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LEARN HOW TO ENGAGE AND CONNECT WITH YOUR MALE AUDIENCE
THROUGH TRADITIONAL AND NEW MEDIA PLATFORMS!

Now in its third year, Marketing To Men 18-34 is the definitive conference
for professionals trying to make an impact on elusive male consumers.

PROGRAM HIGHLIGHTS

+ Gain insights on the latest trends in mobile campaigns, evants, digital campaicns,
online video advertising and traditional advertising

« Find out how sports marketing can help brands establish a strong connection with men

« Explore ctrategies to guide your multiplatform brands in digital distribution expansion,
product development and cross-brand initiatives

» Get access t0 exclusive research on male buying power ard evaluations of
new marketing trends and opportunities

« Network with senior-\eve\ marketing, retail, agency and media executives

CONFIRMED SPEAKERS INCLUDE:

Nick Bartle, Director of Behavioral Planning, 8800 North America

Dan Courtemanche, SVP Mktg & Communications, Major League Soccer & Soccer United Mktg
Pete Favat, Chief Creative Officer, Arnold Worldwide

Peter Leimbach, VP Multimedia Ad Sales Research, ESPN

Chris Lighty. CEO, Brand Asset Group and Violator Management

Michael Mohamad, SVP, New Business Development & Partnership, ASE Television Networks
Peter O'Reilly, Director of Marketing & Fan Development, National Football League

Gareb Shamus, Co-Founder and CEQ, international Fight League

Peter Stern, President, STRATEG\C

Gary Zarr, EVP, Marketing & Communications, National Basketball Association

Register by June 29 & Save $200!

WWW.
MARKETINGTOMENCONFERENCE.COM

REGISTRATION
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in: 646.654.7254
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il RSt i I e ey b
: 654.4683 rachel.wi inda D'’Adamo: 64
elwilliams@niels : 646.654.5115 linda.d
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Billboard’s Touring
Conference & Awards will
feature panels, networking
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awards reception targeting
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See

REGIONAL MEXICAN
The summit dedicated to
the top-selling Latin music
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FlavorlessTop 407

Why U.S. Radio Needs Some Italian Dressing

Once upon a time in America, there truly
existed “the station that everybody can
agree upon.” As the signature heyday of
top 40 continued through the '70s and
’80s, as anyone over 40 knows, the for-
mat truly personified the best of all gen-
res: pop, R&B, ballads, rock, dance and
country. On one frequency, one could
hear Billy Joel, Madonna, Patti LaBelle,
Juice Newton, Barry Manilow, Loverboy,
Kool & the Gang, Blondie, Devo, Al-
abama...onand on.

However, by the mid- to late "90s—as
the Telecommunications Act turned
broadcasting into a business that was
arguably more accountable to Wall Street
than listeners—pop radio began to po-
larize as formats split into “super-
serving” niches.

By 1996, top 40 leaned heavily toward
modern rock—the Smashing Pumpkins,
Alanis Morissette, Pearl Jam and the
like—unfortunately abandoning the va-
riety that had always defined mass appeal.
Soon after, hip-hop became top 40’s genre
of choice. Asa result, of course, adult top
40 was born to feed “pop” titles to grown-
ups who perceived rap as an intrusion.

Meanwhile, adult contemporary
branded itself as the at-work network,
where the playlist was dumbed down to
innocuously blend into the background.
Instead of singing along, you were in-
formed that drowsy DJs and equally
sleepy music would never invade any-
one’s personal space—just tune in and
remember the moniker in case you were

FORCED ADS ARE FAILED ADS
I’'m not convinced by these ad-supported
models that require consumers to sit
through an advertisement prior to view-
ing a video or downloading a song.

Ads aren’t effective when consumers
expect them. Readers flip through an
entire magazine not wanting to miss an
article. TV viewers expect commercials
but have no idea which suspenseful
scene will be cut short to pay bills.

But when I go online, even before |
know what I’'m looking for, I immedi-
ately open at least three windows: one
for e-mail, one maybe for MySpace and
another for Google. While one window

6 BILLBOARD JUNE 16, 2007

called upon by Arbitron.

I’'ve covered U.S. radio for some 20
years now and, [ suppose, regarded such
fragmentation as an organic rite of pas-
sage. But afier just returning from 10
days’ vacation in Italy, | came to realize
that stateside radio, if anything, has de-
volved. This could be due to broadcast
management’s call to arms by share-
holders. Orit could be alack of courage
and creativity on the part of program-
mers groomed in an era where mesh-
ing various styles of music—instead of
what was once known as diversity—is
now termed a “train wreck.”

One station in particular, Naples-
based Radio Kiss Kiss [talia, which cov-
ers much of the region (population just
around 1 million), proved that the orig-
inal concept of music for the masses
remains alive and well.

That single outlet was the frequency
of choice everywhere 1 traveled within
the region, a radio station whose broad
melodic playlist met with enthusiastic
across-the-board acceptance. Each
morning in our restaurant in Sorrento,
45-year-old proprietor Maria cranked up
the Zoo-like morning show as she cheer-
fully served fresh bread, tomatoes and
cheeses. Taking taxis around the region,
without fail, Kiss Kiss emanated from
the speakers, whether the driver was 25
or 55. In the grocery markets, the same.
Throughout the hip boutiques of Capri,
yep, parallel love for Kiss Kiss.

During my stay, [ heard a delectable

is loading, [ minimize it and maximize
another. Those with high-speed connec-
tions have even shorter attention spans.

The digital age has brought us al-
most unlimited ways to entertain our-
selves: social networking sites,
peer-to-peer, music download stores,
MySpace, YouTube, more. Why sit
through forced advertising when you

blend of Nelly Furtado, Michael Bublé,
Maroon 5, Avril Lavigne, Christina Aguil-
era and Dolores O’Riordan—acts that
have been embraced in the United States
by specifically niched formats; Mika,
Amy Winehouse, Joss Stone, Robbie
Williams and Travis—mainstream Eu-
ropean acts whose lack of top 40 radio
acceptance in the States remains an in-
explicable enigma; and a healthy sprin-
kling of Italian artists like Laura Pausini,
Tony Amodio, Zucchero and Paolo Nu-
tini. And all this shifting from AC’s Bublé
to top 40’s Furtado to adult top 40’s O’Ri-
ordan to triple-A’s Stone to Italian-
language could not have sounded more
organic ... what a pleasure, indeed.

So, do programmers really believe that
platinum-selling Bublé has to be relegated
to AC-only playlists with his wonderfully
uptempo, wholly universal “Everything”?
Or that Mika's dance ditty “Grace Kelly”—
which hit No. 1in six nations and top 10
in two dozen countries, including Canada
—is too daring for listeners?

[ learned a valuable lesson in Italy
without even knowing I needed it. As
stateside FM broadcasters battle the
temptation of so many pioneering global
media competitors available at the click
of a mouse, how much longer will the
status quo satisfy listeners—particularly
as they realize how many talented artists
are being neglected and/or branded to
a single format by programmers here?

We got it right 20 years ago. Can we turn
back the clock before it’s too late?  «-«

FEEDBACK

can change the channel?

So ads like these can only work if they
are custom-made for the viewing demo-
graphic: For me, the Chevy commercial
with Mary J. Blige and T.I., say. Other-
wise, I’d rather “change windows”—and
come back when the ad is done.

Kamal France
Tee Pee Records

WR'TE US. Share your feedback with Billboard readers around the world.
Send correspondence to letters@billboard.com. Include name, title, address and
phone number for verification. Letters should be concise and may be edited. All
submissions published shall become the sole property of Billboard, which shall own
the copyright in whole or part, for publication.
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>>>BON JOVI
OFFERS
ITUNES FIRST
In what’s being
billed as a first, Bon
Jovi will bundle a
digital iTunes copy
of its new album
“Lost Highway” with
purchase of presale
tickets for the
band’s upcoming
stand to open the
new Prudential
Center in Newark,
N.J., beginning Oct.
25. The online
presale program will
be available
exclusively to
American Express
cardholders June
12-14, and to the
general public June
15-22. Tickets
without the digital
album will be
available for
purchase by the
general public
beginning June 23.

>>>WMG,
ANYWHERECD
SETTLE
DISPUTE

Warner Music Group
and AnywhereCD
have dismissed their
respective lawsuits
against each other
and agreed to an
early end to their
relationship. Under
the agreement,
WMG will allow
AnywhereCD to
continue to sell its
music via the
service—which lets
customers
download digital
rights management-
free MP3 files of any
physical CD they
purchase from the
site—until Sept. 30.

>>>GOOGLE
CALENDAR
INCLUDES
MUSIC EVENTS
Google Calendar
recently launched a
public event-
tracking element
that allows users to
automatically add
updates from such
sources as sports
team schedules,
travel deals and
concert updates.
Atlantic Records
and Cordless
Recordings will
provide tour
schedules and
album-release up-
dates to the service.

Aly & AJ, Everywhéfe

On Eve Of New
Album, Teen Duo
Spread Their
Brand Across The
Product Map

In the grand tradition of the
Olsen twins and Disney jugger-
nauts “High School Musical”
and “Hannah Montana,” a mar-
keting blitz that pushes
branded entertainment to the
maxison tapfor Aly & A]’snew
Hollywood Records album, “In-
somniatic,” due July 10.

The teen siblings, whose real
names are Alyson Renae and
Amanda Joy Michalka, are also
stretching their music. Aly de-
scribes the collection as “exper-
imental,” with a few songs
featuring “piano-driven, wall-
of-sound, epic productions.”
The album marks a “big depar-
ture” for the duo, AJ adds, yet
retains “flavors” from their
debut album, “Into the Rush.’

The rhythmic “Potential
Breakup Song” is already a hit
at Radio Disney and is on its
way to top 40 radio.

“For this audience, the more
they see something, the better
it sticks,” Radio Disney VP of
programming Robin Jones
says. “And this age group likes
beingin the know and likes fit-
ting in. So, if your friends have
the Aly & AJ bracelet, well, you
want one, too.
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Aly & AJ’s new, immediate
brand partners include Post
Honey-Comb cereal, MTV, Wal-
Martand Samsung. Brands like
these are surely responding to
the ways Aly & A] have estab-
lished strong ties with their au-
dience, as well as to the success
of “Into the Rush.’

The 2005 set and
its 2006 deluxe edi-
tion version have col-
lectively sold 787,000
copies, according to
Nielsen SoundScan.
The album’s biggest
singles, “Rush” and
“Chemicals React,”
have sold 453,000
and 175,000 down-
loads, respectively—
even though neither
climbed higher than
No. 50 on The Bill-
board Hot 100, and
both received limited
terrestrial radio airplay out-
side of Radio Disney.

In a short period of time, Aly
& AJ have established an emo-
tional connection with fans, Hol-
lywood senior VP of marketing
Ken Bunt says. “Once that con-
nection has been made, brands
than want to be involved.

No one better understands
how this connection can extend
beyond the music than the two
teenagers themselves. “We're
involved in all aspects of our

e
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CHANGING CUISILLOS

BY MICHAEL PAOLETTA

business,” Aly says. “Nothing
goes over oar heads.” From
writing their own songs and
starring in MTV’s “Super Sweet
16: The Movie” (premiering
July 8 on the network; a DVD
follows two days later) to sign-
ingon the dotted line with their
numerous brand partners, Aly

h
.

ALY & AJ'S branded productsinclude
apparel, calendars, Post Honey-Comb
cereal ;nd much more.

& A] areactive participants.
With Post Horey-Comb, Aly
& AJ are shown on the front
and back of more than 7 mil-
lion cereal boxes. The recently
launched campaign includes a
contest fo see the duo live ata
private concertin Orlando, Fla.
For Samsung, Aly & AJ are the
2007 spokespeople for the elec-
tronic company’s Hope for Ed-
ucation chiarity, which provides
schools with Samsung technol-
ogy and Microsaft software.

www americanradiohistorvy com

Wal-Mart, meanwhile, will
preminently feature Aly & A]
in a promotion that spotlights
“Insomniatic” (including an ex-
clusive track) and the “Super
Sweet 16” DVD.

“These are great visibility
tocls for the girls to set up the
new album,” Bunt says. They
also pave the way for the
duo’s summer tour,
which kicks off July 11
in Phoenix. Sponsored
by Sanrio, the trek fo-
cuses on amphitheaters
and festivals.

Aly & AJ are resonat-
ing with today’s youth
because they are ap-
proachable, Jones says.
“At Radio Disney, we
notice that kids attach
themselves to those
they can aspire to be—
someone who is not out
of reach.”

In the months ahead, Aly &
AJ-branded products will arrive
from Xbox and Nintendo (video-
games), Trends [nternational
(2008 calendar), Huckleberry
Toys (dolls), FEA Merchandis-
ing (apparel), Accessory Network
(accessories), Bioworld (head-
wear), IMT (jewelry), Townley
Girl (cosmetics) and others.

In each partnership, the

FACTORY’S FOUNDER

girls are heavily involved in
product creation, design and
marketing, says Gerry Cagle of
Crysis Management, who over-
sees the duo’s career.

Unlike other Disney-certified
acts, Aly & AJ do not have a con-
tract with the global titan. “We
control all activity with our
brand partners,” Cagle says.
That said, he acknowledges that
Hollywood “isanactive partner
in searching outopportunities.”

Reach Media’s Michael Pag-
notta, whowas instrumental in
the Olsens’ success, says Aly &
AJ are in a great position be-
cause they control their name
and likeness. Still, he has this
advice, “You don’t want to be
overexposed. Keep your long-
range goals in sight. Kids re-
spond to celebrity-based brands
—that is, as long as the brand
partnership makes sense.

And for Aly & AJ, they do. All
this activity, including the ex-
pansion of their sound, is “help-
ing to push our career and brand
forward,” A] says. In the process,
the duo do not want to alienate
any fans. “It’s important to not
stray from our core,” she says.
“There is a fine line between
being creative as artists and
being respectful of fans. We take
that fine line seriously.”

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

>>>EBAY
AUCTIONS RADIO
ADS

eBay has begun
auctioning advertising
airtime on 2,300
participating U.S. radio
stations. The company
will partner with
privately held Encino,
Calif.-based Bid4Spots,
which has been hosting
weekly online auctions
of radio airtime since
January 2005. The
auctions, for which eBay
will receive a
commission for each
dollar spent on ad buys,
will take place on eBay
Media Marketplace,
which also brokers cable
TV ads.

>>>LALA ROLLS
OUT FREE
STREAMING SITE
Lala.com, a Silicon
Valley-based digital
music startup, has
launched an iPod-
compatible online
music service that
offers free streaming
songs in a bid to get
customers to buy music
downloads. Onboard for
the launch is Warner
Music Group, which will
sell songs and albums
without digital rights
management. Lalaisin
talks with other major
record companies to
expand the service’'s
offerings, the company
says. Lala, which is free
and does not carry
advertising, hopes to
make up for licensing
costs of playing the
music online with sales
of songs.

