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targets growing Latin
digital market with
Wisin & Yandel
device.

6 Questions: Gabriel
Abaroa

Digital Entertainment

FEATURES
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MUSIC

JUST LIKE ‘HEAVEN’
Shows with hubby
Garth, TV blitz tee up
new Yearwood album.
Global Pulse

Higher Ground
Nashville Scene,
Classical Score
Rhythm & Blues
Reviews

Happening Now

TOURING
Billboard’s Touring

FILM& TV MUSIC
The Hollywood Reporter/

THE VIEW FROM DOWN U

While industrywide challenges have affected the

Billboard conference will

feature execs, artists, music
supervisors, directors and
composers including Sean
Penn, Eddie Vedder,
Michael Brook, Alan
Menken and Jesse Harris.
See billboardevents.com.
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Conference & Awards
features a keynote Q&A
with Arthur Fogel, the
producer of several top-
grossing tours. Don’t miss
his first public presentation
at an industry event. See
billboardevents.com.

17 The Publishers Place
18 Latin

19 Global

22 Garage Rock,

The Indies

Retail Track

On The Road

Q&A: Michael Rapino,
Arthur Fogel &
Michael Cohl

23
24
25

GHETTO BLASTERS Avenged Sevenfold

busts loose from metal constraints on fourth album.
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JADED INSIDER
With the CMJ Music
Marathon afoot Oct. 16-
20, the Billboarders of
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bands as humanly
possible. More at
jadedinsider.com.
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Think louder this year

“MIDEM is the one place where | can return a week's worth of phone calls,
attend a month's worth of meetings, and do a year's worth of business development.”

Ken Hertz, Senior 2artner,
Goldring Hertz & Lichtenstein LLP,
Legal Adv sor to Will Smith, Beyoncs, Gwen Stefani, The Black Eyed Peas. ..

Knowledge is >ower, and contacts are ¢ll about how vou zan on the regular participation

get that knowledge and use that power. fee for MIDEM and MidemN2t Forum by registering ncw at
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10,000 professionals rom the record, live music, publishirg, Alternatively, contact Jane Radriguez or JP Bommel

music for image, digital & mobile and branding sectors Tel: (1' 212 284 5142

Join the global industry community as iz gathers to hear 12w Email: midemuse@reedmiden.com

talents and build news partnerships. G2t ahead in the music

lardscape and arm yourself with the insights to think louder Valid “or all partici>ants without a stand for -2gistrations made before
this year. 31 October 2007
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Palais des Festivals, Cannes, France « www.midem.com
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Radiodread

Contemplating Two Weeks In The Music Biz—That Changed Nothing

I didn’t pay a dime for the new Radiohead
album. I feel like the band—along with
Madonna and Trent Reznor—owes me
for my time. After all, it was impossible
to have a conversation with anyone the
past week without talking about the End
of the Music Business.

It’s true, the majors are in a bad spot
when it comes to their top line in the com-
ing years. The big four still lean heavily
on the blockbuster, and as the contracts
for legacy artists expire, many will be
tempted by other arrangements.

But while the mainstream media
churns out articles explaining how the
Internet enables artists to go labelless,
the situation is more complex. [f any-
thing, the major labels—Dby investing
moneyand expertise, and failing to fore-
see the end of their distribution lock—
have enabled that. The Internet doesn’t
make celebrities. The Internet is a distri-
bution platform. And now that celebri-
ties are reaching the end of their label
contracts, it makes financial sense for
them to take their celebrity out the door.
If Radiohead was a new band, how much
attention would they have received for
their efforts?

REWARDING REBA

You did such a beautiful cover story on
country legend Reba McEntire. The
article was fantastic. The cover pic and
centerfold spread
you used was
beautiful. This
woman deserved
this honor; not to
mention having a
debut at No. 1 with
her album “Duets.”
[amalongtime fan
B ofhers and am ex-

Year

It’s a different story if you're not al-
ready a star. Check out our updateon Tila
Tequila (page 62) to see what a bazillion
friends on MySpace can mean for sales.

Or, go ahead and list the acts that have
established a superstar career without a
label. The poster child everyone (Billboard

BiLL WERDE
Executive Editor
Billboard

[
[

My epiphany that night came after
some minutes spent explaining how, if
you just wanted a nice career—to make
a living playing and writing music, but
not to be a superstar musician—there
were lots of paths, and they didn’t all nec-
essarily involve a record label.

The maijors are victims of their

oOwn success

S, as superstars are

taking their label-created celebrity

out the door.

included) discussed last year, Clap Your
Hands Say Yeah, has yet to sell 140,000
of its 2005 album, according to Nielsen
SoundScan, while the act’s release from
earlier this year just broke 50,000.

And the truth is, people still want to
be celebrities, and consume thetn. Been
on Perez Hilton’s site lately?

I occasionally moderate a discussion
series for BM1. The most recent featured
three publishing executives, explaining
opportunities for music writers.

tremely proud. Thank you very much
for giving Mrs. McEntire this Woman
of the Year honor and for putting

“But I'mjust curious,” one of the pub-
lishers asked. “How many of you here
tonight want to be superstars?”

If there were 150 people in the room,
149 hands went up. I think one person
in the back had nodded off.

That's aroomful of opportunity for the
major-label business. That business may
not be as large as it is today, and it may
soon make more money from merch and
ringtones than from album sales. But I'm
betting it will be around. .

FEEDBACK

her on the cover of your magazine.
Christine Borum
New London, Conn.

the deal would represent:

280/0 A stinker for Live Nal_ion. They will

fose butks. Madonna is out of vogue.

FOR THE RECORD

M Onthe Latinpage inthe Oct. 20 issue,
aphoto of CMN VP of event marketing
Elena Sotomayor ran without a caption
identifying her. A pull quote from An-
gela Rodriguez of PR firm AR Entertain-
ment inadvertently ran next to So-
tomayor’s photo,

M In a global story in the Oct. 20 issue,
the opposition party in Australia should

have been identifed as the Labor Party.
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Good value for Live Nation. The live music giant
will cash-in on Madonna’s lucky star.

BILLBOARD.BIZ POLL

If the stories are true, Live Nation will pay

iZ $120 miillion for a 10-year, three-album deal
with Madonna. Live Nation would also get

a cut from touring and merchandise. Do you think

A gamble for Live Nation. It’s impossible
to put a futures price tag on the material girl.

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 tn whote or part, for pubhcation.
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>>>REPORT:
APPLE TO CUT
PRICE ON
DRM-FREE
TRACKS

Apple will lower
the price of its
digital rights
management-free
tracks to 99 cents,
from $1.29, on all
iTunes Plus music.
Apple CEO Steve
Jobs confirmed
the move in an
interview with
the Wall Street
Journal and

gave no specific
reason for the
cut. Specutation
is that the move
comes in the

face of Amazon
launching its DRM-
free music service
with prices as low
as 89 cents per
song and albums
for as low as $5.

>>>YOUTUBE
LAUNCHES
FILTER BETA
YouTube has
taunched a beta
version of a
copyright
identification and
filtering system.
The company says
the system will
allow copyright
holders to identify
when their work

is uploaded on
YouTube, at which
point they can
choose to have the
content blocked,
promote the video
further on the site
or receive a share
of ad revenue.

>>>SONY
BMG, MYSPACE
SIGN AD-
SHARE DEAL
Sony BMG has
formed a new
music licensing
deal with MySpace
allowing members
of the social
networking site

to stream
content—including
videos and certain
songs—in full. The
major receives

a share of
advertising

and sponsorship
revenue in return,
and MySpace will
promote Sony BMG
artists through
banner ads and
other avenues.

BEYOND MADONNA
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AZune Of

Their Own

Microsoft Targets
Growing Latin Digital
Market With Wisin &
Yandel Device

Wisin & Yandel, the reggaetén duo with
an uncanny knack for delivering hit sin-
gles, will now become the first act to get
1ts own austomized Zune player, Bill-
board has learned.

The linited-edition Wisin & Yandel
Zune device will hit Wal-Mart stores
nationwide Oct. 29, prior to the release
of the duo’s new album, “Los Extrater-
restres,” Nov. 6. Featuring the new
album, videos, exclusive pictures and
customized packaging, the MP3 player
is bul one aspect of a multiplatform Mi-
crosofl promoticn that targets a new
Latin consumer at the sametin:e it pro-
motes a hip Latin act.

The choice to go Latin for its first cus-
tomized device “is a statement,” Zune
multicultural marketing manager Javier
Farfan says. “Latin music as a whole is
abig priority for Zune and for Microsoft.”

n partnering with Wisin & Yandel,
Zune picked a youth-appealing, top-
selling Latin act thatalso has traction
in meobile and digital sales.

“Inthis particular partnership we were
trying to reach the accuiturated Latino
in the U.S.,” Farfan says. “They are an
act thatembraces technology and show-
cases technology to their audience.”

Wisin& Yandel are Juan Luis Morera
Luna (Wisin) and Llandel Veguilla
Malavé. Their breakthrough album,

2005’s “Pa’l Mundo” (Machete), has sold
nearly 600,000 copies in the United
States, according to Nielsen SoundScan,
and more than 1 million worldwide, ac-
cording to their label. In the digital
realm, they’ve sold more than 1 million
mobile and digital tracks combined, ac-
cording to SoundScan, and are Ma-
chete’s top-selling digital act.

Last year, the duo became the first act
to place four singles in the top 10 of Bill-
board’s Hot Latin Songs chart.

So Machete has alot riding on “Las
Extraterrestres,” and the Microsoft al-
liance—which contains radio spots
and concert sponsorship, and promo-
tion across all platforms, including
the Internet—is key.

For Microsoft, it's not just about sell-
ing devices, but selling subscriptions fo
1tS music service.

The Latin digital marketplace is served
primarily by iTunes Latino, which has
upped its marketing and promotion in
the past year. For the week ending Oct.
7, digital sales of Latin albums stood at
367,000, which equals 1.5% of total Latin
album sales so far in 2007, according to
Nielsen SoundScan. That's almost dou-
ble the 198,000 Latin digital albums sold
in the same time period last year, but still
significantly below the industry average:
Across all genres, 10.6% of total 2007
album sales have been digital.

“Within the U.S., the Latin market
is one that many technology compa-
nies have sought to become more ac-
tive in marketing to,” says Ross Ruben,

www americanradiohistorv com
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director of industry analysis at NPD
Group. But Microsoft in particular “has
talked about working more closely with
artists in general.’

With Wisin & Yandel, “we are collab-
orating with them in everything, from
the video to the device. They have a bill-
board in Times Square and we have our
logo on that. There is even Zune prod-
uct integration in the video of the first
single,” Farfan says.

“I don’t think we've ever had a record
set up like this,” Machete president Gus-
tavo Lopez says. Inaddition to everything
Zune, he says, Wisin & Yandel will be the
actof the month on MTV Tr3s and mun2
and albumn spots will run during the Latin
Grammy Awards telecast Nov. 8.

Retail exclusives are planned with
“justabout everyone,” inchiding Ritmo
Latino and Wal-Mart. The first single,
“Sexy Movimiento,” is gaining traction
beyond reggaetéon stations and is ex-
pected to reach the top five of Hot Latin
Songs by release week.

“I sing reggaeton, that’s what 1 do,”
Wisin says. “But we do fuse many
rhythms, and we have evolved enor-
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15 WISIN & YANDEL is
tne first act to.get

its own custosnized

Zune player (with.
packaging, above left).” -

mously in the past two years.”

“Los Extraterrestres,” he says, fea
tures live instruments on many tracks,
as well as fusions that go from reggae
roots to pop, and seven collabarations
that range from Fat Joe and Eve to Don
Omar and Franco De Vita.

When the duo began working on its
new album slightly more than five
months ago, the act’s manager Edgar
Andino started looking at otherways to
move sales.

“We got in touch with Micrasoft be-
cause we saw they were going after the
youth market,” Andino says.

Beyond Microsoftin the States, deals
have been. struck with Sony Ericsson,
which willload the full “Extraterrestres”
album onto handsets in El Salvador. and
with SunCom, which will do the same
in Puerto Rico.

As for Microsoft, Farfan says. “This
is the beginning of these kinds of part-
nerships, and we're working closely with
labels to develop others.

MOBILE: For 24/7 news and analysls

on your cell phone or mobile d=2vice,
go to: mobile.billboard.biz
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>>>VICTORIA’S
SECRET GRABS
SPICEY
EXCLUSIVE

Capitol Music Group
has partnered with
lingerie retailer
Victoria’s Secret

for the exclusive
release of the Spice
Girls’ greatest-hits
album. The release
will be available for
purchase only in
Victoria’s Secret retail
stores and on the
company’s Web site
in the United States
from Nov. 13 until
Jan. 15, 2008, after
which it will be
available from other
retailers nationwide.

>>>ZEPPELIN
GOES DIGITAL
Led Zeppelin will
end its digital-music
holdout when
Warner Music Group
makes the legendary
rock outfit’s entire
catalog available for
download beginning
Nov. 13. Additionally,
Verizon Wireless

will become the

first mobile music
service provider to
deliver Led Zeppelin
full-song over-the-air
downloads, ringtones,
ringback tones,

alert tones and
wallpapers. The
British rock act

is also re-forming

for a one-off
performance Nov. 26
at London’s O2 Arena.

>>>LABELS
SUE USENET
Major record
companies have
filed a copyright
infringement lawsuit
against Usenet.com.
The complaint, filed
in the federal District
Court in New York,
alleges that the
Fargo, N.D.-based
Web site enables
and encourages

its customers to
reproduce and
distribute millions
of the labels’
recordings without
permission. The 14
plaintiff labels include
Capitol Records,
Interscope Records,
Sony BMG Music
Entertainment and
Warner Bros. Records.
Usenet could not

be reached

for comment.

IENENTESEN BY RAY WADDELL
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Madonna Deal Wili
Test New Artist Nation
Platform

The profitability of the Live Nation/
Madonna 10-year deal depends on how
well the company can capitalize on the
depth, global breadth and, perhaps most
important, length of the deal.

Additionally, Madonna’s success or
lack thereof will serve as a high-profile
report card for Artist Nation, Live Na-
tion’s multifaceted new 360-degree artist
services platform that rolls out with
Madonna as flagship artist.

Though the Madonna deal has its de-
tractors, Live Nation says it expects the
new partnership to generate a finan-
cially sound return for Madonna and for
Live Nation shareholders during the next
10 years. The company also expects the
profile of the Madonna deal to attract
new artists to the Artist Nation fold. (For
a Q&A with Live Nation power brokers
Michael Rapino, Arthur Fogel and
Michael Cohl, see page 25.)

Headed by the division’s chairman/
CEO Cohl, Artist Nation intends to part-
ner with artists to manage their “unified
rights,” grow their fan bases and reach
fans through Live Nation’s global distri-
bution platform and marketing pro-
ficiencies. The new division has
significant infrastructure in place to
execute such revenue generators as
recorded music, merchandise, studios,
media/digital rights, fan club/Web site
and sponsorships.

Artists can sign an all-inclusive deal
with Artist Nation or tailor a program
that selects from among various rights
segments, while working with Live Na-
tion on a revenue-sharing basis.

IN

Live Nation already had a strong pres-
ence in many of these areas prior to
rolling out Artist Nation, with opera-
tions like the direct-to-fan site Music-
Today up and running for years before
being acquired by Live Nation in 2006.
“We're expanding each of our businesses
and adding a couple,” Cohl explains (see
story, this page).

Recently the 360-degree model has
become a buzzword. “While every-
one’s talking ‘360,” we were quietly
building the services to do it right,”
Rapino says. “If you're an artist sitting
at the table and you have your options
of the labels or Ticketmaster or

MADONNA

whomever they may be, the reason we
will exceed any of them in the room
is, first and foremost, we are the best
live touring company in the world. If
you want to be a successful live tour-
ing artist or already are, we can help
you get better.”

But touring is just the shallow end
of the profits pool, Rapino asserts, with

a margin of about 4%.
“Anything we do with the artist beyond
the concertis incrementally ahigher mar-

gin,” he says. “Our scale of global con-
certs buys us credibility in the
relationship with the artist to startenter-
ing into sponsorships, fan clubs, T-shirts,
streaming, VIP, etc. All of those are much
higher margins than four.” .ee

| FOUR FOCUSES OF ARTIST NATION

Live Nation’s reach already encompasses more than 80 offices in 18 countries, more than 200 national and local spon-
sorship personnel, exclusive presencein some 160 venues and access to what it says are 35 million fans who attend
| more than 10,000 shows that Live Nation produces, promotes and/or hosts annually for more than 1,000 artists.
With Artist Nation now part of the picture, here’s how the new division breaks down:

MERCHANDISING
| Michael Rapino has built Live Na-
tion’s focus on creative, product de-
| velopment, sourcing, licensing, mar-
keting and fulfillment

) services under
THE three already-
YOL CE successful brands:
Anthill  Trading

N2 u ONICA

Nﬁif wyw,';"’”” (AC/DC, Neil Young,
Pink Floyd, Pearl
Jam, the Police, the
Rolling  Stones);
Trunk Ltd., a spe-

l cialty merchandise ¢company
speciallﬂng in authentic retro merch;
and MusicToday, the official online

I store for more than 500 acts.

FAN SITES AND TICKETING
Last year Live Nation acquired
MusicToday, the acknowledged

there has been increasing specula-
tion that Live Nation will sever ties
with Ticketmaster when the com-
panies’ deal expires next year and
will take ticketing in-house (Bill-
board, July 28). A Live Nation tick-
eting platform is expected to be un-
veiled in coming months.

BROADCAST/MEDIA RIGHTS
This division provides artists means
to produce and distribute live-music
audiovisual products. Artist Nation’s
studios group has produced more

than 1,000 recordings, pioneering
the delivery of live concerts to third- [
generation mobile phones in the
United States. Artist Nation’s media
rights group develops and contracts
mediarightsin all forms of distribu-
tion, including TV, home video, In-
ternet, mobile, radio, digital cinema
and other emerging channels.

ALLIANCES GROUP

Artist Nation’s alliances group offers
music marketing and sponsorship
opportunities that have proven a lu-
crative revenue generator for Live
Nation with numerous presale, tour
sponsorships, naming rights and
other deals. —RW

I 360 DEGREES OF BILLBOARD .

JONES SET FOR MOBILE
ENTERTAINMENT LIVE

Entertainment icon Quincy Jones will host and sit
for a keynote interview at Billboard’s Mobite Enter-
tainment Live conference, taking place Oct. 22 at
the Moscone Center in San Francisco. The 27-time
Grammy Award winner recently launched an online
digital platform at quincyjones.com, featuring a new
video podcast series as well as other multimedia
footage featuring his legendary body of work.

At Mobile Entertainment Live, Jones will outline
how he’s incorporated new technologies throughout
his vast career, focusing on mobile and how mobile
music opportunities will affect the music business
going forward.

10 |
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“Quincy Jones is not only an entertain-
ment icon and legendary music man, heis
also a visionary in new technology, most
recently in the di-
gital space,” Bill-
board executive director of
digital/mobile content and
programming Antony Bruno
says. “We could not be more
honored to have him host
this fall’s Mobile Entertain-
ment Live conference.”

More information about
the conference and Jones’ participation can be found
at mobileentertainmentlive.com.

BILLBOARD, ILIKE FORM PARTNERSHIP

Billboard and iLike have teamed to offer Billboard
readers a pair of new charts based on information
generated by iLike’s social music discovery service.

www americanradiohistorv com

The iLike application allows users to list their fa-
vorite artists and find other members that share the
same tastes. It also allows users to buy concert tick-
ets (Ticketmaster is an investor) as well as see which
other iLike users are attending the same show.

The Facebook version of iLike is the most popu-
tar music application on the fast-growing social net-
work, with 13 million registered users.

The first new chart, debuting this week on bill-
board.com and billboard.biz, is a list of the most-
added songs to various Facebook profiles running
the iLike application. Billboard will follow up with an-
other chart listing the most-added songs to iTunes
and Windows Media Player libraries that also work
with the iLike service.

Additionally, Billboard will provide live news feeds
from billboard.com that iLike will present to users on
ilike.com and Facebook profiles running the app. The
news items will include article headlines and sum-
maries, all linking back to billboard.com. oie
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>>>RADIOHEAD
PLANS TOUR
Radiohead will
embark on arare
international tour
beginning next spring.
Although details are
still sketchy, the band
is expected to play
multiple markets, in
sizable venues.
Additionally, the
band’s management
says the average price
paid for Radiohead’s
“In Rainbows” was
“probably pretty
close” to £4 ($8). The
band allowed
customers to pay what
they wanted.

>>>NAS ALBUM
TO BE NAMED
‘N*GGER’?

Nas says a new album
will come out before
the end of the year,
and its title is already
proving potentially
controversial. During
an Oct. 12 concert in
New York, the rapper
told the crowd the
album would be called
“N*gga.” On Oct. 18,
Nas told MTV.com that
the name of the LP has
changed slightly: It
will now be called
“N*gger” and is set to
hit stores Dec. 11. Def
Jam was unavailable
for comment.

>>>MUKASEY
PROMISES IP
PROTECTION
Michael Mukasey
vowed to be
“aggressive in
protecting intellectual
property” if he is
confirmed as U.S.
Attorney General. The
statement came
during the Senate
Judiciary Committee
hearing on Mukasey’s
nomination in
response to questions
from Sen. Orrin Hatch,
R-Utah, on the role
the Department of
Justice would have
under Mukasey’s
leadership if he is
confirmed.

Compiled by Chris M.
Walsh. Reporting by
Lars Brandle, Antony
Bruno, Susan Butler,
Hillary Crosley and
Chris M. Walsh.

For 24/7 news and
b- analysis on your
JNZ mobile device, go to:
mobite.biliboard.biz.
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Disney Label Acts Increasingly
Dominate Radio Disney

BY AYALA BEN-YEHUDA

acts on Disney labels made up all but 13 of
the station’s top 40 spins last week.

In contrast, during the same week in
2002—Dbefore Disney developed its own sta-
ble of recording stars—songs by only three

“Now there is a lot more synergy obviously with
the talent being on Radio Disney more often, and
not just the music, but the actual actors,” de la
Garza says “The two should work hand in hand
with each other.”

Disney/Hollywood acts (Hilary Duff,
Sumon & Miloand Christina Milian) appeared among
Radio Disney’s top 40 spins. That playlist also included
non-Disney acts ranging from Aaron Carter, No Se-
crets and A*Teens to Avril Lavigne, Pink, LeAnn
Rimes. Lil’ Bow Wow and Britney Spears.
“We still play a lot of their stuff in recurrents,
the older stuff,” Radio Disney programming
VP Ray de la Garza says of some of those acts
that are still active. “The new stuff that we
would like to play, lyrically doesn’t belong on

The Hannah Montana tour, which kicked off Oct. 18,
likely wouldn’t have been so popular among scalpers
and hapless parents without

the support of Radio Disney,
whose playlist has increasingly
reflected the talent developed
by TV’s Disney Channel and Dis-
ney-owned music labels.

With the exception of a handful
of spins on non-Disney stations, and
her addition this week to Billy Ray
Cyrus’ “Ready, Set, Don’t Go” (see
story, page 62), radio spins for Miley
Cyrus and her alter ego Hannah Mon-
tana have come overwhelmingly from
the Radio Disney network, accord-
ing to Nielsen BDS.

Along with fellow Walt Disney or
Hollywood Records acts the Jonas Broth-
ers, Aly & AJ and the Cheetah Girls, and 4
selections from “High School Musical 2,”
songs by Cyrus/Montana filled the entire
top 10 of Radio Disney’s playlist the week of
Oct. 9, according to Nielsen BDS. Songs by 1}

Radio Disney.”

GRS BY ED CHRISTMAN

Merged
Manhagement

Goldberg, Gentles Form New Firm

is a new wrinkle every day.

“It’s hard to argue with

the choices that Madonna

and Radiohead have made

in the last couple of weeks,”
Goldberg adds.

Gentles and Goldberg say
they expect to have a midsize
company that can focus on
overseeing 10-12 artists. As part of the deal,
the two management firms will share office
space and staff, including an in-house pub-
licist and possibly someone to han-
dle marketing. Both Goldberg and
Gentles will continue managing
some acts separately.

Gentles experience also includes a
stintas the booker at New York’s Mer-
cury Lounge. Goldberg is a veteran of
the musicindustry who founded Sheri-
dan Square Entertainment and was
president of Atlantic Records in 1993-
94, chairman/CEO of Warner Bros.
Records in 1995 and chairman/CEO
of Mercury Records from 1996 to 1998. The ex-
music journalist also formed and co-owned
Modern Records and was once VP of Swan
Song Records.

In a move to address upheaval within the
music industry, Danny Goldberg’s Gold
Village Entertainment and Ryan Gentles’
Wiz Kid Management will join
forces in a new firm to handle proj-
ects that they will co-manage, Bill-
board has learned.

Jointclients so far include film di-
rector Vincent Gallo’s musical en-
deavors, Sean Tillman aka Har Mar
Superstar and rock band the Dead
Trees, which is co-managed with
Bryna Gootkind.

“As the labels cut back on staff,
this is a time when managers have &
to provide more services for artists,” Gold-
berg says. “Whatever the [artists’] options
were six months ago, theyare very different
today. It is a time to experiment, and there

L] ) B4 Py

/-
GOLDBERG

“A lot of the business is
still the same, touring and
merchandise and songwrit-
ing . .. although there is no
question they have grown in
value,” Goldberg says. “But
I'¢ e] ¢ 1 the unique value of the major

label is less, and their monop-

—DANNY GOLDBERG  olyonsuperstarsisover.” »-«
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Last week, Pink’s “Get the Party Started”
was No. 82 on Radio Disney; Lavigne's
“My Happy Ending” was No. 104.

The network was left out of last

\ year’s merger between its for-

, mer owner/operator ABC

" Radio and Citadel Broadcast-

5 ing, and is now governed under
the Disney Channel itself.

MILEY CYRUS (left), THE JONAS
BROTHERS and ALY & AJ (above, left and
right) are among the Disney label acts
now getting top spins on Radio Disney.

De la Garza emphasizes that the network is open
to playing acts from other labels. The remainder of
the top 40 last week included songs from Rihanna,
Daniel Powter, Sean Kingston and even MC Ham-
mer’s 1990 hit “U Can’t Touch This.”

De la Garza encourages non-Disney record compa-
nies to keep a Radio Disney edit in mind from the be-
ginning, much like a dance remix, “compared to
thinking about it after, when going in to change some-
thing isn’t that easy.”

For example, Kingston's “Beautiful Girls” was a

hit long before it was added to Radio Disney’s playlist

the week of Sept. 3. But a chorus invoking suicide
wouldn’t fly on the tween-targeted network, so
Kingston rerecorded it, substituting “in denial” for
“suicidal,” de la Garza says.

Disney Music Group labels, in contrast, deliver
songs ready-made for tweens, an attribute that de la
Garza says makes them easy to program.

A key point is programming artists that the tween
audience is already familiar with, whether or not they’re

on the Disney Channel—such as Nickelodeon star

Drake Bell. “Any songs that are popular out there
with our demographic,” de la Garza says, “we're
going to go out there and look for them.” .o

BY ANTONY BRUNO

Total Eclipse

UMG-Linked Initiative Aims
To Bridge Digital Services

Although details remain slim,
the Total Music initiative led in
part by Universal Music Group
is raising eyebrows as a poten-
tial new business model for the
digital music market.

While most press outlets
paint the effort as UMG’s com-
petitor to iTunes, sources di-
rectly involved say it is more of
an attempt to bridge the gap
between paid subscription
services and a la carte stores—
neither of which have yet suc-
ceeded in bridging the gap
from falling CD sales.

The initiative would allow
music fans to access all the on-
demand music they want, both
streaming online and download-
ing to their portable devices, for
free by hiding the licensing fee in
existing payments—such as the
cost of a device used tolisten to
the music or a service required
to accessiit.

That includes MP3 players,
mobile phones and potentially
other devices not yet identified.
BusinessWeek recently re-

ported that the partners in the
effort propose adding $90 to
the cost of Total Music-
compatible devices—reaching
that figure by multiplying the $5
monthly fee against the 18-
month average life span of con-
sumer electronic devices.

On the service end, the goal
would be to add $5 to existing
subscription fees, suchas monthly
Internet access or a mobile phone
bill. It’s not yet clear whether this
will be an automatic fee—like pay-
ingfor cable channels you don’t
watch—or an optional one.

Sources directly involved inthe
Total Music effort say the only way
to make music licensing costs low
enoughto hide in other feesis by
attracting amass market far larger
than the current digital music base.
That requires the participation of
service providers with many sub-
scribers—such as Internet service
providers and cell phone carriers.

While UMG is getting most of
the press for leading the Total
Music effort, sources say it is not
solely a UMG project. .oe
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QUESTIONS

with GABRIEL ABAROA
by LEILA COBO

Since being appointed president of the Latin Recording Academy in 2003, Gabriel Abaroa has
launched a campaign of inclusion, working to increase membership, involve voters abroad and ed-
ucate the Latin music industry on the Grammy Award selection process. With ratings on the rise
since their move to the Univision network (from CBS) in 2005, this year’s Latin Grammys face the chal-
lenge of a new city (Las Vegas) and an industry in flux. Prior to the Nov. 8 awards show, Abaroa, amu-
sician and attorney, answered six questions for Billboard.

© = What is your big chal-
lenge this year?

Companies have had to modify
their conventional business
model, with the understanding
that income no longer comes
primarily from record sales.
This obviously has repercus-
sions because companies don’t
have the same budgets to sup-
port their acts. And that’s the
challenge. How can we be cre-
ative and interest labels and
artists without the same condi-
tions we had before? Fortu-
nately, this challenge is strongly
compensated by the musical
creativity that's been unleashed
by artists who are eager to make
music and have released it in

any way that they can.

Your ratings went up
after you switched to Univi-
sion. Does this indicate that
the Latin Grammys are really
just for Latins?

No. We are covered by many in-
ternational media and have very
strong repercussion in coun-
tries that aren’t Latin.
However, artists, members
and those who pay attention to
this feel more comfortable with
ashow in Spanish. That doesn’t
mean that life won’t continue
to change and that the form of
communication won’t continue
to change. But today, I think
doing the show in Spanish was

an excellent decision and our
relationship with the network
is very good.

It seems that manyinthe

industry still don’t under-
stand how the Latin Grammy
process waorks. Is more ed-
ucation necessary?
More than education, commu-
nication. Many people still be-
lieve it’s a popularity contestor
that very few people vote. What
they need to know is this is a
process where experts vote.
We'll have done our job when
Latin Grammy winners thank
not their fans or the academy,
but their more than 4,000 col-
leagues who voted for them.

ABAROA

i Several categories, in-
cluding best rock solo al-
bum, have very faw entries.
At what moment do you de-
cide there isn’t a point in
competing anymore?
Itbothers me that there are gen-
res that don’t seem to be having
as much relevance. But we have
to look at what’s happening.
Maybe they’ve been unduly af-
fecied by piracy, maybe more
acts have been cut from labels’
rosters. When we see less than
15 entries by a certain date, we
contact members within that
genre and try to mobilize the
troops to get more entries in.
And we question it for the fol-
lowing year and censider fus-

ing categories to-
gether. This year, for
example, the best trop-
ical regional Mexican
album was put to-
gether with the best
grupero album. We
tried to get more product and
we couldn’t.

The Latin Grammy
Awards show has been
praised and criticized for
the variety of collaborations
it has onstage. What are
your thoughts?

If I could influence so the
show were only collaborations,
I woulc. This is a celebration.
Itisn’ta promotional act. And
it’s the only moment where
artists are together with the
artistic community and we can
highlight subjective artistry,
as oppcsed to objective things
like sales or popularity. And
collaborations allow for mag-

ical moments that can offer
different and surprising
things.

% For the umpteenth
time, why a Latin Grammy
if we have Latin categories
inthe mainstream Grammy
Awards?

There are seven Latin categories
in the mainstream Grammys.
We have 49. Only U.S. members
vote in the mainstream Gram-
mys. In the Latin Grammys,
members from more than 30
countries, including the United
States, vote. And the [main-
stream) Grammys only debate
product released in the United
States. We debate product re-
leased in any country where they
speak Spanish or Portuguese. If
we were in the racing business,
NASCAR would reflect the Re-
cording Academy’s market and
[the Latin Recording Academy)
would be Formula 1.
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m BY HILLARY CROSLEY

ONG AND
DANCE ROUTINE

Labels Work To Turn Teen Dance Crazes Into Hits

n the wake of phenomenal success of Soulja Boy’s song “Crank That (Soulja Boy)”—which

has spent six weeks atop The Billboard Hot 100—]}ive Records is trying its luck with two new

dances: Lil Mama’s G-Slide and Huey’s G-5. But instead of hatching a dance with a corre-

sponding song and then signing to a label. as Soulja Boy did with Interscope, both Lil Mama

and Huey had joined Jive first. Lil Mama is recording her debut album, “Voice of the Young
People,” and Huey is on his third single from his debut, “Notebook Paper.” Lil Mama—who
wrote the song “G-Slide” and choreographed the dance herself—was adamant that “G-Slide” be
her second single, following “Lip Gloss.” [ive shot and released a video for “G-Slide” in August,
and Huey’s “Tell Me This (G-5)” video is slated to drop in November. But whether those clips
will help generate hits remains to be seen.

In the past two years, songs with associated dances—Ilike “Crank That (Soulja Boy),” Cupid’s
“Cupid Shuffle” and D] Webstar and Young B’s “Chicken Noodle Soup”—have taken off in high
schools and clubs, and on user-generated video sites, eventually climbing Billboard’s Hot R&B/Hip-
Hop Songs and Hot 100 charts. If a label can break an act with a corresponding dance, sales suc-
cess can be instant and immense. “Crank That” has racked up more than 1.5 million digital single
sales in just the last few months.

