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His new album
Includes the duet

“ Amor Gitano ” with Beyoncé.
Available in stores.

SONY/{BMG

MUSIC ENTERTAINMZENT

www.alejandrofernandez.com

9011 AVOR


www.americanradiohistory.com

CToURMA O Y

WHO’
EXT

The R Iing Stones ind U2 Are & Jh M A%AVE *

\
e
54
N |
=

Breakmg BOXSCORE Records. \
But Who ill Fill Arenas In 2020? | -4
FEATURING: The Rise Of DMB

As A}Fourmg Power snzs

oPgS™ b | s

B.B. KING ROLLS ON

=iy

li‘ééi%

-~
;:,M
80
73
D

CROWDED HOUSE REUNION

THIS YEAR’S JAZZ GEM

CONCERTS ON CABLE AR oz
SONIC YOUTH GOES www.billboard.biz
TO STARBUCKS US $6.99 can$839 (K E5.50

WWwW.amerneanradiohistorv.com


www.americanradiohistory.com

TOP R&B/HIP-HOP SONG:

“Be Withoet Yeu”

Writers: Johntg Auctin, Mary J. Blige
Publishers: Cf sysals Music, Mary J. Blige
Music, Nakec Under My Clathes Music,
Universal Musc PLblishing Group

AWARD WINNING R&B/
HIP-HOP SJONGS:

“Check On "’

Writers: Angela Eeyinge, Beyonce, Sean Garrett,
Swizz Beatz. Hexy Mancini

Publishers: Anzala Eeyince Music. Beyonce
Pubdlishirg. Ch-istopaer Garrett's Publishing. EMI
Music Publishires. Heco South, Northridge Music
Company, Son= ATV Tunes, LiLT, Swizz Beatz.
Universal Muse Put#ishing Group

“Don’t Forge: About Us”

Writers: Johnta &ustin.Jermaine *JD° Dupri
Publishers: Chsysalis Music. EMI Music
Publishing. Nas2d Uader My Clothes Music,
Shaniah Cymoa2 Music

“Enough Cryin"

Writers: Mary J. Rige, _ay-Z

Publishets: Cartar Beys Publishing. EMM Music
Pulblishing, Macr J. BPige Music, Universal Music
Putlishing Grosp

“Gritiz”

Writers: Beyoncé& Jermaine *JD° Dupri, Sean Garrett,
All Jones, LRoc, B2lly, Faul Wall, kelly Rowland, T.1.,
Michelle Williams

Publishers: 2 Kagpirs Publishing, Air Control
Music, Inc., Bassjamba Music, Beyonce
Publishing, BM& SonzZs, Inc., Christopher
Garretts Publisiing, D2 Pro Publishing, Domani
& Ya Majesty's #usic EMI Music Publishing.
Hitco South, Jackie Fsost Music, Kelendria Music

Fukb ishing, Paul Wall Fubiisting. Sam Swap
Fukdshind, Shaniah Cymione Musiz, Sony/ATV
Tunss. LLZ, TMWilliams Publishing, Universal
Mussc Puskshing Group. Wamer/Chappeil
Mussc. Ine.

“It"s Go n' Down”

Writer: Nit i

Pubd#shers: EMI Music Publishing,
Regmnas Scn Music, Slide That Vusic

“Lean Wiz It, Rock Wit It”

\ritars: Buc<, Maurice “Parlze” Gleaten, Bernard
“Jzzzl Mar™ Leve-ette. Jr., Gera d “3uddie” Tiller.
Jamdl *Pinpin’™ ‘Willingham, Deanglo *Peanut” Hunt
Pubfishers: Buck 348%. Den> Franchize Boyz.
E1i1 Music Publishing, Guacked Up. Honey's
Baby Boy Wusic. Jamalt Willingl-am Publishing.
Parize DF3 Publishing, Slide That ldusic

“Locking For You™

Writers: Shesee B-own, Charles Miris.

Patriae Rudh2n

Publshere Baby Fingers Music, Mims Music,
Stowa Breree

“Lowe”
Write : Key=iia Cole
Publshers 3MG Songs, Inc.. She Wrote It

“Pul in’ M2 Back”

Wwritess: Chingy, Jermaine *JD" Dupni, LRoc, Brian A,
Mcrgan. Jao Pastorius

Publishers A Stclen Peoples Music Air Control
Musiz, Inc. Basajamba Music, BMG Songs, Inc.,
Chingy Music, EMI Music Publisting, Jaco
Pastarious Inc., Shapiah Cymone Music,
Unive~sal Flasic Publishing Grup

“SEX.”
Writer Lyfe Jennings
Fublizhers:z Byfe In, Sory/ATV Tures, LLC

“Sexy Love”

Writers: Mikkel Eriksen (PRS).

Tor Hermansen (PRS)

Publishers: EMI Music Publishing,
Sony/ATV Tunes, LLC

“Shoulder Lean”

Writer: Young Dro

Publishers: Taylor My Hart Publishing,
Warner/Chappell Music. Inc.

“Snap Yo Fingers”

Writer: Sean Paul Joseph
Publishers: How Ya Euv Dat Music.
Notting Dale Songs, inc.

“So Sick”

Writers: Mikkel Erikser (PRS),

Tor Hermansen (PRS)

Publishers: EMI Mus'c Publishing.
Sony/ATV Tunes, LLC

“So What”

\Writer: Clara

Publishers: Royalty Pightings,
Universal Music Pubsshing Group

“Torn”

Writer: Letoya Luckett

Publishers: Letoya M.sic Publishing,
Warner/Chappell Music. Inc.

“Touch It (Remix)”

Writers: DMX, Lioyd Banks, Mary J. Blige,

Missy Elliott, Papoose, Rah Digga

Publishers: Boomer ¥ Publishing, Dead Geme
Publishing, EMI Music Publishing, Mary J. 3lige
Publishing, Mass Corfusion, Productions, Mo
Money In The Bank, My Soulmate Songs LLC,
Rah Digga Music, Thugacation Music, Univarsal
Music Publishing Gro.p

“Unpredictable”

Writer: Ludacris

Publishers: Ludacris Universa. Publishing,
Universal Music Publishing Group

“What You Know"”
Writer: Gabrel *Wznder™ Arillo
Publisher: K Mifagro Music

“Why You Wamna”

Wiriters: Kevin *Khao' Cates, Donz-Hwa Chung, Neal
B. Conway. J Dilla. Q-Tip. Ali Shah=ed Muhammad,
Bebel Olivera , Phie Dawg, Crystal Waters
Publishers: Basement Boys Mdsic. Inc, Crumb
Snatchaz Music. C-Water Publshing, EPH CY
Publishing, Jazz Merchant Music, Neal Conway
Music. Universal fAusic PublisPing Group.
Zomba Enterprises, Inc.

“Yo (Excuse Me Miss)"”

Writers: Johnta Austin, Vida! Davis, Andre Harris
Publishers: Chrysalis Music, O#ty Dre Music,
Lil Vidal Music, Naked Under My Clothes Music,
Universal Music Publishing Grcup

——

TOP RAP SONG:

“It’s Goin’ Down”

Writer: Nitti

Publishers: EM) Music Pubdshing,
Regina's Son Music, Slide That Music
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AWARD WINNING RAP SCNGS:

“(Wher You Gonna) Give It Up To Me”
Writers: Keyshia Cole. Ron Tair. Jig Zag. Sean Paul, Nigel Staff
Publiskers: 150 Lafayette Music, BMG Songs, Inc.,
Dutty Rock Music, EM’ Music Pubfisking. Faircraft
Music, JB Zag Music, She Wrote It. Universal Music
Publishing Group

“Grilla"™

Writers Beyoncé. Jerma ne *JO° Dupri, Sean Garrett.
Ali Joses. LRoc. Nelly, Paul Wall, Kelly Rewland, T.I.,
Micheltz Nilliams

Publisears: 2 Kingping Publishing, A'r Control
Musie, Irc., Basajamba Music. Beyonce Publishing,
BMG Sogs. Inc., Christopher Garrett's Publishing,
D2 P-o Publishing, Domani & Ya Matesty's Music,
EMI M.sic Publishing, Hitco South, sackie Frost
Music, helendria Music Publishing Paul Wall
Publisaiag, Sam Swag Publishing, Snaniah
Cymore Music. Sony/ATV Tunes, LLC. TMWilliams
Publisaing, Universal Music Publishing Group,
Warner/Chappell Music, Inc.

“Lean Wit It, Rock Wit It”

Write-e: Buck. Maurice ‘Parlae” Gleaton, Bernard “Jizzal
Man" Leverette, Jr., Gereld *Buddie” Tiller,

Jamal “Pimpin” Willingham. Deanglo “2canut” Hunt
Publsaers: Buck 3485, Dem Francl-ize Boyz. EMI
Music Publishing, Guecked Up, Hcney's Baby Boy
Musiz, Jamall Willingtam Publishing, Parlae DFB
Publistirg, Slide That Music

“Morey Maker”

Writerz Ladacris

Publ.shers: Ludacris Universal Pudlshing,
Univeasal Music Publishing Group

“Pull @ Me Back”

Writers: Zhingy, Jermaire *JO” Dupri, LRoc,

Brian A, Morgan, Jaco Fastorius

Publ'shers: A Stolen Peoples Music, Air Control
Music hc., Basajamta Music, BMG Songs, Inc..
Chingv Music, EMI Music Publishing, Jaco
Pasty-ious Inc., Shan.ah Cymone Music, Universal
Mussc Fublishing Groap

‘Ridin"”

Writers: Char iflionaise. Kmyzie Bonz,

Juan *Play” Salinzs Cscar “Skikz” Salinas

Fublishers: £Mo Music Corr., CRamilFtary Camp
Nusic, EMI Nusic Futlishing Play For Play N Skillz
Nusic, Skiliz For Siall= i Plav Mesic,

Universal Mesic Fudlshing Grous

“Shoulder Lean"™

V/riter: Young Dro

Publishers: saylcr My Hart Publiehing,
Warner/Chasoe’l fusic Inc.

“Snap Yo Fingers™

Writer: Sean 2aul beeph
Publishers: #ow ¥a Lav Dat Vus-c.
rotting Lale 301gs ¢

“So What™

Writer: Cizra

Publishers: dyakty Rigtings,
Universas Music PubFsking srown

“Temperalire™

Writers: Rohzn “Snoweanz” Fu.ler

adrian “izzs” Narshal. Sean Paul

Publishess: Dutty Foch Musc, EMI Music
Publishing, &os MLsiz, Jencone Snowcone
Publishirg, S8 Nt si~

“Touch 1t {Remix}”

Writers: CMX, _lovd Batks, Mary J. Blige

Wissy Elliott, Papiess, ah Digea

rPublishers: Boon-ar £ Publizhing, Dead Game
Publishirg, =Ml Musk Sublshing, Macy J. Blige
Publishirg, Y ass Gorfusion Productions,

Mo Money h Tt c Baria My Souanate Songs LLC,
Rah Digga Mus'c. "hagacatibn Music,

Jnlversat Msic 2ebdsaing Srocp

‘U And Daz”

‘Nrlter: Kand 3uras

Dublishers: 4ir Zartrl Musc, Irc.,
IMI Music Pubdsh<ng, <ancacy Music

“What You Know"™
Nriter: Gabree “Wonder® Arific
Publisher: K Mdzgro Music

“Why You Wanna”

Writers: Kevin “Khao” Cates, Deng-4wa Chung, Neal B.

Conway. J Dilla, Q-Tip, Ali Shaheed Muhammad, Bebel
Olivera , Phife Dawg, Crystal Waters

Publishers: Basement Boys Music. inc, Crumb
Snatchaz Music, C-Water Publishing. E2HCY
Publishing, Jazz Merchant Vusic, Neal Conway
Music, Universal Music PubFshing Group, Zomba
Enterprises, Inc.

TOP GOSPEL SONG:

“Looking For You”

Writers: Sheree Brown, Charles Mims,
Patrice Rushen

Publishers: Baby Fingers Misic, Mims
Music. Shown Breree

AWARD WINNING GOSPEL SONGS:

“God’s Gift To The Word”

Writers: Mike Himelstein, Terry Samipson
Publishers: Avodah Music Co.. he Joe Brothers
Music, Warner/Chappell Music, Inc.

“Pray”

Writer: Lo Down

Publishers: EMI Music Publshiog,

Hot Heat Music, Justin Conts “ublishing

“Victory”
Writer: Tye Tribbett
Publisher: Greater Anointinz Sauff Music

“Yesterday”

Writers: Erica Campbell, Tina €anypbell,

Warryn Campbell

Publishers: EMI Music Publishing, its Tea Tyme,
That's Plum Song, Wet Ink Ieo Music

www.ascap.com
MARILYN BERGMAN 1| PRESIDENT & CHAIRMAN 0= THE BOARC

TOP SOUNDTRACK SONG
OF THE YEAR:

“Check On It”

Wiite-s: Angela Beyiiee, Beyoncé,

Sean Garrett, Swizz B2atz, Henry Mancini
Publishers: Angela Beyince Music Beyonce
Publishing, Chiistopl er Garrett's Publishine.
EMI Music Publishiag, Hitco Soutl', Northrdge
Music Compary, Sciry/ATV Tunes, LLC, Swzz
Beatz, Universzi Masic Publishing Group

i =R -

TOP RINGTOA\E
OF THE YEAR:

“Grillz”

Writers: Beyonce, Jertaine “JD” Dupi,

Sean Garrett, Ali Jones, LRoc. Nelly, Faul Wall,
Kelly Rowland, Tl Midhelle Williams
Publshers: 2 Eingpis Publishing Air Cont-os
Music, Inc., Basajaiba Music, Beyonce
Publishing, BNM:G Sengs, Inc.. Christopher
Garratts Publizhing, D2 Pro Publshing,
Danxani & Ya Majeszy's Music, ENI Music
Publshing, Hitzo S3.th, Jackie Frost Music.
Kelendria Mus'c Pablishing, Paul Wall
Publ'shing, Sam Swap Publishing Shania’y
Cxmmane Music. Son=/ATV Tunes, aLC,
TIWilliams Py blisang, UniversaP Music
PubFshing Graup, Warner/Chappell Music. Inz.

EAN PAUL

> Artist
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[ ] ON THE CHARTS

® ALBUMS ARTIST / TITLE
THE BILLBOARD 200 ,[_3005,’: :gmv{w
. CHERRYHOLMES / L
TOP BLUEGFESS_ 82 CHERRVHOLMES It BLACK AND WHITE

STING /
TOP CLASSICAL 87  gyugsmmow e agmnm N
TOP CLASSICAL CROSSOVER _ 87 7 10sh crosan/

~ TOP COUNTRY l T ASEEY

TOP DIGITAL 88 O e/

TOP ELECTRONIC | 85 | 3332”

TOP HEATSEEKERS | 89 ,T,:'E‘F:,%mecs"““’

_Top INTERNET 88 fog':dmﬁv

a— — MICHAEL BUBLE /
TOP JAZZ 87 CALL ME IRRESPONSIBLE

TOP CONTEMPORARY JAZZ 87  EUGE GROOVE/

UPFRONT

9 MUSIC MAKES 14 Making The Brand, Top Lamin | ga | poormees
M S ioNns: =T jou - =
ME STYLI:H The 6 Questions: TOP POP CATALOG 88 jgulmméﬂmsm"s
Recording Academy Thurston Moore e | S —
: TOP R&B/HIP-HOP | 79 FABCLOUS
launches a Grammy 16 Latin = poll FROM NOTHIN' TO SOMETHIY
fashion line. 17 Retail Track TOP REGGAE || 70 | FoN S A L exsunt oF e Canagin
] ’ SINGLES
13 Global The Indies, The & sING il A Sl
Publishers Place : _ ADULTCONTEMPORARY | 77 § Ciiios
20 Digital Entertainment ADULT TOP 40 77“3&:’5‘3”“/ )

] TR | MONTGOMERY GENTRY /
E : X
FEATURES HOT COUNTRY | 83 | INin "™

e p. DANCE CLUB PLAY | 85 RIHANNA FEATURING JAY-Z/
24 COMING OUT Emerging gay media platforms
and efforts have reason to be proud.

UMBRELLA

[ HOT DANCE AIRPLAY = 85 | HANNA FEATURING Jav-Z/

RIHANNA F-EATURING JAV-_Z /

HO’S NEXT? ) } f __HOT DIGITAL SONGS § 77 | (jsseuis o

28 W o The answer may be "no one ‘ Fa HOT100 76 | FIHANNA FERTURING JAYZ /
when it comes to filling arenas for decades to come. ,‘ == SRR il :L:‘::LL:EATURING S

NG JO

,/ o HOT100 AIRPLAL 777 | BUY UADRANK (SHAWTY SNAPPINY
\ el MANDISA /
31 AN AMERICAN BAND Among the top- HOT SINGLES SALES 78 | oNiY THE WORLD

. — — =

HOT LATIN SONGS | 84 m&co ANTONIO SOLIS/

MODERN ROCK 77 t,',tﬁ'.“v!’é&“e’

RIHANNA -
POP 100 | 78 D A FEATURING JAY-Z /
POP 100 AlRPLAY 78 ét'ﬁ;'e"ﬁ mﬂemnxs/

grossing acts on the road, the Dave Matthews
Band leads its generation.

43 ALEJANDRO FERNANDEZ cuiding

the evolution of ranchera and a hot career with
his new album, “Viento a Favor.”

4 HOT R&aB/HIP-HOP | 81 | [LETSE
/ X VIV \ ] - — e e
MU hIC }‘i%bﬁ\lb Y 8" HOT | R&B/HIP HOP AIRPLAY 80{ iy
, ; = 4 : B
65 lKTlri Gego?hTo Bs 8 O’pi‘nion ! ’ REBINIHOP SINGLES SALES § 80 T et [FNIRING EVE /
n the roa =" o
once again, blues 73 Over The Counter R&B/ADULTﬁ 80! :fEP.‘AEE/DON'TGO —_—
legend readies ;2 ?I'?;ktest Watch RHYTHMIC | 80 | BI0 Ko smn "
his new album. r &
68 Classical Score, 91 Marketplace ® VIDEOS Pace  Tine

Higher Ground, 92 Mileposts TOP DVD SALES 89  GHOST RIDER

Rhythm & BerS 93 Executive Tu r.ntable' TOP TV DVD SALES = 89 PLANET EARTH. THE COMPLETE SERIES
69 Nashville Scene Backbeat, Inside Track 1  SERIE
71 Reviews 94 Backbeat, Inside Track _ VIDEO RENTALS 89  GHOST RIOER

6 6 GAME RENTALS B9 | PS2: SPIOER-MAN 3

THIS WEEK ON .blz 1.

JOAN ARMATRAOING /
TOP BLUES § #1 INTO THE BLUES

T RED
TOP CHRISTIAN | #1 ‘,‘,:’f&’fssgﬁ'éfﬂ"ss !

ON THE COVER: The Dave Matthews Band, from left: LeRoi Moore,
Boyd Tinsley, Dave Matthews, Stefan Lessard and Carter Beauford at
Madison Square Garden in May 2002. Photograph by Danny Clinch.

___HOME FRON

VARIOUS ARTISTS /

i . . . _ gty L N TOP GOSPEL | #1 B wowgoseet #15
MOBILIE TOURING REGIONAL MEXICAN THEE JADED INSIDER TOP INDEPENDENT | 41 | D1 /aLEn/
ENTERTAINMENT LIVEE  Billboard’s Touring This three-day summit, Wwilco and Ryan Adams * ‘;’E;”EBES;/

. . . HOP BOY;
The conference features Conference & Awards will dedicated to the top- squeezed into small New i HOT RINGMASTERS | #1 I paary uie 4 pocksian _B
interactive interviews with feature panels, networking selling genre of Latin York venues, and Billboard TASTEMAKERS | 1 g‘:mﬁi STRIPES /
industry influencers, a full opportunities and an music, features Jenni was right up front. Visit N WORLD- A Jeee WOMAN /
exhibit floor, networking awards receptiontargeting  Rivera, the Billboard jadedinsider.com for the X — “:EW JOURNEY ;
. . BRUCE G
opportunities and a promoters, agents, venues,  Q&A, live showcases, full scoop. TOP MUSIC VIDEO SALES | #1 _vaum B

live performance by managers, sponsors and educational sessions and TOP VIDEO LIPS | 1 | 5t hincs POPP’ 0O T)

Josh Kelley. More at production professionals. much more. For details, —
billboardevents.com. See billboardevents.com. visit billboardevents.com.
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ELLIS PARRINDER

NWRIGHT

GROVER SALES: LOS RIELEROS DEL NORTE. COURTESY OF FONOVISA RECORDS: W

MILLMAN: ALEJANDRO COLLADOQS NUNEZ: MINGUS
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Recast

BY GREG SCHOLL

As has been widely reported, the Copy-
right Royalty Board (CRB) recently issued
a decision setting statutory rates and
terms for Internet radio royalties cover-
ing a period from 2006 to 2010. The ini-
tial proposal put forth widened the already
large gap between royalties paid by Inter-
net radio versus satellite, cable and
terrestrial radio stations, and made web-
casting economically untenable for
smaller—and even large—webcasters.
As it already stood, Internet radio serv-
ices were paying royalties estimated at
more than 50% higher than satellite.

This decision is under review and very
much in the news as of late—witness the
recent “day of silence,” in which many
webcasters reportedly shut off their
streams for the day. The objective of a new
rate agreement should be to ensure the
economic viability of digital streaming
products and services for webcasters,
while providing that master rights hold-
ers receive a fair cash compensation for
such use and recognizing the invaluable
role that webcasting plays in music dis-
covery, program diversity and innovation.

Unfortunately, this does notappear to
be the path we are on.

We at the Orchard respect the need
for the statutory protections that have
been granted to master rights holders,
and appreciate the CRB’s intent toward
ensuring fair compensation for webcast-
ing. However, we believe that the rates
will stifle a critical element of the quickly
evolving digital music economy, disin-
centivizing business that cannot now
provide these products and services in
an economically viable way. This will sti-
fle innovation at an important, early
juncture in the development of the nas-
cent industry, and result in a webcast-
ing environment akin to terrestrial radio
today, where market power is concen-
trated in relatively few companies that
maintain de facto control over what
music is played. This lack of music di-
versity is ultimately most detrimental
to independent artists and labels and

FOR THE RECORD

In the story “The Art of the Hus-
tie” in the June 30 issue, Bryan
Leach should have been identi-
fied as president of Polo
Grounds Music and senior VP of
urban for RCA. The president/
CEO of Zomba Label Group,
which encompasses Jive Rec-
ords, is Barry Weiss.

8 BILLBOARD | JULY 7, 2007

e T

also, in our mind, to American culture.

We believe that the inability to reach an
economically viable rateis the direct con-
sequence of companies with substantial
market leverage focusing on driving short-
term rates as high as possible regardless
of long-term impact. In this respect, we
strongly disagree with the position argued
by the RIAA-created SoundExchange. We
believe the current path will result in pric-
ing models that restrict the development
of digital retail and, in turn, fuel piracy.
In a future with less programming diver-
sity and fewer online players, a small
group of companies will be advantaged—
as has been the case with terrestrial radio.
This is not healthy, and not fair.

At this important early stage of market
development, it is critical for rights hold-

® O
In a future with

fewer online players,

a small group of
companies will be
advantaged—as has
been the case with
terrestrial radio.

ers and webcasters to experiment and in-
novate, working together as partners, with
a high degree of economic and transac-
tional transparency. One would hope that
the mutual goal would be finding an ap-
propriate balance between underlying
rates on one hand and valuable promo-
tion and music discovery on the other, all
the while fostering innovation and exper-
imentation around artist discovery, audi-
ence development and new, creative
music business models.

The ideal future is one whereby rights
holders receive fair compensation for the
use of their music, and a diverse and broad
group of companies can webcast in an
economically viable manner. The Or-
chard, working on behalf of its label and
retail clients, remains committed to find-
ing and striking the right balance—ad-
hering to reasonable statutory structures
or, barring that, working directly with our
represented artists and labels and the serv-

__EDITORIALS | COMMENTARY LETTERS

A Call To Let Analytics—
And Cooler Heads—
Determine Webcaster Rates

ices that market and promote them to
shape productive agreements outside the
strictures of the statutory mandates.

In our view, in an ideal world, a tem-
porary rate {or suspension of the rate to
existing levels) would be established.
Armed with webcasting data, marketing
analytics could be applied to analyze the
impact of streaming activity in radio and
related services and through music dis-
covery tools like Pandora on overall mas-
ter rights holder value creation,
encompassing digital and physical sales,
tours, merchandise and the like.

We believe that this analysis would pro-
vide valuable insight into how to evolve
rate escalation in a manner that balanc-
ing the royalty per se against the valuable
role webcasting plays in marketing and

promotion. The likely result would be
lower rates than those set forth by the
CRBand, as aresult, webcasting remain-
ing economically viable to a broader and
more diverse group of companies. The
goal should be to understand the value
created by webcasting, and then, agree
on how to equitably share that value
among all the various players that make
it possible.