>>>TIMBERLAKE
SIGNS YOUTUBE
SENSATION
YouTube star Esmee
Denters has become the
first artist signed to
Tennman Records, the
label launched by Justin
Timberlake in a joint
venture with Interscope.
The deal places Denters
as the supporting artist
for a handful of
Timberlake’s upcoming
European shows and
positions her for an album
release later this year. She
gained a following
through a series of low-
tech YouTube videos in
which she covered songs
by Beyoncé, Natalie
Imbruglia and others. In
the past nine months, her
videos have received 21
million views.

VRS I[[e® BY SUSAN BUTLER

Writing For
The Gold

NMPA Awarding Songwriters,
Embracing Collaborations

Gold and platinum records
aren’t just for artists any-
more. For the first time
since the RTAA began certi-
fying gold record sales in
1958, songwriters will begin
receiving their own gold and
platinum certificates this
fall from the National Music
Publishers’ Assn. The move
is part of the continuing evo-
lution of the trade group
since its appointment two
years ago of president/CEO
David Israelite, who es-
pouses a “one music” phi-
losophy for publishers and
labels to work together more
closely for the betterment of
the industry as a whole.
Israelite and RIAA chair-
man/CEO Mitch Bainwol
announced the new awards
program at the NMPA’s an-

® O

ers and labels are like wings
of a party. We're all the same
party. We all have a common
mission that is creative suc-
cess, the richness of music.
The very nature of this [cer-
tification] program is to cel-
ebrate excellence.”

The gold and platinum
program isn’t the only sign
of the NMPA’s growing col-
laborative efforts to materi-
alize at the trade group’s
annual meeting, held June
6 in New York. For the first
time, RTAA and Digital
Media Assn. (DiMA) execu-
tives attended, even though
the groups often strongly
oppose publishers’ posi-
tions on licensing and other
issues. RIAA president Cary
Sherman and DiMA execu-
tive director Jonathan Pot-

—~DAVID ISRAELITE, NMPA

nual meeting. The publish-
ers’ group hammered out a
deal with the RIAA so that
every time the labels’ group
certifies sales of a single
record as gold or platinum,
the NMPA will award the
writers of the song with a
certificate. Awards will only
be for singles rather than al-
bums or master ringtones.
The idea had come about,
Israelite says, when Bainwol
invited him to a concert where
Bainwol presented an artist
with a platinum sales award.
‘I remember recognizing
the power and the prestige
that the program carried for
the RIAA, and I began
thinking about ways that we
could similarly recognize
the contributions of song-
writers,” Israelite says. “It
made more sense to partner
with this program, tying in
with its massive success.
Recognizing the contribu-
tions of creators is some-
thing we can agree on.
Bainwol says, “Publish-

8 BILLBOARD

ter traveled from the
nation’s capital to partici-
pate in a panel discussion
on compulsory license re-
form, joined by Register of
Copyrights Marybeth Pe-
ters, Harry Fox Agency pres-
ident/CEO Gary Churgin
and Israelite.

One of the ideas they
briefly discussed was a blan-
ket license for reproduction
rights in all compositions,
similar to a performing
rights license, that would be
available for all forms of dig-
ital and physical products
(including physical prod-
ucts with music videos).
Under this approach, pub-
lishers could individually
opt out of the blanket li-
cense. Sherman and Potter
argued that this would
streamline the licensing
process while preserving
copyright holders’ rights.

Names of the newly
elected NMPA board mem:-
bers can be found at bill-
board.biz/publishing. -
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LAMBERG, left,
and THOMAS

BY SUSAN BUTLER

DEVELOPMENT
BY RTEL

Rob Thomas And Evan Lamberg’s New
Label Gets A Big-League Boost

Every time Rob Thomas hasa
couple of beers with someone
in the music industry, he says
the conversation inevitably
turns to artist development at
labels today—namely, the per-
ceived lack of it. But instead
of just talking, Thomas and his
longtime publishing pal Evan
Lamberg are trying to do
something about it. In an ex-
clusive interview with Bill-
board, the duo reveal that they
have formed R Tel Records to
develop, and make long-term
commitments to, new song-
writer/artists. And they’ve gar-
nered the support of amajor-
league network to help break
those artists.

Under a deal with Sony
BMG’s Epic Records, Thomas
and Lamberg will consult with
Epic president Charlie Walk
and others at the major label.
If R Tel and Epic agree they
love an act, then the major will
fund the project, releasing the
record through RED or Epic.
The first act funded under this
deal is British songwriter/
artist Garfield Mayor, whose
release is expected this fall.

Mayor’s music landed on
Lamberg’s desk at EMI Music
Publishing, where heis senior
creative of A&R and music in-
novations for North America.
The two have worked closely
since Thomas’ early Match-
box Twenty days.

bdiohistory com

Thomas began the devel-
opment process with Mayor
by inviting him to stay in
Thomas’ home for more than
a month while they worked
together writing and produc-
ing the album.

“I'm doing a lot of writing
with these artists and helping
them produce, but it’s not
about me being a producer
and having a writing credit on
the record,” Thomas says. “i
don’t have to have any creative
input whatsoever, but ’m def-
initely here if they want it. 'm
like an in-house musician who’s
been through the last decade
with really great success.”

Throughout the projects,
Thomas and Lamberg will be
tappinginto the resources of
Thomas' manager, Michael
Lippman; their lawyers Owen
Sloane and Kenny Meiselas;
and EMI to help develop the
artists and the label. Thomas
says that EMI offered to lend
its support whether or not the
songwriter/artists sign with
the major publisher.

“We all simply just trust one
another,” Walk says. “It will be
nonpolitical and completely
pure, putting the artist and the
music first.”

While Thomas says he
hopes to have two to threere-
leases each year, R Tel isn’t
under any delivery or time
constraints to keep that

benchmark.

“If you seli 30,000 records,
we don’t blink,” Lamberg
says. “We’re making a second
record. That’s where patience
factors in. We’re not under the
rule that we’ve got to ship a
bunch of records in the next
90 days or our cash flow
won’t be right—there’s no
economic pressure.”

Thomas and Lamberg, who
are receiving demos through
Lippman and EMI, respec-
tively, want to sign self-con-
tained songwriters.

“A great songwriter who'’s
also a great artist, no matter
what genre, will get our atten-
tion,” Lamberg says.

Thomas and Lamberg
aren’t giving up their own gigs
for the label. Their goal with
R Tel, they say, is to create an
intimate, pleasurable atmos-
phere for artists to create
music—with the help of a
songwriter/artist who was
“really fortunate” and a cre-
ative publisher with a big
company behind them.

“We're inno positionin our
heads, our jobs or our lives
where we’re ever in danger of
our egos taking over this proj-
ect,” Thomas says. “We have
no need to try and suck any
blood out of anybody. This
will never be anything more
to us than a home where we
can bring great artists.” <.«
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BY ANTONY BRUNO

STREAMED TO
YOUR PHONE

“If your iTunes library is full of music you

a monthly fee, and is developing a di-
rect-to-customer payment model.

At first blush, placeshifting seems
a threat to the mobile music model,
as customers who stream their
music from their computers are not
buying them via existing a la carte
services from the likes of Sprint and

Melodeo’s Fresh Twist On

Accessing Your iTunes

Music fans have been slow to buy music on their mo-
bile phones. So several companies have responded
with services that let users access from their phones
music that is stored on their computers.

It's called placeshifting-—a term used for the prac-
tice of accessing content stored on one device from
another via the Internet (see story, page 12).

The latest entry into this market is Melodeo, which
is offering a rather unique take on the trend with its
new NuTsie service. Launched as a free beta service this
week, NuTste allows iTunes users to strean their music

toany Internet-enabled mobile phone.

Unlike other placeshifling services
that access music files on users’ com-
puters directly (see sidebar), Melodeo
in this case is operating more like an
Internet radio station. Users export
their iTunes music library information
1o the NuTsie site online, which then
matches itagainst Melodeo’s database
of licensed music.

The company then randomly
streams these songs directly from
Melodeo’s servers, meaning the user’s
computer need not be on for the serv-
ice to work. The random playlist is a
requirement of the Digital Millennium
Copyright Act for such streaming serv-
ices, which sets rules for how often
songs by the same artist can be played
in a given time frame and so on.

In doing so, Melodeo will pay royal-
ties on each song streamed via the
service, inaccordance with webcaster
royalty rates.

copied from friends or you illegally down-
loaded and nobody got paid for it, this is
going to monetize it,” says Dave Dederer,
Melodeo VP of music content and former
member of the band Presidents of the
United States of America. “[Artists] get paid

for it every time you listen to it.”

During the beta phase, the service can
be found only via the NuTsie Web site.
Melodeo hopes wireless operators will
eventually offer it to their subscribers for

PLACESHIFTING PLAYERS

Snatching content from your computer and making it accessible on mobile phones is the hot application du jour for
the mobile entertainment set. Melodeo’s NuTsie is just the latest. A number of other companies are focusing on let-
ting customers access the content they already own, rather than buying something new:

PHLING

HOW IT WORKS: A mobile
blog that lets users stream
photos, music and mes-
sages from their home PC
to their mobile phones
and those of up to six
friends. Members can
browse and sample the
music libraries of others,
submit music reviews and
rate individual tracks.
AVAILABILITY: Sprint, Cin-
gular and T-Mobile; select
phones only.

COST: Free

Melodeo’s NuTsie, demonstrated here
has just launched as a free beta service.

SLINGPLAYER MOBILE

HOW IT WORKS: Allows
users to watch and con-
trol theirhome TV froma
mobile phone. Requires
the Slingbox device in-
stalled in the home and
the SlingPlayer software
downloaded to the mo-
bile phone.
AVAILABILITY: Windows
Mobile and Palm devices
only.

COST: One-time fee of
$30, plus $130-$250 for
various Slingbox devices.

ORB NET'WORKS:
MYCASTING

HOW IT WORKS: After
dcwnloading the com-
peny’s software to the
home PC, users can access

any music, movies or pho-
tas stored on that PC and
get direct video access
fiom sites like YouTube
and Google.
AVAILABILITY: Any Inter-
net-connected mobile
phone.

COST: $10 per month. Ap-
olication s free.

Verizon Wireless.

However, placeshifting has advan-
tages that sideloading—the practice
of transferring music files toa phone
directly, as one would toan MP3
player—does not. Users can sideload
only as many songs as the phone can
store, and neither carriers nor labels
can charge for the practice. Placeshift-
ing meanwhile is a strearning technol-
ogy, meaning there are no storage
capacity concerns, and usage can be

tracked and monetized. .o

]

MAESTRO

HOW IT WORKS: Provides
orni-cdlemand mobile access
to the Maestro online social
music portal, which allows
users to find, manage and |
piay MP3 files stored on
their home PC and explore
music owned by friends
also using the service
Requires the Maestro soft-
ware running on the PC.
AVAILABILITY: Any inter-
net-capable phone (third-
qguarter 2007).

Cost: Free

1CE CREAM CONE: BURKE/TRIOLO PRODUCTIONS/BRAND X-CORBIS

ars weary of “Pop
Goes the Weasel”
and the Mister
Softee theme
during these hot
summer months now have an

SundaeDi

BY KATIE HASTY

{€e Cream “
And Music &

iving

alternative: Michael Hearst's
album “Songs for Ice Cream
Trucks,” due June 12 on Bar
None. The Brooklyn-based
songwriter set out to change
the musical landscape for mo-
bile frozen treat purveyors
with new tunes—and ring-
tones—Tlike “Ice Cream Yo!”
and “Where Do Ice Cream
Trucks Go in the Winter?” In-
dependent ice cream vendors
across the country are already
taking notice.

“I'had nohard and fast rules
as to how to make an ice cream

truck song,” says Hearst, who
also plays in indie duo One
Ring Zero. “They had just
better make people want

to buy ice cream.” And
Hearst’s 13 tracks—short,
whimsical tunes comprising
inelodica, organ, theremin,
guitar, keyboards and a chil-
dren’s choir—appear to be
doingjust that. “Having some-
thing other than a nursery
rhyme makes grown-ups not
mind approaching the truck as
much,” says John Thibodeau,
owner of single-truck opera-
tion Thibby’s Ice Cream in

Green Bay, Wis.

“You can't blast low-end
music coming froma horn
speaker, so the music has
te have a certain tone.

Michael nailed these great
mid- and high-level sounds.
Lots of people ask me about it,
where " gotit,” says Matt Allen,
popularlyknown
as the Ice Cream
Man, who gives
out free ice cream
at major music
festivals across
the country.
Other vendors—

Sell Each Otiter h
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from a startup in Southern
Pines, N.C., to a small fleet in
Portland, Ore.—are catching
on as well.

Prior to its street date,
Hearst’s album has been avail-

able for purchase through his
Web site songsforicecream-
trucks.com and iTunes. Hearst
has no way of monitoring
the songs’ usage in trucks,
however, so he’s crossing his
fingers for more synch/
licensing opportunities. His
music is already slated to
appear in an upcoming doc-

umentary on the origins o
the ice cream sundae.

f

“l don’t think the RIAA or
ASCAP or whatever really have
ice cream truck songs on their

royalties radar,” he quips. -«
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>>>WARNER
JAPAN ENDS

ITUNES HOLDOUT
Warner Music Japan’s
catalog is now
available via the
iTunes Japan Music
Store, leaving Sony
Music Entertainment
(Japan) as the only
major Japanese label
not to have licensed
its repertoire to
iTunes. WMJ’s iTunes
launch is featuring an
exclusive world
premiere of female
vocalist Ayaka’s new
video for her recently
released single
“Jewelry Day.”

>>>LIVE NATION
EXPANDS
FILLMORE BRAND
TO MIAMI

The 2,700-capacity
Jackie Gleason
Theater in Miami is the
latest venue to join
Live Nation’s
rejuvenated Fillmore
brand. Live Nation has
finalized a 10-year
pact (with a five-year
extension) with the
Miami Beach City
Commission, to
operate, manage and
exclusively book the
venue, to be
rechristened Fillmore
Miami Beach at the
Jackie Gleason
Theater. Live Nation
expects to invest $3.5
million in improvements
to the venue.

>>>UNIVERSAL
ACQUIRES
MASSER
CATALOG
Universal Music
Publishing Group has
acquired the catalog
of songwriter Michael
Masser, who was
inducted into the
Songwriters Hall of
Fame June 7. The
publisher previously
administered the
catalog. Masser has
written songs for such
artists as Diana Ross,
Neil Diamond, Barbra
Streisand and Aretha
Franklin.

