived in
exile for several years.

A favorite of artists as varied as Sting
and Joan Baez (who once, enraptured,
kissed Sosa’s feet), Sosa performed
around the world and recorded with a
broad range of artists that included new
pop stars like Shakira. And her stature
beyond the world of music was evident
in the wake of her death as leaders in
Latin America and Europe paid her
homage. Peruvian President Alan Gar-
cia, who flew his country’s flag at half-
staff, said, “We pay homage to the great
singer of the people, because she could
express pain but also hope and love for
the poor.” Chilean President Michelle
Bachelet said Sosa’s songs contributed
to the battle against the dictatorship of
Augusto Pinochet.

Could U.K. Nix
MergerForTix?

Provisional Ruling May Not

Matter Much In U.S.

On Oct. 8, the United King-
dom’s Competition Commis-
sion issued a provisional ruling
that the proposed Live Nation-
Ticketmaster Entertainment
merger would hinder competi-
tion in the U.K. ticketing mar-
ket. But this isn't the death knell
for the deal, and the commis-
sion’s concern—which involves
the German concert giant CTS
Eventim—may not be a major
factor when the U.S. Depart-
ment of Justice (DOJ) weighs
the deal.

“There are specific factors re-
lating to the U.K.: the fact that
Ticketmaster is so big—40%-
50% of the market, according
to the Competition Commis-
sion—and the fact that thereis
somebody [in CTS Eventim]
that’s set itself up to enter the
market but who potentially is
going to be scuppered from
doing so because of this deal,”
says Simon Barnes, counsel for
competition and European
Union law at the London-based
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law firm Lovells

Even CTS Eventim execu-
tives have previously expressed
confidence that they wouldn't
suffer as a result of a merger.
Live Nation cut a deal with CTS
as it positioned itselfto launch
its own ticketing company after
splitting from Ticketmaster
this year.

“CTS Eventim and Live Na-
tion will fully honor their com-
mitments under the 10-year
agreement they concluded in
December 2007,” said CTS
Eventim CEO Klaus-Peter Schu-
lenberg in March after the Tick-
etmaster-Live Nation merger
announcement. Schulenberg
insisted that the merger would
have “no detrimental impact”
on the partnership.

“It is quite unusual in this
sortof situation that [the Com-
petition Commission is] trying
to protect somebody who’s not
even on the market, but they
must feel confident that CTS
legitimately can be seen as a
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new entrant who will do well "
Barnes says. “If Live Nation had
not happened to have done a
deal with CTS Idon't think this
issue would have arisen ”

CTS Eventim, based in Bre
men, Germany, is moving into
the U.K. market as part of its
relationship with Live Nation
The European promoter/tick-
eting company runs ticketing
for Live Nation in Sweden, Fin-
land, Poland and the Nether-
lands, and the agreement was
in the process of extending into
the Czech Republic, Hungary,
the United Kingdom and Nor-
way. The deal also gave Live
Nation a license to use CTS
Eventim’s ticketing software in
North America, where CTS
hadn’t made inroads.

“As the second-largest ticket
agent in the world after Ticket-
master, with considerable ex-
perience and expertise in other
countries, CTS’ [U.K.] entry
would have increased compe-
tition in ticket retailing to the
benefit of customers,” said
Christopher Clarke, Competi-
tion Commission deputy chair-
man and chairman of the
inquiry group, in a statement.

Clarke added, “We believe
that if the merger proceeds,
Live Nation will seek to limit its
relationship with CTS, with the

global market share.

Reinhard Mohn, the former chief executive of BMG par-
ent company Bertelsmann, died Oct. 3 of undisclosed causes
in Guetersloh, Germany, at the age of 88

Mohn was the great-great-grandson of the German media
group’s founder, Carl Bertelsmann. Although he resigned
as chief executive in 1981, Mohn remained chairman of Ber-
telsmann’s board until 1991, and at the time of his death he
was still honorary chairman of the company’s supervisory
board. His wife, Liz, and children Christoph and Brigitte
remain on the supervisory board

Mohn was born june 29, 1921, in Guetersloh and became
head of Bertelsmann in 1947, after being repatriated from
a U.S. prisoner-of-war camp.

During a career at Bertelsmann that lasted more than six
decades, Mohn transformed the company from a German
printer and book publisher into an international enterprise
that today employs 100,000-plus people in more than 50
countries. Key to Bertelsmann’s expansion under Mohn was
its mail-order book club business, which boomed in the '50s.

Mohn also oversaw Bertelsmann’s entry into the music
businessin the late ’50s, when it launched Ariola Records.
In the late '70s, Ariola acquired the Arista label from Co-
lumbia Pictures; in 1986 it bought RCA. In 1987, the three
labels merged to create Bertelsmann Music Group, along
with BMG Music Publishing. In 1998, BMG had a 10.5%

In 2004, BMG’s recorded-music division became part of
the Sony BMG joint venture and was eventually acquired
outright by Sony Music in 2008; the music publishing busi-
ness was sold to Universal in 2007. Bertelsmann re-entered
the music market in October 2008 when it launched BMG
Rights Management, in which the investment firm Kohlberg
Kravis Roberts acquired a 51% stake in July for a reported
€250 million ($348.2 million).

—Wolfgang Spahr

Urge to merge: Live Nation CEO MICHAEL RAPINO (left) and
Ticketmaster Entertainment CEO IRVING AZOFF

effect of putting CTS’ future
prospects in the U K. in consid-
erable doubt.”

The Competition Commis-
sion estimates Ticketmaster’s
2008 U.K. market share at be-
tween 40% and 50%; it also
operates in Ireland, Finland,
Denmark, Sweden, the Nether-
lands, Germany and Spain and
has affiliates in France, Hungary,
Poland, Portugal and Slovakia.

Live Nation’s business in Eu-
rope is broad and includes a
string of independent European
promotion and management
companies acquired when Live
Nation predecessors SFX and
Clear Channel Entertainment
rolled up the European promo-
tion industry beginning a
decade ago. Live Nation is the
largest festival promoter in Eu-
rope and books and manages a

wWWW . americanradiohistorv.com

wide range of venues.

The Competition Commis-
sion listed several possible
remedies, including the divest-
ment of the U.K. business of
either Ticketmaster or Live Na-
tion—probably a distasteful op-
tion for either company—or
measures to ensure that CTS
or another ticket agent can sell
Live Nation's tickets.

“In this case the obvious be-
havioral remedy would be some
sort of commitment from Live
Nation that it will continue to
supply tickets through people
other than Ticketmaster,”
Barnes says. But competition
authorities are “quite wary” of
behavioral remedies.

Presumably Ticketmaster
and Live Nation would prefer
that the DOJ focuses on this
part of the Competition Com-

mission statement: “The com-
mission has not found any ad-
verse effects on competition
affecting other ticketing agents,
promoters and venue operators
that arise from the merger.

The merger is also being in
vestigated by the DOJ, which is
consulting with the Competi-
tion Commission. The com
mission is an independent
public group that investigates
mergers, markets and regu-
lated industries. The consulta-
tion on its findings will run
until Oct. 29 and a final report
is expected by Nov. 24, follow-
ing an examination of ways to
address the loss of competition.
Ticketmaster and Live Nation
could appeal its decision.

In response to the provi-
sional ruling, Live Nation and
Ticketmaster issued a joint
statement that said in part,
“During the course of this
merger process, Live Nation
and Ticketmaster have listened
to our fans, artists and other
stakeholders. We’'ve heard a
range of views regarding the is-
sues and challenges facing the
live music industry. We firmly
believe that our merger achieves
an important and much needed
public interest and remain op-
timistic that it will ultimately
be approved.” .o

SOSA JON LUSK/REDFERNS/GETTY IMAGES
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LEGAL MATTERS |

COURTING A PRECEDENT WITH THE CRB

-

by BEN SHEFFNER

If you think Simon, Randy, Kara and Ellen are
the most important judges in the music busi-
ness, try again. How about James, Stanley and
William? That would be James S. Sledge, Stan-
ley Wisniewski and William J. Roberts—the
three judges of the Copyright Royalty Board,
appointed by Librarian of Congress James
Billington in 2006.

Unlike the judges on “American ldol,” pa-
parazzi won’t recognize this trio when they slip
outfor lunch. But their work matters quite a bit
to record labels and music publishers, which
depend on the CRB to set the statutory royally
rates for mechanical and webcasting licenses.
The decisions of this panel eftectively deter-
mine who's entitled to billions of dollars in in-
dustry revenue from certain CD sales, Web radio
broadcasts and other forms of distribution sub-
ject to statutory licenses.

Sinceits formation under the Copyright Roy-
ally and Distribution Reform Act of 2004, the
CRB has come under intense scrutiny from con-
stitutional scholars, many of whom normally
wouldn’t care about how much labels must pay

White technicalities have thus far prevented
aruling on the constitutional issue, a new case
puts the issue squarely before the courts. On
Aug. 31, the Web radio aggregator Live365.com
filed suit in federal court in Washington, D.C.,
seeking a declaration that the appointment
process for CRB judges is unconstitutional. The
CRB won the first round Oct. 28, when judge
Reggie Walton ruled that Live365 “has failed to
demonstrate its enritlement to the extraordinary
relief of a preliminary injunction” that would
have immediately halted all CRB proceedings.
Jut the case isn’'t over. And on Dec. 7, the
Supreme Court will hear a similar case, thisone
challenging the method of appointing members
of an obscure panel called the Public Company
Accounting Oversight Board. While the issues
in the two cases aren’t identical, the Supreme
Court's decision in Free Enterprise Fund v.
PCAOB will likely clarify who counts as a prin-
cipal officer requiring presidential appointment.

So what happens if Live365 wins and the ap-
pointment process for CRB judges is declared
unconstitutional? 11’s possible that all of the

there has already been lobbying

going on to fix the problem.
-KEN FREUNDLICH

publishers to record a cover version of a song
or how much Web radio stations owe in royal-
ties. But they have raised serious questions about
whether the CRB judges were appointed pur-
suant to a process that violates the Constitution.

Article II, Section 2, Clause 2 of the Consti-
tution says that the president, the courts or
heads of departments may appoint “inferior of-
ficers”—basically. midlevel federal bureaucrats.
But only the president may appoint so-called
“principal officers” like ambassadors, cabinet
members and other high-ranking officials. The
problem is that the CRB judges are appointed

not by the president, but by the Librarian of

Congress. And there's a strong argument to be
made that, according to Supreme Court prece-
dent, CRB judges are principal officers because
they can’t be fired at will and their decisions
can’t be reversed by the Librarian or other ex-
ecutive branch officials.

The constitutional argiment has previously
been raised in two cases; in both, the appellate
courts held that the parties had raised the issue
too lute, thus forfeiting it. However, Judge Brett
Kavanaugh of the Courtof Appeals for the Dis-
trict of Columbia Circuit went out of his way in
a concurrence to note that the CRB members’
appointment by the Librarian of Congress “raises
a serious constitutional issue” and opined that
“li]f the members of the board are in fact prin-
cipal officers, then the present means of appoint-
ing board members is unconstitutionat.”
Recognizing that this is no mere academic de-
bate, Kavanauglh added: “[BJillions of dollars
and the fates of entire indusiries can ride on the
Copyright Royalty Board’s decisions.”

CRB’s rulings under the current three judges
would be rendered null and void, and proceed-
ings would have to be restarted. A ruling for
Live365 “would certainly throw into question the
past rulings” of the CRB, says Ken Freundlich,
oneofitsattorneys. That's a result that Sound Ex-
change, which collects digital perforimance roy-
alties for labels, wants to avoid; it has intervened
in the Live365 suit in defense of the CRB.

Congress could step in and amend the law
to require that the CRB judges be appointed by
the president, thus resolving the constitutional
issue. But “just popping in a simple fix isn’t
going to be easy,” says Freundlich, predicting
that members of Congress and industry lobby-
ists will be tempted to wrap the appointments
issue in with substantive matters, including the
fight over performance royalties for radio broad-
casters and the appropriate rates for small we-
beasters. “I’'m sure that somewhere on Capitol
Hill, there has already been lobbying going on
to fix the problem,” he says.

In the meantime, Walton has said he will muke
clear his views on the issue by the end of Octo-
ber, when he issues a full written opinion. All
whose livelihood depends on the rulings of the
CRB will, or should, be watching. .os
Ben Shefner is a copyright attorney who has
represented movie studios, TV networks and
record labels. Sheffuer currently works as an
attorney in the NBC Universal Television
Group, which is 20% owned by Vivendi, the
parent of Universal Music Group. He is the
author of the Copyrights & Cumpaigns blog
(copyrighisandcampaigns.blogspot.com ).

The Royal Split

RIAA, NMPA Reach A Settlement For Withheld Funds

The major labels have reached an agreement
that will provide a windfall of more than $264
million in mechanical royalty payments to
music publishers, but the details of how the
funds will reach songwriters still
need to be filled in.

The deal—negotiated by the
RIAA, acting on behalf of the
four majors, and the National
Music Publishers” Assn.—will
also set up a system to make
sure labels will get proper me-
chanical licenses in a timely
manner and eliminate the label
practices of withholding all roy-
alty payments for an album when the royal-
ties for a single track are the subject of a
dispute among songwriters.

The system should reduce the buildup of
pending and unmatched funds. Until now,
major labels have paid advances on mechani-
cal copyrights to the Harry Fox Agency to com-
pensale for their practice of issuing albums
before songwriting share disputes are resolved.

From now on, disputes over the split on a
song will nolonger resultin lubels withholding
royalty payouts on an entire album, and labels
will not withhold royalties from digital sales on
albums when the CD version is involved in song-
writer share disputes. By law, controlled com-
position rates can’t be applied to music
sold digitally because that format
must be paid at the full statutory
rate forali songs on an album,
thanks to the Digital Millen-
nium Copyright Act.

Publishers that agree to
the settlement will help re-
solve disputes among song-
writers and waive late fees until
the current mechanical rates ex-
pire at theend o1 2012. :

That's looking forward—now let’s look
at the settlement.

A special master-—Kenneth R. Feinberg,
who administered the September 11 Victim
Compensation Fund and is currently adminis-
tering TARP bailout funds for the U.S. Depart-
ment of the Treasury (Billboard.biz, Sept.
16)—will take charge of disbursing the pend-
ing and unmatched funds.

In the first stage, about $164 million in roy-
alties that accumulated before 2007 will be paid
outt to publishers, according to market share.
tt's up to publishers to decide if they want to
take this settlementor pursue payment through
other means.

Euach major will supply Feinberg's team with
information about publisher payouts from 2000
to 2006—even if some of the funds accumu-
lated before that period—and Feinberg will
audit the data. Using the data from each major,
he'll determine what percentage of each major’s
mechanical royalty payment that each pub-
lisher received. While each publisher’s royalty
payment market share—and the correspon-
ding dollar amount due—will be determined
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for each major, the publisher will only get to
see the total market share and the correspon-
ding amount of the $164 million it will get from
all four major labels.

After seeing their amount,
publishers can challenge Fein-
berg and his team on their over-
all marketshare: if they can prove
their case, the payout would be
adjusted accordingly.

“You don’t know who oughtto
be paid by definition.” RIAA
chairman Mitch Bainwol says.
“So you are trying to come up
withan alternative method inan
objective fashion and make payments thal are
fair, consistent and objective.”

In phase two, the major labels will use the
new system to pay out the $105 million in pend-
ing and unmatched funds for 2007-08. After a
year, whatever funds ave left will be distributed
according to publisher market share for the
2007-08 period.

Whatever is left unclaimed from both phases
will be returned to the majors so that they can
pay royalties to publishers that didn’t partici-
pate in the settlement.

The process doesn’t govern how publishers
or administrators will then disburse these
funds to songwriters. Depending on their
client contracts, publishing adminis-
trators may have to ask each pub-

lisher whether it wants to

participate in the settlement.
Once they receive the settle-
ment funds, administrators

~< and publishers have to figure

out how to share the funds
with publishers and songwrit-
ers, respectively. “All of that is
done outside the scope of the set-
tlement,” NMPA president/CEO
David Israelite says. “But administra-
tors and publishers are bound by contract laws
and have to fulfill fiduciary duties.”

The Songwriters Guild of America, which
has more than 3,500 members, will be “ex-
tremely vigilant” about whether the money
passes through to the songwriters, SGA pres-
ident Rick Carnes says. “It’s a problem be-
cause it’s a lump sum. But that puts the onus
on the publisher, which has to look at that pe-
riod of time and figure out who gets what from
the settlement.”

Overall, Curnes calls the settlement a “win-
win,” adding, “The fact that it's an opt-in set-
tletnent where you get to look at your options
allows people to make a decision.”

Feinberg won’t resolve ownership disputes,
Israelite says. So if one publisher bought a cat-
alog during the period in question, the special
master will pay whomever has the legal right
to receive paymentand let those parties resolve
any disputes themselves. oo

b- For 24/7 publishing news and analysis,
PIZ :ccilboard.biz/publishing.

OCTOBER 17, 2009 www.billboard.biz | 9


www.americanradiohistory.com

EIET sy anTONY BRUNO

Another

Chance For

Ad-Supported Music

Imeem Is On Life Support From Labels—But Don’t Count The Service Out Yet

Let’s not engrave a tombstone
for imeem just yet.

Conventional wisdom had
the company going out of busi-
ness before the end of the year.
The deathwatch began this
spring after it underwent a
round of layoffs and struggled
to pay its licensing obligations
to record labels. Following the
demise of other ad-based serv-
ices like Spiralfrog and Ruckus,
analysts began to question the
viability of the company and the
entire ad-supported music
business model.

Yet both are still around, sug-
gesting that the failure of pre-
vious ad-supported music
services was caused not just by
flaws in the nascent model, but
by defects in its execution.

One of the biggest criticisms
about using advertising to fund
free music is that the cost of
licensing the musicis too high
for the revenue that can be
gained from advertising to
support the model. Certainly
a key element to imeem’s
continued survival is the fact
that it won concessions from
all major-label partners to
reduce licensing costs. But the
labels can’t carry imeem and
other ad-supported services
forever: At some point, the
services have to be accountable
for their own strategies.

Most of the failed ad-
supported services tried to offer
a basic model where each song
streamed or downloaded was
attached in some fashion to a
display or video ad that was
solely responsible for paying
for the licensing cost of that
songand generating profits for

the service. It was an easy
model to explain to advertisers,
but didn’t create enough value
to work.

From the beginning, imeem
has focused on the harder-to-
explain strategy of selling ex-
pensive, custom ad campaigns
that paired brands with artists
in unique ways. For example,
it teamed Dr Pepper with Flo
Rida for a campaign that let
imeem users remix the track
“Sugar” and share the result-
ing song with the imeem com-
munity. In another example,
it matched the Truth anti-
smoking campaign with Epi-
taph Records to provide a free
concert to imeem members
that signed the company’s on-
line petition.

Imeem also creates custom
playlists for the likes of Fuse
Energy Drink, breast cancer or-
ganization Susan B. Komen for
the Cure and Kia. Rather than
simply slapping a plain banner
ad against songs an advertiser
thinks its target audience is
listening to, imeem lets the
brand present those songs to
users through playlists thal
appear in members’ search
results. So if a fan was looking
for Sting, the search result
would include the brand’s
playlist that includes songs
from Sting as well as other
music Sting fans may like.

The trick for imeem has
been tostay afloat long enough
for this model to take hold. Ac-
cording to the company’s VP
of national sales David Wade,
it took a few years
for advertisers to
understand the

locations for $70.

READING MUSIC

It can’t all be about smart phones. Verizon
Wireless just introduced the new Razzle, which
it hopes will add just that to its lineup of
devices. Positioned as a text and music device
the Razzle has a full Qwerty keyboard and
music controls on an adjustable bar that users can tilt |
and turn to their preferred position. The device comes
with a1GB microSD memory card to store downioads
from the VCast Music Store, which its Bluetooth
capability can use to stream music to compatible
headphones or speakers.

The Razzle is available now from Verizon Wireless

—AB
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more complicated model it was
offering. In 2007, imeem exe-
cuted only 30 such custom ad-
vertising campaigns. Last year,
that figure grew to 130, and so
far this year it has done more
than 175 custom campaigns. It
has several more lined up
through year’s end.

As aresult, imeem’'s revenue

for the first half of the year was
50% higher than for the same
period last year, and it’s up 30%
year over year so far for the en-
tire year. it recently scored a
new $6 million round of fund-
ing and expects to reach prof-
itability next year.
- And imeem’s not
alone. MySpace Music
has a similar model of
brand engagement and
artist interaction, and
the Vevo music video
joint venture among
Universal Music Group,
Sony Music and You-
Tube is expected to let
advertisers sponsor big-
name artist premieres. And
many eyes are watching how
the European streaming music
sensation Spotify will bring its
mix of ad-supported and pre-
mium music services to the
United States.

Meanwhile, ad-supported
music services are becoming

Go with the flow:
FLO RIDA worked
with imeemona Dr
Pepper campafgn.

more popular, which could help
attract more advertisers as the
model evolves further. meem
claims 20 million unique visi-
tors streaming “billions” of
songs per month. MySpace
Music’s unique users have
increased by 169% since it
launched last September, and
more than 90% of Spotify’s 6
million users opt for the ad-
supported free service over the
premium tier,

Does any of this mean that
the ad-supported music model
has legs, or that imeem has a
bright future ahead of it> Not
just yet. The revenue that ad-
supported music services bring
to the music industry remains
slim compared with paid down-
loads of full songs and ring-
tones. Arguments rage over
whether the model does more
to discourage sales or reduce
piracy. And imeem is far from
comfortable financially.

“I know ad-supported can
work,” imeem’s Wade says.
“It’s just that you've got to ex-
ecute correctly. And that’s
where it gets interesting. I'm
not saying we have the rightap-
proach, butwe’re getting close
to finding it.” s

. For 24/7 digital news
b|z and analysis, see
b billboard.biz/digital.
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BITS & BRIEFS

KIDZ BOP GETS
COMPETITIVE

Kidz Bop is launching a new
program where fans can
create their own online video
contests on the Web site
KidzBop.com. The Super
Contest Maker lets kids
aged 5-12 design a contest
where other users upload
videos around a theme of
their choice and provide
the tools to set their own
rules, monitor voting and
entries, pick winners and
award virtual prizes. The
program will debut with a
video dance contest cre-
ated by Kidz Bop per-
former Dana. KidzBop.com
is a social networking site
geared toward young chil-
dren. The company says
users were already creat-
ing their own contests on
the site, which led to the
process being formalized.

PROMO MOTION

The mobile marketing firm
Mozes introduced a free
iPhone app that lets fans
browse through the more
than 150,000 promotions

THE BLACK EYED PEAS

BEST | EVER HAD
DRAKE

5 WHATCHA SAY
JASON DERULD

offered on its mobile tex-
ting service used by 5,000-
plus artists, labels and oth-
ers. Fans cansearch for the
newest or most popular
promotions, those offered
by specific artists and types
of promotion, such as
sweepstakes. It also allows
them to send text mes-
sages and pictures, partic-
ipate inreal-time votes and
polls, and receive news, up-
dates and content from
participating bands.

SPOT STORAGE

The European streaming
music service Spotify keeps
adding new features—most
recently, the ability for
users to store a limited
number of songs on their
computer for listening even
when not connected to the
Internet. This offline mode
is similar to the cached
streaming feature of its mo-
bile app for the iPhone and
Android phones, but ap-
plied to a home computer
instead. It’s available only
to those paying for the pre-
mium subscription service.

oCT L.
HOT MASTER RINGTONES i Billbeard
el 5 e nielsen
i - commLED BY NIEISEN
TITL
g‘ﬁ Qg omclvaFI ARTIST
oS m RUN THIS TOWN
JAY-Z, RIHANNA & KANYE WEST

> s 3 FOREVER
DRAKE FEATURING KANYE WEST, LIL WAYNE & EMINEM
OBSESSED
-3 S 13 R caRey
BIG GREEN TRACTOR
? 219 json aoean
5 ¢ 3 EMPIRE STATE OF MIND
e s JAYZ + ALICIA KEYS
N
6 3 10 0y SEAN FEATURNG LIL WANE
PARTY IN THE U.S.A.
7 9 7 wuevowmss
i 4+ 15 !GOTTA FEELING

Jay-Z runs this chart in the quest for the top ‘tones for'
the fourth week In a row, as his collaboration with
Rihanna and Kanye West, “Run This Town," remains
perched at the summit. The Roc Nation founder also

improves 6-5 with “Empire State of Mind,” which

o - ‘. of the Billboard Hot 100, at Nos. 3 and 10 respectively.

I 4 1-_,, features Alicia Keys. Both songs also appear in the top 10

TOES
L] 100010 70 gnown sanp
PAPARAZZI
2 i 4 Laoveaea

JEREMIH
4 SUCCESSFUL

BREAK UP

YOU'RE A JERK
' NEW BOYZ

18 17 18 pyionswir
5 NUMBER ONE

NEED YOU NOW

IMMA STAR (EVERYWHERE WE ARE)

DRAKE FEATURING TREY SONGZ & LIL WAYNE
MARIQ FEATURING GUCCI MANE & SEAN GARRETT

STED
GUCCI MANE FEATURING PLIES OR 0J DA JUICEMAN

YOU BELONG WITH ME

R KELLY FEATURING KERI HILSON

FLO RIDA: MARK MANN


www.americanradiohistory.com

GLOBAL
NEWS
LINE

www_billboard.biz/global

>>>60 ALBUMS
GET IMPALA
AWARDS
The veteran Cuban act
Buena Vista Social Club
tops the latest list of
European sales awards
issued by the
independent labels
trade group Impala. The
1997 set “Buena Vista
Social Ciub” (World
Circuit) is certified
double-platinum (1
million shipments across
Europe), while the act’s
late vocalist ibrahim
Ferrer’s 1999 World
Circuit set “Buena Vista
Social Club Presents

" is platinum
(500,000 shipments).
Impala’s 60-strong list
also includes platinum
certification for the
Prodigy’s February
atbum “Invaders Must
Die” (Take Me to the
Hospital/Cooking Viny})
and diamond (250,000
shipments) for Placebo’s
“Battle for the Sun”
(PIAS/Dreambrother).

>>>MYSPACE IRKS
AUSSIE INDIES

The independent music
community is railing
against MySpace Music
for launching in Australia
without a licensing deal
covering the members of
the digitatl licensing
operation Merlin, which
represents more than
6,000 indie labels
internationally. The News
Corp.-owned music
service launched in
Austratia Oct. 1.

>>>WILLIAMS FOR
FREE

Robbie Williams is
issuing a free compilation
titled “Songbook” with
the Oct. 11issue of the
weekly Mail on Sunday
newspaper. The album
contains 12 songsin live
or studio versions,
including international
hits like “Angels,” “Let Me
Entertain You” and
“Feel.” The Mail on
Sunday is Britain’s
second most popular
Sunday newspaper
(behind News of the
World), with a circulation
of slightly more than 2
million in August,
according to the Audit
Bureau of Circulations. It
has previously carried
free albums by Paul
McCartney, Prince and
Mike Oldfield.

Reporting by Lars Brandle
and Tom Ferguson.

GLOI?..AL BY ANDRE PAINE

Shop’Til You Drop

U.K. Labels Mine Early Catalog For Hit Compilations

LONDON-—Britain’s pre-rock and early rock’n’voll
recordings are enjoying a revival, thanks to clever
marketing.

After the No. 1 success of wartime sweethearl Vera
Lynn’s Decca/Universal-released “We’ll Meet Again”
(Billboard, Sept. 26), Britain’s first rock’'n’roll star,
Tomimy Steele, 72, is back on the Official Charts Co.
albums listing for the first time in 51 years with “The
Very Best Of” (Specirum/UMTV). Released Sept. 21,
it debuted at No. 22 on sales of 8,500 copies, accord-
ing to the OCC.

Brian Berg, managing director of Universal's UMTV,
has been leading the monetization of pre-Beatles rock-
n’roll after internal research revealed an untapped 50-
plus audience.

“We found that market certainly wanted to buy phys-
ical CDs. They like the music they grew up with [but]
couldn’t find it easily in the shops,” Berg says.

A Marty Wilde compilation sold 80,000 copies in
2007, according to UMTYV, followed by releases from
Joe Brown (100,000-plus sales) and the late Billy
Fury (150,000).

Brown, 68, is on an extensive tour this fall, as is 69-
year-old Cliff Richard, marking his 50th anniversary
with backing band the Shadows. Live Nation says
230,000 tickets have been sold for the latter tour, which
wraps Oct. 23 at London’s Wembley Arena.

Sept. 21-released album of rerecord-
ings, sold 32,000 copies in its first
week to debut at No. 6, according to
the OCC.

The success of the Wilde release
inspired the EMI TV/UMTV compi-
lation series “Dreamboats & Petti-
coats.” It was so successful that it spawned a stage
musical, the first such Universal venture since ABBA’s
“Mamma Mia!” in 1999. The musical, in which Uni-
versal isa partner, is on a second national tour along-
sidea London run, with international shows planned.

The first “Dreamboats & Petticoats” album, released
in November 2007 and featuring British artists along-
side Buddy Holly and Chuck Berry, has sold 677,000
copies, according to the OCC. Volumme two has sold
382,000; a third volume is due Nov. 2. Berg notes that
downloads account for less than 2% of sales.

Berg says a TV campaign is crucial for reaching the
older demographic, and UMTV will spend up to
£500,000 ($792,000), mainly on prime-time ITV1 fam-
ily/delective shows like “Poirot” and “Heartbeat,” as
well as breakfast show “GMTV.”

“Regionally, we get an indication where it's selling
in the first couple of weeks,” Berg says. “So it’s quite
easy to target that audience.

With sales of comipilations hit hard by the demise
of mass merchant Woolworths, Berg says supermar-
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kets are now crucial outlets, as well as Amazon and
entertainment retailer HMV.

HMV head of music Rudy Osorio says such heritage
releases “sell consistently well for us,” particularly
around gifting events like Christinas, Mother’s Day
and Father’s Day. Artist anniversaries or TV documen-
taries “can also act as a powerful catalyst,” he adds.

Although many rock’n’roll-era classics are out of
copyright under the United Kingdom’s current 50-year
term for sound recordings, Berg says it's the major’s
“duty” to pay artist royalties, and he’s confident Univer-
sal’'s marketing muscle can trump any rival, budget re-
leases of copyright-free material. UMTV says its “The
Very Best of Buddy Holly and the Crickets” compilation
sold 100,000 copies around the 50th anniversary of his
death in February, despite numerous other releases.

Meanwhile. Berg is planning further albums in
2010, including some slightly later recordings.

“The gray brigade are still buying physical CDs,
Berg says. “We are looking to pick up catalogs and li-
cense recordings from that period.” “on

‘Reunited” (EMI), Cliff Richard & the Shadows’

Digital darlings Down
Under: LILY ALLEN
and LISA MITCHELL
(inset)

BY LARS BRANDLE

DIGITAL
DIVIDEND

Australian Download Sales Surge

BRISBANE, Austratlia—Down-
load sales are up Down Un-
der, with digital growth more
than compensating for de-
clining physical sales for the
first time during the first half
of 2009.

While wholesale sales of
physical formats slipped by
$10.5 million Australian ($9.2
million) to $141.5 million Aus-
tralian ($124.3 million), the dig-
ital market gained $11.2 million
Australian ($9.8 million) in
value to $37.1million Australian

($32.6 million), according to
the Australian Recording
Industry Assn. Overall, the
recorded-music business grew
0.4% to $178.6 million Aus-
tralian ($156.9 million). Results
for the whole of 2008 showed
a 7.9% drop to $425.6 million
Australian ($367 million).
“The results are exciting,”
says Ed St John, ARIA chair-
man and president/CEO of
Warner Music Australia. “But
we’'ve been around long
enough to not necessarily take

one set of six-month figures
as proof we’ve reached that
turning point.”

Executives attribute the
success to factors including
the rapid growth of the
broadband network, the ar-
rival of new platforms like
Nokia’s Comes With Music
and Sony Music Australia’s
Bandit.fm, and the improved
Australian economy.

The bulk of the growth
came from online downloads,
of both single tracks—up
36.5% in value to $18.1 million
Australian ($15.9 million)—and
digital atbums, which rose
56.8% to $9.3 million Aus-
tralian ($8.2 million). The for-
mat now represents 8% of
overall album sales, up from
4.7% in the corresponding pe-
riod of 2008.

“We’'re seeing the digital
album taking off,” says Nokia
Australia music manager
Karen Farrugia, who spear-

wWWwW . americanradiohistorv.com

headed the March 20 Comes
With Music launch. Industry
sources say Australian con-
sumers have warmed to
Comes With Music, contribut-
ing to a 135% gain in value to
$6.3 million Australian ($5.5
million) for ARIA’s “digital
other” category, which in-
cludes subscriptions.

Farrugia says 25% of Aus-
tralian Comes With Music
customers are downloading
full-length albums, compared
with 4% at its a la carte down-
load store.

The No. 1 digital album of
2009 is Lily Allen’s ARIA-cer-
tified triple-platinum (210,000
copies) “It’s Not Me, It’s You”
(EMI Music Australia), with dig-
ital accounting for 13% of sales.

EMlinvested heavily in mar-
keting the album online, driv-
ing footfall to download stores
inctuding its own Musichead
MP3 site. In its first week, dig-
ital accounted for 60% of sales,
according to EMI Australia di-
rector of consumer marketing
Karen Tinman.

Australian singer Lisa Mit-
chell’s label credits flexible
pricing with boosting digital
sales of her No. 6-charting
debut, “Wonder” (July 31,
Warner Music Australia). Dig-
ital accounted for 20% of first-
month sales, according to
Warner, although unit sales
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weren't revealed, It’s available
in two formats on iTunes: a
15-track $16.99 Australian
($14.92) versionand a $20.99
Australian ($18.44) deluxe edi-
tion featuring a digital book-
let and three extra tracks. New-
release CDs typically retail
between $20 and $30 Aus-
tralian ($17.56-$26.35).

“Flexible pricing gives us the
ability to meet demand and
encourage people to sample,”
St John says.

Official digital-retailer mar-
ket share figures aren’t avail-
able, but asurvey by the Syd-
ney-based publisher/events
organizer Immedia saw 69%
of respondents name iTunes
as their favorite download
destination. Second was telco
Telstra’s BigPond Music with
8%, followed by Bandit.fm
with 4%.

Bandit.fm is a label-agnostic
store overseen by Sony Music
Australia GM of digital and
brand development Gavin
Parry. He’s confident the digi-
tal boom can be sustained, as
long as labels don’t rest on
their laurels.

“If we continue to work with
[Internet service providers] to
reduce piracy and provide
incentives to bundle digital
music services with broad-
band accounts,” he says, “the
futureis a bright one.” oo
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BY DIANE COETZER

The Digital
Continent

Broadband Comes To Africa At Last

JOHANNESBURG—Africa’s music business
hopes a new online infrastructure and music
services will finally ignite digital sales in South
Africa and beyond.

While physical sales were still growing in
South Africa as recently as 2007, the expan-
sion has leveled off and started to drop re-
cently. Recording Industry of South Africa data
for the year to Aug. 31 shows a 7.2% year-on-
year drop in value across all physical formats
from 478.4 million rand ($63.9 million) to 444
million rand ($59.3 million).

RISA began monitoring digital sales
Sept. 1, with labels confident that a number
of new developments will boost online and
mobile downloads.

The most significantis the July 23 arrival of
Mauritius-based telco Seacom’s undersea fiber
optic cable, which delivers high-capacity band-
width to Southern and Eastern Africa. This will
bring high-speed Internet access to many
Africans for the first time.

“Cheaper bandwidth means we can start
maximizing our digital opportunities,” says
EMI South Africa CEO Irving Schlosberg, who's
also chairman of RISA.

With three similar cables due to serve the
region by 2012, labels—which have long
stressed the need for credible music platforms
to help consumers take advantage of improved
broadband access—have also been buoyed
by the arrival of Nokia’s all-you-can-eat Comes
With Music service in South Africa. The Sept.
21launch followed the April 24 arrival of alocal
Nokia Music Store.

While Comes With Music has seen mixed
results in other territories, Jake Larsen—
Nokia head of music for the Middle East and
Africa—is confident its extensive catalog,
low entry price and “exceptionally com-
pelling offering” will give it market penetra-
tionin South Africa.

All four majors and most local indies are on-
board, with a high-profile marketing campaign
due before Christmas. While sales figures aren’t
yet available, Larsen says the company is
“happy with take-up [sales]” on the Music
Store so far.

Executives expect mobile formats—which

accounted for 83% of South Africa’s digital
sales in 2008, according to the IFPI—to dom-
inate in the short term.

“Mobile is proving to be a growing income
stream,” says Adrian Skirrow, owner of Johan-
nesburg-based indie ASP Records, localhome
of techno act the Prodigy. “It’s good to see
credible players like Nokia in the market. How-
ever, once broadband becomes quicker and
cost-effective, we will see real returns on our
digital strategies.”

While sales of ringtones and ringback tones
are falling in most major markets, the pres-
ence of so many entry-level phones in Africa
means such formats remain strong sellers. Jo-
hannesburg-based independent digital music
monitoring company Aquidneck estimates
total monthly digital sales of 4 million across
Southern Africa (South Africa, Angola, Bot-
swana, Lesotho, Malawi, Swaziland, Tanzania
and Zambia), with ringback tones the most
popular format.

Mobile music presents “a wonderful growth
opportunity,” Schlosberg says. “We are work-
ing with different partners to exploit our cat-
alog and are starting to see income flowing.”

While many labels are optimistic that new
platforms will kick-start the business, others
point to recent high-profile launches like online
media store Prefueled and mobijle entertain-
ment platform Getmo, which have both strug-
gled to make an impact.

“In Africa, if there are too many steps in-
volved, music consumers just won’t buy,” says
Arthur Goldstuck, founder of Johannesburg-
based technology research company World
Wide Worx. “Complexity of platform equals
failure, which is why you’ve had several oper-
ators enter the market and achieve very little.”

Meanwhile, others fear an explosion in
broadband access could lead to a parallel in-
crease in online piracy. RISA has moved to
head off such concerns by arranging an Oc-
tober meeting with the Internet Service
Providers’ Assn. to broker an agreement on
dealing with file sharing.

“It’s a start to what we hope will be an ami-
cable way forward on illegal downloads,”
Schlosberg says. eas

A

Broadband brothers: Execs GOLDSTRUCK, SCHLOSBERG and LARSON (from left) are

hoping South Africa’s digital market will take off in the coming months.
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Fanatical: SHUNDA K
of Yo Majesty
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True ‘Fanatic’

Music Promo Company Partners With

EMI/Caroline To Launch Label

Starting a new label in 2009 would appear to be
a dicey enough proposition. But starting one
with a full-time staff of three while tending to
a thriving marketing business seems like an
inipossible task.

Josh Bloom is a true believer, though. He
founded Fanatic Promotion in 1995 and has
since worked with My Morning Jacket, the
Decemberists, Sufjan Stevens, Girl Talk, Mi-
randa July, Of Montreal, Daniel
Johnston, Kings of Conve- The
nience, Dirty Projectors and
VHS or Beta, among others. He

Indies

the music business.”

Dominic Pandiscia, senior VP/GM of EMI
Label Services, says that teaming with Fanatic
was a no-brainer, despite its lack of a roster.
“Fanatic has great platforms, and they know
how to maximize revenue,” he says. “When
you couple that with everything that EMT Label
Services has to offer, including our synch li-
censing and branding opportunities, it’s a great
all-around deal.

In terms of which bands
might get to take advantage of
the deal, Bloom says he’s look-

CORTNEY
HARDING

dabbled in management and
started a studio, Art Farm. But
through it all, he had one bigger
goal—a real record label.

Bloom and his partner, Sean
Boyd, are betting that Fanatic’s
brand name will help them in the
sales arena. Boyd adds that the crashing econ-
omy helped force their hand after years of talk-
ing about whether to start a label. “We were
forced to downsize,” Boyd says, “and we now
have a smaller roster, which Josh is managing
personally, and we are developing deeper rela-
tionships with our contacts and getting better
results than ever because of it.”

As for Bloom, the label represents a natural
outgrowth of his core goals. “My biggest inter-
est has always been artist development,” he
says. “I'm at a point where [ can look at a pic-
ture of a band and immediately start thinking
of ways it can be translated to an audience. I've
always been frustrated by situations where great
bands hita wall and no one can figure out how
to cross them over 1o the mainstream and build
a bigger audience.”