Unfortunately, this type of collabora-
tive dialogue does not seem to exist. Let’s
hope all parties can step back, take a deep
breath, recognize that we’re very early in
a permanent format shift with models
and music we can’teven imagine yetand
work as partners to define a better future
where artists, labels, publishers—and
everyone who promotes and sells music—
can prosper. ore
Greg Scholl is president/CEO of digital
distributor the Orchard.

WRITE 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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>>>SPICE
GIRLS
REUNITE

'90s pop five-piece
the Spice Girls—Geri
“Ginger” Halliwell,
Melanie “Sporty”
Chisholm, Melanie
“Scary” Brown,
Victoria “Posh”
Beckham and Emma
“Baby” Bunton—
confirmed they will
perform 11 dates in
eight countries,
beginning Dec. 7 in
Los Angeles. The
tour will continue to
Las Vegas (Dec. 8);
New York (11);
London (15);
Cologne, Germany
(20); Madrid (23),
Beijing (Jan. 10);
Hong Kong (12);
Sydney (17); Cape
Town, South Africa
(20); and Buenos
Aries (21).

>>>WMG,
SONY BMG AIM
FOR RUSSIA
Warner Music Group
and Sony BMG,
along with two
Russian record
labels, have
launched a
wholesale digital
distribution
platform in Russia,
dubbed Digital
Access. The new
Moscow-based
platform will
distribute music,
full-track audio
downloads,
ringtones,
videoclips and color
images. Digital
Access is expected
to start selling
content during the
fourth quarter.

>>>CAPITOL,
THERE.COM
PARTNER
There.com, an
online virtual worid
aimed at teens and
20-somethings, has
partnered with
Capitol Music Group
to host a series of
“live” appearances
in the virtual world.
Starting July 10,
There.com will
launch the Tower, a
new nightclub that
will host musical
performances. The
first one by a
Capitol artist,
scheduled for the
Tower launch, will
be by rapper Mims.
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The Recording Academy Launches A Grammy Fashion Line

Each February, the Grammy
Awards are telecast live around
the globe. Nearly 700 million
people worldwide watch the
event. But with an eye toward
next year’s 50th anniversary of
the awards, the Recording
Academy wants to extend its
musical message year-round-
with a fashion line.

In October, the Grammys
will launch Grammy Brand,
a clothing and accessories
collection that celebrates the
intersection of fashion and
music. Created by the Record-
ing Academy, with the assis-
tance of brand builders Duffy
+ Duffy, the line not only ex-
tends the Grammy message,
but also raises funds for the
Grammy Foundation and
MusiCares.

Academy president Neil
Portnow says Grammy Brand
is a major element of the
“bigger-picture effort” taking
place at the organization. “If
we have the most recognized
and respected
music—the Grammy—what
should we be doing year-
round to promote that and
give people access toit?” Port-
now asks. “This is one com-
ponent reacting to that
thought. This allows people
to be very close to us 365 days
a year.

Inspired by the annual cele-
bration that honors the best in
music, Grammy Brand is a
high-end collection for men
and women. It will initially ar-
rive in specialty retailers like
Fred Segal and M. Frederick on
the West Coast. By year’s end,
the collection will hit the East
Coast and points in between,
and be available in upscale bou-

icon in

tiques and department stores.

Unlike tour merchandise for
specific artists and bands,
Grammy Brand speaks to a
broad range of music. The vi-
brant, visually alive collection,
which was previewed June 21
in New York, has the potential
to appeal to a wide variety of
music fans. A ripped and safety-
pinned blazer, for instance, re-
calls the Sex Pistols in their
heyday, while jewel-encrusted
sunglasses would not look out
of place on Mary J. Blige. Mean-
while, cowboy-inspired, long-
sleeve, button-down shirts look
tailor-made for Big & Rich.

The tag line for Grammy
Brand, “Music makes me . . .,”
aims to connect to music fans’
personal relationship with
music. “Music makes me re-
member, music makes me
relax, music makes me create,
music makes me think,”
Recording Academy chief mar-
keting officer Evan Greene
says, sugguesting some words
that might complete the tag
line, and that appear on some
of the collection’s items.

The academy partnered with
various designers and compa-
nies to create and manufacture
the collection, inciuding 3]
Workshop (casual wear, leather
jackets), Franco (eyewear, jew-
elry), JEM Awake (T-shirts),
Latino Royalty (bags, acces-
sories), Madeline Beth (jewelry,
handbags, compacts) and Salpy
(women’s shoes). Designer
Michael Eaton is creating orig-
inal, one-of-a-kind, hand-
painted T-shirts and blazers for
the collection as well.

Price points range between
$50 and $3,000. While pro-
jected sales of Grammy Brand

are being kept close to the vest,
Greene is confident it will
“generate a significant rev-
enue stream for the Record-
ing Academy.”

Grammy Brand, Portnow
says, is just one part of the re-
branding of the globally iconic
Grammys. “Four years ago,
when | started here, the
Recording Academy didn’t
have a full-fledged marketing
department,” he continues. So
he made correcting that omis-
sion his goal. “We needed a
first-rate team with a vision to-
ward the future.”

Fast forward to next year’s
50th-anniversary celebration,
and the academy appears on
target. In addition to Grammy
Brand, the academy will extend
its message via the Grammy
Museum, which is scheduled
to open next year in a new com-
plex next to the Staples Center
in Los Angeles, where the
Grammys are held.

The event will be preceded
by a coffee-table book, which,
like Grammy Brand, arrives in
October. Portnow says the
book—with the working title
“And the Grammy Goes To

-will celebrate the annual
ceremony’s highs and lows
(Milli Vanilli comes to mind.)
Borders Books will publish and
distribute it. The academy will
further extend the Grammy
name with CDand DVD retro-
spectives, as well as TV specials
throughout the year.

“There is a renewed energy
at the academy,” Portnow
says. “We have found elegant
ways to roll this out. With a
milestone anniversary ap-
proaching, this will continue
into the future.”
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The Grammy
Brand collection
set to launchin
October, will
notentially appeal
to a wide variety
of music fans.
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>>>INTERSCOPE
ENTERS
BEVERAGE BIZ

Interscope Geffen
A&M Records has
signed a joint venture
with beverage
company Drinks
Americas to develop
various drink
products. The
partnership will
identify, develop and
market jointly owned
alcoholic and
nonalcoholic
beverage products
with the label’s artists.
Additionally, the label
will assist in marketing
Drinks Americas’
current products,
including Donald
Trump’s Trump Super
Premium Vodka.

>>>KEYS,
LAVIGNE, FALL
OUT BOY SET FOR
FASHION ROCKS
The fourth annual
Fashion Rocks event,
presented by Condé
Nast Media Group,
touches down Sept. 6
at New York’s Radio
City Music Hall and
airs the following
evening as a two-hour
special on CBS.
Hosted by
“Entourage” star
Jeremy Piven, this
year’s event will
feature performances
by Alicia Keys, Avril
Lavigne, Fall Out Boy,
Carrie Underwood,
Fergie, Jennifer
Hudson, Aerosmith
and others.

>>>DECISION
DUE AUG. 14 FOR
SANCTUARY BID
Aug. 14 is the dead-
line for Sanctuary’s
shareholders to accept
Universal’s £44.5
million ($87.7
million) bid for the
company, which was
recommended by the
Sanctuary board. The
date is also the
deadline for any
counterbids from
other suitors.
Universal’s cash offer
works out to 40 cents
per share. The
agreement for the
international music
group encompasses
recorded products,
merchandising and
artist services
including artist
management and live
agency arms.

BY MARK SUTHERLAND

Non-Charging

Rhino

Warners Launches Ad-Led Video Site

Warner Music Group is tak-
ing on YouTube at its own
game, with the launch of its
first free-to-view Web 2.0
video jukebox.

Rhino TV—centered around
Warner’s catalog brand, which
recently rolled out interna-
tionally—is the first “digital
hub” to be launched through
Warner Music International’s
strategic partnership with
digital services provider Pre-
mium TV (billboard.biz, May
3. 1t will feature video con-
tent from Warner acts includ-
ing Madonna, R.E.M.and Red
Hot Chili Peppers.

London-based WMI chair-
man/CEO Patrick Vien, who
plans to soft-launch the serv-

Find the UK's |
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rmsa—

ice June 29 at a music biz con-
ference in London, gave Bill-
board an exclusive first look at
the test site, found at rhino.tv.
He stresses that Warner will
continue to license content to
YouTube—with whom Warner
signed a commercial partner-
shipin 2006—and other third-
party video sites, but de-
scribes the launch as “a chance
to take control of the way that
we organize our content.”
“With the digital revolution
comes chances for us to touch
our consumers directly,” he
says. “Operating our own des-

tinations is a big part of capi-
talizing on that.”

While videos will be avail-
able free for streaming, the
site will look to monetize con-
tent in multiple ways. Videos
will be preceded by in-stream
and banner advertising—in-
stream advertisers on the
beta site include Domino’s
Pizza and Cisco—and con-
sumers will be able to pay for
video downloads that the
beta site prices at £1.99
($3.97). An online store will
sell downloads, CDs and mer-
chandise as well, and Warner
anticipates additional income
from syndicating content to
other sites and allowing con-
sumers to embed videos in
social networking pages.

The site will soft-launch
with 2,000 videos and ex-
clusive interview/docu-
mentary footage from the
Doors and the Traveling
Wilburys, and the number
will rise “significantly” by
the time of the full con-
sumer launch in August,
Vien says. Future hubs could
focus on specific acts, labels,
genres, lifestyle sectors or
“create completely new
brands,” he says, although all
will be music-led.

He declines to reveal the ex-
tent of Warner’s investment or
financial targets but says he ex-
pects to see areturn “soon.”

“We’re building these sites
as full business models,” he
says. “We expect them to
generate revenue, we expect
to invest in turning them into
premium destinations, and we
expect to make a profit.” .-«
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FACTOR

Don’t Bank On Apple Transforming
The Mobile Music Market

The pre-iPhone hype is over.
Long live the iPhone hype.

Now that Apple’s much-
discussed foray into mobile
phones is available for actual
purchase, the musicindustry
is eagerly waiting to see if the
device can goose foundering
mobile music sales.

A recent Jupiter Research
report finds that while 27.7
million consumers will own
music-capable phones by the

end of the year, only 2% of
them now use the devices to
download songs over the air
and only 5% transfer music to
the phones from their comput-
ers. The music industry would
like to see this change.
“There’s been some disap-
pointmentinto the speed of the
rollout on mobile,” Warner
Music Group chairman/CEO
Edgar Bronfman Jr. said at the
Deutsche Bank Securities

Media & Telecom Conference
in early June. “But . . . the in-
troduction of the iPhone is an
enormously positive event.”
On its own, the iPhone will
have little immediate impact
on mobile music sales. That's
because the iPhone doesn’t
have the ability to buy and
download songs from iTunes;
it can only transfer music or-
ganized by the iTunes music
management application to the

- T

360 DEGREES OF BILLBOARD

BILLBOARD, HOODINY PARTNER

Billboard has kicked off a strategic alliance with Latin music
community elHood.com and its parent company, Hoodiny En-
tertainment Group. EIHood, launched last year, has positioned
itself as a leading Latin music community focused on con-
necting artists and fans in English and Spanish. Hoodiny’s
technology allows labels to combine video and music manage-
ment services with social networking applications.

Under the new agreement, Billboard’s digital sales team
will represent the Hoodiny sites in terms of advertising sales.
In addition, Billboard content will appear on Hoodiny-
powered sites, in English and Spanish versions. oo
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Sheridan Square
Restructures

Umbrella Music Company Changes Ownership, Balance Sheet

Sheridan Square, which owns
V2 North America, Artemis
and other labels, is in the
midst of an out-of-court fi-
nancial restructuring that al-
ready has affected a change
in its ownership group and
will result in the liquidation
of its Musicrama wholesaling
unit, Billboard has learned.
Last week, Sheridan Square
was placed under a new um-
brella holding company—BT
Music, which is controlled by
BTP Acquisition, an invest-
ment firm led by David Berg-
stein. BTP also owns London-
based movie studio/theatrical
distributor Capital Films and
Los Angeles-based theatri-
cal distributor ThinkFilm. BTP
has a $130 million deal pend-
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ing to acquire Chatsworth,
Calif.-based Image Entertain-
ment, which has a 3,000-title
DVD library.

Other Sheridan Square
shareholders include princi-
pals Joe Bianco, Anil Narang
and Joe Pretlow of Redux
Records, who acquired Sheri-
dan in 2003 from Danny Gold-
berg and his investors; and Lit-
tle Rock, Ark.-based Stephens
Group, which initially invested
in Sheridan Square last July.

The restructuring began
in January when Sheridan
Square management let go
practically all of its entire V2
staff. In February, Redux and
Stephens put additional cap-
ital into Sheridan Square and
BTP was brought onboard.

At that time, Sheridan also
began contacting creditors
to restructure its debt.
“Sheridan Square has had
cash-flow problems over the
last six months,” Sheridan
Square president Mike Olsen
says. “We are trying to get
Sheridan Square into agood
solid state, and as part of
that we are discussing [with
creditors]a payment planin
which they take less money”
than they are owed.
Billboard estimates that,
since 2003, Redux spent $35
million buying labels and cat-
alog assets and $10 million
for Musicrama. In addition to
V2 North America and
Artemis, Sheridan Square’s
labels include Compendia,

IPHONES LINE: GREG GR
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device—called “sideloading.”
Other music phones from
Sprint and Verizon Wireless
allow sideloading, but they re-
quire users toinstall a different
music management program to

do so—resulting in one pro-
gram for PC-based music
(iTunes) and another for mobile
music manhagement.

The iPhone skips this extra
hurdle by directly interacting
with 1Tunes, which has more
than 500 million active users
and is downloaded about 1 mil-
lion times per day.

“It'll mesh much better with
the current way that people
enjoy, collect and organize their
music than any device we've
seen,” M:Metrics analyst Mark
Donovan says.

That's good for Apple and
AT&T Wireless, but how does
that help the music industry,
which has high hopes and grand
plans for mobile musicrevenue?

For starters, the device has al-
ready significantly raised aware-
ness about music-capable
phones. Before Apple unveiled
the iPhone, few wireless oper-
ators or mobile phone manu-
facturers did much to promote
the media capabilities of their
phones, and what little they’ve
done has proved ineffective.
No more.

“The buzz and hype around
the iPhone is changing the con-
versation in a really healthy way
around mobile phones,” Dono-
van says. “You're going to see

in mobile phone marketing and
advertising much more atten-
tion played to the way they are
media devices.”

Additionally, competing
phone manufacturers are ex-
pected to step up their inno-
vation around new products,
which provides only more
ammunition to such market-
ing efforts.

Apple “has created a form
factor that will be easy to use,
beautiful to look at and really
has sel the bar for the Nokias
and the Motorolas and the
other [manufacturers] of the
world,” Bronfman said.

Yet despite all the prelaunch
hype, an iPhone grand slam is
hardly a given. Sure, the first
shipment of devices will likely
sell out by the end of the first
weekend as the Apple faithful
camp out at stores nationwide.
But any negative reviews or
glitches will just as likely keep
the mass market away, partic-
ularly given its $600 price tag.

Look at Apple’s last attempt
at invading an unfamiliar plat-
form—the Apple TV. Un-
veiled with much fanfare, the
system’s well-publicized lim-
itations resulted in a tepid
consumer response.

“If the iPhone turns out to
be another Apple TV, there will
be financial repercussions,”
Parks & Associates research di-
rector John Barrett says. “Even
a moderate market success
could have little benefit.” ...
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Spitfire, Intersound and cer-
tain catalog assets of Tone-
Cool Records, Triloka, Ro-
peadope Records and
Vanguard Classical. Last July
Redux principals refinanced
Sheridan by putting in addi-
tional funds to buy out original
investor Tinderhook and
bringing in Stephens Group.
At the same time, Redux re-
placed original debt provider
Fortress with D.B. Zwirn & Co,,
which supplied a $30 million
line of credit, sources say.
While Musicrama reportsinto
Sheridan Square, it is not a
part of that company and used
a different lender, PNC Bank.

By January 2007, things went
sour as Sheridan Square had
trouble paying its CD manufac-
turers, sources say. Redux prin-
cipal Narang says Sheridan was
hurt “when the whole musicin-
dustry took aturn forthe worse.”

When the V2 staff was let go,
Olsen was put in charge of
Sheridan Square and the com-
pany was recentered in Nash-
ville around its Compendia unit.
Since then, Sheridan Square
has been trying to cut deals

with its creditors while Redux
has also been trying to restruc-
ture the Musicrama debt. But
earlier this month, it sent alet-
ter to vendors telling them that
“after several months of ex-
ploring our available options
to restructure Musicrama’s
business, we have come to the

Billboard estimates that
Sheridan shareholder Redux
spent this amount buying
music assets since 2003

conclusion that it is no longer
possible for Musicrama’s busi-
ness to continue.”

So it is liquidating Music-
rama and after the secured
lender is paid off, any leftover
cash will be allotted to Music-
rama’s unsecured creditors.
The letter warns those credi-
tors not to sue Musicrama be-
cause it would force a formal
Chapter 7 liquidation, a costly
process that would likely eat
up any potential recovery for
unsecured creditors. os
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One-Stop
Svynching

Getty Images Aims To Streamline The Licensing Process

Getty Images thinks it’s time to reinvent the
commercial music licensing business.

The company is well-known for its vast cat-
alog of pre-cleared digital stock photos made
available at a flat-rate price. Its WeD site allows
customers to browse, preview and buy these
images without ever even makinga phone call.

It plans to apply that same model to licens-
ing music forads, TV shows and movies. The
first step was its $42 million acquisition of
Pump Audio in late June. Pump Audio oper-
ates an online music licensing business sim-
ilar to Getty’s photo service. Users can browse
through Pump Audio’s catalog of about
700,000 tracks—mostly from independent
and unsigned artists—and purchaselicenses
for as low as $25 for a podcast to $50,000 or
more for a nationwide TV spot.

But Getty isn’t stopping there. CEO
Jonathan Klein says he plans to expand the li-

censing business to include content from

Pump Audio’s catalog
features tracks by
such artists as CHRIS
BALLEW. Inset: Getty
CEO JONQ’HAN

KLEIN. ,S:‘, 5

T

major labels and mainstream acts, and con-
tinues to negotiate with several labels and pub-
lishers in that effort. Klein also hints at working
with individual artists directly, and at one point
considered—and rejected—the possibility of
buying a music publishing company.

The idea is to make music licensing more
broadly available by streamlining the process
so more potential customers can get involved.

“Everyone always focuses on the grand
slam, but that’s not a sustainable way to build
an industry,” Klein says. “There’s a focus on
licensing a tiny percentage of the catalogin
a very complex way with prices in the strato-
sphere that have no basis in reality to a small
number of people . . . We want to simplify
the process.”

But the notion ofa flai-rate, fully automated
music licensing system flies in the face of the
traditional licensing process. Acquiring the
synch rights to major-name acts generally re-
quires several phone calls to the larger labels
and publishers to acquire all the licenses re-
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quired. And for each there is a negotiation
process designed to maximize the amount of
money each song can bring in.

And that's a lucrative model. The market
for commercial music licensing and perform-
ance rights combined—for publishers alone—
is an estimated $3 billion business, according
toresearch from Enders Analysis. It’s only ex-
pected to grow as TV shows and videogames
become prime vehicles for exposing new
artists, and while advertising budgets continue
to increase. Research group eMarketer proj-
ects synch revenue alone will increase to $2.5
billion in 2011.

Before the acquisition, Pump Audio’s rev-
enue was estimated at less than $10 million
per year. Klein says Getty could build that
into a $100 million annual business during
the next five years by integrating the com-
pany’s licensing platform across all Getty
Images sites so customers can bundle their
audio and visual needs at the same
time. The company also will add
music to the list of products its
sales force of nearly 700 pitch to its
bigger corporate accounts—such
as ad agencies, broadcast networks
and Fortune 500 companies.

“We have to much more aggres-
sively monetize transactions to sev-
eral thousands a week,” Klein says.

In theory at least, publishers and
labels agree—so long as making it
easier to license a song doesn’t mean
making it cheaper.

“The structure of rights does
make licensing more complicated
[and] any mechanism that allows

one to bring those rights to-

gether is positive,” EMI Music

Publishing CEO Roger Faxon
says. “[However| one has to rec-
ognize that music is not a com-
modity. Each individual license has a
unique character, and that has to be recog-
nized in the pricing.”

While automating commercial music li-
censing for unknown acts is relatively easy,
it gets more difficult for recognizable music
because the song itself them becomes a
point of consideration in conjunction with
its use. How “higher value” music will be
used is a point of discussion as well: Back-
ground music will cost less than something
featured more prominently, for instance.
Automating that element of the licensing
process is possible, but will take some time
to achieve.

“The relative contribution of value that
the music gives should determine the pric-
ing,” Faxon says. “There are ways fo system-
atize the way of gathering that info and
providing an efficient and effective way of
licensing and quoting, but in the end it's a
matter of judgment.’ .o
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>>>GUITAR
CENTER TO BE
BOUGHT FOR
$2.1BILLION
Guitar Center has
agreed to be acquired
by private equity firm
Bain Capital Partners.
Total value of the
transaction, expected
to close in the fourth
quarter, is
approximately $2.1
billion including
assumed debt, the
company says. Under
the terms of the deal,
Guitar Center
stockholders will
receive $63 in cash
per share.

>>>RAGE TO
CO-HEADLINE
VEGOOSE
FESTIVAL

Rage Against the
Machine will be one of
the headliners at the
third annual Vegoose
Music Festival, set for
Oct. 28-29 at Sam
Boyd Stadium in Las
Vegas. Vegoose
producers declined to
comment on specific
artists booked for this
year’s show, but did
say an official lineup
will be announced in
mid-July.

>>>SONY BMG
TESTS NEW
MOBILE MUSIC
SERVICE

Sony BMG is testing a
mobile music service
in Europe that would
allow fans to buy and
download select
songs using text-
messaging codes
instead of accessing
them through the
music store of a
wireless operator. The
label is working with
operator Vodafone UK
and mobile music
service provider
Groove Mobile on the
trial. Participating
acts include Usher,
Westlife, Shayne
Ward, Faithless,
Kasabian and Chris
Brown.

Compiled by Chris M.
Walsh. Reporting by
Lars Brandle, Antony
Bruno, Michael
Paoletta, Mike Shields,
Mark Sutherland, Ray
Waddell, Chris M.
Walsh and Reuters.

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

Live Music On-Demand Service Making Inroads With Viewers, Labels

Millions of concert junkies have used Con-
certTV’s free video-on-demand service since
its launch in 2003, But the digital cable net-
work, which is dedicated solely to “live music
and the lifestyle experience around it,” ac-
cording to co-founder/president Michael
Shimbo, is also proving a valuable asset
among music industry executives.

Based in New York, Shimbo and co-
founder/CEO Jeff Shultz independ-
ently own the VOD-only network,
which is carried by such cable operators
as Comcast, Charter, Insight and Cox, among
others. The network offers approximately 20
hours of programming that is refreshed every
two weeks. The content ranges from live con-
cert performances to artist storytelling pieces, in-
studio recording sessions and documentaries.

“It’s really a music television network like MTV
or Fuse, but doesn’t air music videos,” Shimbo
says. “We've carved a position to be the dedi-
catedhome on TV for live music. There is no other
television network on the planet that’s dedicated
to live music and the live music lifestyle.”

BY DEBORAH EVANS PRICE

Picking On
The Culture

Crowd

Bluegrass Band Cherryholmes

Tours Highbrow Venues

Shimbo says Concert.TV has featured thou-
sands of artists since launching and has in-
creased its audience reach from 3 million sub-
scriber homes to 17 million in that time.

Concert.TV occasionally pays to license con-
tent. But mostly, the company has worked
deals with record labels and concert

promotion companies, which often
own rights to live performance
footage. “Oftentimes, a rights owner
will offer us a promotional license that
allows Concert.TV to air something, as

long as it’s tied to a CD or DVD release, or a
band that’s going out on the road,” Shimbo says.

One such deal was made last year to help pre-
view and promote Korn’s concert DVD “Korn: Live
onthe Other Side,” which was filmed at New York’s
Hammerstein Ballroom. Steve Sterling, senior VP
of programming and production at Grand Enter-
tainment, a media rights business unit of Live Na-
tion, provided Concert.TV with a cut-down ver-
sion of the DVD, along with a number of signed
guitars, to run a promotional ad campaign lead-
ing up to Korn’s summer Family Values tour.

“It actually drove up a pretty fair amount of
traffic for the Family Values tour for tickets,”
Sterling says. “That’s not my end of the busi-
ness, but my corporate cousins at Live Nation
seemed really happy about it.”