Compiled by Chris M.
Walsh. Reporting by
Mike Boyle, Antony
Bruno, Susan Butler,
Taylor Grimes, Steve
McClure, Ken Tucker
and Ray Waddell.

For 24/7 news and
b- analysls on your
BIZ mobite device, go to:
mobile.billboard.biz.
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The Music’sIn
The (E-)Mail

Labels Gradually Shifting To Digital Promo Delivery

A growing number of major and independent
labels are going digital when it comes to send-
ing promotional music to press.

Rather than mail an advance CD, some record
companies are instead e-mailing links to down-
load or stream prerelease content.

EMUI’s Capitol Music Group began embrac-
ing the practice regularly at the start of this year
with press promos for acts like Joss Stone, the
Stooges and Mims. Depending on the release,
CMG is servicing music as either an on-demand
stream or a watermarked MP3.

Also going all in on digital servicing as of this
year is indie Beggars Group/Matador, which
has provided advances from acts like New
Pornographers, the National, and Voxtrot as
watermarked digital downloads.

Meanwhile, other labels are experimenting
with the idea. Warner Music Group, Sony BMG
and Universal Music Group, as well as Vice
Recordings have digitally serviced select re-
leases, including the Cribs, Mark Ronson, the
Bravery, and Black Lips, respectively.

This isn't the first time the music business
has experimented with digital promos. Record
companies have been digitally servicing tracks
to radio on a select basis for years. However,
label publicity departments are seeing new win-
dows for digital promos with press contacts
thanks to the rising penetration of MP3 play-
ers, broadband Internet connections and media-
friendly computers with large hard drives for
storing content.

Driving the move is the opportunity for
cost savings.

Labels send upwards of 2,500 promotional
CDs to press, radio and retail for an average re-
lease in the United States. And when manufac-
turing, packaging and mailing costs are factored
in, they spend $3 per unit in some cases. Spread
out across a dozen or so releases for an inde-
pendent label, that translates to almost $100,000
or more in annual promo costs. Fora U.S.
major-label imprint that might put out 50 front-
10 |
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line releases or more per year, thatnumber can
approach $500,000 and beyond.

Those numbers can run even higher when
watermarking costs are factored in for promos
of priority releases. Not only are there the di-
rect costs of the technology, but also mailings
have to be sent via FedEx or UPS so labels can
keep track of sensitive promo discs and make
sure they reach the right person. “The water-
marking thing can get out of control,” one major
label publicity executive says, noting that reser-
vicing music to members of the press who mis-
place a promo disc or don't receive a mailing
becomes particularly expensive. “Every time we
do a one-off watermark it’s $125. It adds up.”

Label publicity executives say that offering
digital promos affords a number of advantages,
including the option to expand the number of
promotional outlets it reaches ou! to in a pre-
release campaign, the ability to distribute ma-
terial instantaneously and the flexibility to
reservice records an unlimited number of times.

Of course, there are risks involved with going
all-digital on promos.

“You are basically asking the end recipient
to do more work,” says Matt Harmon, VP of
sales and marketing for Beggars Group.

What's more, there are still plenty of luddites
who prefer physical product to digital. Labels
still distribute CDs to press contacts who re-
quest them.

Such issues may not be a factor for critically
acclaimed and commencially successful acts.
But for baby bands, labels fear that they can get
lost in the e-mail shuffle.

And for labels that haven’t yet switched to
digital promos, still the vast majority of the in-
dustry, there’s the political sensitivities of which
acts go first.

Nils Bernstein, head of publicity for Mata-
dor, says the label ultimately chose a reissue of
Pavement’s “Wowee Zowee” last November as
its test case, but says, “We were wary of mak-
ing any one record the guinea pig.” e

WY1/l BY AYALA BEN-YEHUDA

MTV Latin America

Gets Local

New Music VP Says Regionalization Will Target

Tastes, Save Money

Decentralizing Miami operations at MTV Net-
works Latin America (MTVNLA) to Mexico,
Argentina and Brazil will mean more cost-
effective, locally flavored programming—so
says Jose Tillan, who will manage newly ap-
pointed regional content heads in his new
position of senior VP of content and music
for MTV/VH?1 Latin America.

Under the strategy, the network will shift
production to regional hubs in Mexico City,
Sao Paulo and Buenos Aires, in some
cases partnering with local com-
panies (such as Televisa in Mex- )
ico and independent houses in
Argentina) to develop new se- |
ries and use “less of the canned
international library,” Tillan says.

The channel already tailors its
music and imaging to regional tastes, but
programming decisions and responsibility
for ratings will now fall under executive-level
purview closer to where consumers are.
Using experienced local editors, graphic de-
signers and production teams offers “great
quality, great editorial . . . [that’s] very af-
fordable to produce.”

Tilldn’s most recent role supervising music
and talent for MTVNLA and MTV Tr3s will
expand to “connecting the dots”: overseeing
the look and feel of the channels, developing
more programs with specific advertisers and
co-productions with pan-regional appeal. A

recent example is the “Rally MTV” road race
with Chevrolet that will also air stateside on
MTV Tr3s.

MTVNLA has taken small steps toward re-
gionalizing—its Premios MTV Latinoamer-
ica Awards show was held for the first time
in Mexico City last year, and it has created
separate feeds for Mexico, Argentina, and
Central and Northern South America—but
the restructuring will make Miami an “idea-
generating, dream-out-loud department
rather than an operational producing

facility with {[programming] control.”
\ The full restructuring is expected
| to be completed by year’s end. Digi-

tal media operations for the network
have already moved to Buenos Aires,
with 126 positions slated to move there
from Miami.

MTV Tr3s was expected to name some-
one to take over Tillan’s day-to-day respon-
sibilities at the U.S. channel. Tillan will stay in
Miami and continue reporting to MTVNLA
president Pierluigi Gazzolo. VP of MTV/VH1
content for Mexico Vicente Solis and VH1
Brazil content VP Jimmy Leroy will now re-
port to Tilldn from their respective territo-
ries, as well as to existing country GMs Paula
Guerra (Argentina), Alvaro Barros (Brazil)
and Carlos Magana (Mexico). A head of con-
tent for Argentina had not been named at
press time.

Effective this issue, the top

: 360 DEGREES OF BILLBOARD 10 from the new Canadian

CHARTING CANADA

One of Billboard’s franchise charts expands
north of the border this week with the launch
of The Billboard Canadian Hot 100. The new list,

RIHANNA: BIG

which ranks songs’ popularity by blending dig-
ital track sales measured by Nielsen SoundScan
with radio tracking from Nielsen BDS, bowed
June 7 on billboard.com and billboard.biz.

Www.americar{adiohistorv.com

Hot 100 wilt appear in the
magazine’s Hits of the World section (see page
50). SoundScan’s Canadian Digital Songs
chart, which has appeared in the magazine
since March 2006, will continue to appear on
billboard.biz. Al 100 titles on the new chart
will appear on both Web sites.

The Canadian Hot 100 emulates the formula
that drives The Billboard Hot 100, which has
mingled sales and radio data since its launch
in 1958. Along with SoundScan’s digital sales
data, the new chart is driven by BDS’ Canada
All-Format Airplay, with a panel of more than
100 radio stations. The comprehensive radio
panel includes the country’s leading top 40,
tock, country and AC stations.

Rihanna has the honor of the chart’s first No.
1 with “Umbrella,” featuring Jay-Z, the song
thatis in its second week at No. 1 on the origi-
nal Hot 100. Canadian acts found in the inaugu-
ral chart’s top 20 inciude Finger Eleven, Nelly
Furtado, Michael Bublé and Avril Lavigne.

The Billboard Canadian Hot 100 is managed
by Paul Tuch, director of Canadian operations for
Nielsen BDS, in consultation with Silvio Pietrolu-
ongo, Billboard’s associate director of charts
and manager of The Billboard Hot 100. .o
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Scratching Up Patent Law

Will Reforms Affect Digital Music?

During the final days of the
109th Congress last year, Sen-
ate and House Judiciary sub-
committees were heatedly
negotiating copyright bills that
address music licensing. But
since the new Congress con-
vened in January, copyright is-
sues have been sidelined while
patent law reform has taken
center stage. Though this topic
has seemingly been of little
interest to music industry
groups, patent litigation canin-
deed affect the use of music.
The latest example of this
impact isa patent infringement
suit filed May 21 by Amster-
dam-based N2IT Holdings. The
company invented a product for
Djs called Final Scratch. N2IT
is asking a federal court in Los
Angeles to force Native Instru-
ments to take its new product,
Traktor Scratch, off the market.
Kurosh Nasseri in Washing-

ton, D.C., has worked with
N2IT for several years. Nasseri,
a lawyer whose clients include
top dance-electronic artists, pro-
ducersand D]Js, says he was ex-
cited when he first saw the
invention. “This is cutting
edge,” hesays. “It pulled DJ’ing
into the 21st century.”

Nasseri says that many D]s
veered away from using vinyl
records in favor of CDs and
MP3s so they wouldn’t have to
carry around suitcases filled
with bulky discs that damaged
easily. But there was a trade-off:
They lost much of their control
over turntable spin techniques
like slowing down, scratching
and matching mixes. The Final
Scratch hardware/software
combination allows DjJs to use
a special time-coded vinyl
record on a conventional
turntable to manually control
the playback of digital music

tracks in a laptop.

A market is developing for
this type of product, with sev-
eral companies adopting the
N2IT approach, Nasseri says.
N2IT secured patentrights in
the Netherlands and the
United States, and has sold
more than 15,000 units since
its release in 2001, he adds.

According to the lawsuit, the
first version of Final Scratch op-
erated on Linux-based computer
systems. N2IT contracted with
Stanton Magnetics to manufac-
ture and distribute the products
as well as help develop a version
that would work with Windows
and Mac systems. Stanton sub-
contracted that development to
Berlin-based Native Instru-
ments Software Synthesis.
Nasseri says thatin anticipation
of working together, N21T pro-
vided confidential information
about its technology to Native

Instruments subject to a confi-
dentiality agreement and sent
personnel to Berlin to train
Native’s employees on how the
system worked.

Last month, Native Instru-
ments North America released
Traktor Scratch, which the law-
suit claims “is strikingly simi-
lar to Final Scratch and uses the
technology” of N21T’s patent.
Native Instruments did not re-
spond to a request for comment,
soit’s unclear whether the com-
pany will challenge the validity
of the patent or argue that the
later praduct simply doesn’t in-
fringe N2IT's patent. Mean-
while, both companies will likely
spend major bucks to litigate.

Questions about the validity
of patents and the risks of liti-
gation are two of the reasons
thereis an outcry for patentlaw
reform on Capitol Hill. Critics
of the current law claim, among

NASSERI

other things, that U.S. Patent
Office examiners grant patent
applications that never should
have been granted. Patents are
supposed to protect only
processes, machines, manufac-
tured articles and compositions
of matter (e.g., chemicals) when
they are truly new and innova-
tive. If they ever existed before,
as proved by evidence called
“prior art,” then the application
for a patent must be rejected.
Current procedures to chal-
lenge the validity of a patentare
notoptimal: filing a request for
a re-examination of the patent
application or filing a lawsuitin
federal court. The former essen-
tially asks government examin-
ers to admit to making a
mistake. Critics point out that
lawsuits often resultina defen-
dant, who could win the suit,

settling by paying, for ex-
ample, $3 million to li-
cense patent rights from
a plaintiff rather than
spending $5 million to go
to trial.

The Patent Reform
Actof 2007 is an attempt to re-
solve these and other issues.
Sen. Patrick Leahy, D-Vt.
introduced the Senate version
(S. 1145), and Rep. Howard
Berman, D-Calif., introduced
the House version (H.R.
1908). While it doesn’t focus
on the examination process
(which experts say would be
difficult to define in legisla-
tion), it creates a “post-grant”
process to challenge a patent.
This procedure would be held
before an administrative law
judge, and the claim could be
filed only by someone who
would suffer harm if the
patent were enforced.

Hearings on the bills are
still ongoing, so there’s time
for digitally minded music
executives to check out pro-
posed reforms. oo

Varoom ... we will get your motor runnin/

Nobgdy walks in LA

ﬁ.»\/"/o Whether it is all show or all go, First Entertainment Credit Union is
making ceals on wheels. So stop your California dreaming. Now’s
the time to make a move on that ride you’ve been aching for.

New or used, we are your ticket to ride.

With rates as low as

9%

This is truly a moving experience.

So step on it!
Offer ends june 30, 2007

| I .
o CREDIT U1
An Alternative Wayto B nk[k

888.800.3328 www.firstent.org

“APR = Annuial Percentage Rale. 5.90% APR is ihe prelemad rate for new veticles up to 60 mokths at a monthiy payment of approximately $19.30 per $1.000 bon owed. Rale of 8.60% APR 1S for used (Maumum age 6 years
okd) vehicles up to 60 months ata monti®y payment of approximately $19,62 per $1,000 borrowed Rates shown include 2 0.50% discount for automakc payment from a Fust Entertainment Checking account Addittonal sates
and teis may apply, calt for detaiis. Amount financed may not exceed the MSRP of 120% of the hgh Kelley Blue Book NADA value for new (115% for used), including ax, ficense and Mechanical Brealown Proteciion Rates

are subject 1o changewithout notice. All toans subject to credit appyoval. Difer expires June 30, 2007, *"Buisting First Enter ainment auto loans may not be refinanced under the lerms of Lais offer
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Buy Once, Play Anywhere

Wireless Carriers Want To Spread Your Content Across All Your Screens

Content providers sitting
down to make distribution
deals with wireless operators
are noticing something a bit
different about the suits on the
other side of the negotiating
table: Increasingly, their con-
versation is no longer limited
to just wireless experiences.

The top executives in charge
of striking content deals at such
carriers as AT&T (formerly Cin-
gular) and Verizon are now re-
sponsible for driving the
content strategies across their
organization’s other chan-
nels—including Inter-
netand digital TV.

While their motivation
may be to leverage their
wireless assets to better com-
pete for home services with
cable rivals Comcast and
Time Warner, the ultimate
consequences of this effort
are profound. At stake is the
very future of how consumers
access and pay for entertain-
ment content across multi-
ple platforms.

Today, content and service
providers benefit from a
model that is designed to sell
consumers the same content
in different formats. Buy or
subscribe to something online
orvia cable, and youll have to
pay for it again to access it on
your mobile phone.

For instance, Rhapsody
subscribers who already paya
monthly fee to access the
music service online have to
pay an additional $7 per
month to get the same Rhap-
sody radio stations on their
mobile phones via Sprint.

But the growing number of
companies offering content

Consumers may soon be able to access content like
MAROON 5’S ‘Makes Me Wonder’ video on their TV,
computer and mobile phone—all for one charge.

stored on one device from
another (see story, page 9)—is
causing content providers and
network operators to rethink
the nature of how content is de-
livered and monetized across
multiple channels.