Damon Williams, VP of programming and production for music and video service Music
Choice, says hip-hop videos that feature dances, and “Crank That” in particular, are among the
most-requested on his service. Because Music Choice offers the ability to rewind and fast-for-
ward videos, he said during a mid-October panel session at the CM] Music Marathon in New
York, fans often watch the video numerous times in order to learn the dance.

But in many cases, a song gets too significant a head-start on marketing plans for labels to fully
monetize the craze. The formula for creating a dance smash has yet to be written, and questions
on how to market such a phenomenon are still being ironed out: Which comes first, for instance,
the dance or the song? And is it possible 1o create a dance from a label’s marketing office rather
than a teenager’s bedroom and still sell a healthy amount of singles or albums?

To help answer these questions, here are five recent case studies:

T e e

‘CHICKEN

NOODLE SOuUp’

The mother of all online teen
dance crazes spilled onto
Harlem’s scene around April
2006. The track was produced
by 19-year-old Troy “D] Web-
star” Ryan and written by his
friend, 16-year-old Bianca
“Young B” Dupree.

“I started out DJ’ing and
throwing parties in Harlem,” D)
Webstar says. “And | met Young
B through my parties. She came
home one day just messing
around, singing ‘Chicken Noo-
dle Soup,”and it sounded good.
So we recorded itand somehow
it leaked out. So I just started
playing it at my parties and the
kids made up the dance.”

Within several months,
YouTube had racked up more
than 2,000 clips of kids doing
the dance. R&B/hip-hop WQHT
(Hot 97) New York DJ Enulff,
who saw the song’s popularity

at a Harlem basketball game,
added it to his radio mix. Within
six weeks, the song spread to na-
tional radio and eventually Uni-
versal’s independent arm,
Universal Republic, signed
Webstar and Young B. The act
shot a professional video and the
song went on to sell 335,000
ringtones, according to Nielsen
RingScan, and 309,000 copies
digitally, according to Nielsen
SoundScan. But the single’s
popularity didn’t translate to
record sales—the album “Web-
star Presents . . . Caught in the
Web” sold only 27,000 units.

‘WALKIT OUT’

Hatched from Atlanta’s veteran
D] collective the Oomp Camp,
DJ Unk created a song that cap-
italized on a wobbly-legged
dance called Walk It Out. The
dance, which originated in the
Atlanta club scene, combined
with Unk’s song of the same
name to spark a national craze.
But initially, radio and label peo-
ple were skeptical.

“By the time we released the
album in October 2006, [the
song] was a big hit regionally,”
Koch special markets VP Bill
Crowley says. “Many in the
music industry didn’t think
the song would grow, but we

dance is reasonably easy to mimic. With

PICK AN EASY DANCE Make sure your
1 the Cupid Shuffle, Louisiana native Cupid

MEMORIZE THESE STEPS Five Tips To Pitch A Dance Song

MAKE AN INSTRUCTIONAL VIDEO Natu-
3 rally, the dance can only spread if people
know how to do it. Soulja Boy’s camp pro-

essentially melded last year’s most popular
dance, the Walk It Out, into the urban commu-
nity’s most well-known line dance, the Elec-
tric Slide. Not hard to do, and participants feel
hip doing it

most part, the year’s most popular

dances originated either in the clubs
or from school kids, not in the boardroom
So, instead of starting a dance in an office,
pluck a dance from the aforementioned
spots. Otherwise, the gig might come off like
Vanilla Ice.

2 ORGANIC TRUMPS CONTRIVED For the

duced a step-by-step video for his dance, Crank
Dat, where the MC and several other teenagers
take the audience through each step. The clipis
also on YouTube for anyone to watch

Don’t waste marketing dollars on a broad

market if you can pinpoint a specific fan group
more cost-effectively. For example, Island Urban
took Jason Foxx ona Boys & Girls Club promotional
tour for “Aunt Jackie,” thereby targeting interested
preteens and teens. The label also marketed the sin-
gle heavily in high schools instead of futilely pro-
moting “Aunt Jackie,” a regional hit, to national radio.

I IDENTIFY AND SUPERSERVE YOURMARKET

has taught the music industry anything, it’s

that people would rather think they found an
artist themselves than be force-fed. Cupid shrewdly
looked at his Louisiana market, full of call-and-re-
sponse line dances, and created his own that
worked perfectly for his audience. As such, the
dance spread from party to party and even wed-
dings. “Down South, people have dances and
chants,” Asylum marketing director Destin Ben-
nett says. “The Cupid Shuffie fitright in.” -HC

5 RELY ON WORD-OF-MOUTH If the Web

14

| BILLBOARD | OCTOBER 27, 2007

www americanradiohietorv com

thought otherwise.”

Koch pushed the ringtone
through such outlets as Nine-
Squared, and “Walk 1t Out”
bubbled in the mobile market-
place and on the radio for nearly
ayear. The video garnered sig-
nificant airtime on BET and
MTV2. Unk also capped off the
2006 BET Awards last Novem-
ber with a big performance,
complete with scores of teen
dancers doing the dance.

Grabbing remix verses from
MCs Jim Jones, T-Pain and Out-
Kast’s Andre 3000, “Walk [t
Out” was repackaged for radio
and eventually spread across
the country. Unk wound up sell-
ing 1.6 million “Walk It Out”
ringtones, according to Nielsen
RingScan, and 1.3 million sin-
gle downloads and 189,000
copies of his “Beat’N Down Yo
Block” album, according to
Nielsen SoundScan.

‘AUNT JACKIE’
Born from the mind of Har-
lem’s community choreogra-
phy king, Tone Wop, the Aunt
Jackie dance preceded the song
of the same name. Tone Wop
creates dances for Harlem’s
youth and says he grabbed this
routine from his own Aunt
Jackie, who uses a wheelchair
and focuses on moving her
hands to the beat. Tone Wop
taught the dance to neighbor-
hood kids, and Harlem natives
Jason Fox and the Hood Presi-
dents eventually recorded and
released the “Aunt Jackie” song
via MySpace in November 2006.
The song picked up little trac-
tion until the guys shot their own
YouTube video. Then “Aunt
Jackie” heated up, spurring al-
most 400,000 kids to upload their
own clips interpreting the dance.
Then, earlier this year, WQHT’s
D] Envy played the songata New
York party to such a great re-
sponse that he brought the track
to Island Urban Music president
Jermaine Dupri. In May 2007,
Dupri signed Fox and the Hood
Presidents to a singles deal.

WEBSTAR AND YOUNG B: JOHN RICARD: UNK. KOCH ENTERTAINMENT: FOX: ANTHONY CUTAJAR/RETNA; CUPID: ANDREW ZAEH; SOULJA BOY: DAVE HILL
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From left, with stills from user-generated YouTibe clips of fans
performing their dances: DJ WEBSTAR and YOUNG B (‘Chicken
Noodle Soup’), UNK (‘Walk It Out”), JASON FCX ¢‘Aunt Jackie®),
CUPID (‘Cupid Shuffle’) and SOULJA BOY ‘Crank That’).

Island pushed the song on-
line by shooting an official video.
The label also partnered with
Xbox 360 for a five-market pro-
motional tour, where kids com-
peted in a dance competition;
the winners were flown to
Harlem’s Rucker Championship
street basketball game in August
to perform with Fox. The song
has sold 5,300 ringtones, accord-
ing to Nielsen RingScan, and
10,000 digital copies, according
to Nielsen SoundScan.

‘CUPID SHUFFLFE’
The Cupid Shuffle was the
brainstorm of Lafayette, La.,

maestro Cupid. The 24-year-old,
whose real name is Bryson
Bernard, initially built relation-
ships with local Louisiana radio
stations by singing in clubs.
Slinging self-released solo al-
bums from his trunk, Cupid
eventually focused on making a
song that would stick. Concoct-
ing the Cupid Shuffle dance, he
shrewdly branded the song with
his own moniker, so no one
could steal its popularity. Putting
his strong connections with
Lafayette radio touse, Cupid got
his track played locally and the
spins grew from there.
Atlantic’s independent arm

Asylum Records—known for
its promotional strength in the
Southeast—took notice and
signed Cupid in January. The
Cupid Shuffle became so pop-
ular that in August, it landed
Cupid in the Guinness Book of
World Records when 17,000
people line-danced to it at
Ebony’s Coca-Cola-sponsored
Black Family Reunion tour in
Atlanta. The cut has also be-
come a favorite of wedding DJs.
“The song was really spurred by
word-of-mouth,” Asylum mar-
keting director Destorr Bennett
says. “People just started call-
ing it ‘the new Electric Slide.” ”

“Cupid Shuffle” has sold
139,000 ringtones, according to
Nielsen RingScan, and 165,000
copies digitally, according to
Nielsen SoundScan.

‘CRANK THAT

(SOULJA BOY)Y’

Soulja Boy, born DeAndre Way,
incorporated line-dancing’s
step-by-step aesthetic with parts
of Atlanta’s Lean Wit It dance
to create “Crank That (Soulja
Boy”—by far the biggest dance-
connected hit of 2007. And as
with “Chicken Noodle Soup,”
Soulja Boy used a viral ap-
proach, releasing videos of him-

self via his MySpace page.
Originally recording “Crank
That” via his home computer’s
audio software program Fruity
Loops, Soulja Boy posted the
song on his MySpace page in
February 2006 beneath more
popular titles like Beyorncé’s “Ir-
replaceable.” The 17-year-old
from Mississippi eventually ac-
cumulated more than 16 mil-
lion MySpace page views and
more than 25 million music
streams—and inspired thou-
sands of YouTube videos featur-
ing fans’ personal “Cramk That”
impressions. The dermand for
Soulja Boy was so high that he

attracted the atteation of pro-
ducer/label owner Mr. Colli-
park, and in May he signed with
Interscope Records.

The label pushed the single
to radio and negotiated the
song’s addition on iTunes.
“Crank That” has sold 1.5 mil-
lion digital singles, according
to Nielsen SoundScan,and 1.3
million ringtones, according to
Nielsen RingScan. .

Additional reporting by
Cortney Harding
To watch avideo imterview

LCOM with Soulja Boy go to
billboard.com/souljaboy:
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MOBILE

BY ANTONY BRUNO |

Moving Mobile Forward

Effective Presentation Of Disparate Elements Is Key To Digital Growth

As mobile and entertainment
executives converge this week
in San Francisco for a pair of
industry conferences, one of
the primary points of discus-
sion will be the future of the
mobile music market.

On one hand, it is a matur-
ing space. Ringtones remain a
$3 billion business, but sales
have peaked and growth is ex-
pected to remain flat for the next
several years. On the other hand,
there are a host of other mobile
music products like full-song
downloads and ringback tones
thatare relatively new to the mix.

As ringtone revenue com-
prisesclose to 40% of the music
industry’s digital pie, labels are
keen to expand their mobile foot-
printinto these emergingareas
and are busy creatinga massive
catalog of such mobile products
as video ringtones, download-
able mobile music videos, text
tones, full-song downloads and
wallpaper images.

Needed to manage this in-
flux of new contentis a mobile
merchandising system that can
effectively present all these
products to mobile customers
in a manner that makes them
easy to find and buy. Tradition-
ally, that’s been a challenge. As
new mobile products or appli-
cations are introduced, mobile
operators tend to create a new
storefront or service for each.
Customers would need to

drum pads.

16 | BILLBOARD

TOOLS FOR TOOLS

Drummers, rejoice! Synesthesia’s Mandela electronic
drum kit/synthesizer version 2.0 is coming, and for
the first time it plugs directly into a computer via a
new USB cable. Co-developed by Tool drummer
Danny Carey, the Mandela 2.0 features 3,000 profes-
sionally created, proprietary samples of an acoustic
drum kit that will sound off based on where and how
hard the electronic drum pad is hit. It also features
sounds of more than 100 other instruments if used
as a synthesizer, including guitar, harp and marimba.

Mandela works with most music creation software
programs, including Apple’s GarageBand and Able-
ton Live. Players can add their own music samples
to the library, and the system supports up to five

The Mandela 2.0 will be available Nov. 1 for $350

launch a video player to view
music videos; or go to separate
menu options for ringtones,
wallpapers and ringback tones;
or open yet another application
to download full songs.
That’s changing. Verizon
Wireless now allows customers
to buy ringtones and ringback

;]In

paying off.

“Aggregation and search has
become a more important part
of our premium services busi-
ness,” Sprint VP of wireless
data services John Burris says.
“There’s no question that more
music is being bought now
through search than there was

E A\ 1 Ly

~ 44

a better product.

—GREG CLAYMAN, MTV

tones at the same time. Its Song
ID service provideslinks to pur-
chase either the full song or the
ringtone or ringback tone of
any song identified via the serv-
ice. AT&T has all its music-
related products under a broad
“music” category accessible via
a single click. Sprint lets cus-
tomers search by artist and in
the results lists every type of
mobile content available for
that artist. The company will
soon launch a Music Center to
let users immediately buy the
ringtone or full song of any
track played via its streaming
radio services.

Already, these initiatives are

—Antony Bruno
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sixto 12 months ago.”

But the next step is a more
direct bridge between the on-
line and mobile music worlds.
Historically, mobile applica-
tions and content existed com-
pletely separate from the
services and content available
online. We're only just now see-
ing the early signs of these
worlds colliding.

For instance, iTunes cus-
tomers can now design their
own ringtones from most songs
purchased via the digital music
store and transfer them directly
to theiriPhones. The company
also allows users to buy songs
directly from iTunes and down-
load them to their iPhone via
the device’s Wi-Fi connection.

Mobile technology mSpot in-
troduced a similar Make-a-
Ringer service that lets users do
the same with a prelicensed list
of songsand unveiled an appli-
cation called Remixer that will
let users download their own
music collection from their PC
to their mobile phone over the
air using the carrier network.

Regardless of how content is
reaching mobile phones—be it
side-loaded, over a Wi-Fi connec-
tion or via the cellular network—
the overall effort is to make the
phone an interoperable part of
the broader digital entertain-
ment experience rather than a
stand-alone element.

“It’s about building bridges
between the different plat-
forms,” says Greg Clayman,
executive VP of digital distribu-
tion and business development
at MTV. “When you take a PC

experience, an online experi-
ence and the mobile experience
and create one product or serv-
ice that works across all of them,
you bring a better product that
has more value and, frankly, is
easier to marketand get people
to sign up for.”

While these early steps are

encouraging, the ultimate long-
term viability of the mobile
music market requires contin-
ued innovation surrounding the
theme. An encouraging signis
that the executives once charged
only with negotiating mobile
dealsare in many cases nowre-
sponsible for a company’s en-
tire digital content strategy.

It started with telecom com-
panies like AT&T and Verizon,
which promoted their head
wireless content executives to
roles that now strike content
deals for Internet, cable/IPTV
and wireless. The entertain-
ment industry is slowly follow-
ing suit. Companies that once
had completely different divi-
sions and staff for mobile
initiatives than for Internet ac-
tivities are now combining
these divisions and tapping
their mobile gurus to oversee
the newly merged units.

Clayman is one such exam-
ple. He was formerly VP of wire-
less strategy and operations.
Universal Music Group made
a similar move with Rio Cara-
eff, who was promoted from
VP/GM of the Universal Music
Mobile division to executive VP
of the entire eLabs digital unit.

“Ifthe wireless guy at Verizon
is looking to do a deal across all
their different platforms, then
you definitely want the folks
they're used to dealing with at
media companies to also be
working across those platforms
as well,” Clayman says. -«

. For 24/7 digital news
b'z and analysis, see
: billboard.biz/digital

WwWWW.americanradiohistorv.com

BITS &BRIEFS

BURN, BABY, BURN
MediaMouth is taking its
custom CD-burning kiosk
business to Facebook.
With the new application,
users can create a custom-
mix CD from the tracks
available in its digital
rights management-free
catalog, which the com-
pany will then deliver via
mail. The MusicGifts appli-
cation lets users send
these CDs to friends or
buy and “gift” individual
tracks and playlists digi-
tally to other users. For-
merly known as Digital
Kiosk Technologies, the
company is also rebrand-
ing its CD-burning kiosks
from Disc-Go with the new
MediaMouth name.

HOLDING OUT FOR A
‘HERO’

Behind-the-scenes footage
of Slash and other artists
appearingin the new “Gui-
tar Hero Ili: Legends of
Rock” videogame is one of
many extras available on
the new “Guitar Hero”
community Web site.
Other content inciudes

clips of the set list, game-
play videos and the option
to pre-order the game.
After the game is released,
players can visit the site to
schedule “Guitar Hero”
competitions and even ac-
quire “groupies”—friends
who register on the site as
part of agamer’s extended
network. “Guitar Hero 111"
hits shelves Oct. 28.

THEY MIGHT BE
GIANTS

Olive Media and Music-
Giants have joined forces
to let users buy Music-
Giants’ high-bit-rate, digi-
tal rights management-
free music through Olive’s
Opus media player. The
Opus device is a 750 GB
home entertainment pe-
ripheral designed to play
digital files in CD-quality
sound. Olive will begin
selling the Opus preloaded
with music from Music-
Giants that users can pur-

chasein advance for $1.29

per track and later allow
users to purchase music
directly from the service
using the device.
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Top Songs 1
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“Crank That” is
the longest-
running No.1on
The Billboard Hot

Tattoo 19/IVE

« :SOULJA BOY TELL'EM
Crank That (Soulja Boy) COLUPARK/NTERSCOPE

2 KANYE WEST
Stronger ROC-A-FELLA/DEF JAM

3 BRITNEY SPEARS
Gimme More JIVE

4 ALICIA KEYS

224,511 [
196,888
187,086

168,087

Sorry, Blame It On Me KONVICTAUNIVERSAL MOTOWN 146,725
6 JORDIN SPARKS

127,461

7 SEAN KINGSTON
Beautiful GIrls BELUGA HEIGHTS/EPIC

123,361
114,297

113.340

8 T-PAIN
100 f0|_' a solo Bartender KONVICT/NAPPY BOY/JIVE
male since o RIHANNA
Justin , Hate That | Love You SRP/DEF JAM
Timberlake's 10 COLBIE CAILLAT
SexyBack” in Bubbly UNIVERSAL REPUBLIC

“Clumsy,” the
fifth single

from “The
Dutchess,”

bows on The
Billboard Hot 100
this week.

Kiss Kiss JIVE

7 ALY & AJ

10 PLIES

Hypnotize SLIP-N-SLIDE/ATLANTIC

* First Listen/First View

Potential Breakup Song HOLLYWOOD

8 COLBIE CAILLAT
Bubbly UNIVERSAL REPUBLIC

< ¢ FERGIE i
Big Giris Don’t Cry (Personal) WILLLAM/A&M

105.770

= Top Videos
1 SOULJA BOY TELL'EM |
Crank That {Soulja Boy) COLLIPARK/ANTERSCOPE

2 KANYE WEST
Stronger ROC-A-FELLA/DEF JAM

3 CHRIS BROWN

998,351

533.834

334,849

4 NICKELBACK
Rockstar ROADRUNNER

5 FALL QUT BOY
I'm Like a Lawyer (Me & You) FUELED 8Y RAMENASLAND 308,712

6 TIFFANY EVANS
Promise Ring COLUMBIA

325,529 |

266,178

257,401

255,084

246,388

211,197

°* Network Live * Breaker Artist ™t

AOL Sessions Source: AOL Music for the four weeks

ending Oct. 11
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The Publishers Place

'SUSAN BUTLER sbutler@billboard.com

Reshaping
The BizModel

EverGreen Begins With Pub Assets, Then Diversifies

Mixing traditional music publishing with other
revenue-generating opportunities seems the
business model du jour. Whether it's Sony/ATV
Music Publishing launching Hickory Records
or Primary Wave Music Publishing acquiring
writers’ shares in songs, entrepreneurially
minded executives are creating more opportu-
nitics for songwriters and their songs. Now,
EverGreen Copyrights is negotiating for ex-
panded songwriters’ rights in deals so it can
license rights for their merchandise and
executive-produce documentaries about some
songwriter/artists.

SCHULHOF

“If songwriters conlirol their name and like-
ness rights, and their life story rights, we're say-
ingwe'd also like them to Iransfer [those rights)
when we buy their publishing rights so we can
do merchandisingand move intoother areas,”
EverGreen co-CEO David Schulhof says. “You
can do more with the music, and you can mar-
ket the content better, if you have these other
rights. We're buying them out in perpetuity.”

While no deal has been finalized for the
name, likeness and life story rights at press
time, Schulhof'says that three such dealsare in
negotiations. In fact, EverGreen is exploring
opportunities to finance documentaries based
on some artists signed to the company, he says.

This branching out by EverGreen after it first
acquired publishing assets in 2005 is no real
surprise. Schulhof, who co-founded EverGreen
with co-CEO Richard Perna and partner Joel
Katz, came from the film world. He was VP of
motion picture music for Miramax Filins and
Dimensional Films, and has produced or exec-
utive-produced more than 100 soundtracks.

But this lates! avenue for potential revenue
is just one facet of EverGreen that demornstrates
what a fledgling publisher can do 1o diversify a
business, whether or not it exclusively controls
all the publishing assets acquired. Although not

OCTOBER 27, 2007

new or unique, EverGreen’s approach to mak-
ing the licensing (i.e., the clearance of rights)
process easier for potential licensees also shows
how a publisher can build value in a brand.

PRECLEARED RYKO MUSIC

One of EverGreen’s first acquisitions was the
Rykomusic publishing assets, which include
Warlock Music. Nick Drake’s “Mayfair” and
“Northern Sky” are among the works.

Betting that the Ryko brand name will be pop-
ular enough to draw the attention of music su-
pervisors and others who place music, EverGreen
embarked ona project to preclear titles so licensees
only need to agree 1o set terms rather than try ne-
gotiating them. EverGreen worked with Warner
Music Group, which acquired Rykodisc.

Together, EverGreen and Warner Music came
up with discs of more than 500 Rykottitles, pre-
cleared for publishing and master use rights.

The multigenre music on the discs include rate
cardstolicense the works for motion picture, TV,
promotional spot and other uses. The more songs
a licensee wants to use, the greater the ciscount
on the total licensing fee, Schulhof says.

EASY-TO-CLEAR TUPAC MUSIC
When EverGreen acquired rights last year in
Tupac Shakur’s writer’s share in songs he co-
wrote, EverGreen knew that licensing could be
complicated-—not only in the publishing, but
in the master rights.

First, EverGreen worked with Universal
Music Publishing Group and Universal Music
Group, which hold extensive rights in Shakur’s
music, to gain permission to offer certain rights
to potential licensees, Schulhof says.

Next, EverGreen contacted all other rights
holders in certain titles to inform them of the
“easy-fo-clear” plan.

The result is three CDs, totaling about 60
Shakur titles. The discs include contact infor-
mation for all rights holders, making them eas-
ier to locate and to negotiate licenses with. None
of the titles has more than two co-publishers,
one of which is Universal, Schulhof says.

PRODUCTION MUSIC
Meanwhile, EverGreen has entered the music
production business by acquiring a portion of
the writer’s share of Scott Schreer’s catalogand
signing a co-publishing deal with him. The Emmy
Award-nominated TV composer/producer’s cat-
alog includes rights in roughly 8,000 theme music
works, such as those used by “The O’Reilly Factor,”
Fox News, NBC Sports and many sports leagues.
While each activity viewed separately is not
unique to the music business, performed together
they present a question: What should these new
hybrid music publishers be called?

For 24/7 publishing news

_biz and analysis, see
— -~ billboard.biz/publishing.
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CDs - DVDs © VINYL

POSTERS - MEMORABILIA
CONCERT SWAG - AWARDS

TOP PRICES PAIDY

Rackaway Records has been buying and selling vinyl, CDs,
and collectibles since 1979. We consistently pay much more
than our competitors for high quality collections.

Think you’ll do better on EBAY?
Quality collectibles often sell for much less on EBAY than
they are really worth. Save the time and hassle, sell us your
whole collection for CASH or consign your high-end items
with us. We usually sell high-end items for as much or more
than the major auction houses and in a more timely manner.

Call Wayne Johnson — Owner/Buyer
(323) 664-3525 wj@rockaway.com

R Rockaway Records
DRILDWIL 2395 Glendale Blvd.
. AR LLos Angeles., CA. 90039
J HLUARL Retail Store: (323) 664-3232
| |

www.rockaway.com

RONDI
CHARLESTON

BUY Pondi’s New Release

IN MY LIFE
EXCLUSIVELY AT
VIRGIN MEGASTORES

TIMES SQUARE & UNION SQUARE
Bonus CD/DVD Set  $10 while supplies last
DVD features Rondi LIVE at LINCOLN CENTER

FREE

A Superstar of the Futurs!
IN TUNE MAGAZINE

Utterly Delightful...a joy to

Make réservations to see Rondi at

ear
LIVE IN-STORE IRIDIUM NY TIMES
PERFORMANCE Tues. November 6th Spellbinding storyteller
UNION SQUARE 7:30 & 9:30 PM ...a singer for all seasons
BOB BLUMENTHAL
MEGASTORE (212) 582-2121 GRAMMY WINNING JOURNALIST

‘ iridiumjazzclub.com
OCTOBER 25TH - 9 PM

For more info, updates and downloads visit
rondicharleston.com « myspace.com/rondicharleston
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EarsTo
The Ground

The Music That Latin Tastemakers Are Enjoying This Fall

With the changing seasons, Latin Notas likes to poll readers on new music they have discov-
eredand loved. In this case, we thought we’d give other writers and tastemakers, whose likes may
radically differ from ours, an opportunity to recommend the music they’re listening to now.

RAMIRO BURR

San Antonio Express News
music writer

“l like the new single by
Juanes and | can’t wait to get
my hands on the album. 1 also
like Gloria Trevi's new al-
bum, ‘La Rosa Blu,’ because
it has jazz tinges in it and she
displays new vocal maturity.”

JAVIER ORELLANA
New York Post Tempo
Latin music writer

“I am listening to B-Side
Players, Ozomatli and José
Conde and Ola Fresca. They
are taking the next step in the
evolution of Latin music. Peo-
ple like Eddie Palmieri, who
is a great artist, reaches an

older audience. B-Side Play-
ers and Ozomatli reach a
younger crowd, and their fu-
sion of styles makes them ac-
cessible to a wider audience,
not just Latinos. As for Conde,
he plays mellower versions of
traditional salsa, and it makes
for great listening.”

JAVIER FARFAN

Zune multicultural
marketing manager

“Pve been listening to the clas-
sics, more specifically, the new
Vicente Fernandez and Héc-
tor Lavoe. lrecently wenttoa
Fernandez concert in Seattle
and saw how passionate au-
diences were about him, and
his latest album gives you a

hint as to why. To be honest, |
like drinking tequila to it.”

GABRIEL ABAROA
Latin Recording Academy
president

“I’m listening to the sound-
track of the film ‘Fuera del
Cielo’ [Universal Music]. It
has tracks by Vaquero, Em-
manuel del Real, Chetes,
Babasonicos. The songs are
refreshing, often very com-
plicated but also magnetic.
Even though it’s a sound-
track, there is a cohesive-
ness to the selection.”

JORDAN LEVIN
Miami Herald Latin music critic
“| can’t stop listening to Ori-

OZOMATLI

shas’ new atbum, ‘Antidiotico.
Their music is so melodically
rich, and | love the swing of it.
Oddly enough, my 3-year-old
daughter loves it as well. She
also loves Lila Down’s ‘Copa
a Copa.’ l also love Spanish
singer Buika. Her voice is so
rich and the music is inde-
scribable. 1t has flamenco,
jazz and blues.”

CELESTE RODAS
JUAREZ

People en Espafiol music
critic

“l love the way Notch [whose
album “Raised by the People”
is out on Machete] combines
patois, English and Spanish.
The sound is so refreshing and
original. Those same qualities
are in the new Manu Chao
[“La Radiolina”].l also like the

album for the strong mes-
sage he delivers in many of
his songs, which make us
think and rethink. And Putu-
mayo’s “Tango Around the
World” is a good invitation to
accept a first-class ticket to
that trip: from Argentina to
the rest of the world.

CECILIA ELIZALDE
“Billboard Latino” producer
“The new Belanova. They
still maintain their signature
pop/electronica sound, but
it’s refreshed . . . It’s defi-
nitely a different sound from
a band that’s taking risks by
playing something com-
pletely different from all else
in Latin pop radio.” oo

b_ For 24/7 Latin news
DI

and analysis, see
billboard.biz/latin.

GATEWAY TO EUROPE

VivAmerica
Showcases
Latin-American
Acts In Spain

MADRID—Festival Viv-
America—an extensive cele-
bration featuring floats,
parades and musical activi-
ties held Oct. 5-14 in the Span-
ish capital—marks a turning
point for new Latin acts seek-
ing to use Spain as a gateway
to other European markets.

The festival's primary music
events were televised live in
Spain and in many Latin-
American countries via His-
pasat satellite.

The $2.8 million fest—fea-
turing more than 250 events
in all artistic disciplines—was
put together by Casa de
América, a cultural consor-
tium created by Spain’s for-
eign ministry and Madrid’s
regional and city govern-
ments. Sponsors included
telecoms giant Telefonica,
oil/gas group Repsol YPF,
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Spain’s biggest department
store chain El Corte Inglés
and public broadcaster Tele-
visién Espaftola.

One highlight was a three-
hour procession of floats on
which acts from 22 Latin-
American countries—includ-
ing Colombian vallenato star
Carlos Vives and Cuban timba
act Los Van Van—performed

OCTOBER 27, 2007

live. Equally important were a
series of shows in midsize ven-

ues, featuring such emerging
Latin acts as Colombia’s Naty
Botero, Argentina’s Inmi-
grantes and Puerto Rico’s Kany
Garcia, as well as such icons as
Marco Antonio Solis and Ar-
mando Manzanero, getting
their first real push in Spain.
VivAmerica director Laura

Demaria says the festival’s suc-
cessreflects the growth of the
Latin immigrant population
in Spain in recent years.

According to Spain’s Na-
tional Institute of Statistics, at
2 million strong, Latin Amer-
icans comprise the majority of
foreigners in Spain, surpass-
ing Moroccans, who were the
majority less than a decade ago.

“VivAmerica is a fiesta of
Ibero-American integration in
Madrid,” Demaria says. “Some
500,000 Latin immigrants live
in Madrid, and music is fun-
damental to their cultural
identity. We worked with Sony
BMG to provide a showcase
for new Latin artists. But every-
one has to be at VivAmerica,
including old favorites like
Vives, Van Van, Solis and Ar-
mando Manzanero.”

Artists performing at Viv-
Americaincluded Mexican icon
Manzanero and top-selling
singer/songwriter Solis, who
played his first Spanish concert
at the sold-out 1,600-capacity
Palace of Congresses. The con-

cert was recorded for a Febru-
ary 2008 release on DVD/CD,
much in the way that Alejandro
Fernandez's “Mexico-Madrid:
En Directo y Sin Escalas” was
recorded in Madrid in 2005.
Solis, who s signed to Fonovisa
Records in the United States
but distributed by Sony BMG
in Spain, is planning a Spanish
tour to coincide with the release.

VivAmerica will now be an
annual event based around
Oct. 12. Its first goal is to
arrange a Latin musical extrav-
aganza in 2010 to mark the
200th anniversary of Latin-
American independence from
Spanish rule.

“We hope to have a perma-
nentrole in VivAmerica,” says
Sony BMG senior product
manager Carlos Iglesias, who
worked closely with VivAmer-
ica in providing talent. “Viv-
America is the biggest event
yet where we have employed
our [new] Spot management
division to provide sound, lo-
gistics and marketing.”

—Howell Liewellyn

EN LA RED: For 24/7 coverage of the Latin music world,
£COmMm Billboard has partnered with MSN. For a complete roundup
in Spanish, go to Billboard.Latino.MSN.com.
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Abel De Luna’s career has
taken him from farm worker to
small businessman to the may-
oralty of Healdsburg, Calif,, at
the age of 29. De Luna then
moved into what he calls “an-
other type of leadership” inthe
music industry, as founder of
indie label Luna Music. He
branched out into publishing
and artist management for 25
years before founding regional
Mexican radio chain Luna

Communications, where he is
chairman/CEQ.

In the years you’ve been
in the business, has any-
thing changed in what the
regional Mexican audi-
ence wants?

I think the new generation
likes a good song, a good
voiceora different‘style. Un-
fortunately a lot of artists
sound the same and copy
each other, so they don’t have
impact. As
an artist
you should
look for a
different
style, look
for songs

thathave a message and sing

them with conviction.

Anissue on the touring panel
you moderated at Billboard’s
Regional Mexican Music
Summit was talent develop-
ment. What’s the promoter’s
responsibility in that?

The promoter, apart from put-
ting on shows, should look for
talent. They have a better idea
of what type of talent the au-
dience likes because they see
it every day in their concerts
and dances. If a promoter ded-
icates himself to finding tal-
ent, maybe he can associate
with a good producer or an
agent . . . because he’ll have
the experience to know what
the public likes and what type
of production to do and how
to promote it.

So instead of reacting to
someone else’s hit. . .
Sometimes promoters just
wait for an artist to come out
and then they get him. It’s
more difficult [that way] . . .
The problem I see is that peo-
ple think, “Let someone else
do it, and then I’ll grab on to
it.” But it's everyone’s job.
—Avyala Ben-Yehuda

OZOMATLIL: RODRIGO VARELA/WIREIMAGE COM; SOLIS: JOHN MEDINA/WIREIMAGE COM
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MANCHESTER

RAVES ON

In The City Returns After Founder’s Passing

LONDON—This year’s In the
City conferenceis facing up to
the challenges of a future with-
out its creative figurehead’s
guiding influence.

U.K. independent label pio-
neer Tony Wilson, who co-
founded ITC in 1992, passed
away this summer. But the an-
nual A&R-focused confab in
Manchester has a life of its
own, with a rich history of dis-
covering new bands and airing
out controversial opinions.
And more then ever, ITC is
adapting with the times, GM
Jon Paul Waddington explains.