Ina similar deal for My Morning Jacket’s
2006 DVD “Okonokos,” Concert.TV
aired a half-hour presentation built
around the release date. “Thirty min- -T’
utes is an ideal time to give people a
taste of what the DVD encompasses
without giving away too much of the farm,”
says Brad Oldham, senior director of market-
ing at RCA Records. “We needed as many cool
promotional drivers as possible. That’s why Con-
certTV made alot of sense—it definitely helped.”

Shimbo says 90% of the service’s program-
ming is tied to a CD or DVD release, which in
turnis usually followed by a tour. “The audience
we’ve assembled with Concert TV is probably
the most attractive audience for tour marketers
and record labels that are promoting live prod-
ucts,” he says. But that doesn’t mean the net-
work is opposed to purchasing content. “When

we see something that is truly attractive for our
audience, we pay a license fee with cash.”
While Comcast carries such music offerings
as Music Choice, MTV, Fuse and havocTV, the
company’s senior VP of content acquisition
Alan Dannenbaum says Concert.TV brings
something different to the on-demand table.
“There really isn't anybody else out there that’s
supplying that kind of content to us,” he says. “It
provides something different than your gar-
den-variety music videos [for] somebody
who isn’t necessarily looking for the lat-
est four-minute hip-hop video.”

With competition from live-music-
targeted Web sites that include live-
nation.com’s recently launched Live

Nation TV, rehearsals.com, Control
Room (formerly Network Live) and Ma-
niaTV,amongothers, Concert.TV plans to re-
launch its site this fall. Along with more video
content, the new site “will act as a commercial
vzhicle for labels to sell products and [concert]
promoters to sell tickets,” Shimbo says. “The
planis to convert millions of television viewers
into millions of viewers to the Web site.”
In‘May, Concert.TV also announced the launch
of its news division (billboard.biz, May 7), which
willinclude on-site coverage at major festivals
throughout the year, including recaps to ap-
pear on TV and online. aue

the performing arts
centers are maybe a
third of that.
Tumarkin sees
performing arts pa-
trons, who generally
purchase season
tickets, as expanding
the band’s audience.
“These theaters were
built with great
acoustics, and a lot of

NASHVILLE—Festivals have
long been the bread and but-
ter of any bluegrass act’s ca-
reer, but Cherryholmes is
taking a novel approach by
hitting the performing-arts-
center circuit, thus expand-
ing its audience and adding
some bluegrass flavor to the
cultured palettes of such ven-
ues’ clientele.

“Toby Tumarkin with Co-
lumbia [Artists Management]
approached us after we won
entertainer of the year,” says
Jere Cherryholmes, patriarch
of the family bluegrass band,
which won the International
Bluegrass Music Assn.’s top
accolade in 2005. “They book
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primarily perform-
ing arts centers,
and he said they’d
liked to try blue-
grass and see how
itwould do. Most of
the venues that
they book had
never had any blue-
grass. So he booked
some dates, and they were all
relatively successful. Now
we've got a lot of dates this
year, probably about 60.”
Cherryholmes is on the
road in support of “Cherry-
holmes I1: Black and White
released June 12 on Skaggs
Family Records and currently
in its second week at No. 1 on
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CHERRYHOLMES

Billboard’s Top Bluegrass Al-
bums chart. The six-piece
band formed in 1999, and has
quickly become one of the
most successful acts on the
bluegrass circuit, earning a
Grammy Award nod for its
self-titled debut.
“Cherryholmes made the
jump from festivals to theaters

much faster than normal,”
says Tumarkin, who is VP at
CAMI, a 77-year-old company
best-known for working with
classical artists.

The band began playing
performing arts centers in
2006. This year, stops include
the Sunset Center Theater in
Carmel, Calif.; Capitol Arts
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center in Bowling Green, Ky.;
and the Tulsa Performing Arts
Center in Tulsa, Okla.

Jere’s wife, Sandy, still books
most of the band’s bluegrass/
festival dates, coordinating the
group’s schedule with Tu-
markin. “We still do alot of fes-
tivals,” Jere says. “We're playing
upwards of 170-180 dates and

these people have
never heard blue-
grass,” he says.
“People show up
at some bluegrass
venues now that saw
us at performing arts
centers,” Jere adds.
Jere says the set-
ting is very different
from festivals where people
are milling around. Instead
audiences are seated and
quiet. “People are dressed up,
and they serve wine and
cheese,” he says. “it’s kind of
strange to be playing bluegrass
to a crowd like that, but it re-
ally has been a great experi-
ence for us.” .

CHERRYHCQLMES: ERICK ANDERSEN
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Where They’re Coming From

Non-Endemic Audiences Flocking To Spanish, Danish Festivals

MADRID—The Benicassim
festival may be held at a tiny
resort cn Spain's Costa de
Azahar, but increasingly the
crowds there speak anything
but Spanish.

The festival, now inits 13th
year and also known as FIB
Heineken, has sold 55% of the
€170 ($228) advance tickets
for its 2007 edition outside
Spain. U.K. music fans are
foremost among the new
breed o~ festival tourists, ac-
countiny for around 65% of
fore gn ticket sales.

Festival founder/organizer
JoséMoran says he deliberately
tapped into the twin British ap-
petites for festival-going and
visiting $pain’s Costas, with fig-
ures frorm Spain’s tourism min-
istry showing 12.5 million Brit-
ons vacation there every year.
“Instead of going to a popular
mass-to arism resort like Beni-
dorm with their parents, they
comre to a rock festival with
thei- mates or girlfriends,”
Moran says.

Moran expects 2007 aver-
age daily audiences of 40,000,
of which 31,000 are long-stay
visitors, for the July 19-22
beachside festival. Benicas-
sim’s normal winter popula-
tion is just 16,000,

The festival has always
boasted a rock-leaning lineup
dominated by U.K. and Amer-
ican acts—Scissor Sisters
headlined in 20086, and this
year’s bill includes Arctic Mon-
keys, the Stooges and Muse.
But as late as 2000, the Span-
ish-to-foreign-fan ratio was
around 90/10, according to
Moran. After 2000, FIB started
to promote the festival out-
side Spain, first in France and
then in the United Kingdom.

“Now we have accredita-
tion deals with media in Italy,
Germany, the Netherlands,
across Scandinavia and even
in the U.S.,” says Isabelle
Juanco, international mar-
keting director of FIB’s
Madrid-based parent com-
pany, Maraworld. The ac-

creditation agreements in-
clude pledges of preview
coverage that help drive
weekend ticket sales.
“Advance sales by Internet
are still not as common [in
Spain] as in other countries,”
says Moran, who runs FIB with
his brother Miguel. “And many
Spanish fans wait until the last
minute before buying their
tickets. It’s a cultural question.”

SC SSOR SISTERS
headlin2d Benicassim
in ZO0€E.

9.90%"

No Application Fee
Up to 120% Financing

6.60%"

No Application Fee

Up to 115% Financing
$2,500 minimum

British fans, meanwhile,
treat the festival weekend like
a holiday, booking well in ad-
vance, staying longer and
spending more, with the aver-
age time spent at the camp-
site clocking in at five days, ac-
cording to Morén. Meanwhile,
the weather is in stark contrast
to the traditional torrential
downpours at the United King-
dom’s Glastonbkury festival.

“One of the reasons for our
success is the campsite, next
to the beach,” Moran says. “We

thought if we could do Glas-

tonbury in a Spanish climate,
that would be a real dream.”
An added British factor is
the 2006 incorporation of
U.K.-based Irish venue opera-
tor/promoter Vince Power—
the Mean Fiddler founder who
transformed the Reading Fes-
tival into an alternative rock
powerhouse—to the Mara-
world shareholding, with an
undisclosed majority stake.
Madrid-based Barnaby
Harrod, director of promoter
Mercury Wheels—a special-
ist in bringing “oreign acts to
Spain—says, “Benicassim is
extremely artist- and crowd-
friendly, which helps to ex-
plain why it has taken off.
Word has got around FIB is
the festival for the Brits and
other northern Europeans.
When Vince Power arrived
last year, he reportedly said,
‘Benicassim is like Reading

40

Average daily audience
expected for this year’s
Benicassim festival

with sun’—it’s not hard to see
why he came.”

The other leader in the fes-
tival tourism market is Den-
mark’s long-running Roskiide
Festival. Only around half of
the 2007 edition’s 77,000 at-
tendees were Danes, with fei-
low Scandinavians account-
ing for a further 35%.

Festival organizers say the
number of foreign attendees
at Roskilde has grown slightly
in recent years, with British
fans again accounting fcr
much of the increase.

“It’s new that we’re getting
so many fans from the U.K.—
better than 2,000 tickets th s
year,” festival spokesman
Esben Danielsen says. “It's
due to the fact that Glaston-
bury was canceled last year,
when we drew around 3,000
people from the U.K. [Before
20061, we would only sell a
few hundred.” o

Additional reporting by Charles
Ferro in Copenhagen.
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MoreThan
MeetsThe Ear

Little-Known Artist Snags Pontiac, ‘Transformers’ Placements

Last summer, Blake Robin
took out a personal loan for
$25,000 to keep his Nolita
record label afloat, get some
CDs manufactured and em-
bark on a four-week trek of the
United Kingdom. Sure, Robin
who records as Luxxury, was
taking a risk.

Two weeks ago, after de-
positing a check from Pontiac
in his bank account, a smiling
Robin paid off the loan—sug-
gesting that, even without sup-
port from a big industry
machine, determined artists
today can sometimes land the
deals they need.

The first ad, for the Pontiac
Solstice, was a triple cross-
promotion with the Michael
Bay film “Transformers” (due
in theaters July 3) and the
Maxim Hot 100 Countdown on
VH1. It featured actress
Megan Fox and pointed to
killer3.com, where consumers
could enter to win a Solstice
GXP as well as a trip to Holly-
wood for the June 28 premiere
of the movie. “Drunk” was then
licensed for a Pontiac G5 spot.

The ads, which are nearing
the end of their runs, have
been airingon VH1 and MTV
since May. They are also acces-
sible at YouTube and such
Robin sites as luxxury.com and
discoworkout.com.

While it may not be the best
song title fora car commercial,
“Drunk” deftly drives the visu-
als in the spots. For the Solstice
ad, Pontiac’s agency Leo Bur-
nett needed a piece of propul-
sive music “to match the killer3
attitude,” says Jeff Cruz, cre-
ative director of Leo Burnett De-
troit. “It was also important to
have something that matched
the technology feel of “Trans-
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formers.” ” With a confident
swagger in its thythms and a
techno vibe, “Drunk” fit the bill.

Leo Burnett used a different
part of the song for the G5 spot
to reflect the car’s digital ap-
plications, Cruz says.

The creative team at Leo Bur-
nett became aware of the
Luxxury track by way of Virgin
Entertainment Group. For the
past couple of years, Pontiac has
been branding itself in Virgin
Megastores via merchandise
and participation in the Virgin
Recommends music program.
The multifaceted arrangement
often finds the folks at Leo Bur-
nett sharing campaign story-
boards with Virgin staffers in
return for musical suggestions.

After seeing the storyboards
for the Solstice campaign, Vir-
gin sent “Drunk” to Leo Burnett.

But Virgin was not alone in
its fondness for Luxxury. After
manufacturing 1,000 copies of
the Luxxury album last summer,
Robin sent copies to radio
tastemakers like KCRW Santa
Monica, Calif.,and TVand film
music supervisors. He also sent
acopy to Heather Kreamer, for-
merly of creative agency Natural
Energy Lab and digital distrib-
utor INgrooves, and currently
music supervisor at mOcean, a
trailer house in Los Angeles.

Key Razor & Tie Entertain-
ment execs found out about
Luxxury because of Kreamer,
who gave a copy of “Rock and
Roll” to R&T creative director of
music publishing Peter Lloyd
several months ago. According
to Robin, Lloyd called him in
May to let him know that he
couldn't stop listening to the CD.
“Peter was talking about me
doing co-writes and remixing
for otherartists,” Robin recalls.
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A few days later, Razor & Tie
salesman Anthony Livreri was
talking to marketing execs at Vir-
gin who tipped him off that Leo
Bummnett needed a piece of music
tora Pontiac spot. Livreri shared
this newsy nugget with R&T di-
rector of music licensing Manny
Lorenzo and the lightbulb went
off. He submitted “Drunk” to
Virgin and Pontiac, and Leo Bur-
nett immediately greenlighted
the track. All necessary paper-
workwas completed within five
days (it helped that Robin con-
trolled his master recordings
and publishing). And on theair
the first spot went.

Now, the Razor & Tie team is
actively looking for other synch
opportunities for Luxxury. “For
a long time, licensing was the
stepchild of the publishing and
record companies,” R&T sen-
ior VP of music publishing JW.
Johnson says. “Now, licensing
is the new black.”

At press time, Robin re-
mains indiscussions with R&T
regarding a co-publishing or
administration deal. And R&T
continues to pitch his music to
supervisors and creatives.

As a one-man machine,
Robin wholly acknowledges that
the biggest change in hislife is
that the Pontiac campaigns are
now the lead bullet points in his
discography and bio.

“These days, my goal is to
get signed to alabel and find
an agent,” Robin says. “But
I don’t need one of the ma-
jors. I'd be happy with one of
the cooler French or Aus-
tralian dance/electronic la-
bels that understand music
and branding. oo

For 24/7 branding

news and analysis, see
billboard.biz/branding.
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QUESTIONS

with THURSTON MOORE

_ by MICHAEL PAOLETTA

naninterview published recently in Pitchfork, Sonic Youth guitarist Thurston Moore men-
tioned that the band needed to record a new song for a Starbucks compilation. Within
minutes of his remarks hitting the Internet, chat rooms and the band’s fan sites were awash
in cries of “foul” and “sellouts.” For many, the idea of the ultimate indie art band getting into
bed with the ultimate mainstream lifestyie brand was pure biasphemy.

The compilation in question, “Hits Are for Squares,” is a co-release by Starbucks Enter-
tainment and Universal Special Markets. Scheduled for release early next year, it will be soid at
select Starbucks locations in eight U.S. markets (including New York, Chicago and Seattle) as
well as online at hearmusic.com.

In addition to one new, exclusive track, the limited-edition CD features Sonic Youth songs, hand-
picked by Chioe Sevigny, Dave Eggers, Michelle Williams and other Sonic Youth enthusiasts. Par-
ticipants will also each write a few words, explaining their selections, for the liner notes.

To make sense of the Starbucks situation, Billboard caught up with Moore in Cologne, f5er-
many, where Sonic Youth—guitarist Lee Ranaldo, drummer Steve Shelley and bassist Kinr Gor-
don, who doubles as Moore’s wife—was in the midst of a European tour.

Are you surprised by the uproar your com- r this
ments have caused in the blogosphere?

I never thought of it as being more radical than
recording for Universal Music. They're both
corporations that have ties to things that peo-
ple find sort of problematic.

The compilation came out of the idea that |
wanted “Rather Ripped” to be in Starbucks
stores because that’s where people were seeing
CDs. They aren’t going into record stores any-
more. So, we approached Starbucks. Butit was
too late. You usually have to get
that [process] going six months
prior to the release. So we
thought, “Let’s make a
record that would be very
appealing to that situa-
tion.

What are your expectations
compilation?

In a way, Sonic Youth has a branded name.
People know the name, but not fecessarily
our music, which might be a little too outsider
for some. And when they do hear a little some-
thing, it doesn’t tell the whole story. I thought
itwould be interesting to have a CD available
in a store like Starbucks where the casual con-
sumer can sort of have access to [our music]
more readily.

What does the new track on the compi-
lation sound like?
It doesn’t exist yet. A lot of it has to do
with finding the time to go into the stu-
dio and recording it. We were justin
the studio, but we were recording a
Bob Dylan song to give to [ film di-
rector] Todd Haynes to listen to,
because he’s making a surrealist
Bob Dylan biopic.

Why do you believe

people are so up in
arms about Sonic
Youth aligning

itself with In September, your
Starbucks? first solo project
[ guess, for some, in 12 years, “trees
Sonic Youth rep- outside the

academy,” ar-
rives via Ecsta-
tic Peace. Will
you be doing
any live shows to
support it?
I’ll definitely do
some live shows.
Hopefully, I'll get to-
gether the group that
plays on the record, in-
cluding Steve Shelley.

resents some-
thing that they
don’t really
equate with
Starbucks. But I
kind of like the
absurdity of it.
Sonic Youth has al-
ways, in a way, made
itself available to the
super mainstream.

How so? Samara Lubelski from
We've always had access Brooklyn plays the elec-
tothe MTV culture and tric violin, which acts as

a second instrument on
almost every track. |
Mascis from Dinosaur Jr.
plays some killer guitar
all over the record. And I
play all the acoustic gui-
tar and bass on it. It's a
pretty heavy song-based
record. I feel really good
about it. ooe

being there—without
selling the kinds of
numbers or records
that MTV bands sell.
It's sort of interesting
to go there and
represent ourselves.
Doing a release
through Starbucks
is similar.

LUXXURY: ANDY KUNG: MOORE: AMANDA DeCADENET
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>EU REOPENS
SONY BMG REVIEW

The European Commission has re-
started its antitrust investigationinto
the merger of the Sony and Bertels-
mann music divisions, more than
three months after it “stopped the
clock” onits probe. The EC originally
launched the investigation required
by the European Union court on
March 1 and, under strict merger
inquiry guidelines, normaily has 90
working days to make a final deci-
sion. The decision to temporarily
stop the probe later in March was an
indication of the expanding depth
and breadth of the work involved.
The EC—the EU’s antitrust author-
ity—has now set a new deadline of
Oct. 10 for ruling whether to clear or
block the deal.

—Leo Cendrowicz

>LIVE EARTH SOUTH
AFRICA SWITCHES SITE

Organizers of the South African por-
tion of the Live Earth concerts have
announced a change of venue for
the July 7 show, citing “logistical re-
quirements.” The concert will now
be staged at Johannesburg’s
18,000-capacity Coca-Cola Dome
instead of Maropeng, which is situ-

ated in the Cradle of Humankind, a
45-minute drive outside the city. Ac-
cording to sources, the original re-
mote location would have required
concertgoers to make their own
travel arrangements, a situation that
is said to have led to slow ticket
sales. This follows the cancellation
of the Istanbul, Turkey, show. Live
Earth South Africa will be headlined
by U.K. singer Joss Stone, along with
Senegal’s Baaba Maal, Benin’s An-
gelique Kidjo and U.K. band UB40.

—Diane Coetzer

LOVEPARADE
DANCES AWAY FROM
BERLIN

Loveparade—which claims to be the
biggest dance music event in the
world—is waltzing off from Berlin
after 18 years in the city. For the next
five years the techno parade will be
held in the Ruhr region of Germany
between Cclogne and Disseldorf,
kicking off Aug. 25 in Essen and
moving to Dortmund (2008),
Bochum (2009), Duisburg (2010)
and Gelsenkirchen (2011). Organiz-
ers claim Berlin authorities were un-
willing to pick up the tab for rub-
bish disposal and were also keen to
cut the size of the Loveparade pro-

cession to save costs. Berlin author-
ities declined to comment on rea-
sons for the split. Last year more
than 1.2 million visitors attended the
event, which claims to have at-
tracted 9.8 million since it beganin
1989. —Wolfgang Spahr

>>>GIRLS ALOUD
SEALS SAMSUNG DEAL

The U.K. division of Korean electron-
ics giant Samsung has unveiled a new
commercial deal with leading Poly-
dor Records pop act Girls Aloud. The
agreement involves marketing, pro-
motional and product-branding op-
portunities with the band, which has
sold more than 1.9 million albums and
1.8 million singles inthe United King-
dom, according to the label. Under
the deal, the band will endorse such
products as mobile phones and MP3
players, make personal appearances
and sing at Samsung events, and con-
tribute to competition prizes, among
other activities. Samsung will also
make Girls Aloud’s music available on
its Fun Club Web site, which claims 2
million subscribers worldwide.
—Juliana Koranteng

biz

billboard.biz/global.
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MoreStores,

FewerSales

As indie Retailers
Crop Up, Mass
Retailers Dig In

Walk around many predomi-
nantly Hispanic neighbor-
hoods, and you get the sense
that little bodegas and Latin
stores that stock Latin music
are cropping up everywhere.
Don’t let appearances fool you.

“Sales are down 20% com-
pared to last year,” says Melek
Portillo, owner of Angelica’s
Records, one of the nation’s
largest Latin indie distributors,
noting that sales have been
dropping for the past three
years. “It’s a lot,” adds Portillo,
whose sales drop mimics that
reported by other independents.

“The number of clients are
the same, but sales have de-

creased,” says George Prajin,
president of Prajin 1-Stop Dis-
tributors in Los Angeles,
which also owns Z Records
and the Latin Warehouse re-
tail chain.

Blame it on immigration
unrest, gas prices or the gen-
eral malaise of the musicin-
dustry. But also blame the
shift of sales of Latin music
from indie retailers to mass-
merchant accounts. Latin is
one of only a few genres that
sells most of its units at
mass-merchant stores, ac-
cording to Nielsen Sound-
Scan. The shift from retail to
mass merchant goes back to
at least 2003 and has grown
steadily. For the year ending
2006, 63% of all Latin music
was sold at mass merchants,

compared with 52% in 2003.

While exact numbers are
hard to come by since many
Latin mom-and-pop stores
and swap meets do not report
to SoundScan, the drop in
Latin shipments, as reported
by the RIAA, also points to a
decline in sales in such indie
accounts.

The trend is troubling, as
indie retailers are often the
breeding ground in which to
break new acts and sell deep
catalog. And indie distributors
say they will keep losing
ground as long as labels con-
tinue giving exclusive content
to giant retailers.

“They give these exclusivi-
ties to Wal-Mart, and then our
buyers want to return the CDs
because they don’t find the ex-
clusive track advertised some-
where else,” Portillo says. “I
want at least fair treatment.”

Ritmo Latino, one of few
indie retailers with clout, re-
acted to the exclusivity deals
earlier this month by keeping

SPAIN ONSTAGE

Three Veteran Singer/Songwriters Ready Latin-American Tours

MADRID—Latin America’s
longstanding thirst for so-
cially conscious singer/
songwriters is being met
by tours from three veteran
Spanish artists.

Joan Manuel Serrat, 63,
and Joaquin Sabina, 58, are
kicking off a 60-date tour
of Spain and Latin America
June 29in Zaragoza, Spain.
The longtime friends, who
have never shared the

stage, will take their Dos
Pajaros de Un Tiro (Two
Birds With One Stone) tour
to 40 Spanish venues. They
continue Oct. 27 in Mexico
and end Dec. 20 in Montev-
ideo, Uruguay, after about
20 concerts—many in coli-
seums and arenas.
Meanwhile, Luis Eduardo
Aute, 62, marks his 40 years
of recordings with a more
modest Latin-American tour

that started May 31in Mex-
ico and ended June 23 in
Rosario, Argentjna, cover-
ing 11 cities in five countries.

All three artists are signed
to Sony BMG Spain.

For Serrat and Sabina, the
reunion is particularly sweet.
Just four years ago, Serrat
was stricken with cancer, and
Sabina succumbed to de-
pression and self-confessed
alcohol and drug abuse that

SERRAT, left,
and SABINA

Enrique Iglesias’
“Insomniac” from
its stores.

“If the record la-
bels don’t take care
of us, independent
record stores are
going to be closing
and [labels} will be depending
on big boxes,” Ritmo president
David Massry says.

One executive asks, “Truth
betold, why should we givean
exclusive to Wal-Mart? Tomor-
row, they could stop selling
music altogether, and where
would that leave us?” But, he
adds, “Today, they have [a sig-
nificant portion] of the market-
place. That's the reality.”

However, Prajin says, “You
can’t minimize your outlets.
It will be good for the retailer,
but in the end, [as a label] you
limit yourself.”

To thatend, some labels are
placing new attention on in-
dependent retailers. Univision
Music Group, in particular,
has been proactive, as its

bread and butter—regional
Mexican music—depends on
indie retailers.

“They’re still 45% of our
sales, and a very important
45%,” Univision VP of sales
Jeff Young says. Concretely,
Univision has increased dis-
counts to one-stops, lowered
its prices and given accounts
additional time to pay.

And the label is in conver-
sations with indie and big-box
retailers for its upcoming re-
leases, including a new studio
album by Los Temerarios.

“We're looking for ways
to work with everybody,”
Young says. ove

For 24/7 LATIN news

'bizl and analysis, see

billboard.biz/latin. I

prevented him from talking
for months.

Both recuperated and went
on to record new albums.
Their joint manager, Berry
Navarro, helped put together
the tour.

“We’ve been talking for
years about doing a [Latin-
American] tour, but we had
to wait for the right moment
in every sense,” Navarro says.
“It was not that easy, be-
cause in Spain at least it is
not normal for stars to share
the same stage. This tour will
have great curiosity value for
fans who will see Serrat sing
Sabina songs and vice versa,
and Sabina singing [Serrat
songs] in Catalan.”

According to Sony BMG
Spain international devel-
opment manager Paula
Narea, Serrat has sold some
20 million albums since his
1967 debut. Sabina has sold
between 14 million and 15
million, and Aute has shifted
about 1 million units of his
28 albums.