“Eventually, the buy-once/
play-anywhere model will be
the value proposition you
must meet as a content dis-
tributor,” says Mark Desau-
tels, VP of wireless Internet
development for CTIA-The
Wireless Assn. “Wireless will
just become the natural ex-
tension of the need to provide
a consumer with access to
content ubiquitously and on
any device—TV, PC or mo-
bile phone.’

The industry is already see-
ing early stabs at this. In
March, AT&T began offering
a free year of the Napster sub-
scription music service to any
customers signing up for its
Internet and wireless services.

placeshifting services—which
allow users to access content

PHOENIX RISING

Time to toss out your old clock radio.
The Com One Phoenix radio features
a Wi-Fi wireless Internet connection

for $250.

that lets users play not only AM/FM stations, but also
stream virtually any Iinternet radio station in the world. Of
course, users still need to have a broadband Internet con-
nection and a Wi-Firouter already in their home for it to
work. Past that, the Phoenix lets the user bookmark fa-
vorite radio stations, view track and artist info, and even
play MP3, WMA and Real Audio digital files. And with an
optional Bluetooth adapter, it will stream all the same to
an existing home entertainment system.

The Phoenix is expected to be available this summer

—Antony Bruno
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Users can manage their Nap-
ster account from their mo-
bile phones at no additional
cost but can’t yet stream or
download music, although
company officials say that ca-
pability is coming.

What made this possible was
the merger of BellSouth and
AT&T, which included wireless
operator Cingular. Once AT&T
completed the merger, it began
condensing all the content li-
censing operations of its TV,
Internet and wireless divisions
under one roof.

Verizon Communications
is doing much the same
thing. In January, it pro-
moted Verizon Wireless head
Denny Strigl to president/
COO of the entire company,
giving him control over the
wireless and wireline divi-
sions. He subsequently au-
thorized key members of his
wireless team to strike con-
tent deals that spanned all
Verizon platforms.

The motivation is
fairly obvious. AT&T
and Verizon are

trying to compete

with cable opera-
tors for TV access
with fiber optic IPTV services
—AT&T’'s u-Verse service
and Verizon’s FiOS attract
about 26,000 and 350,000
subscribers, respectively.

Meanwhile, Comcast alone
commands some 13 million
digital cable TV subscribers,
and therefore gets the best
deals on video and other pack-
ages when negotiating with
content providers.

However, AT&T and Verizon

have significant wireless sub-
scriber bases—47 million and
42 million, respectively. With
mobile becoming the all-im-
portant third screen, they can
now leverage their wireless
prowess to get better deals for
their other platforms.

Meanwhile, cable companies
aren’t exactly resting on their
laurels. Comcast, Coxand Time
Warner all offer wireless serv-
ices through a reselling rela-
tionship with Sprint, and they
now own enough wireless spec-
trum to individually launch
their own nationwide wireless
networks in the future. They
also offer landline voice serv-
ices as well.

Today, the primary benefit
is to offer bundled services all
on one bill. Tomorrow, it will
be about offering access to
entertainment content across
these various platforms for
one price.

“As networks and devices
get smarter, consumers will
demand access all the time,”
Music Choice CEO David Del
Beccaro says. “If you don’t
give it to them, they’ll just go
get it elsewhere.”

Apparently some content
owners haven’t gotten the
memo yet. Late last month,
Major League Baseball re-
newed its attack on Sling-
Media, accusing the service of
illegally “misusing” its content
by allowing users to view their
cable feeds on their computers
while traveling.

MLB would prefer that base-
ball fans pay it directly to
stream games from its online
portal. But this argument
likely won't take place in five
years. When MLB or any other
content provider is negotiat-
ing its TV distribution deals,
the person across the table will
also be demanding that same
content for their Internet and
wireless subscribers.

“Placeshifting technology is
why these access and content
providers are only going to be
able to charge for content one
time,” Desautels says. “That
is where consumers are
pushing the business model
toward. In the short term,
that means leaving money on
the table.” e

. For 24/7 digital news
b|z and analysis, see
L billboard.biz/digital.
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GET UP, STICK UP

Bob Marley’s “Exodus” is
celebrating its 30th an-
niversary with an exclusive

of the album released on a
USB memory stick. Fans
can acquire the memory
stick only from the late
artist’s official Web site,
bobmarley.com. Only 4,000
devices are available. They
contain the original 10
songs, as well as three
video tracks of live per-
formances at London’s
Rainbow Theater from June
1977, and other audio and
video content.

I new, limited-edition version

AN INDEX FOR MOS

Ministry of S5ound has
tapped video search en-
gine Blinkx to transcribe
and index its online music
video library on Ministry of
Sound TV. The site has
more than 500 music
videos, exclusive dance-
music DJ interviews and

TITLE
ORIGINAL ARTIST

LYNYRD SKYNYRD

'HOT RINGTONES.. ' Billbeard

BITS &BRIEFS

footage from a permanent
fitlm crew sending video
dispatches from Ibiza. In
addition to formatting the
content for easy video
search, Blinkx wilt also add
MoS video in the results of
its video search portal.

AMP’D MOBILE FILES
CHAPTER T

Startup wireless operator
Amp’d Mobile has filed for
Chapter 11 bankruptcy, un-
able to meet payments
due on almost $100 mil-
lion of debt. The company
had raised some $360 mil-
lioninfunds. Investorsin-
clude MTV Networks and
Universal Music Group. To
date, it has acquired
slightly less than 200,000
subscribers, almost haif of
which signed up in the last
eight months. The com-
pany says it will continue
to offer service and ex-
pects to emerge from
bankruptcy “soon.”
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Musiqg Soulchild's “teachme” Is the week’s fone
newcomer to the top 20 at No. 17. The track's
15% Increase is the largest percentage gain of
any title in the top 20.
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'Making The Brand

‘_Mla-IAEL PAOLETTII mpaoletta@billboard.com

Dream Weavers

Shushybye Turns Toddlers’ Nap Time Into A Viable Brand

Three lessons in brand building that the 2.
year-old Shushybye brand teaches us: One,
find an untapped niche; two, build a strong
foundation; three, take your time.

Given all that, Shushybye may not be on
your radar screen—at least not yet. But this
is about to change-—thanks to a few recently
inked partnerships that span the worlds of
music, toys, publishing and clothing.

By focusing exclusively on “sleepytime,”
Shushybye founder Steve Syatt—who was
instrumental in the launches of Pokemon, Bob
the Builder and other brands via his SSA pub-
lic relations firm—has tapped into an untapped
area of the babies and toddlers market. And
brand partners are taking note.

Global toy manufacturer Jakks Pacific has
signed on as Shushybye’s master toy licensee,
while Adorable Kids is the brand’s sleepwear
licensee. The former will begin rolling out
Shushybye toys in 2008. Later this year,
Shushybye sleepwear will hit stores through-
out North America—at about the same time
the Syatt-penned “Shushybye: Close Your
Eyes” book arrives via St. Martin’s Press.

On the music front, the Shushybye brand
now has something in common with Green
Day and Goo Goo Dolls. Pat Magnarella and
Chris Allen, of Pat’'s Management Co., are man-
aging the Shushybye Dream Band. Creative
Artists Agency handles all bookings.

According to Allen, who discovered
Shushybye by way of his children whoare
fans of the brand, the Shushybye Dream
Band will initially tour as a supporting act,
possibly opening for the Wiggles, an-
other act booked by CAA. “We're looking
for a built-in audience base,” Allen says.

“At this point, the Wiggles are Green Day
and the Shushybye Dream Band is Plain
White T’s,” he continues. “We hope to take
Shushybye to the Green Day level.”

To be sure, Syatt knows a thing or two about
building a brand from scratch. When Shushy-
bye was simply an idea in his mind, Syatt says
he fully understood the importance of creating
a “real concept” before approaching potential
licensees. In other words, create a foundation.

To get the Shushybye ball rolling in 2005,
Syatt self-funded and manufactured the
Shushybye Dream Box, which included a self-
published book, a five-song CD and a 6-inch
plush doll. Syatt manufactured 3,000 Dream
Boxes and sold them on consignment at Bor-
ders Books & Music locations in California.
Each Dream Box retailed for $18.95. To help
raise awareness of his brand and sell product,
Syatt participated in more than 100 in-store
events at Borders. According to Syatt, under
the terms of his arrangement with Borders,
the retailer kept 40% of Dream Box sales.

While the Dream Boxes sold out, Syatt made
no money from the deal, but that was fine by
him. He saw the business arrangement as
pure brand building and a way to create buzz.

This paved the way to a deal with WGBH
Boston Video, which released “The Shushy-

bye Dream Band: Live on Tour” DVD at the
end of 2005. The following year, Koch issued
the debut Shushybye-branded album, “Shushy-
bye & Goodnight.” The CD earned an iParent-
ing Award. It was sold exclusively online.
Veronica Villarreal, director of market-
ing and business development at Koch, says
this decision was based on the realities of the
marketplace. “Property-based children’s
music traditionally does not go into brick-and-
mortar retailers without other drivers, like

N
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toys, videos and other
branded-products already in
place,” Villarreal says. “At the
time, the Shushybye brand was new and just
getting its feet wet.”

Villarreal expects the second Shushybye
album—featuring 11 songs, all penned by
Syatt, and due next year from Koch—to be sold
in physical retail stores, as well as online. She
credits this to the power of brand building.

One year ago, “The Shushybye Show”
launched on XM Satellite Radio’s XM Kids
channel. Earlier this year, “Shushybye Baby”
debuted on the year-old, round-the-clock cable
channel BabyFirstTV.

“TV exposure is so important for children’s
brands,” Villarreal says.

In the course of this activity, Syatt came to
the conclusion that you can’t build a brand too
slowly. “But you can kill a brand by rushing it
into national retail before it’s ready,” he says.

With ample activity surrounding Shushy-
bye, Syatt now has his eyes firmly set on lin-
ing up a half-hour show for national TV and
international distribution. “Music and books
are the foundations of the brand, but you must
also have other products and TV,” he says.

“I'm doing everything backwards,” Syatt
says with a laugh. “I didn’t start with TV. But
my way seems to be working for me.” -«

For 24/7 branding news

and analysis,
see billboard.biz/branding.
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MY PERFORMANCES WERE
TO BOOST THEIR MORBALE.
INSTEAD, THEY BOOSTED MINE.

Thom Shepherd on toar for Armed Forees Entertainment in Southwest @sia

. .

“Responsibility. That's what you feel when a soldier tells you a song you wrote inspired
fim to join the military. And when that same soldier says “Can ! get a picture?”
and you notice the LCD display on his digital camera s shattered because it stopped
the bullet that tore through his flack jacket, it really hits hame. And when that soldier
sincerely thanks you for being there and singing for a couple hours, and you thank him
back for being there full time, putting his life on the line. and to be careful in Baghdad,
it puts things in perspective. Performing for Armed Forces Entertainment is one of the
most rewarding things I've ever done. And once you do a tour, and meet those
outstanding people, you want to do it again. That’s why I've been an seven
AFE tours. And why I'll keep doing them as long as | can.” Thom Shepherd

Thom Shepherd is a Nashville-based singer/songwriter whe wrote Craig Morgan’s
#1 single, “Redneck Yacht Club® and David Ball's “Riding with Private Malone.”
*
* *
*

ARMED
FORCES

ENTERTAINMENT.
WHERE STARS EARN THEIR STRIPES

FIND OUT IF YOU HAVE WHAT IT TAKES TO TOUR
GO TO ARMEDFORCESENTERTAINMENT.COM
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GROSS/
TICKET PRICE(S)
$2,787,637
$225/%175/
$127.50/$87.50

$2,293,021
$225/$175/
$12750/$87.50

$2,186,358
(4,300,348 reates)
$26786/%344.84

$1,981,077
{2.340.913 pesos)
$125.32/323.21

$1,788,778
$98.50/$59.50/
$34.50

$1,532,518
($1863.425 Austrahan
37151

ARTIST(S)

Venue, Date Capacity

Colosseum at Caesars Palace,
Las Vegas, May 30-June 3

Colosseum at Caesars Palace,

16,592
Las Vegas, May 24-27

37,406
41,205

Brazil, May 20

35,139

Fara Sol, Mexico City, May 27 51,215

Merriweather Post Pavilion,
Caolumbia, Md., May 30-June 3

PINK, THE ANDROIDS

Entertainment Cenztée, Brisbane,

21,431
Australia, May 24-

Attendance

20,330 20.740 five

shows three seltouts

CELINE DION

four sellouts

31,094
35.000 five days

21,800 two shows

opyright 2007 Nielsen Business Media,

tnc. All rights reserved. Boxscores should
be submitted to. Bob Allen, Nashville.
Phone: 615-321-9171. Fax: 615 321-0878 For

research and pricing. cali Bob Allen.
FOR MORE BOXSCORES GO TO:
BILLBOARD.BIZ

Promoter

Concerts West/AEG Live

CELINE DION

Concerts West/AEG Live

HIGH SCHOOL MUSICAL - THE CONCERT

Estadio do Morumbi, Sao Paulo,

Evenpro/Water Brother, Mondo Entretenimento

HIGH SCHOOL MUSICAL - THE CONCERT

CIE

I.M.P.