Bloom, who says that Fanatic Records has
yet to sign any artists, has partnered with EMI
Label Services and Caroline Distribution in
order to bring his acts to a wider audience.
“I’'m old school,” he says, explaining the de-
cision to partner with EMI. “Part of my goal
is to find bands that transcend the indie rock
niche and to reach that wider audience of peo-
ple who are still buying CDs and have more
traditional listening habits. EMI is really proac-
tive and they have a deep understanding of

www.americanmdiohistorv.com

ing for acts from a wide range of
genres, but has afew guidelines.

“1 want to sign undiscovered
artists,” he says. “This could
change, but right now, I'm look-
ing for artists to sign with us be-
fore anything else has happened.
Once an artist is part of the blog hype machine,
it seerns like they've already happened.”

To be able to focus on building careers and
artist development, Bloom says he will sign
bands to multi-album deals. “Artists will also
have a provision in their contracts where if they
use our studio and use Fanatic to do market-
ing and PR, the expenses associated with that
will not be recoupable,” he says. “If an artist
does want to go outside of Fanatic and use
someone else, they can, but those expenses will
be recoupable.”

Bloom says he’d like to start releasing albums
at the top of 2010 and has ambitious plans for
his schedule from there on out. “ldeally, we'd
do one priority release a month,” he says. “And
then we’d supplement with some digital-only
releases, or something by an artist we are al-
ready working on the promo side.”

One of the artists hoping to be part of that
schedule is Shunda K of the hip-hop act Yo
Majesty. “Josh helped Yo Majesty and me for
two years,” she says. “I want to sign to Fanatic
and put out a record in February or March. 1
trust Josh, and he has such a natural ability to
find greal artists.” e

~, For 24/7 indies news and analysis, see
jZI billboard.biz/indies or follow
billboardindies on Twitter.

SHUNDA K: CLAIRE CURRAN CORBETT
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Max Goussa made the unlikely transition from sports law to A&R early in his career, and

The recently appointed IDJ
executive prepares to reignite

West Coast hip-hop.

fram all indications, he seems to have hit a home run.

The new senior WP of A&R for Island Def Jam Music Group attended St. John’s Univer-
sity in New York and Florida International University in Miami in the early '90s, where he
planned to parlay his love of sports—particularly baseball—and interest in law into a ca-

reer as a sporks attorney.

But he was drawn to music when he started working at the interactive music video
channel Jukebox Metwork under Les Garland while still in school. The job led to meet-
ings with key industry figures, including Sylvia Rhone and Irving Azoff, and Gousse was
eventually offered a New York A&R post at the Azoff-helmed Giant Records.

He segued from Giant to his own label, Mecca Don Records, before moving to MCA
Music Publishing as senior director in 1998. Joining Epic as senior director of A&R a year
later, Gousse signed B2K before being recruited by Mathew Knowles at Sanctuary Man-
agement in 2002 and then moving to Music World Entertainment in 2004. During his four-
year stint, Gousse served as senior VP of A&R before advancing to executive VP of A&R
and new business development, where he supervised Beyoncé’s multiplatinum “B’Day”

and “l Am. . .Sasha Fierce” albums.

The Los Angeles-based Gousse now oversees the entire range of A&R activities for Is-
land Def Jam on the West Coast, signing new talent—artists, producers, songwriters—
as well as working with acts already onboard. One of the first projects completed under

Gousse’s watch: Amerie’s new album, “In Love & War,” due Nov. 3.

Why did the label decide to
increase Isfand Def Jam’s
West Coast presence?

IDJ hasn’'t had an A&R presence
here for a while; not since early
2008. We've beefed up the West
Coast significantly, adding sen-
ior A&R directors Angelo
Sanders, formerly with After-
math, and David “Touch” Wright,
who was with the production
team the Underdogs.

My plan is to bring in four to
six new acts from the Western re-
gion who are culturally relevant
to Def Jam, who can help shape
and make the label into more of
a lifestyle entity on the West
Coast. To do that, we have to sign
younger acts and push some of
the music trends that are devel-
oping up and down the coast.

What are some of those de-
veloping music trends?

There’s a new energy here that’s
different from the rest of the
country; a movement of young
kids who don’t necessarily buy
into traditional hits. They're ac-

tually more in tune with what’s
going on in underground hip-hop
to the point where they create
their own style of dress and
speaking. If we can tap into that
youth culture, we can make sig-
nificant gains.

Is an example of this the
Jerkin’ Movement, which is
being popularized by acts like
the New Boyz?

Yes, it’s definitely a trend. Not just
a music thing but a culture and
lifestyle thing in terms of the jerk
dance, the style of dress [multi-
colored skinny jeans and foot-
wear| and the artists these kids
are listening to.

The New Boyz kind of opened
the gate and had a big single
[“You're a Jerk”]. They were able
to get on local radio, then the
song blew up and spread nation-
ally—that speaks volumes for this
trend. I think we’ll see other
artists here continue to develop
along those lines.

Have you signed any acts yet?

We just signed YG, a 19-year-old
rapper from Compton, Calif.
He's a very talented kid with a
large following he’s attracted
through MySpace. He speaks to
that audience. Although he has
no radio play yet, they go to his
club shows and know every lyric
to every one of his songs. YG isn’t
a dancer per se, but he’s kind of
an OG who’s been at the fore-
front of the jerk scene. They've
danced to his music for the past
three years.

Is Los Angeles becoming a
creative hotbed again?

I definitely see that. The quality
of the facilities here has a lot to
do with it, and there seems to be
more of a collaborative feeling
between producers and songwrit-
ers here versus other cities,
where there tends to be more
camps and cliques.

There’s a concentration of
producers here that songwriters
can work with without necessar-
ily having had a No. 1 record.
These producers include Wayne

Wilkins, who co-produced Bey-
oncé’s “Sweet Dreams”; there’s
also Soulshock & Karlin, Harvey
Mason Jr., the Stereotypes, the
Co-Stars, Dr. Luke and RedOne.
You also have Tricky Stewart and
the-Dream working here a lot
along with Sean Garrett, Jim Jon-
sin and Rico Love.

What do you look for when
considering an act?
I look for confidence, even some
cockiness. If you're asking me
to invest in you, you have to be
able to carry the ball once we
make that investment. And if
you can write, that’s all the bet-
ter. But it’s not necessarily re-
quired because A&R [reps] are
supposed to bring songs. I also
look for stage presence: Are you
an artist who's out gigging and
building a fan base? If this is
going to be your craft, you have
to be working in it every day.
The marketability of the artist
is important too. My team and |
have to quarterback the artist’s
project, so that artist must be able

to convey what his vision is and
then together we can convey that
to the rest of the company so they
can help execute it.

How much time do you devote
to development?

It depends on the level of
development the act has already
reached. If it’s someone with a
great voice and confidence but
who has never really recorded,
it could be a six- to 12-month
process as far as helping them
perfect their sound. You want
to be able to present the artist
along with a vision and not
just a bunch of random songs.
You want to paint a picture for
the label.

Is radio still relevant to break-
ing new acts?

[ definitely see radio station
playlists opening up; radio is ex-
perimenting with different
sounds. The barriers that were
once at pop have definitely fallen:
A lot of urban records are turn-
ing into pop records, and pop sta-
tions are playing country songs.
You have more consumers who
are into different genres. And
you'll find as that trend contin-
ues, radio stations will have to ad-
just their playlists.

What will be the final out-
come of the singles vs. al-
bums battie?

You have a segment of the
audience who still loves to buy
albums. But you also have a
younger segment of the audience
for whom it’s all about the sin-
gle. Basically, the industry will
continue to adapt but cater to
both types of consumers—and
that won’t change. The top 20
artists will sell a lot of albums
and everyone else will sell a lot
of singles.

There’sanew energy here that’s different{rom
therestof the country; amovementof youngKids
who don’t necessarily buy into traditional hits.
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From Pop To Ranchera Alejandro Fernandez’s

onths ago, Mexican superstar
rnindez stood before a crowd

Guadalajara, performing one of two
e free concerts he organized to spur
to Mexico following the swine flu.
If there was ever any doubt about
ernandez’s status as one of Mexico’s
ored children, it was quelled here. A
W slemiof stars, including Gloria Estefan,
Ennque Iglesias and Luis Fonsi, took the
stage with Fernandez in an impressive
show of support. As far as free shows go, it
was unprecedented in the annals of Latin
pop. ® And then, the coup. Fernandez took
the stage dressed in charro garb, the
traditional mariachi outfit of tight,
adorned pants and jacket and wide
sombrero and invited his father, icon
Vicente Fernandez, onstage for a mariachi
set. m In an instant, Fernindez went from
pop star to ranchera symbol, a dual role
that has been a constant in his nearly two-
decade-old recording career.

New Project Bridges Genres And
Two Of Universal’s Labels BY LEILA COBO

14 | BILLBOARD | OCTOBER 17, 2009

www americanradiohistorv.com

PHOTOGRAPH BY DAVID FRANCO


www.americanradiohistory.com

LT st
Sl

OCTOBER 17, 2009 | www.billboard.biz 15

wWww . americanradiohistorv.com


www.americanradiohistory.com

Now, Fernandez is preparing to simultane-
ously release a ranchero album and a pop
album, each with different tracks, different pro-
ducers and different marketing and sales teams.
Titled “Dos Mundos Tradicion” and “Dos Mun-
dos Evolucion,” the project is set to hit stores
Dec. 8, with the pop album out on Universal
Music Latino and the ranchera album out on
Fonovisa, both sister labels under Universal
Music Latin Entertainment (UMLE)—although
Fernandez is signed to Universal Music Latino.

Being split between two genres “is what
I've lived,” he says. “I started in Mexican
music and later went on to pop, and did very
well. But | hadn't
released a ranchero
album in along time. -
This has been a game,
inaway: We've brought
ranchera [music] closer
to pop and pop a little
closer to Mexican
music.

Ranchera music, the
dramatic, gut-wrenching
Mexican songs thatare
usually performed with
a mariachi band, is a
subgenre of regional
Mexican music that
couldn’t be more differ-
ent from the more sub

little

—ALEJAND

tle, romantic leanings of pop. Although a
handful of artists, most notably Marco Anto-
nio Solis, Pepe Aguilar and Ana Gabriel, have
tackled both genres (see story, below), having
two completely different albums be released
simultaneously has never been done in the
Latin realm, in any genre. Butit’s a move Fer-
nandez thinks will benefit his career.
“Alejandro lives, sings, enjoys the two
worlds—ranchero and pop,” says Jests Lopez,
chairman of Universal Music Latin America
Iberian Peninsula, who also heads UMLE, Uni-
versal’s Latin music operation in the United
States. “From the onset, Alejandro and 1 said
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thatif the two worlds coexisted on a daily basis
in his life and in his concerts, why not have
them also coexist on his albums?”

The two albums are titled “Dos Mundos
Tradicion” (Two Worlds Tradition) and “Dos
Mundos Evolucion” (Two Worlds Evolution).
Save for one track penned by Solis, the tradi-
tional album was written and produced by re-
gional Mexican star Joan Sebastian, who also
wrote an album for Vicente Fernindez last
year. The pop album brings together multi-
ple producers and songwriters, including
Kike Santander and Aureo Baqueiro, with
whom Fernandez had worked before on pre-

vious albums.

Both albums sound
of course, like Fernan
dez, whose trademark
voice—a potent tenor
that’s one of the most

% 1 distinctive and down-
right beautiful in the
genre—can go from
pop crooning to bra-
vado mariachi with
equal conviction. But
the arrangements run
the gamut from the
familiar to total depar-
ture, with the tradi
tional album often
veering into country
and Tex-Mex territory while the pop album
goes from the acoustic to what Fernandez’s
manager Carlos de la Torre calls “Mexican
soul,” given its mix of contemporary and
tradition.

This mix is at the heart of “Dos Mundos,”
de la Torre says. “Alejandro has that duality.
He can put on an Armani suit and ranchera
boots. And because he has those very Mexican
roots, you believe it.

That paradox, de la Torre adds, will be pres-
ent in every phase of the two albums’ promo-
tion. Different singles, for example, are being
worked to each genre. The promise of dual

FERNA

e

support was important to Fernandez, who
signed to Universal late last year after a life-
time on Sony Latin, and who was anxious to
release a ranchera album after yeurs dedicated
to expanding his career overseas.

To date, Fernandez has sold more than 2.3
million albums in the United States, accord-
ing to Nielsen SoundScan. And while most
Latin acts talk about crossing over
from Spanish to English, Fernan- P
dezisoneofahandful of artists g8
who have managed to become
superstars by crossing over
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from traditional ranchera music to pop. That
duality began in 1997 with “Me Estoy Enam-
orando,” a collaboration with producer Emilio
Estefan Jr. that sold more than half a million
copies in the United States, according to
Nielsen SoundScan, and 3 million copies
worldwide, according to the label, and estab-
lished Fernindez as an international star. And
Fernidndez has been equally successful in re-
gional Mexican music.

‘He represents what is traditional and
contemporary in Mexican music,”
Lopez says. “That’s what makes him
unique. No one else can live in those

two worlds so easily and with such artis-
tic quality.”
In this case, it may be Fernandez bat-
tling with himself for a No. 1; on Oct. 5,
Fernandez’s two singles were sent si-
multaneously to radio. The pop track,
“Se Me Va La Voz,” was written by
Tabaré and produced by Baqueiro
A while the ranchero song, “Estuve,” was
written and produced by Sebastian. Fer-
" nandez previewed both tracks for fans on
his Twitter account. Both albums will be
promoted digitally on iTunes’ Count-
down feature. “The marketing will be
done jointly between Fonovisa and
Latino,” says Universal Music Latino
president Walter Kolm. “The entire
marketing strategy goes hand in hand.
Even when he performs on television, he
will sing both singles.”
The albums will be sold separately and
as a set. In a second marketing phase,
Kolm says, both albums will probably
be launched together with exclusive
bonus content.
‘We have a unique situation here,
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Kolm says. “An artist with this duality with
acompany like Universal that has two sepa-
rate labels.”

On the Mexican end, says Disa/Fonovisa
president Gustavo Lopez, “the regional pro-
duction is the most anticipated album this fall
in the Mexican musicarena. The combination
of Alejandro Fernindez and Joan Sebastian
producing is a dream come true.”

The fact that Fernindez has been recording
more in pop than ranchera in the past few years
has no bearing on the album’s possibilities,
Gustavo Lopez says. “He was a huge regional
star before breaking in pop.”

Fernandez is the youngest son of Vicente
Fernandez, widely considered the most promi-
nent living ranchera singer and one of Latin
music’s biggest icons. As Vicente's son, Ale-
jandro was pushed into the limelight early;
when he was barely 3 years old, he took the
stage with his father for the first time, pan-
icked and began to cry. The younger Fernan-
dez weni on to study architecture but
eventually found his way back to music, re-
leasing his self-titled debutalbum in 1992 and
launching one of the most prolific, successful
and memorable careers in the Latin realm.

Fernandez traverses pop and ranchera with
ease beyond his recordings as well. In his shows,
he performs pop and ranchera sets, first dressed
in jeans or a suit and accompanied by a pop
band, then clad in a full charro outfit and ac-
companied by a mariachi. While he can easily
play theaters in Spain and arenas in the United
Stales and Latin America, in Mexico, Fernan-
dez performs during traditional celebrations
across the country and in palenques, thecircu-
lar theaters found in many Mexican cities that
can seat up to 15,000. In these settings, he ai-
ways performs dressed in Mexican garb.

VICENTE FERNANDEZ (left) and
ALEJANDRO FERNANDEZ
perform in Guadalajara to
encourage tourism to Mexico.

Capturing the duality of both worlds in all
marketing material was important, de la Torre
says, and although each album has its own
identity, both the videos and the albums’ art
and concept will come together at sorme point.

The albums’ art, for example, which is still
in the planning stages, may depict Fernandez
divided between his two worlds, dressed as
an international artist in a traditional Mexi-
can hacienda or as a Mexican charro in front
of a modern building. But while in the past
Fernandez had pictures taken in different
cities and countries, this lime everything will
center in Mexico, specifically in his home state
of Jalisco. It is, de la Torre says, the contrast
of something very modern with something
very Mexican.

Universal is still in the process of aligning
sponsors and media partners for thealbum re-
leases, including partnerships with mobile car-
riers in different Latin American countries.
Fernandez, however, has never been big on
sponsorship deals, and those he strikes hitclose
to home, as is the case with Grupo Modelo, the
maker of Corona Beer, which sponsored his
last tour and with whom conversations are be-
ginning for his next tour.

Although sales are down and the economy
is ailing, de la Torre says that securinga spon-
sor still isn’t essential to Fernandez's proj-
ect. “1 think we have 1o show fans that we
stand by who we are and we will continue
to record good songs,” he says. “Our com-
mitment to the fans has to continue, and
times like this are when you most have to con-
centrate in releasing great songs. We have to
continue to think positive. They say winners
aren’t those who do things differently. Win-
ners are those who do different things. That’s
what we’re doing.” o
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THE BILLBOARD Q&A:

As Alejandro Fernandez prepares to release “Dos Mundos Tradicién”
and “Dos Mundos Evoluciéon,” he’s doing double duty as a singer of
ranchera music and one of Latin music’s leading pop stars.

Why release two albums simultaneously?
We planned it to attack the two markets
and the two targets. Normally, when you
release an album in one genre, it takes at
least three years to return to it, and you
could lose your other audience. What we
wanted to do was reach both markets at the
same time. | hadn't recorded a Mexican
album in almost six years and 1 had that
need to do it—and | think the fans were
anxious for it as well. Although I've done
very well with pop, and in a way, the pop
that we do sounds very Mexican.

Doing such a release has never been
done. Are you nervous?

No. On the contrary, I think it will be ex-
cellent for my career. Universal is in love
with the project, the album, the songs.
Jesuis [Lopez, chairman of Universal Music
Latin America/Iberian Peninsulaand head
of Universal Music Latin Entertainment]
has made me feel at home.

You're working on the album imaging
now. What’s the idea?

We're playing a little with the album con-
cept. It will bring you close in a way to the
two worlds that I've lived: the counlryside,
the farm, the animals, but I've also lived
an urban life in the city. It’s the first time
we're working with the photographer and
the art designer at the same time.

Your Mexican concerts in your home
state of Jalisco to promote tourism were
a huge success. Did their planning have
anything to do with your albums?

No. That was about supporting the secre-
tary of tourism, particularly because
Guadalajara was going through a very
rough time. And then, with the swine flu,
no one really knew what could happen.
What we wanted to do was tell the world
that everything was OK.

You play almost every weekend, and
you play many shows during Mexican
festivities around the country and in
palenques, but you also performin are-
nas and theaters. Are the shows com-
pletely different?

The theatrical presentations have far more
production value, but the vibe that you have
live in a palenque is incomparable. It be-
comes addictive. Those concerts are more
relaxed, more bohemian. You can tell that
people are really there to enjoy themselves.
We also play pop in the palenque shows,
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but we don’t have any changes. | perform
dressed in charro garb the entire time. But
we do have great lighting production,
screens, that kind of thing.

Initially you were thinking of releas-
ing only a pop album, and then you
had an encounter with producer/song-
writer Joan Sebastian. What can you
say about that?

We knew we wanted to record a ranchero
album. In fact, we'd thought about Joan Se-
bastian [to produce it], but then he did the
album for my father and we shelved that op-
tion. As we were looking for a ranchero pro-
ducer, Joan came up to me during a show
in a palenque and said, “Alex, I've come to
say hello and to tell you | want to do an
album with you. It’s something I've been
planning foralong time.” And I said, “Oh,
come on!” Because we didn’t want to repeat
[what my father had done]. And he said, “No,
no, no, Alex. | have 11 songs. Let me play
them for you and you tell me if they sound
like your Dad’s.” And he’d broughta CD
player and he played the songs, and my jaw
dropped. They were totally different from
what he’d done with mydad. So I had to do
it. And on the other end, the pop album was
already well on its way.

Some of the songs aren’t traditional mari-
achi. Some tracks sound almost country.
It’s a universal mix. That’s why I say that
what we did was bring pop closer to Mex-
ican music and Mexican music closer to
pop. But there are songs that are totally
mariachi. And you do hear the mariachiin
full, but performed in a different way and
with different instruments.

When you record pop and ranchero,
do you have to be in a different mind-
set to do each?

You sing them in a completely different
way. They are two completely different gen-
res. Ranchero is stronger, more passion-
ate, it has more energy. If you sing a pop
songin that manner, itdoesn’t sound well.
You really have to change your mental
channel when you go from ranchero to pop.
But with this album, doing two sets of ma-
terial, truth is, I'm exhausted.

Could you live, say, in Miami?

For a bit. Maybe on vacation for four, five
months. But leave behind Mexico, my
home, my roots and all my culture? That
would be hard. LC
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Sometimes, much weirder things happen at the MTV Video Music

Awards than Kanye Westinterrupting an acceptance speech. = Take ;
the 2008 VM As ceremony, for example, when the A-list glamour of l
Hollywood’s Paramount Studios red carpet was upset by the en- J'
trance of four teenage cyborgs with preposterous hair that stood ’
atop an enormous monster truck. Emblazoned with their band name '
in foot-high letters, the truck was the cyborgs’ not-particularly-sub- |
tle way of telling America what the rest of the planet already knew: ,'
So far, so Eurotrash gatecrasher. Tokio
Hotel—a curious electro-Goth-glam-emo boy band that had climbed
no higher than No. 39 on the Billboard 200—had what seemed a
token nomination in the fan-voted best new artist category. It was
up against the creme de la créme of U.S. female pop: Miley Cyrus,
Katy Perry, Jordin Sparks and—oh, the irony—Taylor Swift. The
likelihood of Tokio Hotel winning seemed about equal to that of
“We were at the awards

watching it outside on a massive screen,” recalls Martin Kierszen-

baum, chairman of Tokio Hotel’s U.S. label, Cherrytree Records,

Tokio Hotel had arrived.

Satan ice skating to work the next day.

ance speech.

as well as president of A&R for pop/rock at Interscope and head
of international operations for Interscope Geffen A&M. “I was
half-distracted because I didn’t really expect them to win—it just
seemed a little . . . hopeful. But they announced it and suddenly
[Interscope marketing executive] Bob Johnsen just punched me
as hard as he could on the arm. Boom!”
, the audience were similarly dumbstruck. Yet no one saw the need
to interrupt singer Bill Kaulitz—the one who looks like a cross be-
tween a Bratz doll and a cockatoo—during his incredulous accept-
“To be honest, it would have been a good moment
if someone had come onstage,” Kaulitz reminisces a year later. “I
was onstage at the VMAs and [ was speechless.”
drunk,” says his guitarist twin brother Tom with a laugh—he’s the
one who looks like a cross between Predator and a Jonas Brother.
“Even though we can’tdrink in the U.S. until we're 21.”
day, they weren’t the only ones suffering.
horse from that night,” Kierszenbaum says with a laugh. “But I’ll
take a charley horse any day if it means winning an award.”

The band and most of

“We got very

The next
“Man, I had a charley

One suspects many in the Tokio Hotel camp have been sport-
ing similar injuries in the last four years. The band acknowl-
edges the VMA win as “the biggest thing in our entire career,”
but in truth it was justanother moment in a career trajectory
that has defied conventional wisdom, international bound-
aries and, al times, logic.

Formed in the East German town of Magdeburg, the band—
which also features bassist Georg Listing and drummer Gus-
tav Schifer, the two who look like they’ve come to fix the Kaulitz
brothers’ carand computer, respectively—began playing under
the name Devilish in 2001.

A deal with Sony BMG followed. But Tokio Hotel was dropped
in 2005 when the members were just 15—a decision that, in
pure commercial terms, is starting to compare to Decca’s re-
jection of the Beatles. Undeterred, the twins signed with Uni-
versal Music Germany and quickly became a hot property with
their 2005 German-language debut, “Schrei.”

And there, frankly, the story should stop. German-language
pop music is right up there with English cuisine and Ameri-
can diplomacy as concepts that shouldn’t travel and usually
don't. At all. Not since Nena’s 1983-84 hit “99 Luftballons”—
cited by Bill as a formative influence—had songs with umlauts
made it beyond the Maginot Line.

Yet “Schrei” didn’t just reach No. 1 in Germany and Austria
and top three in Switzerland. Ithit the top 10in Greece, Hungary,
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the Czech Republic and Poland and, almost unprecedentedly, No.
12 in France—a country that traditionally regards German pop
music in much the same way it looked at George Bush—while
peaking on Billboard’s European Top 100 Albums chartat No. 5.

The follow-up, 2007’s “Zimmer 483,” did even better, peak-
ing on European Top 100 Albums at No. 4. Tt hit No. 1 in Ger-
many and No. 2 in France; went top 10 in Austria, Switzerland,
Greece, Hungary, the Czech Republicand Poland; and charted
everywhere from Finland to Italy. The band even performed in
Tel Aviv—a rarity for German-speaking artists—after Israeli
fans launched a petition demanding a concert.

“It was strange,” Tom says with a shrug of such cross-bor-
der success, “but cool. Qur fans started to learn German so they
could sing along.”

At the same time, however, executives and band members
alike were at something of a loss to explain the group’s appeal.
Bill cites the band’s formidable online presence as a factor,
while executives cite Bill's exotic look as crucial in aftracting
media attention and a vocal female fan base.

Any time that might have been used to contemplate this puz-
zle the twins spent learning English in a bid to conquer the coun-
tries that hadn’t yet embraced the group’s cyber-Goth persona.

In 2007, Tokio Hotel released its first English-language album,
“Scream,” featuring songs from the first two German albums
sung in English. 1t has sold 175,000 U.S. copies, according to
Nielsen SoundScan, spending 21 weeks on the Billboard 200. 1t
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was alsoa hitacross Europe, bringing the band’s first top 10 suc-
cess in Italy, the Netherlands, Portugal, Sweden and Flanders.
The French sent itto No.6. They’ll be eating English cheese next.

Tokio Hotel's new album, “Humanoid,” came out almost si-
multaneously around the world—Oct. 2 in Germany and con-
tinental Europe, Oct. 6 in the United States—in both German
and English versions.

“It's necessary we stick to the German-language origins in
some markets,” says Cornelius Ballin. the Berlin-based direc-
tor of international exploitation at Universal Music Germany.
“But English is the international language of music and the
band wants to be heard in that language as well. Each territory
will focus on one version but as they have fans who want to get
their hands on everything, [most countries] will put both out.

In the United States, a Best Buy-exclusive version of the album
will feature the German album alongside the English one ina
two-CD package. This time the band recorded two versions of
every song at once.

“It's not a one-to-one translation this time,” Tom says. “The
songs are around the same topic but we had to view them as
different things really.

“We’re working twice as hard as any other band,” Bill says
withalaugh. “I feel comfortable with the English versions this
time. I'm a perfectionist, so the first English record was very
hard for me. I don’t want to sound like a German guy trying to
sing in English.”
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‘Humanoid,” which is more electronic than previous al-
bums, is heavy on the science fiction (think “Terminator” or
“District 9”). The first single is “Automatic” (or, if you prefer,
“Automatisch”), a brilliantly ludicrous techno-rock anthem with
avideo featuring fast cars, robot sex and Bill looking like Bjérk
if she had played the Tina Turner role in “Mad Max Beyond
Thunderdome.” The rest of the album is almost equally over
the top, and the fist-punching rock of “Noise” and the Depeche
Mode-style electronica of “Human Connect to Human” are
catchy enough to appeal to teens from Berlin to Boise, Idaho.

For the album release, Universal has partnered with Media
Markt, a Pan-European consumer electronics and entertain-
ment retailer. The chain will give an item of band merchandise
to consumers who preorder the album at stores in Germany,
France, Spain, the Netherlands, Austria, Switzerlund and Bel-
gium. It will also set up displays dedicated to the act, and 13
outlets across the seven territories will present 3-D broadcasts
of the band performing tracks from the new album. The band
will play a live showcase at the opening of Media Markt’s new
Nagship store in the Paris suburbs at the end of October.

‘We need [entertainment] specialists in the market in Eu-
rope because that’s the way we break acts,” says Romain Del-
naud, the London-based director of operations for commercial
affairs at Universal Music Group International. “Media Markt
have an international presence that allows us to coordinate the
campaign across the markets.

The deal could help Media Markt as well. “Tokio tlotel is a
good fit for us,” says Wolfgang Kirsch, chief procurement of-
ficer of Media-Saturn Group. “Both of us started our career in
Germany and expanded into other countries very successfully.
The combination of music, innovative technique and a live ex-
perience is a perfect fusion.”

The band members might also want to look at alternative
uses for the 3-D technology if it can help them be in more than
one place at the same time. Such is the devotion of the group’s
rabid fan base—either hyperventilating teenage girls or more
intense emo types, depending on the territory—that the Kaulitz
brothers can nolonger have a quiet drink anywhere in Europe.

“It’s not a job for me,” Bill says with a shrug. “It's my life.
Tokio Hotel is [an extension of | my personality and the whole
look comes from that.

“It's totally cool that he gets all the attention,” jokes Tom,
who bickers—good-naturedly rather than violently—with his
brother. “As long as T get more girls than him.”

Tokio Hotel's global sales are now at 3.5 million copies, plus
1 million DVDs, according to Universal. The international
scope of the band’s marketing campaign is obvious, and the
act's official Web site is available in 11 languages. “Automatic”
is a worldwide MTYV video priority. The band will appear at
the network’s European Music Awards Nov. 5 in Berlin and
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headline MTV Day 09—broadcast worldwide as an MTV World
Stage presentation—Oct. 9 in Athens. Regular European tour
dates will follow early next year.

The band will be in the United States Oct. 10-19, and Kier-
szenbaum expects to confirm appearances on major TV shows.
(Onealready confirmed is MTV’s “It's On With Alexa Chung.”)
With early media support from Rolling Stone, Seventeen and
the New York Times, he intends to delay a major radio push to
top 40 formats until “we’ve got real traction in the marketplace.”

“The sky’s the limit,” Kierszenbaum says. “The band has
turned in a great record, we did a lot of groundwork last time,
and people are opening up to new kinds of music. Bill’s an ab-
solute worldwide superstar—it’s just a matter of time and we're
going to make sure it happens.

Universal Music Germany’s Ballin says South American
markets are also a priority this time around, and an initial push
in Asia is planned for next year. Even the United Kingdom,
which now stands alone in declining to embrace the band, will
receive the full Tokio Hotel treatment in 2010.

“Success is like a drug,” Bill says. “We want to be successful
everywhere. Butif not, at least we can go on vacation to London.

Best not lo book that holiday just yet, though. If anyone can
make the Brits love German pop music, it's Tokio Hotel. Noth
ing—not even Kanye West—can stop them now.

Additional reporting by Wolfgang Spahr in Hamburg.
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MTYV Urge . . . Yahoo Music Unlimited . . . Virgin Digital . . . Since 2003—when iTunes
launched in the United States—all of these digital music services have come and gone, without
challenging Apple’s market dominance, despite the backing of resource-rich parent companies.

¢ Add in all the startups that have crashed and burned in the same time period and it starts to
look like no service could ever rival iTunes’ traction with customers and critics. ¢ Until now.

The Sweden-based startup Spotify, launched for public ac-
cess in October 2008, has momentum like no other digital
music service of the last six years. It offers on-demand music
streaming, in both free and premium services, and now claims
to have more than 6 million users in Sweden, Norway, Fin-
land, the United Kingdom, France and Spain. At one point it
reported signing up new members at a rate of 50,000 per day,
although that figure has fallen since September, when the
service restricted its free version to invited guests in the
United Kingdom.

Spotify has won high marks from reviewers for the ease with
which it provides access to a catalog of more than 6 million
tracks from majors and indies alike and the unobtrusive way
it delivers advertising.

Spotify’s recently launched mobile version—available for
the iPhone and Android-powered devices in Europe to pre-
mium subscribers who pay the equivalent of around $15 per
month—has won similar praise. Although Spotify doesn’t com-
ment on its fund-raising activity, it has reportedly won $50 mil-
lion worth of backing from investors—at a valuation of $250
million, an almost unheard-of sum for a music venture in today’s
stingy venture capital environment. The European service also
has the full support of the major labels, which reportedly ne-
gotiated a collective 18% stake in the company.

Yet this momentum will be tested severely as the company
prepares to enter the United States—the No. 1 music market
in the world—with a launch expected either late this year or
early next, depending on how fast it completes its negotiations
with the majors.

“It’s been talked about so much I don’t think it can meet
everyone’s expectations,” says Forrester Research analyst Sonal
Gandhi. “If the Spotify experience can be as good as hyped, it
has a lot of potential.”

With negotiations ongoing, U.S. labels are reluctant to com-
ment on the service. According to music industry sources, the
labels are impressed with Spotify’s achievements but want the
service to start generating real revenue. To do so, it must take

care not to let the usage model outpace the business model.

There are certainly early signs of success. In August, Per
Sundin, managing director of Universal Music Sweden, told
the Swedish press that his company now earns more revenue
from Spotify than iTunes. But that’s in Sweden, where the serv-
ice was born and where iTunes doesn’t have the dominant hold
on the digital music market it does elsewhere.

“We've seen income from Spotify follow a steep growth curve
since launch,” says Paul Smernicki, director of digital and di-
rect-to-consumer at Universal U.K.’s Polydor Records. “Exclud-
ing mobile, they are pretty high up the list as a revenue stream
for us. But we're certainly not in the same position as Sweden.”

Scott Cohen, the London-based founder/VP of international
at the digital distribution and marketing company the Orchard,
says Spotify is already boosting income for labels in two ways.

“First, the more tracks are streamed on Spotify the more
downloads occur on other services,” he says. “We are not see-
ing any cannibalization. Second, revenue streams from adver-
tising have been steadily increasing and have overtaken many
niche stores in Europe.”

But the ad-supported free service alone can’t generate the
revenue Spotify needs to pay for the music it plays. The com-
pany reported a netloss of $4 million last year, and its decision
to limit its free service in the United Kingdom to invited guests
implies a high burn rate.

That means Spotify has to increase the number of users for
its premium service. So far, however, music subscription serv-
ices like Rhapsody and Napster haven’t been able to reach a
mass audience. In its most recent quarterly earnings report,
RealNetworks said Rhapsody has about 750,000 subscribers.
Napster had 700,000 subscribers when Best Buy acquired the
company last year, but hasn’t released updated figures since.

While Spotify plans to make mobile access a key element of
its conversion strategy, the mobile music market has also yet
to take off. Spotify has confirmed it will launch in the United
States with a “slightly different model” than in Europe, although
it has yet to disclose details.
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Calling Spotify a free ad-funded music streaming service would
be accurate but unfair. The company has paying customers,
but they number less than 10% of its user base, according to
comments from CEO Daniel Ek ata recent London conference.
And company executives say that’s unlikely to change.

“We expect the large majority of our users to stay with free,
says Gustav Soderstrom, who left his job as director of busi-
ness development at Yahoo to join Spotify as its head of mo-
bile. “We're monetizing it through ads and through selling
downloads [through its partnership with 7digital], so it’s a sig-
nificant revenue source.’

So far, no ad-funded service has been able to turn a profit
from advertising and download revenue alone. Which is why
Spotify doesn’t intend to. Using the “freemium” model, the
company hopes to convert a portion of its free user base to the
premium tier.

The free Spotify service could be seen as a customer acqui-
sition play—and perhaps not the most expensive one out there.
Napster once estimated its customer acquisition cost at $100
per user, due to all the advertising needed to explain its sub-
scription model.

“It makes the [customer acquisition] process easier than [it
would be] if you start with no users,” Séderstrém says. “You
have to put a lot of marketing dollars into getting users’ atten-
tion to even consider signing up. We don’t have to do that.”

Free access to any song on demand is powerful bait and Spo-
tify offers what amounts to an indefinite trial period. Rhapsody
and Napster usually limit their trial periods to about a week,
after which users either need to pay or use only 30-second sam-
ples. (Rhapsody allows non-paying users to stream 25 free songs
per month.) That may not be enough time to get users hooked
on the access model.

Despite the popularity of Spotify’s free tier in Europe, Rhap-
sody America VP of business management Neil Smith doubts
it will roll out the same way stateside.

“The reason Spotify blew up so big and so fast was it was free,”
he says. “That model isn't going to happen in the U.S. anytime
soon, maybe ever. The U.S. is the market where the labels make
all their money. They can’t afford to have a service that doesn’t
generate substantial revenue suck up all the usage. If it was $15
[per month] out of the gate, it wouldn’t have a million users.
Once you take the free piece away, we compete pretty well.”

So Spotify will have to ensure its ad-supported service re-
mains worthwhile and not degrade it in order to push users to
the paid version. Devaluing the free service would risk losing
users, which in turn would threaten its function as a customer
acquisition tool as well as limit any hopes of generating rev-
enue from it.

For all the hype Spotify gets for the popularity of its free tier,
there’s no guarantee it can match that success as a paid service.

Until its mobile option launched, Spotify’s premium tier
only offered the elimination of ads—which weren’t very intru-
sive to begin with—and slightly better audio quality. The iPhone
and Android apps add portability to that mix, but it’s still not
much differentin price or function to portable subscription of-
fers from Rhapsody and Napster.

“The value proposition of subscription has to change,” For-
rester’s Gandhi says. “There has to be ownership. There has to
be something besides just renting music.

Gandhi specifically points to subscription plans that allow
users to keep a certain number of songs per month, such as the
five tracks Napster gives away as part of its $5-per-month stream-
ing plan and Zune’s 10 free downloads.

Another option comes from Pali Capital analyst Richard
Greenfield, who recently suggested that mobile operators and
Internet service providers should bundle the Spotify premium
service into their data plans. The idea of bundling is nothing
new, but Spotify’s ability to synch content across the different
platforins makes it a more viable option.

Soderstrém says Spotify would consider such options, but
only if they weren't exclusive.
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Spotify is hanging its hopes of converting free users to paid
users on the mobile application. But it doesn’t want to position
itself as a mobile service.

“I wouldn’t say Spotify is a mobile service first,” Soderstrom
says. “You're going to do the majority of your browsingand dis-
covery on your desktop, at least for some time. But if you want
to use Spotify as your primary music service, then you're going
to need the mobile option.”

Previous portable subscription options required transferring
tracks from desktop to portable device, which users needed to
synch with an online service at least once per month to refresh
the licenses. Services were based on digital rights management
technology from Microsoft that had a reputation for being unre-
liable—and the dominance of the iPod had made them irrelevant.

Spotify gets around this by using mobile phones to stream the
music rather than download it. Since mobile networks are noto-
riously unreliable, it created a way to temporar-
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launched its mobile service in early September. According to a
Forrester Research study, 27% of U.K. mobile subscribers with
Internet access use their phone to play music at least monthly.
In the United States, that figure is only 10%. U.S. mobile oper-
ators and labels alike hope Spotify will help goose these figures.
“There’s definitely potential there,” says one mobile opera-
tor. “I think we’tl get the typical technology hype curve—lots of
hype going into market, pause and then either decline or hype
again based on reality. Spotify has a chance to be a big deal.”
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Spotify’s European success is impressive, but the U.S. market
can be more competitive—and more fickle.

“Spotify has a good chance of success in the States if they can
make the rightdistribution partnerships,” the Orchard’s Cohen
says. “But it will require a different strategy than in Europe.”

And a win stateside would do much more than just ce-
ment Spotify as a legitimate player in the

ily cache more than 3,000 songs on supporting
mobile phones, without using the 10 GB of
storage normally required to do so—ulthough
users must still connect to Spotify every 30 days
to verify their premiurm subscriber status.
Mobile options have already paid huge
dividends for music services like Slacker,
Pandora and Clear Channel’s iheartradio.
Pandora, for example, says more than 45,000
of the 65,000 new registrations it gets every
day come from its various mobile apps.
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global digital music game. 1t will finally
broaden the digital music market beyond
iTunes and add a new usage model be-
yond track sales.

“Spotify is not the first streaming serv-
ice in the world, just like iTunes wasn’t the
first digital download store,” Cohen says.
“What it does that is so special is make a
fairly complex model seem easy to execute.
They have a great team running the com-
pany and I wouldn’t bet against them.

o

“Our future is going to be more mobile-
centric than I had even thought, and sooner,”
Pandora founder Tim Westergren says.