“Inthe early years, it used to

A&R,” will drill into contem-
porary A&R routes for new
artists. Former Sony/CBS
A&R director Muff Winwood
has come out of retirement to
moderate the panel.

Elsewhere, heavyweight
promoter Harvey Goldsmith
will take partin a podium con-
versation with outspoken U.K.
artist manager Jonathan
Shalit, and Mute Records
founder Daniel Miller will chat
with producer Flood.

“The world is changing in
the musicindustry at the mo-
ment,” Livesey says, “[but] |
don’t think it’s a bad thing
when the industry is in a state

of flux—it means endless
possibilities.”

ITC’s night program,
which has previously hosted
gigs by the likes of Radiohead,
Oasis, Smashing Pumpkins
and Arctic Monkeys, will spot-
light 56 up-and-coming or un-
signed domestic and
international acts.

That the conference is going
ahead without Wilson reflects
the steely determination of
Livesey. Wilson died from a
heart attack Aug. 10 less than
a year after being diagnosed
with an aggressive form ofkid-
ney cancer, and Livesey herself
found she had breast cancerin

TONY WILSON and
YVETTE LIVESEY
co-founded the In the
City conference in 1992.

June 2006. The disease isin re-
mission, but Livesey remains
on medication.

“It’s been a bit of a trek, to
be fair,” she says. “I only
emerged from [Manchester
cancer specialist] Christies
Hospital about six weeks ago

after being there for the last 12-
13 months.”

Shalit reckons ITC stands
alone as the United Kingdom’s
leading music conference and
suggests that the event should
only grow in stature with
Livesey at the helm.

“The secret power behind
the throne has always been
Yvette,” Shalit says. “Be-
cause Tony was such an ide-
alist, he did not always make
the best business decisions.
But Yvette is a brilliant cre-
ative and business lady, and

be an A&R frenzy, but we’'ve
tried to expand to cover other

subjects and parts of the indus-
try,” he says.

This year, he says, daytime
panel discussions at the Oct.
20-22 event will dig deep into
such topics as music produc-
tion, social networking and the
live sector.

Yvette Livesey, who co-
founded the event with her
longtime partner Wilson,
says ITC retains a strong
focus on talent-spotting at a
time of shrinking budgets in
A&R—an area where Wilson,
who signed Joy Division/New
Order and Happy Mondays to
his Factory Records label, was
pre-eminent.

One such panel discussion,
“This Town's a Different Town
Today: A Modern Guide to

TWISTED WHEEL
Hometown: Manchester
Only formed in February, Twisted

server Music Monthly, after the alter-
native rock band won a Manchester
Unsigned competition run by modern
rock radio network Xfm.

Link: myspace.com/thetwistedwheel

"IN THE CITY SLICKERS

ITC’s night program has a reputation for making and breaking unsigned and
fringe acts like the Darkness and Placebo. Billboard picks three bands most likely
to succeed from this year’s lineup.

ELLE S’APPELLE

Wheel has been
quick off the
mark. Press has
been generated
in national pa-

pers including
the Guardian
and the Ob-

Hometown: Liverpool
Elle S’appelle’s “Little Flame” single,

trio for the “unsigned band of the
week feature on his BBC 6 Music show.
Link: myspace.com/ellesappelleband

due Nov. 5 on
indie Moshi
Moshi, has al-
ready caught
the ear of
tastemaking

NCAH & THE WHALE
Hometown: London

Brian Wilson

Heralded in the blogosphere as the

DJ Steve La- new face of British folk music, this
macq, who fourpiece’s summery indie single
chose the “Five Years Time” (Young & Lost)
power pop drew favorable comparisons to

Link: myspace.com/noahandthewhale

she will now take this con-
ference to be one of great in-
ternational importance.

The 2007 Manchester con-
fab comes on the heels of the
inaugural ITC New York,
held June 13-14. And Livesey
says she plans to extend the
brand internationally, with
an event in Perth, Australia
currently under discussion
to cater for the Southeast
Asian music industry.

“The future for ITC was
never in doubt—we’ll actually
be announcing ITC 2008 at this
year's event,” Waddington says.

“There are ways of making
ITC bigger and better and
stronger,” he adds. “The horri-
ble irony is that Tony has died
just when we've assembled a

—LB team capable of doing that.”- «

ALNEWS

>>>SONY, KDDI LAUNCH
DOWNLOAD SERVICE

Sony Corp. and KDDI, Japan’s second-:largest
mobile-phone operator, are joining forces to
launch a new music-download service that will
allow mobile users to copy tracks onto digi-
tal music players they’ve downloaded from
the Internet and stored on handsets. The two
companies will launch the Au X Sony Music
Project service in December following KDDI1’s
late-November launch of three new handsets
on which the service will be available. Users
will be able to transfer music on their hand-
sets downioaded from KDDI’s EZ Chaku-Uta
Full Service to such Sony devices as the Walk-

man digital music player. The software also al-
lows copying of songs from CDs to mobile
handsets. The two Tokyo-based companies
say the project aims at expanding Japan’s dig-
ital download market, which is overwhelm-
ingly dominated by mobile-based downloads.

—Steve McClure

>>>INGENIOUS PARTNERS
WITH GABRIEL

London-based media investment firm Inge-
nious is partnering with Peter Gabriel’s Real
World Records to create VCT Investments.
The new company will have a budget of £1.75
million ($3.6 million) from Ingenious’ two ven-

ture capital trusts for music projects, and aims
to sign aroster of 10-15 artists. The Real World
deal means that the two VCTs are now fully
committed; Ingenious Music VCT raised £15
million ($30 million), which funded 17 deals,
while Ingenious Music VCT 2’s £26 million
($52 million) funded 15 deals. London-based
Ingenious was founded in 1998 by Patrick
McKenna, former chairman/CEO of Really
Useful Group, as a specialist media invest-
ment and advisory business. —Lars Brandle

>>>BORDERS OZ BID PROBED

Regulator the Australian Competition and
Consumer Commission is calling for submis-
sions on rival bids for the Borders Group’s as-
sets in the region after Auckland, New
Zealand-based A & R Whitcoulls—owner of
several book chains in Australasia—formally

wWWW americanradiohistorv com

applied to the ACCC for clearance to acquire
the U.S. company’s Australian and New Zea-
land operations. The ACCC confirms that an-
other leading Australian book chain, Dy-
mocks, has also bid for Borders’ 20 stores in
Australia and four in New Zealand. The 74-
store Dymocks chain focuses primarily on
books but carries some CDs and DVDs. The
government body has now launched areview
into the impact that the deals could have on the
book market and whether either would affect
“price, availability or range” of other prod-
ucts such as DVD and CDs. Interested parties
have until Oct. 26 to make submissions on the
proposed acquisitions. The ACCC is expected
toreport Dec. 5. —John Ferguson

b- For 24/7 global news and analysis, see
LIZ vbilboard.biz/global.
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From left, NIGHTWISH, SONATA ARCTICA  TARJA
TURUNEN and CHILDREN OF BODOM are four of
Finnish label Spinefarm’s leading metal acts.

HEAVY DUTY

Spinefarm Expands European Metal Power Base To U.K.

egendary Finnish metal label
Spinefarm is putting its back
into an expansion program,
with the opening of its
first international of-
fice in London.

The label—set up in 1990
by managing director Riku
Piikkosonen and home to
such Euro-metal titans as
Nightwish and Children of
Bodom—haslong had a rep-
utation as the leading rock
label in heavy metal power-
house Finland, but previ-
ously relied upon import
copies, licensing and distri-
bution deals to spread the
word internationally.

The development of the
label’s U.K. arm will be led by
Dante Bonutto, international

A&R consultant with Univer-
sal Music Group International.
Universal Music Finland ac-
quired the Helsinki-based

label for an undisclosed sum
in March 2002.

“This is Spinefarm, and
we've arrived,” Bonutto says.

“We want to give greater expo-
sure to the label in the U.K.
market and not just in terms
of the bigger acts. [t's more
about building the brand and
that means representing the
up-and-coming bands
Spinetarm’s biggest actin-
ternationally is Nightwish. Its
current album, “Dark Passion
Play,” bowed at No. 1 in Fin-
land, Germany and Switzer-

land, entering at No. 4 on
Billboard’s Pan-European al-
bums chart. In the United
States, where Nightwish is li-
censed to Roadrunner, the
album entered at No. 84, the
band's first Billboard 200
chart ink.

Nightwish is signed to
Spinefarm for only Finland,
Asia and South America, a
source of some frustration

for the label, according to
production and international
exploitation manager Nelli
Ahvenlahti

‘We would naturally like to
have Nightwish for as many
territories as possible,” he
says. “Now that we are expand-
ing internationally, our oppor-
tunities in creating musical
success stories are ever ex-

SPINE TINGLERS vour Guide To Spinefarm’s Essential Acts

NIGHTWISH

Hometown: Kitee, Finland
Current release: “Dark Passion
Play,” out now.

One of Finland’s biggest musical
successes, Nightwish has shipped
more than 3 million records world-
wide, according to the label, and
has toured in 40 countries. The sym-
phonic metal band, fronted by new
singer Anette Olzon, started a 23-
date U.S. tour Oct. 15,

TARJA TURUNEN

Hometown: Kitee, Finland
Currentrelease: “My Winter Storm,”
out Nov. 19in Europe, witha U.S. re-
lease TBA.

This classically trained vocalist be-
came the main attraction of Night-
wish after she joined in 1996. But
following a dramatic and public dis-
missal in October 2005, viaan open
letter posted on the band’s official
Web site, 29-year-old Turunen is
now readying herself for the release
of her much-anticipated solo album,

CHILDREN OF BODOM
Hometown: Espoo, Finland
Current release: “Chaos Ridden
Years—Stockholm Knockout Live,”
out now.

This brooding death metal quintet,
which combines synth melodies
with ferocious metal, appeared on
the American and European legs of
2006's Unholy Alliance tour, along-
side Slayer and Lamb of God. The
band is about to begin recording its
sixth studio album, scheduled for
an April 2008 release.

SONATA ARCTICA

Hometown: Kemi, Finland

Current release: “Unia,” out now.
An old-school power metal act.
“Unia” bowed at No.1on the Finnish
album tally in May and also charted
in Germany, Greece and Sweden.
The band headlined the ProgPower
U.S.A. Vil festival Oct. 5in Atlanta,
and will play a one-off London show
Nov. 12. —NB

BY ROBERT THOMPSON

Levy
Brakes

Canadian Labels
Oppose Charge
On Digital Music
Players

TORONTO—Canadian record labels have
opened up a major split with music pub-
lishers by turning their backs on a multi-
million-dollar windfall from a levy on digi-
tal music players.

Labels body the Canadian Recording
Industry Assn. (CRIA) announced in Sep-
tember that it was joining a Retail Coun-
cil of Canada (RCC) challenge to the levy
filed with the Federal Court of Appeal.
Both organizations oppose extending
Canada’s private-copying levy to cover
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“digital audio recorders.”

The Copyright Board of Canada (CBC)
approved the levy extension in July despite
the protestations of nonprofit trade body
the RCC, which represents more than
40,000 Canadian retail outlets, that it could
add as much as $75 Canadian ($76) to the
price of MP3 players and iPods. Specific levy
amounts would be based on the amount of
memory in a given device. The extensionis
due to take effect in January 2008, but the
Appeal Court challenge is expected to delay
its implementation at {east until after the
hearing, which is anticipated to take place
in April.

CRIA president Graham Henderson claims
the public will see the levy—extending the
existing scheme for blank media—as legit-
imizing illegal downloading by introducing
the perception that labels are compensated
for it.

“We want to be clear that the source [of
the copying] matters, something we think is
clouded by the levy,” Henderson says.

“We want it to be clear thatillegal copying
is illegal,” he adds, “and private copying

doesn’t mean stealing something from a
[peer-to-peer] site.”

The levy extension was proposed to gov-
ernment regulator the CBC by the Canadian
Private Copying Collective, which collects the
tariff and distributes it to Canadian songwrit-
ers, artists, publishers and labels—including
CRIA members.

CPCC director David Basskin, who is also
president of authors’ collecting society the
Canadian Musical Reproduction Rights

—GRAHAM HENDERSON,
CANADIAN RECORDING
INDUSTRY ASSN.
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Agency, says he is surprised and disappointed
by the CRIA stance.

Basskin insists the levy is about compen-
sation for private copying, not file sharing. “It
may be in some people’s interests to describe
it as the legalization of illegal file sharing,” he
says, “but it is not, and Graham should know
better than to suggest that.”

The levy, Basskin adds, “doesn’t deal with
perceptions. It deals with the value of copies
that people make.”
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panding—instead of each
band having its own licensor/
distributor in every country,
we can focus on running the
whole label coherently from
a local office.”

Eventually, Spinefarm
U.K. may make local sign-
ings, but initially Bonutto
will focus on catalog and
“front-line releases by artists
we think are viable in the
U.K. market.

“When we started, we didn’t
pay much attention to the
U.K. market because the
music we put out was not very
fashionable,” Paikkoonen
says. “But now that is chang-
ing, and having people in the
U.K. who are in constant con-
tact with that gives us differ-
ent possibilities.

In the States, where Chil-
dren of Bodom is the label's
biggest-selling act with more

sales, according to Nielsen
SoundScan, Spinefarm acts
are licensed to other compa-
nies on a case-by-case basis,
something Paikkoonen plans
to change.

“We hope to launch the
label in many other key
territories,” he says. “The
U.S. would be a natural
step forward.”

Spinefarm’s initial assault
on U K. shores came with
the Oct. 1 reissue of the first
five Nightwish albums, with
former Nightwish vocalist
Tarja Turunen’s solo debut
to follow Nov. 19. A launch
show March 8, 2008, at Lon-
don’s Astoria features Chil-
dren of Bodom, Moonsorrow
and Kiuas.

Other European metal la-
bels with a presence in the
United Kingdom include
Roadrunner (Netherlands),

and Nuclear Blast (Germany).
And according to the BPI's
Statistical Handbook 2007, al-
bums classified as “metal/
heavy” accounted for 7.2%
of all album units sold in the
United Kingdom in 2006,
up from 4.2% in 2000, al-
though slightly down from
7.4% in 2005.

Rival labels declined to
comment, but others on the
vibrant U.K. metal scene are
enthusiastic about Spine-
farm'’s expansion.

“The opening of the U .K.
office is a welcome one,”
says Daniel P. Carter, host of
BBC Radio 1’s influential
rock show. “As a label that
has stayed true to its roots
and provided an outlet for
real metal without pander-
ing to the fashion-led tides,
it can only be seen as some-
thing that will help and sup-

than 326,000 career album

Century Media (Germany)

port the bands.” oo

CRIA sources say Canadian labels
could potentially receive this much
more per year through the proposed
levy extention

Canada’s existing levy on blank media, in-
cluding CD-Rs, tapes and other recordable
media, was introduced in 1997. It was de-
signed to compensate publishers and labels
for revenue lost due to private copving of
music from one medium to another.

Industry observers have suggested that
the CRIA’s opposition to extending the tar-
iff indicates it is considering U.S.-style civil
suits against file sharers. However, the CRIA
previously suffered a setback in March 2004
when a federal court ruled it could nct force
Internet service providers to turn over the
names of alleged file sharers, and Hender-
son contends his organization has no inter-
estin pursuing Canadians copying their own
CDs onto MP3 players. “I’ve said it before,
and I’ll say it again,” he says. “We're not
about to sue anyone.”

Record company sources privately admit
the industry’s long-term goal is to have law

enforcement treat music piracy as a crimi-
nal offense, rather than a civil one.

After administration costs, music pub-
lishers receive approximately two-thirds
of the existing levy. CRIA members, who
claim they have sustained more than $1
billion Canadian ($1.03 billion) in lost
sales since file sharing became popular
in1999, receive 15.1% of the levy, accord-
ing to the CPCC. The collective says it has
collected $199 million Canadian ($204
million) since 1999 and has distributed
slightly less than $103.5 million Canadian
($106.2 million). CRIA sources say the la-
bels would expect to receive an additional
$10 million-$15 million per year through
the proposed levy extension.

But RCC VP of government relations
Kim Furlong says she understands the
CRIA’s position.

“Consumers feel right now that if they
steal a song and have paid the levy, well, they
aren’t stealing,” Furlong says. “And if they
are forced to pay a $75 levy on every iPod, do
you think they’ll feel less justified in taking
songs for free?” oce
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Beatle stuff.

As George Harrison’s solo records become
downloadable and Martin Scorsese docu-
ments his life, Wu-Tang Clan has received
permission from Olivia Harrison and Wixen
Music, the publishing company that
represents George Harrison’s estate,
to do a reworking of “While My Gui-
lar Gently Weeps” that features Red
Hot Chili Peppers guitarist John Fr-
usciante and Erykah Badu. It is not
a sample from the Beatles’ “White
Album” as previously reported, but a
rerecording. The Wu-Tang Clan album
is called “The 8 Diagrams,” and will
be out Dec. 4.

Other Beatles news includes Ringo
Starr, Olivia Harrison and Sean
Lennon joining Yoko Ono in Iceland
for the unveiling of the Imagine Peace
Tower on Videy Island near Reykjavik.
A choir sang “Imagine.” The tower
will be lit every year from John
Lennon’s birthday, Oct. 9, to the an-
niversary of his death Dec. 8.

And the Rock and Roll Hall of Fame
will feature a “Help!” memorabilia ex-
hibit starting Nov. 16 to coincide with
the release of the cleaned-up DVD of
the movie. The exhibit will include
George Harrison’s original scriptand,
reportedly, archives of material in-
cluding artifacts and photography doc-
umenting the making of the film. It
will be fab, we’re sure, and another
worthwhile reason to go to the hall.

We're celebrating the rerelease of
the very underrated “Help!” DVD in
spite of it, again reportedly, having
virtually no extras like the ones that
the amazing Martin Lewis produced
for the “A Hard Day’s Night” DVD.

COOLEST
'N me LORD DON’T
SLOW ME DOWN
THIS WEE OASIS / UNIVERSAL

I'LL COME RUNNIN’
HELL ON HEELS / DIONYSUS

ﬂ
D LONGSHOT
JOHN FOGERTY / FANTASY

:] GYPSY BIKER
BRUCE SPRINGSTEEN
& THE E STREET BAND** / COLUMBIA
TOO MANY COOKS (SPOIL THE
5 SOUP)

MICK JAGGER / RHINO

6 CONQUEST
%/  THE WHITE STRIPES / WARNER BROS.

7 STREAKS AND FLASHES
/ THE CHESTERFIELD KINGS /_WlCKED cooL®

8 TICK TICK BOOM
_ THE HIVES / UNIVERSAL

S

SALAD DAYS
“THE GRIP WEEDS /GROUND UP

CRUEL GIRL
THE RED BUTTON / GRIMBLE

Not that the wonderful movie needs it—it
doesn’t. It's just a shame when people get lazy
or cheap when it comes to historically signif-
icant artists like the Beatles and fantastic
pieces of work like “Help!” .

COOLEST GARAGE

ALBUMS

] ICKY THUMP

_ THE WHITE STRIPES / WARNER BROS.

HAVE MERCY
THE MOONEY SUZUKI / ELIXIA

PSYCHEDELIC SUNRISE
THE CHESTERFIELD KINGS / WICKED COOL*®

HOUSE OF VIBES REVISITED
THE GRIP WEEDS /GROUND UP

s

5

4

5_ BABY 81
®

/

BLACK REBEL MOTORCYCLE CLUB / RCA

HENTCH-FORTH-FIVE
THE HENTCHMEN / TALY

HERE FOR A LAUGH
THE BREAKERS / FUNZALO

8 CBGB FOREVER
- _XARIOUE ARTISTS / CBGB FOREVER
~  WANNA DO THE WILD PLASTIC
(_) BRANE LOVE THING?
/ l—IE STABILISERS / WICKED @OOL'

THE WEIRDNESS
THE STOOGES / VIRGIN

*NEW YORK-BASED WICKED COQL RECORDS IS CREATED AND HEADED BY LITTLE STEVEN VAN ZANDT
**LITTLE STEVEN VAN ZANDT ALSO HAPPENS TO BE IN A LITTLE GROUP KNOWN AS THE E STREET BAND.
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Saturation

Season

Are Too Many Indie Bands On The Road At Once?

On a rainy Wednesday night in Philadelphia
a few weeks ago, live music fans could choose
between catching dance-punk band !}, Aussie
indie pop act Architecture in Helsinki or
Wolf Parade side project Sunset Rubdown.
The city wasn’t in the midst of any sort of fes-
tival or special event; rather, the multiple line-
ups represented a typical night this fall inany
reasonable-size city, where listeners can
choose which live show to see from an embar-
rassment of indie riches.

But independent promoters who book and
manage shows at midsize (400-1,000 capac-
ity) venues in urban markets aren’t necessar-
ily seeing those riches. Rather, faced with an
overabundance of touring bands and a limited
audience, one has publicly complained about
his worst season since 2001, and five others
that [ spoke with said they are enduring
slow seasons as well. Sean Agnew, an
independent promoter in Philly who
heads up RS Productions, posted a screed
on a local message board last week, ex-
plaining that he and his contemporaries
were losing money every night due to low
turnouts and high guarantees.

“No one buys records anymore, so bands
now make the majority of their income on
live shows,” Agnew wrote. Therefore, he
says, bands remain on the road much
longer than they used to. Many acts, he
says, increasingly hit a market multiple
times in one year, and are pushed by man-
agement to charge higher prices and play
larger venues than a group is ready to play.

Andrew Colvin of booking agency Ground
Control has witnessed the same phenomenon.
“Bands have to make up the loss of revenue
from album sales somehow,” he says, “and
many see touring nonstop as a way to do that.”

But Todd Cote, booking agent for metal
band High on Fire, blames the logjam on pro-
moters who overbook, taking every show of-
fered to them in an effort to fill their calendars;
he alsoattributes higher ticket prices to increas-
ing surcharges by ticketing companies and
higher guarantees offered to acts. “Bands take
the money upfront and don’t think about how
it will affect them on the road,” he says.

Inthe end, says Pete Toalson, program co-
ordinator of Chicago venue the Empty Bottle,
“everything is getting stretched thin.”

“There are more bands and more clubs than
ever before,” Toalson says. “You also find a lot
of bands that have booking agents before they
even have records out, and are being pushed to
headline when they really should be opening.
They think just because they have some buzz
they should be at the top of a bill.”

Colvin says that while he personally discour-
ages bands from headlining right out of the
gate, he sees it happen on numerous occasions.

www americBqnradiohictorvy com

Todd Patrick, an independent promoter
in Brooklyn, blames “a cottage industry that
has grown around indie rock.”

“Publicists and booking agents are trying to
make a middle-class livelihood based on hype,”
Patrick says. “Asa result, people are being pushed
to charge higher prices.” Patrick says he works
to keep his cover charges low and claims that
strategy has helped some promoters avoid the
slump and have a profitable autumn.

Other promoters, like Scott McLean, who
books Portland, Ore., venue Holocene, also say
that an effort to keep ticket prices down has re-
sulted in solid turnouts. “We keep the covers
for our local shows at $6 and only occasionally
goupto $15, in the cases of huge national tour-
ing acts,” he says.

For the three aforementioned Philadelphia

Bance-punk band !!': One
live choice out of many.

shows, ticket prices ranged from $12 to $17; the
last time ! and Architecture in Helsinki played
Philly, the cover charge was $8. And while the
recent prices may not be bank-breaking, they
are also not an amount that every college stu-
dent or working twentysomething can drop on
anightly basis. Agnew says that although cover
charges are the result of negotiations between
the booker and agent, “the starting point for the
talks has gone up recently.”

But what the crunch really comes down to,
some promoters and agents say, is audiences
with alimited amount of time and energy, which
results in too much supply and not enough de-
mand. “People have a limited entertainment
budget and an unusually high number of shows
to choose from,” says Christian Bernhardt, who
runs the Kork Agency, an indie booking shop.

The situation has led Bernhardt to tell many
of his bands to take it easy this fall, unless they
are touring in support of a recent release. “I tell
them to hold off until the winter” when fewer
bands usually tour, he says, “because they will
lose in the end.” oo

b- For 24/7 indies news and analysis, see
}Z billboard.biz/indies.

JIM DYSON/GETTY iIMAGES

HARRISON: MICHAEL OCHS ARCHIVES/GETTY IMAGES
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Fan Unfair

Updating Labels’ Bad Habits For A Brave New World

It may have initially seemed
like Radiohead’s brave new
world to sell its music directly
to fans meant the symbolic
end of the record label model,
but that didn’t last too long,
did it? Within the week, it be-
came clear Radiohead was
seeking alabel deal to put out
the conventional CD version
of the album on the back end.

But Radiohead’s move ex-
plores other interesting dy-
namics. One, with no new
product available for almost
two months, it almost fulfills
the dream of the most fervent
digerati—those who want to
force everyone to go digital
by not putting out any physi-
cal product. Now we, or at
least Radiohead, will see what
happens when a large, rabid
fan base has no choice but to
buy digital.

More important, Radiohead
is the best test to date on
adapting a reverse book in-
dustry model to the music
business. In the publishing
business for the past couple
of years, best-selling authors
like the late Jim Rigney (pen
name Robert Jordan) would
allow 100-page prologues of
his “Wheel of Time” heroic
fantasy series to be sold as
digital downloads for $S. Two
months later, the high-priced
$29.98 hardcover book would
arrive, and then a year later
the $8.99 paperback version.

Radiohead announced the
(mass market paperback
equivalent) download and the
(hardcover equivalent) boxed
set at the same time, but put
a window between their re-
lease, with the download
available Oct. 10 and the
boxed set Dec. 3.

The problem is, Radiohead
didn’t initially mention the
(trade paperback equivalent)

CD version and still hasn’t said
when it’s coming out. By pre-
senting its product this way,
Radiohead is not giving fans
who want physical product all
the information they need to
make a satisfying choice. Re-
member retail’s axiom: Give
the customers what they want.

So if the music industry is
evolving into a new world, |
have a few recommendations.
Mainly, if superstar artists are
going to initially sell directly
to their fans, than maybe they
shouldn’t encourage unfriendly
consumer practices.

For years, the record labels
used questionable tactics to
get fans to buy their favorite
artists’ albums, and then buy
them again and again. Some
methods actually fulfill con-
sumer demand, but other
times labels go too far.

Currently, most superstar
albums come out in four or
five different exclusive ver-
sions. True, that’s done mainly
to benefit the big accounts
like Wai-Mart, Target, iTunes
and Best Buy. But that means
fans face a choice: either be
deprived of some music by
their favorite artists or buy all
the versions available. The lat-
ter decision ultimately bene-
fits the labels and the artists,
frustrates the fan and gives
the rest of retail conniptions.

That’s not the only way fans
areinduced to purchase mul-
tiple copies of the same al-
bum.How about putting out a
record, and once the devoted
fans buy it, relaunching the
same record with different
songs or as a higher-priced
limited edition? Sure, some-
times that’s done in good faith
as a way to revive an album
not performing up to expecta-
tions. But usually, devoted
fans get screwed and buy the

OCTOBER 27, 2007

album all over again—al-
though nowadays, they could
download the new songs, if
the labels would let them.

But that didn’t happen in
2004, when Good Charlotte
released two versions of “The
Chronicles of Life & Death,”
each with 14 of the same
songs. The “Life Art” version
had a bonus song called
“Falling Away,” and the “Death
Art” version had bonus track
“Meet My Maker.” Of course,
iTunes carries both versions,
but guess what? Its “Death”
version has “Meet My Maker,”
and another bonus song called
“Wounded” that can only be
bought as part of the album
purchase. Strangely, the iTunes
“Life” version doesn’t have
“Falling Away.” But any way
you look at it, fans needed to
buy the album twice to get all
the tracks.

Or how about issuing an
album with different covers
to stimulate multipie pur-
chases? | remember when
Led Zeppelin’s “In Through
the Out Door” came out in
multiple covers: not two or
three, but six. Even worse,
the album was wrapped with
brown paper, so you didn’t
know which cover you were
getting. You could buy six
copies and still not wind up
with all the covers.

Music fans will put up with
a lot of rubbish, but no one
likes to feel the fool. In the
new world of selling directly
to fans, the artists can’t
blame such tactics on the la-
bels anymore. In fact, if
artists aren’t careful, the dis-
dain that many consumers
feel for labels could soon
find a new focus. .o

. For 24/7 retail news
b|Z and analysis, see
" billboard.biz/retail.
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Dodge

Chase
Shoot
Survive
Win
Lose
Get Even

JUMP!

JUMP is one of the hottest mobile
gaming companies with some of the
coolest titles and licenses. Our studios
in Stockholm, Mumbai, and Pune
are constantly conjuring up fantastic
games. And now we are poised to take
a quantum leap onto the world stage.
Rea.dy, get set, JUMP!

jump games

—-[ www.jumpgames.co.in
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ARTIST(S)

_E(S»  Venue, Date

GROSS/
Tl PRIC

Capacity

$1,823,020

KEITH URBAN, THE WRECKERS
(31838797 Canadian}

Rexall Place, Edmonton, Alberta, 24,842
$79.09 Sept. 21-22 '

$1,720,562

Pengrowth Saddledome,

24,260
Calgary, Alberia, Sept. 18-19

$77.29

Hartford Civic Center, Harttord, 15,290
gos/ics c°3n4.'oa4v2 sefiout
$1,186,301
($1160,753 Caradiany ! 11,422
SEMOEIYe  Bell Centre, Montreal, Oct. 12 =dont
$1,130,405
$125/395/570/ " Radio City Music Hall, New York, 11,922
$50 Sept. 8-9 :wo seliouts
$1,126,820 AVENTURA
$110/$95/$75/ Madison Square Garden, 16,462
$45 New York, Sept. 1 8637
$948,662 KE!TH UREAN, THE WRECKERS
(3976532 Canadian) 13,001
$7917 Vancouver, Segt. 16 sellcut
$840,424
{€592.708) . 9,313
$106.35/$70.90 Olymplahalie, ¥Munich Oct. 2 O S
$803,348 ROD STEWART
(€566,344) The Ahoy, Rotterdam, The
$9220/$7802  Natherlands, Oct 14 " b
$634,982
(9635237 Caradian) 10,427
$64.47/349.48 Bell Centre, Mantreal, Sept. 24 ceflont
$585,044

. X Greek Theatre, Los Angeles. 663
$129.75/$29.75 Sent 28129 9 6,66
$558,312
9,761

$62.79 Acer Arena, Sydney, Sept. 25 10057
$549,663

. Riverbend Music Center, 21,974
ST Cincinnati, Oct. 5 seflout
$540,681
$85/$27.50 White River Amphitheatre, 12,092

Auburn, Wash., Sept.

19.602

~N
-3

Attendance

two se louts

KEITH URBAN, THE WRECKERS
(81769852 Canadiany

twao sellouts

PSP Rl B BRUCE SPRINGSTEEN & THE E STREET BAND

9283 twc shows

FALL OUT BOY, GYROSCOPE, JACK’S MANNEGUIN ‘
(3644226 Austrauan)

Phone 615-321-3171. Fax: 615 321-0878. For
research and pricing, call Bob Allen
FOR MORE BOXSCORES GO TO:
BILLBOARD.BIZ

Promoter
House of Biues

House of Blues

Live Nation, Metropolitan Entertainment Group

JENNIFER LOPEZ & ANTHO

Gillett Entertainment Group, Live Nation

TONY BENNETT, K.D. LANG, JOHN LEGEND, JAMES TAYLOR

MSG Entertainment, AEG Live

Latino Music

House of Blues

ROD STEWART

United Promofters

Mojo Concerts

AKON, RIHANNA, KARDINAL OFFISHALL, RAY LAVENDER

Gillett Entertainment Group, Live Nation

WAVEFEST: MICHAEL McDONALD, INDIA.ARIE & OTHERS

Another Planet Entertainment, Nederlander
Concerts

Blue Murder

BRAD PAISLEY, RODNEY ATKINS, TAY-OR SWIFT

Live Nation

DEF LEPPARD, STYX, FOREIGNER

Live Nation

I ITR K-EARTH ANNIVERSARY CONCERT: THE DOOBIE BROTHERS & OTHERS

Live Nation, K-EARTH 101 FM

Fantasma Productions

I
v

Cueio Promotions

Live Nation

N
N
"
oy

BRAD PAISLEY, ROCMEY ATKINS, TAYLOR SWIFT

Live Nation

Veri Wirel: A hitkeater,
RS Irvine, Cant. Sapt g et 23
$527,166 DAVE MATTHEWS BAND, THE WAILERS
$65/$45 Stephen C. O*onnell Certer 8,977
Gainesville, Fla, Sept. 11 <500
$494,190 ROB! DRACO ROSA
Coli de Pu=2 to Rico, Fat =
“Raz Rev, usrio RIo, Sept 26- &% hwo shows
$492,978 LIVE, BREAKING EENJAMIN, THREE DAYS GRACE & OTHERS
Tweeter Cente- at the Watertronz, 14,
R
$491,800 I .
veri less Amphitt eater,
SSTSI0 Vi S 1508
$489,689
($506,778 Canadian)

Colisée Pepsi, Québec Ciry,
$7682/36233/843 Sept 12 ¥ .