Michael Coppel Presents

CAPITAL JAZZ FEST: AL JARREAU, GEORGE BENSON & OTHERS

$1,287,564 HIGH SCHOOL MUSICAL - THE CONCERT

(13885090 pesos) A uditorio Coca-Cola, Monterrey, 16,192
Mexico, May 24-25

$17155/$29.67

$1,218,573
(13.118.450 pesos) i i
$260.09/$3716 ::459?'2:: aea)llazlgACH. Chihuahua,
CHAYANNE

Gibson Amphitheatre, Universal
City, Calif., May 18-20

17,961
21.000

$1,165,590

$125/$60 15,786

$77.50/339.50 Ford Amphitheatre, Tampa. Fla, 19,476
Junz 2

sellout

KISS 108 CONCERT: DAUGHTRY, OMARION, FERGIE & OTHERS

$1,110,355
$200/$35

$1,081,651

19,822

Tweeter Center, Mansfield,
9 13.900

Mass., May 1

HIGH SCHOOL MUSICAL - THE CONCEPT
(11.660.745 pesos)

Areqa VFG5, Guadalajra, Mexico, 19,120
May 23-30

$12523/$25.97

$1,049,985

(11356100 pes0s) “Etzdio alfonso Lastras, San
$184.92/$36.98 Luis Patosi, Mexico, May 26

12,770
20.426

18.396 two shows

three sellouts

19.440 two shows

CIE

Cardenas Marketing Network, Live Nation

PRI R KENNY CHESNEY, SUGARLAND, PAT GREEN

Live Nation, The Messina Group/AEG Live

Live Nation

<IE

CIE

$1,003,363 ERIC CLAPTON, ROBERT CRAY BAND

$85/$65/348.50 Ker?a_er Arena, Kansz: Clty, Mo., 14120
Aprll 2 sellout

$965,327
$77.50/$39.50 19,302

sellout

Wes: Paim Beach, Fla. June 3

$962,755

ZOOTOPIA: FERGIE, DAUGHTRY, KATHERINE McPHEE & OTHERS
$253/$198/%98/

NassaL Coliseum, Unizndale, 10,469
368 NY., May 13 1367

$960,281

$68.50/$58.50 14,506

sellout

rleans, May 31

ROD STEWART

Ame*ican Airlines Cer-erDallas, 12,127
April 1€ seflout

$917,665
8125/455

$914,422

125/$45 areel Theatre, Los Angeles, 10,298
ay B

y 19-20 N.523 two shows

HIGH SCHOOL MUSICAL - THE CONCER

5891,140

464377400 pesos) “pisea Atletiza, SantiagC. Chil
14393/83454 Moy oo Sontlegs Chile,

878,377

16,570
25.000

seresry L

c=

Auditoro Coca-Cola, Monterrey, 16,591

1
Mexico, May 30 16.884

$23173/932.44

KRCQ WEENIE ROA

Verizon Wireless Amph theater,

$855,510

5/$55 16,061

sellout

Irvine Ca.if., May 19

849,815

216,400 pesos) ~Egtad,o Revolucion, To—eon,

13,586
$ 85 46/$46.37 Mexica, May 24

14344

$811,858
$3350/$43.50 12,258

May ‘enout

%760,025
%72.46/$30 AT&T Center. San Antonid, May 21 lgﬁggts

$597,370
¥~9.50 Tweeter Carter Waterfrent,

Camden, N.J., May 20

TOOL
Ford Cenrer, Oklahoma City, May 19

STEELY DAN, SAM YAHEL TRIO

5377180
$W4.41/345 12,503

sellout

$352,550

3:0/350 Beacon Thaztre, New York, £,676

May 21-22

LUIS MIGUEL
4377957456 bolvares)

Estadic ce Béisbol de UCV,

641,187

€,312

= .88/$225 Caracas, venezuela, May 26 32

5564,832

two sellouts

+EG Live

KENNY CHESNEY, SUGARLAND, PAT GREEN

Sound Advice AmphiTeatre,

Live Nation, The Messina Group/AEG Live

L ve Nation,

Te Messina Group/AEG Live

Concerts West/AEG Live

STEVIE NICKS, CHRIS ISAAK

LEe Nation

CE

Live Nation

CIE

Liwe Nation

Liv= Nation

, 2100

KENMNY CHESNEY, SUGARLAND, PAT GREEN

gew Orleans Arena, New

INCUBUS, BAD RELIGION & OTHERS

RICKY MARTIN
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A Philosophical

Approach

Sexton Is The Master Of His Own Domain Onstage

When 2007 winds down, huge-grossing tours
like the Police, Tim McGraw /Faith Hill, Kenny
Chesney, Genesis and others will generate the
headlines, top the year-end lists and deservedly
receive much focus. People have a natural in-
clination to want to know who’s biggest, who's
tops and who makes the most money.

That’s fine. But thereis a whole other tour-
ing world out there made up of artists under
the radar who may never see six zeroes at-
tached to their names, but will still reach thou-
sands of music lovers before they leave the
road. They ring up millions of miles and tril-
lions of notes, and they rock the house night
after night.

I's unlikely singer/songwriter and bona
fide soul man Martin Sexton willend up any-
where amid the top boxscore charts at the end

SEXTON

of the year. But he nevertheless is making beau-
tiful music and receiving his reward. On the
Road caught up with Sexton prior to his recent
show at Nashville mainstay the Exit/In, where
he shared his worldview on making music.

A question, or some variation thereof, |
tend to ask a lot musicians is how they rank
the relative rewards from the career triumvi-
rate of recording, songwriting and playing
live. Theanswer is always intriguing, but Sex-
ton, touring in support of his new record,
“Seeds,” was particularly philosophical.

“I definitely prefer live performance over
the rest,” Sexton says. “I've always loved in-
stant gratification, and it always got me in
trouble as a kid.”

But Sexton says there is more to his love of
live than the “selfish applause thing.” It's more
of a spiritual transcendence, if you will.

“It does feed my soul, for lack of a better
phrase, to have that connection and human corn-
14 |
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munion with other people and to do what I think
I was put here on Earth to do from my higher
power,” Sexton says. “To express joy and to be
an example that there is good in the worid.”

Conversely, writing songs can be a bit of a
grind for Sexton. “Songwriting is like my home-
work. That’s sitting down at the dining room
table with an English composition in seventh
grade,” he says. “That’s the part I'm not crazy
about. | love the beginning of the song and the
ending of a song, but the middle is a ball-buster.”

Sexton says he can “make up songs in my
sleep,” but not full songs, just ideas. “Like,
‘I'm sittin” here on the bus/and | know that I
just must/finish this interview/and drink my
coffee with you,” ” Sexton sings, finishing with
abe-bop flourish. “I can think of melodies and
words, but to come up with an actual cohesive
song, that’s the hard part.”

Recording, on the other hand, is like an ex-

tension of the live show for Sexton. “Lately
I've been taking to recording at my cottage up
in the Adirondack Mountains,” he says. “I'm
getting spoiled. We smoke brisket and pulled
pork, lay down tracks, and the smoke comes
through the cabin windows. If we get a little
fried, we just go out and jump in the lake,
throw a line in the water.”

Indeed, Sexton’s latest, on his own Kitchen
Table Records, does have aloose, organic, dare
we say “smokey” feel to it. “That’s the beau-
tiful part about being independent,” Sexton
says. “There’s no A&R guy with a cigar say-
ing, ‘l car’t hear the hit.” No pressure, but it's
a double-edged sword, being your own boss
and A&R guy, which I’'m not.”

Sexton says he’s very much enjoying inde-
pendence. “Ina world where everything seems
to be corporately—if that's a world—dominated,
it feels good to be self-sufficient,” he says. “l am
beholden tono one. I don’t need to fix anything
to fit a certain format. Yet I can be comfortable
where I'm at. I'm not showing up in my three-
cylinder Subaru with dust all over it driving
through Texas to get to the coffeehouse.”

Which brings us back to the subject of the
live performance mojo. “I believe we are all
channels of what I call God's peace,” Sexton
says. “My favorite prayer is the prayer of St.
Francis: ‘Let me channel through peace.” I get
stuck, I get in my own way, and I've got to flush
it out, get myself out of my own way. That's why
I love live performance, because on a good night,
I can feel myself being just in the right place
and doing what I'm supposed to be doing.”

Dang, and all this time we thought people
joined rock bands to get rich or, as Keith
Richards supposedly once said, “to meet birds.”
Amen, brother Martin.

. For 24/7 touring news
b'z and analysis, see
b billboard.biz/touring.
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Classical Music In Germany Takes To The Great Outdoors

BERLIN—Germany'’s recent boom in classi-
cal music is moving outdoors.

As the first stirrings of summer ripple
across Europe’s largest country, market
squares, public parks and castle courtyards
are scenes of frenzied activity. Construction
is beginning on stages and seating for an un-
precedented number of outdoor live classical
music events.

“We're experiencing an open-air boom,”
says veteran Berlin-based concert promoter
Peter Schwenkow, who estimates Germany
will stage more than 800 open-air classical
concerts this summer, with total audiences
exceeding 2 million people. Promoters reckon

From left: Berlin-based
concert promoter PETER
SCHWENKOW with artists
ANNA NETREBKO and
ROLANDO VILLAZON.
Inset: Berlin’s 22,000~
capacity open-air
Waldbuhne.

those shows will generate in excess of €150
million ($202 million) in ticket sales.

Schwenkow is CEO of DEAG, one of Ger-
many’s largest promoters, which setup a ded-
icated classical concert unit in 2004.

The number of classical music festivals has
increased steadily during the past two decades.
Local authorities have worked with promot-
ers to organize such events, which are seen
as important tourist attractions. According to
the government’'s German Music Informa-
tion Center in Berlin, there were 94 classical
music festivals in Germany in 1986—by 2006,
that had risen to more than 300. This sum-
mer sees the introduction of a string of large-
scale one-off outdoor classical shows.

“The increase in sales of classical music plus
the adoption of the same type of marketing
used for pop music has created major stars,
which are now fueling the open-air boom,”
Universal Classics and Jazz Germany manag-
ing director Christian Kellersmann says.

According to the German arm of the IFPI,
12.9 million classical albums were sold in
2006, an 8.5% rise from 2005. Classical re-
leases also began delivering mainstream chart

success last year (Billboard, July 29, 2006).
The most recent example of that phenome-
non is “Duets” (Deutsche Grammophon) by
soprano Anna Netrebko and tenor Rolando
Villazén. Released March 16, it remains in the
top 20 on the Media Control chart and, accord-
ing to the label, has shipped more than
150,000 units in Germany.

DEAG will present Netrebko and Villazon at
several open-air shows this summer—includ-
ing Mozart's “Die Zauberfléte” at Berlin’s
22,000-capacity Waldbiihne with Placido
Domingo (July 7)—with ticket prices ranging
from €19 (925.60) to €340 (3457). Other lead-
ing names like Jose Carreras, Jessye Norman
and Lang Lang are also lined
up for major outdoor shows
this year.

Such events complement
classical fixtures like the an-
nual seven-week Schleswig-
Holstein Music Festival in
Libeck, which runs from
June to mid-August.

According to a represen-
tative, that event's “combina-
tion of high-quality music
and attractive surroundings”
typifies the appeal of outdoor
classical shows. Another in-
sider, however, cites an un-
likely additional contributor
to such events’ popularity—
global warming.

Bernd Roos is
the organizer of
Bavaria's largest
classical music
f event, the two-day,
16,000-nightly ca-
pacity Odeonsplatz
Festival in Munich
(June 30-31). “For a number of years,” he says,
“Germany has been enjoying fantastic sum-
mers thanks to climate change. So people can
experience the flair of Italian summer nights
[at outdoor shows] here.”

The surroundings and weather may help at-
tract paying customers, but high ticket prices
are the main draw for promoters. DEAG, for
example, is offering a €360 ($484) “Golden Cir-
cle Ticket” for a June 26 Cologne open-air show
by Chinese pianist Lang Lang, guaranteeing
prime seats and access to a post-concert cham-
pagne reception attended by the artist.

Promoters say ticket prices for classical con-
certs can generate profit margins two or three
times greater than the 5%-6% generated by
most pop events, where top prices average €75
(3101). That's despite the high cost of staging,
which, one source says, can exceed $800,000
for a major open-air classical show.

Schwenkow predicts further European-wide
growth. In 2008, he plans to stage outdoor
shows in Scandinavia, Italy and Spain.

He says, “We are at the beginning of a
major international boom in open-air classi-
cal music concerts.” ore
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Artist manager Chris Smith grew up in Jamaica
before moving to Canada at age 12. Headquar-
tered in Toronto with offices in New York and
Kingston, Jamaica, his Chris Smith Manage-
ment handles Canadian pop artist Nelly
Furtado and such urban-styled Canadian acts
as Jacksoul, Fefe Dobson, Jarvis Church,
Saukrates, Tamia and KreeSha Turner.

Smith also owns Toronto-based/Universal
Music Canada-distributed label Blacksmith
Entertainment, with aroster of Divine Brown,
Saukrates and Tamia, and the Kingston-based
independent label Fiwi Music, with a roster in-
cluding Jamaican reggae artists Courtney John
and Al-Beeno.

Smith says Furtado’s Miami-recorded third
album, “Loose,” has sold some 5 million
copies worldwide. In the United States, ac-
cording to Nielsen SoundScan, sales are at
1.75 million, easily outstripping the 419,000
of its 2003 predecessor, “Folklore,” but some
ways off the 2.47 million for her 2000 debut,
“Whoa Nelly!” Furtado kicked off her Get
Loose tour in February with 23 European
shows. The 17-date U.S. leg began May 30 in
Hollywood, Fla.

What are the differences in managing artists
today from when you started?

A decade ago, all T had to think about was what
was right for my artists and how | could marry
my artists to an established and successful sys-
tem. Because of job insecurity and job insta-
bility with major-label staff today, [ have to now
manage my artists and both create and man-
age the system. Record companies are doing
setups for singles. I'm doing career setups.
You can't expect labels to bring things to the
table. You have to tell them what can be on the
table, and how they can best go out and get it
for your artists.

How can the major labels improve that
situation?

Labels are chasing market shares and chart
positions. They should stop spending stu-
pid money on bullshit. They should stop
doing favors for their friends by signing their
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crappy bands. They should stop spending
money for ego reasons. These are exciting
times if the industry corrects itself. I don't
care what the new face of the industry is. [
just want to stare it in the eye and say, “Look,
I'm in business.”

Why tour the States now when “Loose”
was released worldwide in June 2006?
The label wanted Nelly to tour the U.S. in the
fall, but I felt the marketplace was saturated for
her. We're now touring at the riskiest point [in
thealbum’s cycle], but four singles later we are
still engaged in the marketplace, and fans re-
ally need that impression.

How did you plan the release of “Loose”?
I prioritized places that would give her a ca-
reer build, particularly Europe. I knew that
the U.S. would take longer. Still, I knew the
U.S. market would have to stay engaged with
her. I had her going into the U.S. [for promo-
tion] every quarter. And you fight for [sup-
port]. The record company asks, “Why spend
$300,000 when Nelly is recouped?” But I'm
positioning her.

What challenges did you face with this
album?

After “Folklore,” we were able to exhale.
Nelly had proven everything—musically and
emotionally—she needed to on her [first]
two albums. With the third album, the chal-
lenge was whether we could have a consis-
tent message that would be viewed by
consumers as credible.

Were you worried “Loose” might fail after
“Folklore” slumped?

It could have. Nelly and [ knew this. But Nelly
said to me, “I am giving you my life for one
year. Tell me where I should be and I will be
there.” 1 literally then packed a bag and left
Toronto for the road. I shook every hand and
kissed every baby out there. I knew this was a
once-in-a-lifetime opportunity. I now know I
contributed to the album’s success by keeping
everybody engaged and focused. oos

| BY MARK SUTHERLAND

Brussels Sprouts

Copyright Conference Emphasizes Digital Issues

BRUSSELS—The CISAC
Copyright Summit is set to
become aregular event as the
confederation of authors’
societies seeks to keep copy-
right at the top of the biz
agenda in the digital era.