A significant percentage
of the albums were sold in
Latin America, especially Ar-
gentina and Mexico.

“They have built a solid

fan base over three genera-
tions with a dedication that
many younger artists would
today find alien,” Narea says.
“It is hard to think of more
than two or three new-gen-
eration Spanish artists who
could tour Latin America at
the moment.”

The Spain leg of the tour
is receiving a huge boost
with an unprecedented
sponsorship by Spain’s top-
selling daily, El Pais, which
is selling 24 different CD
books—12 by each artist—
for €8.95 ($12) every Thurs-
day and Friday until late Au-
gust. The promo started
June 3 when El Pais gifted
a CD book of Sabina’s 1992
“Fisica y Quimica.” El Pais
says that on June 3, it soid
nearly 1 million copies with
the free CD book. Average
daily sales of El Pais are
about 440,000.

The tour was preceded by
the release of “Cubale Cantaa
Serrat 2” (Blau/Discmedi),
whichincludes 24 Serrat songs
performed by Cuban acts. An
earlier “Cuba le Canta a Ser-
rat” in 2005 sold more than
100,000 units, according to
Discmedi.—Howell Liewellyn

EN LA RED: For 24/7 coverage of the Latin music world,
L£OM Biliboard has partnered with MSN. For a complete roundup
in Spanish, go to Billboard.Latino.MSN.com.

ricanradiohistorv.com

DIGITAL DELUX
For its first digital-only release,
Sony will make pop-punk
group Delux’s “Entre la Guerra
y el Amor” available June 26
oniTunes, Napster, Zune, wal-
mart.com, AOL, Liquid Audio
and Rhapsody, and follow it
July 10 with Pastilla’s “A Marte.”
In Mexico, Delux’s album went
to No. 5 onthe Amprofon sales
charts. Sony BMG Mexico di-
rector general Miguel Truijillo
calls digital a “secure way of
testing the market” for a phys-
ical release in the United
States, where rock acts have
little radio support. Digital
sales can help gauge how
many physical copies to ship,
thus lowering returns, and can
build a sales story with physi-
cal retailers, Trujillo says.
—Ayala Ben-Yehuda

PUBLISHING PACT
Writer/producer José Luis
Pagan and singer/songwriter
Tommy Torres have been
scooped up for publishing
deals with Warner/Chappell’s
Latin division. Pagan, who has
worked with Jennifer Lopez,
Thalia, Marc Anthony and
Chayanne, among others, has
signed a worldwide co-pub-
lishing agreement. Torres, a
recording artist who has also
penned hits for Ricky Martin
(including recent single “Tu Re-
cuerdo’), Ricardo Arjona and
Ednita Nazario, has signed an
administration agreement.
Warner/Chappell will adminis-
ter catalog from Torres’ Mostly-
SadSongs (ASCAP) publishing
company for the world.
—Lejla Cobo

SODA STEREO
REUNITES
Ten years after parting ways,
Argentine trio Soda Stereo
has announced a reunion
tour, set to kick off Oct. 19-20
at Buenos Aires’ River Plate
stadium. Tickets moved so
quickly (with 90,000 sold in
asingle day) that promoters
Pop Art and Triple Produc-
ciones added three more
shows for Oct. 21and Nov. 3-
4. Soda Stereo members
Gustavo Cerati (who has had
a successful solo career),
Zeta and Charly Alberti will
also travel to Colombia, Chile,
Peru, Venezuela, Mexico and
the United States.

—Teresa Aguilera

LOS TEMERARIOS: COURTESY ‘OF FONOVISA RECORDS: SERRAT ND SABINA: COURTESY OF SONY BMG MEXICO
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COURTESY OF RECORD ALLEY

\'ED CHRISTMAN echristman@billboard.com

StillInThe Mall

Record Alley Hangs On Where Indie

Stores No Longer Dwell

Jim Stephens’ independent store Record
Alley in Palm Desert, Calif., is unusual, if not
unique, by two counts. Itisone of the only in-
dependent stores still operating in an enclosed
mall—long the domain of chains like Trans
World. And when its lease expired at the end
of last year, the owner went through the soul-
searching dilemma of whether he should sign
another 10-year lease and spend $100,0C0 to
remodel the store. How many independents
do you know that have done that recently?

Music is down to 60%, and dropping, of Record
Alley’s sales. But other related items are picking up
the slack.

Once he decided to stay open, remodeling
was a must—the Palm Desert Town Center land-
lord insisted and the store needed it. “We still
had cassette racks left over from the 1980s,”
Stephens says.

In remodeling the 2,200-square-foot store,
Stephens says he re-evaluated everything in
the store and made even more room for cloth-
ing, tchotchkes and plush.

Whereas music used to account for 85% of
sales, it's now down to 60%, and dropping. But
that’'s OK with Stephens, because he is replac-
ing low-margin items with high-margin ones.

“Everything in the store is music-related,
even the baby clothes we carry,” Stephens says.
“Besides that, we carry messenger bags, back-
packs, beach towels, clocks, tapestry posters, T-
shirts, incense burners, notebooks, ashtrays,
lunch pails, stickers and patches”—most of
which carry the names of music acts ranging
from Rage Against the Machine, Tiger Army
and Slipknot to the Beatles and Bob Marley.

Still, music is at the heart of the nearly 30-
year-old store, which carries a lot of rap, indie
rock. punk/metal, smooth jazz and easy listen-
ing. Also, vinyl and used CDs and DVDs con-
tribute to the store’s success.

Everyone says kids are downloading and not
buying music anymore, but not according to
independent stores. “I have more kids coming
in here with their iPods and buying tons of
CDs,” Stephens says. “Oh, and vinyl is big. We
have quadrupled our new vinyl since the begin-

ning of the year. We now carry about 1,000 vinyl
titles, including 12-inches.

“More and more people are taking record
players out of the closet,” he adds. “I have had
more people ask me for needles this year than
I have had in a long time.”

WHILE | AM ON the topic of indie stores, [
should note that ifanyone is looking for a tes-
timonial on the health of indie stores, they
don’t have to look any further than the Beat
in Sacramento, Calif., and Waterloo
Records in Austin. Each recently cel-
ebrated its 25th anniversary. The Beat
measures nearly 13,000 square feet
and has been flirting with doing $2
million annually for the last two years,
according to a press release. Waterloo
Records, of course, is one of the top
volume stores in the country.

CAIMAN STILL PLANS on opening
stores under the name of Tower
Records, despite the defection of for-
mer Tower head of purchasing
George Scarlett, who joined and
left in one week in May. Caiman
leader Didier Pilon says he is look-
ing for a replacement for Scarlett, so
any of you director-of-purchasing
sorts unencumbered by a steady flow
of income might want to reach out to him.
Caiman is also relaunching the Tower.com
site it purchased due to the liquidation of the
legendary chain.

MAKING TRACKS: Hey, it's been awhile since
1 have been able to squeeze free agents from
Team Sales/Retail into the column, but if you're
a company looking to hire, I have a list of pos-
sibilities all over the map. First off, Scott
Yeckes, formerly marketing manager at Uni-
versal Music Group Distribution’s New York
office, is looking for opportunities. He can be
reached at 212-249-7299 or syeckes@aol.com.
Tom Tasker, formerly national account repre-
sentative at Borders Books & Music and Han-
dleman Co.—another one caught in the recent
UMGD restructuring—is likewise available.
He can be reached at 586-914-6184 or
ttasker1@aol.com. Finally, Larry “LH” How-
ell, alongtime salesman in the indie sector but
for the last 10 years the UGMD staffer who han-
dled accounts in Texas, can be reached at 214-
334-2337 or lehhowell@verizon.net. And in
Nashville, David Weintraub can play both po-
sitions, buying and selling. In addition to being
a buyer for Music City, Weintraub previously
worked at the Alternative Distribution Alliance.
He can be reached at 615-479-9894 or david-
weintraub5@comecast.net. oes

b- , For24/7 retall news
1 and analysis, see billboard.biz/retail.
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Three-piece bands are a fraud. The minimum
amount of instruments required for a rock-
‘n’roll band is four.

It wouldn’t matter so much if it wasn’t symp-
tomatic of a larger cultural fraud infecting us
everywhere—government, business, entertain-
ment, religion, you name it. Wherever we can
we're delivering less, expecting less, learning
less, teaching less, doing less, thinking less,
being less, becoming less.

We're getting away with it. Isn’t that whatlife
is all about? Give them less, who’s going to no-
tice> Who's going to care? They’re probably
doing the same thing. They don’t know any bet-
ter. Go ahead, compare us to the competition.

Pay people less and keep more for yourself.
Ifthey don'tlikeit, there are plenty more in line
waiting for the job.

Make it quickly and cash out, right? To where?
Having accomplished what? Having con-
tributed what? There is no longer an example
that exists in daily life that would prompt some-
one to even ask those questions.

Shorthand, short cuts, text me, I'll text you.
Cliff Notes is now the long, full-length version.

The Ramones worked because there were no

COOLEST GARAGI:
SONGS

COOLEST
SONG

99%
THIS WEEK /' THE MOONEY SUZUKI / ELIXIA

SOME OTHER GUY
___THE HENTCHMEN / ITALY RECORDS

CODE FUN
BLACK TIE REVUE / GEARHEAD

NN

|

SHE’S MY GIRL
THE SHAKE / RAINBOW QUARTZ

RENTACROWD
THE LEN PRICE 3 / WICKED COOL*

DANNY SAYS
FOO FIGHTERS / CBGB FOREVER

DU

DANCE THE GO-GO
THE BREAKERS / FUNZALO

ICKY THUMP
THE WHITE STRIPES / WARNER BROS.

BELIEVE
_ THE CONTRAST / RAINBOW QUARTZ
HERO OF NINETEEN

EIGHTY THREE
PEACHFUZZ / TEENACIDE

(OO0

O

GREEN DAY

solos. The Who worked because no one played
their instruments the way those three did.

We were awestruck by the guitar playing of
Eric Clapton, Jeff Beck, Jimmy Page and
Jimi Hendrix, so they gotaway with it, but even
they got bored with naked virtuosity by the end
of the '60s.

[ saw Cream the other day and itdidn’t work.
Clapton was playing magnificently, in spite of
not wanting to be there. Without chords under
his solos they became well-crafted notes adrift
in a vacuum—no context, no contrast, 1o tex-
ture, and ultimately, no meaning.

About half of what U2 does works because
of the Edge’s unique echo style; for the rest,
they wisely play tapes.

Green Day wisely tours with a fourth
instrument.

Areyou overdubbinga fourth instrument to
make the songs more fully realized musically
than playing live with three? Giving the audi-
ence an outline?® They can fill in the emotional
blank spaces themselves, right? Are you mak-
ing more money in the short run this way?

Of course you are. You're a fraud.

See you on the radio. e

COOLEST GARAGE

ALBUMS

ICKY THUMP

THE WHITE STRIPES / WARNER BROS.

) BABY 81
£ BLACK REBEL MOTORCYCLE CLUB / RCA
4

),

4 CBGB FOREVER
| VARIOUS ARTISTS! (_:BGB FOREVER_

—

o

=
/

THE WEIRDNESS
'THE STOOGES / VIRGIN

YOURS TRULY, ANGRY MOB
__ KAISER CHIEFS / UNIVERSAL

GLITTER IN THE GUTTER
JESSE MALIN / ADELINE

HAVE MERCY
THE MOONEY SUZUKI / ELIXIA

HERE FOR A LAUGH
; ; _ THE BREAKERS / FUNZALO

RENTACROWD
THE LEN PRICE 3 / WICKED COOL"

CATCH YOUR SNAP
PEACHFUZZ / TEENACIDE

* NEW YORK-BASED WICKED COOL RECORDS IS CREATED AND HEADED BY LITTLE STEVEN VAN ZANDT.
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AirTrafficControl

The Indie Quest For Indie Radio Play

On arecent drive from Los Angeles to San Fran-
cisco and back, | decided to sample the major
California rock stations. With the four big broad-
cast companies recently agreeing to devote
more hours to independent content, it seemed
like a fine time to check out some playlists,

It was telling to note that the same Killers
song that faded out of Los Angeles was the
one that welcomed us into the Bay Area. Said
Killers song, in fact, was heard eight times dur-
ing a three-day span.

Yet now seems like the perfect time for radio
to start changing its tune. After all, indies are
more united under the direction of the Ameri-
can Assn. of Independent Music, a trade body
that recently brokered an indie-friendly agree-
ment with corporate broadcast companies. Plus,
Billboard reported inthe June 30 issue that indie
market share has risen in eight of the last nine
years. These days, radio warming to indie content
simply seems like good business—a chance to
embrace a growing sector of the industry.

Earlier this year, it was announced that
broadcast groups had reached a voluntary
agreement with the AAIM in whichindie label
content would be showcased on stations in
8,400 30-minute segments between 6 p.m.

and midnight (Billboard, March 17). But did
anyone really expect any of the four major
radio firms—Clear Channel Communications,
CBS Radio, Entercom Communications and

—

‘.1‘1_

A

| THEKILLERS

e Publishers Place

ISUSAN BUTLER sbutler@billboard.com

The Great
License Debate

Compulsory Licenses May Take A New Form

Ever since the movement to re-
form the copyright licensing
process began a few years ago
on Capitol Hill, concerned gov-
ernment representatives and
licensing parties have been
looking more closely at the
concept of blanket licenses. It's
likely that this approach to li-
censing—granting one license
for all compositions protected
by U.S. copyright law rather
than granting individual ones
for each composition—will
gain support as Judiciary Com-
mittee leaders move closer to
changing the compulsory li-
cense process under section
115 of the Copyright Act.
Section 115 compels pub-
lishers to license certain com-
positions for “phonorecords”
(like CDs) and digital phono-
record deliveries (called DPDs,

radiohistorv.com

like downloads) at rates set by
law. This century-old process
of licensing each publisher’s
rights in each composition in-
dividually doesn’t work well
anymore, especially when there
are multiple rights holders for
a single song.

To explore some of the pros
and cons of a compulsory blan-
ket license, I called a few exec-
utives who briefly discussed
the topicat the annual National
Music Publishers’ Assn. meet-
ing earlier this month: NMPA
president/CEO David Israelite,
RIAA president Cary Sherman
and Digital Media Assn. execu-
tive director Jon Potter. I've
compiled some of their numer-
ous arguments below.

It's no surprise that a blan-
ket license has many benefits
for companies that want to dis-

tribute music digitally. The
process of obtaining one li-
cense for all compositions
would be faster and more sim-
plified, especially for licensing
songs controlled by publishers
that are not represented by the
Harry Fox Agency. The digital
services would no longer have
to try to identify and locate in-
dividual publishers and try to
negotiate a quarterly payment
schedule to avoid the section
115 requirements of providing
monthly, certified accountings
and payments.

Since a blanket license
would cover all compositions,
the services could not be sued
for infringement if they acci-
dentally failed to discover every
rights holder to a composition.
The services could move more
of their money and human re-

GREEN DAY: KEVIN MAZUR/WIREIMAGE .COM
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Citadel—to make things easy?

The AAIM agreement is different from the
$12.5 million payola-induced consent decree
with the FCC. That one is mandatory, and spells
out various anti-payola measures, including
the appointment of “compliant officers” who
are to report to the government body on the
implementation of payola-free practices. Such
enforcement would seem to help indie con-
tent reach PDs, and in the wake of the FCC rul-
ing—and as a motion of good will to the indie
world—the broadcast companies promised
AAIM more indie air time.

To that end, Clear Channel recently launched

a Web site calling for independent and un-
signed artists to upload content. But AAIM
head Richard Bengloff urged his member la-
bels—in an e-mail obtained by Billboard—to
avoid submitting. The snag: In the site’s fine
print, Clear Channel asks artists to waive their
performance royalties whenever their music
is streamed online, which inspired a Future of
Music Coalition (FMC) press release blasting
the policy.

At least one indie label head—Stefanie
Reines of Drive Thru Records, whose roster
includes radio-friendly act Hellogoodbye—
says such a policy was “absolutely insane
and ridiculous.”

Cliear Channel executive VP/chief legal offi-
cer Andy Levin, though, counters, “Where else
could a band called Oh Crap! Ninjas get more
than 7,000 spins in just a couple of weeks on-
line? . . . But now the FMC says it wants us to
pay a royalty every time a listener samples new
music from an unsigned artist. That’s the surest
way to kill this experiment and so | have to ask,
Who's really on the side of the artists here?”

Bengloff remains upbeat. “We are hopeful
that there can be real changes in access re-
sulting in increased independent artist radio
play, and discussions are continuing,” he said
in a statement.

Of course, the AAIM accord is voluntary—
making it easy for big radio to call the shots.
Perhaps that’s why, when all is said and done, |
suspect we'll be hearing the same ol’ Killers song
rather than that new Arcade Fire single. oee

b- For 24/7 indies news and analysis, see
IZ billboard.biz/indies.
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sources out of the risk manage-
ment and legal departments
and into promotion and mar-
keting, to generate more sales
of music. And withi less risk of
legal liability for statutory
damages that could amount to
hundreds of thousands of dol-
lars, more investors may be
willing to enter the digital
business market. Perhaps in-
creasing competition would
build a better, legitimate dig-
ital music industry.

For publishers, a blanket
license may reduce any
momentum of get-
ting rid of the com-
pulsory license
altogether to fully
control rights in
every composition. A
blanket license could
further increase the dispar-
ity between the music that's
available digitally from labels
and from publishers. If pub-
lishers remain compelled to
license compositions while
labels are not compelled to
offer recordings digitally,
there would continue to be
an absence of certain music
to the public. Unavailability
of music certainly doesn’t
stem piracy.

Unless set up properly

through legistation or regu-
lations, a blanket license
could also diminish the in-
centive for users (like online
services and labels) to do a
good job of providing accu-
rate data of usage in their ac-
counting to publishers, since
they are at less risk of liabil-
ity for infringement. On the
other hand, one way to en-
courage proper accounting
may be to include special
types of damages for sloppy
accounting, like a minimum

fine or an obligation for
the user to pay the

the amount under-
paid is more than
10% of what was ac-
tually paid during a
given period of time.

If a blanketlicense covered
more than the products cur-
rently authorized underasec-
tion 115 license (phonorecords
and DPDs) to include a phys-
ical unit with music videos and
lyrics, then the labels could get
new products to market more
quickly, more easily and legally
to compete with pirated music.

In this regard, a couple of

ideas are worth noting. Onelis
a blanket license that would
include rights for music

JuLy 7, 2007

cost of an audit if

videos and lyrics, but publish-
ers could opt out of licensing
rights for these synch and print
uses. If Congress granted
rights holders an exemption
from antitrust regulations so
they could collectively negoti-
ate rights for these uses, then
those parties that were covered
under this blanket license
could benefit from the negoti-
ated rights and rates.

Opponents argue that this
approach would effectively
make synch and print li-
censes compulsory, permit-
ting labels and others to
control the product packag-
ing and distribution of com-
positions to consumers.

Another option is a blanket
license for consumer-gener-
ated videos that use recorded
compositions. This would per-
mit services like YouTube to
secure a blanket license forall
the videos that users create
with their own visual images
but with others’ recorded
compositions.

If and when reforms in-
volve blanket licenses, the
devil will most certainly be in
the details. voe

For 24/7 publishing
b|z news and analysis, see
billboard.biz/publishing.
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IN TERNET

BY ANTONY BRUNO

What’s Not To Like?

Facebook Helps iLike Assert Itself Amid Crowded Social Networking Field

A month ago, iLike was justan-
other online music community
struggling for relevancy in an
increasingly crowded market.
Today, it's the fastest-growing
digital music service on the
Internet, registering 1 million
new users per week and field-
ing information requests from
record labels every half-hour.
The difference is Facebook.
Facebook was once a niche
social networking site limited
to college students. Then two
things happened. First, in Sep-
tember, Facebook opened the
service to anyone. Membership
doubled to 25 million, about
60% of which are now non-
college students. Then, in May,
it opened its technology plat-
form to outside developers, let-
ting them build their own
custom applications using all
the tools and features of the
Facebook service.
iLike was one such company
taking advantage of this oppor-
tunity. iLike lets users share
music preferences, receive per-
sonalized concert and music
recommendations and in-
cludes a “sidebar” for iTunes
that creates automatic playlists
based on one’s iTunes library.
Before teaming with Face-
book, iLike required users to
visit the iLike site, set up a
profile and then try to match
friends in their e-mail contact
list to existing iLike members.
Then, new users had to sort
through a massive database
of artists to tell the iLike serv-
ice which artists and music
they prefer. Finally, they
needed to e-mail their friends

and convince them to join as
well in order to share music
recommendations.

iLike first went live in Octo-
berand through May attracted
about 3 million users. Then the
company made a version of the
service for Facebook. Within
three weeks, that incarnation

iLike app pulls information di-
rectly from each user’s Face-
book profile (favorite artists,
friends list, demographic
info). iLike’s MySpace widget,
meanwhile, is little more than
a glorified link back to the
iLike Web site, where users
have to re-enter all the infor-

‘Facebook has redefined
what’s possible for

a third party

ina

social networking
environment.’

signed up 3.7 million users,
and continues to add about 1
million per week, far overshad-
owing the original Web site.

“iLike is actually better on
Facebook than as a stand-alone
application,” iLike CEO Ali Par-
tovi says. “It’s a little sad to have
to admit that your own Web site
isn’t as good as the thing you
build for Facebook, [but] there’s
a community already there.
That’s impossible to re-create
on your own.”

The catalyst for this growth
was not so much Facebook’s 25
million members—although
that’s part of it. Rather, it's the
way Facebook provides access
to that mass.

For instance,
the Facebook

on a table or a bar.

its 17-inch screen

THINKING OUTSIDE
THE JUKEBOX

It's an arcade game. It’s a jukebox. And it fits

DreamAuthentics’ new Katana personal arcade
cabinet ships with more than 200 licensed classic
arcade games, but its built-in PC is compatible with
more modern games and can be hooked up to an
Xbox 360 or PlayStation. It also plays DVDs, accesses
the Internet and can display cable programming on

And don't forget music. While it does not ship with
any tracks, users can load their own MP3s into the de-
vice for either standalone play or videogame sound-
tracks. Customers can customize the size of the
Katana’s hard drive, choose a joystick or trackball con-
troller, and add classic jukebox controls.

Prices vary, but start at $2,500.

—Antony Bruno
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mation that already exists on
their MySpace profile. As are-
sult, only a few hundred thou-
sand MySpace users have
downloaded the widget dur-
ing the last five months.
“Comparing the Facebook
platform to [MySpace| widgets
is like comparing the emer-
gence of mammals to di-
nosaurs,” Partovi says. “iLike
[on Facebook] already knows
what your music tastes are, who
your friends are and what their
music tastes are. Facebook has
completely redefined what’s
possible for a third party co-
existingin a social networking
environment.”

And the music industry
has taken notice. While
some labels arelaunching
their own custom Face-
book applications, like
Warner Bros. to pro-
mote the White
Stripes’ new album
“Icky Thump,”
many others are
developing Facebook iLike
profiles instead to better-
communicate with fans. About
100 artists, including Faith
Hill, 50 Cent and Kelly Clark-
son, are participating in an “in-
vite only” trial where iLike
develops custom profiles that
include streaming music and
tour dates.

iLike also is working with
Bon Jovi to test a tour promo-
tion service. The company is
sending targeted e-mail toiLike
users living near New Jersey’s

Prudential Center who also list
the band as a preferred artist,
inviting them to participate in
a presale ticket offer.

There’s also the potential for
actual download sales. iLike
currently links to iTunes for
digital downloads, but that may
soon change as the company

turns its attention to new busi-
ness models.

However, iLike still has some
work to do. First, it needs to
grow even more. While at 3.7
million users it is the second
most-popular application on
Facebook today, that's still only
15% of Facebook’s total mem-
bership—which itself is on
track to reach 50 million by the
end of the year. Second, it needs
to start making money. All the
services offered to users and
artists are free. iLike’s only rev-
enue stream is a cut of concert
ticket and album sales.

The smart money says
someone will acquire iLike,
and soon. The company’s so-
cial media discovery capabili-
ties are a natural extension to
any digital music service, par-
ticularly iTunes—given the
tight integration it already has
with the service.

What’s more, iLike’s tour
alert and recommendation fea-
ture, not to mention ticketing
service, would bring a much-
needed new revenue stream to
many of today’s struggling dig-
ital music efforts. Ticketmas-
ter owns 25% of the company.

For Partovi and crew, it’s still
all a bit breathtaking.

“It’s something we never
would have contemplated just
a month ago,” he says. “We’ve
had our whole world turmed up-
side down.” e

. For 24/7 digital news
b|z and analysis, see
1 billboard.biz/digital.
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BITS & BRIEFS
TOURS TO YOUR TOWN

iLike isn’t the only service out there alerting fans when
their favorite artists are coming to town. Here’s a list of
others that do the same, but in different ways:

ShowClix: Fans must enter
the names of their favorite
artists on the showclix.com
which then
checks for tourannounce-
ments every two hours and
sends e-mail alerts toreg-
istered users when there is
a matching tour in their
area. It recently added a
discussion board so fans
planning to attend a show
can leave messages and
otherwise chat about the
upcoming event, as well as
a photo section displaying
Flickr pictures tagged with

Web site,

that artist’s name.