STEVIE WCNDER

€,604
7000

$485,398

$121/$45.50 Charter One Pawilion, Chizaso €,566
ept. 10 7274

$482,018 HILARY DUFF

($507248 Canadin) = Ajr Canada Certre, Toron-o,

[
$94.55/343.71 Sept. 8 S

s2Hout

$479,040 e —

7 . Riverben usiz Center, 11,776
e C:ncinnatl, Sept 1 16.435
$476,120
($501,721 Canadian) i Ott.
$6216/54318  Sepry o P1oom Ottawa Lo
$473,390

Borgata Casino Atlantic Cit= 17
$225/$185 e 33-84 6
$471,965
$85/$75/$60/ Boardwalk Hall, Atiantic City. 7942
$45 N.J., Oct. 7 825¢

SCREAMFEST "07: T. ., T-PAIN, CIARA, YUNG JOC & OTHERS
$59.50/$49.50/

AEG Live

AMERICAN IDOLS LIWWE

$469,916
HP Pavilion, San Jose, Calif., 10,383
$39.50 Aug. 31 3 12590
$467,260
$72.50/$39.50 Hartford Civic Center, Hartfard, 7,635
Conn., Aug. 27 9564
$465,630
$70/%24 Cricket Wireless Pavilion, 13,368
Phoenix, Sept. 20 16,949
$465,075
$M5/%$10 Hyundai Pavilion at Glen Helen. 13,684
Devore, Calif., Sept. 23 18136
$463,661
$81/$30.50 Germain Amphitheater, 10,241
Columbus, Ohio; Sept, 2 1289
$457,952
$99.50/$55.50

Reno Events Center, Reno, Nev., 5,413
Sept. 16 18

TIESTO, KEYIN SHIU
($481.345 Canadian)

Ami Seaton

UDDLE OF MUDD, FINGER ELEVEN

$457,210
General Motors Place, 6,060
38074/57124/$5699  Vancouver, Aug. 25 8.397
IR Bl NICKELBACK
$59/318.75 Verizon Wireless Amphitheater. 12,963
Virginia Beach, ¥Va,, Aug. 28 20,055
$455,310
$125/$59.50 Harvey’'s Outdecr Amphitheater, 6,_?_:59

Lake Tahoe, Nev, Aug. 25 e

Gillett =ntertainment Group, House of 8lues

Live Nation, LN Touring JV

[
T

L ve Nation

T1e Next Adventure (A Live Nation Company)

BRAD PAIS_EY, RODNEY ATKINS, TAYLOR SWIFT

Live Nation

AEROSMITH, JOAM JETT & THE BLACKHEARTS

Live Natlon, in-house

MAZE FEATURING FRANKIE BEVERLY, TEENA MARIE

Platinum Productions

AEG Live

DEF LEPPAR TYX, FOREIGNER

Live Nation

LUIS MIGUEL

Live Nation

The Next Adventure (A Live Nation Company)

DEF LEPPARD, STYX FOREIGNER

Live Nation

Live Nation

STEVIE WONDER

Another Pianet Entertainment

Prince
\imong
Thieves

Affordable Pricing Drives
Demand For Prince’s
London Run

Last year, Madonna did eight Wembleys, Billy
Joeldid 12 Gardens and Luis Miguel did 30
Auditorio Nacionals.

This year, it’s all about the Purple One
knocking down 21 O2s.

Prince’s remarkable 21-night August/
September run at the new O2 in London
grossed more than $22 million and drew
351,527 people, according to Billboard Box-
score. AEG Live subsidiaries Concerts West
and Marshall Arts promoted the stand.

Paul Gongaware, who runs Concerts West

PRINCE

with John Meglen, says the reason for the sit-
down was pretty simple: “Prince wanted to
play London. Our philosophy with him is to
maximize the returns from any given market.”

It helps when dealing with an artist who
“loves to work,” Gongaware says. “So we have
the luxury of not thinking in terms of 40 or
50 dates. We just go play out each market. [t
takes longer, but with live shows being the
main revenue source for artists today, we be-
lieve it’s a relevant philosophy.”

London was a case of the promoter having
to deliver what the artist says he can do.
“Prince went into London and did a press con-
ference to launch the shows. He stood up there
and told the world he was going to do 21 shows
in London,” Meglen says. “Everyone there was
telling us eight, maybe 10"
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The promoters initially put up seven shows.
“On our first day on sale we had rolled into 15
by lunchtime,” Meglen says. “The [London]
record was Pink Floyd, 14 at Earls Court, so
that first day we had already broken the record.”

After two weeks with no tickets available,
demand builtagain, “then we relaunched the
final six shows,” Meglen says. “Every show
was sold out. Every seat.”

Production was center stage, in-the-round,
and other O2 bookings forced four load-outs
and load-back-ins. “But all we did was strike
the stage, pull down most of the PA stacks, then
runour lightingrig on long chains up into the
ceiling, out of the way,” Gongaware says. “We
even had the Stones in during the middle of
our run, with no problems for either of us.”

Multiples are the most profitable of all con-
certs, particularly when not attached to a full-
blown tour. Prince producers outsourced lights
and sound, “so we had very little in the way of
shipping, trucking or even hotel and travel
costs for our crew,” Gongaware says. “We
brought maybe 15 crew people from the U.S.A.
Everyone else was local, so cost savings over a
typical touring situation were substantial. And
when you play 21 nights in any arena,
you can cut a pretty sweet deal.”

Even so, a 21-date stand is not with-
outits challenges. “When the artist tells
the world he’s doing 21, we needed to
find a way to get there,” Gongaware says.
“In the end, we could have done more.”

Similarly, such a mammoth booking
lends itself to marketing opportunities.
“Distributing 2.9 million copies of his
new CD free with the Sunday Mail
newspaper or 350,000-plus CDs given
to ticket holders at the gig, those are
the real benefits,” Meglen says. “It’s
about finding new ways to get the
artist’s music into the ears of people—
lots of people.”

The AEG Live London team says
more than 95% of the audience came
from London. “That was the real sur-
prise to us,” Gongaware says. “We orig-
inally thought of it like Vegas, letting
the fans from all over Europe come to
Prince, but it was all about London and
the new O2 arena.”

Asked what they learned from the ex-
perience, Gongaware says, “We could write a
book, but the big thing was probably the re-
inforcement of our beliefs about ticket price.
We were at £31.21, about $62 U.S.”

By pricing conservatively, the pair believes
lightning could strike again for Prince in Lon-
don. “His shows were so powerful, so totally
engaging to the audience, that we'll be able to
go back to London and do this again—and
again,” Meglen says. “Lots of people want to
go see a great live show. When you make it so
that most can afford to go, they will. We're
lucky to have an artist who can see that and
doesn'tview ticket price as a competition with
his peers.” e

.. For24/7touring news
biz

and analysis, see
billboard.biz/touring.

KEVIN MAZUR/AEG LIVE
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LESTER COHEN/COURTESY OF LIVE NATION

Michael
Rapino

Arthur
Fogel
Michael
Cohl

Liwe Mation is now in the recorded-music business. . . and the merch business, the digital dis-
tribution business, the branding business and, of course—still—the live music business.

And, to great fanfare, the Madonna business, with the announcement of a new, all-
ancempassing 10-year deal that published reports say is worth $120 million. With the deal Live
Mation unveils its Artist Nation division, headed by veteran Rolling Stones dealmeister Michael
Cohl {see story, page 10). Artist Nation will serve as a conduit between artists and fans, via fan
sites, VIP ticketing, digital rights/DVDs, merchandising, sponsorships and branding.

Im a rare threa-way sitdown, Live Nation power brokers Cohl, Michael Rapino and Arthur
Fogel discussed the Madonna deal and Artist Nation with Billboard. Rapino is president/CEO
of Live Nation and has headed the company since before it spun off from its predecessor Clear
Channelto become a free-standing public company. Fogel is Live Nation chairman of global
music, as well as producer of Madonna’s last three world tours and this year’s Police reunion.
Rapino and Fogel both once worked for Cohl, whose pioneering Concert Productions Inter-

MADON

Live Nation’s new artist services
model—now being tested with
Madonna—aims to cover all
revenue bases. In a rare interview,
the deal’s power brokers provide
the story behind the story.

national is now under the Live Nation umbrella.

The three native Canadians may have just reshaped the music business, as power firmly
shifts from the label side of the equation to the live music stage. While the Madonna deal has
its detractors, as tour producers Fogel and Cohl are known for profitable ventures for artist
and promoter. Can they guarantee the sarme under a 360-degree model?

What’s your take on some of the
negative reaction when news of
the Madonna deal first leaked?
Arthur Fogel: All of the people, or
mostof them, who talk about [offer-
ing] a 360-degree model are full of
shit. They don’t have a clue what
they’re talking about and how they’re
going to get there. Secondly, there
was more than one bidder in the
game with Madonna for this deal,
and the reality is that when the spin
inour business is, “They overpaid,”
that’s always and ever about cover-
ing up your failings and your inabil-
ity to deliver the deal.

When may we see a new record
by Madonna under the Live Na-
tion contract?

Michael Cohl: I would think that
our first record will be in two or
three years, approximately.

So who knows what distribu-
tion model will be in play then,
given what Radiohead showed
us recently.

Michael Rapino: We're so excited
that we have some time to watch the
market be innovative. We have no
fear that by the time we sit down
with Madonna and talk about dis-
tribution that there will be a lot of
exciting opportunities.

Cohl: The opportunities have been
there forever, and people just
haven’t seized on them.

The traditional thinking is
that promoters aren’t in the
label business.

Fogel: We'rein the recorded-rights
partrership business; we're not in
the record-label business.

Much has been made of Ma-
donna’s age. Is that a factor?
Cohl: Absolutely. She’s right at the
prime of her career, and we're ec-
static to get her now.

In 1989, I did a deal with the
Rolling Stones—two of them were
46, one of them was 49 and one of
them was 52. That’s almost 20 years
ago. Arthur and 1 in Toronto quite
a while ago promoted Frank Sina-
tra when he was 82 and sold out.
Talk about age is ridiculous. It's a
boogeyman that young people like
to throw at older people.

Fogel: It’s typical male bullshit—
if it were a man named Madonna,
age wouldn't even have been raised.

Is the record now a marketing
tool for touring, branding, mer-
chandising, etc.?

Cohl: I'm sure it serves that pur-
pose, but if you're asking if [the
record] has economic properties to
it, the answer is, “Absolutely.” How
do you think Radiohead did on that
little adventure last week? My in-
stincts tell me that there was a fairly
substantial financial gain . . . more
so than if it went to a record label.

This seems to follow through to
the extreme on Live Nation’s
goal to form longer-term rela-
tionships with artists.

Rapino: When you do one show in
Cleveland for four hours, your risk/
reward is limited. When you do a
tour it gets better, when you do a
global tour it gets better, when you
do a global tour plus T-shirts it gets
better. Now add global tours plus
product lines plus time: dream. If
could take all of my thousand artists
and turn them all into longer, deeper
relationships, we would be on rocket
fuel. And this is the start of it.
Fogel: What motivates me and has
for a long time is people in 1988
telling Michael Cohl and the rest of
us, “You're out of your mind. The
Rolling Stones are finished,” and
then 20 years in, people saying, “The
Police? Are you nuts? It's not going
to be that big.” I'm OK with people
saying we don’t know what we're
doing, we're reaching, we overpaid,
all those things that people like to
throw out there in our envious lit-
tle business.

Cohl: I’d be really worried if they
said it was a good deal. It might be
the first time we were wrong.

How does this Artist Nation model
work with developing artists?

Cohl: It works exactly the same.
We're involved with 3,000-4,000
club shows a year, so in terms of de-

www americanradiohistorv com

All of the
people, or
mostof
them, who
talk about
offeringa
360-degree
model are
full of shit.

—ARTHUR FOGEL

From left:
FOGEL,
RAPIND
and COHL

veloping an act from the ground up
on a live basis, this is probably the
best place anybody could be.
Rapino: This is a $75 billion busi-
ness. We do about $4 billion in rev-
enue. We don't really subscribe to,
“We win, they lose.” We think the pie
is big enough for all. We're not every-
thing to everybody. Our core compe-
tency at the end of the day is if you
sell tickets and are a touring-based
artist, we probably bring incredible
value to you in the firstand mostim-
portant piece of your business: tour-
ing and concerts. From there we
believe we can on a global basis take
and extend our relationship with you
and help you build your business.

Would that be for any stage of
a career?

Cohl: We don’t want to be in the
business of pouring tens of millions
of dollars into unknown acts, throw-
ing it against the wall and then hop-
ing that enough sticks that we only
lose some of our money and notall
of our money. In the right circum-
stances we would look at an un-
known act. But Michael's point was
if you're already at the House of
Blues and you're already selling
1,000 tickets, then it makes sense
for us to sit down and talk about how
our platform can help you. It's not
part of our business plan to be out
there signing 50 or 60 young acts
every year. .
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From left, Avenged Sevenfold’s JOHNNY CHRIST,
SYNYSTER GATES, M. SHADOWS, THE REV and

ZACKY VENGEANCE favor hard rock, but they’ve made

room for new and varied sounds on their latest project.
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Avenged Sevenfold
Busts Leose [Fromm
Mete) Constraints On
Feurth Al

“YOU GUYS USED TO BE
GOOD. WHAT’S Up?!1?t”
“Why’d you sell out? GO BACK TO
SCREAMOIY”

Opinions like that were commonplace on
message boards in the wake of Avenged Sev-
enfold’s 2005 album “City of Evil,” on which
the Huntington Beach, Calif.-based fivesome
outfitted its speedy hard-rock chug with dra-
matic film-score strings, fluttering acoustic
guitars and Queen-style vocal harmonies.

Frontman M. Shadows says he knew his
band was in for some backlash as a result of
that stylistic exploration. But two years after
its release, he points out that whatever grip-
ing “City of Evil” provoked from old-school
Avenged fans has been readily drowned out
by the success of the album, which spawned
the “TRL"-topping video for “Bat Country” and
has sold 834,000 copies in the United States,
according to Nielsen SoundScan.

On Oct. 30, Avenged returns with a self-ti-
tled Warner Bros. set that Shadows says rep-
resents the latest step in the band’s “upward
trajectory”—and once again he’s notatall wor-
r'ed about what the group’s detractors might
have to say.

“We’'ve always been very ambitious in
terms o our goals and our dreams of where
we wan the band to be,” the singer says.
“When we write, we're not after the craziest
or the heaviest thing. We're not in the mind-
set of, ‘Let’s thrash as hard as possible.” We're
interested in making something palatable
that still has heavy guitars and different metal
elements. We like pop music, and we want
to get people listening.”

“Avenged Sevenfold,” the band’s fourth full-
length, should do that.

A more eclectic effort than “City of Evil,”
the new album includes pronounced traces
of hip-hop, country, electronica and what Shad-
ows refers to as “wacky stuff.” “Lost,” on which
Shadows runs his vocals through a Vocoder,
could be T-Pain fronting Metallica, while
“Gunslinger” and “Dear God” feature contri-

BYMIKAELWOOD

butions from pedal-steel whiz Greg Leiszand
singer Shanna Crooks, a member of Big &
Rich’s Muzik Mafia.

The group came close to hiring producer
Rob Cavallo based on his work on Green Day’s
“American Idiot” and My Chemical Romance’s
“The Black Parade” before deciding to go it
alone. “But we also wanted to make the songs
more focused, to make every part count.” Shad-
ows says. “We didn’t want to have eight-minute
songs that don’t need to be eight minutes long.”

Avenged wrote 24 tunes and recorded 18,
then picked the strongest 13;

And then they stayed out of the studio, which
is pretty unheard-of.”

According to Warner Bros. marketing VP
Xavier Ramos, the label’s long-term strategy
for Avenged Sevenfold has always been built
around breaking the band out of what he calls
the “metal ghetto,” an effort he says gained
traction thanks to the unexpected success of
the “Bat Country” clip. But Ramos insists that
the label’s first priority is “keeping the band’s
vision intact.”

“You sit down with these guys and their ideas
are very specific,” he says. “Everything we do
is in partnership with the band.” Ramos points
to the new album’s cover—a stark black-and-
white rendering of the band’s winged-skull
logo—as an example. “That’s probably not the
best cover for endcaps or promo materials,” he
says. “But it's what the band wants, so we go
along with it. There were no compromises with
this record.”

Warner's prerelease campaign included a
contest in which fans were invited to post video-
clips to YouTube explaining why they should
serve as the band’s guest producer; two win-
ners spent a day in the studio with

during mixing, the band de-
cided the album felt like it
was dragging, so it cut an-

tomers who purchase “Avenged Sevenfold”
through the iTunes Music Store with abonus
track: a “jam-along” version of lead single “Al-
most Easy” that doesn’t include guitarist
Synyster Gates’ solo. Fans are encouraged to
record themselves playing along with the
track and upload the footage to YouTube; one
winner will receive tickets to an Avenged show
and a guitar signed by the band.

Despite the attention paid to attracting
new listeners, Jacobson says that Avenged'’s
commitment to its core supporters “is con-
stantly manifesting.”

“When they won the best new artist [Video
Music Award in 2006], the first thing they did
was thank their old fans,” the manager says.
“They love those kids, and those kids still feel
superserved by the band.” Jacobson says fans
respond to the band’s “courageousness.”

“What I mean by that is they don’t sit there
and try to write a song for radio,” he says. “They
simply try to follow whatever’s interesting and
intriguing to them. The songs on the new
record are between five and nine minutes
long—their core fan base isn’t going to sit there

other three. Shadows singles
out the Beatles” “White Al-
bum” as an example of the
kind of concise artistic
sprawl the band was after.

“That was a huge influ-
ence,” he says. “Every track
has a different motif—dif-
ferent singers and different
instruments. It’s not dab-
bling in individual songs but
across an entire album.”

Band manager Larry
Jacobson says that his
client’s serving as its own
producer “wasn’t about
self-indulgence.”

From the label’s perspec-

Vickes Vicories

Avenged Sevenfold went from being an under-
ground metal band to topping “TRL"” thanks
largely to the success of the act’s video for “Bat
Country.” Here are four lessons learned about how
to best-leverage video as a key component of a
marketing plan.

1 Get in where you fit in. Warner Bros. marketing
VP Liz Lewis says MTV’s credit squeezes pro-
vide great exposure for artists whose videos might
not get huge play on the video channel. “It’s almost
as if we’re getting a 30-second advertisement dur-
ing some of MTV’s highest-rated hours,” Lewis says.

2 Don’t fear the Web. A quick clip of an artist’s
video on MTV drives viewers to mtv.com,
Lewis says, where music fans “usually end up see-

Court the old folks. Lewis calls VH1's You
' Oughta Know campaign a useful tool in break-
ing new artists. “They’ve done a good job of pick-
ing artists that are new to their audience but that
they know their audience will respond to,” she says.

4Think big. Lewis calls the high-energy “Bat
Country” clip “one of those videosyou can
watch over and over.” Her only concern when it
came to producing a video for Avenged’s cur-
rent single, “Almost Easy,” was that the band “cre-
ate another epic visual. We were like, ‘Let’s make

tive, “this is your worst
nightmare,” says Jacobson,

ing more than just the video.”

astatement.”

—-MwW

who prior to forming World
Audience Media Group headed the now-de-
funct Giant Records. “Here’s a band ready to
step up to that nextlevel on a big fourth-quar-
ter record, and they want to produce them-
selves?” he says with a laugh. “But because
the band was open-minded” and took meet-
ings with producers, “Warner Bros. turned
around and said, ‘You know what? They've
been honest—we’re going to let therr do it.’

Avenged, Ramos says, “seeing how a record’s
made.” On Oct. 20 the band is scheduled to play
a free show at Los Angeles’ Key Club, footage
from which will figure heavily into the label’s
new-media plan. And “Avenged Sevenfold” will
hit stores in two separate configurations: the
standard release and a CD+MVI package that
will retail for an additional dollar.
“It’s not your standard B-roll from the stu-
dio,” Ramos says. “There’s
an animated piece, an
in-depth making-
the-album feature
and tons of other
stuff. The band
spent months
working on it.”

[ ——=
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A current con-
test rewards cus-
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and think the band knuckled to major-label de-
mands. Ifyou're going to be a major-label pussy,
you're not going to deliver a record like this,
and the fans know that.”

Even if the act doesn’t write songs for radio,
radio’s support of the band is growing. The sin-
gle “Almost Easy” is No. 13 this week on R&R’s
Active Rock chart and No. 24 on Billboard’s
Modern Rock tally.

Active rock WIYY Baltimore PD Dave Hill
says there’s no reason not to expect “Avenged
Sevenfold” to increase the band’s audience.
“These guys write great songs,” Hill says. “If
you look past the metal exterior of the band—
their influences and the way they dress—the
music has a pop tinge. The singer doesn’t
bark; he sings. And the songs have hooks—
sometimes they have two. That’s what rock
radio looks for.”
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How A Multimillion Mobile Sales Made T-Pain A Superstar

BY ANTONY BRUNO | PHOTOGRAPHS BY BEN CLARK

Enter most any dance club and odds are you'll snon hear “Buy U a Drank (Shawr}J
Snappin’)” by R&B sensation T-Pain before the night is through.

But the hit single gets most of its spins as a 30-secoad clip.

“Buy U a Drank” is the best-selling mastertcne of 2007, according to Nielse
RingScan, moving more than 2.3 million units year t> date. That figure nezrly dou
bles the very respectable 1.5 milli>a digital dowr lozds the same track has so.d, acJ
cordingto Nielsen SoundScan, and completely dwerfs the 686,000 CDs that the a]‘Jum’
it supports—“Epiphany”—has mcwed since its des 1~ lune 23. {

For the Jive Records artist, this is a familiar stoty His first album, “Rappa Ternt
Sanga,” sold 597,000 copies on the zt-ength of the i~ single “I'm N Luv (Wit a Strip-
per).” According to the labe, the sn1g sold more than 5 million ringtones, 4 mi_lion|
of them in less than five months—rr aking it the fast=ct-selling ringtone in Sony B MGI
history and earning it a 2006 BMI L r>an Music Award as ringtone of the year.

It’s something T-Pain himself carn’~ explain. ‘

“Idon’t concentrate on it,” he suve. “When I'm i th e studio, I don’t finish the song
and say, ‘That’s going to be a big ring-one.” I don’t kncw if a song is going to be a hit
orit’s goingto flop. I never know. I just do the music en

The Southern soulster does givz c-edit to ringbon=s—in addition to a clcse rela
tionship with hitmaker Aken—as & significant fax-cr behind his success. [n 2 Ma
Billboard interview, T-Pain said it was his ringtone sclzs that forced his label te sup
port his first album.

I ‘ OCTOBER 27, 2007 |

“I had peop e at Jive tell me they didn’t believe in my product and let me know that
they didn’t tos much care,” he said at the time. “But selling 6.7 million ringtones [ for
[“Stripper” and another single, “I’'m Sprung,” cambined] changed their minds.”
Since then. T-Pain has charted 12 singles on The Billboard Hot 100, five of which
were in the tep 10, and sophomore effort “Epiphany” debuted at No. 1 on The Bill-
board 200. Yet T-Pain was still surprised when _ightning struck twice with “Drank”
moving simi.ar ringtone sales.

“I didn’t kr ow any song could generate ringtone sales like that,” he says.
think the ringtone game could be so essential to the industry.”

T-Pain’s success in the mobile space is the result of a delicate balance of science
and opportur ity that involves an army of promotions, A&R, mobile marketing and
other executives at Jive Records and parent company Sony BMG, who help drive these
sales to their mpressive totals.
| Whether it s T-Pain or any artist in the label catalog, every element of a ringtone
|1's closely stud-ed—from which portion cf the song is used, to when it is released
ito wireless operators, to how many sulseqient remixes of the track are then cre-

“1 didn’t

lated to maintain sales momentum.

Making up 40% or more of major labels’ digital revenue, ringtones are far too “vi-
!ta]ly importart,” according to Jeff Dodes, senior VP of Jive Records’ digital business
junit, to simply _eave up to chance. Examining T-Pain’s record ringtone run illustrates
]exactly how it all breaks down.

www.billboard.biz
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When Jive executives first heard “Buy U a Drank,” they im-
mediately narrowed in on it as the key hit single off the
“Epiphany” album and from the very beginning decided on
a ringtone-centric campaign.

Labels tend to look at their artists as one of three types—
those that sell CDs, those that sell digital downloads and those
that sell ringtones.

“We kind of map out the artist,” Dodes says. “We create a
pie chartand [determine] where the artist fits and then move
our planningaccordingly . . . ahip-hop or urban artist is gen-
erally going to lean more mobile when you break it down, or
maybe mobile with physical, and digital will be the big gap.”

T-Pain is a ringtone artist. As well as “Stripper” did as a
ringtone, it sold less than 1 million digital downloads. Mean-
while, female pop artists like Britney Spears or Pink sell fewer
ringtones, but do very well with digital downloads. Country
acts skew lower in ringtones and downloads, but have the
best physical sales.

“Buy U a Drank” had all the elements of a hit ringtone.
First, the song has a catchy hook that Jive felt could do well
in various formats.

“When you get a track that hits urban, R&B and then goes
to pop, potentially, that's an explosive sales situation from a
ringtone standpoint,” Dodes says.

They also singled out the high-pitched sounds of T-Pain’s
signature electronic vocal effects as an important element of
what makes a song a successful ringtone (see story, page 31),
not to mention lyrics that phone-toting clubgoers could re-
late to. Ringtones are, after all, a personalization app.

The first version of the ringtone, highlighting the verse,
was released Feb. 6—four months in advance of the full
album’s street date.

“The timing is very important,” Dodes says. “I don’t know
thatyou can come too early with a ringtone, but you can come
too early with a digital track. With a ringtone, you need to
have it widely available at the peak of your exposure, but also
going into it as well.”

Dodes says the early ringtone release provides two strate-
gic pluses: It gives wireless operators time to incorporate the
ringtone into their systems and at the same time allows Jive
to monitor initial ringtone sales as a way of determining
whether the label identified the right single to push.

“Ringtone information on what’s going on is definitely
asked about among our promotions and sales department,”
Dodes says. “It’s definitely an indicator of what's happening
with a track.”

“Drank” then debuted on Billboard’s Hot R&B/Hip-Hop
Airplay chart Feb. 17 at No. 67, a few weeks after the ringtone
came out. The relationship between radio and ringtones is
critical, Dodes says. Ringtones are a way for fans to identify
themselves with something popular, similar to a concert T-
shirt. It's no accident that the most successful ringtones are
generally radio hits as well.

It’s the reason why few artists create songs only as ring-
tones, despite some early interest. Certainly an outtake or un-
used beat from a recording session could be included as an
exclusive ringtone for fans who buy the CD or as some other
sort of incentive, but Dodes says those unique ringtones will
never achieve the kind of sales that “Drank” or “Stripper” did.

Both radio and ringtones take time to build momentum,
and the trick to multimillion sales is to save the biggest
ringtone promotional push for when the single is doing
best on radio.

“It can take a while to get a ringtone out widely across all
carriers and platforms,” he says, “so we try to prepare the
track as early as possible. It can take several weeks or more
to go live on all decks while it's building on radio. So we need
to have it ready for when radio is peaking and all our market-
ing activities around the project are hitting.”

While it's possible to sell ringtones directly to fans via the
artist’s Web site or third-party partners, the majority of ring-
tones sold come through the mobile carrier. All but 3% of the
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T-PAIN says he’s

not the biggest
fan of life on the
road, but he's
‘99%’ confirmed
to appearon
Kanye West’s
tour next spring. ’

’])
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Rapper To Remain Ubiquitous Next Year

I
| |

T-Pain may sell more ringtones than full songs, but
he still dedicates his time to thinking about music,
| not formats.
“I do all my music the same way. | try not to concen-
trate too hard,” he says. “Wherever God takes me, |
| just let him take the wheel.”
| It appears the powers that be are steering T-Pain
and his label toward a very busy 2008: The rapper says
he will continue supporting his “Epiphany” album,
writing and producing for other artists, and deve op-
ing the acts signed to his label, Nappy Boy, which has
various major-label partners.
Of his Nappy Boy artists, he’s particularly exc ted
| about a group cailed Girlfriend—which he expects will

have asingle out early next year, via Nappy Boy/Atlantic.

Expect Nappy Boy to launch as a digital label early
in January. Two other label acts will be rapper Tay
Dizm, whose album will arrive in March, and T-Pain’s
original rap group, the Nappy Headz.

“Nappy Boy is T-Pain’s brand and umbrella label,”
manager Michael Blumstein says. “The label will be a
full-fledged indie label with PR, promo and everything
else a physical label has, but will never go physical.
You’ll never see any albums in retail stores.”

Meanwhile, T-Pain’s own work will be everywhere
in the coming months. On the branding side, he’s
working with eyewear maker Oakley to develop a
signature line of T-Pain “Oil Can” frames. Musically,
he’s produced at least four songs, Blumstein says,
on Usher’s spring album, including possible first
single “At the Time,” and is featured on upcoming
songs from Mariah Carey, Jennifer Hudson and Rick
Ross. He’s also co-producing Omarion’s next proj-
ect with Timbaland.

While the rapper obviously loves work, he’s less fond
of his time on the road. “l don’t really like tours,” he
says. “It’s too demanding. You got tour rules. You can’t
be you and they stop you from doing stuff and you
can’t do what you want to do onstage.” Still, Blum-
stein says T-Pain is “99%” confirmed for Kanye West’s
Glow in the Dark tour, which is slated to begin in late
February/March 2008. And, T-Pain plans to tour on
his own after releasing his next album, its title still to
be determined, in summer 2009.

Plans are even loosely being discussed for T-Pain to
eventually ditch physical releases entirely.

“Pain’s got to fulfill another three albums for Jive, say
five or six years,” Blumfield says. “But once he fulfills
that, he’ll release records through Nappy Boy Entertain-
ment. By then there’ll be no physical stores outside of
larger chains.” —Antony Bruno and Hillary Crosley

L - SIS

sales for “Drank” came through the carrier deck.

The most important factor to a best-selling ringtone is
featured placement on wireless operators’ ringtone men is.
Ringtones that have been available for months can sud-
denly spike as much as 75% once they reach the top of “he
carrier's “What’s Hot” section.

Securing that spot is a bit of a trick. First, labels have to
show that the song is indeed hot by pointing to early ringtcne
sales as well as radio airplay chart positioning. It also helps
to give the wireless operator an exclusive, either of the orig-
inal ringtone or an alternative version. Sometimes it’s part
of a broader deal between the label or artist and the operstor
in the case of a tour sponsorship or promotional campaizn.

Regardless, the goal is to secure the featured placemz=nt

‘DIALEDIN

for the ringtone at a time when it will generate the most sales.

“You want to time it so that if you're going to geta 75%
spike in sales, you're getting that off of a bigger base,”
Dodes says.

In April, Jive created four alternate versions of the ring-
tone—three of them available to all carriers and one as an
exclusive. A fifth alternate version was created in May,
also an exclusive.

Ringtone remixes are a common strategy to lengthen the
sales cycle for successful singles. The ringtone for “Stripper”
has five versions featuring collaborations with Mike Jones
and Paul Wall. “Drank” has six versions with help from Kanye
West and Yung Joc.

“It's a personalization product, so you need to give people

The top 10 best:=selling mastertones of the year (through the week ending
Oct. 7), according to Nielsen RingScan.

[ =7

TITLE ARTIST SALES

1. “Buy U A Drank (Shawty Snappin’)” ___T-Pain (Featuring Yung Joc) 2,259,000
2. “This Is Why I’'m Hot” Mims 2,081,000
| 3. “Party Like A Rockstar” S _ Shop Boyz - 1,705,000
4. “Don’t Matter” e Akon  1456,000
5. “Pop,Lock&Droplt” - _ Huey 1,382,000
6. “Beautiful Girls” - . seanKingston . 1,350,000
“A Bay Bay” o Hurricane Chris o 1,329,000

8. “Crank That (Soulja Boy)” SouljaBoy 1,256,000
9. “Im AFlirt” o R.Kelly Featuring T.L. & T-Pain 1,140,000
10. “Shawty” Plies (Featuring T-Pain) 1,067,000
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different versions of the song,” Dcdes says.

“Drank” peaked at No.1 on the Hot 10 in latz May after
more than two months on the cherts arc also rzached Mo
1on Hot 200 Airplay, Hot R&B/H: p-Hop Songs. Hot R& 3,
Hip-Hop Airplay and Rhythmic Tep 40

Since then, Jive released anothe-sing'e f-om “Epipha1,”
“Bartender,” which followed muca the zare pattern tasel]
more than 1 millicn ringtones. The labe: is working a thirc
“Church,” wkich appears on “Epiplar y” znd -he sound-
track to the movie “Step Up 2.” (T-Pain is >xecutive-
producing thet soundtrack.)

“Cer-ainly we'r= happy about wt at gees on with his mc
bile sales; it's a great part of his stary as a g -eat artist,” Cod=s
says. “He just has -he magic dust ~

Meanwhile T-Pain. suffering from a slight cold after a
recent photo shoot, is conducting ar. int=-1i2w or: one p1>n=
and screening calls on another. An incning call sets cff
the second phone. Theringtone? Not “S-ripper” or “Dran<”
or even his other ringtone hits “I'nc Sprang’” or “3artende=.”

t's “Tallahassee Love,” the opening trac< f-om “Epiphans.

"They make a person’s phcne mcre e<citing, |
guess,” he says when asked abzu: what ringtones mezn
to him. “You don’t want to hear tha- verizcn tome cll
day. They've defiaitely been a big inr portant part of mv
whole za-eer.”

Some artists remain conflictec about s> Iing heir songs
zs ringtores (see story, this page’, feel ng Jerheps thet the
30-seconc clips reduce their art -0 a techro giramick 3at
if T-Pain has any reservations being knowm as ¢ “ringtone
artist,” he certainly doesn’t show 1.

“As long as som2one wants to hezr myriasic,” hesavs, ‘I
don’t care if it's a r ngtone or the album ot whatever.” -

Ringtone sales have begunto flatten, but artists like T-Pain still
can move big numbers if given the right sat of circumstances.

While Jive SENIOR VP OF DIGITAL JE=F DODES says that
T-Pain “just has the magic dust” when it comes to ringtones,

5 LESSONS OF T-PAIN’S
RINGTONE SUCCESS

he also knows the artist’s success is no accider t. “We've got
a lot of experience in seeing what sells and ~#het works,”
Dodzs says, pointing to five must-have elements for a success-
ful ringtone campaign:

A CATCHY SONG
Ringtones are like
audio versions of a
concert T-shirt.
They let fans
proudly display the
songs or artists they
like. Therefore, the
song that it’s based
on needs to bz a hit.
“I'll be the first to
say, ‘Credit oLr A&R
guys and crecit our
promotion guys,’ ”
Dodes says.
“They’re finding
great artists who
are making great
records and getting
exposure for it. We
just do the rest.”