At the inaugural edition,
held recently in Brussels,
speakers with the most im-
pact were those who forced
the delegates to confront dig-
ital issues. British Telecom
chief executive Ben Ver-
waayen, for one, issued a
stark warning to rights own-
ers that their century-old busi-
ness model was on the brink
of collapse.

Attendance totaled 582
delegates, from 53 countries.
“This massive turnout vali-
dates both the concept and
the format,” said CISAC di-
rector general Eric Baptiste,
whose Paris-based organiza-

tion represents 217 authors’
societies across the world.
“We'll do the analysis in the
coming days, but I'd be sur-
prised not to see a second
edition of the Copyright
Summit sooner rather than
later.”

Baptiste favors a biennial
event, but has not ruled out
holding the summit each year.
The location will vary with each
edition, with Brussels chosen
this time due to the crucial role
the European Commission,
based in the Belgian capital,
plays in forthcoming legisla-
tion, including copyright term
extension. Several prominent
EC figures spoke at the sum-
mit, including commissioner
Jan Figel, member of the EC
for education, training, culture
and youth.

Most delegates polled by
Billboard highly rated the

BEIETTE BY AYMERIC PICHEVIN

The Right

French Biz Expects Sarkozy To Deliver

PARIS—France's May 6 elec-
tion of Nicolas Sarkozy as
president has raised hopes of
a new relationship with gov-
ernment for the country’s rec-
ord industry.

The left-of-center politics
generally displayed by the
record business might make
the right-wing Sarkozy seem
an unlikely ally, but the politi-
cian’s familiarity with its main
operators and theirconcerns
is glving the French industry
grounds for optimism.

“This is the first French
president who actually knows
the key players in the music
industry,” says Hervé Rony,
director general of labels
body SNEP.

Sarkozy’s arrival in the
Elysée Palace was marked
with a victory party featur-
ing a performance by French
rock’n’roll legend Johnny
Hallyday. At 52, the conser-
vative politicianis the coun-
try’s first leader to have been
bornin the rock era, some 25

www.americ8nradiohistorv.com

years after his predecessor
Jacques Chirac.

“Qur firstimpressions are fa-
vorable,” Rony says. “Sarkozy
has made strong and coura-
geous commitments.”

Industry insiders note that
in July 2004, as minister
of economy and finance,
Sarkozy was involved in ne-
gotiations that led to French
copyright holders and inter-
net service providers signing
acharter aimed at regulating
online music services. And in
December 2005, as the
leader of the conservative
UMP party, he successfully
took a stance against the
proposed introduction of a
“global” blanket license that
could have enabled end-
users to freely download un-
limited copyrighted works for
a fixed monthly fee. In France,
85% of music and video files
are traded freely, according
to a February study by con-
sultancy IDATE.

Sarkozy has stated that

summit's ability to bring to-
gether all sides of the copy-
right debate, although some
felt the panel discussions
were too large and unwieldy.

Meanwhile, the rank and

Stuff

government has a responsibil-
ity to support the music busi-
nessin troubled times, just as
it had previously backed man-
ufacturing industries.

Record industry execs say
they anticipate initial policies
to emerge this fall. While they
are confident of Sarkozy’s
support, sources admit they
expect his cabinet to press
for consumer-pieasing con-
cessions, such as abandon-
ing digital rights manage-
ment or committing to lower
price, in return.

Although Sarkozy’s office
did not respond to a request
for comment, Billboard has
learned that his representa-
tives have already contacted
music business players to pre-
pare a “road map” for the in-
dustry. His cabinet expects
proposals from the industry
“within two to three weeks,”
says Marc Guez, director gen-
eral of performing right col-
lecting society SCPP. He
praises Sarkozy for “daring to

GIBB: THIERRY CHARL IER/AP PHOTO; WELLER: LAWRENCE WATSON: SARKOZY: PATRICK KOVARIK/REUTERS
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Beyond Music

Can Trans World Transform Its Business On Time?

Trans World Entertainment
is fighting with all its might
to evolve from the last large,
traditional record-store chain
to a full-blown, multimedia
entertainment retailer. But in
the meantime, some are
wondering if the rapidly de-
clining music category will
drag the company down be-
fore it can successfully com-
plete its transformation.

In its fiscal first quarter
ended May 5, Trans World lost
$9.2 million, or 29 cents per
share, on sales of $286.3 mil-

small allotment and lousy re-
plenishment. “From our per-
spective, we have got to be-
come more important in this
category,” chairman/CEQ Bob
Higgins says. “This is a prob-
lem we will fix.”

Meanwhile, the chain con-
tinues to evoive. At the end of
this quarter, the company
plans to test a new prototype
store in 25 outlets. “It willbe a
full entertainment store with
an expanded offering in all
[nonmusic] categories,” Lit-
wak says. “In addition, the pro-

‘From our perspective,
we have got to become
more important in the
videogame category.

—BOB HIGGINS, TRANS WORLD

lion (billboard.biz, May 24).
During first quarter this
year, the Albany, N.Y.-based
company experienced a 10%
comparable-store decrease,
which was fueled by quickly
dissolving CD sales. On a
comp-store basis, music sales
were down 21%, Trans World
president Jim Litwak reported
during a May 24 conference
call with Wall Street analysts.
Music represented 44% of the
chain’s business for the quar-
ter, down from 52% last year.
While Trans Worldis trying
to reduce its exposure to mu-
sic, the category is falling on
its own faster than expected.
But that means other healthier
categories can grow. For in-
stance, movie DVD sales,
which now comprise 38% of
the chain’s business, posted a
6% comp-store gain, Litwak
reported; and electronics, ac-
cessories and boutique pro-
duced an 11% same-store gain,
and now make up 11% of the
chain’s overall business.
However, the videogame
category, which accounts for
only 7% of Trans World’s busi-
ness, dropped 12% on a com-
parable-store basis in the first
quarter. With marketplace
supplies of Nintendo’s Wii still
not plentiful, Trans World’s
small market share meant a

totype will have a new look,
with new paint colors, new vi-
suals and new fixtures.”

But during the conference
call, it became clear that as
the chain moves into its sec-
ond year pursuing product di-
versification, analysts are al-
ready losing patience. This
year’s weak first quarter fol-
lowed a fiscal year where the
chain barely eked out a cash
profit of $1.3 million and total
netincome of $10.2 million on
sales of $1.47 billion.

Analysts hit Trans World ex-
ecutives hard about expendi-
tures for corporate jet rental
and executive compensation.
While most analysts were
concentrating on those num-
bers, the figure that raised Re-
tail Track’s eyebrow was the
$55 million drawn down from
the chain’s revolving credit fa-
cility. After all, Trans World
hardly borrowed anything
from its revolver from fiscal
1998 through fiscal 2006, fi-
nancing all activities from

cash flow.

But Trans World executive
VP/CFO John Sullivan pointed
out that $35 million of that $55
million was borrowed to pay
for the Musicland acquisition,
and the company had $13 mil-
lionin cashonits balance sheet
atthe end of the quarter, which

means it borrowed only $7 mil-
lion to finance operations.

During the conference call,
one analyst focused on the re-
volver, trying to determine if
any financial agreements built
into the loan could result in
the bank pulling its funding.
But Sullivan said it was an
asset-based loan without any
covenant requirements, and
the entire $150 million re-
volver from Bank of America
is available.

Besides, Higgins noted that
the company had relied too

much onits bank loan and not
enough on credit from the
suppliers. Usually, the ratio of
Trans World accounts payable
to inventory runs in the 40%-
45% range, historical balance
sheets show, but at the end of
the first quarter, that ratio was
34.5%. Trans World plans to
fix that by stepping up returns
of slow-moving product.

Trans World is completely
healthy on paper—it has plenty
of liquidity and a strong bal-
ance sheet, with $390 millionin
shareholders equity. But even
so, if the outstanding balance
continues to steadily rise and if
CD sales keep falling at the
same 20% pace throughout
this year and into next, Trans
World’s bank might not remain
comfortable with its revolver
commitment.

But here again, Trans World
has yet another ace in the hole
—even if CD sales fall faster
than they already are. At the
end of 2007 an astounding
395 of the chain’s store leases
expire. So, if things start head-
ing south too quickly, Trans
World could still have a
chance to stay ahead of the
curve by shuttering unprof-
itable stores. ..

For 24/7 touring news

biz and analysis, see
b billboard.biz/touring.
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ALACRANES MUSICAL

Astounding Alacranes

Unknown To Many,
Duranguense Group Tops
Chart With New Album

Duranguense music continues to be a driving force
in regional Mexican music, four years after it ex-
ploded onto Billboard’s charts.

The bouncy beat, a mix of traditional banda with
electronic instruments—originally from Durango,
Mexico, but popularized in Chicago—has boosted a
handful of acts toward stateside success. The most
recententryis “Ahoray Siempre,” the newest studio
album by Alacranes Musical, which debuted at No.
1 on Billboard’s Top Latin Albums chart last week.

On its own, that No. 1 position is not especially
surprising. Alacranes’ momentum has been rising
steadily. Its last studio album, 2006’s “A Paso Firme,”
debuted at No. 3 on the same chart, while 2005’s
“100% Originales” came in at No. 5 and 2004’s “A
Cambio de Qué?” at No. 7.

What’s most notable about Alacranes’ accom-

Banda
And
Beyond

plishment is the number of units moved—more
than 13,000 the first week, according to Nielsen
SoundScan. That makes “Ahora y Siempre” the
fourth top-selling Latin debut of the year so far, be-
hind Jennifer Lopez, Creadorez and Marco An-
tonio Solis, and ahead of Juan Luis Guerra and
Calle 13.

Granted, Alacranes’ numbers are nowhere near
those of Lopez’s or even Solis’. But these are house-
hold names in the Latin realm, while for many,
Alacranes is an unknown.

That's because the group’s story is not one of flashy
media outings, but rather of patient, even plodding
work, both in radio and in promotion. “This group
has been expanding its awareness with each album,”
Univision Records marketing VP Gerardo Vergara
says. “And they’ve known how to coordinate their
promotion with their tours.”

Like most successful regional Mexican acts,
Alacranes tours endlessly throughout the year, play-
ing dances virtually every weekend in the United

States and in Mexico.

A phone call to the group the week after its
album'’s release found Alacranes playing a gig in
Kansas, with another show the following day in
Louisville, Ky. The U.S. gigs are usually between
3,000 and 8,000 people. Mexican gigs are usually
for crowds of 10,000-plus. While in the past
Alacranes scheduled album signings in its home
base of Chicago, this time every tour stop is accom-
panied by record signings with local distributors.

This is in addition to two formal, massive in-
stores put together by label Univision Records. The
visits to the distribution centers in smaller cities
are a bonus, highlighting Alacranes’ close connec-
tion to mom and pops served by such companies.

“They are a band that is willing to do anything
that is required of them,” Univision senior VP of
A&R and national promotions Manolo Gonza-
lez says.

The new album’s release was supported by a
strong TV campaign on the Univision and Galavi-
sion networks, but also by multiple radio festivals,
many coinciding with Cinco de Mayo celebrations.

The biggest push, perhaps, was that the album’s
firstsingle, “Por Amarte Asi,” gained heavy airplay
in Los Angeles, an area where Alacranes had never
been strong before.

“We all thought the duranguense movement was
a regional movement, but truth be told, we were
wrong,” says Juan Carlos Hidalgo, PD for re-
gional Mexican station KLAX (97.9 FM) Los Ange-
les, marveling at the genre’s continued success. In
fact, Hidalgo says, KLAX had played Alacranes
traces before, but had stuck to acoustic versions.
“Por Amarte Asi,” a cover of a ballad originally
recorded by Christian Castro, was picked up by
Los Angeles’ three regional Mexican stations in its
original duranguense beat.

That, Hidalgo speculates, may have pushed peo-
ple to the stores. After all, he says, “most strong
Latin musical movements come from music you
can dance to.” e

b- . For 24/7 Latin news and analysis,
DIZ sce billboard.biz/latin.

Veteran Band
Refocuses Sound,
Tops Chart

When Rogelio Torres first heard a
demo of “Mil Heridas,” the lead
singer of Cuisillos wasn’t sure the
band should record the song. Unlike
the cumbias and ballads that have
been the group’s mainstay for 20 al-
bums, this was an uptempo ranchera
with a big-band feel. “I thought it
was a strange song,” Torres says with
a chuckle. But “ ‘Mil Heridas’ sur-
prised us and everyone else.”

The song became the group’s first
No.1on Biliboard’s regional Mexican
airplay chart in the June 2 issue. This
week, “Mil Heridas” is No. 9 on Bill-
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board’s Hot Latin Songs chart, pro-
pelling the album of the same name
to No. 20 on Top Latin Albums.

“Mil Heridas” was composed by
Espinoza Paz, a writer with whom
Cuisillos had never worked but who
contributed five tracks to the album.

While the Latin Grammy Award-
winning band has been a steady seller
—its best-selling release, 2003’s “Las
Romanticas de Cuisillos,” has sold
more than 250,000 copies, accord-
ing to Nielsen SoundScan—*“It was
just a matter of time for them to get
the single that would take them to
the next levelin their career,” Balboa
Records VP of operations/promotions
director Frank White says.

White says the hit has refocused

the group’s banda sound, which had
leaned more contemporary in recent
years. It’s also a jump-start for the
label, whose sales have diminished
because of piracy, the duranguense
craze and the departure of mariachi-
pop star Pepe Aguilar.

In a more coordinated approach
this time around, Balboa and its Mex-
ican label Musart released the sin-
gle simultaneously in both countries.
In the United States, White worked
it to PDs nationally instead of region-
ally, asking them well in advance if
they thought the song would stick.

“Our emphasis was, ‘Whichever

single we cut, it is imperative that
we cut a hit,” ” White says. “We
went deeper in researching what
is a hit song.”

The promotional single was also
put out as a DualDisc with the “Mil
Heridas” video, a retro cartoon that
White says has received 50,000 hits
on the Balboa Records Web site.