OnTour: From PassAlong
Networks, the OnTour ap-
plication matches artists

iTunes,

etmaster.com.

It

dates regularly. It also in-
cludes links to purchase
tickets from TicketMaster,
as well as buy tracks on
Rhapsody and
Napster. Bands can create
co-branded versions of the
widget and market
themselves. Requires the
Yahoo Widget Engine.
TicketMaster: The concert
ticket powerhouse allows
users to enter the names
of artists, sports teams and
other performers at tick-
then
sends an e-mail alert when

it

concerts are scheduled in

the user’s area and sends
additional alerts for when
tickets are about to go on

in users’ digital music sale—even to users’ mobile
library against available phones. it also issues a
concert listings. The weekly e-mail newsletter

The hits just keep
coming from
Fergie’s album
as itrecently
became her
album’s fourth
straight top three
single on The

Despite all of the
negative buzz
surrounding her
“My December”
album, the
single has been
successful in the
digital realm.

widget can sit on any Mac
or PC desktop and up-

W‘w%
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Top Songs

1 T-PAIN
Buy U A Drank (Shawty Snappin’) JIVE

. ¢ 2FERGIE

|
Big Giris Don't Cry (Personal) WILL.LAM/ASM

3 RIHANNA
Umbrella SRP/DEF Jam

4 JORDIN SPARKS
This Is My Now 19/RCA

5 SHOP BOYZ
Party Like A Rockstar ONDECK/UNIVERSAL REPUBLIC

6 T-PAIN
Bartender KONVICT/NAPPY BOY/JIVE

7 HUEY
Pop, Lock & Drop It HITZ COMMITTEE/IVE

8 BONE THUGS-N-HARMONY
I Tried FULL SURFACE/INTERSCOPE

9 CHRIS BROWN
Wall To Wall JIvE

0 FALL OUT BOY
Thnks Fr Th Mmrs FUELED BY RAMEN/ISLAND

Billboard Hot 100.
h Top Videos

1 FERGIE
Big Girls Don't Cry {Personal} WILL.LAM/A&M

2 T-PAIN
Buy U A Drank (Shawty Snappin’) JIVE

3 RIHANNA
Umbrella SRP/DEF JAM

4 AVRIL LAVIGNE
Glrifriend RCA

5 SHOP BOYZ
Party Like A Rockstar ONOECK/UNIVERSAL REPUBLIC

6 LIL MAMA
Lip Gloss JivE

7 HUEY
Pop, Lock & Drop It HITZ COMMITTEE/JIVE

8 KELLY CLARKSON
Never Again RCA

9 RIHANNA
Umbrella * SRP/DEF JAM
0 UNK
Walk It Out BIG OOMP/KOCH

* First Listen/First View " Network Live
f Breaker Artist ** AQL Sessions

547,928
421,724
42131
404,382
394,997
312,766
267.274
247,090
236,551

228,453

748,819
688,261
646,620
561,968
517458
458328

342,71

315,076

308,110

302.3714

Source: AOL Music for the four weeks ending June 21

with a schedule of upcom-
ing events in a given city.
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Card-carrying members of the lesbian, gay, bisexual and
transgender community (LGBT, for short), as well as their
gay-adjacent family and friends, hooted and hollered in ap-
preciation. The True Colors trek, which touched down June
20 in New York and concludes June 30 at the Greek Theatre
in Los Angeles, coincides with Gay Pride Month.

Named after Lauper’s enduring and empowering No. 1 hit
from 1986, the five-hour True Colors concert is presented by
Logo, MTV’s multiplatform LGBT-focused network, Sirius
Satellite Radio and Orbitz.

From its national media sponsorship to its success, the
True Colors tour put the spotlight on the maturing industry
of gay-oriented entertainment. It’s an industry, it turns out,
that has reason to be proud.

Market data aggregator MarketResearch.com, in partner-
ship with Witeck-Combs Communications, a marketing/com-
munications firm specializing in the gay consumer market,
estimates the buying power of gay men and lesbians to ex-
ceed $835 billion and projected the gay and lesbian popula-
tion to exceed 16.3 million by 2011. This is a sizable jump
from the expected $690 billion in 2007, and up from last year’s
$641 billion, 2005’s $610 billion and 2004’s $580 billion.

The emergence of centralized major media platforms has
helped this growth along. Logo, launched by MTV Networks
in 2005, is available in 27 million digital cable and satellite
homes—up from only 13 million at launch, slightly more
than a year ago. Sirius Satellite Radio’s gay and lesbian chan-
nel OutQ reaches a potential audience of Sirius’ 6.6 million
subscribers every day.

Michael Wilke, executive director of nonprofit organiza-
tion Commercial Closet Assn.—which educates corporate
Americaand ad agencies to understand, respect and include
LG BT references in advertising—is not surprised. “There is
agrowing comfort level and acceptance of the LGBT commu-
nity in the general population, and in the corporate world,
internally and externally for marketing.” he says.

Logo founder/Wilderness Media and Entertainment pres-
ident Matt Farber agrees. “The LGBT audience is very visi-
ble—and it's become increasingly visible over the past
decade,” he says. “This visibility is leading to more accept-
ance in the mainstream.”

Farber, whose company specializes in gay and lesbian

LGBT T

media and entertainment initiatives, and others credit today’s
increased visibility to political debates (gay marriage and the
passage of inclusive hate crimes legislation), gay-positive
TV shows like “Will & Grace” and “The L Word,” Ellen De-
Generes’ coming out, films like “Brokeback Mountain,” the
Bravo network and the digital age. Last year, Wilderness
launched Music With a Twist, a joint-venture label deal with
Columbia Records. Music With a Twist and its other branded
properties—including a syndicated weekly radio show—
spotlights LGBT artists. The label recently inked deals with
the Gossip and Kirsten Price, who are featured on the re-
cently released compilation “Rev-

olutions.” The Gossip is one of

several supporting acts on the

In the first half of 2007, Logo experienced a 60% increase
in TV ad sales over the same period last year.

Advertising in gay and lesbian publications continues to

grow, too. In 2006, ad spending in gay and lesbian press

reached $223 million, according

to the 13th annual Gay Press Re-

port, with data compiled by New

True Colors tour. : 1 l‘i e r@

Logo’s emphasis on music, par-
ticularly its “The Click List: Top 10

York agency Prime Access and
gay/lesbian media placement firm
Rivendell Media. Compared with

Videos” and “NewNowNext” shows
(both a mix of gay and gay-friendly
acts), are helping to break acts like
Mika, Dangerous Muse, the Cliks
and Keo Nozari. Reality series

introduced gay brothers/record-
ing duo Nemesis to the masses.

To the True Colors tour, Logo

brings its numerous platforms and
brand marketing partners. “We
connect with our audience on —MICHAEL WILKE
many levels—we offer numerous
touch points in which to connect,”
Logo president/MTV Networks Music Group president of en-
tertainment Brian Graden says. He is referring to the net-
work’s broadcast, digital {logoonline.com) and mobile
platforms offering True Colors-branded applications, includ-
ing artist spotlights, music videos, behind-the-scenes footage
and live snippets from the concert.

Logo content is also available at iTunes, Amazon and BitTor-
rent, while mobile content is available on Verizon, Sprint, Helio
and Amp’d cell phones. The network also has more than 100 na-
tional advertising partners, including Subaru, Unilever, Stolich-
naya and Lexus; it launched with three charter advertisers.

$451 Billion

GAY Pow E R Current pop: 15M NI

According to at least one study, 7 (o )

roiected;
| ——

the gay community’s buying  ASIAN-AMERICAN [T

power ranks with that of other Current pop: 35M IS
3 2007 (oroiected)
demographics.

AFRICAN-AMERICAN T

Current pop: 35M T

SOURCE: The LGBT tigures were compiled by
market data aggregator MarketResearch.com
in partnership with Witeck-Combs.

2007 (projected)

Communications, a marketing/communications
firm specializing in the gay consumer market,

HISPANIC-AMERICAN JETIT]
Al a i o S S S Current pop: 42M WIS

of Georgia (the population figures come 2007
from U.S. Census projections).
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in the corporate
“Jacob & Joshua: Nemesis Rising” W OTIC, internal l"y
and externally,
for marketing.’

I $ AL A (72 I o R S

2005, this is an increase of 5.2%.

ty Meanwhile, ad spending for all
consumer magazines grew by only

4.1% from the previous year.

Of course, the democratizing
effects of the Internet have also
helped gay media. Gay artists like
Keo Nozari and Colton Ford have
created their own viral marketing
and promotion platforms,
connecting with fans on a more
personal level.

In today’s digital age, there are
more opportunities than ever to get
you and your music out there,” says Ford, who also stars in
the new series “The Lair” on gay cable channel Here. “Today’s
opportunities—MySpace, YouTube, mobile phones—are not
driven by the same structures as yesterday’s music industry.”

Former Savage Garden member Darren Hayes, who came
out of the closet and married his boyfriend last year, agrees.
“A consumer revolution is taking place,” Hayes says. “They
are saying, ‘“This is the music we want.’ Years ago, artists had
to fit into certain molds created by the labels. But no longer.
Napster really changed the landscape—in more ways than
anyone could have predicted.

This environment permits fans to give favor as they choose.
“Those in the audience are the drivers of artists’ careers,” Witeck-
Combs CEO Bob Witeck says. “Gay artists, who were quick to
recognize the viral power of the Internet, fully understand this.”

And, it turns out, those most likely to be reached virally
are more open to gay-friendly messages. “Research under-
scores that younger people are significant change agents on
gay issues and sensibilities,” Witeck adds. “They seem to have
quickly become a post-label generation, and have not permit-
ted their sexual orientation to define them.

“They are much more open to entertainment, ideas,
relationships and sexual arrangements of various kinds with-

ial Closat Assn

ERASURE: COURTESY OF EMI
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out judgment,” Witeck says. “Reguardless of ideology or
partisan label. younger people are leading on accepting same-
sex marriage. adoption, employment rights, immigration,
you name it.”

Today’s entertainers, including DeGeneres and Melissa
Etheridge, have learned that incorporating their sexual
identity into their careers is useful, because it has the poten-
tial to create a strong, passionate bond with specialized
audiences, says Carmen Cacciatore, co-founder of Fly-Life,
a lifestyle entertainment marketing agency in New York.
Gay-identified acis like Rufus Wainwright, Erasure, Hayes,
Scissor Sisters and the Gossip—and gay-adjacent artists like
Amy Winehouse, Christina Aguilera, Robbie Williams,
Enrique Iglesias and Madonna—succeed because they have
talent. And talent trumps discomfort for today’s young
peonie, Witeck notes.

“Clearly, audiences recognize that artists transcend
sexunality,” Witeck says.

Prior to launching Logo, Graden says that people were wor-
ried about the nelwork’s content. “It’s like when you conie
out [of the closet] and you fear the worst—Dbut then nothing

happens,” Graden says. “That’s been our story. There have
been no protests or distribution problems.”

True Colors was masterminded by Lauper, her longtime man-
ager Lisa Barbaris and veleran agent Jonny Podell. It is the
first national tour to openly larget the LGBT community that
has succeeded.

Of course, the mid-"90s Lilith Fair attracted a healthy les-
bian contingent, purposefully or not, touring large amphithe-
aters. A “Queer As Folk”-branded DJ tour targeted gay discos
and nightclubs.

And in 2004 and 2005, the Queercore Blitz trek—featur
ing bands like Triple Creme, Gang-Way and Sugarpuss—trav-
eled the East and West Coasts.

The Pet Shop Boys-helmed Wotapalava, a gay lifestyle-
themed music festival, was scheduled to hit 18 North Amer-
ican markets in the summer of 2001. But due to poor ticket
sales, as well as headliner Sinead O’Connor pulling out of
the show, the tour was “postponed” until the following year.
It remains postpouned.

The routing of True Colors was notoverly ambitious, a pru-
dent move based on the drawing power of the artists. The
trek focused on midsize venues, with some large amphithe-
aters and smaller theaters.

While gross ticket sales for all shows are not yet available,
Biliboard Boxscore reports that the June 12 date al Chicago’s
Auditorium Theatre brought in $325,261, with nearly 2,700
(of 3,448 available) tickets sold. The June 18 stop at New York’s
nearly 6,000-seat Radio City Music Hall was a sellout,
grossing $590,113.

www.americanradiohistorv.com
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WAINWRIGHT (below) also
played select dates.

‘Eventually, everybody has got ty stand up and tuke a stand,
lLauper says. “I've always wanted to do a festival tour—and
you can’t do a True Colors tour without the community that
the song has meant so much to.

This year's True Colors supports the Human Rights Cam-
paign and the Matthew Shepard Act. “This tour celebrates
our differences and empowers people,” Lauper says. “Not
everyone is a square peg that fits into a square hole.”

Podell is already looking ahead to the 2008 edition of True
Colors. “We've already received lots of calls from Europe,” he
says. 'Next year. the tour will go international, which will in-
crease our sponsorship.

Barbaris believes the tour’s 2008 edition will be more in
clusive. “Tt will be more about what’s cool and what’s not,’
she says “We want to bring younger rock bands that support
the LG BT community into our mix. Make it not so much a
gay tour. but one that supports human rights.”

Farber wrestles with similar issues when it comes to ex-
panding his Wilderness empire. “Doyou wanttocreate an is-
land or be part of the mainstream?” he asks. “You want both.”

Even though something may be gay-centric, “we want the
gay-adjacent folks 1n our lives to be welcome—so they don’t
feel like islands,” Farber adds.

Since forming Wilderness in 2001, Farber has noticed more
attention focused on the LGBT community. “So, while
corporate America views our community as one big
opportunity, it isalso realizing and understanding that there
is not 4 one-size-fits-all approach to reaching us.

Upon hearing this, Ford says, “We are as diverse as our next-
door neighbors. We are also as visible as our next-door neighbors.
The closet is a thing of the past. It is no longer an option.” -
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At age 26, Christina Aguilera is among the top-grossing artists in
the world for the first half of 2007. Conversely, the plug was re-
cently pulled on 25-year-old Kelly Clarkson’s summer arena tour
because of lower-than-expected ticket sales.

The varied fortunes of these two promising pop artists aptly il-
lustrates the fragility of box-office stardom—and why the concert
industry is grappling with a serious artist-development conun-
drum. Even as touring remains immune to

cut their touring teeth in the 1970s or earlier. In fact, outside of
DMB the “newest” band in the bunch is U2.

While the Rolling Stones have blazed a trail that shows U2 could
well have another 20 years of hard touring ahead of it, simple biol-
ogy tells us that the majority of the top earners of the past decade
probably should not be counted on to deliver box-office gold in 2020.

In short, it does not seem at all promising at this point that

there is a global superstar along the lines

many digitally induced music businessills, Th e A nswer M ay Be of U2 or the Stones waiting in the wings

the concert business will ultimately face a
disconcerting changing of the guard that
must be reckoned with.

Fact one: Six of the top 10 and 11 of the
top 25 tours of 2006 feature acts that will
qualify for their AARP cards within 10 years.

Fact two: Of the remaining acts, four-
Tim McGraw, Kenny Chesney, Pearl Jam
and Dave Matthews Band-—have shown the
kind of consistency during the past 10 years
that indicates they will remain top draws a decade from now. And,
to paraphrase a stockbroker’s cover-your-ass mantra, past perform-
ance is no assurance of future results.

Among the 10 top-grossing acts of the last decade, only one—
Dave Matthews Band—broke in the 1990s or later. The rest first

JULY 7, 2007

‘No One’ When It
Comes To Filling
Arenas For
Decades To Come
BY RAY WADDELL

This looming threat is not loston an in-
dustry that has to a large degree lived off
a certain cadre of acts for three decades.
“The overriding issue in our business is,
simply put: Who and where are tomor-
row’s arena headliners coming from?”
AEG Live CEO Randy Phillips says. “I
wake up in the morning and go to sleep
at night thinking about this quandary.”

Dennis Arfa, president of Artists Group
International, agency for such acts as Billy Joel, Rod Stewart and
Metallica, adds, “The long list of touring artists we’ve grown
accustomed to over the past 25 or 30 years is going to fall
into a category called ‘aberration.” The Beatles era is beginning

to be over.” continued on >>p30
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SO WHO’S NEXT?

This is an issue that has become increasingly ap-
parent to an industry that at its heart is a risk-
management business. “AEG Live has done very
well with a mix of iconic superstars and emerg-
ing contemporary stars. However, there are not
enough of the latter,” Phillips says.

“Since we are arena owners and operators in
addition to being international tour promoters,
our very business model is dependent on help-
ing the turbulent record industry break new tal-
ent through long-term investment in their
‘priority’ acts, since we cannot do italone and it
is getting harder for them to justify the market-
ing spent on new talent,” Phillips continues.

“At the risk of sounding too allegorical, the
live touring industry consisting of AEG Live, Live
Nation and the [myriad] strong independents
still left out there have to reach into the nestand
help a bunch of new hatchlings to soar,” Phillips
says. “If we don’t, AEG’s arenas will have some
dark nights, and Live Nation mightas well plant
corn in those [amphitheater] lawns.”

Arthur Fogel, president of TNA International,
Live Nation’s global touring division, has the
singular expertise of producing tours by sev-
eral of the top road acts of all time, including
U2, Madonna and this year’s blockbuster Po-
lice reunion.

Given Fogel’s stock in trade, he is uniquely
qualified to weigh in on the future of the mega-
tour. “Historically, our business has moved in
cycles, and I think that we're in a cycle that will
eventually kick in with more acts moving to that
{mega-tour]level,” he says. “There are some acts
that are definitely on the move. They may not
have risen into that top 10 territory yet, but . . .
there’s reason for optimism.”

Fogel does, however, believe there is a transi-
tion taking place. “The cycle may be longer than
people want it to be, it may play out over alonger
period of time than people have been used to
seeing historically, but I'm pretty optimistic that
[the business] will continue to play out and re-
generate,” he says. “So, yeah, there’s a transition
from that strata of unique and legendary artists
that have been at the top of their game foralong
time. But a lot of those acts are still in the game
and want to be for some time, and the new acts
will come in behind them.”

Creative Artists Agency managing partner Rob
Light says comparing the new guard to the old
guard is unrealistic, given that older bands have
older fans that have more money. “One of the
things that those charts throw off is those super-
stars you're talking about push ticket prices into
the stratosphere, so tours that are successful for
younger bands are never going to gross that
high,” Light says. “I always want to push back
from that and say, “‘Who'’s doing business, and
who'’s growing, and who has potential?’ ”

Light says the industry may never return to
the glory days “where Journey could go sell out
five nights in every arena in every city in Amer-
ica” because the business has changed. But he
does believe there will be a collection of arena
headliners that will have longevity.

“I could rattle off 10 artists who I think will
have 20-year-plus careers and do great business
year in and year out,” Light says. “Not unlike
radio or records or any media phenomenon, the
business changes, so your expectations and your
measuring stick has to change. The next gener-
ation may be measured differently but it will still
be impactful.”

While some bands will no doubt retire or leave
the road for health reasons, U2 isn’t going any-
where, Bon Jovi has experienced a remarkable
road resurgence and such consistent core acts
as Metallica, Red Hot Chili Peppers, Pearl Jam
30 |
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R0iD GODS
1995-2005

The Biggest Boxscores In Recent
Times Come Primarily From
Artists Of The’60s And’70s

THE ROLLING STONES

Gross: $1,075,465,073

Attendance: 12,692,058
¥ Shows: 379

(V)]
’ Gross: $706,131,059
Attendance: 10,781,320
B shows: 339

. ELTON JOHN
Gross: $489,272,622
Attendance: 5,850,432
Shows: 502

DAVE MATTHEWS
BAND

Gross: $467,981,498
Attendance:
12,001,228

Shows: 597

8 MADONNA
Gross: $393,586,405
Attendance: 2,841,225
Shows: 163

BRUCE SPRINGSTEEN
Gross: $363,916,203

‘ Attendance: 5,570,334 ; :
b Shows: 321

AEROSMITH

Gross: $303,865,833
Attendance: 5,687,529
Shows: 410

THE EAGLES

Gross: $283,182,225
Attendance: 3,030,999
Shows: 208

BILLY JOEL

Gross: $280,287,141

Attendance: 3,481,098
‘ Shows: 199

10

* CELINE DION GROSSED MORE THAN $393 MILLION FOR THIS PERIOD,
BUT THOSE NUMBERS WERE PRIMARILY GENERATED BY HER SHOWS
AT THE COLOSSEUM IN LAS VEGAS, NOT “TOURING" PER SE

JIMMY BUFFETT
& THE CORAL
REEFER BAND
Gross:
$275,553,224
Attendance:
6,232,632
Shows: 306

“ SPRINGSTEEN TOURED WITH AND WITHOUT HIS E STREET BAND,
THOUGH THE BIGGEST NUMBERS (AND VENUES) WERE WITH THE E
STREETERS.

and Dave Matthews Band have decades of tour-
ing ahead of them if they so desire. One day,
they could be as revered by post-baby boomers
as their predecessors were as the biggest bands
on the block.

“Everyone approaches their careers and the
business differently,” Fogel says, recalling a ca-
reer-sunset Frank Sinatra show hedid yearsago
in Canada.

“I remember thinking, ‘Look at Frank. He's

in his 70s, still doing fantastic business and loves
performing.” Why is it going to be any different
for a lot of acts who are maybe not at that level
yet in terms of age? It’s not like people aren’t
going to want to see these people and hear their
songs,” Fogel says. “It might be in a slightly dif-
ferent presentation, but I just think the frame
of reference has changed dramatically over the
years. That together with the fact that there will
be new acts to develop to the top level of touring
all adds up to one should be optimistic.”

Still, the artist-development side of the busi-
ness is taking its shots. The jury is out on the
new millennium, but the 1990s clearly did not
produce the bounty of previous decades. And in
the new century, acts ranging from Rascal Flatts
to Justin Timberlake to John Mayer to Tool show
promise, but nobody’s ready to call any of them
the new Stones.

“Certainly there are a lot of people who are
very negative about the developmental side of
the business and how it’s been failing, and I think
there’s some validity to that,” Fogel says. “But
what that means really is it's incumbent upon
us in the business to create the new model that
helps facilitate that development, and I think
that’s precisely what we as acompany are going
to make sure happens.”

The traditional artist-development model saw
promoters investing (and often losing) in artists
early in their careers at the club level in hopes of
helping build an arena-level act. In today’s era,
TV shows like “American Idol” can lead to artists’
first tours being at the arena level. This doesn’t
mean artists aren’t given their chances in smaller
venues. Representatives for Live Nation, for ex-
ample, say that the company promoted more
than 7,500 shows in clubs and theaters world-
wide in 2006, including more than 6,000 in North
America. “Live Nation has shown an immense
commitment to young artists around the world,”
Live Nation CEO Michael Rapino says. “One
would be hard pressed to find another company
in our business that does more to further devel-
oping artists careers than we do.”

Arfa doesn’t have much faith that the indus-
try is developing lots of acts with the prospect of
longevity the touring biz has grown accustomed
to. “There’ll be a few, but the bloom is off the
rose. You'll still have the generation of 40-year-
olds sustaining in 10 years, you may have the
Linkin Parks or the Coldplays,” Arfa says. “But
you won't have Aerosmith, the Eagles, Billy Joel,
Elton John, Jimmy Buffett, Fleetwood Mac, Gen-
esis, Rod Stewart, the Stones or [Paul] McCart-
ney, or the Police.”

Asked what he sees as big tours for 2017, Arfa
replies, “The American Idols reunion tour. Prob-
ably a TV package with Dancing With the Stars,
the continued influence of TV and other media
forms as far as shows that will appear in arenas.”

IS THE INDUSTRY DOWNSIZING?
Clearly some industry players are more opti-
mistic of the upcoming new world order than
others, but most believe significant corrections
must eventually take place in either ticket prices
or capacity or both. At the same time, expecta-
tions must change from the massive numbers
touring’s boomer superstars have racked up
for decades.

Light sees a price and capacity correction on
the horizon, due in partto a changing audience.
“People who go see the Rolling Stones for the
most part are going to be over 40, they have
more money, they have dispensable income.
The number of shows they go to is fewer and
far between, so when they want to go priceisn’t
as much of an issue,” Light says. “Take a band
like Maroon 5, or Kelly Clarkson . . . their au-
dience is younger and they can’t afford those
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ticket prices. They're just as passionate, they
still want to go to shows, but they’re going to
go in a different way.”

Even Maroon 5 and Clarkson fans will be 40
one day, but the question remains as to whether
their ticket prices will grow accordingly.