But those are free applications. Rhapsody
beat Spotify to the U.S. market with an
iPhone app that lets users paying $15 per
month stream any song from the service’s
catalog as well as their playlists and Internet
radio stations, but to date it doesn’t have a
local caching option.

The U.S. mobile music market is alsomuch
tougher than that of Europe, where Spotify
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And while other U.S. music industry
sources remain only cautiously optimistic,
Spotify has confidence.

“There are certainly more music services
inthe U.S. than there are in Europe,” Séder-
strom says. “So, yes, it’s more competitive.
But I still think we have a better experience
and a better offer. We wouldn’t do it if we
thought we were going to lose.” vee

Additional reporting by Andre Paine
in London.
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BY MITCHELL PETERS

Live entertainment is still a major draw at uni-

versity venues across the country, but the chal-

lenged economy in 2009 has forced some schools
to cut back on student activities budgets desig-
nated for bringing musical acts and comedians
to perform in campus buildings. As a result, many
colleges are reviewing the types of acts they book
as well as the frequency of campus concerts,
industry observers say.

“The upper administration at colleges is definitely paying
attention to budgets a little more due to this recession,” says
Todd Erickson, an agent at the More Music Group, a company
that serves as the middle agent between colleges and talent. “I
saw an impact from the economy for this fall semester . . . but
I think things will change back in the spring.”

Jamie Kelsall, a booking agent at the Agency for the Perform-
ing Arts, says campus entertainment comrnittees are spend-
ing their money more wisely. “They’ll do two or three of the
small [bands], rather than putting all their money into one act,”
Kelsall says, noting that the events are then transformed into
a more festival-type environment. “It’s certainly no surprise,
because their budgets have definitely been cut.”

In light of tighter entertainment budgets at many col-
leges, some developing artists have agreed to lower per-
formance fees to play campuses and build stronger student
fan bases, according to Jon Shyer, director at StarPolish
Presents, another middle agent that assists colleges with
booking concerts.

Campus Concerts Adjust To Tight Economy

“They're definitely flexible on their numbers,” Shyer says,
declining to name specific acts. “[Booking agents] don’t want
to express that initially—because of negotiation reasons—but
we get one e-mail a week saying, “This band is looking to fill
these dates.

Kelsall agrees that the challenged economy has forced some
artists who rely heavily on touring as their primary source of
revenue to re-evaluate how much they charge for shows.

“The smartest bands realize that in order to remain on the
road, they have to work as much as they can with the buyer,”
says Kelsall, who books college-friendly acts like Jack’s Man-
nequin, Eric Hutchinson, Three 6 Mafia, Flo Rida, Flogging
Molly and the Gaslight Anthem.

In addition to being more flexible with guarantees, many
artists offer additional services to colleges, including lectures
and afternoon performances.

“Numerous artists are willing to come to schools early and
promote their show by playing a small acoustic performance
to bring more students to the show,” Shyer says. “And from our
roster, the Kicks and Craig Cardiff use their experience in the
music business to teach students in a two-part lecture and per-
formance on college campuses.”

Adam Tobey, senior VP at the middle agent company Con-
cert Ideas, says more colleges are booking comedians because
their material is viewed as a sure bet, compared with hit-driven

”»

music acts.

College events featuring comedians from popular TV shows
usually result in successful ticket sales, because students are
more likely to attend events that are tied to something they're
familiar with, according to Erickson.

www.americanradiohistorv.com

Funny stuff:

The Frank Erwin
Center at the
University of
Texas in Austin
(far left) has
presented ROBIN
WILLIAMS (top)
and GEORGE
LOPEZ.

“For marketing purposes, if [the act is] from a TV show, every-
body will know that show and they’ll be drawn to it, whether
it’s someone from ‘Saturday Night Live’ or a half-hour comedy
special on Comedy Central,” he says, citing a recent show with
“SNL” comic Kenan Thompson.

Booking comedy is also sometimes a safer move because it
has a wide appeal to students from all walks of life. “Everybody
loves to laugh,” Erickson says. “So with comedy, it’s not like
you're trying to appeal to a certain person who may like hard
rock or hip-hop and R&B.”

Even top-priced comics are considered a safer economic play.
The 17,000-seat Frank Erwin Center at the University of Texas
in Austin saw recent success with such top-name comedians
as Robin Williams, George Lopez and Jeff Dunham. “Those
major comics seem to play pretty well in this environment,’
says center director John Graham, who also cites upcoming
shows by Dane Cook and Larry the Cable Guy.

Even in a lough economy, campuses are an attractive target
for top music acts, such as Jay-Z, whose 20-plus-date fall tour
will primarily play college arenas.

Frank Russo, senior VP of business development and
client services at the facility management firm Global Spec-
trum, says business is growing at the 10 university venues
the company manages. But digital marketing is key, “as op-
posed to radio, TV and newspapers,” he says. E-mail blasts
for events are effective, he adds, noting that students “live
in their own world” and are difficult to reach through tra-
ditional forms of advertising. So Global Spectrum often
works with student entertainment committees to find al-
ternative methods of spreading the word. “You have to re-
sort to different ways to get them aware of shows, which
might even be putting chalk on the sidewalk on the paths
from dorms to classrooms,” Russo says.

Other colleges are taking a similar grass-roots approach to
reaching students on campus. At Clemson University in South
Carolina, concert organizers have moved the box office for
the 10,000-seat Littlejohn Coliseum to various hubs on the
school’s campus. “They don’t even have to get in the car-
we’re where they want to be,” coliseum GM/director of major
events Marty Kern says. To help sell tickets to shows, Kern ad-
vises her students to “get in front of the library late at night
where we know the students are,” she says. “It’s in-your-face,
old-school marketing.” s
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Its Your Artist's Time To Shine

Is your artist celebrating a milestone?
Launching a major woridwide tour
Ready to drop a major new release?

Get the word out through Billboard STARS...

The ultimate opportunity to have an editorial section of
Billboard magazine completely dedicated to your artist’s
career achievements.

Experience the buzz when key decision-makers and peers
read about your artist in the pages of Billboard!

THE SUMMER PREVIEW ISSUE
Sume Colptoys g PaR Fs 82 Can't-Pemn Al And Toers B8
- TR L

Kenny
Chcsncy
" ‘Pll‘;tc.
T

everythiog

between

“

Efficiently routing tours;
choosing the correct time,
promoter, venue, capacity
and market; and cutting
intricate deals with talent
buyers, buildings and
producers are painstaking
tasks in the simplest of
times. § Despite the old
joke about agents, this has
never been about throwing
darts at a map. But in
today’s concert industry,
when one asks agents what
the most pressing issues
are that they face, the
answer is more likely to be
about mergers, 360 deals,
new models, dynamic
pricing and secondary-
market ticketing than
moving the act from point
A to point B. A

Like promolers and management com- '
panies, agencies have evolved into multilevel
entertainmentcompanies. The majoragen-
cies are making moves into the label busi- :’-'
ness and other areas of the content world ¢
beyond live performance. Many agencies are |
more involved in marketing than ever.

Ultimately the agents’ biggest concern re- §
mains building headliners and 1
‘selling tickets,” according to ™)
Marsha Vlasic, senior VP at In-
ternational Creative Management
and head of ICM’s contemporary
rock department.

“Selling tickets,” she repeats.
“Developing new artists. Creative
marketing. Those are my issues.”

Marc Geiger, contemporary
music head at William Morris En-
deavor, says that ticket pricing, the
“altering of the secondary market”
and the proposed merger of indus-
try giants Live Nation and Ticketmas-

UNIVERSITIES

Agencies Address
Top Challenges

In Today’s Market
BY RAY WADDELL

S e

The booking agent’s job w -
has always been complex. : %

-

| -
Y &

5

Top of the bill:
TAYLOR SWIFT
is one of the rare
new artiststo
quickly rise to
headliner status.

concerned how labels are involving themselves
in touring,” ICM agent Dennis Ashley says. “I'm
not sure that this would always be in the best in

terests ol the artist.”

Vlasic thinks the trend toward multirights
deals will “filter out,” but she’s not as quick to
dismiss the impact of a Ticketmaster/Live Na-

tion merger. “It's something we re-

ally need to be concerned about,
she says.

Rob Beckham, Nashville-based
agent for William Morris, agrees
that artist development is a con-
cern. “The bigges! problem | see
in the country business is the

lack of developing headliners,
he says. “We had Taylor Swift
blow up and take the world by
storm. She is an amazing star
{ and hasworked very hard to be-
A | come the headliner sheis.”
But Swift is the exception

rather than the norm. “Because

ter Entertainment all loom large as important  album sales have come down so far, and singles

For more lnformahon’ Please Contacr: issues today. take much longer to be hits, we just have a very

Aki Kaneko e 323.525.2299 ¢ akaneko@billboard.com The Agency Group agent Ken Fermaglichcites  difficult road ahead in developing those arena-
the economy and 360 deals as concerns, partic-  type headliners,” Beckham says. “There will be
ularly as the latter relates to labels entering the  others that emerge, but nothing like we have
concert business. “As lubels sign more bandsto  seen in the past 10-15 years.”

360 deals, and therefore have a small piece of Like other agents, Bruce Houghton, pres

o the touring, the label being the promoter, too,  ident of the Skyline Agency, sees ticketing as
Blllboard could be an issue,” he says. a thorny issue. “Less-than-transparent tick-
EXPERIENCE THE BUZZ Other agents echo that sentiment. “I'mreally  eting fees that drive continued on >>p26
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from >>p24  up prices are frustrating consumers and de-

stroying efforts by artists, managers and agents to create ~ g he says. “It’s killing the goose before

value for the fans,” Houghton says.
Joey Lee, president of the 360 Artist Agency, says fees are par-

ticularly an issue with “bubbling headliners”—acts moving up §}

to larger venues that don’t yet have the clout to ne-
gotiate a break with ticketing companies, venues
and advertisers.

Paradigm agent Aaron Pinkus says the live busi-
ness overall hasn’t done a good job in developing
new acts to back up the heritage artists that have
been the core of the touring industry for years.
“Sothe onus on the agency side is to develop new
talent at an affordable cost that will get butts trans-
ferred from couches into stadium seating,” he
says. “To that end, we are getting killed by tick-
eting service charges.

While he understands the costs of rolling out
anew ticketing system or operating an existing
one, “I'still can’t understand how it costs $8.35
to process what was originally a $10 general admission
ticket for a 500-capacity club show,” Pinkus says. “And as the
venue sizes increase, so does the ticket price, and consequently
the service charge.

When it comes to high ticket prices in general, “as agents, we
have had alarge hand in creating this problem,” Pinkus says. “We
have driven guarantees to the point where promoters could not
break even on ashow solely based on ticket sales. Promoters were
forced ‘underground’ into making their money through ancillary
means; hot dogs, beer and ticketing service charge rebates. So we
don’t back down from guarantees, and promoters don't back down
from ticketing fees, because everyone needs their money, and
we're effectively in a stalemate.

That status quo has to change, especially at the developnmen-
tal level, Pinkus asserts. “Maybe that means we don’t push for the
same guarantee in exchange for lower ticketing charges, but I can
tell you something has to be done to prevent the first concert by
any new band in any given market to have more than 50% of their

| of talented bands that will not get the

ticket price going towards service fees,”
it’s out of the egg, and there are a ton

chance to turn into the proverbial golden

goose if we out-price them in the mar-
ketas they try to plant their

I flag in your town and in
your mind.”

Industry cuts have led to
less effective promotion of
artists, Houghton believes.
“Who is left to market the

shows in more than a cookie-
cutter fashion?” he asks be-
fore answering his own
question. “No one—promot-
ers, managers or agents—nhas
been willing to fill that void.

Though attendance largely
held its own. the summer of
2009 did see an industry-wide trend of
consumers waiting longer to buy tick-
ets. William Morris agent Kirk Sommer
would like to see advance sales stimu-
lated through premium inventory incentives with presales and
such old-school (but effective) messaging to the publicas “only
area performance” or “last area performance” if these state-
ments are in fact true. Sommer says increasing demand by
being more conservative in choosing venue capacity, earlier
on-sales and keeping ticketing programs to a minimum could
also help advance sales.

One of the most pressing issues for 2010 will continue to be
ticket scaling for new and established touring artists, according
to agent David Zedeck of Creative Artists Agency.

“It is important that we take the lessons learned from this
past year, which was arguably the toughest economy in 30 years,
and understand what worked and what didn’t—for the artists,

Top row (from left): ROB
BECKHAM, William
Morris Endeavor; BRIAN
JONES, Bobby Roberts
Co.; JOEY LEE, 360 Artist
Agency; bottom: AARON
PINKUS, Paradigm;
MARC GEIGER, William
Morris Endeavor

the promoters and fans,” Zedeck says. “We need to continu-
ally work to market and sell tickets to the fervent fan, as well
as the casual fan.

Brian Jones, VP at the Bobby Roberts Co., sees today’s market
as “too many artists looking for work and not enough ticket buy-
ers who will pay the amount for a ticket it takes to cover promot-
ing the show,” he says. “Like many products in today’s economy,
it's a buyer's market. The fans are in control.”

Still, Jones says he’s not overly concerned about the long-term
viability of live entertainment. “People will always go to live shows;
it'’s just finding the right formula to make it affordable for the
promoter, artist and the ticket buyer,” he says. “We've all adjusted,
and we will adjust some more. .

" »
-
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Thanks for an unforgettable night of songs under the stars at Gillette Stad

July 18, 4003

Gillette Stadium

Foxhorough, MA

Attendance; 52,007 » Gross: $6,209,342.00
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capacity: 8,000

305.284.8244//pmcgrew@miami.edu

BankUnitedCenter.com

wBankUnited

At the University of Miami
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OLD DOMINION UNIVERSITY
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314.977.5001//mscanlon@slu.edu 803.576.9050//tompaquette@sc.edu
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ARENA
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GROSS/ ARTIST(S) Attendance
R Venue, Date [ Promoter
$3,507,501 COLDPLAY, ELBOW, WHITE LIES
(€2.406.040)
$102.05 Phoenix Park, Dublin, Sept. 14 §5{‘3C7F2 MCD
$3153,032 [THIe)
(287300.000 yen) 25.056
$131.79/$109.82 Budokan, Tokyo, Sept. 14-15,17 €992 Live Nation Global Touring, Udo Artists

A YRYERVAN THE BLACK EYED PEAS, LMFAO
(32871633 Austratan)

Frontier Touring

$113.95/$87.39 Acer Arena, Sydney, Oct. 2-3

$2,131,056 DAVE MATTHEWS BAN \

4.99 Susquehanna Bank Center, ;
g Camden. N, Sept. 16-20 ows Saaeanadon
$250/$175/$140/

The Colosseum at Caesars Palace, 1&,747 15991 1our  Concerts West/AEG Live

$95 Las Vegas, Sept. 29-30, Oct. 3-4 one sellout
$1,618,519

KEITH URBAN, LADY ANTEBELLUM
(31722837 Canadian)

Pengrowth Saddledome,
Calgary, Alberta, Sept. 18-19

KEITH URBAN, LADY ANTEBELLUM
($1691877 Canadian o

Rexall Place, Edmonton, Alberta, 23 460
Sept. 20, 22 t

22,297

$79.38/$18.79 Live Nation

$1,583,140

$79.07/$18.71 Live Nation

two sellouts

TV T PEARL JAM, BEN HARPER & RELENTLESS7

$66 KeyArena, Seattle, Sept. 21-22 24,891 Live Nation, AEG Live
two sellouts

$1,507,754 KEITH URBAN, LADY ANTEBELLUM
($1616,097 Canadian)

Credit Union Centre. Saskatoon, 22,194 5 .
$78.84/$20.76 Saskatchewan, Sept. 23-24 tod selio Live Nation

$1,471,250 it DIVO
{133.865.000 yen) =
$I3179/510982  Seprono o Osaka, Japan, - m528 Live Nation Global Touring, Udo Artlsts

$1,328,924 BLUE MAN GROUP
(2.491,562 reales)

Credicard Hall, Sao Paulo, Brazil, 25,843
4

$138.68/$32 Sept. 2-13 352413 shows T4F-Time For Fun
$1,286,565 MAXWELL, COMMON, CHRISETTE MICHELE
$250/$15.50 Madison Square Garden, 1,540 Live Nation

New York, Sept. 28 sellout

$1,257,824 KEITH URBA ADY ANTEBE! ;
(81371778 Canachan)

MTS Centre, Winnipeg, 20,601

$7748/32040  Manltoba, Sept. 26-27 two sellouts Seination
$1,249,502 KISS, BUCKCHERRY i
$128/$78/$49/ 21,561 )
325 Cobo Arena, Detrolt, Sept. 25-26 s olts Concerts West/AEG Live
$1,190,726 DAVE MATTHEWS BAND, WILLIE NELSON
865510 Frs Miwen Bank Amphtheair,” 28,085 Live ation
PSRRI DAVE MATTHEWS BAND, ROBERT RANDOLPH & THE FAMILY BAND
$65/%55 g;igﬁiggl Park, Des Moines, lowa, 1&646 Jam Productions
$1,076,082 BLINK-182, WEEZER, FALL OUT BOY, TAKING BACK SUNDAY & OTHERS
R s o ea a o) 2R,
PR MILEY CYRUS, METRO STATIO :
$79.50/$39.50 Staples Center, Los Angeles, 14,584 AEG Live

e

Sept. 22 sellout

LR E RPN BRUCE SPRINGSTEEN & THE E STREET BAND
$98/$65/$48.75/

BankAtlantic Center, Sunrise, 11,586

$36 Fia, Sept. 14 13 L (e
$1,033,221 MILEY CYRUS, METRO STATION

$79.50/%$25 ;ae%ot.rr;g Dome, Tacoma, Wash., 15,242 AEG Live
$1,01,698 BRUCE SPRINGSTEEN & THE E STREET BAND
$98/$36 gg‘yg.l]\énphitheatre, Tampa, Fla.,, }313?3 Live Nation

$1.005340 G

$160.50/$46 E‘é’:f@f@:ﬂhﬁ' pLive g%;;’i”duts Goldenvoice/AEG Live

$7950/53950  Jobingcom Arena, Glendale, T AEG Live

$973.765
R Lo oo 258 Goldenvolce/AES Live

$79.50/$39.50 gggsazgemer, Anahzim, Calif., 13,?3‘8 AEG Live

$943,852 BRITNEY SPEARS, GIRLICIOUS
($1032574 Canadian)

Copps Coliseum, Hamiiton, 16,629

$116.09/$36.11 Ontario, Aug. 20 Concerts West/AEG Live
$937,615 ALEJANDRO FERNANDEZ
$200/$75 8,291 Llve Nation, Andrew Hewitt Co., Latino Event &

Mandalay Bay Events Center, 3 1
Las Vegas, Sept. 15 8.558 Marketing Services

$935,772 BRITNEY SPEARS, JORDIN SPARKS
$128/$96/$49.50/

Palace of Auburn Hills, Auburn 12,572 Concerts West/AEG Live, Palace Sports &

$39.50 Hills, Mich., Sept. 8 seliout Entertalnment

Ty YAl BRITNEY SPEARS, JORDIN SPARKS

$127/$97/34750  Don yass:g;f pCenterpElRasay 1,531 Concerts West/AEG Live

$901,747 MILEY CYRUS, METRO STATION

$79.50/%$25 ger'a)gle‘sArena. Qakland, Calif., ]E'L,c;;l AEG Live

$873,099 BRITNEY SPEARS, JORDIN SPARKS ‘

211297578//?3);7550/ é\g;;.ri;:an Airlines Arena, Miami, 11,332 Concerts West/AEG Live

$858,948 PEARL JAM, GOM

$§§%67'583) ﬁ:?g.eﬁg:‘éesrd:lrjng..‘lige 19;89.2 Live Nation International
NICKELBACK, HINDER, PAPA ROACH, SAVING ABEL

$856,355

$89.50/$35 C?'nthia Woods Mitchell Pavllic;n, 16,520 Live Nation, in-house

TFe Woodlands, Texas, Sept. 1 sellout

$849,983 BRITNEY SPEARS, JORDIN SPARKS
$97/$67/$51.50/

354150 Aferus Center, Granc Forks, N.D., 12,712’? Concerts West/AEG Live

Sept. 12 et
$848,952 KEITH URBAN, LADY ANTEBELLUM
(3917855 Canadian) - =
$7815/$18.50 et e Lok eation

WWW.america

RAY WADDELL " ' 'I'"
rwaddell@billboard.com

TAKING

JEFF KEITH (left) and
FRANK HANNON of
Tesla, a band playing
Club Passport venues.

IT

TO THE CLUBS

Live Nation Debuts Strategies

For Smaller Venues

Clubs and small venues are the lifeblood of the
concert business. 1t's where acts create buzz,
hone their chops and build the foundation of a
touring career. Historically, promoters were will-
ing 1o make less or even lose money on an actat
the club level with hopes that the artist will stay
loyal as it climbed the ladder into targer venues,
reaping more profits in the process.

Live Nation is now following its suminer pro-
motional schedule for its amphitheaters with
two new club-level promotions.

The first, which the company describes as
more of a new “product” than a promotion, is
the Club Passport. For $49.99, including fees,
music fans who purchase a passport can see every
show at Live Nation clubs in their city for the rest
of the year, subject to availability. A sourceat Live
Nation says sales of the Club Passportare “solid.”

On Oct. 5, Live Nation announced a second
club-level price promotion, a “two-for-one”
deal that will encompass 200,000 tickets to
350 concerts in 29 U.S. Live Nation venues.

The company says its No Service Fee promo-
tions atamphitheaters saved fansabout $14 mil-
lion on nearly 800,000 tickets during the summer.
The Live Nation source says the club prograns
are a response to requests from agents and man-
agers for the promoter to offer similar induce-
ments for small venue tours. Both programs are
available at Live Nation’s House of Blues and
Fillmore clubs across the country, as well as Live
Nation clubs like Bogart’s in Cincinnati, the
Tabernaclein Atlanta, the Gramercy in New York
and the Hollywood (Calif.) Palludium.

Among the acts playing venues covered by
the Passport, according to LiveNation.com, are
the Black Crowes, the B-52s, Tesla, Gov’t
Mule, Hanson, Andrew Bird and others.

Meanwhile, the club sector seems pretty
healthy, even in tough economic times.

Seth Hurwitz, president of independent pro-
moter [.M.P., which owns and books the 9:30
Club in Washington, D.C., says he hasn’t seen a
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downturmn. “The shows that people want to see
do well and the ones that don’t, don’t,” he says.
“Bands run their cycles of popularity, and when
that is down, bands and their representatives
like to blame the economy. Sorry, that ain’t it.

Hurwitz says he doesn’t spend much time de-
veloping price promotions. “Fact is, |'ve never
seen [price promotions] turn a dog show around.
They are usually done to placate someone who
refuses to believe that their actisn’t selling tick-
ets or to create cash flow for reasons other than
net business.”

I's more about “promotion” in the true sense
of the word, according to Hurwitz. “Our respon-
sibility as a promoter is to get the band’s image
and music represented as they intend and to
make sure everyone is aware and reminded about
the show,” he says. “Afier that, the campaign has
been run and the votes come in.”

Thereare plenty of acts to “vote” for, certainly.
Kirk Sommer, the William Morris Endeavor
agent for acts like the Killers and Paolo Nutini,
says the clubs are “completely oversaturated at
the moment.” The current economy means peo-
ple have less discretionary income and more en-
tertainment options, Sommer says. And he
observes that there isn’t any sign of less traffic
in the future.

“People need to pay particular attention to
packaging, riming, size and ticket pricing,” Som-
mer adds. “There must be value.”

Red Ryder Entertainment agent Erik Selz
{Andrew Bird) says he isn't seeing the artist de-
velopment at the club level he once did, or even
consistency. “A few years back, one could rely
on asold-out show in March, on the heels of a
new release, translating into a sold-out show at
alarger venue in September,” he says. “ ‘Here
today, gone tomorrow” has never been more
true, and I'm seeing those September shows,
on the second lap through a market, suffer badly.
The saturation doesn’t help, and it’s only get-
ting worse. e

FILMMA(

JOEY FOLEY
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FREAK SCENE

Reborn: Flyleaf’'s SAMEER BHATTACHARYA,
PAT SEALS, JAMES CULPEPPER, JARED
HARTMAN and LACEY MOSLEY (from left)

hen Flyleaf chose to call its second album
“Memento Mori,” it wasn’t a tossed-off phrase
or an attempt at pretension. After a spate of
tragedies and illnesses, the band’s mindful-
ness of death isa constant theme on the album,
which will be released Oct. 20 on Octone/A&M.

“ ‘Memenlo Mori was very fitting, given everything we've been
through over the past seven years,” singer Lacey Mosley says.
“We've seen a lot of everything.’

Certainly, the band has seen plenty of success. Its self-titled
debut was released in 2005, spawning the hit singles “I'm So
Sick,” “Fully Alive” and “All Around Me.” The album stayed on
the Billboard 200 for 133 weeks and sold 1.2 million copies, ac-
cording to Nielsen SoundScan. [n 2006, the Texas band released
the four-song EP “Music As a Weapon,” and the following year
it issued a limited-edition two-disc version of “Flyleal.”

Rather than rush to release new music, the band (Mosley, gui-
tarists Sameer Bhattacharya and Jared Hartman, drummer James
Culpepper and bassist Pat Seals) focused on touring. Mosley says
the primary reason the band took so long between albums was
that the group wanted to tour heavily and get 1o know its fans.

The delay was also exacerbated by members coping with per-
sonal tragedies: Bhattacharya’s 22-year-old cousin battled can-
cer, Culpepper lost his mother and his aunt, and Mosley had a
health scare.

“There was a possibility that I might have an illness, but it
ended up that I came out fine,” she says. “It was a possibility that

STEADY FLO

ONCE MORE

IEEET@ Y DEBORAH EVANS PRICE

LIFEAFTER
DEATH

Flyleaf Confronts Mortality
On Its Second Album

I might have cancer. | don’t want it to be a big deal.”

Bul in the next breath, Mosley reveals that ihe scare affected
her lyrics. “It was just a situation that shook me and made me
think, ‘Is this what I want to live my life for?” ” she says. “Am
I'living my life for the right thing? If | died tomorrow, would 1
be satisfied or would God be satisfied if I met him tomorrow?
That's the whole point behind ‘Memento Mori.” I hope it’s not
too depressing.

“The thing that is so phenomenal about getting to record
music or write a story or take photographs or whatever is that
you can look back and remember that time and be filled with
that purpose again,” she adds. “I'm so glad we got to do that.

When the band decided to head back to the studio, it again
turned to producer Howard Benson. “He’s always looking for
ways to make a songa pop song.” Mosley suys, “and we're always
looking for a way to push that boundary so that it makes him
happy but it also makes us happy creatively as artists and rock
lovers. | think you could hear both of that.’

www.americanradiohistorv.com

CREATIVE ‘AGONY’

IT'S ABOUT TIME

To promote the new album, Flyleaf took its usual “fans first”
stance and let them decide the cities where the band would per-
form before the release. “There’s so much more to these shows
than just the band playing an acoustic set,” Octone/A&M market-
ing director Val Pensa says. “Fans will get to see the video premieres
of the two videos [for the first single, “Again,” and a track called
‘Beautiful Bride”] before anyone will ever be able to see them on-
lineoron TV, they'll be able to listen to six or seven songs from the
new record, and they’ll have a chance to preorder the albumn.

Pensa says there will be a deluxe edition available, with four
additional tracks, and an iTunes special release. “Fans who pre-
order will get an instant free track, ‘Beautiful Bride,” ” Pensa
says, “and they’ll also have the opportunity to get a digital book-
let, the video and a cover of ‘Stay’ by U2."

“Again” is being promoted to active rock and alternative
radio and is No. 28 on Billboard’s Alternative chart and No. 21
at Active Rock.

Though not generally categorized as a Christian band, the
members are Christian and have attracted a Christian fan base.
Therefore, Octone has enlisted EMI Christian Music Group to
market and distribute the album to the faith-based market.

Mosley is confident that both believers and nonbelievers will
beable torelate to the message of “Memento Mori.” “The album
is about recognizing thal our life is short and precious and the
people’s lives around you are short and precious as well,” she
says. “It might be your last opportunity to talk to them and it
might make you choose your words more carefully.
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>>>‘IDOL’ GIVES
BACK AGAIN
“American ldoi” is
bringing back its “idol
Gives Back” charitable
special April 21 after a
yeariong hiatus. The
special, airing during the
top-seven Wednesday
resuits show, will benefit
Children’s Health Fund,
Feeding America, Malaria
No More, Save the
Chiidren and the United
Nations Foundation. More
than $140 million was
raised in two previous
specials. “Al” will return
for a ninth season in
January with host Ryan
Seacrest and judges
Simon Cowell, Randy
Jackson, Kara DioGuardi
and Ellen DeGeneres.

>>>UNRELEASED
JACKSON 5 SONGS
ON ITUNES
Motown/Universal Music
Enterprises is celebrating
the 40th anniversary of
the Jackson 5’s first single
with “I Want You Back! Un-
released Masters,” a new
collection of 12 vault re-
cordings due Nov. 10. A
single, “That’s How Love
Is,” was released Oct. 6 on
iTunes; the song was written
and produced by the
Corporation, the team that
wrote the Jackson 5’s
early material, and has
been remixed by original
Motown engineer Russ
Terrana. Motown/UMe is
also releasing “The Jack-
son 5 Ultimate Christmas
Collection” Oct. 13.

>>>GNR SUED FOR
PLAGIARISM

Two independent labels
have sued Guns N’ Roses
for $1 million, claiming the
group used portions of
two songs by a German
musician on the band’s last
album, “Chinese
Democracy.” The band
and Universal Music
Group’s Interscope Geffen
A&M label were sued by
the British label
Independiente and the
U.S. arm of Domino
Recording, which own the
licensing rights to songs
by German electronic
musician Ulrich Schnauss.
According to the lawsuit,
singer Axl Rose, his
bandmates and album
producers copied portions
of Schnauss’ “Wherever
You Are” and “A Strangely
Isolated Place” for the
song “Riad N’ the
Bedouins.”

Reporting by Gary Graff,
Evan C. Jones and
Christine Kearney.

BY EVIE NAGY

Bringing beards to the masses:
DEVENDRA BANHART

Trading Up

Devendra Banhart And Warner
Take Freak Folk To The FM Masses

“I can see my songs ina movie,” Devendra Ban-
hart says, “as long as it’s a movie no one will
watch.” The singer/songwriter, who says his
eclectic, world-influenced folk rock is usually
considered more “exotic, esoteric or idiosyn-
cratic” than commercially focused, will release
his major-label debut, “What Will We Be,” Oct.
27 on Warner Bros. Records.

After releasing five studio albums and sev-
eral EPs on independent labels, Banhart says
the transition to a major occurred for almost
counterintuitive reasons. “They were the only
ones who offered tolet me do what | want,” he
says, adding that “What Will We Be” was nearly
completed before it was shopped, and it was
important to sign with a label that wouldn’t
make changes to the music. “You think an
indie, yeah, they just let you do anything and
you're in control, that's the heart of it, that’s
the point,” says Banhart, who released previ-
ous albums on Young Gods and XL Record-
ings. “But | think with the birth of a new
business model in the music industry, it's led
the majors to actually be kind of humbled, so
I was shocked they were treating me like the
indies when | was meeting with them and the
indies were talking to me like a major.”

Warner Bros. executive VP of marketing
Diarmuid Quinn says that signing Banhart
was as much about “having him in the fam-
ily because of his sensibilities” as the specific
material he brought to the table. “There are
some artists who are more commerce-driven
than others, who have more mainstream suc-
cess, and then there are some artists who are
just brilliant who we need to have here to keep
a certain artistic sentiment thriving, and De-
vendra fits that perfectly,” Quinn says. “He’s
a true artist, his music is genius, his visual
30 |
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art is incredible.”

Visuals were a key issue for Banhart in his
deal with Warner. A visual artist as well as a
musician, he designs all of his own album art-
work and insisted on the right to approve all
images associated with the release. “It’s funny,
because on the smaller labels, so much media
would leak out that I had no control of and
didn’t approve,” he says.

Banhart's manager Elliott Roberts was in-
strumental in the pairing, as he also manages
Neil Young, a longtime Warner artist. “He’s
like an interpreter who speaks the label’s lan-
guage very well, and that’s a helpful thing be-
cause it’s alanguage [ just don’t understand,”
Banhart says.

While the marketing plan will focus on the
album as a whole, the radio campaign will focus
on the lead track, “Baby,” a breezy love song
that, according to Quinn, “everybody felt was
a pretty accessible step for him, while main-
taining what he does so well and his identity.”
The song will go to triple A, noncommercial
and college radio stations Oct. 13; a video for
it will follow the album release. Touring plans
include major-market dates in November, as
well as a European press tour in December,
due to “fantastic international feedback to the
music,” Quinn says.

As for Banhart, it’s clear that marketing isn’t
his primary concern. “Whether I’'m on a major
oranindie, I don’t think this is important, but
atthe sametime 1 do,” he says. “I thought that
the minute I was on a major’s roster, 1 got a key
to everyone’s house and we all had dinner once
a week .. . it kind of wasn’t so true and it was
disappointing, but I still believe there’s a con-
nection to those people and you feel like a part
of something.” e
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BY RICHARD SMIRKE

RIDER

Florence & The
Machine Surf U.K.
Success

Not many artists get to win
awards before they’'ve even
recorded an album, letalone re-
leased one.

But having picked up the
BRIT Awards’ Critics” Choice
prize in January while still in
the studio working on her debut
album, Florence Welch of the
current U.K. chart sensations
Florence & the Machine didn’t
shed too many tears when the
finished product missed out on
the Barclaycard Mercury Prize
to the U.K. rapper Speech De-
belle (Billboard.biz, Sept. 8).

“I could do without it, to be
honest,” Welch says with a
smile. “It would have been a bit
too much. [ don’t think [ could
handle it.”

The act’s debut set, “Lungs”—
released by Island July 6 in the
United Kingdom and making

its full U.S. bow Oct. 20 on Uni-
versal Republic after being
available on iTunes since July
7—may have arrived on a wave
ofhype. Butat home, sales have
lived up to those expectations.
The album has sold 253,000
copies, according to the Official
Charts Co., and was only kept
from No. 1 by Michael Jackson.
“Lungs” isa beguiling mix of
haunting melodies, rich orches-
tration and Welch’s Kate Bush-
esque vocals, illustrated on
punky guitar stompers like
“Kiss With a Fist”; more rhyth-
mic, electronic songs like “Rab-
bit Heart (Raise It Up)” and
“Drumming Song”; and a
show-stopping cover of Candi
Staton’s “You Got the Love,
retitled “You've Got the Love.”
It's a combination that Kim
Garner, Universal Republicsen-
ior VP of marketing and artist
development, expectsto go down
well stateside after the digital re-
lease—which has sold 7,000

EDITED BY TOM FERGUSON

>>>MANX CAT
The artists found on Billboard’s
Top Blues Albums chart come
from all over the United States,
but rarely from the Isle of Man.
Singer/guitarist Davy
Knowles and his band
Back Door Slam might
hail from the tiny is-
land in the Irish Sea
off the coast of north-
ern England, but his
reputationis growing
across the States.

Named after a
Robert Cray song, the
group has played
some 400 gigs inthe
past two years, sup-
porting such acts as the Who
and Buddy Guy. Those gigs
helped its second Blix Street
album, “Coming Up for Air,”
hit No. 2 on Top Blues Albums
in July. In his first production
for another artist, the album
was helmed by fellow Brit
Peter Frampton.

Knowles says his birthplace
is a frequent talking point in
the United States, “but it’s

probably helped, more than
anything. There must be hun-
dreds of American guys doing
the same thing, but because
I'm Manx [from the Isle of

Man], it kind of stands out.”
Blix Street, to which
Knowles and Back Door Slam
are signed worldwide, is
readying a Nov. 9 U.K. release,
with Europe following in Jan-
uary. The label is distributed
by the Alternative Distribu-
tion Alliance in the United
Kingdom, Ireland and the
United States; Universal in
Canada; and various other
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copies, according to Nielsen
SoundScan—>built plenty of
buzzamong media tastemakers.

The campaign begins in
earnest this month when Welch
makes her first major U.S. trip
to play Creative Artists Agency-
booked shows at New York’s
Bowery Ballroom {Oct. 27) and
Los Angeles’ Troubadour (Oct.
30). Appearances on “Late
Show With David Letterman,
“Jimmy Kimmel Live!” and
MTV’s “I's On With Alexa
Chung” have also been booked
for release week.

Atradio, sessions are sched-
uled for KCRW Los Angeles
and New York’s WFUV and

WRXP. “Rabbit Heart” has
gone to triple A radio while
“Kiss With a Fist” has been serv-
iced to alrernative—a two-
pronged approach that Garner
says will maximize exposure
for the artist.

“She’s not a pure pop artist,”
Garner says. “She’s a little left
of center, yet her record is acces-
sible enough thata wide demo-
graphic of people will really like
it once they’re exposed to it.”

Atretail, Best Buy will carry
an exclusive deluxe version of
“Lungs” featuring a bonus
DVD, while iTunes will launch
a different deluxe version of
the album Oct. 20.

Garner cites Florence & the
Machine’s “phenomenal” live
show as a key pieceof herarse-
nal. Welsh wrapped her latest
U.K. tour with a three-night
stand Sept. 27-29 at London’s
Shepherds Bush Empire. She
plays Furopean dates through-
out October before further U.K.
dates in December and a full
U.S. tour in spring 2010.

“I'm just surfing the wave
of whatever is going on here,”
Welch says. “What I'm really
happy about with this album
is that people have really lis-
tened to it objectively, felt
something from it and taken
it to heart.” -

partners internationally.
“Coming Up for Air” is also
making inroads in Australia,
where the band will play
Perth’s One Movement Festi-
val Oct. 17, after a London show
at the Borderline Oct. 7.
—Paul Sexton

>>>0SIBISA BUSY

Long before the term “world
music” was coined, Osibisa
was takingits energetic blend
of African, Caribbean, disco,
rock and jazz musical fusions
across the world. Now the
band, formed in 1969 in Lon-
don, is back, still led by Ghana-
ian-born multi-instrumentalist
Teddy Osei.

Osibisa’s first two albums,
“Osibisa” and “Woyaya”
(MCA, both released in1971),
hit No. 11 in the United King-
dom. But later albums on var-
ious labels failed to repeat
that success, and the group
eventually disbanded. Osei
put together a new lineup in
1996, releasing “Monsore”
(1996), “Aka Kakra” (2000)
and “African Dawn, African
Flight” (2003) on the U.K.
indie Red Steel.

The band’s first studio
album insix years, “Osee Yee”

(Golden Stool/Cadiz), gets a
U.K.release Oct. 19, rolling out
in Europe the same week. A
U.S. release through E1 follows
Oct. 27.

A compilation, “The Very
Best of Osibisa,” will be issued
simultaneously with the new
album. *We thought we’d
celebrate our 40 years by
releasing ‘The Very Best Of;
and at the same time, give our
fans our new album,” Osei says.
The new set includes an Afro-
jazz-tinged cover of George
Harrison’s “My Sweet Lord”—
“A song I've always loved,”
Osei says.

The band is published by
Osibisounds. It’s booked by
the U.K.-based Tomtom Music
and will tour internationally
during 2010. —Kwaku

>>>STACKED UP

Short Stack’s mastery of so-
cial networking has paid off
Down Under.

Hailing from Budgewoi in
New South Wales, the teen-
agers bowed at No. 1on the
Aug. 23 Australian Record-
ing Industry Assn. albums
chart with their debut, “Stack
Is the New Black,” a feat
achieved largely without

conventional marketing.

The trio galvanized an enor-
mous teenage fan base on You-
Tube, where its homemade
“Short Stack TV” episodes
have been viewed more than
2.5 million times. The act’s My-
Space streams have generated
more than 4 million plays, and
fans cast 400,000-plus votes
to anoint the band music TV
specialist Channel [V]’s artist
of the year in 2008.

“They were the first band in
Australia to grab hold of so-
cial networking and make it
work,” says Trevor Steel, CEO
of Short Stack’s label, Sunday
Morning Records, which li-
censed the album to Univer-
sal Music Australia. “Radio and
TV haven’t been hot onus, but
they’re catching up. We've
done it all ourselves.”