Entravision’s La Tricolor network
PD Napo Sanchez says the song’s
less stridently brassy “banda lite” is
striking a chord with listeners, as
are the lyrics. Besides, Sanchez ob-
serves, “Who hasn’t been wounded
once?” —Ayala Ben-Yehuda

EN LA RED: For 24/7 coverage of the Latin music world, Billboard has

Billboard.Latino.MSN.com.

www.americanradiohistorv.com

COM partnered with MSN. For a complete roundup in Spanish, go to

WHERE RECORDINGS
COME FROM

Argentina’s Chamber of Rec-
ord and Music producers is
seeking to curb piracy via a
broad educational campaign
targeting students. The Todo
Empieza con una Cancion (It
All Starts With a Song) cam-
paign shows high school and
university students all stages
in the production of a song,
from composition to record-
ing. The campaign, which
kicked off its 2007 cycle with
events in the province of
Rosario, brings producers, en-
gineers, label executives and
artists to schools. Supported
by Argentina’s ministry of ed-
ucation, it is slated to visit other
Argentine provinces during
the year. —Leila Cobo

TEENS TURN 25
Mexican pop group Timbiriche
has kicked off its 25th anniver-
sary celebration with 10 shows
in Mexico City’s Auditorio
Nacional. The teen group,
launched in 1982, at one point
included Paulina Rubio and
Thalia in its lineup. Touring
members for this reunion are
Sasha Sokol, Benny lIbarra,
Diego Schoening, Mariana
Garza, Alix Bauer and Eric
Rubin. The reunion tour will
continue throughout Mexico
and will be filmed for a docu-
mentary being directed by
Carlos Marcovich. Two reunion
albums—a live tour set and a
collection of new versions of
30 Timbiriche hits produced
by Aureo Baqueiro and Aleks
Syntek—are slated forrelease
on EMI Televisa.

—Teresa Aguilera

SCHOOL FIELD TRIP

A series of six concerts in
Mexico concluded the “High
School Musical” tour’s first in-
ternational outing. The trek,
presented by CIE with local
promoters, hit five countries
—Argentina, Chile, Brazil,
Venezuela and Mexico—and
featured original cast mem-
bers, including Vanessa Ann
Hudgens, Corbin Bleu and
Ashley Tisdale. “High School
Musical” aired in Latin
America on the Disney Chan-
nel and became the highest-
rated program in the chan-
nel’s history. The album,
distributed by Universal, has
sold close to 730,000 copies
throughout the region. —LC

ALACRANES; UNIVISION RECORDS; CUISILLOS: BALBOA RECORDS
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A Summit

file loudly condemned a de-
bate appearance by Creative
Commons founder Prof
Lawrence Lessig—who es-
poused his organization’s
copyright licenses, which

Founding member of

th= Bee Gees ROBIN
GIBB, left, and Maxican
screenwriter/director
‘ALFONSO CUARON
following their eleczion as
CISAC president and VP,

v respectively.

take unpopular stances, in-
cluding advocating measures
against piracy.”

Copyright is the key area
where execs want to see
concrete proposals from a
Sarkozy-headed regime.

Under current legislation
on file-sharing, for example,

allow creators to offer their
work for free over the Inter-
net.

“You never make peace
with your friends,” Baptiste
said. “I'm not saying that we
had any enemies in the room,
but we had people who se=
things differently. It's only
through dialogae that things
can advance, even if it's a brt
rough initially.”

Philippe Kern, Impala
founder and hezd of the KEA
constltancy that advises
entertainment comganies ol
European Union affairs,
called for futur» summits 1o
include workshops to ham-
mer out comrion fositiors
on issues.

“Everyone acmits there is
a need to change. but the
music publishing side [and]
authors’ societi=s are lagging
behind,” he said.

the only option far copyright
holders is to sue individu-
als=—a lengthy, expensive
process, often generating
negative publicity for the
music industry.
Commitment to tougher
legislation—or beefing up en-
forcement of existing legisla-

Indeed, many label execs
mighthave been surprised at
the lack of digital know-how
exhibited at times, suggest-
ing the sector is still coming
to terms with Web 2.0. A
show-of-handsresponsetoa
question from Nikesh Arora
—Google president for Eu-
rope, the Middle East and
Africa—suggested that few
delegates ever watch music
videos online, despite

Countries represented by

delegates at the inaugural
CISAC summit in Brussels

CISAC’s recent call for
YouTube and MySpace to
reach conclusions on content
licensing and remuneration
for copyright owners (bill-
board.biz, March 2).
Nonetheless, Arora told
Billboard that he found the
May 30-31 summit useful.
“It helps us make sure peo-

ple understand our point of
view,” he said. “The copyright
business has gone through
change before when radio,
TV and video recorders came
about, now another rethink
is required.”

The summit’s motto was
“Creators First,” with song-
writers prominent on many
panels. Bee Gee Robin Gibb
was elected new CISAC pres-
ident. One panelist, veteran
British singer/songwriter
Billy Bragg, told Billboard that
artists need to lead the search
for digital solutions.

“The way that we’ve collected
money in the pastis under
threat,” he said. “And we need
to find ways that young people
coming into the industry can
make a living. But we have to
resolve the paradigm that the
Arctic Monkeys can have the
fastest-selling debut album of
all time [in the United King-
dom)] after giving all those songs
away on the Internet.” one
Additional reporting by Leo
Cendrowicz.

tion=-on illegal downloading
is a priority, says Peer Music
France managing director
Bruno Lion, VP of publishers’
association CSDEM.

“We are waiting for
[Sarkozy’s government] to
play itsrole,” Lion says. “You
can’t have a digital market

without the threat [of copy-
right enforcement]. It’s no
wonder France has one of
the weakest legal digital
growth rates of the major
music markets.”

Industry insiders want
Sarkozy to introduce new
government-backed sanctions,
ranging from a simple warn-
ing to heavy fines.

The record industry, pub-
lishers and collecting societies
also want Sarkozy to consider
imposing a levy upon various
services/devices—ranging from
Internet service providers to
MP3-enabled phones—to
compensate for revenue lost
to digital copying.

The French political system
requires legislation to be rat-
ified by both parliament and
senate. The Senate is domi-
nated by Sarkozy’s right-wing
UMP. Opinion polls suggest
the June 10 and June 17 par-
liamentary elections are likely
to hand the president an in-
creased majority with which
to push through reforms.

“We lave the feeling,” Guez
says, “that Mr. Sarkozy’s cam-
paignslogan, ‘| say what | will
do, and | willdo what | say,’ will
prove true.” vee

wwWw americanradiohistorvy com

NEWSLINE

>>>EC EXTENDS ITUNES DEADLINE

The European Commission announced June 5 it had ex-
tended until June 20 its deadline for Apple and major record
companies to respond to antitrust concerns over iTunes
pricing. In April, the EC—the European Union’s antitrust
authority—had accused Apple and Sony BMG, Universal
Music, Warner Music and EMI Group of possible violation of
competition rules through the operation of the iTunes Music
Store. The original June 4 deadline was extended at the re-
quest of Apple and the labels, an EC spokesman said. The
EC has already sent a Statement of Objections to Apple
and the four majors listing initial concerns about potential
market abuses against alleged territorial restrictions in
online music sales. —Leo Cendrowicz

>>>WELLER IS SILVER
CLEF HONOREE

Paul Weller will be honored during
the U.K. music industry’s O2 Silver
Clef Luncheon June 29 in London.
The songwriter/guitarist, who
formed '70s and '80s hitmakers the
Jam and the Style Council before be-
coming a solo artist, will receive the
Silver Clef lifetime achievement
award. Seven other awards will be
presented during the annual event.
Sponsored by O2 for the past six
years, the lunchtime gala raises funds for the Nordoff-Rob-
bins Music Therapy charity, which uses music to heal and
improve the quality of life of impaired adults and children.
Last year’s awards raised more than £465,000 ($920,000).
The awards are decided by an industry panel.

—Lars Brandle

>>>BABINET QUITS MEF BOARD

Paris-based mobile entertainment entrepreneur Gilles
Babinet, founder of mobile music service provider Musi-
wave, is stepping down from the board of directors of
global trade organization Mobile Entertainment Forum.
Babinet says rapid growth at his current three mobile ven-
tures—DigiCompanion, Eyeka and MXP4—means he is
unable to devote sufficient time to the MEF board. He has
now resigned from the board, which he joined three years
ago, although he remains a MEF member.

—Juliana Koranteng

>>>MTV RUSSIA SOLD

MTV’s Russian business has changed hands for $360 mil-
lion. Wayfarer Media Limited, the holding company of the
MTV Russia and VH1 Russia TV networks, has been ac-
quired by Estermina, a company acting on behalf of Russ-
ian diversified media company Prof-Media. Wayfarer had
been 53%-owned by Viacom’s MTV Networks International,
42%-owned by private equity firm Russia Partners, with
the remaining 5% owned by the European Bank for Re-
construction and Development. MTVNI says it will con-
tinue to grant an exclusive license to Wayfarer Media Lim-
ited forits MTV and VH1 programming in Russia and their
respective online presences. Russia Partners launched
MTV Russia in September 1998 through a license agree-
ment with MTVNI. The following year, MTVNI bought a
major stake in MTV Russia, which claims its feed is available
to 94 million viewers jn the Russian Federation and other
former Soviet Republics. —Lars Brandle

b- For 24/7 global news and analysis, see
.OIZ viliboard.biz/global.
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BurnoutBehind
The Counter

Two L.A. Retail Institutions Closing Their Doors

The past few years have been bittersweet for
music retail in Los Angeles. The opening of
Amoeba Records in 2001 gave the city one of
the stronger music outlets in America, but was
followed soon by the closings of Aron’s Records
and Rhino Records.

Yet indie music fans not wanting to brave the
Hollywood traffic to hit Amoeba had an outpost
outside downtown in Sea Level Records, run by
Silversun Pickups merch _ =
man Todd Clifford. The store |8 g
arrived as the city’s Echo Park
neighborhood was undergo-

alog (top sellers this month
include Silversun Pickups, ad-
venturous guitar rock act
Electrelane and avant-folk
duo CocoRosie). Yet come
the end of this month, the 32-
year-old Clifford will close up
shop for good.

And that’s not all. Across
town in Santa Monica, Calif.,
Philip Smith will shut the
doors of his collectors-
focused House of Records,
which bills itself as the old-
est record store in the city.
Smith has run the store since
1991, when he purchased it
from owner Jane Hill, who
opened the retailer in 1952 as
a seller of 78s. She soon
added 45s, with a portion of
the store’s sales generated by supplying music
to customers of Hill's husband, who owned a
jukebox rental company.

Yetit's neither the advent of downloading—
nor thearrival of an indie superstore in Amoeba
~—that Clifford and Smith cite as the reason for
their closing. Clifford’s store, in fact, is having
a better sales year than last year, when sales
were up over those of 2005. In reality, both own-
ers are simply exhausted.

“Obviously, if I would have had tons more sales,
I would have had employees and not have to be
here all the time and wouldn’t be burned out,” Clif-
ford says. “I wanted to close this a while ago, but
[ was torn because it should be here. And it should
be here, but that doesn’t mean [ have to doit.”

Clifford recently spent two months on the
road with Silversun Pickups. He says he ex-
pected to come back feeling refreshed. Instead,
within 15 minutes of walking back into his store,
he says he “hated being here.”

Clifford says that when he opened up shop
in 2001 he used to love customers. “Now when
customers come in. I'm like, ‘Just buy it and
leave,” ” he says. “Thisisn’t ajob where I should
wake up and say, ‘I don’t want to go towork.” ”

Clifford has two friends who are looking to
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ing a revitalization, and
stocked a heavily curated cat- HS'LPS {
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open a new shop in the Sea Level model, butit
will likely have to be in a different part of town.
He's been told his $2,900-per-month rent will
be raised to nearly $5,000 once he vacates the
premises. “That’s quite a lot of CDs to sell,”
Clifford says.

Smith, who didn’t stock new product—un-
less it was in the form of used advances—ad-
mits sales are down in 2007. On top of that, he

House of Records
in Santa Monica,
Calif., will soon
shut its doors.

)

i e

A k f .
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started to lack the drive to keep improving the
long-beloved store.

“There’s a Best Buy down the street, so we
couldn’t compete in new product,” Smith says.
“We were used, which is, in general, a strong
market. Even when people are buying stuff on-
line and burning, you can come here and buy
a CD for $6-$10. We noticed that sales were
trailing off, but we were doing fine. There are
just a lot of things working against the small
business owner.”

Smith’s list includes rent, electricity and in-
surance for employees, as well as his inability
toraise CD prices without generating an outcry
from consumers. He'll be selling stock at 50%
off through the month of June at his store and
online, and leaving the record retail biz to those
who are better at “being a hustler,” he says.

“You need to be good at marketing, promo-
tionand PR, and making your store a hangout,”
he says. “It can’t just be a shop. Some of the
things might have to be gimmicky, but the busi-
ness isn’t going to walk in the door anymore.
It has to be pursued.” e

For 24/7 indiesnews

biz and analysis, see
b billboard.biz/indies.
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Some stuff:

Keith Richards could nab $5 million for a
tell-all. But what would he call it?

“A Pirate’s Life”?

“Gunslinger”?

“You Don’t Really Expect Me to Remember
Any of That Do You?”

Martin Scorsese’s Rolling Stones flick will
be called “Shine a Light” and be out Sept. 21.
He filmed two nights at New York’s Beacon The-
ater with a bunch of award-winning cinematog-
raphers, so the live stuff will be amazing. Don’t
know how much other stuff—interviews or
whatever—will be included. I was hoping Scors-
ese would interview Andrew Oldham—the
Stones’ original manager/producer/publicist,
who’s got about a thousand great stories—but
it hasn’t happened yet.

It will be great no matter what.

As will the remake of “Barbarella,” because
the newest coolest director in the world, Robert
Rodriguez, will be directing it.

Hejust released the most amazing B-movie,
like, ever—“Planet Terror” (even King B Roger
Corman would agree), as part of the very cool

COOLEST GARAGIE

SONGS

SHE’S MY GIRL

COOLEST
SONG
IN THE
WORLD
J QHIS WEEK /' THE SHAKE / RAINBOW QUARTZ
el 4

RENTACROWD
THE LEN PRICE 3 / WICKED COOL *

DANNY SAYS
FOO FIGHTERS / CBGB FOREVER

DANCE THE GO-GO

ICKY THUMP
__THE WHITE STRIPES / WARNER BROS.

BELIEVE

THE CONTRAST / RAINBOW QUARTZ
HERO OF NINETEEN
EIGHTY THREE

PEACHFUZZ / TEENACIDE

WEAPON OF CHOICE
_BLACK REBEL MOTORCYCLE CLUB / SONY

MY HEART IS BEATING
MARY WEISS / NORTON

(OO NN

FREE AND FREAKY
THE STOOGES / VIRGIN
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4

9
10
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7~ % From left: KEITH
“.RICHARDS,
ANDREW
WOLDHAM and
BRIAN JONES

“Grindhouse,” which he did with Quentin
Tarantino. And he should have won something
for “Sin City,” but the clowns running OUR
Planet Terror are TOO BORING!

Alan McGee, the man of exceptional ears
who brought us Jesus and Mary Chain, Oasis
and the Libertines (and still manages Dirty
Pretty Things and the Charlatans) is walk-
ing away from his current record label Pop-
tunes, according to the BBC. He also started
Creation Records, by the way. But now he says
it is no longer realistically feasible for record
labels to profit from new bands.