THE RIGHT HC'OK
As great as th=2song
may be, fans reed
to be able to Fear it
inacrowded room
forittoworkesa
ringtone. Typizally,
Eg‘5‘|Igher‘-pitche':l
notes work best.
This is one reason
why the theme
song to
“Halloween”
remains popuiar.
The synthesized
vocal effects that T-
Pain uses for many
of his songs fit this
requirement.

VAN HALEN

BILE.

T-Pain sells millions of ringtones per year. Classic

RELATABLE LYRICS
Madonnascored a
ringtone hit last year
with the song “Hung
Up,” which featured
the ling, “Ring, ring,
ring goes the tele-
phone,” primarily
because the words
fit the situation of an
incoming call. T-
Pain’s lyrics strike a
chord with the club-
going urban set who
relate to songs about
buying girls drinks
and (apparently)
falling for exotic
dancers. “If there’s
something in the 'yric
that the consumer
wants to say about

themselves, it helps,”

Dodes says.

acking

WORK WITH THE
OPERATORS
Foyéll the hay labels
liké'to make about
selling ringtones to
fans directly via the
artist’s Web site or
via marketing
partners like
Jamster, it’s still the
prime placement on
the wireless
operators’ “What’s
Hot” menu on the
phone that moves
sales. Dodes says
salas canincrease
75% with such
featured placement.
Only 3% of sales
from T-Pain’s “Buy U
a Drank” came from
outside the carrier
sales portal.

EXPOSURE
ifthe song’s not
getting decant radio
play, club spins or
video impressions, it
likely wen'tbe a big-
selling r ngsone.
That’s why sew
artists write music
solely tc beused as
ringtones. ‘“5f you
don’t know it and if
it’s not wha-
everybady in the
neighbcrhaod
knows, you™e not
really makir g that
statement,” Dodes
says. “Who™ going
to buy aT-shirt for a
band that nobody’s
heard of?”
—Aatoay Bruno

membkers sell their music digitally).

rockers like Jimi Hendrix, AC/DC, Bob Marley and
Led Zeppelir this year began selling their biggest
hits as ringtones for the first time eager to profit
from the ongoing trend.

Yet some artists still won’t join in the ringtone
games. Many don’t sell their music as digital singles
in any formas, either preferring to sell only by the
album (like Radiohead) or not participating in any
digital format (like the Beatles, altk oughindividual

Yet other acts that have no problem selling their music
as singles on iTunes still won't sell ringtones. Some are
waiting for exclusive deals with operators that include
large, upfront payments. Others feel selling their music
as 30-second clips devalues it.

Apart ‘rom the odd ringtone here and the-e, acts with
no or limited ringtones available include Van Hal2n, Dave
Matthews Band, Pink Floyd, Bruce Springsteen and Rage
Against the Machine. —-AB

OCTOBER 27,2007 | www.bil board.biz
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SPECIAL REPORT

CRACKING

THE CODE

i

ILLUSTRATION 3Y JUDE BUFFUM

Sprint, Scarbuy Team Up 1z Test
Latest Mobi'e Marketing Technology

BY DEEBIE GALANTE BLOCK

A fan Erowsing a music magazine spots zn ad fc- a fa-
worite hand The fan takes aut his cr 1er xcbi e phone
anc qu ckly clicks a photo o™ a bar coce that the ad ccn-
tains. The paon= downloads :he band's latest sirgls, cep-
tur2s wa.lpzaper graphics featuring the ban 1 and de ivers
details 97ta2 cc’s upcoming show in “owr.

This szenaric is just on= 2xample cf what's doesitle
wit1 newtechnclogy from glecbal company 3e¢znl uy This
mo-th, Sprint will be the frst U.S. carrierto widely test
Scanbuy’s 3carlife 2D bar code capture technolcgy on
several 27§ ¢ came-a-equipped phones

The t=zhrolozy advances =fforts o link tke physil
wodd with -he ¢ gizal worlc, using camera phones s the
bricge. And it p-omises to dramatically increase t-e a-
pab lity 97 miobil= phones tc provide informaionor zon-
merce cppcrtun ties.

A nurer of con panies zre active in the erea of what's
‘mown as q tick--esponse advertising using cell ohenes,
‘nclidirg Meok =d.a Technologies, Semaccce, Tagmore
aandMotat. varicus versions of the technology crealreacy
widely inuse in 4s a but not ‘et in tke Uni ed Statzss.

Scanbuy's Sczal fe Client Application allov.s camera-
equipped mobi e ptones to capture its 2D >a- Zodes that
link to Web sites of ering infcrmation cr purzhasing op-
portnites. The ScanLife Baraode Manageman: P atform
zllows marketers o create, marage and trazk the ba- czdes.

O~ course consuriers have bong been famil ar wit™ tre-
ditional bzr -adez. £ checkoatscanner r=azs thos= codes
from sice tc side, translating the th:ckness znc place-
men: of their linss into a numzaric coge hat zomes up as
a prize at the chekout counter.

Tte Szzn _ife 2D bar code, with its mor= geom=tri:
shapa=s, ca1 be rezd mot only sice to sid= but :ppanc down
1210 ds merzinfr rmation than traditional ccces anc can
be read by the lirrited optics of today’s carzera plones.

Sprint and Scar bry have bzen working icgether on thiz
project for tae last ~hree years, but only in tha pas- 18
months havethe Fardware ardsoftware teczrologv ccme
togetaer tomrzke z broad test pessible, aczording te Stan
buy CEO Jermathaa Eulkeley.

Althouga 3Sprirt is the first U.S. carr er ta t2st Szan-
b-y’s sys—em widely both ccrrpanies ackroaledge that
morecarriers nee 1 to offer a common -echnadogy “ot1 bat
coding to ke 1 sLcess.

Js ng ike technology, sevaral types o~ auscmatec ac-
t.-ties are dcssibl2. For examp e, users coald aczess spe-
cifc ‘deep linxs” on a Web site or on M¥52ace Or they
cculd scan a -ode associated with an event and szve in-
formetior: about tae 2vent or taeir phene’s calencar. In
practce, the “echrolagy is stra-ghtforwa-d:

contingsexd ¢n >>236
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Get free wallpaper from
Colbie Caillat. Here’s how:

To scan the codes in this issue of Billboard

Magazine, you will need a Sprint phone with
a camera and a data connection*

Text ‘scan’ to 70734 or go to
www.getscanlife.com on your
mobile device.

Download the free trial application.

It takes only a minute.

Launch the application on your
phone, scan any code, and see
what happens!

Each 2-dimen- : . -
sional code, i
or 2D code m1
contains specific I‘
information. a B ——

Pilot sponsored by:
Sprint -
& SCANLIFE

For technical assistance visit
www.scanlife.com/help

*Standard data rates may apply.
Available on select Sprint camera phones.
This technology is available through a pilot program.

what’s in the code?

Curious? Scan these codes to find out more about each of these
hot Universal artists including the option to buy complete music
tracks, ring tones, and call tones.

Ue 4 10

PANDORA
fly Fovorites Rodio

Honky Tonk Europe
24 $ongs to Ornve.
21 Beer Doun Th

SAMSUNG

(—>
A

~ ]
-

Sugarland’s platinum album
Enjoy The Ride includes their
new hit song "Stay” and
previous chart toppers

“*Want To” and “Settlin’”.

PANDORA

Available on select Sprint Power Vision phones.
Scan here for a free

S &

" ;'|
LY

trial of Pandora’ - .
e

Personalized, - L]
streaming audio.

T Standard data rates may apply.
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why use codes?

Codes are quick, easy, and relevant to what’s hot today. They
link pasters, print ads and even CD’s to new media content.

NICOLE

. " SCHERZINGER
Codes automatically activate a number of features on your ]
phone saving you time and effcrt. Navigating from one place to thi::ﬁrgg IL.‘lke
the next has never been easier.
<
franeutni]
ADYISORY

E s BB Her Name Is Nicole, the

I ] solo debut from PCD’s

.'1 Nicole Scherzinger, hits

.. stores on November
‘ 20th. Singles “Bapy

. ” [ b
e —— Lov? and Whétewer
U Like” are available
on Sprint now.

| | | Get clessic hits like “Sweet
ol i

A 3 Child 'O Mine,” "“Welcome To

‘ » ﬁ The Jungle” and “Paradise City”

i “.. available now from the
multi-platinum Guns ‘N Roses

u i album, Appetite For Destruction.

Hear hits from the new
album, Songs About Girls,
from will.i.am of the Black
Eyed Peas. Including “I Got
It From My Mama” and
“One More Chance”.

Check out Billboard's
most recant Top 10 list.

Just scan the code.

© 2007 Sprint Nextel. All rights reserved. Sprin., the logo and othertrademarks are traderarks of Sprint Nextel.
Feature availability varies by phcnev network. Nationwide Sprint PCS Network reaches over 262 million people.
Coverage not available everywhere-see sprint.corn/coverags for details.

© 2007 Scanbuy, Inc. All rights reserved. The Scanlife logo is a trademark of Scanbuy, Inc.

www americanradiohistorvy com
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from >>p33

# A userscansa 2D code in anad or on a product using a Sprint
camera phone.

M The phone then connects to the ScanLife server.

¥ [nstructions are returned back to the phone.

# The phone implements the server’s instructions, and the ac-
tions are completed.

For companies that want to publish a code, the process
is just as simple. In the most common case, an advertiser
identifies a Web site to which it wants to direct consumers,
copies its URL into the Scanbuy Web application and a bar
code is generated. The advertiser than incorporates the
code’s image into its ads or onto its products.

The business model is expected to follow the scenario of
advertisers likely paying for the service while consumers
scan the bar codes for free. However, cell phone users will
pay normal data and text messaging rates that result from
scanning a code.

Scanbuy has deployed its technology with various part-
ners around the world. But no single global standard for
quick-response advertising systems exists.

“Imagine how much more powerful it would be for a
record label to communicate wirelessly with listeners from
all carrier networks, rather than communicate only with
the customers of one carrier network,” Sprint emerging
products manager Serge Bushman says.

“Ifthe code just works for Sprint, will content providers
even buy codes? Not likely, because they will only be reach-
inga portion of cell phone users. We have to figure out how
to create a mass market, a shared approach for this shared
opportunity,” Bushman says.

Bulkeley agrees, adding that no advertiser will put three
codes in its ads, each one aiming at one-third of the popu-
lation using different mobile carriers.

“That scenario is what the U.S. is trying to avoid,” he
says. “While companies don’t usually cooperate with each
other, they need to work together this time.”

In Europe, multiple standards are springing up, with
various technologies associated with different brands. Mo-
bile carriers know that will prevent consumers from devel-
oping the scanning habit. Users need to be confident that
codes will work regardless of their choice of carrier.

But are consumers clamoring for this technology?
Awareness is key, Sprint director of wireless data Alana
Muller says.

“It'suptous,aswell as our partners
in this space, to tell customers about
the product,” she says. “We’ll tell them
through our handsets. We will tell them
through the type of messaging that we
doon the handset, including text-based
messaging and banner ads that we put
out ourselves.

“Education may include direct mail
to our customer base as well as e-mails,”
she adds. “Of course, on our Web site,
we will educate people about the capa-
bilities of the device as well.”

The potential of the new technology
is clearin Japan. Ina survey that it com-
missioned, Sprint found that 75% of
Japanese wireless users are aware of
the 2D bar code scanning. Among all
mobile phone users, 50% have used the codes. About 44%
scanned codes in the three months preceding the survey.

And of those who used the technology in that period,
20% have scanned codes at least a few times, on average,
per week. Of those surveyed, 42% said that they use the fea-
ture more than they did a year ago.

“Perhaps what is most interesting,” Sprint’s Bushman
says, is that “the technology has a promise of working for
everyone, nol just the younger demographic. Over the past
year, use by people 55 years and over has grown more rap-
idly than it has among younger users.”

Nearly 50% of mobile phones today are equipped with
cameras, Muller adds. “This is the first time we would be
offering a service that gives another compelling reason to
utilize that feature.

“In addition to taking pictures and having the ability to
send them right on the spot, the camera now serves as a
multifunction tool,” she says. “They are being used almost
in a search capacity.”

Sprint and Scanbuy are encouraged by the potential of
its 2D bar code technology, and company officials hope the
market for the application will grow.

But the future of any technology is hard to predict. Muller
emphusizes that Sprint is offering the 2D bar code capture
technology as “a trial, not a commitment, and it is only one
potential feature among many” that Sprint is exploring. «--

scan the 2D bar
codes to retrieve
information and
purchasing links.

SCANNING THE GLOBE

Scanbuy’s ScanL ife 2D bar code scanning technology, which
Sprintis now testing on selected mobile phones in the United
States, already has been adopted by consumers around the
globe. Here are examples, highlighted by Scanbuy.

B In the Philippines, Mobitms has partnered with Scan-
buy to provide a suite of services that

allow consumers to access the Web, E
surf for content or buy products via
their mobile phones with the click of
their cameras.

W In Brazil, Evermobile has partnered with
Scanbuy to provide mobile carriers and
media companies with a bar code plat-
form on GSM/EDGE and CDMA networks.
B In Mexico, Cineticket De Cinepolis is
using a mobile commerce solution de- |I||I" ""I
signed by Codilink for its mobile ticket- INILI
ing services. Consumers can download

bar code images that are redeemable in theaters.

M In France, Regie Autonome Transports Parisiens, a major
public transportation company in Paris, is working with
Scanbuy to give commuters easy access to transporta-
tion and tourism information.

B in the United States, the U.S. Air Force and global mar-
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keting agency IPSH has teamed up with Scanbuy for its Do
Something Amazing tour, which makes stops at sporting
events around the country. Once inside the event, con-
sumers can use their camera phone to scan bar codes and
download videos about Air Force careers.
B In Spain, Telefonica Moviles Espana
selected Scanbuy to design and build
an access-to-content platform so that
subscribers can receive bar codes that
can be redeemed to gain entrance to a
venue or event.
B Inthe United Kingdom, 2nd Dimension
is promoting a coupon and subscription
solution forthe U.K. newspaper industry.
The system will send consumers bar code
|||||l||||| | vouchers and coupons that can be re-
anrsl deemed with their mobile phones via
thousands of small news kiosks.

B In Spain and the United Kingdom, Codilink S.L. devel-
oped a mobile coupon delivery and ticketing solution
using Scanbuy technology. Retail outlets, restaurants
and marketers can create and manage coupon and ticket
distribution and redemption systems.

—Debbie Galante Block

Mobile phones will

Scanbuy’s 2D Bar Codes
Offer Multiple Options

Beyond the information and marketing applications
already in use around the world, Scanbuy’s 2D bar
code capture technology has multiple possibilities.

“If you look at the trends the last couple of years,
it’s no longer about ‘reach,’ it’s about engagement,
getting people to pay attention to your brand,” says
Ed McLoughlin, managing partner/media director at
Mindshare Interaction, a media-buying company.

“This is the one technigue that can make print
advertisements somewhat engaging,” he adds.
“Companies that we work with in the pharmaceuti-
cal and packaging industries are interested in doing
tests” for fourth-quarter roliout.

As Sprint launches its test of the technology
this month, officials from the mobile carrier and
Scanbuy offer examples of the potential of bar
code scanning.

& An attendee at a trade convention could scan bar
codes on business cards to enter contact informa-
tion directly into his or her phone.
# A musician might wear a T-shirt displaying a bar
code. A fan taking the musician’s picture would be
guided to the musician’s MySpace page.
% A traveler could consult a guide imbedded with
bar codes. When they reach a point of interest, they
can scan the code with a phone for information
about his or her location.
B A consumer shopping for a major purchase, such
as an appliance or high-definition TV set, could scan
abar code andreceive a product review right in the
store.
# An airline traveler rushing to the airport could
scan a bar code in an airline itinerary and get up-
dated flight information
# A news consumer could scan bar codes in a news-
paper and get updates on the printed news story
or links to information about an event.

—Debbie Galante Block

ILLUSTRATION JUDE BUFFUM:; PHOTOGRAPH COURTESY SCANBUY
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This is just the beginning. What's coming in 2008 will change the
landscape of many industries. More phones, more content, more everything

's a little code but it’s a very big world

Interested in hearing more? Visit or just scan the code abov

WWW americanradiohistorv.com
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Perry Bashkoff

VP of digital sales and marketing, Warner
Music Group

Perry Bashkoff is everywhere in the mobile
market. He manages all of Warner Music
Group’s day-to-day sales and marketing ef-
forts, works closely with the company’s dig-
ital strategy group and even plays a sales
execution and account management role for
the company’s WEA distribution arm.

Bashkoff is directly involved with all of WMG’s artist ex-
clusives with wireless operators, overseeing production and
delivery of mobile music as well as mobile games.

That’s a lot of work for a company known as being on the
cutting edge of mobile music. For instance, Bashkoff was the
key figure behind the mobile campaign for T.1.s 2006 release
of “King” with partner Sprint. He also created and imple-
mented the Songs You Know initiative that highlights cata-
log tracks in an effort to extend the Long Tail to mobile.

He reports to Larry Mattera, senior VP of digital sales and
marketing, and is based in New York.

Lauren Berkowitz

Senior VP of digital, EMI Music North America

As senior VP of digital for EMI, Lauren
Berkowitz is particularly well-connected in
the mobile community. Along with Jay
Pomeroy, VP of digital sales for EMI Music
Marketing, Berkowitz builds and maintains
all of EMI’s mobile industry relationships.

She is a major fixture in promoting
EMI’s groundbreaking digital rights management-free
music strategy to digital services of all stripes, which
may soon include mobile operators. EMI is also conduct-
ing atrial of ad-supported mobile music services, which
could similarly shake up the mobile business model if
widely applied.

Berkowitz has a solid background in digital music licens-
ing, formerly holding the role of VP of global digital busi-
ness with Sony ATV Music Publishing. Before that she was
responsible for Sony BMG’s European digital business de-
velopment, where she dealt with such progressive European
operators as Vodafone.

Based in New York, Berkowitz reports to head of EMI
Music North America Roger Ames and global head of digi-
tal Barney Wragg.

Mark Collins

VP of consumer data, AT&T Mobility
AT&T Mobility has one of the more unique
mobile music strategies among U.S. wire-
less operators. Rather than offering its own
branded music download store, AT&T is
partners with such existing music services
as eMusic, Yahoo and Napster.
- eMusic is the first of these services to es-
tablish an over-the-air service on AT&T phones, which allows
users to manage their accounts and transfer songs via a con-
nection to their PC.

AT&T also is the exclusive provider of Apple’s iPhone.

Managing all these efforts is Mark Collins, who assumed
the role of overseeing all of AT&T’s consumer content offer-
ings following the departure of Jim Ryan. He holds all profit
and loss responsibility for the operator’s entire consumer
content portfolio.

“We want to wirelessly enable existing consumer
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relationships,” he says.
In the next year, expect wireless access to Napster and
Yahoo Music as well.

John Harrobin

VP of digital media, Verizon

Few wireless operators have placed their bets
on mobile music as heavily as Verizon Wire-
less. While it may not have been first out of
the gate with an over-the-air music down-
load service, it’s certainly made the most
noise about it since.

Holding the bullhorn is John Harrobin.
He's the key dealmaker and most visual cheerleader behind
all Verizon music initiatives. They include an exclusive dig-
ital licensing agreement with classic rock band AC/DC, an-
other exclusive with Prince that promoted his new album
before he even signed a label deal and a free Fergie concert
accessible only by tickets sent to Verizon phones.

There’s more. The company has the first Song ID service
that allows users to immediately buy a ringtone or a song
when they get their results from an artist search. Verizon
also is the exclusive wireless provider for the newly merged
Rhapsody and MTV Urge subscription download service. De-
tails remain slim on how that partnership will evolve, but ex-
pect Harrobin to have a guiding hand.

John Burris

VP of wireless data, Sprint

' Sprinthas the first over-the-air, full-song music
store in the United States. It the two years that
it has been available, more than 17 million
songs have been downloaded from the serv-
ice. The company also recently dropped the
price of each song from $2.50 to 99 cents,
matching the online pricing scheme.

John Burris oversees these and other efforts at Sprint as
VP of wireless data. Any content transmitted over Sprint net-
works is very much in his oversight.

Additional music-related efforts include streaming radio
feeds from Sirius Satellite Radio, Rhapsody and mSpot, among
others. Sprint was also a pioneer in the video ringer category.

And most recently the operator embarked on an unprece-
dented partnership with Latin superstar Juanes, producing
behind-the-scenes video of the artist and winning the exclu-
sive mobile rights to his new album.

Sprint this month also conducted the first U.S. test of
Scanbuy’s 2D bar code-capture technology on several key
camera phones, allowing users to more easily access Web
information and buying opportunities. As Sprint ramps
up its mobile broadband efforts, expect even bigger initia-
tives down the line.

Rob Lewis
CEO, Omnifone
While online music subscription services
have struggled for an audience, many be-
lieve the mobile extension of the model will
prove more successful. Rob Lewis, co-
founder/CEO of startup European firm Om-
nifone, is one such believer.
Y To be sure, he has grand plans: compete
with Apple for dominance in the mobile music market. With
the iPhone becoming available on European shores, the com-
pany will have its work cut out for it.

Omnifone’s concept is simple: provide an all-you-can-eat,

Wwww.americanradiohistorv.com

over-the-air, full-song music download subscription service
that is interoperable with most mobile phones. The result-
ing service, MusicStation, has already beaten the iPhone to
the European market. The company succeeded in embed-
ding the service in a large number of music-capable phones
across Europe, and is now convincing wireless operators
there to turn it on.

First out of the gate was Sweden’s Telenor, then Vodafone,
in the United Kingdom and South Africa.

In announcing the South Africa rollout last month, Lewis
described the logic of the Omnifone concept: “The only dig-
ital device virtually all South Africans use every day is a mo-
bile phone.”

Look for additional agreements in the year ahead, but there
are no plans to bring it to the United States.

Anssi Vanjoki

Executive VP/GM of multimedia, Nokia

Few mobile phone manufacturers have stuck
their flag in the entertainment ground as
boldly as Nokia.

The company is attempting a massive
transition from a simple provider of devices
to a full-fledged Web services company,

< building on its dominant 40% global mar-
ket share for mobile phones. Just this summer, the company
went live with its Ovi service, which among other things in-
cludes a mobile music download service designed to com-
pete with iTunes.

At the heart of these efforts is executive VP/GM of multi-
media Anssi Vanjoki. He is the driving force behind the pop-
ular N-series entertainment phones, as well as Nokia’s drive
to converge mobility with the Internet.

Add in Nokia’s N-Gage initiative to merge mobile games
with computer games, an in-development mobile social net-
working campaign and the inclusion of place-shifting tech-
nology from Sling Media, and it's clear Nokia is not all that
concerned about the iPhone.

Makoto Takahashi

VP/GM, contents and media division, KDDI

As much as the musicindustry has it hopes
pinned on mobile music downloads, few
such services have made a real impact. Ex-
cept for Japan’s KDDI.

The operator’s chaku-uta full service, one
of the first full-song music download serv-
ices in the world, sold 1 million songs in less
than two months, and shows no sign of slowing. Since KDDI
launched the chaku-uta full service in 2004, users have down-
loaded more than 100 million songs.

The wireless operator has since signed music content
bundling deals with major labels. Nokia also has part-
nered with Gracenote for song recognition services and
launched an MTV-branded mobile entertainment social
networking service.

Behind it all is Makoto Takahashi, VP/GM of KDDI's con-
tents and media division. He is responsible for all of KDDI’s
efforts to merge the mobile space with what is traditionally
considered PC/Internet content.

And it’s working. KDDI now overshadows its once-
dominant competitor—NTT DoCoMo, which introduced
the world to the mobile Internet through its popular
imode service.

Next up is a mobile e-mail partnership with Google’s Gmail
service, as well as a U.S. service launch with domestic part-
ner Sprint. aes
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JAVIEN.COM/BB

LEVERAGE YOUR BRAND
- 8 LEVERAGE OUR TECHNOLOGY

L o < por el

Javien Drives Commerce Convergence

When ycu choose the righ- marketirg partners you keverage your brend for suc:zess.

The same holds truz when zhcosirg your commerce technology partner. Choosing Javien means you leverage the 'eacing

platform that crives commerce for online and mobile sales of digital rusic anc nerchandize.
Javien. The commerce platform for the music industry.
www.javien.com/bb

US toll-free 866-383-4586
+1 703-286-0777

JAVIEN

DIGITAL PAYMENT SQOLUTIONS

Stop by Javien’s booth at Billboard
ME Live on October 22, 2007
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_EXPERIENCE THE BUZZ

While Industrywide £ hallenges Have Affected
The Australian Market in 2007, Digital Growth
And Domestic Talent Fuel Opt:misnr

BY CHRISTIE ELIEZER

Rising digital sales and support for domestic acts have
Australian executives predicting growth through 2008.

The value of the Australian market shrunk by 13.64%
in the six months ending in June, to $185.% million Aus-
tralian wholesale ($159 million), according to figurass re-
leased by the Australian Reccrding Industry Assn. (ARIA).

Unofficial figures from July to September show a fur-
ther 10% drop in physical sales, while digital sales rose
50%. But as the Australian music industry prepares for
the annual ARIA Awards Oct. 28 in Sydney, tlhie mood is
optimistic for several reasons.

Broadband usage is widening, and consumers have
less resistance to paying for downloads. Digitaisales now
account for 9.5% of business, up from 5.5% in early 2006.
In the first half of this year, single-track downloads rose
61.6% to 7.9 million unirs, a 63.73% rise in value to $8.3
million Australian (7.1 miliion). Album downloads
jumped 150% to 383.245 units, while physical albums
fell 13% to 17.6 million.

Through 2007, major and independent labelshave been
a hive of structural changes, as they forged new partner-
ships with the technology sector, actively suzrveved cus-
tomer profiles and tapped new-media executives to
consolidate their digital directien.

When such acts as the Sick Puppies. Old Man River and
Operator Please can find international deals viz expasure
on the Web, the future seems bright.

“This incredible change is creating opportunities for us
to diversify and innovate,” says Sony BMG Music Enter-
tainment Australia chairman/CEQO Denis Handlin, who
is also chairman of ARIA. “We are in a very exciting pe-
riod of innovation.”

This year, Sony BMC developed new brand alliancesand

promotion platforms. lts new Headlock Media developed....Watters says.

Modular/Umiversal Australia act
WOLFMOTHER had a self-titled
release that was one of the three
top-selling Aussie albums of 2006.

such shows as the weekly “Music Jungle” and its “Live and
Intimate” series on broadcast TV; two new weekly shows
launch in November. Next year, Sony BMG pushes into
artist management, touring and live events, and Internet
and mobile phone episodes and programs.

Universal Music Australia managing director George
Ash is equally upbeat. “We have great people in retail, radio,
management, publishersand labels that are making things
happen,” he says. Universal this month launched a new
consumer Web site, Get Music, which combines music,
social commurity and e-commerce features. Last month
it rebranded the Island and Mercury imprints as homes
for local signings. Ash aims to raise his Australian quota
of business from 15%-20% to 50% in three years.

It is a strategy that Warner Music Australia adopted in
early 2006 to great success. [t relaunched the iconic Mush-
room label for domestic signings and drove success for
such acts as Eskimo Joe, the Veronicas, Thirsty Merc and
Evermore. The A&R and marketing focus saw the domes-
tic roster rise from 18% to 34% of total sales. Warner pres-
ident Ed St. John this year ramped up the company’s digital
sales and production teams, and launched aggressive strate-
gies to build content and new partnerships, as well as re-
design its marketing approach.

St. John says, “We dismantled our digital departmentand
dispersed digital roles throughout our organization; in
essence, we wanted to create an environment in which every-
one would be responsible for the digital agenda.”

EMI Music Australia also restructured to embed digital
intoitssales, marketing and promotions, and increased its
online marketing from 3% to 15% two years ago. “We've
had a cracking year in terms of sales and profit,” chairman
john O’Donnell says. “Our [sales] from Australian acts rose
to 40%-45%, compared to 24% in 2006.

The independent sector now accounts for 25% of the
local music market, according to the Australian Indepen-
dent Record Labels Assn. {AIR). “The fact that 70% of the
artists nominated for this year’'s ARIA Awards were on
indie labels speaks volumes,” AIR chief executive Stuart
continued ¢n >>p46
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POPULATION: 20,434,176

CAPITAL: Canberra (population: 332,789)
OFFICIAL LANGUAGE: English
BROADBAND USERS PER 100 PEOPLE: 26
CELL PHONE OWNERS PER 100 PEOPLE: 8

MUSIC FACTS

TOTAL PHYSICAL SALES FOR 2006:
59.4 million units

TOTAL PHYSICAL SALES REVENUE FOR
2006:

tralian wholesale

3.2 miltion)
MARKET SHARE IN 2006 FOR
INTERNATIONAL REPERTOIRE: 73.8
MARKET SHARE IN 2006 FOR DOMESTIC
REPERTOIRE: 26.2%

MARKET SHARE IN 2006 FOR CLASSICAL
REPERTOIRE: 4.5%

TOP THREE BEST-SELLING
AUSTRALIAN ALBUMS OF 2006:

il “REACH OUT: THE MOTOWN RECORD,”
{uman Nature (columbia/SBh'E.‘

F “WOLFMOTHER,” Wolfmother

(Modular/Universal Music Australia)
H “THE WINNER’S JOURNEY,” Damien Leith
(Sony BMG Music Entertainment)

TOP THREE BEST-SELLING
INTERNATIONAL ALBUMS OF 2006:
il “BACK TO BEDLAM,” James Blunt

(Atlantic/Warner)

H “I’'M NOT DEAD,” Pink (Sony BMG Music

K “STADIUM ARCADIUM,” Red Hot Chi
eppers (Warner Music)

MEDIA FACTS

LEADING RADIOOUTLETS Triple J (alt

AUSTEREO’S TRIPLE M (conterng

and 2Day (AC) networks, combin
listenership of 6 million per week

KEY MUSIC PUBLICATIONS The Music
Network, music industry and radio weekly

1,000 readers), Rolllng Stone Australia
34,000); J-Mag (40,(

RETAIL FACTS

KEY BRICK-AND-MORTAR
RETAILERS

SPECIALISTS: Sanity Entertainrnen t, HMV

DEPARTMENT STORES: | r,David Jone

mart. W . 1

I, WOoOoIwortns

KEY LEGITIMATE ONLINE RETAILERS

Australia, DestraMusic.com, ity.com

rinemsn Music, Telstra BigPond, MuleMusic,
Chaosmusic.com, Soundbuzz, Musicplug.nef

ADT o o N
MpPS.com.au, Creativemu
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Independent companies widened opera-
tions. Mushroom Group, which pioneered
the concept of multiple divisions in the 1970s,
added videogames and book publishing.

Chairman Michael Gudinski says, “With
acts having more control over their careers,
it gives them a stronger chance abroad. New
technology won't necessarily mean our acts
like Josh Pyke, the Hot Lies and Lowrider will
automatically break overseas. But there are
more opportunities.

Shock Records moved into touring and mer-
chandising. Next year it will announce an act
management partnership. “Our definition of
success is not chart places but the deals we
have with our artists,” CEO Marcus Seal says.

Another indie, Inertia, which began strictly
as a distributor, moved into touring, promo-
tion and publicity.

The future income from the Australian dig-
ital world will be from cell phone music. The
trend will start at Christmas when customers
updating their phones will opt to switch to
the third-generation network.

Paul Buchanan, GM of digital download
service Soundbuzz, predicts sales will rise
15%-20% this Christmas, with a further 10%
rise through 2008. Handset manufacturers
will sell music, videos and ringtones directly
to consumers. “We're expecting digital con-
sumption to overtake physical sales in three
years,” Buchanan says.

In-store kiosks will play a larger role and in-
corporate more services. The Sanity chain will
expand kiosks to 37 of its 200 stores nation-
ally. The digital music service Destra will launch
kiosks “through a major retailer,” Destra CEO
Domenic Carosa says.

There has also been record growth in pub-
lishing. The Australasian Performing Right
Assn. (APRA) and the Australasian Mechan-
ical Copyright Owners Society announced
thismontha 12.8% rise to $189.7 million Aus-
tralian ($162.2 million) in sales.

AMCOS’ digital delivery royalties, exclud-
ing settlement recoveries, increased by 179%
to $2.7 million Australian ($2.3 million), and
mobile ringtone revenue is up 35% to $6.8
million Australian ($5.8 million).

APRA chief executive Brett Cottle expects
the society’s digital revenue to double next
year, “but I think ringtones, which made up
much of the digital delivery royalties, have
peaked,” he says. APRA’s online and mobile
revenue grew by 134%, to $2.9 million Aus-
tralian ($2.4 million).

Strong support for domestic acts contin-
ues unabated. Albums by Silverchair (Eleven
A Music/EMI), Missy Higgins (Eleven A
Music/EMI), Damien Leith (Sony BMG), Pow-
derfinger (Universal) and the John Butler Trio
{Jarrah/MGM) sold at a faster pace than in-
ternational superstar releases.

Such acts as Katie Noonan (Mushroom/
Warner), the Waifs (Jarrah/MGM), Angus &
Julia Stone (EMI) and Grinspoon (Universal)
also sold strongly in 2007.

“Many of the Australian content is much
better than what we’re getting from overseas,”
according to Greg Milne, CEO of Brazin,
which operates the Sanity, HMV and Virgin
music retail brands.