The band’s focus is currently
domestic, but Steel says work
is under way on a follow-up
album, which he aims tointro-
duce tothe U.S. market. Short
Stack’s self-published works
are administered by Mush-
room Music in Australia. The
Harbour Agency has booked
the band’s third national tour,
beginning Dec. 11.

—Lars Brand/e

with GLEN HANSARD

by JILLIAN MAPES

Irish folk-rock duo the Swell Season is perhaps more commonly known as the duo from “Once,”
the 2007 indie musical that won critical acclaim and a number of awards, including the Acad-
emy Award for best original song. But Glen Hansard, who also fronts Irish rock band the
Frames, and his partner Marketa Irglova are determined to move past their film notoriety with
the release of their follow-up to the “Once” soundtrack, “Strict Joy.”

Out Oct. 27 on Anti-, the album features the soulful single “Low Rising,” which sounds
more like Van Morrison than the delicately melancholy acoustic songs that first made the

duo famous.

I Youwerejustin Africa. What were you
doing there?
Edward Norton is running this conversation
camp for the Maasai Tribe in Kenya. Among
many of the great people that we’ve come across
in this whole madness of what happened to us
after “Once,” there were a couple of people that
stuck and became pals. I'm very happy to say
that he’s one of them.

2 “Strict Joy” shares its title with a James

Stephens poem. Did his writing influence
the album?
James Stephens just hit me between the teeth
on “Strict Joy” with the idea that the poet
makes grief beautiful. When you really care
for your grief and channel it through song or
through art, if you do it right, oftentimes the
art that you make doesn’t emit sadness but it
emits beauty. I've often battled with the idea
that | go onstage and sing about stuff that’s
wrong with me and people pay money to hear
those songs.

3 On the new album you worked with
producer Peter Katis, who’s known for
working with indie rock acts like the Na-
tional and Interpol. Did he push “Strict
Joy” in that direction musically?

Peter has a very strong personality, but he
knows when to step down from a fight. He's
definitely an indie rocker, and we did have a
little trouble with that initially.  wanted to make
an Elton John record and was influenced by
early-"70s stuff. There were times when Peter’s
eyes glazed over for sure, but there were times
when he would get really excited.

4 You’ve worked on two soundtracks. Is
writing for that medium something you
particularly enjoy?

I completely stumbled into working on sound-
tracks. One of the first questions | was asked
after “Once” got big was, “So when are you mov-
ingto L.A.? You've got to move to L.A. to write
songs for movies.” I was like, “No, no, no. I'm
a guy in a band.” Then [ was invited to move
to Nashville to be involved with one of those
songwriting circles—to be a part of Tin Pan
Alley, essentially—writing songs for famous
people. I was asked to write for Miley Cyrus
and to me that was hilarious. I was delighted
to be asked, but of course I didn’t. It doesn’t
feel natural to the path I've always seen myself
on as a musician.
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5 Youweren’t originally castto actin
“Once” and only did so after Cillian
Murphy dropped out. Would you try
acting again?

I'd be very happy to act again—1| really enjoyed
“Once”—but me, [director] John Carney and
Marketa were pals. ] wonder to myselfif | would
be able to act otherwise because | was pretty
much playing myself. It was very natural for

me to take out a guitar and play on the street
and hang out with Mar, who was already a friend
of mine. As proud as | am of “Once,” it doesn't
give me much confidence as an actor because
we are just drinking beers and bluffing. I've
had a few offers to be in films, but all of them
have been for me to play a charming Irish guy
who plays guitar, which [ wouldn’t do again.

6 The Swell Season won an Oscar for the

song “Falling Slowly”—and has been im-
mortalized in an episode of “The Simp-
sons.” Which was more surprising?
“The Simpsons,” of course. “The Simpsons”
is the one thing that binds the world together
in a way. People don’t watch the Oscars neces-
sarily in India, but they watch “The Simpsons.”
What really struck me was that they were doing
a little bit of a joke on “Once,” but “Once” was
a tiny film in the world. It did OK in America,
but in the world of cinema, it hardly got recog-
nized. 1 said this to the people at “The Simp-
sons” and they said, “We don’t care. If we like
something, we'll parody it. It's up to the rest of
the world to figure out what we're parodying.”
When you've been on “The Simpsons,” you
know something has shifted. vee
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ALBUMS

N’DAMBI

Pink Elephant

Producer: Leon Sylvers /i
Stax Records/Concord
Release Date: Oct. 6
Singer/songwriter N’'Dambi

truly make the listener feel a
song.—GM

LIGHTS
The Listening
Producers: various

has been a darling of the
indie-soul movement since
the release of her 1999
debut, “Little Lost Girls
Blues.” With the arrival of her
major-tabel debut, “Pink Ele-
phant,” the mainstream au-
dience can finally hear her
gut-rousing brand of soul. A
former backup singer for
Erykah Badu, N’'Dambi pos-
sesses a rich, earthy voice
that grabs the listener from
the very first note. Coupled
with lyrics that keenly ob-
serve life’s frequent ironies,
her vocals add a striking
depth to each song. Helping
the singer pleasingly bridge
her contemporary and clas-
sic soul influences is R&B
veteran Leon Sylvers.
Whether discoursing on pur-
suing your dreams (“Nobody
Jones”), reaffirming the
bonds of love (“What It
Takes”) or sarcastically be-
moaning the inability to
sever a bad relationship
(“Can't Hardly Wait”), N’-
Dambi proves that she’s
every bit the real deal—one
of the talented few who can
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Warner Bros. Records

Release Date: Oct. 6

Canadian singer Valerie Pox-
leitner looks like a pop star
and writes songs like a pop
star, but her name didn’t
make her sound like much of
a pop star. A quick change
to the snappier moniker
Lights, though, and she’s
ready to actually be a pop
star, at least as evidenced by
her major-label debut, “The
Listening.” Building on a
well-received EP and some
low-budget, space-age
videos, the new album
comes on like a more acces-
sible version of the current
buzz-worthy wave of U.K.
electronic artists including
Little Boots and La Roux. Ex-
uberant vocoder vocals pep-
per the album, most notably
on the current single “Sav-
ior," which is reminiscent of
the U.K. act Saint Etienne.
Most tracks on the set are ir-
resistibly catchy, from the “I|
tried to do you right” refrain
of “Ice” to the danced-up
beats of “Loins!” The singer’s
early Canadian radio hits—

TIM McGRAW

Southern Voice

Producers: Byron Gallimore, Tim
McGraw, Darran Smith

Curb Records

Release Date: Oct. 20

Tim McGraw is one introspective SOB, or so it
seems on his latest album, “Southern Voice.” He
doesn’t reveal any new sides to his personality on
the mostly down-tempo set, but he does prove
that when it rains, it pours. On the song “If | Died
Today,” the singer wonders who would or wouldn’t
miss him after death, while “I Didn’t Know [t at the
Time” ponders the knowledge that life brings,
“You Had to Be There” is a reflection of living
without a father and “Love You Goodbye” is more
of the same. Standout tracks include “Ghost Town
Train,” which echoes the work of Glen Campbelli,
and “Good Girls,” a dark tale of cheating with an
unexpected twist. On “I’m Only Jesus,” McGraw
offers an interesting take on personal responsibil-
ity while singing from the perspective of Jesus
Christ. “Southern Voices” is done well overall, but
listeners may want to keep close a copy of
McGraw’s upbeat hit “l Like It, | Love It” to lighten

the mood.—KT
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"Drive My Soul” and “Feb-
ruary Air’—also appear on
the album, along with the
gorgeous ballad “Pretend,”
which is presented in both
frosty electronic and warm
piano versions.—MS

BRANDI CARLILE
Give Up the Ghost
Producer: Jason Lader
Columbia Records

Release Date: Oct. 6

Brandi Carlile knows how to
wring every last emotion
from alyric. On her third stu-
dio album, “Give Up the
Ghost,” the singer/song-
writer channels heartache,
fear, nostalgia and joy in
nearly the same breath, cre-
ating a vivid pastiche of alt-
folk pop. The best evidence
of this is found on the song
"Before It Breaks,” a haunt-
ing post-breakup ballad full
of Robert Frost-like imagery,
where she sorrowfully sings,
"Will the collar on my coat,
Lord help me, kill off the
cold/Will the rain drops
sting my eyes or keep them
closed?” By contrast, the up-
tempo track “Caroline” soars
merrily, with a welcome
cameo on vocals and piano
by Elton John. Meanwhile,
the cut “Touching the
Ground” is more subtle but
no less arresting as Carlile

sings over simple guitar
strums, "Why do my trou-
bles turn true/Whenever |
rest my eyes on you?” “Give
Up the Ghost” is another rich
offering from this distinctive
female talent.—MH

LUKE BRYAN

Doin’ My Thing

Producer: Jeff Stevens
Capitol Nashville

Release Date: Oct. 6

Luke Bryan’s recent single
“Do I” (which first appeared
on his latest EP and is now on
his second album, “Doin’ My
Thing”) is a bona fide three-
hanky lost-love ballad. But
the listener won't be sniffling
through the spirited 11-song
“"Doin' My Thing,” which be-
gins with the winking witti-
cisms of the Brad Paisley-like
song “Rain Is a Good Thing,”
followed by the buoyant pop
of the title track. "Welcome
to the Farm” is kind of a con-
temporary take on “Green
Acres” that blends Bryan’s
country and rock sides, and
the cover of OneRepublic’s
"Apologize” allows the sing-
er to explore more soulful ter-
ritory. Meanwhile, “Drinkin’
Beer and Wastin’ Bullets” is a
hard-driving Southern rocker
about deer hunting, while
“Every Time | See You” and
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JOSS STONE

Colour Me Free

Producers: various

Virgin Records

Release Date: Oct. 20

On “"Free Me” the single
from Joss Stone’s fourth studio
album, “Colour Me Free,” the U.K. singer indirectly
addresses critics who’ve suggested that her sound
isn’t wholly original. “There’s nothing that you
can’t do/’Cause it’s all about your attitude/Don’t
let them get to you,” she growls assertively on the
track. The notion that swagger trumps all seems to
have guided Stone throughout her career—and it’s
no different on “Colour Me Free.” She continues to
hit each note with the precise amount of retro

lead

pomp that one would expect, and there are again
moments when the ’70s soul love affair gets a little
carried away. The arrangement of the song
"Parallel Lines” is every bit like Stevie Wonder’s
“Higher Ground,” and the protest
mentalist” (featuring rapper Nas) may as well be
about Vietnam. Elsewhere, the sublime track “Big
Ole Game” (featuring fellow soul revivalist Raphael
Saadiq) almost sounds like an old Al Green record-
ing. But what’s the harm in that?—MH

“Govern-

“Chuggin’ Along" should
keep Bryan's country creden-
tials in good standing.—GG

JOE PERRY

Have Guitar, Will Travel
Producer: Joe Perry
Roman Records
Release Date: Oct. 6

DEADV SUNRISE

OUT OF ASHES

At the beginning of 20009,
Joe Perry didn’'t plan to
record a solo album, but the
guitarist wound up making
the most fully realized set
he’s created outside of Aero-
smith. Started after Steven
Tyler's health problems halt-
ed sessions for the band’s
next album, “Have Guitar, Will

DEAD BY SUNRISE
Out of Ashes

Producers: Howard Benson,
Chester Bennington

Warner Bros. Records
Release Date: Oct. 13

There's a question that lingers when listening to the
debut album from Dead by Sunrise, the new project
from Linkin Park’s Chester Bennington: What can he
do musically in this setting that he can’t in his day

job? The answer,

apparently,

is quite a bit.

Bennington’s emotive vocals and a similar quiet-to-
loud dynamic identify Dead by Sunrise with Linkin
Park, but “Out of Ashes” is grittier and more punk-
driven. This is best displayed on the punchy groove
of “Crawl Back In,” the blistering cadence driving
“Inside of Me,” the three-chord attack of “My
Suffering” and the butt-kicking rock of “End of the
World.” Bennington and his Dead by Sunrise band-
mates (who hail from the electronic rock band
Julien-K) also display a deft touch with atmospher-
ics and textures on tracks like “Too Late,” “Give Me

Your Name” and the goth-tinged

among others. On the

“Let Down,”

opening track, “Fire,”

Bennington searches for “a way to keep my pain
from burning down to the bone.” But his agony is
the listener’s sonic gain, so let it burn.—GG

PHIL KNOTT
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Travel” finds Perry following
up his self-titled 2005 album
with 10 songs that travel
happily and energetically,
from the sinewy synthesizer
groove of “We've Got a Long
Way to Go” to the blues-
rooted shuffles of “Slingshot”
and "No Surprise.” “Do You
Wonder” is a rootsy number,
while the instrumental
“Wooden Ships”is a dedica-
tion to the late Les Paul. Perry
gets strong backing from a
cast that includes German
singer Hagen (a YouTube
find), periodic Aerosmith fill-
in bassist David Hull and
drummer Ben Tileston. Perry
tosses out a few lyrical mes-
sages in tracks like “Free-
dom,” the hymn-like “Oh Lord
(21 Grams)” and the epic
“Heaven and Hell,” but the
star here is the titular guitar,
which is as enjoyably un-
leashed as it's ever been on
any Perry project.—GG

BUILT TO SPILL

There Is No Enemy
Producer: Dave Trumfio
Warner Bros. Records
Release Date: Oct 6

Three years after the release
of its last album, “You in Re-
verse,” Built to Spill returns
with its seventh release,
“There Is No Enemy,” which
finds the band exploring
new influences outside of
the familiar indie-rock terri-
tory while still indulging in
the transcendent guitar
solos it’s become known for.
On the country rock-
flavored single “Hindsight,”
frontman Doug Martsch
sings in a wistful tenor over
a mix of languid and urgent
guitar riffs, while “Life’s a
Dream” features an ex-
tended guitar solo against
horns that provide a soulful
demeanor. The haunting “Oh

Yeah” opens with Martsch
singing, “And if God does
exist,  am sure he will forgive
me for doubting,” whereas
the frantic-sounding "Pat”
offers a dose of punk rock to
the set. Martsch has hinted
that “There Is No Enemy”
could be the band’s final
album. If that's the case, the
set’s multifaceted melodies
and experimentation would
be an inspired sendoff.—KP

GUSTAVO CERATI
Fuerza Natural

Producer: Hector Castillo
Sony Music Latin

Release Date; Sept. 29

‘I never felt so fine,” Gustavo
Cerati sings on the title track
to his new album, “Fuerza
Natural”—and then proves it
with a set of intricately
crafted and introspective
folky melodies, psychedelic
splashes and power pop.
Cerati’s storied past as front-
man of the seminal Argentine
pop-rock trio Soda Stereo
hasn’t overshadowed his solo
career. On his first atbum after
the group’s successful 2007
reunion tour of Latin America
and the United States, he
echoes the sound of Soda and
honors the Beatles (“He Visto
a Lucy,” “Naturaleza Muerta”),
while moving forward with a
pared-down acoustic sound
incorporating subtle beats
and celestial strings. From a
sort of galactic country song
(“Convoy”) to a more typical
driving guitar track ("Dom-
in6”) to a perfect rock ballad
("Cactus™), Cerati’'s musical
sophistication reaches far be-
yond your average Latin pop
fare. But his South American
heart and soul come are
revealed in the lyrical beauty
of the hypnotic songs on
this set.~JCN

SINGLES

CHRIS BROWN
FEATURING LIL
WAYNE AND SWizz
BEATZ
I Can Transform Ya (3:50)
Producer: Swizz Beatz
Writers: various
Publishers: various
Jive
On his first officially released
track since his February alter-
cation with ex-girlfriend Ri-
hanna, Chris Brown takes a
break from performing com-
munity service to brag about
his riches. “Need a ride? | can
Range you up/Money, | can
change you up/What you
need, you can have that/My
black card—they don't decline
that,” Brown boasts on “I Can
Transform Ya,” the alleged first
single from his upcoming
“Graffiti” aloum. Littered with
referee whistles and hand
claps, Swizz Beatz’ production
is high-energy and appropri-
ately robotic. Still, it's collabo-
rator Lil Wayne who comes off
the wittiest. “She’s gonna
transform like Optimus Prime
tell your man he better get
his Voltron up,” Wayne raps
over electric guitar, giving a
literal nod to the '80s cartoon-
turned-blockbuster movie
“Transformers.” Whether Brown
can transform public sentiment
with his new output, however,
remains to be seen.—MC

JIMMY WAYNE
Sara Smile (3:40)

Producer: Dann Huff
Writers: D. Hall, J Oates
Publisher: not /isted

Valory Music

Anyone who has followed
Jimmy Wayne's career knows
the North Carolina native has
a history with “Sara Smile.” His
resurrected version of this
'70s Hall & Oates classic
helped him land his first
record deal and has been a fa-
vorite during his live shows
and radio promo visits. Now
the song is here for the
masses, and it’s gorgeous.
Easily the most soulful of
today’s young country croon
ers, Wayne delivers an earthy,
sensual performance. Song
originators Daryl Hall and
John Oates lend their back-
ground vocals, and producer
Dann Huff remains true to the
R&B-flavored essence of the
original, while interjecting
subtle fiddle and steel
touches that make it a solid
fit for country radio. “Sara
Smile"” has strong hit poten-
tial and is a great launch pad
for Wayne’s new album of the
same title, due Nov. 24 —~DEP

[ ROCK |

SHINEDOWN

If You Only Knew (3:45)
Producer: Rob Cavallo
Writers: 8. Smith, D. Bassett
Publishers: Driven by Music/
EMI Blackwood Music (BM)),
Two of Everything Music/
Music of Windswept (ASCAP)
Atlantic

Shinedown follows up its

EVIEWS-

BRITNEY SPEARS
3 (3:21)

Producers: Max Martin, Shellback
Writers: M. Martin, Shellback,

T Amber

Publishers: Maratone admin. by e
Kobalt/Universal Publishing (ASCAP/BMI)

Jive

At this point, the formula for a Britney Spears hit has
been nailed a dozen times over. The proof will be in
large supply on November’'s “Britney Spears Singles
Collection,” and “3”—the lone new song on this great-
est-hits set—has all the right ingredients, too. The Max
Martin- and Shellback-produced track opens with sput-
tering synths and builds to a climax of wildly pulsing
bass that summons fans to the dancefloor. She teasing-
ly sings about threesomes with her signature coy deliv-
ery, asking her partner if he's game for some “love in the
extreme” while evoking numerology and references to
Peter, Paul and Mary. The metaphor—and Spears’ vocals
—may be as thin as ever, but if the past decade is any
evidence, “3” will be another notch in this pop provoca-

teur’s belt.—MH

5

biggest hit to date (“Second
Chance”) with another mod-
ern rock gem. “If You Only
Knew” is the first love ballad
that singer Brent Smith wrote
for the band—the song was
inspired by the day Smith
found out he was going to be
a father, and his powerful
vocal exudes a sense of pure
joy. He and songwriter Dave
Bassett have crafted relat-
able, yet ocpen-ended lyrics
that are colored with affect-

WHEELS

FOO FIGHTERS

Wheels (4:38)

Producers: Butch Vig, Foo Fighters
Writers: Foo Fighters

Publishers: various

Roswell/RCA

Dave Grohl quietly rails against all things monotonous on
“Wheels,” one of two previously unreleased tracks that

ing guitars and a stadium-
ready sound, bringing to
mind some memorable rock
ballads by Bon Jovi, Aero-
smith and Goo Goo Dolls.
Centering on Smith's vocal,
Grammy Award-winning pro-
ducer Rob Cavallo (Green
Day, Paramore) blends a
lively drum kick with equally
spirited guitars and emo-
tional string instrumentation,
making “If You Only Knew"” a
sure bet for success.—MM

appears on Foo Fighters’ upcoming “Greatest Hits” album.
The song has a Weezer-meets-the-Fray vibe, and it flies
out of the gate with feedback-faden riffs, well-timed stut-
ter stops and a gentle balance of electric and acoustic gui-
tars. Four-chord loops nicely underscore Grohl’s frustra-
tion as he mourns life’s failure to meet his expectations.

CEGEND & CHREDI ]S ma—

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

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

THOMAS RABSCH

CONTRIBUTORS: Judy Cantor-
Navas, Mariel Concepcion, Gary
Graff, Monica Herrera, Michael
Menachem, Gail Mitchell, Kelsey
Paine, Deborah Evans Price,
Benjamin Sheehan, Mark
Sutherland, Ken Tucker

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

All albums commerciaily 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 Biliboard, 770 Broadway,
Seventh Floor, New York, N.Y.
10003, or to the writers in the
appropriate bureaus.

Foo Fighters’ sly, ever-present self-awareness is still at
play on “Wheels,” though not quite as cleverly as it
appears on the band’s classics like “Everlong,” “Times Like
These” and “My Hero.” Grohl sings during the opening
verse, “| wanted something better, man/I wished for some-
thing new.” For an act of this stature and talent, it’s hard
not to agree just a little.—58S
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Brain Power

Breaking Benjamin’s ‘Dear
Agony’ Debuts At No. 4

“Dear Agony,” the fourth full-length album from
the Pennsylvania post-grunge band Breaking
Benjamin, enters the Billboard 200 at No. 4 with
134,000 copies sold, according to Nielsen Sound-
Scan. While the act’s last two Hollywood Records
albums have gone platinum, this is the group’s
best sales week—the result of savvy marketing
and a commitment to change that starts with
lead singer Benjamin Burnley.

Since formingin 1998, Breaking Benjamin’s
pummeling alt-rock has earned heavy airplay
on modern rock radio. The singles “So Cold”
and “Sooner or Later,” from the 2004 set “We
Are Not Alone,” each peaked in the top 10 of
Billboard’s Alternative chart. Meanwhile, the
2006 disc “Phobia” debuted at No. 2 and led to
a successful joint tour with Three Days Grace
in the fall of 2007.

While the band—whose lineup includes gui-
tarist Aaron Fink, bassist Mark Klepaski and
drummer Chad Szeliga—was gaining a sizable
following and sales momentum, Burnley was
living as a “functional alcoholic” and had devel-
oped neurological problems.

“I've suffered permanent brain damage
through alcoholism,” says Burnley, who has been
sober for more than two years. “I don’t want to

I realized that I wanted to stick around for a while.”

Afterhe quit drinking and started writing ma-
terial for “Dear Agony,” Burnley decided to use
his struggles with alcohol and subsequent re-
covery as recurring themes. The first album
Burnley recorded sober with the band is also his
most personally revealing and features a scan of
the singer’s brain on the album cover.

“All the tests and hospital visits stick with you,
so I thought the scan was an effective image to
use,” he says. “It was a dangerous situation to
be in . .. thankfully, I was able to reflect what
was going on in my life within the music.”

Produced by David Bendeth, “Agony” draws
on Burnley’s emotional experience to create an
11-song set of anthems with blistering lyrics.
The lead single, “I Will Not Bow,” is No. 40 on
the Billboard Hot 100 and features stirring lines
like “Take the path that leads to nowhere/All is
lost again, but I'm not giving in” over chugging
guitars and cymbal crashes.

Aside from its affecting content, the new
album'’s success can also be chalked up to
Breaking Benjamin’s unique marketing strat-
egy. “I Will Not Bow” has received exposure
from its placement in the Touchstone release
“Surrogates,” while three tracks from “Agony”
have been made available as downloadable
songs for “Rock Band.” A deluxe edition of the
album is available exclusively at Best Buy. It

Not giving in:
BREAKING BENJAMIN

cludes all of the group’s music videos.

“We've tried to find a balance between tradi-
tional marketing tools and new media,” says Hol-
lywood director of marketing Linc Wheeler. “The
industry might look at a follow-up record and
see a falloff, but the band has been eager to em-
brace new ways of getting closer to fans, espe-
cially through new technology.”

In September, the group released “Altered Ben-
jamin,” an online flash videogame that was de-
signed and submitted by a fan. The parody of the
arcade game “Altered Beast” features Burnley as
a character and the other band members as bosses.

site, demonstrates the act’s online interaction
with its followers that Burnley believes helps
keep the act grounded. “Musically, we're a seri-
ous band,” he says. “So it’s cool for stuff like the
game to show that we have a sense of humorand
are open to fan contributions.”

Starting Nov. 29 in San Antonio, Breaking
Benjamin will hit the road on a bill that includes
Sick Puppies and Rev Theory. While Burnley says
that pressure used to hamper him onstage, now
he focuses only on having fun. “Nowadays, bands
are a dime a dozen,” he says. “At this point, I'm
just very thankful we've lasted thislong and can

say that I'm proud to have stopped, but 'm glad  comes packaged with a bonus DVD that in- The game, along with the band’s fan-run Web  continue to perform.” .o

HOORAY FOR HOLLYWOOD

With a pair of top 10 debuts on the Billboard 200 from Breaking Benjamin (No. 4, 134,000 copies sold) and
Selena Gomez & the Scene (No. 9, 66,000) joining Miley Cyrus’ “The Time of Our Lives” at No. 11, Holly-
wood Records owns three of the chart’s top 15 for the fourth time in two years. § Breaking Benjamin has its
best sales week yet, as “Dear Agony” surpasses the rock band’s previous best week, when its 2006 album
“Phobia” launched with 125,000 sold. Gomez is the latest Disney Channel actor to transition from a star-
ring role on the network (“Wizards of Waverly Place”) to a position behind the microphone. § Additionally,
Breaking Benjamin and Gomez give the label a pair of concurrent top 10 debuts for the first time since Oct.
16, 2004, when Rascal Flatts’ “Feels Like Today” (Lyric Street/Hollywood) came in at No. 1 followed by Hi-
lary Duff’s self-titled set at No. 2 (Hollywood). —Keith Caulfield

JONAS BROTHERS

“A Litte Bit Longer” BREAKING BENJAMIN
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Family ties:
RICKY SKAGGS

BI_UI'GRASS

BY KEN TUCKER

Father’s Day

Ricky Skaggs Nets
Fifth No. 1 With
‘Songs My Dad Loved’

Who knew that 50-plus years after he
began singing and playing music,
Ricky Skaggs would be celebrating
his fifth straight No. 1 debut on Bill-
board’s Top Bluegrass Albums chart?
Perhaps his father, Hobert Skaggs.
After all, he’s the inspiration behind

Fontana), which recently topped the
bluegrass tally and is currently No. 4.

Skaggs’ parents recognized his tal-
entatan early age. “I'd been singing
since | was 3,” says the 14-time
Grammy Award winner. “I knew the
harmony parts; just knew them in my
head. I would hear my mom singing
with my dad and I would sing what
she sang.’

The Kentucky native received his
first musical instrument at the age of

bought a mandolin,” Skaggs recalls.
“It was in my bed when I woke up one
Saturday morning. My first real touch
of metal and wood together, strings
and wood . . . That electrified me.”
When Hobert returned from
working out of town to find young
Ricky making chord changes and
singing along, he was so excited by
his son’s progress that he bought
himself a new guitar. (He’d lent his
old one to a family friend.) And the

aggs was playing with Bill Monroe
at the age of 6 and with Flatt &
Scruggs on TV a year later.

Afier honoring Monroe and other
fathers of bluegrass in recent years
with other albums, Skaggs decided it
was time to pay tribute to his father,
who died in 1996. When he started
the recording process, “memories
flooded my soul,” Skaggs says. “These
are songs we used to sing that my dad
really loved.”

The set includes versions of the
Monvroe Brothers” “What Isa Home
Without Love” and “Sinner, You Bet-
ter Get Ready” as well as songwriter
Albert Brumley’s “This World s Not
My Home.” Roy Acuff’s “Branded
Wherever [ Go,” the hilarious “I Had
but 50 Cents” and the classic hymn
‘God Holds the Future in His Hands”
round ot the album.

Skaggs plays every instrumen
(mandolin, banjo, fiddle, guitar, bass
and plano, among others) and sings
every note on the self-produced
album. The arrangements are pleas-
antly simple—just as he and his fa-
ther used to play them.

“My daddy introduced me to good
music,” Skaggs says. “Everything he
liked had class and quality to it.”

He adds that there also might be
a sequel. “After I got the record cut,
all these other songs came to mind,”
he says. “If there’s a volume two, I'll
have to bring my mom in [who died
in 2001]. She was an equally impor-

“Ricky Skaggs Solo: Songs My Dad
Loved” (Skaggs Family Records/

S. “My dad went to a pawnshop and

WELCOME
BACK

If the exuberant audience reaction to BeBe & CeCe
Winans’ recent live performance on Steve Harvey’s
syndicated radio morning show is any indication, the
gospel duo still has the touch. And with the single
“Close to You” notching its fourth week at No.1on
Billboard’s Hot Gospel Songs chart (also No. 11 on
Adult R&B), the welcome mat is primed for the ar-
rival of the pair’s aptly titled new album, “Still.”
Released Oct. 6, “Still” is BeBe & CeCe’s first
albumin 15 years. it also doubles as the first proj-
ect on the siblings’ independent label, B&C
Records, in association with Malaco Records.
Signed to Capitolinthe late’80s, BeBe & CeCe—
members of Detroit’s legendary gospel family the
Winans—logged several gospel and R&B cross-
over hits (“Lost Without You,” “Addictive Love,”
“I’ll Take You There”), gold albums (including
“Heaven”) and a host of industry awards.
Opting to take a break, the pair pursued suc-
cessful solo careers. By the time the idea of reunit-
ing crossed their minds, 15 years had elapsed. But
with the help of manager and album co-producer
Ron Gillyard of Strategic Artists Management and
Lionel Ridenour, head of Malaco Records’ urban
music division, the reunion became a reality.
“We didn’t sit down and say, ‘We’re coming
back in 15 years,” ” BeBe says with a laugh. “This
wasn’t planned.” CeCe adds, “By the time we fi-

nally got everything [the label and album] done,
we realized how long it had been.”

While the industry has changed radically since
1994, the duo’s natural chemistry remains intact.
Working with longtime producer Keith Thomas
and others including Warryn Campbell, Percy
Bady and Mario Winans, the intent was, in CeCe’s
words, “to be who we are but also current to gain
new fans.” Overall, the pair followed its tried-and-
true formula: heartfelt spiritual songs about life
that can stand the test of time. In fact, BeBe
penned the soulful “Close” several years ago.

“When | put it away, | said then that if we did

rest, as they say, is history. Ricky Sk-

tant influence. .

Natural
chemistry:
BEBE (right)
and CECE
WINANS

another album, this would be the first single,”
BeBe recalls. A second single, “Grace,” is being
promoted to gospel radio.

To further spread the word about “Still,” BeBe
& CeCe are traveling the radio, TV, online and print
circuit, including “The Oprah Winfrey Show” (dur-
ing which BeBe introduced “Oprah’s Karaoke
Challenge”), AOL Black Voices, the Associated
Press and the “Yolanda Adams Morning Show.” A
national tour is being planned for 2010.

“Qur intention has always been to record the
best music we can,” BeBe says. “After that, we sit
back and watch what God does.” —Gail Mitchell

www.americanradiohistorv.com

HEAVEN
SENT

Listen to Tercer Cielo’s latest album,
“Gente Comun, Suefios Extraordinar-
ios” (“Ordinary People, Extraordinary
Dreams”), and it might take a minute
to realize that one of Latin music’s
most promising acts is a Christian
group. The album’s pop/urban sound
and broad messages have found ap-
peal beyond Christian radio and re-
tail—as well as a first-time home on
Billboard’s Top Latin Albums chart.

The Venemusic/Universal Latino
release is No. 17 on the chart, while
the single “Mi Ultimo Dia” is No. 23
on Latin Pop Airplay. With the excep-
tion of afew spins, the song’s airplay
has been limited to Puerto Rico.

Tercer Cielo has taken the inde-
pendent route for years and has re-
leased five albums. “With Venemu-
sic, however, we were able to getinto
places we weren't able reach before,
like Wal-Mart and secular radio,”
songwriter/producer Juan Carlos Ro-
driguez says. He and his wife, Evelyn
Herrera, make up Tercer Cielo.

“We thought for years that Christ-
ian music only played on Christian
stations,” he adds. “Now secular sta-
tions are playing our music even more
than Christian ones.”

The act’s latest album is the third
one by Tercer Cielo’s lineup. Prior to
Herrera joining, one of the act’s co-
founders left to pursue a solo career.
Since then, Tercer Cielo’s sound has
evolved from adult-leaning ballads
to a more youthful style. Despite the
duo’s religious inspiration, there are
universal themes in its music.

“The same Bible that we Christians
use as a guide talks about many
things like love, family and money,”
Rodriguez says. “We find all sorts of
subjects to sing about.”

A case in point is “Mi Ultimo Dia.” A
bright, catchy midtempo song with
soaring strings, guitar and piano, the
track was inspired by the birth of the
couple’s daughter earlier this year.
Rodriguez says, “It’s about taking ad-
vantage of the time we have with fam-
ily and friends and living each day as
ifit’s your last.”

Tercer Cielo will spend the remain-
der of 2009 on tour. Its trek includes
two dates each in Puerto Rico and
Florida pius stops throughout Latin
America. —Ayala Ben-Yehuda
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WANTED TO BUY Recording Studio & Theatre
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ROCK OF AGES
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THREE FOR THREE
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>>0n the Aug. 29 Blllboard Hot
100, the Black Eyed Peas broke
the mark for most consecutive
weeks at No. 1, and Jason Mraz’s
“’m Yours” likewise rewrote the
record for most weeks spent on
the chart. All good things come to
an end, however. This week, the
Peas cede the summit after 26
straight frames (see Between the
Bullets, page 42), and Mraz’s

multiformat smash departs after
76 weeks.

>>Forelgner is back on famillay
ground. The venerable band
returns to Aduit Contemporary
after a 14-year absence, as
“When It Comes to.Love” bows
at No. 28. With a debut at No. 29
on the Billboard 200, “Can’t
Slow Down” generates the
group’s highest rank on the Hst
since1988.

Read Chart Beat
every week at
billboard.com/chartbeat.

Streisand Leads A Record Eight Debuts InTop 10

Barbra Streisand triumphs with her
ninth No. 1 on the Billboard 200 as
“Love Is the Answer” debuts atop the
chart with 180,000 copies, according to
Nielsen SoundScan. The achievement
extends her lead as the femule artist
with the most No. 1s in the history of
the chart.

The opening sum is also her bes!
sales week and highest-charting album
since 1997, when “Higher Ground”
started at No. 1 with 207,000 sold. All
told. the debut sum of “Love [s the An-
swer” is the artist’s second-biggest open-
ing week since SoundScan began
tracking data in 1991.

“Answer” beats the arrivals of
Paramore’s “Brand New Eyes” at No.
2 (with a career-high 175,000 sold) and

Mariah Carey’s “Memoirs of an Im-
perfect Angel” at No. 3 (with 168,000).
They join Breaking Benjamin’s “Dear
Agony” (No. 4, 134,000) and Alice in
Chains’ “Black Gives Way to Blue”
(No. 5, 126,000) in an all-debut top five.
It’s the first time five cur-
rent albums have each
sold at least 100,000 copies
in a week since Christmas
week of 2008.

And those titles are just
five of the record-breaking
eight entries in the top
10. Until now, seven top
10 debuls were the most
the chart had seen. It
most recently happened on the June 6
Billboard 200, when Eminem’s “Re-
lapse” led the debut party at No. 1. How
much would you bet that we’ll have an
entire top 10 full of debuts before the
year is over?

STREISAND SUPERSTAR: Barbra
Streisand is the only artist to collect No.
1 albums in each of the past five decades.
Her first came in 1964 with “People,”
then she returned 1o No. 1 three times
in the '70s with the 1974 “The Way We
Were,” the 1976 soundtrack to “A Star
Is Born” and the 1978 “Greatest Hits,
Volume 2.” In the '80s, she notched No.
1s with the 1980 “Guilty” and the 1985

OverThe
Counter

KEITH
CAULFIELD

she claimed a pair of chart-toppers with
the 1993 “Back to Broadway” and the
1997 “tligher Ground.”

“Answer” was produced by Diana
Krall and features Streisand accompa-
nied by Krall’s jazz quartet on classics
like “Smoke Gets in Your
Eyes” and “In the Wee
Small Hours.” The al-
bum’s handsome open-
ing-week sales sum was
powered by a half-hour
sitdown on “The Oprah
Winfrey Show” Sept. 24
and interviews on CBS’
“Sunday Morning” Sept.
27 and NBC'’s “Today” on
the album’s release date. Sept. 29. The
sel was also stocked in Starbucks stores
andsold through QVCand Streisand’s
official Web site.

Many industry prognosticators—my-
self included—focused on what was
thought to be a battle for No. 1 between
Paramore and Mariah Carey. Those
who look into their crystal balls to proj-
ect first-week sales figures had esti-
mated that Paramore would finish
ahead of the two divas. As it turns out,
Streisand surprised many with how
well her album sold in nontraditional
ways—Starbucks, QVC and her Web
site—and that threw a wrench into fore-
casting sales.

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

Weekly Unit Sales

ALBUNS ADI.IBGlllrMASl‘
This Week 6,876.000 1,567,000
Last Week 5,931,000 1,454,000
Change 15.9% 7.8%
This Week Last Year 7,506,000 1,302,000
(hange -8.4% 20.4%

‘Digital album sales are also counted within album sales.
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debut strongly, although No. 1
seemed somewhat unlikely. When |
heard about “Love Is the Answer’
and how it was being introduced into
the marketplace, | knew this was
going to be an event album. I sus-
pect sales will remain strong as the
holidays approach.

DIVA DISCUSSION: Mariah Carey’s
“Memoirs of an Imperfect Angel” be-
gins its Billboard 200 life with 168,000
sold—a drop from the 463,000 opening
of herlastset, 2008's “E=MC2.” The lat-
ter album bowed at No. 1 with her
biggest first week ever.

The stunning opener of “E=MC2”
was powered by the singer’s release-
week stop on “The Oprah Winfrey
Show” and two nights on “American
Idol.” Additionally, the album’s lead
single, “Touch My Body,” was an across-
the-board radio smash. It peaked at No.
2 on the all-format ot 100 Airplay
chart, reaching a one-week high of 125
million in audience impressions.