We say: DON'T DO IT, ALAN!

Just as the greatbands are not being replaced,
the old-school music biz cats will not be re-
placed just because their old jobs are occupied
by mindless talentless bean counters.

We need you to stick around, Alan. just make
the records cheaper and keep fighting the good
fight, and suffer for the cause like the rest of
us. Or else we're going to end up with a bunch
of robot downloading machines scoring the
best chicks at the next Love-In.

See you on the radio. oee

COOLEST GARAGI

1

THE WEIRDNESS
_ THE STOOGES / VIRGIN

CBGB FOREVER
VARIOUS ARTISTS / CBGB FOREVER

ALBUMS

BABY 81

_ BLACK REBEL MOTORCYCLE CLUB / SONY

GLITTER IN THE GUTTER
JESSE MALIN / ADELINE

E‘ NEW MAGNETIC WONDER
o/ THE APPLES IN STEREO / SIMIAN

o

=7
J ROCK AND ROLL BACKLASH
_ THE WOGGLES / WICKED COOL*

YOURS TRULY, ANGRY MOB
KAISER CHIEFS / UNIVERSAL

TRAFFIC AND WEATHER
FOUNTAINS OF WAYNE / VIRGIN

HERE FOR A LAUGH
THE BREAKERS / FUNZALO

DANGEROUS GAME
MARY WEISS / NORTON

* New York-based Wicked Cool Records is created and headed by Little Steven Vian Zanao't

radiohistorv com
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WILSON- AMIT WILSON/CAMERA PRESS/RETNA(X)

Tony Wilson is difficult to pigeonhole. The veteran British music man is a raconteur, an

lony
Wilson

The passionate music man who
put Factory Records and
Manchester, England, on the
musical map brings his In the City
conference to the States.

AER exec, a scene-builder, a businessman and a celebrity.

“Inspirational, utterly unique, he almost defines the spirit of independent music—a
maverick to the point of, well, he’s off the scale,” Creation Records founder Alan McGee

says of Wilson.

Wilson can now add “fighter” to his list. The Factory Records founder, whose unconven-
tiznal career was the subject of 2002 feature film “24 Hour Party People,” is battling cancer.
But the iliness hasn’t curbed his zest for music and his commitment to bringing new artists

to the fore.

Wilson is bringing his long-running Manchester, England, music conference Inthe City to
New York June 13-14. In signature fashion, Wilson promises hot artist showcases by night and
equally hot panel discussions by day. The Happy Mondays, originally signed to Factory, the
post-punk label that is now synonymous with the rise of Manchester as a creative hotbed,

are confirmed to perform.

“Tony is one of the reasons why Creation became really big and had the biggest groupin
the world at some point [Oasis],” McGee says. “Tony sat with me when | was a little nobody
in1985. He spent two hours talking about independent music. | probably owe him acheck.”

On the eve of In the City of New York, Billboard sat down with Wilson, who, after all these
years and recent health hardships, remains one incredibly colorful music industry vet.

First, ’m sorry tc hear you’ve been
ill. How have ycu been respond-
ing to the treatment?

I’m on new medication, and I'm
not going to know for sure for an-
other three or four weeks, but I
think it’s doing well. Certainly,
I'm well compared to what I was
on before, which was terrifying.
I went through a few weeks in
February when [ came out of the
hospital and thought, “Well,
that’s it.” It was fucking awful.
But I'm not lying in bed, I'm not
shaking like an idiot, and I'm not
vomiting all the time. So I'm all
right. I've been groggy every day,
but I get through most of my
day’s work.

Why did you feel the need to
take In the City to New York?

Originally, it was [AEG Live sen-
ior VP] Rob Hallett’s idea. About
two years ago, we ran into each
other at Coachella and we talked
about the declining special rela-
tionship between British music
and the U.S., which occasionally
has blips like it has in the last two
months. He said, “Why don’t you
A&R a British Invasion-type
event? Why don’t we construct
something?” We’'ve always
thought a lot of money in the
British industry is wasted on tak-
ing two dozen bands to South by
Southwest and watching them get

lost, by and large, in a sea of 1,500
bands. It seemed to be an inter-
esting idea to have a focused new
British talent event. I thought it
would be nice to do it in New York
and return to our spiritual home.

Do you believe the time is ripe
for the next wave of British
talent?

Yes, I do. I think there’s some very
good stuff around at the moment.
The band I am most excited about
bringing to New York—Dbecause
they’re my favorite band in the
world—is Enter Shikari. I think
there’s a real chance for British
music to reinvent and establish
itself. It just needs one or two
major acts to come through.

There were plans for an In the
City in Perth, Australia. Will that
ever happen?

We still want to do Perth, because
we think it is a wonderful oppor-
tunity. But in a way, that’s been
delayed by my illness. We think
people have tried to do Pacific
Rim conferences before in Sin-
gapore and Hong Kong. But, ina
way, they didn’t work, because
neither is a music city.

What will be the hot button is-
sues at In the City of New York?
We presume that the debate about
[digital rights management] will

reach another level. If ever there
was a time to talk about things
like DRM and the way the indus-
try is changing so rapidly, this is
one of those times.

Where do you weigh in on the
DRM debate?

I personally would like to see it go.
I think many senior executives
would like to see it go, too.

Whatever happened to the
fourth incarnation of Factory,
F47? Are you still running it?
Nope. Basically, I took £30,000
[$59,000] of two backers’ money.
Very sweet people who believed
in me, and [ put my money where
my heart was. I absolutely be-
lieved in grime [music]. I ab-
solutely believed in [signing]
Raw-T. But in the end, for 100 rea-
sons, it didn’t work.

Is the record business still a good
place to be?

Yes, if you find a great band. The
reason myself and my mates
coped with our ridiculous way of
behaving for 15 years was because
we began and ended with two
great bands. If you have a great
band, it’s fine.

You’ve beeninvolved nthe Joy

Division film, “Cont-ol,” as a
co-producer. What did you
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think of the final product?

I know it was hysterically received
in Cannes, but I've been so ill that
I've not seen it.

What did you make of Steve
Coogan’s performance of your-
selfin “24 Hour Party People”?
Oh, I loved it. Basically, I'm a
complete twat, but he played me
as an affable fool, which is very
sweet. I’m not really an affable
fool, but I'm very happy to be
portrayed as such. Whenever
movie people touch my busi-
ness of rock’n’roll, they tend to
fuck it up. They make a terrible
mess of it in one way or another.
But [ am so proud of “24 Hour
Party People” because it is very
funny. I am now a celebrity in
America because of that film,
which is bizarre.

Factory Records featured Joy
Division, which morphed into
dance-oriented New Order,
which has apparently split for
good. Can you see New Order
ever reuniting?

Possibly—that is, if [bassist Peter
Hook] Hooky shuts his mouth for
long enough. They were recently
asked to do a gig, they all said yes,
except Hooky who said, “I will only
do it if we call it New Order’s
farewell concert.” At which point,
[drummer] Steve [Morris] said,
“For fuck’s sake, forget this.” 1
would listen to Steve.

What is vexing you at the
moment?

When I see great back catalog al-
bums selling for £4 ($7.90). That
really, really pisses me off. I also
hate cheap packaging. I hate that
the industry has forgotten how
to make a product memorable.
You worry why you're not selling
CDs. It’s because you fucked it,
you idiots. The sheer foolhardi-
ness of people.

You’ve been called many things
over the years. What would you
call yourself?

An enthusiast. .
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q} @‘Q‘ & He’s always bouncing, singing, danc-

,c:?‘ Q}L G‘Q ing, just moving in one way or another—

: this is well-known to anyone who’s spent
more than a few minutes in his presence. Recently, the young
singer channeled that energy in Atlanta with songwriter /pro-
ducer Sean Garrett. The two were at work recording a track
for Brown'’s follow-up to his self-titled debut album.

As Brown played with Diamond, his pitbull puppy, the two
tossed around ideas for tracks. Twenty minutes later, Garrett
had written a hook that popped into his head, and the two
were well on their way to finishing the song “Wall to Wall.”

Then it was Brown’s label Jive’s turn to be fidgety (the
album will be released on Jive/Zomba). In early May, a few
weeks after the recording session—nearly four full months
before the Aug. 28 street date of Brown’s next album, “Exclu-
sive”—“Wall to Wall” leaked to New York’'s WQHT (Hot 97).

“I didn’t know we were going to surprise [Jive] like that,”
Garrett says of “Wall,” which unexpectedly became the “Ex-
clusive” first single. “But it’s giving us a great kickoff. Chris
was ready to go. He’s antsy.”

So was radio—to start playing the single. The song has
climbed for five straight weeks on Billboard’s Hot R&B/Hip-
Hop Songs chart, placing at No. 22 this issue.

Acknowledging that the Jive team wasn’t exactly thrilled
by the leak, manager Tina Davis says, “My thought was to get
my artist in here and go. It’s not like Chris was on the same
date as [labelmates] R. Kelly or T-Pain. But if we had waited
three to four weeks longer, he would have been on top of an-
other release. Look at all the male artists out now. It’s more
about the record than having a big launch.”

When Brown’s first album was released, the label had a pretty
clear playing field on which to develop the new artist. Justin
Timberlake was still working on sophomore set “FutureSex/
LoveSounds” as was Ciara with “Promise,” both of which were
released last year. Besides Brown, Jive boasts an enviably hot
plate between Kelly (May 29) and T-Pain (June 5) followed by
rising rap newcomer Lil’ Mama—not to mention fourth-
quarter projects by Usher and Britney Spears. That’s not count-
ing key releases from other labels, including Kelly Rowland
(July 3), Mario (July 31) and Kanye West (August).

In a music industry climate where the term “career artist”
is becoming a rare commodity, Brown and Davis are fervently
committed to bucking that notion by way of a methodical
game plan, geared to propel him from teen singer to song-
writer/producer to all-around adult entertainer.

The early signs, thanks to “Wall to Wall,” are good-—Ilittle
surprise to those who watched Brown burst on the scene in
November 2005 with the runaway R&B/pop crossover hit
“Run It!” Six weeks after its debut, his self-titled solo album
struck platinum; the album went on to yield four top 10 hits
(see sidebar, page 25).

On one hand, Jive is pleased with the early success. “We
were at a point where we would have had to be putting out a
single within the next several weeks,” Jive VP of urban mar-
keting Lisa Cambridge says. “This definitely put us on an ac-
celerated timeline. But opposed to his starting out two years
ago, Chris is now playing the anchor to a lot of things that
have already been set up.”

Of course, things weren't totally copacetic with the label. Jive
had to push the recording deadline up a few weeks, to June 29.

“Ithelps and at the same time it puts more pressure on us
to get everything else completed,” says Mark Pitts, president
of urban music for Zomba Label Group. “Instead of six weeks
we’ve got three weeks to get the final record.”

“We're at the mercy of the big producers’ schedules now,”
Davis says of completing songs with Pharrell, Kelly, Justin
Timberlake and Timbaland. “But we’ll figure it out.”

SITT'NG STILL ISN,T ON Chris Brown'’s

to-do list.

At one point early on a February night, he and a friend are
playing a football videogame on the wall-mounted TV screen
adorninga side room in Los Angeles’ Chalice Recording Stu-
dio; manager Davis’ miniature pinschers, Yoshi and Yoko,
scamper in and out. The next moment, Brown is busy trying
on custom-designed hoodies by a local entrepreneur named
Smoek who also happens to cut hair and will later tend to
Brown’s mini-Mohawk.

With the arrival of songwriter/producer Bryan-Michael Cox,
an assemblage of 10-12 folks—including Davis and Cox’s fre-
quent writing partner Adonis Shropshire—saunters into the
recording studio. Brown, who’s on vocal rest, is previewing for
Billboard several tracks being considered for “Exclusive.”

If first-time nominee Brown is disappointed about not win-
ning a Grammy Award a few days before, it doesn’t show.
Once the rock-edged bass of the Cox-produced submission
“Fallen Angel” fills the studio, Brown morphs into a dancing
machine. Stationed at the far end of the studio, his tall, lanky
frame gyrates and whirls in a smooth sequence of slides,
twists and turns as he mouths the song’s lyrics.

veteran NBA star.
“Phenom” is due
to start production
later this year.

The acting half
of Brown’s singer/
actor portfolio has
been a work in

Chris Brown’s crossover appeal isn’t rele-
gated to music. His brief-but-memorable
role in the box-office winner “Stomp the
Yard” has opened the door to two more
Screen Gems projects.

in “This Christmas,” Brown tackles a
meatier role as the youngest sibling
(“Baby"”) in a family whose matriarch dis-

approves of music asa career. The“Soul  progress during

Grabbing someone’s felt
hat off a table, the urban-styled
Fred Astaire in low-slung
jeans slickly incorporates it
into his impromptu routine,
alternately donning and toss-
ing it up without missing a
beat. Once the run-through of
about 10 songs ends, a still
wound-up Brown bounces
back into the hallway and flips
into a series of handstands.

If infectious romp “Wall to
Wall” and the other incubat-
ing tracks are any indication,
Brown will skip over the
dreaded sophomore jinx.

Brown himself dismisses
the notion of such pressure.
“I'm doing this to the best of
my ability, just having fun. It’s
like a family reunion.”

That's because early into the
process, Davis and Pitts de-
cided to reteam Brown with
many of the same producers
from the first album before
stretching out a little more to
the left.

“The first thing we dis-
cussed was that regardless of
the firstalbum’s success, Chris
is stilla new artist,” says Pitts,
who A&R’d the first project.
“We didn’t want to go too far
left into a whole different vibe.”

Back onboard, in addition
to Coxand Garrett, are Dre &
Vidal, Scott Storch and the Underdogs. Coming in as part of
the expansion team are Will.i.am, T-Pain, Stargate, Timber-
lake and Timbaland, Kelly and Pharrell.

Containing elements of rock and go-go—the latter a nod to
Brown'’s Virginia/Washington, D.C., roots—the previewed
tracks definitely display Brown’s juggling act between edgy/more
mature while still satisfying the radio programmers and fans

Davis and the art-
ist are reviewing
other scripts,
ranging from ac-
tion and comedies
to thrillers with an
eye toward dra-
mas and Broad-
way down the line.

-

Food"-esque ensemble comedy/drama
stars ldris Elba, Mekhi Phifer, Loretta
Devine, Regina King and Brown’s
“Stomp’” castmate Columbus Short.

Brown brings a naturainess to the
character, who has several of the film’s
funniest lines. He also gets the chance
to show off a singing voice that’s grow-
ing more nuanced.

Judging by the 13-49 audience reac-
tion at a recent test screening (young
females screamed at the first Brown
sighting), “This Christmas” will do well at
the box office. It’s slate<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>