Through 2008, among the major issues
that the Australian biz has to face are mul-
titiered pricing for digital tracks and pres-
suring Internet service providers to take
responsibility for illegal transactions on
their networks.
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Australia’s Acts To Watch Are Casting Spells At Home And Abroad

SNEAKY SOUND SYSTEM

In September, Sydney dance trio Sneaky Sound
System was midway through its first European
dates when the band heard it had received the
leading six nominations for the Australia Record-
ing Industry Assn. Awards. Fronted by sassy
singer Connie Mitchell (Kanye West asked her
to guest on a track), the band’s relentless tour-
ing saw its self-titled debut album (Whack
Recordings) cross over to sell 100,000 units. (Plat-
inum in Australia is 70,000 units.) An appear-
ance on the Live Earth telecast in July sparked
U.S.label interest. While negotiating label deals,
the act released “Pictures” in the United King-
dom through Pinnacle, and will visit the United
States in January. “You need to see them live to
get what they’re about,” manager Amber Zada
of Bacon Fat Mamma Management says.

OLD MAN RIVER

Israel-born and Sydney-raised Ohad Rein, aka
Old Man River, returned from a walkabout
around the world and threw himself into writ-
ing songs about his experiences. His debut
albuin, “Good Morning” (Red/Sony BMG), had
an infectious quality that helped it gain airplay
on the national Triple J radio network. The track
“Sunshine” was used as the theime to Seven Net-
work’s “Sunrise” show. “La,” written during
OMR’s weekly music workshops with disadvan-
taged kids, was used in promos on Seven’s travel
show “The Great Outdoors.” Red’s Italian sub-
sidiary heard the song on Sony BMG’s Web site
and turned it into a chart hit. “That was of major
assistance in setting up the record for the rest
of the European Union,” Sony BMG chair-
man/CEO Denis Handlin says.

GABRIELLA

Sixteen-year-old Gabriella’s debut single, due
early next year through Warner Music Aus-
tralia, is hotly anticipated at radio and retail.
At the age of 12, she signed a development
deal with Warner A&R president Michael
Parisi and a publishing deal with Mushroom
Music. Her debut album, “Lessons to Be
Learned,” was recorded in the United King-
dom during school vacations with producer
Brian Higgins. Earlier this year, she relocated
to London to play clubs and set up for the
album’s U.K. release through Island and its
U.S. debut through Mercury. Parisi’s strategy
istouse TV appearances: “When people hear
that old soul-rock voice coming out of a young
body, they’ll know she’s the real deal,” he says.

SKYBOMBERS

Placing a demo of their first single, “It
Goes Off,” on MySpace led to Melbourne rock
band Skybombers’ appearances on Australian
TV shows. But the band, its Australian record
label Albert Music and Fur Management have
their eyes firmly set on the U.S. market. After
showcases in Southern California this year,
the act picked up U.S. co-management (Ron
Stone from Gold Mountain Management), a
booking agent (Val Wolfe at the Agency
Group}, airplay on the influential alternative
KDLD (Indie 103.1 FM} Los Angeles, and
had its music licensed by EA Games. A U.S.
deal will be finalized by year’s end, Albert
A&R manager Danny Keenan says, just as
its debut album is recorded. “They’re an en-
ergetic, exciting band who are not afraid of
melody,” he says.

www americanradiohistorv com

VANESSA AMOROSI
The return to the chart last month of Mel-
bourne soul-rock singer/songwriter Vanessa
Amorosi with the single “Kiss Your Mamal!”
{Universal Music Australia) broke a five-year
hiatus. As a teen prodigy, Amorosi sold 1.4
million albums in Europe and Australia. Her
new manager, Ralph Carr, sent her to Los An-
geles to write, record and produce her new
album, “Somewhere in the Real World.” The
set is scheduled for release in the first half
of 2008 in Europe and the United States.
Amorosi will tour clubs and festivals in Eu-
rope extensively, booked by London-based
Primary Team, before dates in the States.
“Audiences are going to respond to the fact
she’s a dynamic performer in the Pink vs.
Janis Joplin vein,” Carr says.

GYROSCOPE

Sydney-based rock band Gyroscope origi-
nally created a buzz on social networking
sites. The video for the band’s new single
“Snakeskin” (Warner Music Australia) was
shot near Stonehenge in the United King-
dom. In the clip, the band plays in the mid-
dle of a crop circle on the same farm where
the Led Zeppelin crop circle was made for
the cover to its “Remasters” release. The
band’s third album, “Breed Obsession,” out
in early 2008, was recorded in Liverpool with
Manic Street Preachers producer Dave
Erringa. Singer/guitarist Daniel Sanders
says, “Spending eight months in hiberna-
tion whilst writing this album has made for

some great progressions.
—Christie Eliezer
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Freshly Seeded

Eskimo Joe, Evermore, Thirsty Merc, Katie Noonan, Scribe, Gyroscope, Gabriella Cilni,
The Whitlams, The Mint Chicks, The Hampdens, Whiskey Go Go’s, Kylie Minogue,
Shihad, Atlas.

Mushroom is a proud member of the Warner Music family.

o
For more information on our artists go to www.warnermusic.com.au m AR MUIC
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Wlth than s to all of our art sts, managers & agent friands for your support

MICHAEL COPPEL PRESENTS

1st Floor, 716-718 High Street, Armadale, Victoria, Australia 3143 m MARCH 29 -APRIL 6, 2008
Phone 61-3-9509 7666 « Fax 61-3-9509 4944

mcpinfoldcoppel.com.au « www.coppel.com.au

'STREETS AHEAD IN AUSTRALIA & NEW ZEALAND


www.americanradiohistory.com

IT'S BEEN A BIG YEAR!

KATE CEBERANO
Winner “Dancing with the Stars” 2007

(national audience 2.1 million viewers)
Top 5 platinum album: ‘Nine Lime Avenue
Nationa! theater tour

Capital city tour

National “Countdown” stadium tour

www.kateceberano.com

VANESSA AMOROSI

Relaunched career in 2007
Worldwide deal with Universal Records
National Top 20 single on debut
Hugely anticipated 2nd album...
‘Somewhere In The Real World’

due for release in early 2008

www.vanessaamorosi.com

RALPH CARR MANAGEMENT

Lennox House, 229 Lennox Street, Richmond, VIC 3121, Australia
phone (61-3) 9428 4862 * email rc@ralphcarr.com * www.ralphcarr.com

PINK plays
Melbourne
her ’'m Not
tour April 26
Rod Laver Ar

2007.

These are not words which find their way into
compositions, written or musical. But they
are concepts which artists, musicians, actors,
sportspeople, and their -associated technicians
and managers should be mindful of if they wish
to maximize their incomes and minimize their
costs and tax obfigations.

We have, over the past 30 years, established
a global network of legal and accounting
specialists who work with us to address and
resolve all financial or taxation issues which will
confront the entertainer or sportsperson during
his/her career.

Qur list of entertainer clients worldwide, in both
the music and fim industries, is formidable and
simply attests to the extent of the confidence
and trust they have placed in us over time.

We are always ready.and able to assist you
in protecting your interests while in Australia,
New Zealand, Japan, and South East Asia.
We will also refer you to the most appropriate
professionals to address any fiscal/tax: matter
which may arise while working in the USA, the
UK, or Europe.

Accounting
Taxation
Merchandising
Royalties
Audits
Contracts
GST

Contact:  Michael Roseby

Michael Waters

ROSEBY
" ROSNER
B 2YOUNG

CERTIFIED PRACTISING ACCOUNTANTS

Level 3,

199 Toorak Road. (PO Box 131)
South Yarra 3141

Melbourne, Australia

Telephone: 61 3 9827 3366
Facsimile: 61 3 9827 7888
Email msr@rosroy.com.au

WWW.roSroy.com.au

WWW americanra

have increased 10% from 2006.

Australia’s strong dollar keeps the local con-
certcircuit a priority for international artists.
Already for 2008, the Police and Rage Against
the Machine are confirmed, and Iron Maiden’s
upcoming tour has sold out. Bruce Spring-
steen, Bon Jovi, Brooks & Dunn, Fleetwood
Mac and Barbra Streisand
are rumored to have the
continent in their sights.

Promoters are ecstatic
that a new generation of
consumers, who dis-
cover music through file
sharing, also want the
live experience.

“I don’t know how it’ll
last or where it'll go, but
right now the tour and
festival scene is incredi
ble,” says Michael Chugg,
managing director of Sydney-based Chugg
Entertainment.

“Age is no longer an issue,” he adds. “You
put on a tour expectingan age group of 20-30,
and you get [a] 15-60 [demographic]. People
are not thinking in terms of styles, only in
good music.”

Promoters doubt that the bubble will burst

50
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Promoters
are ecstatic
that a new
generation
of fans want
the live
experience.

Australia’s Live Market For International
And Domestic Acts Is Thriving

The buoyancy of the Australian live scene continued unabated through
Pink led the way with 225,000 tickets sold, followed by the British
comedy duo Little Britain, who has a hit TV show here (135,000 tickets);
the Red Hot Chili Peppers (130,000); and Eric Clapton (125,000).
was our biggest year in our history,” says Michael Coppel of Michael Cop-
pel Presents, the promoter for those four tours. Coppel, who ranked
among Billboatd’s top 10 promoters of the year in 2006, is on track to
rake in that tally again in 2007 with $200 million Australian ($177 mil-
lion) in ticket sales this year. Coppel estimates overall concert ticket sales
Other top ticket sellers in Australia this
year were Justin Timberlake (120,000 tickets), Elton John (100,000), Gwen
Stefani{95,000), Roger Waters (90,000) and Bob Dylan (75,000).

«It

in the near future. Mid-level and baby acts
still return to build up fan bases. “The re
sult is we're seeing the rise of two genera-
tions of future superstars who can replace
those who are retiring,” says Michael Jacob-
sen, CEO of promoter Jacobsen Entertain-
ment and venue manager
Arena Management.

The Internet has
proved to be a boon to live
entertainment.

“With kids finding new
acts so quickly, the live sec-
tor has the capacity to grow
10 times within the next
five years,” says Don
Elford, GM of business de-
velopment at Sydney’s Acer
Stadium. It also slashes
marketing budgets.

For instance, by just working the database
on the Chugg Entertainment site, Kings of
Leon presold 10,000 tickets before they went
public, and Rufus Wainwright sold out two
Sydney shows.

But Frontier Touring managing director
Michael Gudinski warns, “Touring is strong,
but it’s also highly :

continued on >>p52


www.americanradiohistory.com

. - -
A . s

- = N
: ""-.\

-
=
N

SONngBz\f
MUSIC ENTERTAINMENT

AUSTRALIA

HITS & STARS!

ADAM HARVEY | ANTHOMY CALLEA | AUGIE MARCH
DAVID CAMFBELL | DELTA GOODREM] HUMAN NATURE
DAMIEN LEITH | JOHN FARNHAM | XATE MILLER-HEIDKE

PETE MURRAY | THE MISSING HOURS
NATALIE BASSINGTHWAIGHTE | SHANNON NOLL
OLD WAN RIVER | AMY PEARSON| ROGUE TRARERS
SEANY B | CUY SEBASTIAN | SMALL MERCIES | YOUNG DIVAS

e

WHNW.SONYBMG.COM AU

/

e
Al .

/ \
= / WHO’S BEEN THE CEN_TR_E\’,\

OF ATTRACTION THIS YE_AR: :

TOCL - LINKIN PARK =
ERIC CLAPTON *  TASTE OF CHAOS =
/' 5CISSOR SISTERS - CROWDED HOUSE =

* LI"TLE BRITAIN * GET SERVED =

EVANESCENCE * THE KILLERS =
ILDIVD- THE BEACH BOYS=
i

——y - " INXS - MUSE =

Sydney’s Centre Of Entertain

,-—m—""w =

| -Iqu_o“,"-f BENSON * BRYAN FERRY *
& ALJARREAJ my ﬁgﬁ."’“ﬁﬁk*
e o BEYONCE * A

MISSY HIGSINS =

f JOHN MAYER *

LIONEL RICHIE *
PINK * CROSBY STILLS °

HUMAN NATURE * & NMASH
THE CURE * THE WIGGLES *
BOB DYLAN * ANNA VISSI *
ROC THA BLOGK © ANTHONY ROBBINS -
STEELY DAN - JACKY CHEUNG *

HEAVEN & HZLL :BLACK SABBATH - THE DIO YEARS] =

WHO WILL BE THE CENTRE
OF ATTRACTION NEXT YEAR?

RAGE AGAINST - THE CHEMICAL -
THE MACHINE :1:{e}3

KELLY CLARKSON -
Come and join these stars & more
at this iconic downtown Sydney venue

35 HARBOLR STREZT, DARLING HARBOUR, SYDNEY AUSTRALA 2002
T 67293204200 v 61292811762 w wwwwsydentcent.com.aa

ENTERTAIMNMENT
CENTRE
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FINGER
PICKING
GOOD

10 NIGHTS, 40 EVENTS,
70+ OF THE WORLD’S
BEST GUITARISTS

c ADELAIDE FESTIVAL CENTRE'S

ADELAIDE
INTERNATIONAL

GU
ivaL
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adelaideguitarfestival.com.au

America’s Credential Company

Lams & Satins
Promo Passes
Credentials
Lanyards
Barcodes
Tickels
Wristbands

Accessories

Access Pass&Design
|.800.4.PAS5ES

WWW.Grcesspasses.com
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from >>p50 competitive. Agents, man-
agers and promoters have to keep a lid on
ticket prices spiraling out of control because
of ego and greed.

At least 220 festivals are staged per year.
The Homebake Music Festival, Meredith
Music Festival and the Falls Festival, all in
December, sell out three months in advance.
Byron Bay’s East Coast Blues & Roots Festi-
val drew a record 80,000 fans this Easter, and
is moving to a larger site next year. Six
months ahead, it has sold $1 million Aus-
tralian ($850,000) worth of tickets. V Fest is
returning in March and expanding from two
cities to four.

Splendour in the Grass, which draws
14,000 fans to Byron Bay in July, is also mov-
ing to larger premises. But the idea is not to
get more people through the gates, co-pro-
moter Paul Piticco of Secret Service says.
“You're selling an experience, so it’s about
giving people more space to feel relaxed, not
to increase profits.”

Secret Service’s star act, Powderfinger, and
Silverchair, represented by john Watson Man-
agement, are on a 31-date tour that has sold
220,000 tickets.

“That tour is a benchmark that other Aus-
tralian acts will imitate,” Acer Stadium’s Elford
says. “Noone’s tried this kind of pairing since
Midnight Oil and Cold Chisel in the 1980s.
It’s not only pulled amazing numbers but it's
lived up to fans’ expectations.

Surveys by Live Performance Australia show

ERIC CLAPTON, in foreground,
performs Jan. 29 at the Sydney

pol
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that the performingarts have a larger audience
than football, rugby and cricket combined.

“Consumers are price-conscious, but they’re
very loyal to their bands and their festivals,
says Anna Joy Hoffman, a policy and strategy
adviser with Live Performance Australia.

A survey published in July by Web-based
ticketing company moshtix found that 41%
of those surveyed thought that local music
was better than it was 10 years ago, 33% pre-
ferred to listen to a local act and 48% are lis-
tening to more local acts than they did five
years ago.

The financial buoyancy of the touring and
festival business has pushed growth in other
areas. Sponsorship dollars are moving from
sports to music events, promoters say. Fron-
tier’s Gudinski reports record sales for his
merchandising arm, ATM, and his Mushroom
Music Publishing.

Arena Management announced a $5 mil-
lion Australian ($4.4 million) revamp of the
Sydney Entertainment Centre and is expand-
ing its venue operations in Australia and
into Asia.

Australian performance event travel and
freight service provider Stage and Screen Travel
Service is opening an office in Hollywood in
November and in New York and London next
year. Its GM Gregory Lording says that not only
is the move inspired by the volume of interna-
tional tours coming to Australia, but also “the
growing international travel needs of Australian
artists like Eskimo Joe. —Christie Eliezer
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COMING SOON IN
RED, WHITE AND BLUE.

OPENING IN LOS ANGELES

NOVEMBER 2007 // stageandscreen.travel
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SYDNEY MELBOURNE BRISBANE

AUCKLAND LOS ANGELES StheQndscreen
Proudly a company of Flight Centre Limited.

TRAVEL SERVICES

BUT THEN, SHINING THRZUGH THE GLOOMY
BREAK OF DAWN
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AFRA is proud to present the inaugural Song Summit Sydney - S°. A major music expo for songwriters and composers.
APRA s a not-for-profit organisaticn that collects royalties on behalf of it's 47,000+ members, and by agreement, for all the copyright owners

around the world (www.apra.com.au). S° will deliver three dynamic days of learning, networking, workshops anc performances bringing together
creators, managers, publishers, technicians, marketers, lawyers and deal makers.

+ 3 day conference and workshop pragram

« International and Australian business leaders
« Over thirty sessions aimed at developing your song writing career + Performances
« International and Australian songwriters + Retail exhibition
Sponsorship packages and exhibition booth space now available! Contact Sarah Cattell at S3@apra.com.au to for further information and to register your inferest
Song Summit Sydney Locked Bag 3555 St Leonards NSW 1590 Australia ® T: +51 29935 7900 e F. +61 2 9935 7970 e E: s3@apra.com.au @ W: www.songsummit.com.au
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BY DEBORAH EVAKNS PRICE

Shows With Hubby Garth, TV Blitz Tee Up New Yearwood Album

\n'eet week is always a busy time for an artisz, but the
~eek lead ngup ts Mov 133 30.ng = be especially
crazy for Tr:sha Yezrwcod.

In additicn to prericting 12 arrival of her Big Ma-
chine Records debut, * Heaveq, Hez-tache and the
dcwer of Love,” Yearwood will be cper ing nine sold-out shows

or xer busband Garth Brooks ia kansas City, Mo.
Yearwocd admits she was in tialy hesitant ab -ut pullimg dcu-
alz cuty. “ ’d been saying I cculen’t cpen ~he show liecause |
1zve m¥ abum commng out ta2 13th,” sh2 says. ‘Ther 1started
hinTngz, Tjust dont want t raiss it. He's retired and doesn’t
Zc shows. 'dlove to e a partof it. Buta'l the things 'm doing

for street week, " still doing.

During th= Kar sas City shows, Yearwdod will per-orm for
more than 130,0( fans, but even that pales in ©mparison to
the millions ¢ ir pressions she’ll garne~ appearing on “Late
Show With Dav ¢ Letterman,” “Today” and “The View,” not to
mention the radic promotions and onlir e initictives Big M a-
chine has lined 1=

The activi'y is Dmplemented by the strong performar.ce of
the single/titl> trazk, which is No. 23 on Eillboar=’s Hot Coun-
try Songs cheit this issue. Beginning Oct. 15, stat ons were al:le
to offer a free dcwmload of the single for 20 days.

“It’s one of the fastest-moving singles cf her career,” Big M a-
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chine president/CEO Scott Borchetta says. “People are thrilled
tc have something new from her, and there’s been a very warm
welcome at radio.”

The new album is a diverse collection that runs the gamut
from the playful Western yarn “Cowboys Are My Weakness,
which she admits reminds her of Brooks, to the poignant
“This Is Me You're Talking To,” a strong contender for the
yet-to-determined second single.

“1 love songs that tell stories, but when you do those
songs, you become the narrator,” the Monticello, Ga , na-
tive says. “When you start singing, ‘This happened to me,
instead of, ‘“This happened to her,” you instantly become a
lot more vulnerable.”

Thatemotion is best felt on “Sing You Back to Me,” which
dzeply affected Yearwood. “The song says, ‘If I could write
a sor.g that would bring you back to me, it would be the only
song I'd ever sing,” ” says the artist, who lost her father in
September 2005. “Listening to the demo, I would just cry
and cry. It’s so personal to me.

The new album will join Yearwood’s recently issued MCA
greatest-hits package in the marketplace. But Borchetta
says that rather than cannibalizing sales, the latter CD will
“Jring awareness to the fact that Trisha is alive and well
and in play. We're going to make it clear that Trisha has a
new studio album.”

Retailers are counting on Yearwood’s loyal fan base to snap
up “Heaven.” “Given that the first single has been received
well at radio and the fact that we are getting regular requests
at store level, I think it is a perfect time for the new album,”
says Brian Smith, VP of store operations for Marietta, Ga.
based Value Music Concepts.

During street week, Yearwood will fly back and forth
Letween the Kansas City shows and events in New York
and Nashville.

There will be two flyaway contests involving radio: 10 sta-
t-ons are sending winners to Atlanta Nov. 3 for a show at the
Fox Theatre, and about 30 separate winners will be sent to
Nashville on street date.

There, Yearwood will “give them a tour of the Co.untry
Music Hall of Fame, where she used to be a tour guide.” Big
Machine director of national promotion and new mediz John
Zarling says. “They’ll get a chance to interview her the next
morning on their respective station’s morning shows.

In addition, Yearwood will play a live acoustic concert the
nigktof Nov. 13, which is being offered for simulcast on radio
stat.on Web sites. A Lon Helton-hosted radio special will also be
serviced in conjunction with Westwood One.

As for touring, Yearwood says she’ll perform theater dates in
February and March, then take time in April to promote a cook-
book ste has coming out through Random House that she wrote
with her mom, Gwen, and her sister, Beth Bernard. Fair dates
are in tae works for next summer.

"Somewhere in the back of my mind, I felt like this albuum as
a whole had to be undeniable,” Yearwood says. “After 15 years,
you've got to find a way to make people say, ‘I know you've heard
her sing for 15 years, but you need to hear this.” And that’s a hard
thing to do.’ .
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>>>A ‘TREF’
GROWS

To celebrate the 20th
birthday of its landmark
album “The Joshua
Tree,” U2 is reissuing
the set in four different
incarnations Nov. 20 via
UMe. The album will be
available as a remastered
single CD, a two-CD set,
atwo-CD/one-DVD
collectible box and a
double-vinyl package.
Demos, alternate
versions and B-sides
from the period are
expected for inclusion on
the expanded editions,
while the DVD will
feature a July 4,1987,
show from Paris.

>>>NEED A ‘LIFT’?
Latin rapper Pitbull’s

new album, “Boatlift,” is
on target for a Nov. 27
release via TVT. First
single “Secret Admirer”
features R&B up-and-
comer Lloyd, while Trina
guests on “Go Girl” and
Jim Jones appears on
“Sticky Icky.” “Boatlift” is
the follow-up to last year’s
“El Mariel,” which has sold
214,000 copiesinthe
United States, according
to Nielsen SoundScan.

>>>COVER ME

Cat Power has settled on
the track list for
“Jukebox,” her second
covers album. The 12-
track set is due Jan. 22,
2008, via Matador and
includes a new original,
“Song for Bobby,” plus a
fresh rendition of Power’s
own “Metal Heart.” The
album is rounded out by
James Brown’s “Lost
Someone,” Bob Dylan’s
“i Believe in You,”
Creedence Clearwater
Revival’s “Fortunate Son
and Hank Williams’
“Ramblin’ (Wo)man.”

>>>SWITCHEROO
Just as he’s reached the
top of the atbum charts
for the first time, Kid
Rock has made a major
change at the top of his
business operations.
Rock’s manager, Detroit-
based Ed “Punch”
Andrews, who also
handies Bob Seger, has
resigned after seven
years of working with the
Michigan rocker. Sources
tell Billboard that
Andrews has decided to
retire after shepherding
Rock’s latest album,
“Rock N Roll Jesus,” to
release last week.

Reporting by Jonathan
Cohen and Gary Graff.

m BY JEFF VRABEL

‘Genre’ Drama

Two-Disc Concept Album Builds On Say Anything’s Success

Say Anythingisn’t particularly known for doing little
things. So it’s logical that for what’s essentially its
major-label debut, “In Defense of the Genre” (out
Oct. 23 on J Records), the band has delivered a guest-
jammed, double-album concept record about, among
other things, the rise and disintegration of love, a
comprehensive mental breakdown, the pleasures and
pains of life on the road and one man’s evolution from
a precocious young songwriter into anunusually am-
bitious adult.

“l knew that once all the songs were done that |
wouldn’t be able to cut [the record] down,” says Say
Anything singer and mastermind Max Bemis, whose
personal travails once again provide the lyrical fod-
der for “Genre.” “It all formed the story.”

Drummer Coby Linder, who formed the band with
Bemis in middle school, says that a concept record
seemed almost expected at this point. “Our last record
[2004’s “. . . Is a Real Boy”] was a concept record,
and we wanted to do everything with it—make it a
musical, that sort of thing. But we realized we really

couldn’t with our budget. Then we got on a major

label, which was like, ‘OK, now we have the opportu-
nity to make the record we want to make.” ”

Bemis is no stranger to throwing himself out there,
apenchant that paid great dividends on*. . .1s a Real
Boy,” originally released on Doghouse Records and

repacked with seven new songs by J in February

2006. The set has sold 190,000 copies in the United
States, according to Nielsen SoundScan, and scored

the bandi its first Modern Rock airplay with “Alive With
the Glory of Love.”

“Writing personal songs has never really been an
issue for me,” he says. “But at this point it’'s more of a
challenge to see how much more personal, more
truthful | can get. You can never have too much hon-
esty in music.”

‘Gerard Way, Chris Carrabba, Pete Yorn, Saves the
Day’s Chris Conley, Paramore’s Hayley Williams and

'Iﬁ,.
SAY ANYTHING

/Global Pulse

LT_OM FERGUSON tferguson@eu.billboard.com

Paradis Found

Singer/Actress Still A Top Seller In France

DJ Swamp are among the guests helping flesh out
Bemis’ vision.

Bemis says the challenge of packing so much into
the two-disc “Genre” was always in the back of his
head, but that he was “sort of thinking the whole time,
‘This is a double-album, so we have to man up if peo-
ple are going to sit through the whole thing.’ ”

Jis positioning “Genre” less like a new release and
more like a continuation of the campaign behind “
.. .lsaReal Boy.”

Because of the rerelease, “we never really stopped
marketing the last record,” RCA Music Group VP of
marketing Max Flaherty says. “We’ve consistently had
something going with this band, so we're sort of tying
the two campaigns together.”

“Genre” will be sold at a developing-artist price,
according to RCA Music Group VP of A&R/marketing
Matt Shay, and three of the album’s songs have been
available on the band’s MySpace page and iTunes in
advance of the release. First single “Baby Girl, ’'m a
Blur” impacts radio Nov. S.

Taking the album concept a step further, Jis invit-
ing fans to “build the biggest army ‘in defense of the
genre’ ” via a mobile and online widget. Characters
from the album’s cover art can be sent to mobile
phones as wallpaper or Facebook profiles. The fan
who sends the most pictures will receive a personal-
ized voice-mail greeting from the band.

Say Anything, which has been aroad warriorinthe
past year-and-a-half, is previewing “Genre” on the
MySpace Music tour this fall alongside Hellogood-
bye. A European headlining tour is on tap for late fall.

For his part, Bemis isn’'t worried about the acces-
sibility of a double-albumin an age driven by singles.

“1 think all the songs are pretty accessible,” he
says. “If people slowly discover the record—if they
focus on one song at first and then find the rest of
them—there’s nothing wrong with that.” o

Seven years after her previous
album, “Bliss,” topped the
French chart, singer/actress
Vanessa Paradis just repeated
the feat with “Divinidylle” (Bar-
clay/Universal).

The album topped the IFOP/
Tite Live French album chart
for two weeks after its Sept. 3
release and has already been
certified platinum (200,000
copies shipped).

Paradis’ biggest seller to date
is her self-titled Lenny Kravitz-
produced third album, which
Barclay says shipped 600,000 in
France and 745,000 worldwide.
Paris-based Barclay product
manager Jéréme Marroc-
Latour says “Bliss” sold 250,000
copies in France and 60,000
more internationally.

Marroc-Latour reckons the
uptempo pop of “Divinidylle”
will appeal to a younger audi-
ence in addition to Paradis’ 30-
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to 45-year-old fan base. “We're
targeting at least 300,000
copies, hopefully 400,000 [do-
mestically],” he says.

Paradis wrote or co-wrote five
of the new set’s 11 songs—pub-
lished via her own company,
Bliss—with a team of French
lyricists and songwriters con-
tributing the others. But the
biggest name connected with
the album is her partner. actor
Johnny Depp, who con-
tributed the painting of Paradis
on the cover.

Paradis launches a 27-date
French tour Oct. 26, booked
through Nantes-based Olympic
Tour. —Aymeric Pichevin

MATINEE 1DOL: British
singer/songwriter Jack Pefate
knew what he wanted when
planning his debut album,
“Matinee.” Indeed, he turned
down an offer to produce it from

OCTOBER 27, 2007

"70s pop maverick Todd Rund-
gren in favor of Jim Abbiss,
who has helmed sets by Arctic
Monkeys and Editors.

The 23-year-old Pefiate, who
scored his first U.K. top 10 sin-
glein July with “Torn on the Plat-
form,” embarks on a string of
European shows booked through
London-based I'TB Oct. 20.

“Matinee” is set for a Jan. 22,
2008, U.S. release. “Jack is the
real deal,” XL head of A&R for
America Kris Chen says. “When
we first met [him] last year, we
were all struck by his sincerity,
soulfulnessand the immediacy
of his songs.” Penate is pub-
lished by Universal Music
Publishing. —Richard Smirke

JOYFUL SOUNDS: “Joy” (Bol-
lettino/Sony BMG), the fourth
album by Italian jazz/classical
pianist Giovanni Allevi, has just
been certified platinum (80,000

www americanradiohictorv com

PARADIS

units) in Italy, one year after its
September 2006 release. It is still
on the FIMI album chart, but
looks about to be replaced by
Allevi's new double live CD,
“Allevilive,” released Oct. 12.
Bollettino managing direc-
tor Riccardo Vitanza describes
the success of “Joy” as “a re-
markable achievement for an
instrumental-only artist.”
Vitanza, who is also manag-
ing director of Milan-based PR
agency Parole & Dintorni, says
he entered the music business
when Allevi left the Soleluna

label, which released his first two
albums. “When Giovanni said
he was withoutalabel, I told him,
‘Don’t worry. I'll start one.’
Vitanza says Allevi has been
promoted “in the way you would
apopartist, rather than a classi-
cal musician. This has helped us
reach a broader audience than
would normally be the case. If
you go to his concerts, you'll see
alotoffansunder the age of 25.”
Vitanza says overseas licens-
ing deals for “Joy” are lining up
for “early 2008.”
—Mark Worden
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Better Off ‘Dead’

System Of A Down’s Tankian Gets Personal On Solo Debut

When System of a Down (SOAD) frontman
Serj Tankian goes solo, he really goes solo.

On “Elect the Dead,” due Oct. 23 via Serjical
Strike/Reprise, “l wrote all the music, perform
the majority of it, | produced it myself and it’s
on my label—it can’t get more solo than that,”
Tankian says while lounging in a North Holly-
wood practice studio.

The artist is exhausted on this drizzly evening
in late September, having just finished a day-
long rehearsal session for his current U.S. the-
ater tour. But a hectic schedule of writing
songs, promoting his album, overseeing Ser-
jical Strike, volunteering his time to political/so-
cial causes, publishing books, producing al-
bums and scoring music for films and
videogames doesn’t seem to slow him down.

“They’re all things in my vision that | know
I'm supposed to do,” he says. “I'mjust trying to
enjoy it, and when | feel overwhelmed | try to
gain objectivity, walk away and breathe.”

But life’s path wasn’t always as clear. When
SOAD released its self-titled debut in 1998,
Tankian, a former software developer, says, “i
had no clue we’d have this kind of popularity.”
Indeed, before the Los Angeles four-piece
went on “indefinite hiatus” last year to focus on
solo projects, its five albums had sold nearly 10
million units in the United States, according to
Nielsen SoundScan. “We were doing things
our way, trying to be true to our music and our-
selves,” he says. “I still look at things that way.”

With “Elect the Dead,” Tankian hasn’t
strayed far from SOAD’s politically edgy lyri-
cal themes and guitar-heavy riffs, spiced with
hints of his Armenian musical heritage. To help
achieve that sound, he tapped SOAD drum-
mer John Dolmayan and former Primus drum-
mer Bryan “Brain” Mantia, along with guitarist/
bassist Dan Monti, to contribute.

The 12-track set reveals a softer side of
Tankian, demonstrated through songs akout
love and heartbreak, accompanied by classical
piano, acoustic guitar, stringed instruments and
operatic harmonies from soprano Ani Maldjian.

SOAD “had the political and humorous stuff,
but didn’t have the personal stories or philo-
sophical theorization that this album does,”
Tankian says. He adds, however, that “The Jn-

thinking Majority”—*the closest song to what
System has done”—was first released on My-
Space not only because of its “blatant political
message,” but as an homage to SOAD fans “who
carried my band. . . for the past 11 years.”

And fans have responded positively. The
album’s first radio single, “Empty Walls,” a shred
fest thatincludes references to “bodies burning”
and “choking from intoxication,” has climbed to
No. 9 onBillboard’s Modern Rock chart. Tankian’s
manager, Dave Holmes of 3D Management, says
the strategy was to launch with a song that would
appeal to SOAD listeners. “As we move into the
record a little more, we’'ll start working the more
left-of-center tracks tracks forradio, showing the
diversity of the record,” he says.

As a unique marketing effort, keeping in
sync with the album’s “Elect the Dead” title,
political-themed “campaign headquarters”
will be set up around street date in a handful of
major U.S. cities. The hubs will be open to the
public, offering promo materials, album listen-
ing stations and an area to watch music videos.

“It’s more or less to raise awareness of the
record and get people excited about it,” Ser-
jical Strike label manager George Tonikian says,
noting that the album won’t be available for
purchase at the stations.

In addition, Tankian recruited independent
filmmakers to produce videos for each of the
album’s 12 songs (“Empty Walls” and “The Un-
thinking Majority” had been released online at
press time. Another video, which is to be deter-
mined, will arrive before Oct. 23.) The remainder
will slowly be rolled out on his Web site or re-
leased through various partners. Viewing parties
will also be held at select U.S. movie theaters.