“Memoirs” didn’t have release-week
visits to “Oprah” and “Idol” to help it,
though Carey did perform on the Sept.
18 edition of “Oprah.” And its first sin-
gle, “Obsessed,” isn't a runaway radio
hit like “Touch My Body.” “Obsessed”
has so far peaked at No. 6 on the Hot 100
Airplay tally. with a one-week high of

“Broadway Album.” Finally, in the '90s, I thought Streisand was going to  84.7 million in audience. ..
ng Oct 4,2009. F - niclsen
Yea r'TO'Date S SoundScan
DIGITAL
TRACKS 2008 2009 LHANGE 2008 2009 CHANGE
19,410,000 OVERALL UNIT SALES YEAR-TO-DATE SALES BY ALBUM CATEGORY
19,267,000  Mbums 305,372,000 263,432,000  -13.7%  (urrent 174,070,000 142,535,000  -181%
0.7% Digital Tracks 814,527,000 903,583,000 10.9% Catalog 131,302,000 120,898,000 -7.9%
18,734.000 Store Singles 1,304,000 1,383,000 6.1% Deep Catalog 94,261.000  90.427.000 -41%
3.6% Total 1,121,203,000 1,168,398,000 4.2%
e Albums w/TEA® 386.824,700 353,790,300 -8.5%
“Includes track equivalent album sates (TEA) with 10 track downloads equivalent
to one album sale.
CURRENT ALBUM SALES
'08 . : 174.1 million '
ALBUM SALES e - R—
'09 - 142.5 million
'08 305.4 million
'09
CATALOG ALBUM SALES
08 131.3 million
'09 "120.9 mlllion
SALES BY ALBUM FORMAT
U] 255,389,000 204,501,000 -19.9%
Digital 48 560'000 57‘019‘000 17.4% \!!elsﬂ:\ SoundScan co s 3% current only sales with |tt19 first 18 mor:\ms_of an
Vinyl 1,317,000  1866,000  41.7% At of the Bilk ) rain 3 current. T 216
months are g alog
N D . Oher 107,000 46,000 -57.0%  omenths
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SOUNDTRACK

LAKESHORE 340952 114d 984
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EM( USIVERSAL 56 MUSIC (18.98)
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SALE ROC NATION 520856 AG (18.98) The Biueprint 3

20151
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o m LUMBIA NASHYILLE) 26854 SN (12.98) Revolution

since 2006°s 56 Get Lucky

“Phobia” debuted
and peaked at No. 2
with 125,000 soid. 58
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e m HOLLTWO00 002851 (18 98) + Kiss And Tell ' 59 A0 T 4 SONY MUSIC (18.98) NOW That's What | Call Country Vol. 2
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 THE AVETT BROTHERS 2g  William DuVall | CHRIS YOUNG =
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21 14 1 R e Only By The Night H ' 71 51 48 E SEEVE;)LNE . Sci-Fi Crimes 3
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134 123 120 JUM | 4117 20800/SONY MUSIC LATIN {14.98) The Last (2] 199 197 RER 7t 11652 wARNER BROS (18.98) hathing B_Uihe Best @
IMOGEN HEAP d 1 BARLOWGlRL
135 108 86 MEGAPHIRIL 6L 50605 RMG (11.95) B Ellipse . | 185 157 128 HTWORD C4/RB 87861 WARNER BROS (13 98) - ) g WEL
%7 KERI HILSON i = = T MICHAEL FRANT! & SPEARHEAD
@ 134 108 :&.l MDSLEY ZNE & INTERSCDPE 012000/1GA (13.98) Igra ReglectiWoride i- Thg smger/song. 386 171 164 RUE () 500 wax/anl- 86306~ EPITAPH (16 96) + ailebellHocKe s =
137 106 102 17 GLORIANA Gloriana o 17 17 - |} EARNEST PUGH LIVE: Rain On Us o
EMBLEM RE PRI EAWARNER BROS. (NASHVILLE) 5197B0/WRN (13.98) Rl highest-charting EPM/BLACKSMOKE 3070 WORLOWIDE (13 96; :
. a“:ﬁ THE USED 288 solo album since . SHADOWS FALL . e
138104 81 B ceonise 519904+ WARNER 8R0S (18.98 CO/OVD) & Artwork P_j 1978% “Easter 188 120 35 R ¢ rrpiack INDUSTRIES/FERRET 520708°/1LG (14.98) Retribution
CHICKENFOOT A . DIANA KRALL . .
139 119 115 REDLINE 20081 {13.98) Chickenfoot @ . Island” peaked at 189 192 - VERVE 01243376 (13 38) & Quiet Nights

BOB SCHNEIDER No. 86. He sup- 7 TOBY KEITH
SHULKNMAMA 47/KIRTLANO (13.98) Lovely Creatures ported the new set 190 196 157 | }-.F,- SHOW DOG %A%SHILLE 010334/UME {19.98)

1ol v | [ Soft whie bsopors by QR Y000 1SS

35 Biggest Hits ll

The Boy Who Never

2008, Nielsen Business Media, Inc and Nielsen SoundScan, Inc. All rights reserved. KRISTOF

zeno 7 : ; ") NOISETTES ;
@ m 0280/AL | 1808) Yeah Ghost Morning America” 192 93 - r" LALUAY 013177+ IDJMG (16 98) B Wild Young Hearts
143 111 g9 n THE BUA C KICHOWES Before The Frost...Until The Freeze Sonle ) 193 174 142 B e T - g Far

434 LARRY THE CABLE GUY COBRA STARSHIP Hot Mess

Tailgate Party

=
n é% JALS WATNER BROS (NASHVILLE) 519711/WRN (18.98)

] LEDISH
3324 130 100 n VERVE FORECAST 012677/VG (13.98) ®

Turn Me Loose

[ MATISYAHU
146 126 109 (5 JDUB OR/EPIC 22170/SONY MUSIC (11.98)

Light

m 184 144125 I

Not only is he fea-
tured on the album
at No. 113, he reach-
es a Billhoard album

@ '-l; STRUNG OUT
WU FAT WRECK CHORDS 739" (9.98)

DECAYDANCE 517002 FUFLED BY RAMEN (13.98)

i ¥ ANTHONY HAMILTON
! MISTER'S MUSIC SD SO DEF 23387°LG (13.98)

The Point Of It All

Agents Of The Underg

THIRD EYE BLIND

.
B
B

No End In Sight: The Very Best Of Foreigner chart on his own for 1'? 169 132 MEGA COLLIDER 01+ 114 98} Ursa Major

¢ 'FOREIGNER
i"’ jE IR ATLANTIC 512130/RHINO (18.98)

See Charts Legend for rules and explanations.

" BIG & RICH ) Nga  thefirsttime, as his ' MODEST MOUSE - . =
WARNER BROS (NASHVILLE) 513706/ WRN (18 98) Greatest Hits '& third set sells nearly e 150, 130 _0 EPIG 16280° SONY MUSIC (9.98) i ndavo i eINCX(EF) §§
VARIOUS ARTISTS i 1 PILLAR :
S 142 113 m UNIVERSAL T 50N+ MUSIC/ZOMBA 012654/UME (18.98) Now 30 @ . 2}?.?,2 (g:yiswg:e!hal 199 - n AL 110403 SONY MUSIC (13 98) Confessuons» '
ACE FREHLEY N ' 3 -r' SEAN PAUL : 13
o2 el -'F BRONX BORN 90176° (15 88) Anomaly @1 digital downloads. ~ +#©0 1151 107 VP ATLANTIC 520047/AG (18.98) & SR hl
DTN VKA 77 NOISETTES 192 PHOENX ... ... .. 78 REBA. ... 51 SIVERSUNPICKUPS ..176  TAYLOR SWIFT . ..19,67 WIZARDS OF WAVERLY  LOSTIGRES DELNORTE . [ESBMSBSSKENSNNNNNN  CLUS HITS .56
MACK 10 141 MODEST MOUSE .....188 KELLIE PICKLER .. ...180 RISEAGAINST . 161 FRANKSINATRA ..... PLACE ... ......... 129 132 NOW THAT'S WHAT { CALL  CHARLIE WILSON . ....165
MADONNA ©.7 MONSTERSOFFOLK ...45 [EEEMSSSSI-WRNNNENEN PILLAR ........... 199 DARISRUCKER . . 62 SKLLET ...... 5 TREY SONGZ 73 vamious anvists JEUTHLE BE RN
MARY MARY ... 162 JUSTINMOORE ...... 94 KARENDANDTHEKIS..36 PINK L4 SKYZ00 ... ... DISNEY: PHINEAS AND (AN  TRICK DADOY 173 KAKLVETWELE 03 SILOYSOULMUSIC AN S
MATISYAHU . 146 JASONMRAZ ... . 88 OWLCITY 35 PTBULL ... 72 WM JOROIN SPARKS .....157  FERB 87 THEORYOFADEADMAN, 93 TWISTA 163 THE MOUNTAIN 1037 FM:  ALL-STAR TRIBUTE TO TENGO ... 171
DAVEMATTHEWS BAND . 76 MUSE ... .25 PLAYAZCIRCLE . .. ..74 HOPE SANDOVAL & THE  REGINASPEKTOR ... 193 FAME . 57 THEY MIGHT BE GIANTS LIVE FROM THE MAZE FEATURING PETE YORN & SCARLETT
MAXWELL 27 NI PORCUPINE TREE ....179  WARM INVENTIONS ..160 STATERADIO.. ......95 HANNAHMONTANAZ .80 ... ... 130 TR  MOUNTAI MUSIC FRANKIE BEVERLY .. 102 JOHANSSON ... 64
MICHAEL MCDONALD . % WSS FDPASLEY . 82 EARNESTPUGH .....187 80D SCHNEDER.....10 STEELPANTHER ....123 MANNAH MONTANATHE  THRD EYE BLIND . .. 12 90 LOUNGEVOLUME 15 ..55 WOWHITS2009:300F  GHRISYOUNG ....... .66
MEGADETH NEEDTOBREATHE ....168 PARAMORE ... ..... 2 SEAN PAUL 200 GEORGESTRAIT .. . .47  MOVIE 33 ROB THOMAS 124 UNCLEKRACKER .. .115 NOW30. .49 THEYEAR'S TOP
WCADWICHAELSON 169 WLLENELSON . . 177  PEAAL s .10 [EESESSWSSSSSEN SHADOWSFALL ....188 BARBRASTREISAND ....1 MORETHANAGAME .81 THOUSAND FOOT KRUTCH KEITH URBAN 73 NOW 31 38 CHRISTIAN ARTISTS e —
CHRISETTE MICHELE 108 NEWBOYZ....... 0 KATYPERRY ...... 178 RAEKWON . ....... 8L SHNEOOWN 50 STRUNGOUT .......195 TWILIGHT . . . .75 159 THE USED . 138 NOWTHATS WHATICALL ~ ANOHITS .........186 ZERO7 .......... 4
NICKELBACK . ........46 PHISH .....131 RASCALFLATTS .....114 SICK PLPPIES 112 SUGARLAND ....63101 WHPIT . 115 THREE DRVS GRACE 17 ;
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ARTIST
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)

1 9 PEARL JAM
MONKEYWRENCH 9274* (18.98)

P @ JASON ALDEAN
B}l BROKEN BO. 7637 {18.98}

2f
Ee
1
e (ORI DETHKLOK Metalocalypse: Dethalbum Il (Soundtrack)
Lokblll WILLIAMS STREET 60008/ [ADULT SWIM] (13 98)

Title

Backspacer

Wide Open

Hatebreed

° # HATEBREED
NO WAME 20511 {17 98)
MONSTERS OF FOLK
5 3 1 SHANGRI LA 1010447 (18 98)

Monsters Of Folk

» 'a DAVID GRAY
| IHT "010Y MERCER SIREET (13 98)

Draw The Line

o VARIOUS ARTISTS  The Mountain 1037 FM Live From The Mountain Music Lounge Volume 15
KMTT 2009 15 EX/STARBUCKS (12 98

8 5 p SOUNDTRACK
LAKESHORE 340952 (18 98

Fame

o MARQUES HOUSTON
MUSICWORKS 001/T.U.G. (17.98)

Mr. Houston

7 ‘94 PHOENIX
0 _LOYAUTE 0105°/GLASSNOTE (11.98)

0 JIM BRICKMAN
SOMERSET 49268 (14.98
11 4

[T RODRIGO Y GABRIELA
(LTSI RUBYWORKS 0080*/ATO (15,98 CD/DVD) &

BRANTERA 6165 113 98)

Wolfgang Amadeus Phoenix

Beautiful World

11:11

VARIOUS ARTISTS Silky Sout Music... An All-Star Tribute To Maze Feat. frankie Beverly

VARIOUS ARTISTS
KINK 2000 E STARBUCKS (12 98

KINK Live Twelve

AUSTRIAN DEATH MACHINE

METAL BLADE 14769 (15.98)

Double Brutal

SKYZ0O0
DUCK DOWN 2115 (16.95)

©
©
14
©
)

The Salvation

17 19 |52 CAGE THE ELEPHANT
12 Dspruive 49658/016 (13.98)

Cage The Elephant

PHISH
18 104} JEMP 1049 (13.98)

Joy

CHICKENFOOT

20 88 reouine 20001 (13 98)

Chickenfoot

BOB SCHNEIDER
SHOTXORAMA 47 KIRTLAND (13.98)

Lovely Creatures

MACK 10

HOC FANGIY 082509 (12 98

THE BLACK CROWES

Soft White

Belore The Frost .Until The Freeze

22 16 8 SILVER ARROW 0.* (15 98)

=

F ACE FREHLEY Anomaly
g=h 9 ' BRONX BOR™ 90174 " (15 98)
24 17 INSANE CLOWN POSSE Bang! Pow! Boom!

| PSYCHDPATHIC 4102 (12 98)

& ARCTIC MONKEYS Humbug
25 18 8 DOMING 237" {1398}
@ LIL ROB Love & Hate
UPSTAIRS 1048 {13.98
GIRLS Album
27 24 §B= FANTASY TRASHCAN 010/TRUE PANTHER SOUNDS (14.98

KRIS KRISTOFFERSON
NEW WEST 8171" (17.98

Closer To The Bone

YO LA TENGO
2 Q‘? MATADOR 856" (14 98)

Popular Songs

BUCKCHERRY
ELEVEN SEVEN 73019 98

Live & Loud 2009

TRICK DADDY

31 14 i-'&

Finally Famous: Born A Thug, Still A Thug

+ HYDERS 001 .17.98)
32 12 THE BLACK DAHLIA MURDER Deflorate
METSL BLADE 14755 [15.98 CO/DVD)
33 98 |, SILVERSUN PICKUPS Swoon
OANGERBIRD 035" (15.98)
! ALL TIME LOW Nothing Personal
o 30 13 HOPELESS 710 (15 98,
a5 § B .~ BROTHER ALI Us
¥ RHYMESAYERS 0113 (14 98
36 137 g EARNEST PUGH LIVE: Rain On Us
EPM/BLACKSMOKE 3070/WORLDWIDE (13.98 S
37 2% SHADOWS FALL Retribution
| EVERBLACK INDUSTRIES FERRET 520708°/ILG (14 98)
@ STRUNG OUT Agents Of The Underg
T WRECK CHORD {9 9¢ R—
] THIRD EYE BLIND Ursa Major
39 3 B MEGA COLLOTR ¢ ° (1498)
VOLCANO CHOIR Unmap
40 13 2 | JAGIAGUWEY 156" (14 98)
41 15 3 ~ EVERY TIME | DIE New Junk Aesthetic
N EPITAEPH 87023 (16 98) =
Q THE MUMLERS Don’t Throw Me Away
- GALAXIA 34 (13.981
; STEVE VAI Where The Wild Things Are
LIGHT WITHOUT HEAT 2620/FAVORED NATIONS (13 98}
COLT FORD Ride Through The Country
44 3% 2 _AVERAGE JOE'S 1001 (16.98)
VICKIE WINANS How | Got Over
Sol 26 ? DESTINY JOY 8120 {11 98) B
a6 38 19 GRIZ“ZLY ’I13“EAR Veckatimest
' KRS ONE & BUCKSHOT Survival Skills
47 28 % 120 116.98) T
@ SOUNDTRACK Sors Of Anarchy: Norih Country (EP)
! GITAL EX 13 98)
49 8 CHILDR EN OF BODOM Skeletons In The Closet
i'2 SPINEFARM 1764 FONTANA INTERTATIONAL (18.98

THRICE
50 27 |8 VAGRANT 555 {13.98)

Madonna’s double-DVD music video retrospective “Celebration” debuts at
No. 1.0n Top Music Video Sales, marking the Gueen of Pop’s eighth chart-
topper an the list. All told, each one of her 15 chart entries has reached the
top five. This is her fourth consecutive No. 1following 2001’s “Drowned
World Tour,” 2006’s “I'm Going to Tell You a Secret” and 2007°s “The
(onfessions Tour.”
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ARTIST
IMPRINT / DISTRIBUTING LABEL

PARAMORE
UELED BY RAMEN /AG.

KING BENJAMIN

WEEKS
ON CHT

Brand New Eyes

B

Dear Agony

L=
Title S
=
2

INIVERSAL REPUBLIC /UMRG

m HOLLYWOOD  +
ALICE IN CHAINS Black Gives Way To Biue
VIRGIN CAPITOL
MARIAH CAREY Memaoirs Of An Imperfect Angel
ISLAND 1IDJMG
2 g JAY-Z The Blueprint 3
RDC NATION AG '+
AFI Crash Love
DGC/INTERSCOPE 1GA
MIRANDA LAMBERT Revolution
COLUMBIA (NASHVILLE) /SMN )
THE AVETT BROTHERS I'and Love and You
AMERICAN/COLUMBIA SONY MUSIC
] ‘g PEARL JAM Backspacer
MONKEYWRENCH
SELENA GOMEZ & THE SCENE Kiss And Tell
HOLLYWGCD +
MADONNA Celebration
WARNER BROS o
12 OWL CITY Ocean Eyes

3 ﬁ THREE DAYS GRACE Life Starts Now

JIVE JLG

BARBRA STREISAND
COLUMBIA SDNY MUSIC

Love Is The Answer

DETHKLOK Melalocalypse: Dethalbum Il (Soundtrack)
WILLIAMS STREEI 60008/[ADULT SwiN]

The Resistance

b | I

10 2 MUSE
| HELIUM-3 /WARNER BRDS

2 &, KINGS OF LEON Only By The Night

| RCA RMG
14 145 LADY GAGA The Fame
|82 51REAMLINE/KONLIVE/CHERRY TREE/INTERSCOPE /IGA
19 11 KID CUDI Man On The Moon: The End Of Day

§ DREAM ON G 0 DD UNIVERSAL MOTOWN /UMRG
17 THE BLACK EYED PEAS

INTERSCOPE 1GA

The E.N.D.

21 4 E DAVID GRAY Draw The Line
IHT | MERCER STREET

KAREN 0 AND THE KIDS  Where The Wild Things Are (Soundtrack)
DGC INTERSCOPE 1GA

| STEEL PANTHER Feel The Steel

UNIVERSAL REPUBL'C UMRG

- HARRY CONNICK, JR.
COLUMBIA /SONY MUSIC

24 13 2 Your Songs

FRED HAMMOND
F HAMMOND/VERIIY 1 JLG

ARTIST
lMPRlNT/ DISTRIBUTING LABEL

BARBRA STREISAND
1wx COLUMBIA 43354/SONY MUSIC

Love Is The Answer

Love Unstoppable 2%

Title

PARAMORE Brand New Eyes

FUELED BY RAMEN 518250 AG

°4° THIS
WEEK

ALICE IN CHAINS Black Gives Way To Blue

VIRGIN B7 153" CAFITOL
MARK KNOPFLER Get Lucky
* REPRI't W ARNER BROS
MARIAH CAREY Memairs Of An Imperfect Angel
i 11IMG

] THE AVETT BROTHERS T'and Love and You

AMERY COLUMBIA 35099/SONY MUSIC

DETHKLOK Metalocalypse: Dethalbum Il {Soundtrack)
J wiLLIANS IREET 60008 [ADULT SWIM|
BREAKING BENJAMIN Dear Agony
HOLLY i) 98+ +
MADONNA Celebration
WARNER BROS 289404
", HARRY CONNICK, JR. Your Songs
COLUMBIA 47228*/SONY MUSIC
AFI Crash Love

OGC INTERSCOPE 013380/1GA

THE BEATLES
FFLE 43149 CAPITOL +

The Beaties In Stereo

WHITNEY HOUSTON I Look To You

ARIGTA 100

ROBERT EARL KEEN
LOST HIGHWAY 013332 UMGN

The Rose Hotel

=
e S
°c3

APPLE 82468~ CAPITOL

16 (4 THEY MIGHT BE GIANTS
| IDLEWILD DISNEYSOUND 004566 WALT DISNEY 4

Here Comes Science

©:0:0: 9@9@@@0000

6 'a MUSE The Resistance

HELIUM-3 521130 WARNER BROS 4

-
©

SELENA GOMEZ & THE SCENE
HOLLYWOOD 0U2831 +

Kiss And Tell

(3]

The Blueprint 3

- JAY-Z
21 ¢ L ROC NATION 520856, AG + B
»  BRAND NEW Daisy
22 2 B o 16 (GG INTERSCOPE 013357/1GA
@ 294 3 PETER, PAUL & MARY Tie Very Best Of Peter, Paul & Mary __
8 WARNER BROS 73161 RHINO )
24 12 2 MONSTERS OF FOLK Monsters Of Folk

SHANGRI-1 A 101044"

STATE RADIO
RUFF SHOD 30851/NETTWERK
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MONKE { WRENCH 97747
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The week's most-streamed videos on AGL.

TITLE

ARTIST (PRINT/LABEL)
SINGLE LADIES (PUT A RING ON IT)
BEYONCE ‘MUSIC WORLD/COLUMBIA)

WHITE HORSE

TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIC)

TELL ME SOMETHING | DON'T KNOW

SELENA GOMEZ (RAZUR & TIE)

LOVE STORY

TAYLOR SWIFT (8/G *ACHINE)

OUR SONG

TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIC)
NEW CLASSIC

DREW SEELEY & SELENA GOMEZ (RAZOR & TIE)

PICTURE TO BURN
TAYLOR SWIFT (BIG MACHINE}

TEARDROPS ON MY GUITAR
TAYLOR SWIFT (BIG MACHINE)

IF | DIDN’T HAVE YOU
MITCHEL MUSSO & EMILY OSMENT (WALT DISNEY)

FLY ON THE WALL
MILEY CYRUS (HOLLYWGOD)

CRUSH
DAVID ARCHULETA (19 JIVE JLG)

SOULJA BOY TELLEM
SDULJA BOY TELLEM (COLLIPARK/INTERSCOPE)

TIM MCGRAW
TAYLOR SWIFT (BIG MACHINE)

7 THINGS
MILEY CYRUS (HOLLYWGOD)

LOVEBUG
JONAS BROTHERS (HOLLYWODD)

TITLE The week’'s most-streamed songs on Yahool Music.
ARTIST (IMPRINT/LABEL)

YOU BELONG WITH ME

TAYLOR SWIFT_Q‘!LQ MI}CHINEIUN!VEHSAL REPUBLIC

USE SOMEBODY
KINGS OF LEON (RCA RMG)

WAKING UP IN VEGAS
KATY PERRY (CAPITOL)

GOOD GIRLS GO BAD
COBRA STARSHIP FEAT. LEIGHTON MEESTER (DECAYDANCE/FUELED BY RAMEN/ATLANIIC/RRP)

PARTY IN THE U.S.A.
MILEY CYRUS (110LLYWO0O0D)

DOWN
JAY SEAN FEATURING LIL WAYNE (CASH MONEY/UNIVERSAL REP[EC)

"'NO SURPRISE

OBSESSED
MARIAH CAREY (ISLANO/IDIME)

DAUGHTRY 17 G0 0 HMG

| GOTTA FEELING
THE BLACK EYED PEAS (INTERSCOPE)

ALREADY GONE
KELLY CLARKSON (19 RCA RMG)

BATTLEFIELD
JORDIN SPARKS (19 JIVE JLG)

FIRE BURNING
SEAN KINGSTON (BELUGA HEIGHS/EPIC)

HER DIAMONDS
ROB THOMAS (EMBLEM ATLANTIC)

LOVEGAME
LADY GAGA [S1REAMLINE/KONLIVE; CHERRYTREE/INTERSCOPE)

'SHE WOLF

SHAKIRA (EPIC)

TITLE

LABEL/DISTRIBUTING LABEL (PRINCIPAL PERFORMER)
CELEBRATION
WARNER BROS./WARNER MUSIC VISION (MADONNA)

" NUMBER ONES

EPIC MUSIC VIDEQ/SONY MUSIC VIDEO (MICHAEL JACKSON)

LIGHT WITHOUT HEAT FAVORED NATIONS

LIVE IN BUCHAREST: THE DANGEROUS TOUR
EPIC SONY MUSIC VIDEO | JACK O

WHERE THE WILD THINGS ARE

TEVE VAI)

VIDEO GREATEST HITS: HISTORY
EPIC/SONY MUSIC VIOEO (#ICHAEL JACKSON}

HEHAL

WIDE OPEN: LIVE & MORE!
EAGLE VISION/EAGLE ROCK (JASON ALDEAN)

JOY IN MY HEART
GAITHER MUSIC VIBEQ;EMM MUSIC VIDED BILL & GLORIA GAITHER AND THEIR HOMECOMING FRIEN

HISTORY ON FILM: VOLUME ||
EPIC/SONY MUSIC VIDEO (MICHAEL JACRSON)

NASHVILLE HOMECOMING

GAITHER MUSIC VIDEO EMM MUSIC VIDEQ (BiLL & GLORIA GAITHER WITH THEIR HOMECDMING FRIEND

THE BEYONCE EXPERIENCE: LIVE
MUSIC WORLD/COLUMBIA/SONY MUSIC VIDEO (BEYONCE)

NO BULL: LIVE FRDM THE PLAZA DE TOROS LAS VENTAS: MADRID. SPAIN
COLUMBIA:LEGACY/SONY MUSIC VIOEQ (40 D

DANGEROUS: THE SHORT FILMS
_EPIC MUSIC VIOEO/SONY MUSIC (MICHAEL JACKSON)

'CMT CROSSROADS: TAYLOR SWIFT & DEF LEPPARD
CMT/BIG MACHINE/UNIVERSAL MUSIC & VIDED DIST. (TAYLOR SWIFT/DEf LEPPARD)

LIVE IN JAPAN
HIGHLINE/HUDSTON/STREAM/ALLEGRO (MICHAEL JACKSON)

FLIGHT 666: THE FILM
UME/SONY MUSIC VIDED (IRON NIAIDEN)

Data for week of OCTOBER 17, 2009
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SALES DATA
COMPILED BY

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

w= = | s P f
£§ .;ﬁ Eg TITLE N "w-ﬁ Eg TITLE L .U_,é Eg TITLE subset of cor‘e stores that specialize .ln thc?se genres.
B |SE EZ ARTST (IMPRINT / PROMOTION LABEL) EE <% 2£Z ARTIST (IMPRINT / PROMOTION L ABEL) E5 | <3 £Z ARTIST (MPRINT / PROMOTION LABEL) @ Albums with the greatest sales gains this week.
0 1 DOWN 26 25 12 NEVER SAY NEVER Q 59 NUMBER ONE GREATEST Where included, this award indicates the title
C | 5 SEAN FEAT LIL WAYNE (CASH MONEY/UNNERSAL REPUBLIC) THE FRAY (EPIC) R KELLY FEAT, KERI HILSON (JIVE/JLG) GAINER | with the chart's largest unit increase.
YOU BELONG WITH ME 4 FALLIN' FOR YOU @ DROP IT LOW . . s X )
< 23 TAvLOR SWIFT (816 MACHINE/UNVERSAL REPUBLIC) 32 8 coipiecaiiar (uiveRsAL REPUBLIC) 55 4 cen oo AL BOWN L4REY LASONINE ASTRERMLNENTERSCER) :’X:ec':a'r’t‘f:s"é‘i’ge:é;r‘;Ci::r:?ag‘g';aéast;he LRy
1 RUN THIS TOWN 3% 10 WELCOME TO THE FUTURE @ 52 10 SOUNDS LIKE LIFE TO ME i ) .
JAY-Z, RIHANNA & KANYE WEST (ROC NATION) BRAD PAISLEY (ARISTA NASHVILLE _DARRYL WORLEY (STRUEUE/ARIGL':‘; - m Indicates album entered top 100 of The Billboard 200
4 17 | GOTTA FEELING o o PLEASE DON'T LEAVE ME 54 48 10 LOVE YOUR LOVE THE MOST and has been removed from Heatseekers chart.
THE BLACK EYED PEAS (INTERSCOPE) - PINK (LAFACE JLG) ERIC CHURCH (CAPITDL NASVILLE)
& g USE SOMEBODY 20 22 17 SMALL TOWN USA 6 3 DOI PRICING/CONFIGURATION/AVAILABILITY
KINGS OF LEON (RA/RMG) - JUSTIN MOORE (VALORY) LUKE BRYAN (CAPITOL NASHVILLE CD/Cassette prices are suggested list or equivalent prices, which
OBSESSED EMPIRE STATE OF MIND FIFTEEN are proje.cted from who!esale prices. D after_ DFIFE !ndicates atbum
= 14 WARIAH CAREY (151 AND/ID.IG) @ 56 2 v .+ ALICIA KEYS (ROC NATION) 64 TAYLOR SWIFT (811 MACHINE lere s i CD/DVD Gy Dncoc-r:/lsf;es CD/bDVD
= - ilable. & DualDisc available. * D combo
WHATCHA SAY WASTED @ EVACUATE THE DANCEFLOOR A el - -
° 7 JASON DERULD (BELUGA HEIGHTS/WARNER BROS ) @ 3T 8 ol MANE FEAT PLIES (MIZAY SO ICEY/WARNER BROS | 68 CASCADA (ROEBING available. * indicates vinyl LP is available. Pricing and vinyl LP avail-
BREAK UP WAKING UP IN VEGAS WWA_Y ability are not included on all charts. EX after catalog number indi-
o 15 MARIO FEAT GUCCI MANE & SEAN GARRETT (4/RMG) 33 26 21 KATY PERRY (CAPITOL) ) @ 61 LOVE AND THEFT (CAROLWOOD) cates title is exclusive to one account or has limited distribution.
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After being honored as Biltboard’s Rising Star and Woman of the Year,
respectively, Oct. 2, Lady Gaga and Beyoncé each make milestone
moves on Mainstream Top 40.

Lady Gaga’s “Paparazzi” pushes 11-7 to become her fourth top 10
on the chart. She is just the fifth female in the tally’s history to collect
at least four top 10s from a debut domestic album, joining Alanis
Marissette (five, 1995-96), Christina Aguilera (1999-2000), Gwen
Stefani (2005) and Fergie
(five, 2006-08).

Beyoncé concurrently ¥ 7 e
secures her 10th top 10 on - ]
Mzinstream Top 40, as — p k

“Sweet Dreams” rises 15-10.
Tha ascent makes “1Am . .
Sasha Fierce” her first album
to yield four top 10s on the
chart. “If | Were a Boy”
reached No. 9, “Single Ladies
(Put a Ring on it)” spent
three weeks at No. 1, and
“Halo” hevered for three
weeks at a peak of No. 2,
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2'9 + IF YOU ONLY KNEW
1 fHINEDOWN (ATLANTIC)

26 23

18 CHAMPAGNE
CAVO (REPRISE)
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JET (REAL HORRDRSHOW/FIVE SEVEN/CAPITOL)
1901
PHOENIX (LOYAUTE GLASSNOTE)
|45 g HARD TO SEE
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1B @ mAMERICAN RIDE Toby Keith q - WHITE LIAR Miranda Lambert
TKEITH (J.WEST.D.PAHANISH) ] © SHOW DOG NASHVILLE F.LIDDELL.M WRUCKE (M LAMBERT.N.HEMBY) COLUMBIA
3 GETTIN’ YOU HOME (THE BLACK DRESS SONG) Chris Young 2 29 29 HURRY HOME Jason Michael Carroll 27
J STROUD {C.YOUNG.C BATTEN.KBLAZYY ® RCA , D.GEHMAN {Z WILLIAMS) ©® ARISTA NASHVILLE
4 5 ONLY YOU CAN LOVE ME THIS WAY Keith Urban 3 = 44 GREATEST R'WZNY% Rascal Flatts 28
0 HUFF.K URBAN (8 MOEWAN.J REID) © CAPITOL NASIIVILLE Underwood’s 10th © CLICTSIN 0 HUFFRASCAL FLATTS (A.SHAMBLIN.R MATHES) © LYRIC STREET
7 9 TOES Zac Brown Band 5 lop10isthe most 34 29 WHY DON'T WE JUST DANCE Josh Turner g
K.STEGALL,Z BROWN (ZBROWN,WDURREITE.J.E[M{SS_M_[_JLUT\JS' ©® HOME GROWN/ATLANTIC/BIGGER PICTURE bY any solo female FROGERS {J BEAVERS J SINGGLETON D BROWN) @ NVCA NASHVIE'
2 1 SMALL TOWN USA Justin Moore 1 in the current 30 34 OUTSIDE MY WINDOW Sarah Buxton 30

_J.STDVER {B.D MAHER.J.S STOVER.J. MOORE]

© VALORY

S BUXIDN (S BUXTON,V SHAW M.J.HUDSON.G.BURR)

LYRIC STREET

decade. Faith Hill

aly WELCOME TO THE FUTURE Brad Paisley 6 32 33 TODAY Gary Allan 3
FROGERS (B PAISLEY.C DUBDIS) @ ARISTA NASHVILLE and Martina M WRIGHT,G ALLAN {8 LONG.TL JAMES) @ KCA NASHVILLE

5 3 BIG GREEN TRACTOR Jason Aldean 1 McBride are tied for 33 43 THAT'S HOW COUNTRY BOYS ROLL Billy Currington 12
M KNOX (J CULLINS.D L MURPHY) @ BROKEN BOW second place with € CHAMBERLAIN B.CURRINGTON (B CURRINGICN D DAVIOSCN.B JONES) @ MERUURY

'TRRT! COWBOY CASANOVA Carrie Underwood 8 E ; 4 53 THE TRUTH Jason Aldean 33
M ERIGHT (C.UNDERWDOD.M ELIZONDO.B JAMES) @ 19/ARISTA HASIVILLE nine top 10s apiece M KHDX (6 JAMES. A MONROE) © BROKEN BOW

13 12 I'M ALIVE Kenny Chesney With Dave Matthews g [nihe2000s. 37 38 BEER ON THE TABLE Josh Thompson
B LANNON K CHESNEY (K.CHESNEY.0.DILLON,M. TAMBURING) @ BNA W KHDE (] THOMFSON Kk JOHNSON,A.ZACK) @LOLUMBIA_

15 15 NEED YOU NOW Lady Antebellum 10 35 36 RADIO WAVES Eli Young Band 35
PWIIAL L-’;i'- NTEBELLUM (D.HAYWOOD,C ﬁEﬁLLEY‘H.SCDTT‘J KEAR) @ CAPITOL NASHVILLE M WRLUUKE NUERS M ELI) (0] REPUBLIC,UNIVERSALVSS)UTH

12 13 SOUNDS LIKE LIFE TO ME Darryl Wortey 1 38 40 A LITTLE MORE COUNTRY THAN THAT Easton Corbin 36
| BROWH » GRANTT (D WDRLEY.W,VAR%P,D_‘DONNELL) ¥>®¥87ROUDAVAR\OUS C LCHAMBERLAIN ([} FOYTHRESS R L FEEK W VARBLE) ® MERCURY

14 14 RUNAWAY Love And Theft 12 DIDN'T YOU KNOW HOW MUCH | LOVED YOU Kellie Pickler 37
J COPLAN R E.ORRALL (S.B.LILES,C.SMITH.R BI ACKLENGE) © GARDLWOOD C LINDSEY (C LINDSEY,A MAYO, TVERGES, © 19.8NA

1% 16 FIFTEEN Taylor Swift 13 39 42 COUNTRY FOLKS (LIVIN' LOUD} The Lost Trailers 3
N CHAPMAN, T.SWIFT (T.SWIFT) © BIG MACHINE S.NIELSON.R.LEE {S NIELSON,R.LEE) @ BNA
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18 18 BONFIRE Craig Morgan 15 - 43 45 LONG AFTER I'M GONE Big Kenny a0
PO'DONNELL,C MORGAN (T.BOIKIN.K DENNEY.C. MORGAN,M.ROGERS) ® BiA decade, widening ,_B KENNY.C.STONE (W.K ALPHIN.M BEESON R .SUPA) © LOVE EVERYBODY/GLOTOWN BIGGER PICTURE

19 19 RED LIGHT David Nail 16 his lead as the artist 47 4 KEEP ON LOVIN' YOU Steel Magnolia 4
F.LIDDELL.M.WRUCKE (J.SINGLETON,M.PEIRCE,C. MATKOSKY) ® MCA NASHVILLE W“h (he most [ﬂDS [ HUFF (C STAPLETON, TWILLMON) ® BIG MACKINE
HONKY TONK STOMP Brooks & Dunn Featuring Billy Gibbons i SARA SMILE Jimmy Wayne Featuring Daryl Hall & John Oates
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r'oy ) C

Reba
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Mallary Hope a4

country artist with
23 23 9 PITI3 AMCENTIRE M.BRIGHT {S.DIAMOND M.GREEN) © STARSTRUGK/VALORY 1 . non-y(ounlr duet 48 48 D BASON (M HOFE.§ STEVENS.M.WEST) @ WCA NASHVILLE
29 21 22 AR ALL | ASK FOR ANYMORE Trace Adkins 2 . Y RE-ENTRY TWANG George Strait 45
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24 -24 1 JUST CALL YOU MINE Martina McBride 2‘1, Chesney’s 49 50 EVERYWHERE | GO Phit vassar 46
O HUFF M MUBRIE (J CATES. 1.LACY.0 MATKQSKY) © RCA “Everybody Wants PVARGAR (PVASEAR J STEELE) © UNIVERSAL SOUTH
HISTORY IN THE MAKING Darius Rucker ” 19 AND CRAZY Bomshel

% 30 FADGERS (0 HOLEEH T RUGERS.C MILLS) @ LAPITL HALHVILLE 22 m_GO 10 Hea_ve" 52 55 M IRWI% | #EAR K OMUNSON {M.IRWIN,2 KEAR.K.OSMUNSON K SHEPARD) CURB §7

2 35  SOUTHERN VOICE Tim McGraw o Wilhihe Wallers s 5 STUCK Ash Bowers 48
B GALLIMUAE 1MEGHA® 11 SMITH {T.DOUGLAS.B DIPIERQ) © LURE reached No. 1a year 8 CALNON (FJ MYERS,B.MONTANA) o ©® STONEY CREEK

25 27 LONG LINE OF LOSERS Montgomery Gentry 24 390 51 54 SOONER OR LATER Michelle Branch 49
B.CHANCEY (K.FOWLER.K.TRIBBLE) @ COLUMBIA J.SHANKS (M.BRANCH.H.LINDSEY.J.M.SHANKS) ©® REPRISE/WARNER BROS /WRN