Indeed, while few directly admit it, the indus-
try appears to be hedging its bet on a sudden
arena talent gold rush, instead gearing up for a
transition toward fewer arena-level acts and more
artists better-suited to play venues with a capac-
ity of 5,000 or less. Live Nation and AEG Live
have aggressively grown their smaller-venue
portfolio in recent months.

Clubs, ballrooms and theaters have long been
the backbone of independent promoters. But the
big boys depend on the heavyweights to help pay
for artist development, so to see them focus on
smaller venues is telling.

Phillips says AEG Live and its parent, AEG,
has pegged its expansion on not only the arena
business but also building or rehabbing 2,000-
to 6,000-capacity, flexible-seat venues in strong
markets. He cites the Nokia Theatre in the Dal-
las/Fort Worth, Texas, market as a prototype.

“It has motorized walls that shrink it from
6,400 seats for concerts to 1,860 seats for legit
[theater] and smaller artists and family shows,”
Phillips says. “Our research has also shown us
that the core demo for iconic artists would pre-
fer to pay a higher ticket price to see them in a
more intimate setting.”

Lightis one of many who has forecast the less-
than-10,000 capacity as a sweet spot, and thinks
Live Nation’s activity in the smaller space with
its House of Blues and Fillmore venues is savvy.
“Everybody will develop more of these settings,
because people want to go out. It just may not
be in as big numbers,” he says. “The whole
music business reflects it's a little bit more of a
niche business.”

[n a day when finding enough acts to fill 20,000
seats can be a challenge, most modern arenas
also have theater configurations. “The days when
abuilding could have 25-40 dates with concerts,
that's going to shrink tremendously,” Arfa says.

The concert business also appears to be tran-
sitioning toward more multi-act festivals that go
for “strength in numbers” billing. In some cases,
the results are remarkable: Bonnaroo grossed a
record $17 million this year, and Coachella, Lol-
lapalooza and the Austin City Limits Festival are
among the stars in what's largely believed to be
an immature North American festival market.

“There’ll be more festivals. Festivals can be-
come a lifestyle; it becomes a different type of
party as opposed to being totally dependent on
the artists,” Arfa says.

Asked how the industry can prepare for this
sort of future, Light says, “I don't think you
prepare. You step back and say, “Who's the au-
dience we're trying to speak to?’ If you respect
your audience and embrace your audience,
then you’re always prepared to give them the
best opportunity.”

Part of the record industry’s problem is that
it “didn’t respect or embrace their audience,”
Light continues. “Their audience told them,
‘We don’t want to buy 12 songs on a piece of
plastic anymore.””

Light says the live business is much more re-
sponsive. “The beauty of live music is we do lis-
ten to our audience. They want to see music in
smaller venues—more and more get developed.
They like the festival setting—more and more
festivals come up. They want a certain experi-
ence—the promoters learn how to give them
that. You want to be prepared? Listen. If you lis-
ten to your audience, they will tell you how they
want to be treated, and if you treat them respect-
fully, they will continue to come.” .

ROLLING STONES, U2, MADONNA, ELTON JOHN, AEROSMITH: KEVIN MAZUR/WIREIMAGE.COM, DAVE MATTHEWS: CITYFILES/WIREIMAGE COM,

BRUCE SPRINGSTEEN, THE EAGLES, BILLY JOEL RICK DIAMOND/WIREIMAGE COM: JIMMY BUFFETT' HAL HOROWITZ/WIREIMAGE COM
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Red Racks near Denver in 200S5.
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From left: BOYD TINSLEY, LERO!
\VE MATTHEWS, CARTER
and STEFAN LESSARD.

When five guys in Charlottesville, Va., started making a joy-
ful noise in 1991, the Grateful Dead was still a touring force,
the Internet was hardly a factor in building a fan base and the
concert industry was rapidly consolidating. ® Now the Dead
is gone, the Internet is a crucial component of any band’s de-
velopment and Live Nation is the largest promoter that has
ever existed. @ And somewhere along the way in this volatile
landscape, the Dave Matthews Band became the biggest Amer-
ican rock’'n’roll actin touring. ® A rundown of the top 10 box-
office producers of the past decade shows only one group that
did not break in the 1970s or earlier: the Dave Matthews Band.
B Even with a conservative ticket price, the Dave Matthews
Band is fourth in total gross for the period 1996-2006 (between
Elton John and Madonna) and second only to the Rolling Stones
in terms of total tickets sold, at more than 12 million.

The band will pass the $500 million career-gross mark this summer. DMB’s
record company, Sony BMG, estimates the group has sold more than 13 mil-
lion tickets since the early '90s.

But even more than glittery numbers, the Dave Matthews Band is about con-
sistency. DMB has topped 1 million in attendance in eight of the past nine years.
(Inthe “off” year it still hit 900,000-plus.) The per-show average attendance since
1995 is a remarkable 18,693 people. The band is in fact a rare specimen: a '90s
act that is still an arena-level draw today.

“This band has staying power,” says Chip Hooper of Monterey Peninsula
Artists/Paradigm, longtime agent for DMB. “If they didn’t, we wouldn’t be hav-
ing this conversation.”

Still, few could have predicted such heights when South African singer/song-

writer/guitarist Dave Matthews, drummer Carter Beauford, bassist Stefan
Lessard and saxophonist LeRoi Moore (violinist Boyd Tinsley joined soon there-
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after) convened to jam in Beauford’s mother’s basement in 1991.

Lessard was just 16 and still a music school student at the time. “My firstim-
pression was Dave had some cool guitar stuff happening, and the four songs I
heard were great,” he recalls. “It was cool, these two jazz musicians playing
along with a guy who's a little more folk music in a way, with guitar and voice.”

Tinsley was similarly impressed. “Right away I was blown away by the sound
of the band, Dave’s singing—Dbecause I'd never heard anybody sing like that—
and also just the songs,” he says. “I thought the songs were really moving, re-
ally well-constructed. When | first heard it I just said, “Wow, this is something
really different right here.” ”

Experimental ensembles were not unique for the time and place. “Back in
the early 1990s in Charlottesville, there were a lot of different bands tryinga lot
of new things, and we were just one of those bands,” Lessard recalls. “And some-
times musicians worked well together, and sometimes they didn’t.”

Obviously, this time it worked. The chemistry was evident very early. “It was
just like a natural fit for all of us once we started playing,” Tinsley says. “On
paper, it wouldn’t seem like it would make any sense: violin with saxophone
with Dave, who was coming from a whole different place, Carter as this sort of
fusion drummer, and alt of this stuff mixed together. But it just made complete
sense and the music just started happening. And all these years later we don’t
really know why, but when we all get together something cool happens.”

It did not take long for the ensemble, christened the Dave Matthews Band,
to start getting bookings in and around Charlottesville. Tuesday night became
DMB night in C-town, first at a small club called Eastern Standard, and more
famously with a residency at Trax. Trax owner Coran Capshaw eventually be-
came DMB’s manager, and steers its career to this day.

“The first time they played at Trax | noticed there were a good number of peo-
ple in the room for a local band,” says Capshaw, a longtime Grateful Dead fan
who loosely based the DMB business model on that of the Dead. “The second
time they played I saw what a good band they were.”

The Trax booking was crucial on a lot of levels. “That gig was our bread and
butter because it allowed us to venture away,” Matthews says. “When we made
alittle money on an off night like Tuesday, that meant Friday, Saturday and Sun-
day were free to spread it out into other areas.”

The Trax gigs have become legendary in the DMB lore. “I remember those
gigs being a lot of fun, but they were also kind of like school or work, in a way,’
Matthews says. “It was good fun, but it also pumped us up.”

Other band members have equally fond memories. “Trax was awesome,”
Tinsley says. “Looking back at it, I think some of the coolest gigs we ever played
were probably in that hot, sweaty club there. Itjust had a real freshness, a whole
vibe. We were excited, the crowd was excited. It was something new.”

Students at the University of Virginia in Charlottesville and other colleges in
central Virginia flocked to Trax. “Every Tuesday there were these sellout crowds:
1,000 people, 1,000 people, 1,000 people. It was shocking,” Matthews says. “None
of us had really experienced this sort of vibe. It was unique in a relatively small
town that we could pack a crowd in like that.”

Planned or not, the early live success at Trax in many ways cast the band’s fu-
ture as an act driven by live performance. “That was the game plan,” Tinsley
says. “It was Coran’s vision to have us go out live and tour and develop a fan
base, and then after that think about a record deal. So we just got in the van and
started hitting colleges all over Virginia and then the Southeast.”

Hooper adds: “Coran was very intelligent and had a lot of foresight in seeing
that playing live was the way to turn the world on to this band. They went out
and took it to the road and won people over night after night after night.

For Capshaw the concept was simple. “This is an unbelievable live band,” he
says. “The more people that see it get it. By touring, you get the word out.”

Fan tapes of live shows, long a staple of Dead concerts and popular at large
on the jam band scene, helped spread the word, particularly in an environment
rich with students. The band embraced the practice.

“Some taper would tape something and send it to a friend at Sigma Nudown
in Georgia, and then they would turn another fraternity on, then a sorority,”
Lessard says. “We were big for awhilein that scene, and that really helped. Being
able to create a great vibe for a party, that’s what helped us in the beginning.’

Soon, the band’s reputation—and songs—would precede it into a market.

“I remember playing in Tuscaloosa, Ala., for the first time, and all of a sud-
den hordes of people were coming out to see us play,” Tinsley says. “From the
beginning it was a word-of-mouth thing, and it has just continued to grow and
grow and grow through the years.”

Word began to spread in the touring industry as well and soon reached the
West Coast. “I first heard about the band from a friend of mine Memorial Day
weekend 0f 1993,” Hooper says. “I know that because we had a party for Phish
and Blues Traveler at [Monterey Peninsula Artists co-founder] Dan Weiner’s
house, and somebody with the Blues Traveler crew told me about this band from
Virginia he felt I needed to know about.” continued on >>p34
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from >>p32 In the early 1990s, bands
like Blues Traveler, Phish and Widespread
Panic rode the crest of a huge wave of popu-
larity for jam band music. DMB benefited from
that phenomenon. but was in most ways in-
dependent of it.

“They didn't really ride that [jam band] wave,”
Hooper says. “They were similar to bands like
Phish and Blues Traveler in that they're great
players, but [DMB] had a completely unique in-
strumentation and sound. It was just great play-
ers with phenomenal songs.”

The band’s popularity grew at an astounding
pace, and in November 1993 DMB released its
first album, fittingly a live set called “Remem-
ber Two Things,” on its own Bama Rags label.
The release had a small inerchandise catalog in-
sert that led to what is now a multimillion-dol-
lar-per-year mail-order merchandising business,
and is the foundation of what became the direct-
to-fan megasite MusicToday.

Around that time, Hooper began booking the
band, but DMB was by then a veteran road dog
and a strong draw in numerous markets.

“Long before I got involved, Coran had booked
alot of dates on this band,” Hooper says. “They
were by no stretch of the imagination rookies
when | got them. They were a young band with
their first major-label album coming out, but
they were on their way to doing something big.”

By 1994, the band was recording for RCA, sell-
ing out theaters and getting played on the radio.
And by the end of 1996 it had headlined the
H.O.R.D.E. festival twice and DMB was a mul-
tiplatinum act with radio hits.

As a touring entity, it has never taken a step
back, but radio and retail success came parallel

to the touring juggernaut. Matthews
quickly saw this paradox with the ©=
single “What Would You Say.”

“We were doing a show in Los An-
geles and we played our set, and in the
middle or pretty early on, that song was
in there,” Matthews re-
calls. “And when we
played it the whole crowd
left, like it filed out. We
stopped playing thatsong,
we stopped playing it com-
pletely. I don’t think we
played it for years after that.”

This may have been a
linchpin moment for a
band not at all dependent
on current hits. “From then
on when we’d go play in
L.A., everyone would stay
thinking at some point we'd
play the hit,” Matthews says. “And then we
wouldn’t, and they'd stay for the whole show
anyway, and hopefully we'd win at least some of
them over.’

Matthews, basically, is not a singles kind of
guy. “Very often singles are songs that I'm not
crazy about, for whatever reason,” he says. “And
I don't feel indebted to that part of the culture of
music. That really hasn’t been our strength. Our
strength has been more compilation, more our
live shows and the body of work, rather than in-
dividual songs being particularly catchy.”

According to Capshaw, “It’s always great to
have a new album out, but the career is not de-
pendent upon that. And as people will see this
summer, the band is constantly adding new

A day that will i€ on: The
| DAVE MATTHEWS BAND
| signs a gontract with RCA

| songs. So you're getting a new-album
T experienceinthe live show with or with-
out a record being out.”

So while DMB has a full career, “we've lever-
aged a lot off of touring,” Capshaw says. “This
is a band that has made more money with live
recordings than they have studio records.”

Onstage is where the band catches lightning
in a bottle. In the past decade DMB has sold out
stadiums, amphitheaters and arenas.

“I have always felt that the Dave Matthews
Band has one of the most powerful rhythm sec-
tionsin rock, and when theylock in that groove,
the floor of Madison Square Garden literally
starts to shake,” MSG Entertainment president
Jay Marciano says. “They connect with their fans
every single night, making every performance
at MSG unforgettable.”

The band can engineer the same sort of con-
nection in a stadium, according to Ron VanDe-
Veen, VP/GM of Giants Stadium in East
Rutherford, N.J. “They have played nine shows
at Giants Stadium, which ranks them third of
all time behind Bruce Springsteen and the Grate-
ful Dead,” VanDeVeen says. “The atmosphere
and the shows are incredible.

For promoters, DMB represents that rare com-
modity in the concert business: the sure thing.

“I call the Dave Matthews Band ‘the king of
the live outdoor business,” ” says Jim Koplik,
president of Live Nation Connecticut.

“They have been the king for over 10 years
now,” Koplik continues. “That’s as long a reign
as anyone. They have sold out every one of their
23 shows at the Dodge in Hartford [Conn.], and

one of their two this continued on >>p36
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Over...13 million tickets sold!
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Over...whelming!

' DAVE MATTHEWS BAND

THE JUGGERNAUT ROLLS ON — DMB’S U.S. TOUR STARTS JULY 8.
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"~ from >>p34 year has already sold out monthsin
advance. It will be 25 sellouts in 13 years.”

Since 1995 the band has played close to 700 shows
for more than 12 million people. “That’s a
truly substantial city, but I think there’s
some people that have come more than
once,” Matthews says. “I doubt that it’s the
same 20,000 people everywhere we go. But
some of them are, I tell ya.”

Toid that the Stones are the only band
to outsell DMB in the past decade, Tins-
ley marvels, “Just to be in that company,
for me it’s hum-
bling. We're just
very grateful, I'm
very grateful to
| have the opportu-
— ' nity just to play
music and get out
there and jam.

Playing “gets more fun all the
time,” Tinsley adds. “That’s the
thing about this band, we never
just rest on our laurels and do the
same stuff we did yesterday. We're
always pushing the limits of our
musicand trying to take it higher
and higher. Every night some-
one’s trying to find something new, go off in a different

direction, creatively stretching.

Capshaw says DMB indeed gives itits all every night.
“No matter where the market is or where the show is
they go for it,” he says. “Every show is different and

unique in some way. The way they perform together,
The DAVE MATTHEWS BAND
hits a home runin July 2006 at
Fenway Park in Boston.

musicianship-wise, [ feel like I manage the all-star team.”
In slightly more than a decade of national touring,
DM B has now reached—some would say always resided

‘THE CAREER
DOES NOT
DEPEND
ON HAVING
A NEW
ALBUM OUT.

—DMB MANAGER
CORAN CAPSHAW

in—that coveted place in popular music where its con-
certs are must-attend events, regardless of what's hap-
pening at radio or retail. Trends have come and gone in
the past decade, but DMB has never missed a beat. “Their
uniqueness and greatness transcends trends and what's
hot and what’s not,” Hooper says.

That said, with some top touring bands working only
sporadically and Mother Nature sure to remove others
from the road at some point, it’s not a stretch to suggest
DMB will in the coming years be the top-selling tour-
ing band in the world.

“Well, that's nota bad goal for us,” Lessard says. “You
always strive to play for more
people. As much as you want to
play for everyone, you also like
to hear that it’s sold out, that peo-
ple couldn’t getin.”

Hooper believes the touring
industry can count on DMB for
the next 20-plus years.

“The world can count on this
band for as long as this band
wants to do it,” he says.

“They’ve worked hard for a
long tinme, and 1 don’t know if
they’ll want to work as hard in
the coming years,” Capshaw
says. “They value the live expe-
rience and relationship with the fans, so | think we’ll
see similar things in the future, if not exactly what we
have now.”

For his part, Matthews does not envision a time when
the band will step back. “But I don’t know what the world
has in store,” he muses. “We've been fortunate and |
may have flipped the metaphor here, but I think we still
have to pay the piper for the good fortune we’ve had.
And so we'll keep working at it for the moment.”
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thanks Dave Matthews Band for
entertaining us all in their hometown.

In our first year in Charlottesville we had the privilege of bringing many grezt
names to the new John Paul Jones Arena. Yet, there was one name that
needed no introduction. It was our pleasure to share two sold-out evenings
with Dave Matthews Band, and a few thousand of their closest friends.

1]
2 UNIVERSITYs VIRGINIA
@ Voted Bes: New Major Concert Venue 2006 _[(}HNPAULJOI\ESARENA

[ h w -ohn 2acl Jones Arena available tojall mtereste:l parties.
i ik heb oo o bl e
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From the humble beginnings of drummer Carter
Beauford’s mother’s basement and a crucial Tues-
day-night residency at Trax in Charlottesville, Va.,
the Dave Matthews Band has become the biggest
touring success story to emerge from the 1990s.
Riding and then surpassing a wave of success
from a rejuvenated post-Grateful Dead jam band
scene, DM B has become, quite simply, the top-
drawing American band in the world. In fact,
only one act—the Rolling Stones—sold
more tickets than DMB did in the pre-
ceding decade. @ Band founder and
namesake Dave Matthews was a reluc-
tant frontman as he made the switch
from Charlottesville bartender to
lleader of bne of the tightest, hardest-
working ensembles in rock’n’roll his-
tory. This is a band not dependent on
radio airplay (though it has enjoyed
some) or platinum record sales (and
ithasenjoyed thatas well). DMB is

a touring band, one of the most suc-
cessful that has ever hit the highway, -
and its connection with its fans is via the live per-
formance conduit from stage to audience. m Bill-
board spoke with Matthews in the downtime just
prior to a late-May show at the Point in Dublin,
as the band hovered on the brink of yet another
massive North American tour. Matthews was re-
laxed, thoughtful and ever humble as he discussed
the past, present and future of DMB, and how
important it is to “get it right.”

From the band’s first rehearsals in the early 1990sin Char-
lottesville, could you sense a special chemistry?
Very early on it had a “life of its own” sort of quality. When we
first got together, it was pretty strange. I think a couple of heads
turned outside of Carter’'s mom’s basement. But pretty soon
after that, certainly by our first gig, when we played even we
were surprised by how people lit up.
Our first couple of gigs we only had four songs and we
stretched them out, and that became part of defining what
was to evolve from us. It wasn’t planned, and it sort of con-
tinued that way, and at its best it still continues that way.

Was extensive touring always part of the game plan?

It was the only thing we could rely on in the beginning, and in
away it has been the only thing we have relied on since. We've
had good fortune with CDs and we’ve had some good fortune
with radio, but it never really took. It sort of always followed
more than led, that side of it, the industry side of it.

There was a strange independence to the way we got here,
to where we are now. [ know some people would say we’re pretty
mainstream, but we certainly got here in a pretty unique way
and have maintained it in a pretty unique way. If the record in-
dustry went belly up I certainly don’t think it would kill us and,
hey, it might even help us.

It seems your recording career and your live career are
sort of on parallel courses.

That’s very true, and the one that’s sort of more faithful, the
live thing, seems thus far to be the place where things are
worked out in a lot of different ways, whether it’s music, rela-
tionships, songs. The evolution seems to happen there. One
day we’ll make our best record, but it hasn’'t happened yet. But
they are two separate things. On the one side, the touring side,
we're sort of formidable, and on the side of record sales, not
so much.

What's the band approach to set lists?
38 |
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fhe Frontman Of One Of The Hottest Acts
On The Concert Scene Looks Back
On 15 Years Of The Fun And The Pressure
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It's varied. Right now, I've been tending to write down an idea
for a set and we pass it around the room and we change things
here or there and come up with something that’s comfortable
and still a little adventurous.

Certain songs fall out of favor with us for whatever reason
and don’t appear for a while, but they come back around even-
tually and reappear. We look online or hear through conversa-
tions maybe what songs fans want to hear, and if they’re songs
that also we don’t mind playing or we start getting back into,
then we try to bring those in.

I try to make it sort of a musical arc to the evening. That can
mean a lot of things. Sometimes we start by jumping in the
deep end, sometimes we start kind of slow, sometimes we climb
uphill the whole night, other nights we bounce around. Usu-
ally we’re pretty lucky, it comes out pretty well, and on occasion
we ride a doozy.

Do you have a preference of venues, crowds or regions?
They're just different. The New York audience is sort of more
rowdy—*“C’mon, let’s go”"—and the Chicago audience is a lit-
tle bit like that. Strangely, in the Southeast, particularly when
it's hot out, they’re a little calmer. Obviously, Red Rocks [in
Morisson, Colo.] is a beautiful venue, the Gorge [in George,
Wash.] is a beautiful venue, Alpine Valley [in East Troy, Wis.]is
an incredible venue. Those are favorite places, and they all have
their own sort of mood and bring their own feeling to the night.
Giants Stadium [in East Rutherford, N.].] is a very cool build-
ing to play in; oddly it has a very intimate feeling. Madison

www.americanradiohistorv.com
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Square Garden [in New York] is an awesome room to play in;
it has a great feeling as well.

What do you want out of an audience?

I want people to have a good time, however they go about it.
And look after each other. Don’t be a dick. I want them to think
about the people next to them and to have a good time, that’s
what I really want. I want to be a part of something that people
will remember. So if their response to a show is to sit quietly
and listen because they’re loving it, that’s great. Or if it is to
scream, that's great. You pay me, I want you to have a good time.
And I'll do everything | can for them to have a good time.

Is performing still fun?

Oh, yeah, it’s fun, and it’s pressure, it's both things. You've got
to do it, you've got to get it right. You have to get it right, you
can’t go out halfway. Evenif I feel exhausted and I haven’t slept,
you have to go out and give it everything because if you don't,
then you’re a dick.

Only one band has sold more tickets tham DMB in the past
decade, fhe Rolling Stones. What do you think when you
hear stats like that?

It boggles my mind a little bit. In some ways my response is to
sort of just keep my head down and not pay too much attention
to that sort of stuff, because that makes it more intimidating.
Just come to work as often as there’s work and then go home
and try to raise my kids right. —Ray Waddell

BARNABY DRAPER
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VERY PROUD TO BE YOUR AGENT IN EUROPE,
LOOKING FORWARD TO MANY MORE SELL-0OUT SHOWS.

ROD MacSWEEN AND ALL AT

International
. Talent
(. Booking
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[n the Murphy’s Law world of touring, there is
no substitute for experience, and the Dave
Matthews Band team has it in spades.

Many of the DMB key crew members have
logged years and thousands of miles with the
band, and some have been with the group from
the beginning, including front-of-house sound
guy Jeff “Bagby” Thomas and lighting di-
rector LD Fenton Williams.

Similarly, manager Coran Capshaw has
been onboard from the beginning, and agent
Chip Hooper at Monterey Peninsula
Artists/Paradigm has booked the band for
14 years. Rod MacSween books the band
internationally.

Hooper says the touring team is both “a fam-
ily” and made up of top professionals.

“The thing that Coran does really well is he
finds the best people to do their job, and then
he lets them do their job,” Hooper says.

As veteran as the crew is, tour manager Bill
Greer is relatively new to the camp, though

CAPSHAW

he’s logged some 25 years working with acts
ranging from Pink Floyd to Madonna to Bon
Jovi. He came to the DMB crew last April.

“My overall general impression was that
there was quite a family atmosphere, obviously
generated from the fact that they had so many
guys that worked with this band for so long,”
Greer says. “There was such a loyalty in place
from both band membersand management.”

The experience of the crew with DM B made
Greer’s job easier, he says. “This really was a
machine that seemed to roll quite well in terms
of the way they’d been doing it and past param-
eters they’d been using,” he adds.

And DMB has very much a band mentality,
Greer adds. “Some people make the miscon-
ception that it's Dave and four other guys, [but]
we treat these five individuals as total equals
inallaspects,” Greer says. “Butlooking at Dave
as the point man, if anybody had a reason to
have an ego it’s him, but he is probably the
most grounded person ['ve ever worked with.
And the other guys are all the same way.”

From the band’s perspective, they let the pros
do what they dowhen it comes to touring strat-
egy. “There are our favorite spots to go,”
Matthews says. “{But] even from the beginning,
40 |
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THE BACKSTAGE TEAM

DMB Backed By Loyal Veterans
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our manager and our agent
would say, ‘Here’s where
the gigs are.” And it has

been very smart the way

they’ve done it.”