After completing his stateside tour in late
October, Tankian will head overseas to open
for the Foo Fighters in U.K. arenas. Then he'll
return for a handful of TV spots and radio
shows in December, to be followed by a full-
fledged tour in 2008.

As for future solo albums, expect to hear much
more. “l have hundreds and hundreds of pieces
of music, from electronic to experimental to clas-
sical to rock to punk to noise—whatever,” Tankian
says. “Anything that | say | want to do, | already
have arecord’s worth of songs.” oa
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Sisters Doin’ It
= For Themselves

Clark Siblings Regroup For First Tour In Two Decades

ncein a great while, there’sacon-
cert that’s so much more than a
tour kickoff—it’s a historicevent.
Such was the case on a warm au-
tumn evening in Nashville when the

legendary Clark Sisters launched iheir 25-city
reunion tour. Twinkie Clark, Jacky Clark-
Chisolm, Dorinda Clark-Cole and Karen Clark-
Sheard had the sold-out crowd on its feet during
the show at the Cathedral of Praise Church. The
tour marks the first time all four sisters have
joined together on a cross-country trek in 20 years.

“God blessed them with a gift,” says CeCe
Winans, a longtime friend and fan of the sib-
lings. “They love God. They have great hearts.
They are sweet people. They are in a class by
themselves.”

Winans is just one of many artists influenced
by the Clark family legacy. The sisters are the
daughters of Dr. Mattie Moss Clark, the leg-
endary singer/songwriter and choir director/
arranger who served as president of the National
Music Department of the Church of God in Chirist
for 25 years and founded the Clark Conservalory
School af Music in Detroit.

Needless to say, the sisters grew up surrounded
by music. They went on to become gospel music’s
most successful female group, thariks to such
hits as “You Brought the Sunshine” and “Is My
Living in Vain.”

In recent years, they have pursued solo endeav-
ors, but reunited last spring on “Live—One Last
Time,” an EMI Gospel release that hit No. 1 on
Billboard’s Top Gospel Albums ckart. The com-
panion DVD also debuted at No. 1 on Billboard’s
Christian Music Video chart. On Gct. 2, the label
issued a double-disc, limited-edition gift package
that combines the two releases and features added

THE CLARK SISTERS

bonus footage.

“We were pretty nervous,” Twinkie Clark re-
calls of taping the DVD. “But because we’d been
doing this for so many years, once we got started
with everything, it kind of moved alang like it was
supposed to.”

The Gospel Music Hall of Fame members are
pleased with the reception their rennion has re
ceived and say support from their fans is one fac-
tor that prompted them to hit the road again. “Our
fans that have supported us, even in our solo ca-
reers, and then again by putting us atNo. 1,” Clark-
Cole says. “That gave us the stamina to keep going.
That’s why we are doing the tour—Ubecause of the
fans. There’s a new generation out there that’s
pickingup on the Clark Sisters and giving us more
encouragement to keep going.”

The tour, which runs through Nov. 16, 1s pro-
moted by Tate & Associates president Shawn
Tate. World Vision and the Gospel Music Chan-
nel are sponsoring the outing.

The sisters are particularly excited about part-
nering with World Vision, a Christian humani-
tarian organization aiding families in nearly 100
countries. “What they are doing is ministry,” says
Clark-Sheard, whose daughter, Kierra “Kiki”
Sheard, is an EMI Gospel artist. “We are actu-
ally getting the people to sponsor children that
are less fortunate.

Whether the sisters will keep working together
or resume their solo careers after the tour re-
mains to be seen. “I don’t think we've ever been
apart. We've always sang, just nos as much as
we used to,” Clark-Chisolm says. “We always
come back together and do things together. As
far as the future is concerned, we’ll see what God
says and what he tells us. Then that’s exactly
what we'll do.” I
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Walking In
His Footsteps

Brice Has Garth In His
Corner As Solo Debut
Launches

Despite what should be a nice royalty check
from co-writing the first song in Billboard's Hot
Country Songs chart history to debut at No. 1,
Garth Brooks’ “More Than a Memory,” Curb/
Asylum artist Lee Brice is staying the course
when it comes to his music career.

On an early October day when he’s up at 5
a.m. to do phone interviews, then head to the
studio, then board a plane for Charlotte, N.C.,
where he’ll finish his day by performing late
into the night at a local club, Brice is adamant
that he’s happy with the life he chose.

“I got onstage in high school and played some
stuff that [ wrote, and | fell in love with it,” he
recalls. “When I was 17, 1 saw Garth in
Charleston [S.C.], and I haven't been able to
quit thinking about doing this since. It's tough
sometimes, but if I'm going to work hard at
something, it might as well be this.

A native of Sumter, S.C., Brice came to
Nashville in 2001 while on spring break from
Clemson University, where he was pursuing a
degree in civil engineering. After hearing him
sing some original songs, Autumn McEntire,
Reba McEntire’s niece, suggested Brice meet
with her boss at Still Working Music, Lisa Hens-
ley. Like McEntire, Hensley was taken with his
talent and introduced him to her future hus-
band and noted Nashville producer/songwriter
Doug Johnson. “That meeting turned into the
start of my career,” Brice says.

Equally impressed, Johnson suggested Brice
make the move to Music City. A few months
later he did, leaving Clemson a yeur shy of his
degree. “I've never looked back. [ wouldn’t tell
anyone else to do that, but I did,” he says.

Success didn’t come immediately. Like other
Nashville wannabes, Brice spent his share of
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time waiting tables and playing for half-
interested crowds al local restaurants.

When Johnson took a job at Curb Records,
he signed Brice to a record and publishing deal.
“He’s been like a big brother,” Brice says of John-
son. “He let me know right off the bat, ‘You need
to know what you're getting yourself into.” ”

Brice was in California when he got a call
telling him that his hero Brooks was cutting
“More Than a Memory” as one of four new
songs on his forthcoming “Ultimate Hits” pack-
age. “I got to tatk to him for the first time atan
airport over a cell phone,” Brice says.

He finally met Brooks at a No. 1 party for
the song. “He was so awesome and inviting,”
Brice says. “He’d even back out of the picture
sometimes to make sure [the songwriters] got
the [spot]light.”

Brice says he knew “More Than a Memory,”
which he co-wrote with Kyle Jacobs and Billy
Montana, was a hit well before Brooks cut it.
Having only recently written it, he played it dur-
ing his first performance at the Grand Ole Opry.
“When [ got to the middle of the first chorus, I
gotastanding ovation,” Brice says. “That’'s when
I knew the song was special.”

As for his own project, “Picture of Me,” il's a
rangy collection that reflects Brice’s varied
influences, which include the Kingsmen,
Alabama, 3 Doors Down, Coldplay and Hank
Williams Jr. The album’s title cut is the swampy
story of his South Carolina upbringing. Firstsin-
gle “She Ain’t Right,” which peaked at No. 29 on
Hot Country Songs in August, is the rocking tale
of acrazy girl{riend. Second single “Happy End-
ings,” the slory of a man who hopes against hope
that his woman isn't really leaving, is No. 53 after
two weeks on the chart.

“It's alot of stuff about who I am and where
I'm from and the people I've been around my
wholelife,” hesays. “There’s a big range of mu-
sic because that’s what moves me.” s
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OUTSIDE SHOT

Jennings Still Hopeful For Country Radio Support

Shooter Jennings wants Nash-
ville to know he’s not out to
blow up country music.

Over burritos and a couple
of tequila shots at a Music
Row Mexican restaurant on
the afternoon before his
Grand Ole Opry debut, Jen-
nings pondered his place in
the genre.

“I love real country music,
and | want to see country
music last forever,” says Jen-
nings, son of country legend
Waylon. “l don’t want to
bring down the system-—I
want to perpetuate it.”

Jennings knows his new
album “The Wolf” (Oct. 23,
Universal South) isn’t ex-
actly mainstream country,
but he wouldn’t mind a lit-
tle love from the mainstream
country business. His top-
selling album, 2005’s “Put
the ‘O’ Back in Country,”
spent 63 weeks on the Top
Country Albums chart, and
the single “4th of July”
peaked at No. 26 on Hot
Country Songs.

Since then, he hasn’t
charted a single, and two
successive albums (one live)
have sold 137,000 copies
combined, according to
Nielsen SoundScan.

“Of course I'd like it to do
well, because | honestly am
broke and I've got ababyon
the way. I’'m hungry,” he says.
“There’s a whole bunch of
good music in country that’s
out there and not being
heard because of the way
that the industry is.”

In Jennings’ view, “the
country music business is a
total extension of exactly
what it’s like in high school.
There’s two or three bullies,
then there are a bunch of
weak people that are going
to joinin with the bullies that
will pick on you and not ac-
cept you because they are
afraid to do something dif-
ferent. Then there’s a couple
that say, ‘Hey, maybe there’s
more to this guy.’ ”

Universal South senior VP/
GM Fletcher Foster says that

sometimes country radio
and the industry at large
can have a “missed percep-
tion” of what an artist really
is or wants to be, and may
think Jennings isn’t inter-
ested in being part of main-
stream country.

“That may be a reflection
of some of the music he’s
made inthe past. It may be a
reflection of his father’s kind
of anti-Nashville establish-
ment stance that can pass
down from generation to
generation,” Foster says. “I
think part of it is, Shooter is
taking a musical journey. This
is his third record, and he’s
still finding his voice.”

Indeed, while “The Wolf”
is not as rife with drug refer-
ences and salty language as
prior albums, it still owns
enough edgy themes and
painful honesty to putitinan
alternative universe from
what’s typically on main-
stream country radio.

The leadoff single, how-
ever, is a twang-fest ver-

ANASTASIA TSIOULCAS atsmulcas@bﬂlboard com

Fountain Of Youth

Classic FM Gramophone Awards Honor Up-And-Comers

here were definitely a few surprises
among the winners at this year’s
Classic FM Gramophone
Awards. Held in early Octo-
ber in London, these honors

Julia Fischer’s “people’s choice” prize as
artist of the year. Another winner
poised to become better-known is
Jonas Kaufmann, whose album

of Richard Strauss lieder on

are arguably the most prestigious
in the classical music industry. (Full
disclosure: I am a Gramophone con-
tributor. But I am not directly con-
nected to these awards, nor did

I vote for them.)

While several indus-
try veterans
among the winners, a
bevy of twenty- and
thirtysomethings
won as well—and
their prizes will
certainly help amp
up their interna-
tional profiles.

For starters
there was violinist

were

KAUFMANN

Harmonia Mundi with pianist
Helmut Deutsch won the prize
for solo vocal album. The 38-year-
old German tenor just signed an

exclusive recording contract with

Decca; his first album for the
label, which will include

arias by Verdi, Gounod,
Bizet, Wagner and Puc-
cini, is anticipated for re-
lease next spring.

The Royal Liverpool
Philharmonic Orches-
tra and its youthful
conductor, 31-year-old
Vasily Petrenko, picked
up two wins between

them: the Classic FM
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sion of the Dire Straits hit
“Walk of Life.” Jennings
sees the cover “as a vehi-
cle so that people can ad-
just to my sound and voice,
and go, ‘I get it. Here’s a
song | know and this is how
they do it.” That kind of
opens the door to under-
standing the other songs.”

Radio isn’t exactly running
“Walk of Life” up the charts,
with Nielsen BDS register-
ing just 31 spins this week.
But radio pros say it’s noth-

ing personal. Country KMPS
Seatt/le PD Becky Brenner
says her station isn’t on
“Walk of Life,” but has
played Jennings in the past
and would again with the
right single.

“I do think some of his ma-
terial has been a little out
there for mainstream coun-
try, but we have certainly
played edgy material in th2
past,” Brenner says. “Part of
the challenge at the moment
is that there is so much good

JENNING

music out there, [and] we
only have so many minutes
each hour. Listeners still want
to hear their favorite gold
and recurrent music too.”

Ironically, the title cut of
“The Wolf” is all about
alienation.

“It’s almost this feeling of
coming to terms with the fact
that I’ll always be an out-
sider,” Jennings says. “l will
never be accepted, so | for-
ever now will be a wolfin a
pack of dogs.” .

Magazine Award for audience innevation and
the young artist award, respectivelv.

The Liverpool Phil has been earning a fair
amount of ink of late for a live concert it gave
in the online world of Second Life in Septem-
ber. According lo the orchestra, 9 million Sec-
ond Life denizens walched the performance
live on Second Life’s own cable network, and
the broadcast now repeats every couple of hours
through November. (It’s available on demand
to Second Life residents.) Seeing the Liverpool
Phil’s success, it seems likely that other orches-
tras and classical performers will fallow the or-
chestra’s lead into virtual reality.

Special recognition went to concuctor Gus-
tavo Dudamel and the Simon Bolivar Youth
Orchestra of Venezuela. Given jointly by clas-
sical WQXR New York and Gramophone mag-
azine, this award acknowledged the worldwide
influence these players have had on listeners
and even the life-changing impact “El Sistema”
has had on its own musicians. Since its found-
ing 30 years ago, “El Sistema” has helped bring
music to underprivileged and at-risk players and
listeners throughout their home nation, and in-
spired similar programs in other countries.

For the complete list of award winners, go
to gramophone.co.uk.

GOOD MUSIC FOR A GREAT CAUSE:
For the pasl 14 years, Classical Action: Per-
forming Arts Against AIDS has done great
work to ruise funds for AIDS-related serv-
ices in communities across the United
States, first as an independent organization
and later as a fund-raising part of Broadway
Cares/Equity Fights AIDS.

This fall, Classical Action is releasing its
first recording as a new means of raising
money for ihis great cause. “Flesh & Stone”
(Americus Records) features a starry lineup
of such artists as mezzo-sopranos Joyce
Castle anid Mary Philips, as well as flutist
Eugenia Zukerman, performing songs by
noted composer Jake Heggie.

As one might expect from the imagina-
tive Heggie, the songs draw upon a diverse
set of texts that range from letters written
by Vincent van Gogh to Emily Dickin-
son’s poetry to material written by Sister
Helen Prejean, whose work with a death
row inmate was the inspiration for the
movie (and, later, the Heggie opera) “Dead
Man Walking.”

All proceeds from the album benefit
Classical Action; “Flesh & Stone” can be
purchased at broadwaycares.org. ooe
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I We Know

You've Got Soul

Awards Show Spotlights Soul Up-And-Comers

etween the Grammy Awards, the

BET Awards, the American Mu-

sic Awards and the MTV Video

Music Awards, to name some of

the biggies, the last thing any-

one needs is another music awards show,
right? Wrong.

There’s still a contingent of talented artists

flying under the mainstream radar who de-

serve to vogue in the spotlight: independent

AZUCENA

soul artists. Making sure that hap-
pens is SoulTracks.com. The soul
musicWeb site is staging its third annual Read-
ers’ Crioice Awards, but this time it’s with a
twist indicative of the indie soul scene’s grow-
ing popularity.

Evolving from virtual to actual, the 2007
awards show will rev up Nov. 16 at the 500-
seat Riverfront Ballroom in Detroit’s Cobo
Center, A rotating group of hosts will welcome
a performance lineup including such indie soul
beaccns as Eric Roberson, Gordaon Chambers,
Maya Azucena and Conya Doss. Participating
in the special lifetime achievernent tribute to
Stylistics lead singer Russell Thampkins will be
Maysa and Phil Perry. Among the presenters
is '70s-era R&B singer Linda Clifford.

SoulTracks publisher Chris Rizik says the

i DOSS
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live awards show was the next logical step
after factoring in reader queries (from here
and overseas), the re-formation of the leg-
endary Stax label and the proliferation of soul
music conferences/festivals.

“There has been increased growth on the
site,” he adds, noting that his site averages
100,000 visitors per month. “But whereas a
couple of years ago, visitors were coming mainly
for the old-school material, more and more peo-
ple are checking out the new soul acts.”

In addition to major support from
the city, Rizik is working in tandem
with lifestyle/promotion firms Jo-
dine’s Corner, Mosaicthump and
Urban Organic. The principals behind
two burgeoning soul festivals staged
in the spring and fall—Frances Jaye
(Dallas’ | Got Soul) and Terry Bello
(Atlanta’s Soul Summit)—are also
lending a helping hand.

As an added plus, residents and vis-
itors can enjoy an entire soul weekend.
That’s because the awards show dou-
bles as the lead-in to the Urban Or-
ganic Festival (Nov. 17-18). Now in its
sixth year, the music, culinary, fashion
and film fest is an outgrowth of founder
Drake Phifer’s Urban Organic promo-
tion firm, which has worked with such
artists as Dwele, Raheem DeVaughn,
Kem, Leela James and Goapele. “Con-
necting the Dots” is this year’s festival
theme. Among the scheduled events:
Roy Ayers headiining a Saturday night
concert hosted by Amp Fiddler and
featuring emerging acts from Detroit
and other markets.

With nominations determined
by a select group of artists, pub-
lishers, writers and others work-
ing in the music industry, the Soui-
Tracks awards comprise six
categories: song, album, female,
male, duo or group, and new artist
of the year. Leading this year’s
field with three nominations
apiece are Roberson, Rahsaan
Patterson and Anthony David.

Though Rizik is intent on making the Soul-
Tracks Readers’ Choice Awards the awards
show for indie soul artists, he’s just as concerned
with maintaining its grass-roots vibe. Thus, tick-
ets sold to the public cost an affordable $25
while artists will sell their CDs outside.

“These are artists, at least for now, who
aren’t going to be recognized by the Gram-
mys,” he says. “The idea is to give them an
evening to celebrate what they do and re-
ceive some of the attention they deserve. It
also gives people the opportunity to listen
to what most of radio isn’t playing—and let
them know these artists are worth taking a
chance on.” oee
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NEIL YOUNG

Chrome Dreams i
Producers: Nei/ Young, Niko
Bolas

Reprise

Release Date: Oct 23

Morgan simply lets his rage
rock, infusing the album with
the same kind of active/alt-rock
straddling approach that’s
vaulted Seether’s previous re-
leases to gold status.—GG

If Neil Young has been consis-
tently inconsistent throughout
his career, he israrely as all over
the map onthe same album as
heis on “Chrome Dreams II,”
named akin to a 1976 album
that never materialized. The
humble, sweet strummer
"Beautiful Bluebird” conjures
the mid-"70s acoustic classic
‘Comes a Time"; the steel gui-
tar-soaked “Ever After” recalls
the pure country of "Old
Ways”; and “Ordinary People”
and "No Hidden Path”—which
together clock in at nearly 33
minutes—offer an electric swirl
of “Greendale,” "Broken Ar-
row” and “After the Gold
Rush.” It's a hodge-podge that
presents Neil the fighter, Neil
the philosophizer, Neil the hus-
band, Neil the softie and Neil
the hippie. “Ordinary People”is
the dividing line: a rambling,
piano- and horn-encrusted
portrait of America sure to be
loved and hated equally. Over-
all though, is the album better
than “Prairie Wind” or “Living
With War”? Yes.—WO

SEETHER

Finding Beauty in Negative

Spaces

Producer: Howard Benson

wind-up

Release Date: Oct. 23
Angst mongers are likely
licking their chops over

the prospect of Seether’s new

album. After all, Shaun Morgan,

who leads this trio of South

African expatriates, has been

through the ringer in the past
18 months, with a public
breakup with girlfriend Amy
Lee (who vented her feelings
onmuch of Evanescence’s “The
Open Door”) and a stint in
rehab counted among his
struggles. So Morgan theoreti-
cally had a few issues of his own
to work out in song, and he
doesn't disappoint. The singer/
guitarist claims that only
“Breakdown” deals with Lee,
but you can'’t help but figure she
crossed his mind while writing
such fury-filled diatribes as "FM-
LYHM” and the single “Fake It.
Regardless of the inspirations,
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SERJ TANKIAN

Elect the Dead

Producer: Serj Tankian
Serjical Strike/Reprise
Release Date: Oct. 23
System of a Down may be on
hiatus, but its sound isn’t thanks
to frontman Serj Tankian. “Elect
the Dead,” his first full-length
solo effort, boasts the same
kind of arty arrangements and
cascading dynamics as SOAD’s
ouvre, a sign that while guitarist
Daron Malakian is often con-
sidered the band’s mad genius,
Tankian’s elastic, expressive vo-
cals are as integral to its charac-
ter. “Empty Walls” charges out
at full metallic speed, then pulls
back and maintains that course
throughout the song’s three
minutes and 50 seconds. That
pattern becomes Tankian’s
stock in trade here, from the
staccato attack and Eastern
European flavors of “The Un-
thinking Majority” to the Meat
Loaf-style bombast of "Money”
and the jazz-inflected rumble
of “Praise the Lord and Pass the
Ammunition” At one point,
Tankian claims, “We are the
cause of a world that’s gone
wrong.” On “Elect the Dead,”

ROBERT PLANT AND

ALISON KRAUSS
Raising Sand

Producer: 7 Bone Burnett
Rounder

Release Date: Oct. 23

JUANES
La vida Es . . . Un Ratico

=%

T Ti

LAYIBA

—

_Release Date: Oct. 23 t

Producers: Juanes, Gustavo
Santaolalla, Anibal Kerpel
Universal Music Latino B

]

This album’s pensive name and introspective title track
belie a project with stronger rock undertones and more
outright romanticism than previous Juanes efforts.
What remain are the memorable melodies guaranteed
to become hits and the distinctive guitar riffs, but with a
decidedly more pronounced edge. The lyrics, which
have always been a Juanes strong suit, are more devel-
oped and often gorgeous. “Minas Piedras,” a duet with
Argentine rocker Andrés Calamaro, boasts a barcarolle
rhythm that underscores the sadness of land mine dev-
astation, while “Bandera de Manos” has German rock
star Campino singing in German and Spanish. Those
yearning for more along the lines of Juanes’ world hit
“La Camisa Negra’” can get a good dose of Colombian
folk on “Tres.” But overall, this is a more universal album,
befitting a more universal star.—LC

however, he makes it sound
pretty right. ~GG

BABYSHAMBLES
Shotter’s Nation

Producer: Stephen Street
Parlophone

Release Date: Oct. 23

It has been quite some time
since the music of Babysham-
bles leader Pete Doherty
received more notoriety than
his drug arrests. That won’t
change with “Shotter’s Nation,”
though there are a few in-
stances where the songs man-

On the coattails of Emmylou Harris and Mark Knopfler’s
genre-busting “Ali the Roadrunning” collaboration_
comes “Raising Sand,” the intriguing pairing of Led
Zeppelin’s Robert Plant with bluegrass queen Alison
Krauss. Produced by T Bone Burnett, who contributes
his keen knack for proffering compelling, off-the-
beaten-path tunes, the CD traverses multifarious roots
styles, from country (the heart-rending Gene Clark waltz
“Through the Morning, Through the Night”) to Kurt
Weill-like balladry (Sam Phillips’ enchanting “Sister
Rosetta Goes Before Us”) to haunting melody (Tom
Waits and Kathleen Brennan’s “Trampled Rose”) to folk
rock (the Plant/Jimmy Page beauty “Please Read the
Letter”). But soft rockers rule, including the chugging
“Rich Woman” and the Everly Brothers’ “Gone Gone
Gone (Done Moved On).” Key to the magic is the deli-
cious harmony vocals of the unlikely duo, best-displayed
on the swaying “Killing the Blues,” given trad-country
depth by steel pedal ace Greg Leisz.—DO
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age to make the listener forget
about the court appearances
and remember Doherty’s
uniquely skewered way around
a guitar line and lyric. Though
there’'s nothing here that
reaches the highs of Doherty’s
work with the Libertines,
opener “Carry On Up the Morn-
ing” comes close, with its ram-
shackle guitar opening and the
singer’s apparent perspective
on his nebulous public persona.
But too often the songs sound
like half-baked fragments
(“Side of the Road") or third-
rate Beatles outtakes (“Crumb
Begging Baghead™). Here’s
hoping Doherty can overcome
his problems and return his
focus to songwriting.—RT

DWIGHT YOAKAM
Dwight Sings Buck
Producer: Dwight Yoakam
New West
Release Date: Oct. 23
* Dwight Yoakam’s long
friendship with, and ad-
miration for, the late Buck
Owens is well-documented,
which makes this heartfelt trib-
ute to his mentor a natural. And
Yoakam’s treatment of 15
Owens classics is spot on,
which is not to say he mimics
Owens note for note. At times
Yoakam clearly channels his
mentor (“Act Naturally,” “Cry-
ing Time"), and at others he
cuts afresh path. Theresultisa
refreshing blend of authentic-
ity and new life. A slowed-down
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version of "“Close Up the
Honky-Tonks” features congas,
maracas and a Hammond B-3
organ. Yoakam’s soulful ren-
dering of “Together Again,”
though different from the orig-
inal, fits perfectly, and his
mournful and lonesome take
on “Only You" is another high-
light. Recorded with his road
band, Yoakam does his idol
proud on this exceptional
collection.—KT

RISSI PALMER
Rissi Palmer
Producers: various
1720 Entertainment
Release Date: Oct. 23
“Country Girl’—the song
L&l that has famousty made
Missouri-bred Rissi Palmer the
first black woman in two
decades to hit the Hot Country
Songs chart—is a propulsive,
soul-fueled stomp offering a
useful lyric lesson about how
you don’t have to be “a Geor-
gia peach from Savannah
Beach” to identify as country.
But her groove doesn’t end
there. "Mr. Ooh La La,” with
Palmer’s vocals serving as
rhythm hooks, could stir up
even more dancefloors. Older
R&B influences are audible as
well—"All This Woman Needs”
has a Dionne Warwick pretti-
ness, “I'm Not of This World” is
tough blues rock and the
melody of “Leavin’ on Your
Mind” recalls the Drifters’ “This
Magic Moment.” Throughout,

WEEN

La Cucaracha
Producer: Andrew Weiss
Rounder

Release Date: Oct 23

VIEWS-

Palmer shows off a soul-country
smokiness that proves genres
aren't as segregated as they
sometimes seem on paper.—CE

DAVE GAHAN
Hourglass
Producers: Dave Gahan,
Christian Eigner, Andrew
Phillpott
Mute
Release Date: Oct. 23

On “Hourglass,” Dave

Gahan wisely returns to
the highly synthesized elec-
tronica of his main band De-
peche Mode. Unlike his more
guitar-centered solo debut,
2003’s “Paper Monsters,” the
follow-up is on the whole dark
and moody, filled with thick,
dense beats and pulsating
grooves. The ambient "Saw
Something” is a haunting,
echoey opener, followed by
the glam rock-ish “Kingdom.”
“21Days” and “Use You” sound
almost industrial, while the
bass-heavy “Deeper and
Deeper”is strikingly gritty and
fierce. Lyrically, Gahan gets
personal, musing on inner
struggles and religion (“l don’t
believe in Jesus, but I'm pray-
ing anyway,” he sings on “Mir-
acles”). The best songs here
evoke classic Depeche Mode
("Kingdom,” “Use You”), but
the slower, sparse numbers
(“Insoluble,” “Down”) lack a
sense of urgency that almost
feels necessary.—JM

Ween fans have come to expect the.
unexpected from this act, but even diehards will be
thrilled by the sheer musical schizophrenia of “La
Cucaracha,” the band’s debut for Rounder and first
album in four years. Only in Ween’s world can the
good-ole-boy bluegrass of “Learnin’ to Love” comfort-
ably sit next to the lewd garage rock of “My Own Bare
Hands” and the cheap, stoned reggae of “The Fruit
Man.” Elsewhere, the band continues mastering the
expression of its softer side, from the '70s AM radio
love song “Sweetheart” to the alternate-universe
smooth jazz of closer “Your Party” (with David Sanborn
on sexy sax). In between, Ween walks its trademark
annoying/captivating tightrope with panache (the odd
noises on the effervescent “Blue Balloon,” the faux
mystic, out-of-tune “Spirit Walker”) but never forgets
to rock out, particularty on the 11-minute brain scram-
bler “Woman and Man.”—JC
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STEVEN CURTIS
CHAPMAN
This Moment
Producers: Matt Bron/eewe,
Steven Curtis Chapman
Sparrow Records
Release Date: Oct. 23

Since debuting 20 years

ago, Steven Curtis Chap-
man has set the standard for
Christian pop with such com-
pelling anthems as “The Great
Adventure,” “For the Sake of
the Call” and “Heaven in the
Real World.” This new CD show-
cases a singer/songwriter still
at the peak of his game. Such
tunes as “Children of God"” and
“Miracle of the Moment"” are
buoyant anthems, powered by
Chapman’s warm, accessible
vocals. “Cinderella” is a tender
ballad from a father who knows
all too well his little princess will
soon be grown and gone, while
“Cne Heartbeat at a Time" is
a tender tribute to the power
of a mother's love. When it
comes to celebrating faith and
family, no one does so with
more passion than Chapman,
and this album is among the
best of his career.—DEP

STACEY KENT
Breakfast on the Morning
Tram
Producer: Jim Tomliinson
Bilue Note
Release Date: Oct. 2
* This jazz disc is vocalist
w8 Stacey Kent’s first re-
ccrding project for Blue Note,
and it’s a thoroughly captivat-
ing debut. The album com-
prises a dozen tunes, with the
pivotal songwriting contribu-
tions coming from novelist
Kazuo Ishiguro and Jim Tom-
linson, who collaborated on
four brilliantly eccentric num-
bers. Ishiguro penned lyrics for
“So Romantic,” the title track,

L LEGEND & CIREDILS S

EDITED 8Y JONATHAN COHEN
(ALBUMS) AND CHUCK TAYLOR
(SINGLES)

CONTRIBUTORS: Leila Cobo.
Jonathan Cohen, Chuck Eddy,
Gery Graff, Jill Menze, Wes
Orshoski, Dan Ouellette, Charles
Perez, Deborah Evans Price,
Chuck Taylor, Christa L. Titus,
Rcbert Thompson, Ken Tucker,
Philip Van Vteck

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

“The Ice Hotel” and “I Wish |
Could Go Traveling Again,”
touching on subject matter
that just doesn’'t appear injazz
songs. But ultimately, the
beauty cf this disc lies in Kent’s
vocals. Her voice has a startling
clarity, turning chrase after
phrase with subtlety and anim-
peccable feel for the music.
Also note her jazz-wise covers
of Steviz Nicks’ “Landslide,”
Serge Gainsbourg’s “La Saison
des Pluies” and the lovely
“Samba Saravah."—PVV
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CARBON/SILICON
The Last Poet
Producers: Tony James,
Mick Jones
Carbon/Silicon Records/
Caroline
Release Date: Oct. 23
"The Last Poet” is the
sound of Mick Jones ex-
citad again about music. And,
as such, it's exactly the kind of
record his diehards expect
from him, one full of accessible
guitar rock with plenty of
melodic solos, singable cho-
ruses and lyrics that are con-
scious while sweetly idealistic.
Sparked by his production
work with the Libertines, his
songwriting reun on with for-
mer Generation X guitarist
Toy James (Carbon/Silicon's
other driving engine) and the
passing of Joe Strummer, the
enthusiasm heard on this al-
bum is something Jones hasn’t
displayed for some 15 years.
Songs like the irresistibly poppy
“War on Culture” recall the
sp rit of “Stay Free,” while “The
Wnole Truth” conjures the
stomp of the first Clash album.
It's @ mélange of his loves for
glam, punk and pop through
which Jones sounds full of the
ideas, daterminazion and the
sheer thirst for fun that he had
at 25.—wo

CRITICS’ CHOICE *: A new
release, ragardless of chart
po-ential highly recommended
for musical merit.

All alburs commercially available
in the United States are eligible.
Send album review zopies to
Jonathan Cohen and singles
review capies to Chuck Taylor
(both at Billboard, 770 Broadway,
Seventh Floor, New York, N.Y.
10003) or to the writers in the
appropriate bureaus.