27 28 EIGHT SECOND RIDE Jake Owen 25 55 52 SKINNY DIPPIN’ Whitney Duncan 8
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NOT SHOT MIRANDA LAMBERT n i LLARRY THE CABLE GUY R o PATTY LOVELESS Mountain Soul Il
o DM ' B covuvens sessasun 1298 ol >3 JACK WARKER BROS. 51971 /wRy (1 9p) 1auigate Party 18 V el BY%8 sicueroRos0 20976
TAYLOR SWIFT BIG & RICH . o STEVE MARTIN The Crow: New Songs For The Five-Sting Banjo
= BI: MACHINE 0200 (15 98) + feariess @ m WARNER BROS 519706/WRN (18.98) Sieatestiyits Ll 8 33 0 SHARE 610647 ROUNDER
_§ ZAC BROWN BAND " ERIC CHURCH F THE ISAACS The Isaacs ... Naturally: An Almost A Cappella Collection
§ o 2 2 ROAR BIGGER PCTLRE HOME GROWN TLANTI 516021 A6 n3gg 11 Foundation @ 2% 32 CAPITOL NASHVILLE 20810° (12.98) Carolina 4 3 GATHER MUSIC GROUP 46014
83 SOUNDTRACK . . @ KRIS KRISTOFFERSON y RICKY SKAGGS Sofo: Songs My Dad Loved
<3 R WALT DISNEY 003101 (1898} Hannah Montana: The Movie NEW WEST 6171+ (17.98) Closer To The Bone A S 2 SKAGGS FAMILY 901009
» :
(2 | JASON ALDEAN X | WILLIE NELSON 4 3 4 i OLD CROW MEDICINE SHOW Tennessee Pusher
Eé? B 5 %5 BROKEN BOW 7637 |18 98) Wide Open ; :E_ 2 SHANGRI-LABLUE NOTE 67197/BLG {17.98) American Classic 1 ) 4 54 errwenk 30812-
3-8 BROOKS & DUNN KELLIE PICKLER . ° SARAH JAROSZ Song Up In Her Head
§§§ o 43 ARISTA NASIVILLE 1217484 113.98) #1s ... And Then Some @ 30 30 19 BNA 22811 SMN (11.98) + Kellie Pickler 1 5 15 SGAR HILL 4018 BELK
~g2
208 LADY ANTEBELLUM TOBY KEITH 5 o o YONDER MOUNTAIN STRING BAND The Show
52 5 o 79 CAPITOL NASHVILLE 03206 (12.98) Lady Antebellum @ 3% 3 SHOW DOG NASHVILLE 010334/uME (19.98) S0 Biggest Hits LI 6 5 fros pan osos-
wEZ - S
08 GEORGE STRAIT GEORGE JONES o EMMITT-NERSHI BAND New Country Blues
§§E g & 6 MCA NASHVILLE 013173 /UMGH (13.98) {wang o e FAOBBFEUTEFS A T s 1 g, A COMeshon Of My Bes eoolecior 2 m
< E% REBA . | LOVE AND THEFT X DAILEY & VINCENT Brothers From Different Mothers
’é‘-g% o & 7 STARSTRUCK MOI00 VALORY (18.98) Keep On Loving You 34 2 7 CAROLWOD 002135AYRIC S1REET (11.98) World Wide Open 10 9 8 B oinom 610617
g 38 VARIOUS ARTISTS RANDY HOUSER I STEVE IVEY Ultimate Bluegrass
w&é'g 1059 8 EVILHATRSA. 56250 <0y wUsic 18gg  NOW Thets What Call Couny Vol.2 35 2 28 UNIVERSAL SOUTH C11899 {10.98) Anything Goes 2 10 7 49 1ADAGY SPECIAL PRODUCTS 53850/04ADACY
e
DARIUS RUCKER | - COLT FORD - ) e W T
&g Hig) 10 10 CAPITGL NASHVILLE 85506 (18.98) Learn To Live 38 BB AVERALE JOES 1001 116 98 Tide Through The Country «
geg (LA SUGARLAND . DIERKS BENTLEY .
85 @ 1413 63 [T vescumy oniors-ucn agy LOv@ On The Inside Sy 3 8 CAPITIL NASHVILLE 02158 (18.98) el Ui (e ! BETWEEN THE BULLETS
o8 VWNG TR = =]
a5t 98 11 12 GHEIS Y,?NU(!‘(‘)?M The Man | Want To Be 88 % 2 gas BROWILBAND. - The Foundation 28 - 2
2 SRR 224 . PLIUFE AN T8 ke (1
Ly TAYLOR SWIFT i RASCAL FLATTS : € M 0 U N TAI N I H I G H
252 i 2 BIG MACHINE 179012 {18.98) @ r3yloriSwilt ) el (YRIC STREET 007741 11398 Greatest Hits Volume 1 g
g Y KEITH URBAN R ? % i TRAILER CHOIR Sk
<
g;é 18 13 15 | CAPITOL KASHYILLE 35751° (18.98) Detying Gravity 40l 37 36 SHOW DOB RASHVRLL 075 (7 56} Off The Hillbilly Hook (EP) 3 Traditional counrr)‘/blnegl'uss Jrtist
232 @ BRAD PAISLEY . . o KENNY CHESNEY 5 S
2gs Ui i ARSTANASHULLE 7o (30 ~umenican Saturday Night 40 38 BLUE CHAIR/BNA 34553/ShIN (18.98) Lucky Oid Sun 1 Palty Loveless achieves her first No. [
>58 Q ] ROBERT EARL KEEN e - TIM MCGRAW der | imi . I 5 3
58 m LOST HIBHWAY 01333271UMGN (13.98) The Rose Hotel 43 43 CUR 70085 (110 Greatest Hits: Limited Edition 1 start on Top Bluegrass Albums, as
goh KENNY CHESNEY CROSS CANADIAN RAGWEED “Mountain S 7 de i
2 . " . oul 117 debuts with
iﬂﬁ:% 18 18 16 BNA 49550 50N (11 98) Greatest Hits Il 43 38 34 UIVERSAL SOUTH 013231 (136 Happiness And Alf The Other Things 10 l e } -
A i : more [nhan 0, copies sold. lHer
285 5:@ PATTY LO,V,E(LESS Mountain Soul Il 449 4 - DIAMOND.RIO The Reason a I
res SAGUARD RUAD 21476 (17 98) WORD-CURB 887395 WARNER BRDS. (13.98) third entry on-the Bluegzass list fol
£57 t i E
22% |20 16 17  JUSTIN MOORE Justin Moore @ 45 a MARTINA MCBRIOE Shine 1 o ;g ° .
dgd VALORY 01 L) RCA JIBUBMN |17 98) lows a No. 2 start with “Bluegrass & White Snow: A Mountain
o2 1 SUGARLAND . JAKE OWEN . ) - . =
iz 21 20 19 SERCUY 0131 e asscoovpy 0 IVE OnThe Inside o (R RCA 11787 SHI 112 98) Easy Does It 2 Christmas” in December 2002 and 4 No. 6 debut with “Moun-
c2f @) aw  BILLY CURRINGTON © (e git of Everything B 44l 45 Bl B AKE ST O o (185%) Startin' Fires 7 tain Soul” in July 2002. The new set starts at No. 19 on Top
aos RASCAL FLATTS DAVID NAIL . Country Albums, where her most recent prior appedatance was
§%§ 23 15 M LYRIC STREET 0076014 (18 98) Unstoppable 48 42 M NICA HASHYILLE 011003 UMGN (10.98) fm AboutTo Come Aive 18 N _]z TS ——— e SI : lPP TS,
842 JAMEY JOHNSON VARIOUS ARTISTS aNo. W wi eepless Nights” in September . High
EEE 28 2 2 henoumy 011237 oy agy  That Lonesome Song oo 5 2 oL unes o gy NOW Thats What| Gal Gounty : atop the country chart, Miranda Lambert debuts with her third
zoZz - \ art, ! E k s
393 2 23 21 E(n;ulsfw'?aelp‘\m,s\laﬁmmmwos 519780WRN (139 Gloriana @ 51 53 e 7 Back When | Knew [t All 3 : « ion” ; /
588 o L .98) COLUMBIA 22837/SMN (18.98) album, “Revolution” (see Hot Box, page 37). —Wade Jessen
Data for week of OCTOBER 17, 2009 | For chart reprints call 646.654.4633 Go to www.bjllboard.biz for complete chart data 45
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EMINEM
RELAPSE WER/SHADY/AFTERMATHINTERSCOPE 012853"/1GA

BEYONCE
| AM...SASHA FIERCE MUSIC WORLO/COLUMBIA 19492/SONY MUSIC

. PITBULL .
_REBELUTION MR. 305/POL0 GROUNDS/J 51991/RMG
n JEREMIH “

JEREMIM MICK SCHULTZ/DEF JAM 013095*/1DJMG

TRICK DADDY
FINALLY FAMOUS: BORN A THUG, STILL A THUS DUNK RYDERS 001
e

TURN ME LOOSE VERVE FORECAST 012677/V6 @

| CHARLIE WILSON
UNCLE CHARLIE P MUSIC/JIVE 23389/JLG

KERI HILSON
IN A PERFECT WORLD... MOSLEY/ZONE 4ANTERSCOPE 012000164

NEW BOYZ
SKINNY JEANZ AND A MIC SHOTTY/ASYLUM 520425 WARNER BROS

MARY MARY
THE SOUND MY BLOCK/COLUMBIA 28087*/SONY MUSIC ®

-'. ANTHONY HAMILTON

RS0 SS) _THE POINT OF IT ALL MISTER'S MUSK/SO SO DEF 23387/01.6

B L
MOTOWN 011977/ UMRG

THA CARTER I CASH

i TWISTA

/WSS __CATEGORY F5 GMG 96412
VARIOUS ARTISTS
NOW 31 EMVUNIVERSAL/ZOMBA 28617/SONY MUSIC
GINUWINE
A MAN'S THOUGHTS NOTIFVASYLUM 519147/WARNER BROS
PLEASURE P

E

THE OF MARCUS COOPER ATLANTIC 51639%AG @
JOE
SIGNATURE 563 00005/KEDAR
LAURA IZIBOR
LET THE TRUTH BE TOLD ATLANTIC 512240/AG
THE-DREAM
LOVE V/S MONEY RADIO KILLA/DEF JAM 012579*10JMG
SEAN PAUL
IMPERIAL BLAZE VP/ATLANTIC 520047/AG &
JAY-Z
THE BLUEPRINT: ROC-A-FELLA/DEF JAM 01333510MG
GEORGE BENSON
SONGS AND STORIES MONSTER 30364/CONCORD @
. KEYSHIA COLE
A DIFFERENT ME IMANI/GEFFEN 012395/1GA
~ MICHAEL JACKSON
. _THE DEFINITIVE COLLECTION MOTOWN 013297/UME

RICK ROSS

DEEPER THAN RAP MAYBACH/SLIP-N-SLIDE/DEF JAM D12772°ADJMG @)
‘. JMOSs
g JUST JAMES PAJAM/GOSPO CENTRIC/VERITY 47910/JLG!
JAMIE FOXX
INTUITION J 41294/RMG
ALL-4-ONE
NG REGRETS PEAK 31178/CONCORD
LIL ROB
LOVE & HATE UPSTAIRS 1048
AL B. SURE!
HONEY I'M HOME HIDDEN BEACH 00082

nm

s

C

50 | RE-ENTRY

Beyoncé's “I Am . . . Sasha Fierce” is the
first album in a decade to yield six entries on
Mainstream R&B/Hip-Hop. “Video Phone”
(No. 30) follows “Single Ladies (Put a Ring
on It),” “f | Were a Boy,” “Diva,” “Halo”
and “Ego.” Brandy’s “Never Say Never”
was the fast set to have six hits in 1998-99.

u
¥

46 |

MAINSTREAM
R&B/HIP-HOP™

o BREAK UP
~ MARIO FEAT. GUCCI MANE & SEAN GARRETT (3RD STREET/A/RMG)

UNDER
PLEASURE P (ATLANTIC)

RUN THIS TOWN

JAY-Z, RIHANNA & KANYE WEST (ROC NATION)
WASTED

GUEGI MANE FEAT. PLIES OR 0J DA JUICEMAN (MIZAY/S0 ICEY/WARNER BROS }
PRETTY WINGS

MAXWELL (COLUMBIA)

NUMBER ONE

R. KELLY FEAT. KERI HILSON (JIVE/ILG)

LoL :)

TREY SONGZ FEAT. GUCCI MAKE & SOULLA B0Y TELLEM (SONG BOOK/ATLANTIC)
REGRET

LETOYA FEAT. LUOACRIS (CAPITOL)

FOREVER

DRAKE (HARVEY MASON/ZONE 4/STREAMLINE/INTERSCOPE)
THROW IT IN THE BAG

FABOLOUS FEAT. THE-DREAM (DESERT STORM/DEF JAM/IDJMG)
§ STAR CHICK

YO0 G0TTI (POLO GROUNDS/J/RMG)

OBSESSED

MARIAH CAREY (ISLAND/IDJMG)

GOD IN ME

| MARY MARY FEAT. KIERRA "KIKF SHEARD (MY BLOCK/COLUMBIA)
DOESN'T MEAN ANYTHING

ALICIA KEYS (MBK/J/RMG)

TRUST

KEYSHIA COLE DUET WITH MONICA (MANVGEFFENINTERSCOPE)
I'M GOOD

CLIPSE FEAT. PHARRELL WILLIAMS (RE UP/COLUMBIA)
EGO

BEYONCE (MUSIC WORLD/COLUMBIA)

ICE CREAM PAINT JOB

DORROUGH (NGENIUS/E1)

I INVENTED SEX

TREY SONGZ FEAT. DRAKE (SONG BOOK/ATLANTIC)
SWEAT IT OUT

THE-DREAM (RADIO KILLA/DEF JAM/IDIMG)

BECKY

PLIES (BIG GATES/SLIP-N-SLIDE/ATLANTIC)
BETTER BELIEVE IT

LIL BOOSIE FEAT. YOUNG JEEZY & WEBBIE (TRILL/ASYLUMWARNER BROS }
IMMA STAR (EVERYWHERE WE ARE)
JEREMIH (MICK SCHULTZ/DEF JAM/IDJMG)

JUST A KISS

MISHON (DYNASTY/ZONE 4/STREAMLINE/INTERSCOPE)
EMPIRE STATE OF MIND

JAY-Z + ALICIA KEYS (ROC NATION)

DROP IT LOW

ESTER DEAN FEAT CHAIS BROWN (HARVEY STREAML )
THE ONE
MARY J. BLIGE FEAT. DRAKE (MATRIARCH/GEFFEN/INTERSCOPE)

BAD HABITS

MAXWELL (COLUMBIA)

VIDEO PHONE

BEYONCE (MUSIC WORLO/COLUMBIA)

EVERYTHING, EVERYDAY, EVERYWHERE
FABOLOUS FEAT. KERI HILSDN (DESERT STORM/DEF JAM/IDIMG)

MONEY TO BLOW
BIRDMAN FEAT. LIL WAYNE & DRAKE (CASH MONEY/UNVERSAL MOTOWN)

BUY YOU A ROUND (UP AND DOWN)
VERSE SIMMONDS (DARKCHILD/INTERSCOPE)
TRICK'N

MULLAGE (FROM THE GROUNO UP/JIVE/JLG)

BABY BY ME

50 CENT FEAT. NE-YO (SHADY/AFTERMATH/INTERSCOPE)
LITH3 | CAN TRANSFORM YA

[V LU I cotis BROw. FEAT. L. WAYNE & SWRZ BEATZ
FRESH

2 6 TRE G (MOONSTONE/JIVE/BATTERY)

~ TROUBLE

GINUWINE FEAT. BUN B (NOTIFI/ASYLUM/WARNER BROS.)
BODY

MARQUES HOUSTON (MUSICWORKS/T.U.G.)

TIPSY IN DIS CLUB

PRETTY RICKY (BLUESTAR/BIG CAT/TOMMY 80Y)

JAY SEAN FEAT. LIL WAYNE (CASH MONEY/UNIVERSAL REPUBLIC)
BE ON YOU
FLO RIDA FEAT. NE-YO (POE B_OY/i\TLAETIC)
OBSESSED
MARIAH CAREY (ISLAND/IDJMG)
THROW IT IN THE BAG
FABOLOUS FEAT. THE-OREAM (DESERT STORM/DEF JAM/IDIMG)
WHATCHA SAY
JASON DERULO (BELUGA HEIGHTS/WARNER BROS.)
BREAK UP
MARIO FEAT. GUCCI MANE & SEAN GARRETT (3RD STREET//RMG)
BEST | EVER HAD
DRAKE (YOUNG MONEY/CASH MONEY/UNIVERSAL MOTOWN)
| GOTTA FEELING
THE BLACK EYED PEAS (INTERSCOPE)
| HOTEL ROOM SERVICE
| PITBULL (MR. 305/POLO GROUNDS/J/RMG)
\ SUCCESSFUL
"\ DRAKE FEAT. TREY SONGZ & UL WAYNE (YOUNG
KNOCK YOU DOWN
) Y KERI HILSON FEAT. KANYE WEST & NE-YD (MOSLEY/ZONE 4INTERSCOPE)
FOREVER
DRAKE FEAT. KANYE WEST, LIL WAYKE & EMINEM (HARVEY MASONTONE 4/STREAMLIE/NTERSCOPE)
LOL :-)
TREY SONGZ FEAT. GUCCt MANE & SOULJA BOY TELL'EM (SONG BOOK/ATLANTIC)
DROP IT LOW
ESTER DEAN FEAT. CHRIS BROWN (HARVEY A/STREAML )
IMMA STAR (EVERYWHERE WE ARE)
JEREMIH (MICK SCHULTZ/DEF JAM/IDJMG)
[TIT3{33] SWEET DREAMS ]
E BEYONCE (MUSIC WORLD/COLUMBIA)
', SHAKE MY
’ - THREE 6 MAFIA FEAT. KALENNA (HYPNOTIZE MINDS/COLUMBIA)
DOESN'T MEAN ANYTHING
ALICIA KEYS {MBK/J/RMG)
WRITTEN ON HER
BIROMAN FEAT. JAY SEAN (CASH MONEY/UNIVERSAL MOTOWN)
PAPARAZZI
LADY GAGA (STREAMLINE/KONLIVE/CHERRYTREE/INTERSCDPE)
OUTTA CONTROL
BABY BASH FEAT. PITBULL {ARISTA/RMG)
SEXY CHICK
DAVID GUETTA FEAT. AKON (GUM/ASTRALWERKS/CAPITOL)
TIE ME DOWN
NEW BOYZ FEAT. RAY J (SHDTTY/ASYLUM/WARNER BROS.)
WASTED
GUCCI MANE FEAT. PLIES OR 0J DA JUICEMAN (MIZAY/SO ICEY/WARNER BROS }
EMPIRE STATE OF MIND
JAY-Z + ALICIA KEYS (ROC NATION)
FACE DROP
SEAN KINGSTON (BELUGA HEIGHTS/EPIC)
ONE TIME
JUSTIN BIEBER (ISLAND/IDJMG)
LA LA LA
LMFAD {PARTY ROCK/WILL.| AM/CHERRYTREE/INTERSCOPE)
BECKY
PLIES (BIG GATES/SLIP-N-SLIDE/ATLANTIC)
I WANT TO KNOW WHAT LOVE IS
MARIAH CAREY (ISLANO/IDJMG)
MEET ME HALFWAY
THE BLACK EYED PEAS (INTERSCOPE)
BABY BY ME
50 CENT FEAT. NE-YO (SHADY/AFTERMATH/INTERSCOPE)
WETTER (CALLING YOU DADDY)
TWISTA FEAT. ERIKA SHEVON (GET MONEY GANG/CAPITOL)
PARTY IN THE U.S.A.
MILEY CYRUS (HOLLYWOOO)
YOU BELONG WITH ME
TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIC)
NUMBER ONE
R. KELLY FEAT. KERI HILSON (JIVE/JLG)
MISS ME KISS ME
COLD FLAMEZ {ASYLUM/WARNER BROS )
I'M GOING IN
DRAXE FEAT. LIL WAYNE & YOUNG JEETY
GIVE IT ALL U GOT
i LIL JON FEAT. KEE (BME/UNIVERSAL REPUBLIC)

{ THE BULL

wider Sept. 29 release.

EY CLAIMS FIFTH NO. 1

Mariah Carey coasts into second place for the most No. 1s by a fe-
male on Top R&B/Hip-Hop Albums in the Nielsen SoundScan
era as “Memoirs of an Imperfect Angel” leaps 79-1. In its first
week following street-date violations, “Memoirs” becomes
Carey’s fifth chart-topper and lifts her past Alicia Keys and Janet
Jackson, each of whom have four. Mary . Blige is in first place
with seven. “Memoirs” is Carey’s third consecutive studio set to
. reach the summit, a first for the singer.

At No. 6, Ghostface Killah lands his first top 10 in his last three attempts with “Ghostdini:
Wizard of Poetry in Emerald City.” It’s his eighth top 10 overall and first since 2007’s “The Big
Doe Rehab.” The Pacesetter honor goes to “Silk Soul Music . .. An All-Star Tribute to Maze
Featuring Frankie Bevetly” (67-14). The set was available in August at select retailers before its

—Raphael George

Go to www.billboard.biz for complete chart data
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BAD HABITS
MAXWELL (COLUMBIA)
PRETTY WINGS

® | MAXWELL (COLUMBIA)

CAN'T LIVE WITHOUT YOU
CHARLIE WILSON (P MUSIC/JIVE/JLG)

| LOOK TO YOU

WHITNEY HOUSTON (ARISTA/RMG)

. ON THE OCEAN

K'JON (UP&UP/DEH TYME/UNIVERSAL REPUBLIC)

THE POINT OF IT ALL

ANTHONY HAMILTON (MISTER'S MUSIC/JIVE/ILG)

LAST CHANCE
(NOTIFI/ASYLUM/WARNER BROS.)

GOD IN ME

MARY MARY FEAT. KIERRA “XIK!' SHEARD (MY BLOCK/COLUMBIA)

IN LOVE WiTH ANOTHER MAN

JAZMINE SULLIVAN {J/RMG)

. BLAME IT ON ME

CHRISETTE MICHELE (DEF JAM/IDIMG)

CLOSE TO YOU

BEBE & CECE WINANS (B&C/MALACO)

SOBEAUTIFUL

MUSIQ SOULCHILD (ATLANTIC)

WHAT I'VE BEEN WAITING FOR

BRIAN MCKNIGHT (HARD WORK/E1)

KEVON EDMONOS (MAKE)

THERE GOES MY BABY
CHARLIE WILSON (P MUSIC/JIVE/JLG)
[T DOESNT MEAN ANYTHING
ALICIA KEYS (MBK/JRMG)

. GOIN' THRU CHANGES

LEOISI (VERVE FORECAST/VERVE)

GIVE IT TO ME RIGHT

MELANIE FIONA (SRC/UNIVERSAL MOTOWN)

MY CHILD

ALL-4-ONE (PEAK/CMG)

DON'T STAY

LAURA 1ZIBOR (ATLANTIC)

| WANT TO KNOW WHAT LOVE IS
MARIAH CAREY (ISLAND/IDJMG)

MILLION DOLLAR BILL

WHITNEY HOUSTON (ARISTA/RMG)

TRUST

KEYSHIA COLE DUET WITH MONICA (IMANVGEFFEN/INTERSCOPE)
THIS TIME

KJON FEAT. LEE ENGLAND JR. & AUGUSTINE ALYAREZ (UPSUP/UNVERSAL REPUBLIC)

) L0 JAY-2, RIHANNA & KANYE WEST (ROC NATION) 1
- SUCCESSFUL
. DRAXE FEAT. TREY SO4GZ & LIL WAYNE (YOUNG MONEY/CASH MONEY/UNIVERSAL MOTCWN)
THROW IT IN THE BAG
FABOLOUS FEAY. THE-DREAM (DESERT STORM/DEF JAMADJMG)
FOREVER
DRAKE (HARVEY MASON/ZONE 4/STREAMLINE/INTERSCOPE)
BEST | EVER HAD
DRAKE (YOUNG MONEY/CASH MONEY/UNIVERSAL MOTOWN)
WASTED
GUCC! MANE FEAT. PLIES OR QJ DA JUICEMAN (MIZAY/SO ICEY/WARNER BROS )
BE ON YOU
FLO RIDA FEAT. NE-YO (POE BOY/ATLANTIC)
(I3 EMPIRE STATE OF MIND
(T JAY-Z + ALICIA KEYS (ROC NATION)
HOTEL ROOM SERVICE
PITBULL (MR. 305/POLO GROUNDS/J/RMG)
ICE CREAM PAINT JOB
| DORROUGH (NGENIUS/ET)
i EVERY GIRL

YOUNG MONEY (YOUNG MONEY/CASH MONEY/UNIVERSAL MOTOWN)

5 STAR CHICK

2|_YO GOTTI (POLO GROUNDS/J/RMG)
WETTER (CALLING YOU DADDY)
|| TWISTA FEAT. ERIKA SHEVON (GET MONEY GANG/CAPITOL)
BABY BY ME
" 50 CENT FEAT NE-YD (SHAOY/AFTERMATH/INTERSCOPE)
I'M GOING IN
DRAXE FEAT. LIL WAYNE & YOUNG JEEZY
I'M GOOD
|| CLIPSE FEAT. PHARRELL WILLIAMS (RE UP/COLUMBIA)

16 |

BECKY
PLIES (BIG GATES/SLIP-N-SLIDE ATLANTIC)
EVERYTHING, EVERYDAY, EVERYWHERE
FABOLOUS FEAT. KERI HILSON (DESERT STORM/OEF JAMADIMG)

WRITTEN ON HER

BIROMAN FEAT. JAY SEAN (CASH MONEY/UNIVERSAL MOTOWN)

OUTTA CONTROL

BABY BASH FEAT. PITBULL (ARISTA/RMG)
M

MOTOWN)

MULLAGE (FROM THE GROUND UPAIIVEALG)
SHAKE MY

THREE 6 MAFIA FEAT. KALENNA (HYPNOTIZE MINDS/COLUMBIA)
BETTER BELIEVE IT

LiL BOOSIE FEAT. YOUNG JEEZY & WEBBIE (TRILL/ASYLUMWARNER BROS.)
| LOOK GOOD

CHALIE BOY (DIRTY 3RD/JIVE/BATTERY)

TIE ME DOWN

NEW BOYZ FEAT RAY J (SHOTTY/ASYLUM/WARNER BROS.)
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TOP R&B/HIP-HOP ALBUMS: See Charts Legend for rules and explanations. 77 MAINSTREAM R&B/HIP-HOP, 75 RHYTHMIC, 64 ADULT R&B stations are
See Charts Legend for rules and explanations. All charts ©@ 2009, Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. All rights reserved

electronically monitored 24 hours a day, 7 days a week. HOT RA|


www.americanradiohistory.com

AIRPLAY SALES DATA AIRPLAY SALES DATA
MDNITORED BY COMPILED BY MONITORED BY COMPILED BY

nielsen niclsen Bi"b.or‘ | niclsen niclsen
SoundScan ® . A SoundScan

JAZZ
CLASSICAL

ARTIST

ARTIST
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL I

AR N A

-

TITLE TITLE B
ARTIST IMPRINT / PROMOTION LABEL ARTIST IMPRINT / PROMOTION LABEL TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL
EVERYBODY SHAKE IT | '1;? BULLETPROOF HARRY CONNICK, JR 6 BELA FLECK/ZAKIR HUSSAIN EDGAR MEYER |
RALPHI ROSAIO FEATURING SHAWN CHRISTOPHER BLUEPLATE d LA ROUX POLYDOR/CHERRYTREE/INTERSCOPE YOUR SONGS COLUMBIA 47228%/SONY MUSIC . THEMELODY OF YT TRPLE CONCERTD & HUSES FOR TRIDE 204 i
3 7 SEXYBITCH 4 STRAIGHT THROUGH MY HEART 2 g DIANA KRALL i 4 4 THE PRIESTS
QUIET NIGHTS VERVE 012433/VG ¥ THE PRIESTS RCA VICTOR 33969/SONY MUSIC

BACKSTREET BOYS JIVE/JLG
_Z‘I BRAND NEW DAY
) GEORGIE PORGIE MUSIC PLANT
SUPERSTAR
~ DAVID MAY FEATURING MOSES MODESTRO ABKCO
WE ALL WANNA BE PRINCE
~ FELIX DA HOUSECAT NETTWERK
WANTED
JESSIE JAMES MERCURY/IDJMG
443 F*CK YOU |
Lo L1 SR LILY ALLEN CAPITOL ]
GIVE ME TONIGHT

DAVID GUETTA FEATURING AKON GUM/ASTRALWERKS/CAPITOL
i - WOULD'VE BEEN THE ONE
= SOLANGE MUSIC WORLD/GEFFEN/INTERSCOPE
5 1 KEEPIT GOIN'LOUDER
MAJOR LAZER FEATURING NINA SKY & RICKY BLAZE MAD DECENT/DOWNTOWN
6 ,” RELEASE ME
5 o .JI AGNES K1l 150 AND ROCKY STAR/NFM
g g THE REAL THING
VANESSA WILLIAMS CONCEHD_/CMG

'SHE WOLF
SHAKIRA SONY MUSIC LATIN/EPIC/SONY MUSIC

. 15 MICHAEL BUBLE

- 'WICHAEL SUBLE ¥4EETS MTR0N SOUARE GARDEN 143REPRSE SITTSIMWARNER BROS. )
5' 53 MELODY GARDOT
MY Ur(E_AND DNLY THRILL VERVE 012563*/VG
WS THE MANHATTAN TRANSFER

THE CHICK COREA FOUR QUARTERS 1819

' FRANK SINATRA
lNEATWENMDVMSMW'KSWOMCH_GNNWWORD E
PONCHO SANCHEZ :
PSYCHEDELIC BLUES CONCORD PICANTE 31526/CONCORD
FRANK SINATRA

= i RENEE FLEMING e
‘J VERISMO DECCA 013279/UNIVERSAL CLASSICS GROUP

JOSHUA BELL
THE BESTOF JBSHUA BEL T DEDEA YEARS DECCA O RT2AMNERSAL CLASSLS 609

Al s
JANINE JANSEN %
BEETHIVENSATEN VLN CONCERTI 5004 I 8175 CLISSCS 50

g 5 ZUILL BAILEY/SIMONE DINNERSTEIN
BEETHOVEN: COMPLETE WORKS FOR PUANO AND CHELLD TELARC 80740

4 8 MARC-ANDRE HAMELIN
_? ¥ HAYDH: PIANO SONATAS (1 HYPERION 67710

THE CISTERCIAN MONKS OF STIFT HEILIGENKREUZ

il

- o CELEBRATION a7 9 6 _
7 WMADONNA WARNER BROS. TR FEATURING FRENCHIE DAVIS DAUMAN SEQUCTION. SINATRA SINGS DF LOVE THE FRAN SINATRA COLLECTION S16960REPRISE CHANT. MUSIC FOR THE SOUL DECCE D1 1 4IANVERSAL CLASSCS GROUP )
.= . MILLION DOLLAR BILL BODY LANGUAGE ' ROY HARGROVE BIG BAND LUCIANG PAVAROTTI
15A ., ‘a WHITNEY HOUSTON ARIS'A/RMG JESSE MCCARTNEY FEATURING T-PAIN HOLLYWODD * EMERGENCE GROOVIN' HIGH/EMARCY 013289/DECCA ¥ THE DUETS DECCA D12245/UNVERSAL CLASSICS GROUP |
RIGHT HERE TURN IT OUT 18 FRANK SINATRA MURRAY PERAHIA
ALTAR FEATURING JEANIE TRACY MAMAHOUSE 1 CLASSIC SINATRA Il THE FRANK SINATRA COLLECTION 96444/CAPTOL g BACH: PARTITAS 1.5 & 6 SONY CLASSICAL 44361/S0HY MASTERWORKS

13 CARME! REECE REAL MF
| g OBSESSED

" MADELEINE PEYROUX

- WE ARE GOLDEN 2 SERGEI RACHMANINOFF 5

MARIAH CAREY (SLAND/IDJMG *_MIKA CASABLANCA/UNIVERSAL MOTOWN - _BARE BONES ROUNDER 613272 i RACHMANINGFT PLAY FCA RED SEAL 48971/30HY MASTERWORKS
FINE PRINT SMOKE KURT ELLING PLACIDO DOMINGO
1247 NADIA ALI SMILE I8 BED JUS JACK WITH PHIL GARANT FEATURING HMATINA PARIS! MODA DEDCATED 0 Y5 ST ELRG S5 ¢ Sk OF AN AMORE INFINTTO: SONGS INSPIRED... D5 01125321UNVERSAL CLASSICS GROLP
THIS TIME BABY - FIGHT FOR YOU - RENEE OLSTEAD ZUILL BAILEY :
[?4 6 EDDIE X PRESENTS NIK) HARIS 2MP _ MORGAN PAGE NETTWERK SKYLARK 143/REPRISE 44247/WARNER BROS ] RUSSIAN MASTERPIECES FOR CELLD AND ORCH. TELARC 80724

RAMSEY LEWIS
SONGS FROM THE HEART. RAMSEY PLAYS RAMSEY CORCORD JAZZ 313130ONCORD

INSECURITIES BILL FRISELL B
JUNIOR VASQUEZ FEATURING MAX) J SILVER LABEL/TOMMY BOY DISFARMEN NONESUCH 478524/WANERBROS.
WAKE UP % ;
SLIAY #LREZCIOUS/WARNER BROS.
SEXY PEOPLE

~ LOLENE CAPITOL

- SWEET DREAMS
BEYONCE MUSIC WORLD/COLUMBIA

-‘ 22 t3‘ PARANOID
JONAS BROTHERS HOLLYWOOD
HANG ON I
PLUMB CURB
MISS YOU
RON PERKOV ARPEE

DEJA VU
m 5016 ~ AMERICA OLIVO DAUMAN

BAD HABITS
MAXWELL COLUMBIA

 I'M A F*CKING CELEBRITY

DJ TIMBO LUNA TRIP

GRINGA QUIERO BAILA

BOOEGA CHARLIE FEATURING D.0.S.E. (FULANITO) CARRILLD

11 57 JOSHUABELL
i VIVALDI, THE FOUR SEASONS SONY CLASSICAL 11013508
~ DANIELLE DE NIESE
* THE MOZART ALBUM DECGA 013277/UNVERSAL CLASSICS GROUP

FREEWAY OF LOVE
PEPPER MASHAY CAPP

DID YOU SEE ME COMING?
PET SHOP BOYS ASTRALWERKS/CAPIIDL

15! '25 3 - PAPARAZZI
ia . _LADY GAGA STREAMLINE/KONLIVE/CHERRYTREE/INTERSCOPE

'~ 13 12 DONT UPSET THE RHYTHM (GO BABY GO)
MOISETTES MERCURY/IDIMG

18§ FAME 2009

" NATURINAUGHTON LAKESHORE

.7 g |DIDN'T KNOW MY OWN STRENGTH
WHITNLY HOUSTON ARISTA/RMG

+ LOVE SONGS
n”d _ ANJULIE HEAR/CMG
i 24§ S.0.S. (LET THE MUSIC PLAY} @
~_JORDIN SPARKS 19/JIVEALG d

=

5

BHOEEREEE0EE

! ARTIST
. TITLE iMPRINT & NUMBER / DISTRIBUTING LABEL
P CHRIS BOTTI "1l JOSHUA BELL
ERRACES CHAIS BOTA In BOSTON (0L 373550 MUSK &) G A7 SONE WIT FREDS SORY CLASSAL 20165 MASTERAKS
g GEORGE BENSON ' 47 ILDIVO

SONGS ANO STORIES MONSTER 30364/CONCORD @ | THE PROMISE SYCO/COLUMBIA 39966/SONY MUSIC &

4 PETER WHITE i DAVID GARRETT
~ GOOD DAY PEAK 31006/CONCORD [~ . DAVID GARRETT DECCA 012872/UNVERSAL CLASSICS GROUP

4 NAJEE ANDREA BOCELLI

‘' MIND OVER MATTER HEADS UP 3156 {NCANTO SUGAR 012161/DECCA ®

- KENNY G L4 A "2'3': PAUL POTTS
~ SUPER HITS SOMY MUSIC CUSTOM MARKETING GROUP 46252 = ] PASSIONE SYCO COLUMBIA 47439/SONY MUSIC
B g MORMON TABERNACLE CHOIR

a5 BONEY JAMES
SEND ONE YOUR LOVE CONCORD 30815 ® AUNG CHRISTMAS BELLS MORII [ACLANACLE CHORR 5023338
SARAH BRIGHTMAN

BERNIE WILLIAMS % i

MOVING FORWARD REFORM_B1217/ROCK RIDGE . ~ SYMPHONY: LIVE IN VIENRA MANHATTAN 21681/BLG OB
- 95 MORMON TABERNACLE CHOIR
gy

HERB ALPERT & LANI HALL
ANYTHING GOES: LIVE CONCORD JAZZ 31441/CONCORD COME, THOU FOUNT OF EVERY BLESSING MORMOH TABERNACLE CHOIR 5014132
| ESCALA

THE SAX PACK
THE PACK IS BACK SHANACHIE 5177 " ESCALA SYCO/COLUMBIA 47423/SONY MUSIC
AL JARREAU 15 NEAL £. BOYD
THEVERY BEST OF, AN EXCELLENT ADVENTURE REPRSEAARIER SRS, 01466RHN) MY AMERICAN DREAM DECCA 012897
TOWER OF POWER < ’i’:: ERICH KUNZEL & CINCINNATI POPS ORCH.
GREAT AMERICAN SDULBOOK TOWER OF POWER 300205 ' _FROM THE TOP AT THE POPS TELARC B0745
74 JOSH GROBAN

ESPERANZA SPALDING
ESPERANZA HEADS UP 3140 AWAKE LIVE 143/REPRISE 412668 WARNER BROS. ®

"~ LOSING MY MIND
2_3 i _-G ALIKING JELLYBEAN
5 DO WHAT U LIKE
BAD BOY BILL NET#ERK
~ WHY YOU WANNA HURT ME SO BAD?
- _HICKI RICHARDS NILE(RICHARDS.COM
SHE AIN'T GOT
LETOYA CAPITOL
4 SAD SONG
BLAKE LEWIS TOMMY BOY

=

TOP DANCE/ »
LECTRONIC ALBUMS

ARTIST TITLE
TITLE tMPRINT & NUMBER / DISTRIBUTING LABEL o ARTIST IMPRINT / PROMDTION LABEL
| | ] 4 14

LADY GAGA | REMEMBER

THE FAME STRAMNENAECHERRIREEATERSCOPE 0105164 DEAOMAUS -+ KASKADE MAUSTRAP/AND PHESSARTRA
owL CITY { 2 EVACUATE THE DANCEFLOOR
OCEAN EYES UNIVERSAL REPUBLIC 013141*/UMRG CASCADA '1UBHINS

2009, Nielsen Business Media, inc. and Nielsen SoundScan, Inc. All rights reserved.

See Charts Legend for TOP TRADITIONAL JAZZ ALBUMS, TOP CONTEMPORARY JAZZ ALBUMS, TOP TRADITIONAL CLASSICAL ALBUMS, TOP CLASSICAL CROSSOVER ALBUMS and TOP WORLD ALBUMS rules and explanations.

See Charts Legend for HOT DANCE CLUB SONGS and TOP DANCE/ELECTRONIC ALBUMS rules and expianations. HOT DANCE AIRPLAY: 6 dance stations are electronically monitored 24 hours a day, 7 days a week
SMOOTH JAZZ SONGS: 14 stations are electronically monitored 24 hours a day. 7 days a week, See Charts Legend for rules and explanations. All charts

IMOGEN HEAP

ELLIPSE MEGAPHONIC/RCA 50605/RMG
ZERO 7

YEAH GHOST ATLANTIC 520260/AG

g 2 LAROUX
LA ROUX 55 LIFE/POLYDOR/CHERRYTREEANTERSCOPE 013389/1GA |

A i.lﬁ BEYONCE
TN S0 ORLLECTION & GAMCE WS 7 L WORLDCOLLMBI 5668 DY MO
5 LUIS MIGUEL
NO CULPES A LA NOCHE: CLUB REMIXES WARNER LATINA 521318
. DAVID GUETTA @
ONE LOVE GUM 86847 */ASTRALWERKS
JEFFREE STAR
BEAUTY KiLLER POPSICLE 5004/ILG
~ INFECTED MUSHROOM
THE LEGEND OF THE BLACK SHAWARMA PERFECTO 101140

DEADMAUS5
FOR LACK OF A BETTER NAME MAUSTRAP 2174/ULTRA

F S BASSHUNTER
BASS GENERATION ULTRA DIGITAL EX
 BASEMENT JAXX
SCARS XL 2175/ULTRA

1r 14 DJ SKRIBBLE ]
L 1" u | TOTAL CLUB HITS 3 THRVEDANCE/THRIVEM 081 4/THRVE |

Fanlll i MIIKE SNOW
MItKE SNDW DOWNTOWN 70085
.. .., owLcCITY
H’iH’l OF JUINE (EP) SKY HARBOR/UNIVERSAL REPUBLIC 012882UMRGE

g ) 45 SOUNDTRACK
v *  SLUMDOG IMILLIGNAIRE INTERSCOPE 012502/1GA
., _VIC LATINO
"E? ‘?ULTRANX 2 ULTRA 2161

4§ ; BREATHE CAROLINA

HELLO FASCINATION FEARLESS 30127
. | CASCADA
E '.,'I EVACUATE THE DANCEFLOOR ROBBINS 75084
BASSNECTAR
C0ZzA FRENZY OM DIGITAL £X

22 4 CRAZY FROG
EVERYBODY DANCE NOW T PLATEALYURIVERSAL REPUBLIC 013338 EX/UMAG |

- PAPARAZZI

LADY GAGA STREAMLINE/KONLIVE/CHERRYTREE/NTERSCOPE

- THE SOUND OF MISSING YOU
__AMEERAH ROBBINS

OBSESSED
TARIAH CAREY I3LAND/IOJMG

| WILL BE HERE

TIESTO & SNEAKY SOUND SYSTEM ULTRA

INFINITY 2008
GURU JOSH PROJECT || TRA

SHAME ON ME

. ALEX SAYZ FEATURING LAWRENCE ALEXANDER PAKER/NEXT PLATEAU

SWEET DREAMS
BEYONCE MUSIC WORLD/COLUMBIA

" | GOTTA FEELING
~ THE BLACK EYED PEAS INTERSCOPE

- CELEBRATION

MADONNA WARNER BRDS.

| BELIEVE

. CYBERSUTRA FEATURING JULLE THOMPSON RED STCK/STRICTLY RHYTHM

RELEASE ME
AGNES KING ISLAND ROCKY STAR/NFM

~ KISS ME BACK

KiM SO2ZI ULTRA

DOWN
JAY SEAN FEATURING LiL WAYNE CASH MONEY/URIVERSAL REPUBLIC

BULLETPROOF

{ . _LA ROUX FOLYOURGHERRYTREE/INTERSCOPE

- USE SOMEBODY

KINGS OF LEON RCA/RME

- SAD SONG

BLAKE LEWIS TOMMY BOY

r
'

N
N

RUN THIS TOWN
JAY-Z, RIHANNA & KANYE WEST ROC NATION

NOW YOU SEE IT (SHAKE THAT ASS)
HONOREBEL FEATUHING PITBULL & JUMP SMOKERS ULTRA

Flel

WHATCHA SAY
JASON DERULO BELUGA HEIGHTS/WARNER BROS.