Capshaw and Hooper
have been a successful
team in gauging what to
do. “Some years are
good years for the sta-
diums, some are good
for the amphithe-
aters, some years the
music market is good,
some not so good,” Mat-
thews says. “Our management has always
been pretty successful at thinking of the fans,
thinking of the band, before he thinks about
who owns the building.”

Capshaw says DMB doesn’t “sell” the tour
to any one entity. “We end up in a lot of Live
Nation venues because they own a lot of the
sheds,” he says. “But it’s more about
where we want to play than [what pro-
motion company] we want to play for.”

Hooper says the process starts with
nailing down when the band can work.
Capshaw “figures out when they’re going
to be available and when they’re going
to want to work, and then we talk about
what we're trying to accomplish and how
much time we have to accomplish it,”
Hooper says. “Then we set out to come
up with the right group of venues where
we think the band will thrive and where
the fans will enjoy coming to shows.”

The process is “very meticulous,”
Hooper says, “from choosing the ven-

i ues to how many nights we're in the
venues, to what the ticket prices are, to
when we're in the market. Pretty much no
stone goes unturned when we book a Dave
Matthews Band tour.”

Indeed, the band has never been beholden
to any promoter or building. “We don’t want
to be tied to anyone because what happens
when they go belly up in the water?” Matthews
wonders. “[ feel like if our connection s to our
fans and their connection is to us, once that’s
made we just try and do our part of the job.”

In that vein, the band has always been con-
servative when it comes to ticket prices. This
strategy is also a sound business approach for
an act that tours annually. “We don’t go away
for five years like a lot of artists do,” Hooper
says. “We tour very regularly, and we've been
very respectful of the fans and thoughtful about
what we felt was the right thing to do.”

Respect is a common theme. “There’s a re-
spect, a politeness inherent with the way these
guys conduct themselves,” Greer says. “I can’t
remember us leaving a building when folks
haven’t said, “We loved having you and can’t
wait to have you back.” ” .
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For 24/7 touring news
and analysis, see
billboard.biz/touring.

JEN FARIELLO

BT RPN Y s W VYYET < WA P WD T R W 7 S S A e — oy


www.americanradiohistory.com

DAVE MATTHEWS
BAND

MONTEREY PENINSULA ARTISTS

[)ARADIGM


www.americanradiohistory.com

P

regional Mexican Mysj,
to the Forefront

Don’t Miss This 3-Day Event Featuring: 5

Live Artist Performances * Valuable Networking Opportunities
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ALEJANDRO With a powerful, expressive voice and through astute

FERNANDEZ in concert choices of songs and producers, ranchera singer Ale-

el A jandro Fernandez has risen to the top ranks of ye-

gional Mexican music in recentyears. m Although it
may have helped that the 36-year-old singer is the
darkly handsome son of rancheralegend Vicente Fer-
nandez, in the world of mariachi rancheras, the Fer-
nandez legacy only put more pressure, expectations
and a brighter spotlight on Alejandro when he began
his professional career in the early '90s.

Yet Ferndndez steadily rose to the task. Through shrewd song selec-
tion, key artistic collabotations and a dogged determination to push
the ranchera envelope in the'past decade, he has indisputably become
the new lion king of the ranchera universe.

His latest CD, “Viento a Favor.” is another musical gem where Fer-
nandez continues whathe calls the “evolutionoftheranchera,” fusing
pop and rock flourishes and ballads into his pop-ranchera mix. Com-
bining his musical vision and single-minded purpose with smart book-
ing, promotions and management alliances, Fernandez has emerged
as the successful model for the modern ranchera artist.

“When you say ‘Alejandro Fernandez,” you have the whole package,”
says Carlos Alvarez, a radio personality at Spanish contemporary KLVE-
FM Los Angeles. “He’s got the talent, he’s got charisma, he’s got the
voice, and he’s got the looks. I have known him 11 years, and each time
I see a different Alejandro Fernandez. He is always getting better.”

Ferndndez's ascent was not an easy one, as he had to overcome com-
plaints from purists and hardcore fans. But the reward has been an ex-
panding audience and a bigger touring circuit.

“Alejandro has a very strong fan base,” says Kate Ramos, senior VP
of touring alliances with Live Nation in Los Angeles. “He also has the
opportunity to continue growing because he is one of the few acts that
combines a pop repertoire with his traditional Mexican music.”

The story of Alejandro Fernandez begins in Guadalajara, Mexico,
where he was born on April 24, 1971. At the time, his father was al-
ready solidly entrenched as the ranchera king. As a toddler, the younger
Fernindez was exposed to the world of entertainment, joining his fa-
mous father on tour stages and national TV shows. And, on occasion,
thrilling adults by singing his father’s songs.

Initially, Fernindez eschewed a singing career and its requisite per-
sonal sacrifices in favor of pursuing a degree in architectural engineer-
ing at the Universidad Valle de Atemajac in Guadalajara. But one day
in 1989, Sony México, his father’s record label, asked him to sing a
duet with Vicente on the song “Amor de los Dos,” which appeared on
the “México: Voz y Sentimiento” compilation.

It was a turning point, Fernandez recalls. “Without any doubts, I
feel I did not make a mistake. I think the fans gave me the space where
I could have success in this.

With enthusiastic record-label support and his father’s guidance,
Fernandez quickly released his self-titled debut album, which pro-
duced the singles “Necesito Olvidarla” and “Equivocadamente.” He
followed through with an extensive, grinding promotional schedule,
and for the next few years toured the United States and Mexico with
his proud father, who usually introduced him as his musical heir.

At first, Fernandez hewed to the traditional ranchera genre, releas-
ing several albums including “Piel de Nina” (1993), “Grandes Exitos a
la Manera de Alejandro Fernandez” (1994), “Que Seas Muy Feliz” (1995)
and “Muy Dentro de Mi Corazon” (1996). He began torise on the charts
with several hit singles, such as “Piel de Nina,” “Acabé por Llorar,”
“Pesar de Todo” and “Como Quien continued on >>p46
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from >>p44 Pierde Una Estrella.”

In 1996, Fernindez had a fortuitous
meeting with Miami-based composer/pro-
ducer Emilio Estefan Jr. For years, Fernan-
dez had wanted to stretch out beyond the
ranchera tradition, and Estefan seemed to
have the credentials and the skills. The re-
sult was 1997’s “Me Estoy Enamorando,”
a CD whose cover was the first where Fer-
nandez did not wear a traditional Mexican
charro outfit. While Estefan produced, Fer-
nandez collaborated with noted Colombian
composer Kike Santander.

Estefan downplays his role.

“All we did was just find the right songs
for him,” he says. “What I love about him
is that he told me, “The only thing I would
never like to get away from is the Mexican
roots music.” Me being Cuban, I appreci-
ated that.”

The CD showcased Ferniandez's sensi-

Two generations of ranchera:
VICENTE FERNANDEZ, left, and
ALEJANDRO FERNANDEZ at the
Latin Grammy Awards in 2002.

tive ballad style on tunes like the title track,
“Si Tu Supieras” and “En el Jardin,” a duet
with Gloria Estefan.

There were reports that Fernandez’s fa-
ther was disappointed his son turned away
from tradition. But Fernandez knew that
ultimately, even if it means risk, evolution
is necessary to keep things fresh.

“Itwas a big risk at the beginning, but |
think that with everything in life you have
to be willing to risk something in order to
be able to come out ahead, to be able to sur-
pass yourself,” he says.

Although it did not win, Ferndndez's CD
received two Grammy Award nominations
that year. One was for best Latin pop per-
formance, where he competed against
singers Luis Miguel, Cristian, and Enrique
and Julio Iglesias.

But the son also promised the patriarch
that he would never turn his back on his
ranchero roots.

From there, Fernindez alternated be-
tween roots rancheras and pop fusions on
successive albums including “Mi Verdad,”
“Coraz6n Abierto,” “Entre Tus Brazos,”
46 |
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“Origenes” and “Nina, Amada Mia.”

In 2004, Fernandez ventured into film,
teaming with producer/director Alfonso
Araua in the movie “Zapata,” about Mexi-
can Revolution hero Emiliano Zapata.

The next year, Fernandez took another
step toward his goal of opening new mar-
kets when he traveled to Madrid to record
“Mexico-Madrid: En Directoy Sin Escalas.”
It was his first live album, but he reworked
his tunes with new arrangements and
smartly included duets with three Spanish
artists: Amaia, Malu and Diego El Cigala.

While his label provided critical promo-
tional muscle and sales support, Fernan-
dez helped bolster sales by timing his
opening tour in Spain to coincide with the
CD’s release, hitting all of the country’s
major markets including Tenerife, Malaga,
Madrid, Valencia and Zaragoza.

With his latest CD, Fernandez contin-

ues his forays into the Latino mainstream,
recording romantic ballads and dance
tunes with pop and rock flourishes. And
he has again teamed with noted producer
Aureo Baqueiro, who also worked on his
previous two albums.

“Alejandro is the type of artist who is
sure of himself, sure ofhis career,” Baque-
iro says. “He is very hungry to explore new
roads, and it all comes from his deep de-
sires to expand the genre he isin.”

The “Viento a Favor” album includes a
duet with Beyoncé on the tune “Amor Gi-
tano.” The song—a sensual, flamenco-pop
track—was written by Beyoncé and
Grammy-winning songwriter/recording
artists Reyli Barba and Jaime Flores also is
on the rerelease of Beyoncé’s “B’Day”
album. Grammy-winning producer Rudy
Perez produced the track at the Rock the
Mic Studios in New York.

In February, “Amor Gitano” was released
on the premiere episode of the Telemundo
Network’s “El Zorro” telenovela.

According to Fernandez, pairing with
Beyoncé was a natural choice. “I had col-

laborated with several people on my pre-
vious records, some seven or eight duets,”
he says. But he sought a duet with a pop
superstar to reach new audiences.

Beyoncé says, “I loved working with Ale-
jandro on ‘Amor Gitano.” When I was asked
to record with him, | immediately said ‘yes.’
He is extremely talented.”

For composer Santander, Fernandez is
aleader in what he calls the pop-ranchero
movement. “Alejandro is always attempt-
ing something new. He is the voice of the
genre, and this is why I consider myself a
fan ofhis, and I feel very proud of the songs
[ write for him.”

Peruvian singer/songwriter Gian Marco,
who has contributed songs to various Fer-
nandezalbums, says he admires the artist
for his interpretative abilities.

“He has a unique style. He has a huge
capacity to interpret the songs and use his

voice to convey so much. Very few people
can sing or interpret the way he does.”

Leonel Garcia of Mexican pop duo Sin
Bandera is another fan. “He’s outstanding
in his singing. He is surprisingly good in
the live performances,” Garcia says. “You
can hear thealbums, and you can say, ‘OK,
he’s great. I'm going to see him live.” And
you get incredibly surprised, because he’s
even better live.”

Ultimately, Fernindez seems to have
it all. He is hungry and determined, su-
perbly talented, always keen on breaking
new ground and open to ideas from cre-
ative collaborators.

“Heis incredibly gifted . . . and he is gor-
geous,” Live Nation’s Ramos says.

For more than three decades, Vicente
Fernindez had been the undisputed
ranchera king, the successor in a storied
lineage in Mexico’s heartland music that
includes pioneers Jorge Negrete, Pedro In-
fante and Javier Solis.

He can rest assured that despite con-
stant competition, his son is ready to take
over the ranchera mantle.
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ARTISTS, AGENTS,
PRODUCERS AND
MANAGERS CHIME IN ON
ALEJANDRO FERNANDEZ

“Great singer,” “charismatic entertainer” and “in-
novative artist” are common phrases used by in-
dustry folks and fans to describe ranchera/pop
singer Alejandro Fernandez.

Son of ranchera legend Vicente Fernandez, Ale-
jandro has slowly been carving out a reputation as
an artist who pushes the envelope and exceeds ex-
pectations. By alternating between hardcore
ranchera and pop ballad albums, he’s demonstrated
that he isn’t afraid to take risks to help the tradi-
tional ranchera genre evolve by becoming more
contemporary.

His latest album, “Viento a Favor,” is a prime ex-
ample of that adventurous musical fusion.

Below, various music industry professionals, in-
cluding artists, agents, producers and managers,
share their views on the young ranchero prince.

“Alejandro continues
to evolve musically,
and we believe this
new album will take
him to new career
highs. While we all
recognize that he is
enormously talented
vocally, he connects
because he is very
human, perfectly
imperfect and
therefore truly

believable.”

—KEVIN LAWRIE, SONY BMG LATIN
AMERICA PRESIDENT

“He is hot because he is
like the rock star of
mariachi. He captivates
multiple audiences
and generations.
Grandmas like him
just as must as
teenagers.”

—CYNTHIA MUNOZ, MARIACHI
VARGAS EXTRAVAGANZA
PRODUCER/MUNOZ PUBLIC
RELATIONS PRESIDENT

LESTER COHEN/WIREIMAGE.COM
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TAKING

THE RISING STAR OF -

RANCHERA TALKS A '

ABOUT STARTING
OUT, TAKING RISKS
AND FOLLOWING IN
HIS FATHER’S
FOOTSTEPS

‘ancheras, the

,the three all-time
sidered to be Pedro
‘ from the ’50s and

at the elder Fernan-
werful voice, is the
o Alejandrpo, celebrating the
15th year of his career at the age of 36, has
some pretty big shoes to step into.

And while his father is known for the tra-
ditional hardcore rancheras, the younger Fer-
nandez has staked out new ground by mixing
in pop balladry to reach new fans.

Last year, Fernandez greatly increased his
popularity in Spain when he recorded his first
live disc, “Mexico-Madrid: En Directoy Sin Escalas,” in Madrid.
In recent years, he was awarded a star on the Hollywood Walk
of Fame and has also stretched into film with his most recent
work, the 2004 Alfonso Arau-directed “Zapata,” profiling Mex-
ican Revolution hero Emiliano Zapata.

In this interview translated from his native Spanish, Fernan-
dez talks about his beginnings, his desire to expand the ranchera
tradition, his new CD “Viento a Favor” and his family.

dez, who possg

Who were your first music heroes and influences?

I heard everything, from Mexican singers, Spanish singers, Ar-
gentinean. All of that helped feed my artistic inspiration when
I was young. I would listen to Julio Iglesias, José José, my dad
obviously. I think he has been the strongest influence. In that
era | also heard Timbiriche, Luis Miguel, Miguel Bose. I liked
romantic music a lot. Also Camilo Sesto . . . Juan Gabriel, Rocio
Durcal, those were fundamental.

How did you get started in your career?

[ began to be involved in show business when I was very little.
[ remember in the TV programs [ would come out with my fa-
ther. That was something my dad was always interested in, and
so each time he could, when he was to be in a program or some-
thing he would take me to sing a song or sing a duet with him.
But I did not contemplate dedicating myself to the career until
the record label made me an offer to record a duet with my fa-
ther. And so when [ made my first presentation, I think that is
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when [ decided, “I will take this opportunity. I will leave the
university studies, and [ will see if this goes well for me.” Noth-
ing was easy. | had the weight of my father’s name on me.

How old were you?

[ was about 19, it was in 1989. I was studying architectural en-
gineering. Once | got my first performance, I began to plan my
work, my promotion, from that first record. Of course, now
everything seems beautiful. But when I started my first promo-
tional tour, uff!

Were you nervous?

No. It was just work, a lot of it. They put me to work like any-
one else. They never gave me any special break for being the
son of Vicente Fernindez. Anyway, it was a long tour, all of Mex-
ico—in the North, in the South, a lot of traveling. I was very
tired. And so slowly [ left the university. I tried to do both for a
while, but I began to drop my grade pointaverage. So I decided
to retire from school for the moment.

Looking back, do you think you made the right decision?
Without any doubts. The fans gave me the space where I could
have success in this. And from the bottom of my heart [ am
grateful to them. Because today, | am celebrating 15 years in
my career. | feel very good, very satisfied.

In your music, you have always continued on >>p50
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“Of all the young
Mexican singers,
Alejandro Fernandez
has the biggest
international profile.
He is the complete
artist in every sense
of the word, as
evidenced by his
massive sales and
his prolific
performances.”

—RAFAEL MONTIEL, MANAGER
FOR LUPILLO RIVERA

“Alejandro’s great
potential has no
limits. He is a
charming and
generous person
with many
challenges in front
of him, but his voice,
charisma and
stardom will boost
him to a higher level.
I expect Alejandro
to deliver
magnificent and
better music for
many, many years.
His voice is like good
wine . . . it just keeps

getting better.”
—GABRIEL ABAROA, LATIN

RECORDING ACADEMY PRESIDENT

“Few artists have
been able to step
beyond tradition
and produce a new
musical fusion.
Alejandro has
done that. And he
represents the
best and the most
beautiful that Mexico

can offer.”
—ARJON TABATABAI, ARJON’S
INTERNATIONAL CLUB
PRESIDENT/CEO

CLAUDIO DIVELLA

T
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played the traditional mariachi style but added a little pop
flavor.

That is my challenge, to always be able to plan something
unique, to be able to last over time. From the very begin-
ning, I have always tried to put my personal stamp on the
music. By creating this personal stamp, [ think you can
have longevity, you can create a new musical current.

As a mariachi singer, why is mariachi considered
Mexico’s heartland music?

Itis part of our culture. Mariachi is excellence, something
that represents us here. It is our music. It is something
that was invented in Mexico. The people love it, itis a lot
of fun. It is also very versatile, the mariachi can plan any
kind of music. Itis something that has always represented
[Mexico] all over the world. The same with tequila, the
mariachi, the mariachi suit, it all represents Mexico at
the worldwide level.

The unfamiliar think all mariachi music is the same
old sad song. How much more is there to the music?
You can find a lot of different kinds of music in mariachi.
They can play you a happy song, a song to make you cry
or a very beautiful romantic song, almost like a poem
they can recite. The music can be very multipurpose.

ine of « hed
ginning tir I . Why is
so beloved, 50 years after his death?

Pedro is an icon. And more than anything it is because of what he
did in Mexican cinema, especially during the Golden Age. And what
made him such a public idol is that he identified with the people. In
the movies, he came across as one of them. I do not know if he did
it intentionally or unconsciously. It was the characters he played, like
the carpenter, the boxer, the policeman, the poor fellow who is dying
tor love but 1s put in jail.

Amid his family, X
ALEJANDRO FERNANDEZ
gets a star on the Hollywood
Walk of Fame in 2005.

ing trac ynal and pop rhy g

It is tough to say which one was the best for me. One of my biggest
CDs was “Me Estoy Enamorando,” the first record I did with Emilio
Estefan []Jr.]. They tell me that CD sold something like 4 [million] or
5 million copies. And “Corazén Abierto,” despite more time, has only
sold a million-and-a-half. So if we look at it like that, you can see why
Ithink that CD, “Me Estoy Enamorando,” is one of the strongest CDs
in Mexico and internationally.

PG D “Moxvico-Madrid: En Directo v Sin Ec o 1
vVIC 1adr Dire Y a>1n EscCalas,

continued on >>p52

“Alejandro is
different than all
the rest of the
entertainers for his
voice, his
personality, his
sincerity and
charisma. He is the
most important
Latino singer at
the moment. My
favorite Alejandro
album is ‘Me Estoy
Enamorando’
because that is
when we formed
our fan club in
Madrid and we got

to meet him.”

—ANA MARIA SEVILLA,
PRESIDENT OF ALEJANDRO
FERNANDEZ FAN CLUB
IN MADRID

continued on >>p52

IVAN MANJARREZ

Auditorio Nacional
congratulates

Alejandro Fernandez!

for 19 years
of filling our
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It was very important, because in the first place, we opened a new
market in Spain. We decided to record the CD, and it was the first
time we were to record live. So then, we were excited and so was the
record label. To be honest, I was surprised at how well it was received
and how it continues to sell.

We had alittle more than a year to begin to get organized. It all started
when [ began to think about whom I would use to produce. 1 decided
on Aureo [Baqueiro] because of his work on my previous CDs. He
helps me be very creative, he likes to do different things, and he likes
to take risks. So, we have almost five years working together, six years
since we have known each other, and that gives you a liberty to ex-
press yourself.

So you feel comfortable in taking risks when he is producing?
Totally, because we understand each other perfectly. He knows what
I'want. He knows what I am looking for. He knows I like to take risks,
butalways on the edge of the knife, or in other words not to take crazy
chances. He knows how to listen and how to execute. When I sug-
gest something, he listens and lets me participate a lot.

Why is it important for you to take chances?

Because sometimes the public gets tired of the same type of songs.
There was a time when the public got tired of all the slow romantic
material, and then they get into the faster songs like “La Vida Loca.”
And all this fast dance music is suddenly all you heard on the radio.
It comes in cycles. And you have to have variety and freshness.

What attracted you to the song “Te / a Perder”?

Ilike the lyrics. And also the melody. [t seemed so different than what
Tusually record. Eventhough it is romantic, the lyrics suggest some-
thing else. It talks about a couple where one of them is judging the
other for a mistake they made. And above all else, you have your dig-
nity. You are asking her to stay, that things will get better. But if she
does not listen to you, then you are not going to force her.

You know, that song was the last one we recorded. We went to Ar-
gentina to record in the studio some 10, 15 days. And so [ got this
idea and told Aureo, “Listen, [ want a song that has that groove, that
talks about this.” He did it immediately. We had to leave soon, but
he made a quick, simple arrangement on the guitar only. That song
came out with a '70s feel, very hippie, very surf, in that style.

2

L
We were fixing to wrap up the album when they called us about
it . . . They told me that Beyoncé wanted

continued on >>p54

From left, CHAYANNE,
ALEJANDRO FERNANDEZ
and MARC ANTHONY
toured the United States
togetherin 2005.

“He does not
rest on his
laurels, and he
is not content
to stay within
one genre.
Instead he
likes to bring
out and
celebrate

something new

with his fans.
Alejandro is a
person who
will never stay
in the same
lace. He likes
o offer
variety.”

—GIAN MARCO,
SINGER/SONGWRITER
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BEYONCE foundin |
ALEJANDRO FERNANDEZ
the Latin male she sought for
a duet on ‘Amor Gitano.'

from >>p52 to record a duet with a Latino male for her
next album and record several songs in Spanish and that she had
already recorded with Shakira. So when they suggested it, [ liked
the idea. I thought it was spectacular. So we went, 1 gave her the
song and she liked it. The entire project was done by Rudy Perez.
He also made the arrangement. We recorded it in one day. She
seemed like a fine lady to me, very humble, with a great voice
and beautiful.

Your voice seems to have matured through the years, with
more colors and tones. Do you agree?

1 feel much better, more comfortable singing these days. Before,
I was more influenced by my dad or other singers. But now, after
some time has passed, | have learned more about my voice and
developed my own style. And effectively, I feel my voice sounds
like no one else’s. Now you can hear me on any radio station and

you can identify me perfectly.

What motivates you to always do your best?
It is the commitment we have with our fans
with our country. Personally, | feel like an am-
bassador of our culture and our Mexican music.
And that despite the fact that | am seeking a new
style that includes pop ballads, I have never
stopped singing Mexican music or stopped put
ting on my mariachi [suit]. I have always done
it, I will always do it and will to continue to do
it with pride. I want that to be very clear. In what-
ever concert or show that I have at the national
or international level, I present myself with my
mariachi, and I go on with my charro outfit. 1
will do that always, all my life.

What else is coming up for you?

We are preparing a new tour show with all this new
material. | think this record was produced with
our live performance in mind because it has a good
vibe. We are preparing something different, some-
thing spectacular. | feel there is still so much to re-
discover, to do and to offer on my creative side. |
had never felt so good in any previous birthday [April 24], and curi-
ously, I feel I am in the prime of my life right now.

How important is it for you to balance work and family?
Very important, totally. It is fundamental. For example, we sched-
uled our promotions way in advance with attention to detail to allow
for time with family. That is the most important thing for me.

How does it feel to be the son of such a music legend?

T'am very proud to have a father that [ have. He is a divine person,
very beautiful. He is a person who showed me how to be a man, to
be a father. He gave me the best advice on how to be a good man. I
am grateful for everything he taught me. He has a big heart, very
noble, very professional and a person whom | admire for all he has
done, all he has accomplished, not just in the artistic world but also
in the personal.” —Ramiro Burr

“Alejandro
Fernandez
has been
able to
‘internationalize’
mariachi music
almost
effortlessly, as
the natural
that he is. The
fact that he
includes a lot of
romantic songs
with a pop
sensibility adds
to his cachet,
especially among
women.’

—DAVID GARCIA JR,,
ENTERTAINMENT ATTORNEY

VAN MANJARREZ

An Outstanding
Performance

For a great performance, you couldn‘t be in
a better place. For an outstanding banking
performance, you couldn’t do better than to
head toward Wells Fargo Bank, where you'll
find the full range of financial products and
personal service you'll need to take you to
your Next Stage of financial success.

ol

P

© 2007 Wells Fargo Bank, N.A. All rights reserved. Member FDIC.