.2" HEADLIGHTS

MiA J ROBBINS

Data for week of OCTOBER 17, 2009 | For chart reprints call 646.654.4633

WWW american

. ROCK STEADY MACK AVENUE 7018/ARTISTRY

S TITLE

ARTIST IMPRINT / PROMOTION LABEL
TROPICAL RAIN
JESSY J PEAK/CMG

BRIGHT
PETER WHITE PEAK/CMG

~ TALK OF THE TOWN
DARREN RAHN 11ILF.OOVE

13 LIVING IN HIGH DEFINITION
GEORGE BENSON CONCORD/CMG

5 25 GOFORIT
" BERNIE WILLIAMS REFORM/ROCK RIOGE

MOVE ON UP
RICHARD ELLIOT ARTISTRY

'3 93 WHO WILL COMFORT ME
% MELODY GARDOT VERVE

BURNIN
PAUL TAYLOR PEAK/CMG

- TIJUANA DANCE
~ RiCK BRAUN MACK AVENUE/ARTISTRY

~ STEADY AS SHE GOES
WALTER BEASLEY HEADS UP

THE CIRCLE
- PAUL HARDCASTLE TRIPPIN 'N' RHYTHM

TOUCH
BONEY JAMES CONCORD/CMG

~ JUST FRIENDS
~ VANESSA WILLIAMS CONCORD/CMG

BECAUSE OF YOU
ERIC DARIUS BLUE NOTE/CAPITOL
LT3 SWEET SUMMER NIGHTS
GAINER NN HENERT

hdiohistorvy com

~ VARIOUS ARTISTS |, SEXY CHICK it 3 '~ ,; MORMON TABERNACLE
O AL CBT T 5500 DAVID BN ETIA REAR T 16 AR GUMASTRAIWERKS CAPITOL e X{?HNEAELSTal?G m%kn'é\ sngsste i A m»\gmn«SA’:«:sanc?nozmnfm»uim&mmm !
LMFAO RIGHT HERE !
13 RICK BRAUN : GREGORIAN
PARTYAOCH PARTY FOCKA LA HEEANTE RSTORE 13524 CARMEN REECE REAL MF V4 B00 L7 TAKES MACK AVENUE 7020/ARTISTRY " 38 ASTERS OF CHANT CURG 79015 EX
. | 30H!3 LET THE FEELINGS GO il
t#.}i_ﬁ e —— ! e IHEREE! RICHARD ELLIOT 12 25 SHARON ISBIN

 JOURNEY TO THE NEW WORLD JCNY CLASSICAL d5456/SONY MASTERWORKS

. V?(;’RLD ALBUMS"
et

it ARTIST
3 TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL

RODRIGO Y GABRIELA [

11:11 RUBYWORKS 0080°/AT0 @
CELTIC THUNDER
TAKE ME HOME CELTIC THUNDER 013087/0ECCA
BEBEL GILBERTO .
| ALL IN ONE ¥ERVE B1335302/VG
3 VARIOUS ARTISTS

PLAYING FOR CHANGE: SONGS AROUND THE WORLD HEAR 31 130CONDRD )
JESSE COOK
THE RUMBA FOUNDATION COACH HOUSE 2002/E1
b il 155 CELTIC THUNDER
L ACT TWO GELTIC THUNDER 011606/DECCA
I | BLK JKS
"-! ~_AFTER ROBOTS SECRETLY CANAQIAN 197* t

) CELTIC WOMAN
THE GREATEST JOURNEY. ESSENTIAL COLLECTION MANHATIAN 4124846

4 RODRIGO Y GABRIELA W

' LIVE INJAPAN ATO 21638 + e

THE BABY EINSTEIN MUSIC BOX ORCHESTRA

BABY EINSTEIN WORLD MUSIC WALT DISNEY 003161

AMY HANAIALI

FRIENDS & FAMILY UA 8634

HO'OKENA

NANI MAN LOA HO'OMMAL 8642/MOUNTAIN APPLE

CARLA BRUNI

COMME SI DE RIEN NETAIT TECREMANANE 70045 DOWNTOWN

0 24 ANUHEA ]
ANUHEA ONEHAWAILAN 2001

VARIOUS ARTISTS
PUTUMAYQ PRESENTS: BRAZILIAN CAFE PUTUMAYD 292

1

2\ 12

e

RUKE

\Jlii

Go to www.blllboard.biz for complete chart data | 49
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Joan Sebastian scores his third No. 1on
Regional Mexican Airplay with his 26th chart
entry as “Te Ira Mejor Sin Mi” steps 2-1 (9.8
milfion in audience, up 2%). His prior chart-
toppers were the 2006 “Mas Alla Del Sol,”
which spent 10 weeks at the summit, and the
2000 “Secreto De Amor” (two weeks).
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=S TITLE
;5 ARTIST (IMPRINT / PROMOTION LASEL)
14 LOBA
. SHEK!RA {EPIC/SONY MUSIC LATIN
12 MANOS AL AIRE
NELLY FURTADO (NELSTAR UNIVERSAL MUSIC LATIND)
12 TE IRA MEJOR SIN MI
JOAN SEBASTIAN (MUSART/BALBOA)
10 SU VENENO
_AVENTURA (PREMIUM LATIN
LO INTENTAMOS
ESPINOZA PAZ (D[54, A5L)
Ml CAMA HUELE A TI
TITO "EL BAMBINO" FEATURING ZION & LENNOX (SIENT
EL AMOR
TITO “EL BAMBINO" (SIENTE
ESCLAVO DE SUS BESOS
DAVID BISBAL (VALE/UNIVERSAL MUSIC LATING)
CLIFZAIA | OOKING FOR PARADISE
LTSI nueianomo S FEATURING ALICIA KEYS (VARNER LATIA)|
SUFRE
LOS DAREYES DE LA SIERRA (DISA
RECUERDAME
_ LA UINTA ESTACION (SONY L
LA GRANJA
LOS TIGRES OEL NORTE {rﬂNnV[SA\—_
YA ES MUY TARDE
LA ARROLLADORA BANOA EL LIMON (DISA/EDIMONSA)
19 | GOTTA FEELING
_ THE BLACK EYED PEAS (INTERSCOPE
ADIOS
JESSE & JOY (WARNER LATINA)
NO ME DEJES DE AMAR
LA APUESTA (SERCA)
8 GRACIAS A TI
WISIN & YANDEL (MACHETE
FELIZ
KANY GARCIA (SONY MUSIC LATIN
24 COMO UN TATUAJE
| K-PAZ DE LA SIERRA (DISA/EDIMONSA)
COMPRENDEME
_GERMAN MONTERO (FONDVISA/MUSIVISA
13 TE VES FATAL
™ EL TRONO DE MEXICO (FONOVISA
g DEJAME ENTRAR
MAKAND (PANAMA/MALHE
NI ROSAS NI JUGUETES
PAULINA RUBIO (UNIVERSAL IM1SIC LATIND)
8 EL BORRACHO
GRUPO MONTEZ OF DURANGO (DISA)
CELOS
FANNY LU (UNIVERSAL MUSIC LATINO)
8 Mi COMPLEMENTO
LOS HURACANES DEL NORTE DI_SA
TU DEFECTO
LOS CREADOREZ DEL PASTTO DE ALFREDO RAMIREZ ([XSAE
4 AL DIABLO CON TU AMISTAD
EL CHAPO DE SINALOA (DISA)

SENTIMIENTOS DE CARTON

24

34

13 LATIN

23

5 _DUELO (FONOVISA)

16 ME GUSTA ME GUSTA
LOS BUITRES DE CULIACAN SINALOA (LADISCOMUSICUNIVERSAL MUSIC LATINO
TOCANDO FONDO
RICAROO ARJONA (WARNER LATINA)

12 Y AHORA QUE?

LOS RIELERDS DEL NORTE (FONOVISA
» COMO VOLVER A SER FELIZ
LUIS ENRIQUE (TOP STOP)
MARIPOSA MIA
VIVANATIVA | VIV/PIMPKING MUSIK
4 ERESTODO TODO

JULION ALVAREZ Y SU NORTENO BANDA (ASL)
SENTIMIENTO
VICO C FEATURING ARCANGEL (EMI TELEVISA
EL PILOTO CANAVIS
LARRY HERNANDEZ (FONOVISA MUSIVISA)
3 LLUEVE POR DENTRO

LUIS FONSI (UNIVERSAL MUSIC LATINO)

ALMA EN PENA
LOS INQUIETOS OEL NORTE (EAGLE I
CELEBRATION

MADONNA (WARNER BROS.)
SOLO TU
VALLIN FEATURING RAQUEL (WARNER LATINA
2 LOS PRIMOS

LOS MORROS DEL NORTE (0ISA/ASL)
3 ENCONTRE

_ CONJUNTO ALMA NDRTENA (DISA/ASL)

DERECHO DE ANTIGUEDAD
LA ORIGINAL BANOA EL LIMON (FONOVISA)

3

. C
2

) BARTENDER

ALEXIS & FIDO (SONY MUSIC LATIN)

10 OVARIOS
JENNI RIVERA (FONOVISA)

M|l ULTIMO DIA
TERCER CIELD (KASA)

47

a8

3 EL RITMO NO PERDONA (PRENDE)
_DAODY YANKEE (EL GARTEL)

7 TU PRIMERA VEZ
HECTOR ACOSTA (D A M VENEMUSIC
FIRE BURNING
SEAN KINGSTON (BELUGA HEIGHTS/EPIC)

Billbeard.

"
12
13
14
15

16

©

wi! A
ES ARTIST 5
=& TITLE (MPRINT / PROMOTION LABEL)
- LOS TIGRES DEL NORTE

JENLEN LA GRANA FONOVISA 354192/UNMLE ®
3 17 AVENTURA

THEICASTIRREVIUM LATINI20800/SONYAMUSIGILATIN]
; 3 NELLY FURTADO

MI PLAN NELSTAR UNVERSAL MUSIG LATING 013318/URALE
19 WISIN & YANDEL

LA REVOLUCION W1 f:‘CHETE 012967/UMLE @

4 7 LUIS MIGUEL

NO CULPES A LA NOCHE CLUB REMIXES WARNER | ATINA 8
7 27 LARRY HERNANDEZ

16 NARCO CORRIOOS MEHDIETA/FONOVISA 57003 7/UMLE

£l

B 2 (LT3 GRUPO MONTEZ DE DURANGO
LTSN EL BORRACHD DISA 721389/UMLE
g 30 T!TO “EL BAMBINO”

EL PATRDN;ENTE 653883 UMLE
ER33 KANY GARCIA
BOLETO DE ENTRADA SONY MUSIC LATIN 47340
EL TRONO DE MEXICO N
ALMAS GEMELAS FONOVISA 353804/UMLE
1M 20 ESPINOZA PAZ
YE) NO_CANTERO 10 INTENTAMOS ASL/DISA 730251/UMLE
15 13 VICENTE FERNANDEZ
NECESITO DE Ti SONY MUI“i LATIN 5328
VARIOUS ARTISTS

10

= LOS SUPER UNO'S [ISA 724181 UMLE

14 CONJUNTO ATARDECER
CONTIGO PARA SIEMPRE DISA 121307/UMLE

16 16 EL TRONO DE MEXICO

DESDE LA PATRIA: EN VIVO FUNOVICA 354088 UMLE &
9 sg LUIS FONSI m
PALABRAS DEL SILENCIO UNIVERSAL MUS ING

23 o TERCER CIELO
GENTE COMUN, SUENOS . VENEMUSIGAUNNERSAL MUSIC LATRO

|®

£

@ LU CONJUNTO PRIMAVERA
Rl 30 ANIVERSARIO: EN VIVD FONOVISA 353785/UMLE &)

19
20

21

49

50

MARISELA
128 20 EXITOS INMORTALES iM 651‘1

18 5 'VARIOUS ARTISTS
DURANGUENSE #1°S 2009 DISA 721301/UMLE

LAURA PAUSINI

2 PRIMAVERA ANTICIPADA WARNER LATINA 51662
24 13 TIERRA CALI o
SI TU TE VAS VENEMUSIC/UNVERSAL MUSIC LATINO 653700/UMLE |
17 6 JOAN SEBASTIAN
PEGADITO AL CORAZON 1L ART 4208/BALBOA
41 29 LA QUINTA ESTACION
SIN FRENOS SONY MUSIC LATIN 44947
20 VARIOUS ARTISTS
BANDA #1'S 2009 DISA 721302/UMLE
25 12 CONJUNTO PRIMAVERA
anUPERTEMA_S‘LA HISTORIA DE LOS EXITOS F 1SA 3541 t8/UMLE
LUIS ENRIQUE
% 2 | CICLOS 1P STOP 8910
MAKANO i
36 46 17 a0 PANAMAIMACHETE 460031/UMLE O
6 {0 LOSCREADOREZ DEL PASTTO DURANGUENSE DE ALFREDO RAMREZ
_ AVANZANDO EN LA VIDA UNIDOS/DISA 721282/ UMLE
DADDY YANKEE
27 60 TALENTDDEEARRID(SOUNDTRAEK)E[(‘ETH./MACHETEZS(WWUM‘_ [i}
2 3 LOS TEMERARIOS BRONCO LOS BUKIS
LD MEJOR DE 88T SUS 20 MAS GRAMIES FXITOS " v ::“33':.’1:
LOS INQUIETOS DEL NORTE
33 41 EBORHAEHERM 77 RSAL b L_ Mi'E O
34 4 LAARROLLADORA BANDA EL LIMON
COLECCION PRIVADA: LAS 20 EXCLUSIVAS DISA 729498 UMLE
RICARDC ARJONA
29 46 570 PISO WARNER LATINA 516669 g g
48 19 HECTOR ACOSTA
SIMPLEMENTE.. EL TORITO §.AM/VEREPAUSICUNVERSAL MUSIC LATING 653631MLE
MANA
3175 e L it WARNER LATINA 481788 @ &
75 2 Gl MAGNATE & VALENTINO
| QUIMICA PERFECTA VMACHETE 013176UMLE
2 7 LLA 8%
COLECCION PRIVADA: LAS 20 EXCLUSIVAS DISA 729495 UMLE
38 53 PANCHO BARRAZA
| LAS ROMARTICAS DE PANCHO BARRAZA VOL. I MUSART YBALBOA
37 15 PAULINA RUBIO
GRAN CITY PDP UNIVERSAL MLISIC LATING 013075/UMLE
LOS INQUIETOS DEL NORTE
30 68 LACURA. EDICION ESPECIAL EAGLE MUSIC™Y UISIC LATIN 6530004 MLE u
ALICIA VILLARREAL
LA JEFA FONOVISA 354073/UMLE &
DON CHETO
EL KTME DE USTEDES PLATINO 8832
MERCEDES SOSA
CANTORA DISCOS 605 56785/SONY MUSIC LATIN
FLEX
4.3 |, EVOLUCION ROMANTIC STYLE EM)| TELEVISA 67917
DON OMAR
5523 0N MACHETE 012867/UNLE
54 12 VARIOUS ARTISTS
| SUPER 1'S MEGA HITS MACHETE 013149/UMLE
51 13 BANDA EL RECODO
LA HISTORIA DE LOS EXITOS FONOVISA 354120/UNLE
50 28 LA ARROLLADORA BANDA EL LIMON
MAS ADELANTE DISA 704160/UMLE
45 45 BANDA EL RECODO £

TE PRESUMO FONOVISA 35379%/UMLE

Grupo Montez de Durango scores its 12th top
five hit on Top Regional Mexican Albums as
“El Borracho” jumps 6-3 (2,000 copies, up
26%). Since the Oct. 18, 2003, issue when its
first album, “De Durango A Chicago,”
debuted atop the chart, only Los Tigres del
Norte have notched more top fives (7).

Go to www.billboard.biz for complete chart data
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JLBETWEEN THE BULLETS |
THE AVENTURA CONTINUES

The Bronx bachata act continues to heat up the charts as “Su Veneno”
jumps 2-1 on Tropical Airplay to become its sixth No. 1 on the chart (2.8

TITLE
ARTIST (IMPRINT / PROMOTION LABEL)
TE IRA MEJOR SIN MI
 JOAN SERASTIAN MUSART/BALBOA

LO INTENTAMOS
vESPINOZA PAZ DISA/ASL
SUFRE

LOS OAREYES DE LA SIERRA DISA
LA GRANJA

LOS TIGRES DEL NORTE FONDVISA
YA ES MUY TARDE
LA ARROLLADORA BANOA EL LIMON DISA/EDIMONSA
NO ME DEJES DE AMAR

LA APUESTA SERCA

COMO UN TATUAJE

K-PAZ DE LA SIERRA DISA EDIMONSA

TE VES FATAL

EL TRONO DE MEXICO FONOVISA
COMPRENDEME
GERMAN MONTERO FONOVIS
TE PRESUMO
'BANDA EL RECODO FONDVISA
FUE SU AMOR
ALACRANES MUSICAL AGUILA/FONOVISA
EL BORRACHO

GRUPO MONTEZ OE DURANL‘lDf SA

MI COMPLEMENTO

LOS HURACANES DEL NORTE DISA

TU DEFECTO

LOS CREADOREZ DEL PA_SITB (DURANGUENSE DE ALFREOD &Ml@ SAEDIVONSA
AL DIABLO CON TU AMISTAD
EL CHAPO DE SINALOA DisA
SENTIMIENTOS DE CARTON
DUELO FUNOVW:;A_

Y AHORA QUE?

LDS RIELEROS DEL NDREﬁNnV\ \
QUIEN ES USTED?
SERGIO VEGA DISA B
ERES TODO TODO

JULIO_N ALVAREZ Y SU NORTENO BAEDA ASL
EL PILOTO CANAVIS

LARRY HERNANOEZ FONOVISA/MUSIVISA

/MUSIVISA

TITLE
ARTIST (IMPRINT / PROMOTION LABEL)

LY SU VENENO
RN (LTS AVENTURA PREMIUM LATIN

LOBA ™
1 SHAKIRA EPIC/SONY MUSIC LATIN
ABUSADORA
WISIN & YANOEL WY ‘MA_CHE]E
MI CAMA HUELE A T
TITO “EL BAMBINO™ FEATURING ZION & LENNOX SIENTE
MIL KILOMETROS
_DI‘QAH HENRIOUEZ OH_
ADICTO A TU PIEL HOLDING ON TO LOVE
FRANKIE REGRON AIRGD
DEJAME ENTRAR
MAKANO }'_.\NAMA MACHETE . o
HAGAMOSLO AUNQUE DUELA
MARLON MALHETE
EL ULTIMO BESO
_!ﬂiOLI&LAD_SYNERGY
ASI ES LA VIDA
iKLAN DE PORFI KORTA VENE_W SIC
TU PRIMERA VEZ
iCTl]f! ACOSTAD A M VENEMUSIC
NO ME DEJES
LOISAIOAS 848
COMO SERIA
INDIO NU [RIBE

'SI TE VAS/QUE TENGO QUE HACER
OMEGA PLANET

MANOS AL AIRE

NELLY FURTADO NELSTAR/UNIVERSAL MUSIC LATIND
ASI| ES LA VIDA

MAMBO NUEVAYORK DS

PEPE

OOUBLE T Y EL CROK (LOS PEPE) MVR

COMO VOLVER A SER FELIZ

LUIS ENRIQUE TOP 5TOP

CHINITA

MARIQ DRTIZ ALL STAR BAND FEATRUING GILBERTD SANTA ROSA ZMG/SONY MUSIC LATN

SENTIMIENTO
ViCO C FEATURING ARCANGEL EMI TELEVISA

»

0-:0-000- 0

SALES DATA
COMPILEOD BY

AIRPLAY
MONITORED BY
nicl

BDS

nielsen
SoundScan

.

.

TITLE

ARTIST {IMPRINT / PROMOT!ON LABEL)

. EaLosa

_ EXIEY SHAKIRA EPIC/SONY MUSIC LATIN
MANOS AL AIRE
NELLY FURTAOO NELSTAR'UNIVERSAL MUSIC LATIND
ESCLAVO DE SUS BESOS
DAVIO BISBAL VALE/UNIVERSAL MUSIC LATING

5 pwiSll LOOKING FOR PARADISE

(VTR 1 r 1an0R0 SANZ FEATURING ALICIA KEYS WARNER LATINA
.- RECUERDAME
" LA QUINTA ESTACION SONY MUSIC LATIN

=
Lix
Wi
W
2o

-

12

3 ADIOS
JESSE & JOY WARNER LATINA
14 FELIZ
KARY GARCIA SONY MUSIC LATIN
7 3 ELAMOR
TITO "EL BAMBINO™ SIENTE
6 1z | GOTTA FEELING
IHE BLACK EYED PEAS INTERSCOPE o
8 SU VENENO
AVENTURA PREMIUM LATIN
11 9 NI ROSAS NI JUGUETES
PAULINA RUBIO UNIVERSAL MUSIC LATING
AQUi ESTOY YO
s 18 3 LUIS FONSI UNIVERSAL h‘.USE LATIHG
CAUSA Y EFECTO
13 "2 _PAULINA RUBIO UNIVERSAL ML LATING o
TOCANDO FONDO
1812 15 2 CARDO ARJONA WARNER LATINA
CELOS
@ 17 1€ Ny LU UNIVERSAL MUSIC LATING
GRACIAS A TI
16 16 6 WEIN_&YAN_UEL_MACHE'W
MARIPOSA MIA
17 15 12 lIIVANATIVA \l_lV‘“IMPK]Nt— MU NP_(
@ 18 8 Ml CAMA HUELE A TI
_TITO “EL BAMBINO" FEATURING ZION & LENNO_X!:_E.‘.'T:
20 23 t KNOW YOU WANT ME (CALLE OCHO)
_WTBULL ULTRA
@ 19 5 CELEBRATION
MADONNA WARNER BRDS
. & w
Q \ -
=
5 GEES TITLE
?; S= T3 ARTIST (IMPRINT ' PROMOTION LABEL)
1 112
e 6 8 P
e ; 13 LOBA
SHAKIRA EPIC/SONY MUSIC LATIN
o G SENTIMIENTO
VICO G FEATURING ARCANGEL EM) TELEVISA o —
5 4 10 MANOSAL AIRE
NELLY FURTAOO NELSTAR/UNIVERSAL MUSIC LATIND
6 o B BARTENDER
ALEXIS & FIDO SONY MUSIC LATIN
GRACIAS A TI
7 7 ;] WISIN & YANOEL “4CHETE
o 12 38 QUE TENGO QUE HACER
DADDY YANKEE [L LARTE -
DEJAME ENTRAR
e MAKAND FANAMA/MACHETE
10 9 13 EL RITMO NO PERDONA (PRENDE)
_DA_DDV YANKEE EL CARTEL o
EL AMOR
U "3 T_ITO “EL BAMBIND" ¢ \Eﬂ
ABUSADORA
1210 28 o & vanoeL WY/MACHETE
CIAQ BELLA
= 19 |7 DON OMAR MACHETE
RASTRILLEA 2
U 58 _.l-KING&MAXI_MAN_L\[‘IA S o
20 3 THROW IT IN THE BAG
FABOLOUS FEATURING THE-DREAM DESERT STORMDEF JAMIDUMG
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million in audience, up 50%). The group is now tied with Juan Luis Guer-
ra & 440 for the second-most No. 1s by an act in the chart’'s history; Wisin
& Yandel are first with seven. On Latin Rhythm Airplay, “Su Veneno” ris-
es 6-2 (2.8 million, up 21%) to becorne the group’s ninth top five title,
matching its entire output of charting singles.

~—Rauly Ramirez
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BMVWamer Tamerlane Publishing Corp . BMI). WBM,

OROP IT LOW (My Niet Starts Tomorrow, BMYSongs 0f
Universal, inc , BMDat Damn Dean, BMI/Culture
Beyond Ur Expenence Publishing, BMI), HLAWBM. H100
46, RBH 34

sy »

EGO (Elvis Lee Music, BMYEMI Blackwood Music, Inc..
BM|/Uncle Bobby Music. BMVEMI Apnil Music Inc
ASCAP/B-Da Publishing, ASACP), HL. RBH 21

EIGHT SECONO RIOE (Unversal Music - Careers.
BMI/Shitake Maki Publ yshlng BMi/Dnive It Home Music
Publishing, Inc , IMRO/FSM 1, IMHO/SIaIe One Music

America, BMI H

EMPIRE STATE OF MINO (EMI Apﬂl Music Inc
ASCAP/Carter Boys Pubiishing, ASCAP/AI Shisckburgh.
PRS/Global Talen! Pubhishing. PRS/Foray Music, Inc
SESAC/Masan £ ishabazz Music. SESAC/Sewel Pub-
IIshIn%wASCAP/LeIIow Productions, ASCAP/Twenty Nine
Black Music, BMIGamti Music, BMI, HL. H100 10

RBH
ENCONTRE ﬁNoI Listed) (743
EPIPHANY (I'M LEAVING) (Universal Music - Z Songs,
BMUPen tn The Ground HJoIIShIng ASCAP/Chuck Har-
mony's House PUb|IShIﬂ? ASCAP/Strauss Co , LLC ,
ASCAP/EMI Apnil Music Tnc , ASCAP). HLAWBM RBH

46
ERES TO0O TOOO (Mzamo Aguirre Music Publishing,
BMI) LT 35

) U
ESCLAVO OE SUS BESOS (Umversal Musica Inc..
ASCAP/Leber Music, S.L.
EVACUATE THE OANCEFLOOR Rocks, ASCAP/Songk-
gchen Music Publishing, BUMA/Stemra, BUMA) H1

2

EVERY 00G HAS TS DAY (Tokeco Tunes, BMI/Music Of
Stage Three, BMYBobby's Song And Salvage, BMU/Stage
Three Music Inc , BMI) CS 56

EVERY GIRL (Young Money Publishing Inc . BMiWarner-
Tameriane Publishing Corp , BMVLive Write LLE.
BMUEMI Blackwood Music, Inc . BMIWest Coast Livin
Publishing, ASCAP/Henderworks Music Publishing,
BMVSongs 0f Universat, Inc . BM/Universal Music Cor-
poration, ASCAP), HL/WBM, RBH 38

EVERYTHING, EVERYOAY EVERYWHERE (EMI Apnil
Music Inc , ASCAP/). Brasco Music, ASCAP/NexiSelec-
g%n I}Jghshing. ASCAP/Kenokey Music, ASCAP), HL,

H

EVERYWHERE | GO (Phytvester Music, Inc , ASCAP/Jef-
Irey Steele Music, BMV PJ AdmlnlsIraIron BMI) cS 46

ey
-_-f—j?fi'f

FACE OROP {Lucas Secon. BMI/Sony/ATV Tunes LLC,
CAP/God's Cryin' Publishing ASCAPKAHL H100 64

FALLIN' FOR YOU (Cocomarie Music, BMVEMI Apnl
Music Inc., ASCAP/R-Rated Music, ASCAP}, HL, H100

31

FALLING OOWN (Silly Fish Music, ASCAP/AImO Music
Corp , ASCAP/Extremely Comosive Music, BMVScnock It
To Me. ASCAP/Pensive Music, ASCAP) H1

FELIZ (WB Music Corp., ASCAP) [T 18

FIFTEEN (Son é/ATV 68 Publlsnmgélompany BMU/Taylor
Swift Musnc

FIRE BURNING /ATV Songs LLC, BMI/RedOne Pro-
oBI'JMclhoasL LLC Bl I/ ean Kingston Pubiishing Oesignee,

FIREFLIES (Ocean City Park, ASCAP/UmversaI Music
Corporation, ASCAP), HL/WBM, H100 ¢

THE FIXER (nnocen! Byslander, ASCAP/I heary Of Color.
ASCAPMWite Treata@g Music. ASCAP/AJumpin’ Cat
Music, ASCAP) H1

FLEX (Not Listed) RBH 98

FOREVER (1da Bt Productions, ASCAP/Sory/ATV Tunes
LLC. ASCAP/Live Write LLC, BMY/EMI Blackwood Music.
inc.. BMI/Please Gimme My Publisting Inc., BMi/Young
Money Publishing Inc.. BMIAWarmerTameriane Publish-
ing Corp, BMI/Shroom Shady Music, BMISongs Of
Universal, Inc., BM[} HLANBAL, H100 13, REH

FRESH (Inmale' 177447 Muzk Publishing, ASCAP/Ken PP
ublishing. BM/Entertaining Music, BMUShck Rick Music

Corﬁ,.B E)HBH 86

FUNHOUSE (EMI Blackwood Music, Inc , BMPInk Inside
Pubtishing, BMUPirate Ship Music, ASCAP/Whorgamu
;Iga, ASCAP/EMI Apnl Music Inc . ASCAP), HL H100

GETTIN' YOou HOME (THE BLACK ORESS SONG)
{Runnin’ Behind Pubiishing, ASCAP/EMI April Music
Inc ASCAP/ Want To Hold Your Songs, BMI). HL, CS 2,

H10039
GOO IN ME {EMI April Music inc.. ASCAP/We! Ink Red
Music, ASCAP/ThaI s Plum Song ASCAP/'s Tea Tyme.
ASCAP) H100 70; RBH 7
GOIN’ THRU CHANGES (Blue Toes Music Publishin:
Designee, ASCAP/Uncle Buddie's Music, ASCAP) R

GOOO GIRLS GO BAD (Biast Beast Music, ASCAP/EMI
April Music Inc , ASCAP/Lion Aire Publishing,

BMWarner-Tameriane Publishing Corp , BMUVSunshine
Terrace Music, BMI/BI éJMIJSIC incor orated BMVJ
Kashier Publishing. ASCAP), HL/W

GOTTA GET IT (Breka Music. BMVEMI Blackwood Music.
Inc , BMI}, HL, RBH 78

GRACIAS A TI %Unlversal Musica , Inc., ASCAP/WY Pub-
lishing, BMI) LT 17

, BMYAn
What Music, BMI/Croomstacular Music, BMIVanderwa-
ver Music, BMI/Buiiding 2 Music, BMU/So inksedibles
LLC, SESAC/IrocnasajMusm BMVMoIIIngs Music,
ASCAP/YMP Music Publishing, BMUWarmer-Tamerlane
mblsshm%(:orp BMUFirst Ni Goid Publishing, BMI).

HEARO 'EM ALL (i Suk Publishing. ASCAP/Universal
Music Corporation, ASCAP/E Hudson Music LLC,

HEAOBOARO éChnstopher Dooley Publishuny

Go to www.biliboard.biz for complete chart data

BMIEM] Blackwood Music. Inc , BMI/Team S Dot Pub-
IIShIn(f BM, HLAVBM, RBH 90

HER OIAMONOS (U Rule Music, ASACP/EM! April Music
Inc . ASCAP). HL, H100 61

HEY, SOUL SISTER (Pumon Music, ASCAP/EMI Black-
\aogg gﬂélslc Inc, BMVSteliar Songs Ltd., BMI), HL,

HISTORY IN THE MAKING (CaAéa Publishing,
AP/New Sea Gayle Music, ASCAP/EMI Apnl Music
Inc., ASCAP/MXC Music. ASCAP/SHIll Working For The
Woman, ASCAPACG Ailiance Music, ASCAP) CS 22
HONKY TONK STOMP (Sony/ATV Tiee Pubfishing Com-
Eané BM)/Showbilly Music. BMI/Turn Me On Music.
MI/Orbison Music. LLC, BMIEverGreen Copynghts,
BMI/Musm OI Swge Three, BMI/Bobby's Song And Sal-

HOT’EL ROOM SERVICE Aitbull’s Legdc Publishiny
BMVUniversal Music - MGB Songs. ASCAP/imipu
BMIEMI Blackwood Music, Inc , MI/Sony/ATV ongs
LLC, BMIWarnerTameriane Publsshing C E
BMYBernard's Other Music. BMVMuswc Of Ever Hip-Hop
BMIEMI \/1r%m Muswc Ltd.. ASCAP/Chrysalis Music Lid.
PRS), HL/WBM, H100 15

HOW FAR 00 YOU WANNA GO? (Melusic. inc .
ASCAP/Primary Wave Emblem, ASCAP/Jefirey Steele
Music BMI/SouiRide Music, BMIBPJ Administration,

BMI CS 52
HURRY HOME (Yedr OI The Dog Music, ASCAP/Words &
Musm ASCAP), WBM, CS 27

ICAN TRANSFORM YA Songs OI Unrversal inc..
BMI/Culture Beyond Ur enmce Publishing, BMI/Poo
B Z Publishing Inc ASCA JHitco South, ASCAP/Swizz
Beatz Publishing, SESAC/Universal Tunes, SESAC/Not-
fing Date Songs Inc , ASCAP/Lonnatistic Hilz,
ASCAPMack Music. ASCAP/Young Money Publlsmng
Inc , BMi/WamerTamerlane Publishing Corp.. BMI}

HL/WEM. RBH 26
ICE CREAM PAINT JOB %Dorroogh Music Pubtishing
Company, ASCAP/Ulira Tunes, ASCAP/Minder Music
(USA), ASCAP%HIOO 57 RBH 28
IF | HAD ONE (Tokeco Tunes. BMIMusic Of Slage Three,
BMUBobby's ong And Salvage, BMi/Stage Three Music
Inc BMI: CS 59
GET CRAZY (araj Music. SESAC/Young Meney Pub-
gsthr ginc, B VWarnerTamerIane Publishing Corp .
I
1GET I IN Not I.IS‘IECIR RBH 64
1GOTTA FEELING {will i am Music, Inc., BMI/Jeepney
Music. Inc . BMUTab Magnetc Publishing, BMYCherry
River Music Co , BMIHeadphone Junkie Publishing,
ASCAP/EMI April Music Inc... ASCAP/Squdre Rivoli Pub-
lishing, ASCAP/Square Rivolt Music, ASCAP/Shapiro,
Bemstein & Co, Inc ASCAP/RISIEI Ecilions, SACEM),
CLMHL, H1005, T
| INVENTED SEX((I MysIro Music. BMY/Sony/ATV
Songs LLC, BMI/Chef Hudable Publishing Inc ,
BMVApnl's Boy Muzik, BM/Warner- Tamerlane Pubish-
l.?Corp BMI/Live Write LLC, BMI), HL/WBM, RBH 15
JUST CALL YOU MINE (Rl%ht Bank Music, nc..
ASCAP/LIIy Makes Music. ASCAP/Haber Corp ,
ASCAP/EMI Apni Music Inc., ASCAP%M& ARwer
Music. ASCAP/Karles Music, ASCAP/Kobalt Music Pub-
IIShI%AmEI’ICa Inc . ASCAP}, HL, CS 21
U WANT ME (CALLE OCHO) {Don Willams
Music Group, BMYBig Eik Music. BMI/Balleonhead
Mustc Publishing, ASCAP/Uitra Tunes. ASCAP/Do it
Yourse!f Music Group S 1. SIAEUniversal Music -
Careers, BM/Pibull's Legacy Pubhishing, BMYMarim-
bero Music Publishing, ASCAP/Universal Music i MGB
Songs, ASCAP), HLAWBM, H100 44
P'LL JUST HOLI ON WB Music Corp.. ASCAP/Melis-
sa's Money Music, ASCAP/Get A Load Of This Music.
ASCAP/Encore Entertainment LLC, BMIMr. Noise
Music, BMI/HIIlbI”y Poelrg BMI/Rio Nuevo Entertain-
ment. BMD), WBM.
1LOOK GOOO ¢istanbull Music. BMI) RBH 53
1 LOOK TO YOU (R KeIIy Publishing, Inc , BMVUnlvensaI
Music - Z Songs, BMI), HLAWBM, RBH 25
I'M ALIVE éSony/ATV MIIene Music, ASCAP/IslandsouI
Musm LLC, ASCAP/Sony/ATV Acuff Rose Music,
BMUnwound Music. BMI/Face Brutte Music,
ASCAP/Big Loud Bucks. BM), HL, CS 9, H100 55
I'M GOING IN (Live Write LLC, BMVYoung Money Pub-
Ilsh g Inc., BMWamer-Tamerlane Publishing Corp..
foung Jeezy Music Inc., BMIEM! Blackwood
Musm Inc.. BMUUniversal Music Corporation,
ASCAP/DQ; Rain Publishing. ASCAP), HL/WBM, H100

B8
I'M GOOO (More Water from Nazareth Publishing,
ASCAP/EMI April Music Inc., ASCAP/EM| Blackwood
Music, inc , BMU/Thomton Trist Pubhsmn’g BMI/Neigh-
borhood Pusha Publishing, BM })‘J
I'M IN MIAMI TRICK (Nu 80's Fubiishing, ASCAP) H100

87

IMMA STAR (EVERYWHERE WE ARE) (Jeremy Feflon
Publishing DESI& iee. ASCAP/Keith James Publishing
Designee, BMI/Mick Schulrz Publishing, BMi/Sangs Of
Uriversal, inc.. BMI), HLAWBM, H100 52, RBH 36

I NEEO A GIRL (Nakeo Under My Clothes.
ASCAP/Chrysalis Music Publishing, ASCAP/Sony/ATV
Tunes LLC. ASCAP/SIeIlar So s Ltd.. BMVEMI April
Music Inc., ASCAP), Hi

IN LOVE WiTH ANOTHER MAN (Nap) é}y Puddy Music,
ASCAP/Universal Music - Z Tunes LL ASCAP/abIack
ants music publishing, BMI), HL/WBM.

[T DIO (WarnerTameriane Publishin Cor
BMI/Sycamore Canyon Music, BM %ne N-Cal Mussic,
BMV/Sexy Traclor Music, BMIE

IT KILLS ME (God's Cryin' Pu IIShInQ ASCAP/Sony/ATV
Tunes LLC, ASCAP/Uteeld Publishing, SESAC/Music
Sales Corporation, ASCAP), HL, RBH 61

1 WANNA MAKE YOU CLOSE YOUR EYES (Home Wilh
The Armagdillo Music, BMYSony/ATV Cross Keys Music
Publishing, ASCAP/CreaIure Sounds Publishing.
ASCAP, HL, CS 18;

1 WANT TO KNOW WHAT LOVE IS Somersel Songs
H.Iblxshlngrlnc , ASCAP) H100 60:

TWILL NOT BOW (Seven Peaks Musnc ASCAP/Breaklng
Benjamin Music, ASCAP) H10077

e Sl 1 = i

e
JUST AKISS 5 Parama, ASCAS
ASCAP/Sony ATV Tunes LLC ASCAP/Iwu Works
CAP/Bbﬁ Music, ASCAP/Music Of Wmdsw%
ASCAP/EMI April Music Inc ASCAP/Roc Cor Publishing
& Music Famamanem LLC, ASCAP/Mars Force Music,
ASCAP/Northside Indsgedem MungHJblsshIng

0U (House Of Sea Gacyle Music,

ASCAP/New Son Of A Miner Songs, AS( AP/Hangé(lal

{le Music, ASCAP/Calhoun Enterprises, SESAC) CS 41

KNOCK YOU 00WN Danjahandz Muzik, SESAC/W B M
Music Corp , SESAG/Keriokey Music, ASCAP/Universal
Music Corpo(auon ASCAP/YRP Music Publishing.
BMiWarner Tamerlane Publishing Corp . BMVUniversal
Music - Z Tunes LL CAP/Pen In The Ground Pub-
iishing, ASCAP/Yaslind Music Publishing Inc .
ASCAP/David M. Ehrlich, Esq.. PC.. ASCAP/Piease
Gimme My Publishing Inc., BMYVEMI Blackwood Music.
Inc.. BMI), HLWBM, H1 0 25. RBH 45

LA GRANJA (TN uones MusxcaIes BMI) ri2

LA LA LA (Party Rock, ASCAP) H1

LAST CHANCE (WB Music Corp , ASCAP/Son s in The
Key Of B Flat, Inc. SESAC/Naontime South, SESAC/EMI
Combine Music. SESAC/Foray Music. Inc ,
SESACAJaylen Adonis Music Publishing, SESAG/Christ-
1an Combs Puollshlng SESAC/Aztac Tracks, ASCAP).

HL/WBM, RBH 17

A LITTLE MORE COUNTRY THAN THAT (Universal
Music - MGB Songs, ASCAP/Don Pol aﬁhress Songs,
ASCAP/FSMGI, IMROZA Sling And A Prayer Music,

ASCAP/State One Music America. BM/Warner-Tamer -
lane Publishing Corp , BMU/Precious Flour Music, BMI),

HL/WBM. CS 36

LIVE LIKE WE'RE OYING (EMI April Music inc .
ASCAP/Sonic Graffti, ASCAP/Andrew Framplon Music,
BMU/Stage Three Music Inc BMI/UmversaI usic Cor-
paralion, ASCAP), HL/WBM

LIVING FOR THE NIGHT %George Slrawgm Pubhslnnov
Designee/Bubba Strail Publishing Designee/Son /A
mu Rose Music, BMi/Unwound Music, BMI),

1093

LLUEVE POR OENTRO (No! Listed) LT 38

LOBA (The Caramel House Music. MI/Ensngn Music
Comoration BMI/Rordeoman Music ASCAF/EMI Apnl
Music Inc . ASCAP/Ediciones Musicaies Clippers
S L Awarner Chappell Music Spain S A., SGAE/Amalh
Coast Music, BM/Chrysalis Son%s BMI) HL/WBM. LT §

LO INTENTAMOS (Nof Listed) LT

LOL :-) (Apnl's Boy Muzik, BMVWamerIamerIane Pub-
lishing Corp , BMI/No Quincydence Music Pubhshing,
BMYChef Huxtable Publishing Inc , BMI/SouI{(a Boy Tel-
I'em Music BMY/Element 9 Hip Hop BMU/Takin' Care Of
Business, BMi/Radnc Davis Music Group. ASCAP/EMI
Blackwood Music. Inc , BMI). HLAYBM., H100 58, RBH

12

LONG AFTER I'M GONE (Big Love Music, BM/Do Write
Music, LLC, ASCAP/Wounded Sky Music.
ASCAP/Crossiire3 Music, ASCAP/Zampampoogee
Music, ASCAP) CS 40

LONG LINE OF LOSERS (Kevin Fowler Music,
gIéIIIéIAAusic 0f RPM, ASCAP/Category 5 Music, ASCAP)

LOOKING FOR PARAOISE (Gazul, ASCAP/Warrier Chap-
pell Music Spam S.A , SGAE/Lellow Productions,

ASCAP/EMI April Music Inc . ASCAP/Swizz Beatz Pub-

lishing. SESAC/Universal Tunes, SESAC/Mostly Sad
gongs, ASCAPAWB Music Corp., ASCAP), HL/WBM, LT

LOVE COME OOWN (Mot Listed) RBH 99
LOVE ORUNK (Martin Johason Music, ASCAP/EMI April
Music Inc , ASCAPMayda g day Matone Music, ASCAP/State
One Songs Armerica, ASCAP/S1 Songs. ASCAP/EMI
Emood Music. Inc., BMYReptillian Music, BMI),
LOVE LIKE CRAZY {Mike Curb Music, BMUSweet Rac-
oa Music, BMU/Warner-Tamerlane Publlshlng Corp..
BMYT-Bird's Music, BMY), WBM, CS 43
LOVE LIVES ON So JATV Cross Keys Music Publish-
, ASCAP/My Good Girl Music. A %P/Oom Songs,

Ll ASCAP; annah a Songs, B
PUthh”l]IIIDESVDEE ASCAP), HLAWBN, CS 44

THE MOST Song/ATV Tree Pubiish-
I[I]Lg Comgan( BMVSony/ATV Acuft

ose Music, BMI).

MANOS AL AIRE (Not Listed) 1T 2

MARIPOSA MIA (Vivanaliva L2 Musica. BMIAWB Music
Coip., ASCAP/Submarino Music Pubiishing, BMI) LT 34

MAYBE THIS TIME {Alle: Mussc Corporation, BMI/Tno

Mus»c CDmRL” BMI) 100
F‘NAY WIIIIarn Music. Inc., BMVJeep-
ney Musm Inc . BM/Tab MaanelIc Pubhishing.

BrCherry River Music Co , BMI/Headphone Junkie
Publishing, ASCAP/EMI April Music Inc ASCAP/Broke,
Spoke And Gone Pubitshing, ASCAP/Frau Pink Music.
ASCAP/DLJ Son s ASCAPOur 315 Music, ASCAP),
CLMHL, H

ME GUSTA ME GUSTA (Not LISIed) 30

MI CAMA HUELE A T1 (Not Lisled} LT 6

M| COMPLEMENTO (Unwe(sa! Music - MGB Songs.
ASCAP/Garmex, BMI{L 26

MILLION DOLLAR BILL iLelIow Productions,
ASCAP/EMI April Music Inc., ASCAP/Swizz Beatz Pub-
lishing, SESAG/Universal Tunes, SESAC/Songs Of Usu-
versal, Inc.. SESAC/State One Music America.
BMIFSME. IMROAucky Three Music Publishing, BMI).

HL/WBM, RBH 35

MISTER OFFICER (Five Hills Music. BMDo Wil
Music, LLC, ASCAP/Year Of The Dog Music, ASCAP/BIé;
‘g%llow Dog, LLC. BM/Darth Buddha Music, ASCAP) C

Mt ULTIMO DIA (Not Listed) LT 47
MONEY TO BLOW (Money Mack Music, BMI/Youn:
Money Publishing Inc., BMI/WamerJameriane Publish-
ing COIX BMIAoung Drumma, ASCAPAV Music
Corp , ASCAP/Live Write LLC BMI/EMI Blackwood
Muswc inc.. BMI), HL/WBM, RBH 52
0 LA MO0 AﬁCoIIon Cily Music Publishing,
BMI/Rlverzar usic PubIIsthgn BMI/Weehie Wrin’
Must Publishing. BMi/Nice Shot Music Publlshm%
BMLaluna Tunes, BMUJim Femino Sengs, SESAG) CS

39
MR. HIT OAT HOE (Rickey Tnemayne Hains, BMMontre-
al LaKeith Lee, BMI/D Ree, BM)) RBH 81
MY CHILD nbxagohn Music, BMIAJ 4 1 Music, BMVIRP
Music, BMVEM! Blackwood Music. Inc., BiI/Doxie

Music, ASCAP/EMI Apnl Music Inc.. ASCAP/I Used To
Dance’ Pubiishing, ASCAP/Keiko India Publishing, BMI),
HL RBH 58

NEEO YOU NOW (Warn rlane Publishin Corp.,
BMIDWHaywcod Music, BMIRADIOBULLETSPublish-
InEg BMI/Hillary Dawn Songs SESAC/Foray Music, inc ,

SAC/Year Of The Dog Music, ASCAP/Big Yellow Dog,
LLC BMI/Darth Buddha Music, ASCAP). WBM, CS 10

H100 30

NEVER SAY NEVER Lmle Bike Music, ASCAP/Lincoln &
Ollie Music. ASCAP/EM! April Music Inc.
ﬁgg:;/Mokos I\gusm BM ‘Agron Edwards Publishing,
NEW OIVIOE (Umversal Music - Z Songs, BMI/Chesterc-
haz Puble IShIOF MVBIQ d Mr Hahn Music,
BiiNondisclosure M(%/('gernent Music, BMI/Keng3
hobaygsMhI Mus:c B ancakey Cakes Music M),

LA
NI ROSAS NI JUGUETES §Nol Listed) LT 23
NPT MGE OEJES OE AMAR (Jam Enterfainment, inc , BMI)

NO SURPRISE (Surface Pretty Deep Ugly Music,
BM{/Universal Music - Careers, BMI/Anaesthetic Pub-

lishi /\g] SOCAN/WarnerJamerlane Publishing Corp ,

BMiWarner Chappell, SOCAN/Sony/ATV Sangs LLE,

BM udAndJosMusw BMI), HUWBM, H100 41

NOVEMBER 18TH (Not Llsled RBH72

NUMBER ONE R KeII Puollshmg Inc , BMI/Universal
Music - Z So daq Music, BMI/Hit District 1l

BMI/Songs Of nlversal Inc.. BMI/Unwersal Music Cor-
ﬂoratlon ASCAP/Kenokey Music, ASCAP), HL/WBM,
10072, RBH

i)

"x‘
OBSESSEO (Hye Songs. BMI/Son 5 0f Unwversal, Inc..
BM2082 Music Publishing, ASCAP/WB Music Corp ,
ASCAP/RZE Music Publishing. ASCAP/Universal Music
rgorallon ASCAP), HL/WEM, H100 8, RBH 20
ardraygee Muswc Pubhshmg SESAC/Songs Of Uni-
versa! Inc., SESAC/Novek Music. BMMusica Demi
Alma, BMI), HL/WBM, RBH 67
OH NO éJoseoh s Dream, SESAC/563 Music Publishing,
ASCA /SIIIIDIg%III Music, ASCAP/Universal Music
MGB Soi L/WBM, RBH 84
THE ONE (Mary J. BlI e Mu5|c ASCAPUniversal-MCA,
ASCAP/Universal Musw Comoration, ASCAP/EMI Black-
wood Music, Inc.. BMI/Rodney Jerkins Productions.
BMI/Dat Damn Dean, BMVLive Write LLC, BMI),
HL/WBM, RBH 39
ONE TIME (Songs Of Peer Lid., ASCAP/March 9th Pub-
|IShIn ASCAP/MoveJB Songs, BMI/OSS Creations,
SCAPMoly Cormon Music, ASCAP/Universal Music
Corpo(anon ASCAP/IabquuS Music. ASCAPHitco
South, ASCAP)} H100 26

)

ONLY YOU CAN LOVE ME THIS WAY nﬁSony/ATV Songs
LLC, BMi/Sany MATV Music UK. PRYEMI Blackwood
mII&;)c Ibnc BMI/Birds Wilh Ears Music, BMI). HL. CS 3.

IN THE OCEAN (John Riff Music, BMI) RBH 23

OUTSIDE MY WINOOW EWS e Gomg To Mau Music,
BMIMulti-Songs, Inc.. SESAC/AvaRu Music, Inc.,
SESAC/EMI Aprit Music inc . ASCAP/Salemo Songs

ASCAP/Mr. Coco Music, ASCAP), HL. CS 30
OVARIDS (Dlvlne Music, BMI) LT 46

PAPARAZZ (Sietan Gerrnanona /ka Ladr Gaga,

BMI/Sony/ATV Songs LLC, BMi/House Ol Gaga Publlsh

|: L

TE IRA MEJOR SIN MI (Juliantia Musical. ASCAP) LT 3

TE VES FATAL (Not Listed LT 21

TI{I‘ATS HOW COUNTRY BOYS ROLL (niversal Music
A

P/0ff My Rocker Music. ASCAP/EMI

ng Inc., BMI/GIoJoe Music Inc, BMI

ASCAP) HL H

PAPERS iNol LIsIed) RBH 60

PARTY IN THE U.S.A. (Kasz Money Publishing.
ASCAP/Studio Beast Music, BMIWamer-Tamerlane Pub-
I|sh|n Corp , BMI/Jessica Comish Publishing Designee

BM, H1002

EI@,GWTU CANAVIS (TN Ediciones Musicales,

PLEASE OON T LEAVE ME (P'nk Inside PUDIISTIIIIE
BMVEMI Blackwood Music. Inc . BMMaratone Al
STIM/Kobalt Music Pubhishing America. inc , ASCAP).
HL. H100 48

THE POINT OF IT ALL (EMI April Music Inc
ASCAP/Songs Of Universal, Inc BMU/Tappy Whyte's
Music. BMI, HLAWBM,

PRETTY WINGS (BenArmi Musm ASCAP/EMI Apnl
Music Inc . ASCAP/Son Cy/ATV Tunes LLC,
ASCAP/MUszewell, ASCAP) HL, H100 50, RBH 1

LOS PRIMOS (Luerll Music, BMI) 742

1 e o ol e
RAOIO WAVES (Tiltawhirl Music, BMUCarnivat Music
Group, BMINTAC Music, BMI& CS
RAMPING SHOP (Nol Listed) RB
REAL IT GETS (EM! A nIMuSIc Inc ASCAP/Carter
I\XS Pubhshmg ASCAP/EMI Blackwood Music, Inc.
BMi/Young Jeezy Music Inc . BMUSo Inkredibles LLC,
SESAC/Irocnas Music, BMI/Kobalt Music Publishing
Amenca Inc . A CAP/MoIIIngS Music. ASCAP). HL.

100
RECUEROAME (Emi Musical SA de CV) LT 11
REO LIGHT {Crosstown Uptown Music, ASCAP/Kabalt
Music Publishing Amenica, Inc.. ASCAP/Crosstown
Downiown Songs, BMISongs Of Kobdlt Music PuhIlsh
IO? Amenca Inc, BMVKarIes Music, ASCAP) CS 16,

REGRETXI ank 1176 Music, ASCAP/Black Fountain Pub-
lishing. ASCAP/EMI Aprit Music Inc.. ASCAPK
Stephens Music. ASCAP/Jonnie Law Music Inc
BMUSony/ATV Songs LLC, BMVLeToya Music Publish-
1ng. ASCAP/Songs4ronnie, ASCAP/Dovertand 301
Music, ASCAP/Ludacns WorIdwme Publishing, Inc..
ASCAP), HL, H100 100, R

REPLAY N‘Jonarhan Rotem Mu5|c BMI/Sony/ATV Songs
LLC, BM¥Yagga Publishing. BMVAT In The Fodder
Music, BMJ/ yes Above ater Music,
ASCAP/BHe@hIsmusm ASCAP/Sony/ATV Tunes LLC.
ASCAP/Jason Desrouteaux, ASCAP/Iving Music. Inc
BMITNT Music Publishing. ASCAPUniversal Music
gor IRASCAP/anZIversaI lusic Corporation, ASCAP)

EL RITMOD NO PEROONA (PRENOE) (Noi Listed) LT 48
RUNAWAY (Hate And Purchase Music, ASCAP/Rockapop
Music, AS AP/HouseO S esonlc Musw ASCAP id

In The Komer, ASCAM H100 75

RUN THIS TOWN (EMI Aprl Musuc lnc ASCAP/Carter
Boys Publishing, ASCAP/Please Gimme M Publishing
nc , BMVEMI Blackwood Music. Inc.. BMI/II

Music, BM/Chrysahs Music Publishing, ASCAP/AnnarhI
Music LLC, BMUEikonaxos & Athanasios Alatas, BM!}.
HL, H100 3, RBH 4

S?;IA SMILE (UnmnaopeIIMusm Inc BMI) WBM CS

SAY AAH (Ronald M Ferebee. Jr Publishing Designee,
BMI/Apnt's Boy Muzik, BMI/Warner-Tamerlane Pu lishi-
1ng Corg FEu BMI/Chef Huxtabie Publishing inc , BMI/NS
Music Publishing, ASCAPAVersatile Music, ASCAP/Don
COIE“ Pubfishing Deagree ASCAP), WBM, RB+ 86

BOW (Empowered To Prosper, ASCAP/PMHI Music.
ASCAP/PeeWee And Dem Publishing, BMI/Croomstacu-
lar Mustc, BMVBIzzﬁB&( Pubiishing, BMI/1st Name Last
Name MUSIC, BM%

SAY HEY (I LOVE YOU) (Franticsoulutions, ASCAP/Uni-
Et'?\rﬂslal Music Corﬁoratlon ASCAP/C-Ya Later Sounds.

)

SENTIMIENTO {E) Filosofo Music Publishing. ASCAPY LT

36

SENTIMIENTOS OE CARTON (Noi Listed; LT 29

SEXY CHICK% if0. Bemstein & Co , Inc , ASCAP/EdI-
tions Square Rivoli Publlshmg ASCAP/Sony/ATV Hai-
mony, ASCAP/Byefalf Productions Inc, AS! AP/Sony/ATV
Songs LLC. BMi/Piano Songs, BMVTaIpa /UIIra
EmDIfE Music, BMI/Dipur’, 8.1}, HL, H100 34

HE WOLF (The Caramet House Music, BMVEnsign

Musm Corporation, BMRodeoman Msic, ASCAP/EMI
April Music Inc , ASCAP/Ediciones Musicales Clippers
S Marner Chappell Music Spain S A., SGAE/Amali
Coast M7u54c BM/Chrysalis Songs. BMI), HLAVBM.

H10

SKINNY OIPPIN’ (Springfish Music, ASCAP/Dazatit
Music, ASCAP/Bug Music, ASCAP) CS 50

SLOW DANCE é enokey Music, AS AP/UnIversaI Music
Corporation. ASCAP/Tennman Tunes, ASCAP/Universal
Music - Z Tunes LLC , ASCAP/Millenmum Kid Mustc
Publishing ASCAP/Royal Court Music Publishing,
ASCAP/WB Musm Cof I\E ASCAP/Nomng Dale Songs
Inc.. ASCAP),

SMALL TOWN USA (West Morame Music, ASCAPWelk
Music. ASCAP/Lichelle Music Company, ASCAI P/W
Music Corp . ASCAP/Universal Music - Z Soni
BMY/West Bay St Music, BMI2620 Music LLC,
BMI/Watwedoiz Music. BMI) HL/WBM, CS 5. H100 54

SMILE (WamnerTameriane Pubiisting Cor , BMI/Gae
Music, BMMusic Of Combustion, BMY/Bug Music.
Incorporated, BM/Songs Of Windswept Pacific,
BMy/Bless The Bioni Music, BMIATX Music. BiiMead-
ow reen Music Company. ASCAPNandelag Puhhsnln

AP/EMI Chnstian Music Group. ASCAP), H

SOBEAUTIFUL& ulchild, ASCAP/Universal Music Cor
oration, ASCA /LdKasa Sole, ASCAF/EMI April Music

inC., ASCAP) RBH

S0 G mh Music, ASCAP/DEPG Inc .
ASCAP/WB Music Corp . ASCAPWB M. Music Corp
SESAC/Aion David Clarke Publishing, SESAC/December
First Publishing Group. SESAC/Sor&s InThe Kﬁy 0fB
Fiat, Inc, SESAC/Noontime South
BIL\AO T (VallIIICI 0 Songs. BMI/Songs OI nlversaI Inc..

SOMEBOOY TO LOVE (Beechwood Music Corporatian,
Ml/ﬂueen Music Ltd,, BMI} H100 28
SOONER OR LATER (' Sll Wllh The Band Music,
BMVWame( Tamerlane Publishing Corp . BMI/Sony/ATV
Tunes LLC, ASCAP/Tone Ranger Music, ASCAP/Raylene
Music, ASCAP/BRJ admmistration, ASCAP), HLAWBN,

CS 49

S0 SHARP (Not Lisled RBH 80

SOUNOS LIKE LIFE TO ME (EM April Music Inc.
ASCAP/PIIISDUI%LandlnRA ngs, ASCAPANamer-famer-
lane Publishing Coy limmokalee Music.
BMI/Daphil Music, BMI). H/WBM. CS 11, H100 84

SOUTHERN VOICE (SOHYB/AW Tree Publishing Comy ny,
BMIéTgrgdougldsmusm MVLove Monkey Music. BMI).
HL,

STARSTRUKK {Master Fatcon Music, BM! H100 69

STUCK (Sixteen Stars Music, BMi/Frank Myers Music,
BMIMike CuEbSI\AAIéSIc BMi/House Of Moraine Music,

SUC[IESSFUL {Warner- Tamerlane Publishing Corp.,
BMiLwve Write LLC, BMVEMI Blackwood Music, Inc..
[BMI/A n's BL%VMUZIK BMVYoong Money Publishing
nc

SUFRE Unwersal Music - Cdfeers BMVWamerTamer—
IanePu lishing Corp , BAAI) L]

ENO ( remlum Latm Puhhshmg ASCAP; LT 4

SWEAT Music Pubfishing, ASCAP/Wi
Music COID Al CAP/Son s Of Pegr, BRIMarch 9m
Pubhshm ASCAP WBM,. RBH 32

SWEET 01 EAMS[S -Oay Pubhsn ASACP/EMIA il
Mu5|c Inc.. ASCAP/dimipub. BM) Blackwood Music.
InC., BMBlow The Speakers, ASCAP/Sony/ATV Music
UK, PRS/Rico Love Is Stll A Rapper, SESAC/Foray
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Blackwood Music, Inc.. BMI/Stning Stretcher Music.
BMI/Brett Jones Music, ASCAP/Words & Music.
ASCAP), HLWBM., CS 32

THEY JUST OON'T KNOW (TFYG, ASCAP) REH 97

THEY THAT WAIT (F. Hainmond, BMIBridge Bullding
Music. BMIMusic Feast, BMVEricka R Warten Publish-
g Designee, ASCAP/MlchaeI Bethany, BM/Dynna
Wells, B! IL

THINKIN' ABOUT YOU (Reco Love Is Shil A Rappes,
SESAC/Foray Music, Inc - SESAC/EMI Combine Music,
SESAC/Trac-N-Fieid Entertainment LLC ASCAP/Notting
Dale Son%s Inc, ASCAP/Universal Music Corporahon
ASCAP/The Fralernny Music Group, BMI/Numbers Don't
Lie, BMi1, HL/WBM, RB

THIS TIME {Jon Riff Music, BMI) RBH 76

THROW T IN THE BAG EMI Apnl Musm Inc. ASCAPA
Brasco Music., ASCAP/Songs Of Peer Lt
ASCAPMarch Sth Publishing, ASCAP/ZOSZ Music Pub-
lishing, éISCAP/WB Music Corp., ASCAP}, HL/WBM
HI00 1

TIE ME OOWN éNew Boyz Publishing LLC. BMU/Genuine
Orgmal, BMI) RBH 88

TIPSY IN DIS CLUB (Diarmond Blue Smith Publishing,
BMVMUSIC Ro%ale Publishing. BMUThe Nicke! Publish-

, BMI/Bleu arrol Dtamono Publishing, BMi/BlueStar

Pu siishing, BMI1 R

TEC(A ASO F(;NOO (Sony/ATV Discos Music Publishing

L

TODAY (Foray Music, Inc., SESAC/Send Me The Checks
Music SESAC/Sangs For Mor, BMI/Ortison Music. LLC,
BMI/EverGreen Copynghts, BMI&CS 3

TOES (Weimerhound Music, BMILiI" Dub Music.
M nlgehka Music, BMIBrighter Shade, BMI/Bug
MUS|C ncorporated, BMRoache Ocie, BMIY CS 4, HIOO

TRDUBLE (Dante Jackson. ASCAP/Dot 2 Dot Music.
ASCAP/Sony/ATV Tunes LLC, ASCAP/Ramr Vicent,
ASCAP/GB%’IIH Publishing, ASCAP/2 TnII Enterpnses
LLC, ASCAP/Bug Music. ASCAP). HL. RBH 69

TRUST (She Wrote It, ASCAPUniversal Mu5|c MGB
Son?s ASCAP/China White Productions, Inc., BM/Daja-
musiolife, ASCAP), HLAWBM, H100 99, RBH 13

THE TRUTH (Stage Three Scngs ASCAP/Brett James
CoMr]rIeggsshéIUSIC ASCAP/Reynsong Publishing Corp

B

TRY [T OUT (Not Lisled) RBH 55

TU OEFECTO 1 Not Listed) LT 27

TU PRIMERA VEZ {Los Magnifikos Music Publishing.
ASCAP) LT 49

TWANG (Wudang Mountain Songs, BMI/Bug Music.
Incorprated, BMiMarvel Man Music, BMI/Songs Of
Windswept Pacific, BMYVibe Room Music. BMYJimbat-
aya Musuc BMVBPJ Admlnlslrdnon BMI). HL, CS 45

rr o S LA 4

UNOER (Tank 1176 Music, ASCAP/BIaCk Fountain Pub-
lishing. ASCAP/Antonio Dixon's Muzik, ASCAP/EMI Apnl
Music Inc , ASCAP/Notfing Dale Songs Inc.,
ASCAP/Lonnalistic Hitz, l\gCAP/UnwevsaI Music Corpo-
ralton. ASCAP/Songsdronnie, ASCAP/Doverland 30t
Music, ASCAP/Thaitand Music. ASCAP/X Stey nens
Mustc, ASCAP/Warner-Tamerlane Publishing Co
BMVSIIve?Iallnumka Publshing. BMI), HL/W

UPRISING (Warner-Tamerlane Pubtishing Corp , BMI),
WBM. H100 67

UPTO HIM {Finch Vatley Mustc, BMI/SIaIe One Copy-

nghts America, SESAC/The B Egsg
C/Chenv Lane Music, SESAC), Cl M/WBM CS51
EBODY (Martha Sreel MUSIC, ASCAP/Songs

0 Comhusnon Music. ASCAP/Music Of Windswept.
ASCAP/Followill Music. ASCAP/McFearless Music,
BMIBug Music. Inco orated BMUCofige. Tea or Me
Publishing, BMI) H1

VIOEO PHONE B—Day Publlshln ASACP/EMI Apnl
Music Inc , ASCAP/Lg! Publyshing Company. Inc. .
ASCAP/The Practice. BMUTeam S Dot Publish r;g

1

BMI/Angela Beyince Music, ASCAP). HL RBH

e,

WAKING UP IN VEGAS (When I m RlCh Vou II Be My
Bitch, ASCAP/WB Music Corp.. ASCAP/Desmundo
Music, ASCAP/Andreas Carlsson Publlshlng AB, STIM).

BM, H100 47

Wi
WALK WIT A OIP (Steve Morgan Music Publishing.
ggMVTKO Body Shot Music. BMyBartenderz. M) RBH

WASTEO (Simone’s Daddy Music. ASCAP/EMI Apnil
Music Inc . ASCAP/Radric Dawis Music Grou
QSE‘ASP/FI!SI N" Gold Pubhishing. BM). HL. H100 49,

Bl
WE BE STEAOY MOBBIN' (Noi Listed) RBH 62
WELCOME T0 THE FUTURE (House Of Sea Gayle
MUSIC ASCAP/BIg Loud Bucks, BMI), WBM. CS 6.

WE\'I’ER CALLING YOU OADOY) (Staying High Music,
ASCAP endary Tramter Musuc ASCAP/isthe-
bnd €, ASCAP

CHASA BHeI nlsmusxc ASCAP/Eyes Above
Water Music, ASCAP magem Songs Lid , ASCAP/Jason
Desrouteaux, ASCAP/AImo Music Corp ASCAP/Irwng
Music, fng , BMI H100 4

WHAT I'VE BEEN WAITING FOR {Brian McKmafit Music
LLC, ASCAP} RBH 56

WHAT YOU 00 (EM Apnl Music Inc., ASCAP/Strauss
Co, LLC, ASCAP/Norma Harmis Music Publishing,
ASCAP/Chuck Harmony's House Publishing.
ASCAP/Universal Music - ZSOW BMI/Pen InThe
Ground Publ»shlng ASCAP). HL/WBM, RBH 68

WHEELS (MJ Twetve Music, BMIA Love The Punk Rock
Music, BMI/Songs Of Universal, Inc , BMIALving Under
A Rock Music, A CAP/UnwaS&I Mustc Corporation,
ASCAP/FIylnﬁ EarIorm MuS|C BMU/Bug Music, Incorpo-
rated, BM) 0073

WHITE LIAR ( Sony/ATV Tree Publishing Company.

BMI/Pink Dog Pubhishing. BMI/Tiltawhirt Music.,
BMI/CamIva Music Group, BMYBiuewater Music. BMI)

WHY XP |II On Rock Music, ASCAPACG Alliance Musvc
ASCAP/EMI Blackwood Music. Inc.. BMI/Maybe | Car
Music. BMI} HL, CS 28

WHY DON’ T WE 'JUST DANCE {Sony/ATV Tree Publish-
ing Company. BM/Beavertime Tunes. BMUCrosstown
Uptown Music, ASCAP/Kobait Music Publisting Amer-
ca. Inc, ASCAP/Grey ink Music, ASCAP), HL, CS 29

Qr';' :,',.-,,; i

3

YA ES MUY TAROE (RCP Publlshl
Y AHORA QUE",}NOI Listed) LT 32

YESTEROAY (J Franks Publishing,
Corp , ASCAP/Artist 101 Publishing Group, BM020184
Music. BMUGods Mic Music, BMiWamer-Tamerlane
Pubtishing Corp., BMU/Artist PubIlshmg Group West,
ASCAP/Terance Battle Publisting Designee, ASCAP},

WBM, RBH 79

YOU BELONG WITH ME (Sony/ATV Tree Publishing
Compa sy BMVTaylor Swift Music, BMPolting Shed
Music, SESAC/Barbara UI%IOS()?n Wortd Publishing,

SESAC/ICG, BV, HL,

YOUNG FOREVER (EL! April Music Inc., ASCAP/Carter
Bays Publishing. A AP lease Gimme My Publishing
nc . BMVEMI Blackwood Music Inc B udde Songs
inc, BMI). HL, H100 83

YOU'RE A JERK (New Boyz Pubbishing LLC. BMUPrimary
Wave7E5rnblem ASCAP/Tenyor Music. BM!} H100 80,

RBH
YOU'RE NOT MY GIRL (NextSejection Publishing,
ASCAP) RBI

ASCAP)IT 13
ASCAP/WB Music

CHARTS LEGEND on Page 43

(Hot Country Songs), H100 (The Billooard Hot 100), LT (Hot Latin Songs) and

RBH (Hot R&B/Hip-Hop Songs) TITLE (Publisher - Licensing Org ) Sheet Music Dist, Chart, Position.

Chart Codes: C$
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TURNTABLE

Send submissions to: exec@billboard.com

RECORD COMPANIES: Warner Music Group appoints Rob
Cavallo to the newly created role of chief creative officer. He
is a veteran music producer who has worked with acts like
Green Day, Paramore and Kid Rock.

Atlantic Records Group promotes Kevin Weaver to exec-
utive VP. He was senior VP.

Arista Nashville names Lauren Thomas national promo-
tions coordinator. She was associate director of promotion
at Golden Music Nashville.

PUBLISHING: BMI promotes Jack Fiynn to executive direc-
tor of key accounts and licensing. He was senior director of
general licensing.

b g

-‘J

HANDLER

TOWURING: MSG Entertainment names Howard Handler ex-
ecutive VP of marketing and sales. He was executive VP for
North America at EMI Music.

TV/FILM: Lionsgate Music names Tracy McKnight VP of film
music. She co-founded Commotion Records with longtime
music executive Walter Yetnikoff.

RELATED FIELDS: The licensing consulting company Rights-
Flow promotes Matt Irvin to VP of business development
and Kim Gerlach to director of licensing. Irvin was director of
licensing and royalties, and Gerlach was manager.

—Edited by Mitchell Peters

WORKS

MOBY TAKES STAND AGAINST CALIF.
DOMESTIC VIOLENCE BUDGET CUTS

Electronic artist Moby understands better than most the im-
portance of domestic violence shelters for women in need,
having grown up with a mother who was involved in several
abusive relationships.

At the age of 8, “I had to stop her from being stabbed to
death by a boyfriend of hers,” Moby recalls. “l hate to say this,
but almost half of the women | know who are friends of mine
have been in abusive relationships of some sort or another.

So after reading a recent New York Times article about Cal-
ifornia domestic violence shelters closing as a result of statewide
budget cuts, Moby decided to use his current tour as a platform
to spread awareness. The artist will donate the revenue from
his mid-October California concerts to the California Partner-
ship to End Domestic Violence, which will distribute funds to
shelters and communities most affected by the budget cuts.

The tour stops include the House of Blues in San Diego
(Oct. 12), the Wiltern in Los Angeles (Oct. 14) and the Warfield
Theatre in San Francisco (Oct. 15). Moby also plans to host a
press conference in San Francisco with state senators and
members of CPEDYV to raise additional awareness.

“I'll be giving around $85,000, which isa decentamount of
money, but not really enough to make a dent in the $20 mil-
lion that has been cut,” he says. “So at all the shows there will
be the ability for people to donate directly. 'm also hoping that
by talking about it, more people will go online to donate money
and help repeal this legislation.”

Moby hopes funding for the shelters will be reinstated, and
he plans to support the cause until that happens. “There are
a lot of worthy causes,” he says, “but closing shelters really
does become a death sentence for a lot of people.

The artist is touring in support of his latest album, “Wait for
Me,” which was released June 30 on Mute, —Mitchell Peters

International Creative
Management senior VP
of contemporary rock
Marsha Vlasic (left) with L) Surrounded by the memoers of the PS 22 Chorus aré
William Morris Endeavor (fronﬂeft)/chaus leader Gregg Breinberg, Rising Star
Entertainment agent/ honoree Lady Gaga, Billooard editoriat director Bill
V/P-Cara Lewis.

BILLBOAR D’S WOMEN IN M USIC

Billboard's annual Women in Music event, presented by
Macy’s and in association with International Creative
Management, took place Oct. 2 at New York’s Pierre Hotel.
Billboard honored the top 30 female executives in the
music business, celebrating the success of these industry
leaders during the past year, as well as their overall career
achievements. Lady Gaga—who had two No. 1singles on
the Billboard Hot 100 from her debut album—received
Billboard's Rising Star honor and sat down for an onstage
Q&A with “Today” host Hoda Kotb. Beyoncé was named
Billboard’'s Woman of the Year, having had a No. 1album—
her seventh in a row—and a No. 1 movie in the past 12
months. Beyoncé was interviewed onstage by “The Oprah
Winfray Show” correspondent Gayle King, and the event
closed with a special performance of Beyoncé’s “Halo”
and “Single Ladies (Put aRingon It)” performed by Staten
Island grade schoolers, the PS 22 Chorus. Event sponsors
also included the USO, ASCAP and Skin Benefits. PHOTOS:

COURTESY OF ARNOLD TURNER/A. TURNER ARCHIVES
continued on page 54

\ A

Werde and Woman of the Year Beyoncé. 59

Sony/ATV Music Publishing
co-president Jody Gerson (left)
and chairman/CEC Marty
Bandier flank Lady Gaga.

‘Universal
Motown
Records 3
president Bl"
Sylvia Rhone.

looard  *!
mMacys

Blllboard editorial diractor
Bill Werde with “Today”
hosts Kathie Lee Gifford
(center) and Hoda Kotb.

Billboard's Women in Music honorees take-thétage, From left: Atlantic Records GM/executive VP of marketing and creative media Livia Tortella, BMI
senior VP of performing rights Alison Smith, William Marris Endeavor Entertainment @agent/VP Cara Lewis, BET Networks chairnman/CEO Debra Lee,
EM! Music Worldwide executive VP of music services Cynthia Sexton. international Creative Management senior VRof contemporary rock Marsha
Vlasic, Sony/ATV Music Publishing co-president Jody Gerson. Sony Music Entertainment executive VP of business .ﬁairs/general counsel Julie
Swidler, Spanish Broadcasting System Qrograﬂming/operalions manager for Mlami Marilyn Santiago, EM! Music Publishing executive VP/COO of
Europe Claudia Palmer, “Today™® senior preducer Melissa Lonner, MSG Entertainment VP of marketing comeerts/network integration Liana Farnham,
Universal Motown Records presifient Sylvia Rhone. Epic Records president Amanda Ghost, Rounder Records cHifrman Marian Leighton Levy,
peermusic president of the Anglo American region Kathy Spanberger and Sony Music Entertainment executive VP of sales Jennifer Schaidler.
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Y («“. i 5 T I W . Wil il
More thzn 300 industry Fr R m—me— Paser " '
Insiders attended the © —— TRAH

Waognen in Music luncheon.

b

ADJAM

The House of Blues Sunset Strip was packed with more than 900

concertgoers for thinkLA's AdJam, presented by Digital Broadcasting

Group. The ninth annual event is a battle of the bands between Los

Angeles-area advertising agencies. Veterans of the media, marketing, . F

advertising and entertainment industries left work early to see who o) R&B artist and former
would capture the winner's trophy, the AdJam Axe. A panel of music - Destiny's Child member
industry veterans selected the top four bands and the crowd crowned Michelle Williams
the winner. Agencies participating included TBWA\Chiat\Day (the arrives at the event.
winner in 2008), Moxie Interactive, MediaVest, Avatar Labs, BLITZ,

David & Goliath and the Phelps Group. The event was sponsored by
DBG, Metacafe, SNAP eMobile, Billboard.com, Ecast, Pandora, Turn, , )
Giant Realm, Time Axcess and Vibrant Media. PHOTOS: COURTESY OF JCMCC - ’

ABOVE: Moxie Interactive's band A.S.A.P. (Auto Sound Auto Play)

claimed the top spot. From left: Universal McCann campaign continued from page 53
optimization specialist Andrew Taylor, Moxie Interactive media planner

Adam Shrout, associate traffic manager Calvin Ashley, assistant

media planner Amy Liepold and media supervisor Nick Mariano,

Giant Realm account executive Theo Yang; Moxie Interactive media

planner Brian Lee and senior media planner Jeanette Trang.

BELOW: BLITZ Agency's BLITiZen KANE channels its inner Van
Halen. From left: BLITZ executive creative director Mark Cohn, CEQ
Ken Martin, associate creative director “Emerald” Eddie Herda,
senior project manager Lee Matsunami, operations manager Andrea
Amaro and director of technoiogy Noah Gedrich.

correspondent Qay!e King marketing and creative media Livia
cqnducts a spemal interview Tortella (left) with Atlantic Records
with Beyonceé. - chairman/COO Julie Greenwald.

Il INSIDE TRACK J§ Sitting, from left: "Todlay” hosts

Matt Lauer, Kathie Lee Gifford.
GIRLS BACK IN ACTION - Stancing are ~Today" seror -

» producer Melissa Lonner (left) b g
Brazilian Girls, the New York-based art-rock-party band R and host Ann Curry. N/

whose last album was nominated for a Grammy Award,
went on an extended hiatus last year when lead singer
Sabina Sciubba decamped to Paris for the birth of her ¥
first child. The band then had its early-October return to \ . P, y L
action sidelined by a snag in immigration red tape. Sci- ; . ' .
ubba, a German national living in France, had problems
obtaining her visa to return to the United States, and the r & i . i . r
band was forced to cancel two ' : '
shows, including an Oct. 2 ap-

pearance on Governor’s Island, 1
EMI Music

just off the tip of Manhattan. : Worldwide
BMI senior VP of L L executive VP of
F_o rtunately, Sen. Kirsten perfarming rights music services
Gillibrand, D-N.Y., helped by Alison Smith. Cynthia Sexton.

expediting the visa process.

‘Musicians from overseas who

perform in New York add

A tremendous value to the city’s

j.‘. vibrant cultural and tourist
BRAZILIAN Gl economy,” Gillibrand say

- ©am thrilled that these shows

llgo on and the U.S. tour can proceed on schedule.

“The Oprah Winfrey Show"” \h.l Atlantic Records GM/executive VP of

From left: £ECAP VP of membership for rhythm and

soul Nicole George, Beyoné®, ASCAP serior VP of
; industry affairs Karen Sherry, songwriter/ASCAP
ij ey board member Valerie Simpson and ASCAP
J senior VP of marketing Lauren lossa.

he G will play cisco’s Trea S L

S
land Music Festival and Oct. 19 at Avalon in Los Angeles L
before returning to New York to begin recording their i
fourth album, tentatively titted “The Great Big Unknown.”
The band hopes to release the album on a yet-to-be-
determined label next year.

Sciubba has also been writing songs on her own, some

of which she’li debut at a solo performance Oct. 26 at \
:

L\

New York’s Joe’s Pub. “| wrote these in the last 12 months
she says. “A style | baptized EuroNova I will sing and

play them on my baby guitar.” BET Networks
chairman/CEQ
Debra Lee.

BRAZILIAN GIRLS: VLADIMIR RADOJNCIC
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Until Every One Comes Home”

Klipsch * Jabra * Vera Bradley * Paige Premium Denim ¢ Vera Wang * Laura Michaels * Coby * Macy's
Skin Benefits * Cornelia * Imm Living * BUILT ¢ Trina * Screwpull * Jemma Kid ¢ Colorescience
Gearhart's Fine Chocolates * 3 Who Believe * Paramount * Carlisle * Inara * Carol's Daughter * Pirates Booty
Mighty Tea Leaf ¢ Sebastian ¢ Senai Kanebo * John Sahag * Moroccanoil * Aveeno
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GALA

Wednesday, 28th of October
at the Hilton New York Hotel

2 ()

AT 6:00PM | DINNER 30PM

Performances by
H WILLIE NELSON
DIANNE REEVES
KRISTINA TRAIN
and other exciting recording artists

EINEA ) EINIEN 7

O MICHAEL JACKSON
[.]. Martell Foundatién
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