54 | BILLBOARD | JULY 7, 2007

s Ao 6 W T AW, WP\ B N

WELLS

FARGO

RU E

WWW KECO.COM.MX WWW . AURADESARROLLOS.COM

PO K
URA

~<|®

A
The Next Stage |

FEL

> <=M
—_

wellsfargo.com

www.americanradiohistorv.com

C
D

Z(_

0. G
ESA

ICITAN A

T
Z

POR SU BRILLANTE TRAYECTORIA,
LANZAMIEN DE S
S RECIENTE PR ClO

AURA

AURA DESARROLLOS

dGRUF’D ANIMA


www.americanradiohistory.com

Televisa Musica

i te felicita y se une
en ésta aventura que
te llevard ain mas lejos,
a conquistar otros horizontes,

navegando siempre con

Viento a Favor.
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“After watching his
growth over the

_ vears I think he has
' g Py, ) ~really built his own
TACACIA R E R R B character and style.
ALEJANDRO FERNANDEZ’S Alejandro is
ALBUMS OVER 15 YEARS someone who has
SUCCESSFULLY REACH ACROSS brought new
RANCHERA AND POP sounds. .. and he
BY LERA CORBG !1a,s a legacy that is
important for us to
Alejandro Fernandez has crafted his own career and pay h()nlag‘e to.”
identity with a successful string of solo albums dat- —EMILY SIMONITSCH
ing back 15 years. Throughout, Fernandez has tran- LIVE NATION SOUTHERN
scended his status as the son of ranchera icon Vicente CALIEORNIA SENIOR
Fernindez and established himself as one of Mex- VP OF TALENT
ico’s prime ranchera singers. Most impressive, he
has been able tolaunch a successful career as a pop “Aleiand 5 .
singer, effectively straddling two different genres. . eril‘n ro 1s unique
Here is a brief look at Fernandez's recordings, going back to his 11 hls class. Even
debut in 1992. : though he has
“Alejandro Fernandez” (1992): A young Fernandez debuts with a . . .
self-titlad album that proclaims him to be a new singer of Mexican proven Ellnlse]f m
music. His trademark ve?vety vqice immediately makes him appeal- Several ge nres,
ing to a younger generation of listeners. . .
“Piel de Nina” {1993): This sophomore album aimed for sexiness IHCIHdmg pOp
with a cover of a shirtless Fernandez. There was no need. “Piel de ballads he is Still
Nifia” placed seven singles on Billboard’s charts. it
“Que Seas Muy Feliz” (1995): Not one track on this album cracked No. 1 in ranchera
ALEJANDRO FERNANDEZ the top 10 of Billboard’s Hot Latin Songs chart (the highest peak <3
i’r;;‘:ﬁ: ?r:?rl:giea:oclding was Nc. 17 with the title track and “Como Quien Pierde Una Es- music.
szudio. trella”). Hut with 205,000 copiz=s sold, this was Ferndndez’s most —JOE BONILLA,
successful Mexican music release inthe  continued on >>p58 ‘ CROSSOVER AGENCY CEO

VICTOR ESPINOSA

Fundada en 1935

~__LaUniversidad Auténoma de Guadalajara
Felicita a
Alejandro Fernandez

Por su destacada trayectoria artistica,
agradece su valiosa contribucion en la celebracion de nuestro 70 Aniversario.

PREESCOLAR PRIMARIA SECJUNDARIAS Y PREPARATORIAS LICENCIATURAS POSTGRADOS

%
-~
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‘Muy Dentro de Mi Corazén” (1996): Ferniandez solidifies his
standing as a purveyor of more contemporary Mexican music
with an album that includes ranchera and pop songs in mari
achi format.

“Me Estoy Enamorando” (1997): Ferniandez’s first foray into pop,
produced by Emilio Estefan, was a huge success, yielding four No.
1 hits on Hot Latin Songs: “Si Tu Supieras”; “En el Jardin”; “No Sé
Olvidar,” which spent eight weeks at No. 1; and “Yo Naci Para
Amarte.” The album established Fernindez as an international
star with appeal beyond ranchera music.

“Mi Verdad” (1999): Following his pop effort, Fernandez re-
turned to rancheras—down to his ranchera outfit on the album
cover—but with a contemporary twist on a set thatincludes songs
penned by contemporary composers. Hits included “Loco,” which
spent one week atop Hot Latin Songs.

‘Entre Tus Brazos” (2000): Fernindez’s return to pop was not
as spectacular as “Me Estoy Enamorando,” but still sold nearly
200,000 copies in the United States alone.

BT B

i‘;‘

ALEJANDRO FERNANDEZ
draws teeming Fumanity to
aMarch 2006 concert in
Mexico City’s mair plaza.

“Origenes” (2001): A fusion of ranchera music with world
rhythms, “Origenes” yielded the No. 1 hit “Taniita Pena,” which
was successful on both Mexican and pop radio.

‘Nifia Amada Mia” (2003): In keeping with his irend of alternat-
ing pop with ranchera albums, Ferniandez goes ranchero with
“Nifa,” produced by Pedro Ramirez, who worked on “Mi Verdad.”

“A Corazon Abierto” {2004): This album reunited Fernandez
with Grammy Award-winning producer/songwriter Kike San-
tander, who wrote the biggest hits on “Me Estoy Enamorando.” It
also found him singing the songs of a bold new generation of song-
writers, including Gian Marco (Marc Anthony, Gloria Estefan),
Leonel Garcia (half of pop duo Sin Bandera), Reyli Barba (former
member of pop band Elefante) and Mexican group Tres de Copas.
Hits included the No. 1 “Me Dediqué a Perderte.”

“Mexico-Madrid: En Directoy Sin Escalas” (2005): Alive CD/DVD
recorded in Madrid. it solidified Fernandez's status as a global artist,
capable of singing repertoire from two different genres. Here, Fer-
nandez tackles many of his hits, in new versions, featuring duets with
Amaia (of La Oreja de Van Gogh), Maltand Diego El Cigala. ~ «-.

“Alejandro was
born to be a star.
His lineage, his
l00ks, his
incredible talent
and charisma. ..
he’s the whole
package. His
popularity reaches
out to multiple
generations and

multiple genres.”
._T""'""r" A
OF THE RECORDING
ACADEMY’S TEXAS
CHAPTER

[T ~d X174 I N1 ~4

“Alejandro is one of

the best singers we
have today. A one-

of-a-kind performer,
able to sing opera,

ranchero, or pop.”
—DELIA ORJUELA, BMI
ASSOCIATE VP OF LATIN
MuUsIC

l"-'
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FROM MEXICO
O MADRID

SPAIN IS BECOMING A KEY
MARKET FOR FERNANDEZ

BY HOWELL LLEWELLYN

Within'the past three years; Spain has.cmerged as the third most
importantmarketin the wy rld for Alejandro Fernandezafter Mex:
ico and the United States/

As Spain’s populationof Latin-American immigrants soared
in recent years. Fernindez had a small fan base'in the coun-
try already.

But in 2004, Sony BMG Spain drew upja plan to promote the
singer to a broader range of fans.

“Weybegan to design a development strategy plan for Alejan-
dro abouta year before the rele:se [in October 2004] of ‘A Corazon
Abierto\' " Sony BMG international produtt managey Carlos
Iglesias says.

“We had heard the first songs that' would be o the album and
decided we had no doubit the record was [right] for aur plan. When
some 40,000 units had been sold in Spain [of the 90,000 sold to
date], we organized a showcase concert for June 2003 in the Palace
of Congresse's and invited Spanish artists such as Mala, Diego
El Cigala and"Amaia Montera of La Oréja de Van Gogh to sing
with Alejandro.”

The 2,500-capacity venue was sold out, and the concert was taped
and released in October 2005 as a CD/DVD titled “Mexico-Madrid:
En Directo y Sin Escalas.

“The CD from that concert has sold 110,000 units, and it clinched
his success as a recording artist in Spain,” Iglesias says.

ALEJANDRO FERNANDEZ
Jives iz all he’'sgot at Madrid’s
AremaStadium in 20C6.

Planet Events, which promotes Fernandez’s concerts in Spain,
decided with Sony BMG to bring the artist back to the market twice
last year. He played three concerts in March 2006 and 11 more ven-
ues in August and September. He sold out Madrid's 8,000-capac-
ity Arena on both visits. Planet Events, which has presented other
Latin artists in the market, plans to promote another tour by Fer-
nandez in Spain next year.

“I think Alejandro is the Mexican male artist with the greatest
potential in Spain, with the undoubted value of his incredible
voice,” Iglesias says. “In less than two years, he has stepped from
being almost unrecognized in Spain tc not being able to walk down
the street in peace.”

“We used to manage
Vicente Fernandez
and then
Alejandro for
many years, SO we
know how talented
that family is.
Alejandro has the
whole future ahead
of him. He plays
everywhere, from
the palenques
[Mexican festivals]
to the major
touring circuits
in the U.S.”

—JAVIER RIVERA, MANAGER
FOR K-PAZ DE LA SIERRA

QUEEN/WIREIMAGE.COM

ESPANAA r;ls ms _; -

F e sl r**“ma 3 - ""

www.planetevents.es
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Eurocavsa
GUADALAJARA

Eurocavsa Land Rover

FELICITA a

ﬂ Alejandro Fernandez

por sus 195 afos de trayectoria
y el lenzamiento de su nuevo disco
“Viento a Favor”

Gracias!!

wwwlandrovergdlcormumx
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Within the past decade, Alejandro Fernandez has hit No.1onthe
Hot Latin Songs chart with a half-dozen singles, beginning with
“Si Tu Supieras” in September 2001. And five of those No. 1 hits
have commanded the top of the chart for more than a month.

Fernandez’s 1997 album “Me Estoy Enamorando” entered the
Top Latin Albums chart Oct. 11 of that year and held the No. 1 po-
sition for no less than 12 weeks.

Titles on these charts are ordered by peak position on Hot
Latin Songs and Top Latin Albums, respectively.

If more than one title peaked at the same position, ties were
broken by the number of weeks spent at the peak. If ties still re-
mained, they were broken by the number of weeks on the chart,
and then by time spent in the top 10 and top 40.

“Alejandro Fernandez
is the perfect
example that

perseverance leads
to huge success. He
continues to inspire
people of all ages

through his musie.”
—MANUEL VARGAS, SINGER/SONGWRITER

QUOTES COMPLIED BY RAMIRO BURR

Rank Title

1 No Se Oli¥ffdar

2 Si Tu Supieras
3.Tantita Pena

4 En El Jardin *

5. Yo Naci Para Amarte
6 Me Dedique A Perderte
7 Locd

8 Quiereme

9 Si Te Vas

10 Es La Mujer

. Nobe Viajera

12 Si He Sabido Amor
13 A Pesar De Todd

14 Cascos Ligeros

15 Brumas

16 Que Lastima

17 Mono Negro

18 Nina Amada Mia
19.€omo Quien Pierde Una Estrelia
20 Que Seas Muy Feliz

* Featuring Gloria Estefan

Rank Title

7" Me ‘Estoy Enamorafidg,

2 Entre Tus Brazos

3 A Corazon Abietto

4 Origenes

5 En Vivo: Juntos Por Ultima Vez

Peak

Position
“1(8-weeks} Feb. 21,1998  Sany Discos

1(6)
1@
1(6)

145)
1)

Peak
Position

1 (12 weeksjOct. 11,1997  fony Discos

1

2
2
a4

Debut
Date Label

Sept. 20,1997 Sony Discos
--Sept. 29, 2001 Sony Discosgess, W g

Dec. 6, 1997 Sony Discos | J) ‘WF\%{-@M

June 6,1998  Sony Discos

Aug. 21, 2004 Sony BMG Norte

May 8, 1999 Seny Discos

March 25, 2008 Sony Discos

July 22,2000 Sony Piscos

June 14,1997  Sony Discos

March 22,1997 Sony Discos

Sept. 4,199¢  Sony Discos

Noy. 5,1994  Sony Music/Sony Discos

Aug. 21,1993  Seny Music/Sony Discos

Oct,3;1992  Sony Music/Sony Discd§

Feb. 26, 2005 Sony BMG Norte

Dec. 28, 1996 %8 ony Distds

March 1, 2003 Sony Discos

Sept. 2, 1995  Sony Music/Sony Dischs

May 20,1995  Sony Music/Sony Discos

ALEJANDRQ | A CORAZON
‘FERNANDEZ | ABIERTO

VICENTE Y ALEJANDRO
A N

Debut
Date Label

May 13, 2000 Sony Discos
Hept. 25, 2004 Sony BMG: Norte
Oct. 13, 2001 Sony Discos
Nov. 1,2003 ~ Sony BMG Norte
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From: LR

Date: Thu Jun 21, 2007 1:39:15 AM US/
Eastern

To: AF

Cc:

Subject: Broma

Lo de #*¥@8* era sdlo un chiste, que solo se hace entre

machos!

Felicidades por esta edicion de Billboard. Merecido! l
|

Un abrazo.

LR

P.D. Ya escuchaste "Ahora soy rico?
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Alejandro Fernandez:
Top Bookings: 1996-2007

GROSS SALES/ VENUE Attendance,
Location, Date(s) Promoter(s)
$2,212,835
$255/$10/$115/$95 Universal City, Calif,, 19,409 House of Blues Concerts, ;g(:)'/i:;(‘)/ssgoﬂso New York
Nov. 8-16, 2002 Hauser-CIE Events oﬁ‘t"_’ 28' 5002 11,802 15009 Cardenas/Fernindez & Associates
$2,055,815 $874,797
$500/$40 Miami, 26,940 $15350/$101.75/
Sept. 17-18, 2005 T2 Caller Paer EGeey $8075/$7025 e 6,959 House of Bluzs Concerts
$1,709,997
I $846,545
$200/$139/$15/38¢ Universal City, Calif. - House of Blues Concerts, 5 -
& < 17,937 N 2 $95/$85/$70/$55 New York, Cardenas/Fe-nindez & Associates,
Nov. 9-11, 2001 Hauser-CIE Events, CIE Oct. 21, 2001 1,525 Hauser-CIE Events, CIE
$1,397,703
(14,242,590 pesos) — $807,614
$5397/$883 Oct. 1-24, 1998 51,317 X RAC Producciones i?:ng Dzigggbos 10,566 elem AT, Bhe
$1,387,216
pE Mexico Cit $801,580 H f BI @
3 i ; q ouse of Blu2s Concerts,
$85/$18 Oct. 4-7, 2801 37,692 RAC Producclones, CIE $155/$110/$70/$50 ﬁg'\)’ﬁ'gs_azhc'z' b(iahf.. 1,247 hows  Clear Channel =ntertainment,
. ’ New Avalon, Vivelo
$1,335,871 s
(10,686,968 pesos) . i . 759,186
Mexico City, RAC Producciones, 317 - b
340/91875 June 6-15, 1997 57,044 Ralph Hauser Entertainment 12v/%18 :‘3;"5‘;’"2\6'09_,"”' Calif. 17,743 Bill Graham Fresents
$1,3‘I§,254 $757,415
$12850/$30 irvine, Calif. ; 2
Aug. 24-26, 2005 21,942 Avalon Attractions :3;.“1%“'2005 12,764 PACE Conce 'ts
L $716,310
$1295 50 New York,
Sept. 9, 2005 15,534 Ron Delsener Presents $95/%$40 g\;&:}r}fasgr%o%\é., 9,587 Ron Delsene Presents
$1,139,999 $713,261
$200/$139/$115/$89 Universal City, Calif., House of Blues Concerts, Sou e .
Nov. 1718, 2001 7,961 Hauser-CIE Events, CIE $12365/$2865 PR CLERI 10,335 PACE Conce-ts
$1,126,194 $689,970
$125/$25 Rosemont, i 4
Sept. 1, 2005 14,520 14 Elevated Concerts $95/$55 EL};aszc;, ;%xg;, 9,141 PACE Conce-ts
$1,040,411
(9883910 pesos) o $686,763
ses/%i8 Oct. 26-28, 2001 28,266 thre RAE Predlesients, G2 $56/$55.50 Universalicity, Calit., 12,355 12,361 tw Universal Concerts
$945,055
686,650
$85/$75/$60/$40 Rosemont, |ll., 14,459 Cardenas/Fernandez & Associates, g : Duluth, G
Oct. 20, 2001 . Hauser-CIE Events, CIE Sgpl:. D ;fc'ios 8,184 Peter Conlon Presents
$939,835 Note: Boxscore ranking shows top-grossing concerts by Alejandro Fernandez reported to
$95/$45 Orlando, Fla., 12,195 12.41 The Cellar Door Cos. Billboard from 1996 to 2007

Sept. 14, 2005

64

“D.R” © 2007 KPMG Cérdenas Dosal, S.C, Ia firma mexicana miembro de KPMG Intemational, una cooperativa suiza. Bivd. Manuel Avita Camacho 178, 11650, D.F Impreso en México. KPMG y el logotipo de KPMG son marcas registradas de KPMG Intemational, una cooperativa sulza.
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Alejandro Fernandez

“La voz de México”

Por sus 15 anos de exitosa carrera
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KING: LIEBERMAN MANAGEMENT

HOUSE PROUD
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JEIIZCE BY GAIL MITCHELL

IT'S GOOD
TO BE KING

On The Road Once Again, Blues
Legend Readies His New Album

Three months. That was the longest stretch B.B. King ever took
off from the road. Six weeks in, however, that old antsy feeling
came knocking.

‘I was married then, and 1I'd promised my wife I would take
off for a while,” King says. “But since | haven’t been married
since 1968, 1 don't have anyone to argue with about that. So, 1
stay out there.”

Finishing a 10-day hiatus after a string of Canadian dates,
King’s current U.S. road show revved back up again with a
Southern trek that got under way June 9 in Indianola, Miss.,
with his annual homecoming concert. All told, his 2007 tour
includes 150 scheduled stops. Having celebrated his 10,000th
concert last year at his club in New York’s Times Square, the
bluesman kicked off another milestone—his 60th year on the
road—in January in Los Angeles. During the last five months,
his mobile home has pulled into such cities as Phoenix, San
Antonio, Chicago and Kansas City, Mo.

In the middle of that tour—scheduled to run through year’s
end—King will once again squeeze in room for his annual sum-
mer blues festival. With 16 stopovers including New York, At-
lanta, Dallas and Los Angeles, this year’s circuit begins July 24
and pairs King with two other legends for the first time: Etta
James and Al Green.

Between performing, King will begin recording a new Gef-
fen studio album in July with T-Bone Burnett producing. [t’s
slated for release in early 2008. “People keep asking when I’'m
going to do something else with Eric Clapton or U2,” he says.
“But | can still do things by myself. This time, I've decided I don’t
want to do anything with partners for a while.

Earlier this year, he also spenta week at his self-named clubs
in Memphis and Nashville filming a concert DVD due later this
vear. A previous live album, “Live at +he Regal,” was inducted
this year into the Grammy Hall of Fame.

Sowhat keeps the indefatigable 81-year-old (he turns 82 Sept.
16) going on a slate of one- and two-nighters that would put many
of his younger compatriots under the table? One reason: After
S0 many years, it's become second nature. “It’s the way I make
aliving,” King says simply early one afternoon in Chicago, fol-
lowing a show the night before in Wausau, Wis.

King has also become a blues ambassador. At a time of nar-
rowczst radio airplay and mainstream ringtone mania, that's be-
come a necessity.

“Blues players don't get our records played every day,” King

tﬁ
Py

GO TO CHURCH
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KING

says. “The only stations I know that do play blues are the two
satellite [radio] stations, but they also play other music. [
found along time ago that traveling from city to city, we were
able to get publicity that we don’t usually get. After we've
gone to whatever city, our record sales go up, and we get more
letters and cards. Then when we go back, it’s a better crowd
that next time.”

Though it might not seem so on the surface, King has slowed
down. In 1956, he remembers doing 342 one-nighters, a high
that later dropped to an average of 240 nights per year. Now he
averages between 100 and 150 shows per year. each lasting 90
minutes to two hours.

‘I promised myself sometime back that I would cut down on
my working,” King says. “Now we work two to three weeks and
take off a couple of weeks.”

wwWwW americanradiohistorv com
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Until he was 70, King was a licensed pilot who flew to his gigs
But the suggestion by his manager and insurance company that
he fly with a qualified pilot “took all the fun out of it. That’s like
having a chaperone when you’ve got a pretty girl.”

So King now travels primarily in a mobile home while a sec-
ond bus ferries band members. 1t's that camaraderie—most of
the members have been with him at least 12 years—that keeps
him and the fun going. That and the fact that the diabetic King
has beern able to find sugar-free turtles to satisfy his sweet tooth.

Despite 60 years of touring, King never takes his audiences for
granted. “I still look some nights for it to be just me and the pro-
moter,” he says. “You can’t ever depend that everyone there is re-
ally there to see you. I'd say 40% are true fans and 60% are there
because they're with friends. So you hope if you're good that night
that maybe 20% of them will become fans next time. .

g Hilld
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>>>SAYITIS SO
After more than a year’s
worth of inactivity while
frontman Rivers Cuomo
finished an English
degree at Harvard,
Weezer is back. The
group “is just polishing
up a batch of songs for
arecording session that
is going to start at the
beginning of July,”
according to a post
from Cuomo on
weezer.com. “This will
be the final recording
session for our sixth
album, which we aim to
put out in the first half
of 2008.”

—Jonathan Cohen

>>>REUNITED AND
IT FEELS SO GOOD
Silent since 1999,
revered U.K. rock act
the Verve is reuniting
for a new album and fall
live dates. Richard
Ashcroft, Nick McCabe,
Simon Jones and Pete
Salisbury were in a
London studio last week
laying down tracks for a
new album, which willi
be completed in the fail.
The Verve will then
return to the stage for
six U.K. shows in
November.

-—Jonathan Cohen

>>>GOD SAVE THE
QUEEN

Queen + Paul Rodgers
have recorded nine
songs with an eye on
releasing a studio album
in 2008. “We’re letting
it sort of develop itself
naturally and not
pushing it or giving it
any pressure,” Rodgers
says. Rodgers, Brian
May and Roger Taylor,
who began touring in
2005, are heading back
to the studio in October
to work on additional
material. —Gary Graff

>>>HIS BACK
PAGES
Fan input will help
shape the songs that
make the cut for
“Dylan,” a three-disc
Bob Dylan
retrospective and
companion greatest-
hits disc due Oct. 1 via
Columbia. The larger
set will feature 51 songs
that will be chosen in
part based on “fan
lobbying” and votes
cast at dylanO7.com,
which launched in
February. The one-disc
best-of version of the
project will feature 18
songs.

~Jessica Letkemann

BY STEVE ADAMS

Something
So Strong

Finn’s House Is Crowded Once More

LONDON—*it’s true I’'m missing you,”
Neil Finn sings on Crowded House’s
fifth studio album, and first in 14 years,
“Time on Earth.”

The song is “Silent House,” written
with the Dixie Chicks—whose own ver-
sion appears on last year’s Grammy
Award-winning “Taking the Long Way.”
It’s one of several “Time on Earth”
tracks reflecting on the 2005 death of
the band’s drummer Paul Hester.

But Finn’s lyrics could just as eas-
ily concern fellow bandmates bassist
Nick Seymour and multi-instrumen-
talist Mark Hart since the group’s
1996 split.

The trio are reunited and bolstered
by new drummer Matt Sherrod on
“Time on Earth,” released July 2 inter-
nationally through Parlophone/EMI and
July 10 in the United States on ATO
Records. “We’ve fashioned a beast that
carries the name quite well,” Finn says.
“There's a real sense of unity that comes
from the new lineup.”

Despite the decade-plus layoff, the
band, published by Mushroom Music
in Australasia and through Chrysalis

elsewhere, retains major appeal in Eu-
rope and Down Under. However, U.S.
sales have diminished since its self-
titled, RIAA-certified platinum Capi-
tol debut in 1986. The band scored
five top 10 hits on The Billboard Hot
100, including the 1987 No. 2 “Don’t
Dream It’s Over.”

ATO GM John Biondolillo says the
label’s initial efforts will focus onan ag-
gressive multiformat broadcast cam-
paign for the forthcoming radio-only
single “Don’t Stop Now.”

Biondolillo reckons the band’s
lengthy absence means online mar-
keting/promotion represents “amas-
sive untapped resource to gain new
[Crowded House] fans.” He adds,
“We’ll also look for the right opportu-
nities to synch new tracks in U.S. TV
shows and films.”

Prior to “Time on Earth,” Finn and
Seymour teamed up for a DVD com-
mentary on a live CD/DVD release
(“Farewell to the World”) of Crowded
House’s last presplit show in Sydney
in1996.

Finn alsoinvited Seymour to play on

e N
croweD House S A

if\s_‘;

what should have been his third solo
album, produced by Ethan Johns. How-
ever, in the studio, Finn says Crowded
House’s name kept cropping up. “We
were both thinking it felt like a band
record,” he says. “But we couldn’t do
anything without a new drummer.”
Enter Sherrod, from Beck’s backing
band. With Hart back o