)
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FLO RIDA
FEATURING T-PAIN
Low (3:53)

Producer: DJ Mcntay
Writers: 7. Dillard,

L M. Humphrey, F.R. Najm

Publishers: various
Poe Boy/Atlantic
* With massive under-
ground and mixtape suc-
cess with label owner Rick Ross
and Miami's No. 1CJ Khaled, Flo
Rida has generated z buzz des-
tined for national attention. T-
Pain assists on “Low,” a strip
club-friendly single where Flo
Rida takes his sho: a: revealing
his fantasies for a lady vixen.
Production is on point, and al-
though initial attention may be
isolated in the Scuth, with
proper promotion the rest of
America will soon ke shaking
to the track, eithe- in the clubs
or the bedroom. Already a hit
dance craze and YouTube fan
favorite, Flo Rida should be pre-
pared for great rewards, with
plenty of female admrirers along
the way.—CpP

TRAVIS TRITT
Something Stronger Than
Me (3:30)
Producer: Randy Jackson
Writers: D. Poythress,
D. Skaggs, M. Little
Publishers: varicus
Category 5
u The second single from
Travis Tritt's powerful
new collection "The Storm” is
one of those meaty kallads that
he turns into grace-A country.
Penned by Don Pcythress, Don-
nie Skaggs and Michelle Little,
it's an aching portrait of a man
struggling with a h=2a-tache that
shatters his tough-auy veneer
and leaves him weak. Tritt turns
in a potent, soul-baring per-
formance that should remind
listeners why this guy has sold
millions of records and logged
so much time atop the charts.
He's a country balladeer of
considerable depth and soul,
and this memorable and
poignant single is among his
best work.—DEP

MUDVAYNE

Dull Boy (4:05)
Producers: Dave Fortman,
Mudvayne

Writers: M. McDonough,

el o
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G. Tribbett, R. Martinie, C. Gray
Publisher: not /isted
Epic
The formation of super-
group Hellyeah—which
shares members with Mud-
vayne—didn’t push the latter
group by the wayside. The
quirky metal band officially
resurfaces Nov. 27 with “By the
People,” a live/rarities record
whose playlist consists of fan fa-
vorites. Heralding the album’s
arrival is “Dull Boy,” one of two
new tracks. Chad Gray's hurried,
whispered chanting of “All work
and no play makes me a dull
boy” may have beeninspired by
the horror flicks “ldentity” or
“The Shining,” enabling the song
to neatly coincide with Hal-
loween. Mudvayne remains true
to its erratic style of time and
mood changes, grinding out
the disjointed metal and smart
lyrics that made it the odd duck
of the nu metal class—one of
the few from that contingent
that has remained afloat. An
album of fan favorites is a nice
way to stay relevant, but we
hope another one of new ma-
terial is soon to follow.—CLT

CHARLOTTE MARTIN
Constant Craving (4:43)
Producers: Charlotte Martin,
Ken Andrews

Writers: k.d. lang, B. Mink
Publishers: Bumstead/
Universal PolyGram
International Publishing
(ASCAP), Zavion Enterprises
c/0 MizMo Enterprises

TREY SONGZ
Producer: StarGate
T.E. Hermansen

Publishers: various
Song Book/Atlantic

Can’t Help but Wait (3:27)

Writers: J. Austin, M.S. Eriksen,

Twenty-two-year-old Trey Songz is an underrated
young R&B talent with lackluster first-album sales,
despite an armful of quality singles. The launch single
frcm his sophomore self-titled effort, “Can’t Help but
Wait,” exposes his maturity and hunger to achieve the
notoriety he deserves. With magnificent production
frcm the European duo with soul, StarGate, and co-
writing sorcery from Johnta Austin, Songz pours out
his emotions for a woman that he is trying to convince
to leave an abusive relationship—and if you pay close
attention, there also are a couple of clues on how to
give a lady the respect she deserves. This time
around, there should be no reason why Songz need
“Wait"” to find the level of fame he deserves.—CP

Echo rield
Cherlotte Martin's dreamy
Mt treatment of k.d. lang’s
biggest hit, “Constant Craving,”
signals that her upcoming cov-
ers alburr, “Reproductions,” is
another quality addition to her
catalcg cf charming alterna-
pop. Martin authentically con-
veys the feeling of longing with
implo-ing vocals, letting her
sweetly feminine tone propel
the lyric cf desire. This muse is
armed with keyboards that gen-
tly pipe in flute-like notesand a
softly bubbling organ that gives
an aural counterpoint of seren-
ity, as if floating in an underwa-
ter rezlm. The drums crash just
loud enoLgh to give off asense

DOLLY PARTON

Producer: Dolly Parton

Luxury, BMI
Dolly Records

tive vocal,
acclaimed gospel

Better Get to Livin’ (3:33)

Writers: D. Parton, K. Wells
Publishers: Velvet Apple/Lap of

Dolly Parton’s latest album might be titled “Back-
woods Barbie,” but this uplifting single reveals the
timeless entertainer to be more sage philosopher
than country kewpie. She introduced this buoyant
anthem during a recent prime-time appearance on
ABC’s “Dancing With the Stars,’” and country pro-
grammers would do well to keep it in the limelight.
At the heart of the track is Parton’s sweetly distinc-
backed by the angzlic voices of
songbirds Sonya and Becky
Isaacs. The well-crafted lyric finds Parton encourag-
ing others to live life to the fullest. Full of Parton’s
signature wit, wisdom and personality, it’s the musi-
cal equivalent of getting a much-needed pep talk
from your favorite aunt.—DEP
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of discontent, reminding you
of how bittersweet yearning
for someone or something can
be. Martin has shown she's got
solid chops as a songw iter
and interpreter alike, and
choosing the path of an ind=2-
pendent artist continues ta suit
her just fine.—CLT

LINDA KIRALY
Can’t Let Go (3:52)
Producer: Rodney Jerkirs
Writers: R. Jerkins, D. Mi'e 1],
L. Daniels, A. Birchett,
A. Birchett, D. Thomas
Publishers: various
Universal Republic
Newcomer Linda Kiraly
may have Rodney Je-kins
in her back pocket on debut
single “Can’t Let Go,” but the
24-year-old already brings a
world of experience to her us-
coming 2008 debut. Borninthe
Bronx, her musical parentsem-
igrated from Hungary, leading
Kiraly to a career singing in cles-
sical style in their native lan-
guage that carried her across
Europe as ateen. Withanit:hto
sing contemporary English, her
signing with Universal Republic
now primes her for stateside
flight. The beatbox-buxom
“Can’t Let Go,” about atox c re-
lationship, conjures Natasha Be-
dingfield with its pure soul,/pop
template and a hook big
enough to catch a mountain
bass. An auspicious debut “rom
an artist with the physical
charms to foster a serious crush
or two along the way.—CT
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Daddy And
DaughterDuet

Adding Miley Helps Billy Ray’s Current Hit Climb <« P

After lingering in the lower levels of Bill-
board’s Hot Country Songs chart for 11
weeks, Billy Ray Cyrus’ previously solo ver-
sion of “Ready, Set, Don’t Go” jumps 48-33
thanks largely to his Oct. 9 performance of
the song on ABC’s “Dancing With the Stars”
with daughter Miley Cyrus, aka TV sensa-
tion Hannah Montana. Walt Disney Records,
label home to father and daughter, has rere-
leased the song to radio as a duet.

KPLX Dallas PD John Sebastian has added
the new version to the station’s playlist.
“When the opportunity came up for us to
‘play off of” their duet on ‘Dancing With the
Stars,” have Billy on the morning show, do
an in-store and present him at the State Fair
of Texas, the duet version seemed to be a nat-
ural,” Sebastian says.

WBCT Grand Rapids, Mich., PD Doug
Montgomery says, “The song is generating
agood amount of buzz and Miley is hot now,
too.” Both stations are giving away tickets to
upcoming Miley Cyrus/Hannah Montana
concerts in their markets.

Meanwhile, Billy Ray Cyrus’ album

[1]
>
B
=

-

“Home at Last” is the Greatest Gainer
on Top Country Albums with a 2,000-unit
increase. It jumps 37-22 with 5,000
copies sold and re-enters The Billboard
200 at No. 159. e

Additional reporting by Wade Jessen.

33

READY, SET, JUMP (it
y [} i i

After 11 weeks in the lower reaches of

Billboard’s Hot Country Songs chart, “Ready,

Set, Don’t Go” catapulted 15 spaces when

Walt Disney rereleased it as a duet.
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RADIO 1 NO. 1: LIFE
BEGINS AT 40 FOR BBC
RADIO NETWORK

It’s been a long time since the
Kinks or Roxy Music hit No. 1, but
now they find themselves—or
their songs at least—back at the
summit of the U.K. charts, thanks

“Q Radio 1

§ to anew compilation celebrating 40 years of top

40 network BBC Radio 1.

“Radio 1 Established 1967""—which features con-
temporary artists covering hits from each of the
last 40 years, including Robbie Williams’ version
of the Kinks’ “Lola” (1970) and Kylie Minogue’s
take on Roxy Music’s “Love Is the Drug” (1975)—
debuted at No. 1 on the Official U.K. Charts Co.’s
compilations chart Oct. 7. Inthe process, the CD-
only compilation, licensed to Universal Music TV,
became the fastest-selling album for the corpo-
ration’s commercial arm, BBC Worldwide. It held
at No. 1the following week, with total over-the-
counter sales now in excess of 127,000.

“As a youth brand, we wanted to reflect our his-
tory but still have meaning to a young audience,”
says Radio 1 head of music George Ergatoudis,
who came up with the concept.

The tracks were premiered to Radio 1's 10.87
million listeners in the two weeks prior to the net-
work’s 40th anniversary on Sept. 30, But, due to
public service broadcasting rules, DJs were not
allowed to mention the album release on the air.

BBC Worldwide Audio and Music head of licens-
ing Dominic Walker credits the success of the
album to its “unique content” and predicts it will
eventually sell 500,000-800,000 units.

—Mark Sutherland

FOR TILA TEQUILA,
MILLIONS OF TV VIEWS

c[Lel- VB BY PAUL SEXTON |

AND FRIENDS STILL DON’T
TRANSLATE TO SALES

Tila Tequila’s new TV show may be atop the ratings,
but it hasn’t led to significant sales for her new sin-
gle. “All My Stripper Friends,” which was released
digitally Oct. 9, sold less than 1,000 downloads inits
first week, according to Nielsen SoundScan. Her
previous single, “I Love U,” was released in March
and has sold 17,500 copies. Neither song entered
any of Billboard’s charts.

MTV show “A Shot at Love With Tila Tequila” also
premiered Oct. 9, and ranked No. 1in its time slot
for people ages 12-34 across all cable competition,
according to Nielsen. The show did especially well
among women ages 18-24 and female teens, MTV
says. An estimated 1.8 million people tunedin to the
reality dating show, which centers on Tequila’s quest
to choose a mate from a panel of 16
men and 16 women,

The show makes little men-
tion of Tequila’s musical career;
the first episode noted her
music videos (where she is
often scantily clad) but not her
new single or forthcoming
album. A release date and
label for that album have
not been announced. £

Tequila calls her-
self “the queen of
MySpace” and
counts more than 2
million “friends” on

TEQUILA

her page.
—Cortney Harding
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Punk Alive,But Not Clicking

Sex Pistols Fans Snub
Downloads, Opt For Vinyl

British music weekly NME may have failed in
its campaign to make the Sex Pistols’ “God Save
the Queen” a No. 1 single 30 years after it first
missed the target, but EMI still regards its ac-
companying vinyl reissue program as a success.

Boosted by endorsements by such Sex Pis-
tols devotees as Foo Fighters, Klaxons and the
Beastie Boys, an NME campaign urged fans
to buy the track as a download via iTunes and
7digital.com, or as part of the series of vinyl
7-inch Pistols singles issued on the EMI and
Virgin labels in replica artwork, exactly as they
were in 1976 and 1977.

“God Save the Queen” peaked at No. 2 in
the United Kingdom in the week of the
monarch’s silver jubilee, ostensibly outsold
by Rod Stewart’s “I Don’t Want to Talk About
It”/“The First Cut Is the Deepest” amid dark
rumors that the “establishment” had kept it
from the top spot.

No such maneuvers were required this time,
as “Queen” peaked atan anticlimactic No. 42.
But, while downloads underperformed, EMI
notes it was the best-selling vinyl single of the
week, with sales of some 3,100.

EMI product manager Tom Wegg-Prosser
says the vinyl sales fed the campaign leading
Lo the Oct. 29 rerelease of the iconic “Never
Mind the Bollocks . . . Here's the Sex Pistols”

album, 30 years and cne day after its first ap-
pearance. That comes in heavyweight vinyl
andreplicates the original insertion of a “Sub-
mission” single and poster. The album is also
available digitally for the first time in the
United States, via iTunes.

“We've tried to re-create what happened 30
years ago in a respectful and authentic way, and
the fans have bought into that,” Wegg-Prosser
says. “Aside from anything the NME have done,
we're proud of how the vinyl has sold.”

Wegg-Prosser says the reissue program is

wWWW americanradiohistorv com

taking place with the approval of the band
and that it dovetails well with the Pistols’
brief reunion, which starts Oct. 25 at the Roxy
in Los Angeles and includes seven U.K.
shows beginning Nov. 8.

“There’s loads of Pistols fans out there.
That’s shown by the phenomenal gig up-
take,” he says. “Fans haven’t been able to get
the album in this format for 30 years. Obvi-
ously downloads are the way lots of things
will go, but there’ll always be a place for a
nice slab of vinyl.” ’

SEXPISFOLS
4

IE M€ ARTHY/WIRFIMAGE.COM: SEX PISTOLS: PETE VERNON/EMI

- s, ese TEAIE A -A»]


www.americanradiohistory.com

HOT

A WEEKLY ROUNDUP
OF NOTABLE CHART
ACHIEVEMENTS

THE FIRST NOEL

>>

SWEETNESS

>>

{NEAT THE 196

MONK’S DAY

>>

2

¥ Over the Counter

GEOFF MAYFIELD gmayfield@billboard.com

Billbeare

ToChart,OrNotToChart; Rock RocksFirstNo. 1

Recent headlines a>out the likes of Ra-
diohead, Madon1a and the Eagles
make it abundantly clear that the music
business finds itsel* in a high-speed evo-
lution, if not a revclution. But, to para-
phrase a compelliag 1974 anthem by
Gil Scott-Heron, will this revolution
be televised?

Eillboard’s charts department and
our data »artners &t Nielsen Music are
being as nimble as we can to pravide
the broadest view gossible of the music
industry’s fast-changing landscape.
However, our abilizy to do so is some-
what dependent on the objective and
verifiable inform:tion that emerges
from new busines: models.

Certainly music fans and critics are
dying to know how many downloads Ra-
diohead sold on izs name-your-price
album, “In Rainbows,” but the band’s
camp has not been eager to share that
nformation. Soms published reports
out it at 1.2 million-1.3 million world-
wide, but Courtyard Management’s
Bryce Edge, who :hepherds the band,
says, “The only peaple who have the fig-
ares are us, and all the figures being
sandied around :re incorrect. And
they’re all exaggerated.”

Courtyard declired an invitation from
Nielsen SoundScan to repor! U.S. sales

for “In Ra:nbows.

Keeping :nat information shrouded
is certainly the band’s prerogative and
lends mystique to a buzz-worthy story.
Indeed, the reams of pressattention ac-
corded “In Rainbows” only adds lever-
age to negactiations with label suitors
(see Retail Track, page 23).

From several accounts of Radiohead’s
album launch, I'll give the band credit
for one notable feat: getting critics to
pay for music. Despite the no-cost op-
tion, reporters on at least three of the
stories I ran across said they offered
about $10 for the download.

Although ruled ineligible to chart by
the Official U.K. Charts Co., “In Rain-
bows” would have qualified for Bill-
board’s Top Digital Albums and Top
Comprehensive Albums.

Likewise, the Eagles’ upcoming “Long
Road out of Eden” would be eligible for
the comprehensive chart during its ex-
clusive window at Wal-Mart (Billboard,
Oct. 20), that is, if the chain is willing to
report the title’s numbers. Wal-Mart
chose not to provide data on its Garth
Brooks offerings, and preliminary in-
dications are that it will not report fig-
ures on the =agles set.

Fact is, most large chains stock pro-
prietary tizles of one fashion or another,

although not typically by acts with the
stature of Brooks or the Eagles. But,
with the notable exceptions of Best Buy
and Starbucks, merchants have not
been eager to place their exclusives on
Top Comprehensive Albums, which
launched on Billbcard’s Web sites in
late 2003.

That tide might bz turning. Until the
summer, Target had been one of the
chains that would r:ot allow its propri-
etary albums on th= comprenensive list,
yet did see fit to chart Collective Soul’s
“Afterwards” (Over the Ccunter, Sept. 15).

If more retailers experience the
change of heart that Target did, we might
rethink whether proprietary itles should
be excluded from most of Billboard’s
album charts.

In the meantime. one of our obvious
dilemmas is that if we don’t know it, we
can’t show it.

STILL ROCKING: Wh'le Radiohead
went high-tech with the digital-only
launch of “In Rainbews,” Kid Rock goes
old school with his new “Rock N Roll
Jesus.” Without a download sold, he
nabs his first career No. 1 on The Bill-
board 200.

[thasbeen more thar ay=arsince an
album stood atop the big chart without

the benefit of digital sales. The last to
do so was Prince’s “3121,” which led
the page in lastyea~’s April 8 issue. Most
of Prince’s albums are found at iTunes
but “3121” remains absent. Rock has
withheld all of his Atlantic-era albums
and tracks from digital distribution.
“Rock N Roll” posis 172,000 sales.
That's down from his career-best week
of 457,000 for sop 1orore outing “The
History of Rock,” which peaked at No. 2
in 2000, but not far off -he pace of hislast
studio album, “Kic Reck,” which began
at No. 8 with 189,000 in November 2003.
Next issue could bring another career-
first No. 1, as first-day sales placed
Jimmy Eat Worlc atcp Nielsen Sound-
Scan’s Oct. 17 Bui dir.g Chart. vos
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CRANK THAT (SOULJA BOY)
SOULJA BOY TELUEM (COLLIPARK/INTERSCIPE
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14

12 BED
J. HOLIGAY (MUSIC LINE/CAPITOL)
13 STRONGER
_ KANYE WEST [ROC-A-FELLA/DEF JAM/IOJMG)
8 THE WAY | ARE
TIMBALAND (MOSLEY BLACKGROUND/INTERSCOP:)
NO ONE
ALICIA KEYS (J/RME
GOOD LIFE
KANYE WEST FEAT. T-PAIN (ROC-A-FELLA'OEF JAN/IDIMG
2 BIG GIRLS DON'T CRY
FERGIE (WILL | AM/A&N INTERSCOPE)
WHO KNEW
_PINK (L AFACE/ZOMBA)
18 LET IT GO
KEYSHIA COLE (IMANI/GEFFEN)
19 UNTIL THE END OF TIME
_ JUSTIN TIMBERLAKE DUET WITH BEYONCE (JIVE/Z0K134)
18 SHAWTY
PLIES FEAT. T-PAIN (SLIP-N-SLIDE/ATLANIC)

5 A POLOGIZE
TIMBALAND FEAT CNEREPUBLIC (140SLEY/BLACKGROUN

2

5 KISS KISS

CHRIS BROWN FEAT. T-PAIN (JIVE/ZOMBA}
8 CYCLONE

BABY BASH FEAT. T-PAIN (ARISTA/RMG)
5 BUBBLY

COLBIE CAILLAT (UNIVERSAL REPUBLIC
AYO TECHNOLOGY
50 CENT (\HADY AFTERMATH/INTERSCOFE
g HATE THAT | LOVE YOU
RIKANNA FEAT. NE-YO (SRP/DEF JAM IDIMG
2 WAIT FOR YOU
ELLIOTT YAMIN (11ICKORY)
13 LOVESTONED
JUSTIN TIMBERLAKE (JIVE/ZOMBA)
DON'T BLINK
KENNY CHESNEY (BNA)
47 ROCKSTAR
NICKELBACK (ATLAN [IC/ROADRUNNER LAVA)
8 BABY DON’T GO
FABOLOUS FEAT JERMAINE DUPRS (DESERT STORM DEF JAM 1DJMG
91 HEY THERE DELILAH
PLAIN WHITE T'S (FEARLESS HOLLYWOOD)
6 WAKE UP CALL
2 _MAROON 5 (A&M, OCTONE/INTERSCGPE)
HOME
DAUGHTRY (RCA/RIG)

used to
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= ARTIST (IMPRINT / PROMOTION LABEL)
. CRANK THAT (SOULJA BOY)
: SOULJA BOY TELLEM (COLLIPARK/IN ERSCOPE.
11 APOLOGIZE
_TIMBALAND (MOSLEY/BLACKGROUND'INTERSCOPE)
GIMME MORE
BRITNEY SPEARS (JIVE/ZOMBA)
STRONGER
KANYE WEST (ROC-A-FELLA/DEF JAM.IDIMG)
13 BUBBLY
COLBIE CAILLAT (UNIVERSAI REPUBLIC)
NO ONE
ALICIA KEYS (J/RMG)
CYCLONE
BABY BASH FEAT. T»_PAIN_ ARISTA/RMG)
ROCKSTAR
NICKELBACK (ROADRUNNER)
10 AYO TECHNOLOGY
50 CENT | HALIf AFTERMATH INTERSCOPE
¢ HOW FAR WE'VE COME
MATCHBOX TWENTY {IELISMA/ATLANTIC)
4g THE WAY | ARE
TiMBALAND FEAT. KERI HILSON (M E‘l_ ﬂ DUN.IINTE_F A_E
DO IT WELL
JENNIFER LOPEZ (EPIC)
HATE THAT | LOVE YOU
RIHANNA FEAT N_E-YD (SP_,F’_DEF JAM INIMG¢
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INGRID MICHAELSON (GABIN 24/DRIGINAL SIGNAL/RED)
1234
FEIST (CHERRYTREE/POLYDOR/INTERSCOPE)
BED
J. HOLIDAY EIIUS_\C LINE/CAPITOL)
WAKE UP CALL
_MARDON 5 (A&M/OCTONE INTERSCOPE)
PARALYZER
FINGER ELEVEN (WIND-UP)
OVER YOU
DAUGHTRY (RCA/RMG)
TATTOO
_JD_RDIN S_PARKS (JIVE'ZOMBA)
.5 HEY THERE DELILAH
- PLAIN WHITE T'S (FEARLESS'HOLLYWDOD)
ME LOVE
SEAN KINGSTON (BELUGA HEIGHTS/EPKC)
54 THE GREAT ESCAPE
BOYS LIKE GIRLS (COLUMBIA}
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LOVE ME IF YOU CAN

TOBY KEITH (S10W DOG NASHVILLE
SHAWTY IS A 10

THE-DREAM [ 41 1DJVG)

BUY U A DRANK (SHAWTY SNAPPIN’)
 T-PAIN FEAT. YUNG JOC (KONVICT NAPPY BOY JIVE/ZOMEA)
IF YOU'RE READING THIS
TIM MCGRAW (CURS)

OVER YOU

DAUGHTRY (RCA/RMG)

BEFORE HE CHEATS
CARRIE UNDERWODD (ARISTA ARISTA NASHVILLE/RMG)
DUFFLE BAG BOY

PLAYAZ CIRCLE FEAT. LIL WAYNE (DT DEF JAWIDJME)
FREE AND EASY (DGWN THE ROAD | GO)
DIERKS BENTLEY (CAPITOL NASIVILLE

SO SMALL

_CARRIE UNDERWOOD (ARIS IA/ARISTE NASHVILLE)
HOOD FIGGA

GORILLA ZOE (BLOCK/BAD BOY SOUTH/ATLANTIC
ONLINE

_ BRAD PAISLEY (ARISTA NASHVILLE)
MAKE ME BETTER
FABOLOUS FEAT NE-YO (OESERI STORM/DEF JAV/IDJMG)
UMBRELLA
RIHANNA FEAT. JAY-Z (SRP/DEF JAN IDJMG)
PARALYZER
FINGER ELEVEN (WiND-UP)
BARTENDER
T-PAIN FEAT. AKON KONVICT/NAPPY BOY UIVE/ZOMBA)
MORE THAN A MEMORY
GARTH BRDOKS (PEARL BIG MACHINE
TAKE ME THERE
_RASCAL FLATTS (LYRIC S1REET)
CAN'T HELP BUT WAIT
_TREY SONGZ (SONG BOOK/ATLANTIC)
PROUD OF THE HOUSE WE BUILT
BROOKS & DUNN (RIS A NASHVILLE)
I'M SO HOOD
DJ KHALED (TERRDR SQUAD/KOGH)
I GET MONEY
50 CENT (SHADY AFTERMATIVINTERSCOPE)
THE GREAT ESCAPE
BOYS LIKE GIRLS (COLUMBIA)
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YOU KNOW WHAT IT IS
T.1. FEAT. WYCLEF JEAN (GRAND HUST_E ATLANTIC)

MATCHBOX TWENTY (MELISMA ATLANTIC)
n formats.

TITLE

ARTIST (IMPRINT / PROMOTION LABEL)

WHO KNEW

PINK (LA ACE ZOMBA)

1 DON'T WANNA BE IN LOVE (DANCE FLOOR ANTHEM)
GOOD CHARLOTTE (DAYLIGHT EPIC

TAKE ME THERE

RASCAL FLATTS (LYRIC STREET

FIRST TIME

LIFEHOUSE (GEFFEN)

BARTENDER

T-PAIN FEAT. AKON (KONVICT NAPPY BO™/JIVE/ZOMBA)
THE PRETENDER

FOO FIGHTERS (ROSWELL, RCA/RME
UMBRELLA

RIHANNA FEAT. 1AY-Z (SRP/DEF JAM/IDMG
BEAUTIFUL GIRLS

SEAN KINGSTON (BELUGA HEIGHTS/EPIS/KOCH)
SOULJA GIRL

SOULJA BOY TELLEM FEAT. 115 (COLLIPARK/IN_ ERSCOPE)
BLEED IT OUT

LINKIN PARK (WARNER BROS

LOVESTONED

JUSTIN TIMBERLAKE (JIVE/ZOMBA) -
SHUT UP AND DRIVE

RIHANNA (SRP DEF JAM, IDJMG)

M SO HOOD

0J KKALED) FEAT T-PAIN TRICK DADDY, RICK ROSS & PLIES { :Niﬁﬁ
TEENAGERS

MY GHEMICAL ROMANCE (REPRISE)
MISERY BUSINESS
PARAMORE (FUELED By RAMEN‘ATLANTIC/LAVA)
DUFFEL BAG BOY

| PLAYAZ CIRCLE FEAT. LIL WAYNE (OTP/DEF JAW/IDJMG)
S.0.8.

JONAS BROTHERS (110LLYWO0D)

SORRY, BLAME IT ON ME

AKON (KONVICT/UPFRONT SRC UNIVERSAL MOTOWN)
A BAY BAY

HURRICANE CHRIS (POLO GROUNDS/.J/AMG

OUR SONG

TAYLOR SWIFT (BIG MACHINE)

THNKS FR TH MMRS

FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDIMG)
BABY DON'T GO

FABOLOUS FEAT. JERMAINE DUPRI {ET ":E\ STORM DEF JAM, D_J'@
INTO THE NIGHT

SANTANA FEAT. CHAD KROEGER (ARISTARMG)

LET IT GO

KEYSHIA COLE FEAT, MISSY ELLIOTT & LIL KIM IMANY/GE! FEN)
PARTY LIKE A ROCKSTAR

SHOP BOYZ (ONDECK, UNIVERSAL REPUBLIC)
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WHO KNEW
PINK (LAFACE ZOMBA)
19 B1G GIRLS DON'T CRY
FERGIE (WILL|.AM A&M INTERSCOPE
BUBBLY
COLBIE CAILLAT (UNIVERSAL REPUBLIS)
2 FIRST TIME
LIFEHOUSE (GEFFEN)
13 HOW FAR WE'VE COME
MATCHBOX TWENTY (MELISMA/ATLANIC)
1 OVER YOU
DAUGHTRY (RCA/RMG)
11 WAKE UP CALL
_MAROON 5 A& OCTONE/INTERSCOPE)
24 HEY THERE DELILAH
PLAIN WHITE T'S (FEARLESS/HOLLYWCOI
13 DREAMING WITH A BROKEN HEART
JOHN MAYER (AWARE/COLUMBIA)
40 ROCKSTAR
NICKELBACK (ROADRUNNER ATLANTIC/LAVA
29 MAKES ME WONDER
MARDON 5 (A&M UCTONE/INTERSCOPE)
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HOME
28 DAUGHTRY (RCA/RME) ﬁ
11 HER EYES
PAT MONAHAN (COLUMBIA)
18 THNKS FR TH MMRS r
FALL OUT BOY (FUELED BY RAMEN/ISLAND/ID. MG)
5 INTO THE NIGHT g
__SANTANA FEAT CHAD KROEGER (ARISTE RMG)
12 PARALYZER
FINGER ELEVEN (\_N ND-UP)
16 WHEN YOU'RE GONE
AVRIL LAVIGNE (RCA/RMG) -
12 PICTURES OF YOU
THE LAST GOODNIGHT (VIRGIN) |
WAIT FOR YOU
18 _ELLIOTT YAMIN (HICKORY) o
1973
" JAMES BLUNT (CUSTARD/ATLANTIC) ﬁ
8 LOVE SONG
i SARA BAREILLES (EPIC) B
12 CALLING YOU
BLUE OCTOBER (UNIVERSAL MOTOWN)
14 HOLLYWOOD
COLLECTIVE SOUL {EL)
4 LOST HIGHWAY
BON JOVI | ME KUURY, ISLANO/IDJME)
s THE GREAT ESCAPE The

BOYS LIKE GIRLS (COLUMBIA)

=
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£ ARTIST (MPRINT / PROMOTION LABEL,

v

TITLE

CERT.

15 WHEN YOU'RE GONE
LWL_LAVIGNE (1} ’HLG)_
DON'T BLINK
KENNY CHESNEY (BNA)
SHAWTY IS DA SH*! (10)
_THE-OREAM (OEF JAM 10JMG)
HOOD FIGGA
GORILLA ZOE (BLOCK BAD BQY ATLANTIC) - |
SWEETEST GIRL (DOLLAR BILL)
_WYCLEF JEAN FEAT. AKON, LIL WAYNE & NILA {COLUMBIA)
14 SHAWTY
PLIES FEAT. T—P/iIN _[‘ LIP-N SLIDE ATLANTIC}
16 POTENTIAL BREAKUP SCNG
ALY & AJ (HOLLY DY -
WHAT I'VE DONE
LINKIN PARK (MACHINE SHOP/WARNER BROS.)
MY SWEET LORD
GEORGE HARRISON (GNOME CAPITOL)
I GET MONEY
50 CENT (SHADY AFTERMATH/INTERSCOPE)
READY, SET, DON'T GO
BILLY RAY CYRUS WITH MILEY CYRUS (WaLT DISVEY)
CRAZY BITCH
BUCKCHERRY (ELEVEN SEVEN/ATLANTIC/LAVA)
NEVER TOO LATE
THREE DAYS GRACE (JIVE/ZOMBA)
23 WAIT FOR YOU
AEI;LIUTT YAMIN (HICKDRY.
1| GOT IT FROM MY MAMA
WILL.LLAM (WILL | AM INTERSCOPE}
PICTURES OF YOU
THE LAST GOODNIGHT {VIRGIN}
SO SMALL
CARRIE UNDERWOOD (ARISTA/ARISTA NASHVILL:) i

o BLUE MAGIC

IAY-Z (ROC-A-FELLA/DEF JAM IDJMG)
2 GIVEIT TO ME

TIMBALAND (MOSLEY/BLACKGROUND/INTERSCORE)
23 LEAN LIKE A CHOLO

DOWN AKA. KILD (SILENT GIANT MACHETE !

STAY

EAHLAND (MERCURY (NASHVILLE))

14 YOU KNOW WHAT IT IS
T.1. FEAT. WYCLEF JEAN (GRAND HUSTLE/ATLANTC)

5

15 EVERYTHING
MICHAEL BUBLE (143 REPRISE)
REALIZE
COLBIE CAILLAT (UNIVERSAL REPUBLIC)

13 WHINE upP
KAT DELUNA FEAT. ELEPHANT MAN (EPIC)
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23 HOME

g DAUGHTRY (RCA/RMG
45 BIG GIRLS DON'T CRY

FERGIE (WILL.I.AM/A&M/INTERSCOPE)

HEY THERE DELILAH
PLAIN WHITE T'S (FEAR.ESS K0! LYWOOD
os THE SWEET ESCAPE

_ GWEN STEFANI FEAT. AKON /[:TERSCOPE)

(YOU WANT TO) MAKE A MEMORY

B B B e

8 powsow (MERCURY ISLAND 10JMG .

2% BEFORE HE CHEATS 13!
CARRIE UNDERWOOD {ARISTA/ARISTA NASHVI LLE/RMG,
WAIT FOR YOU

15 ELLIOTT YAMIN {HICKORY = ﬁ
EVERYTHING

& _MICHAEL BUBLE (143 REPRISE} N g

52 HOW TO SAVE A LIFE
THE FRAY {EPIC) . B
HOW LONG

8 poues (ERC) = o

2 MAKES ME WONDER

_MAROON 5 (A&M/OCTONE, INTERSCOPE

11 BUBBLY
COLBIE CAILLAT (UNIVERSAL REPUBL
BAND OF GOLD

9 KIMBERLEY LOCKE {CURB/REPRISE ﬂ
WHO KNEW

10 PlNKQLkFACE,’!OM_BA, ﬁ
MY WISH

22 RASCAL FLATTS (LYRIC STREET HOLLYWOOD ﬂ

4 TAKING CHANCES ﬁr
CELINE DION (COLUMEIA) |

13 LOST IN THIS MOMENT w
ﬂRICH {WARNER BROS (NASHVILLE) WA lwf

8 FIRE AND RAIN

_KE_NNV "EABVFACE" EOMONDS ‘MELJ"‘ IDIMG)

21 IF EVERYONE CARED 13!
NICKELBACK {ROADRUNNER/ATLANTIC/LAVA)

LOST

3 FAITH HILL (WARNER RR')_S JAS% "VARN_lﬂ ﬁ

5 SOMEBODY'S ME ﬁ
ENRIQUE IGLESIAS ((NTERSCOPE)

4 NOTHIN' BETTER TO DO
LEANN RIMES B REPRIS 3 -

5 INCONSOLABLE Iﬁ
BACKSTREET BOYS (JIVE Z0MBA)

6 FIRST TIME
LIFEHOUSE GEFFEN) o

2 DREAM ON m

KELLY SWEET (RAZOR & TIE)

TITLE
ARTIST (IMPRINT / PROMOTION LABEL}
THE PRETENDER
FOO FIGHTERS (ROSWELL/RCA/R!
BLEED IT OUT
LINKIN PARK (WARNER BROS.)
MISERY BUSINESS
PARAMORE (FUELEQ BY RAMEN/ATLANTIC/LAVA)
NEVER TOO LATE
THREE DAYS GRACE (JIVE/ZOMBA)
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5 F_INGEH ELEVEN (MUE =
; BIG CASINO
JIMMY EAT WORLO (TINY EVIL/INTER UPF) B
. FAKE IT
SEETHEH_\W!NF\
s 1o ALL AROUND ME
FLVLEAF_(A&M 0"T_0_N INTERSCOPE
1 5 EMPTY WALLS
SERJ TANKIAN (SERJICAL STE KEIREFRLEL
12 g YOUDONTKNOW WHATLOVEIS (10U USTODAS YOURE TOLE) g
THE WHITE STRIPEm HLD MAN/WARNER BROS |
= WHAT I'VE DONE
1 9 28 LINKIN PARMAR‘I_ER BROS ) . ﬁ
5] ICKY THUMP
. 10 25 THE WH_!_TEETRlPES {THIRD MAN/WARNER pn‘f]_ B ﬁ
e 15 12 THRASH UNREAL
AGAINST ME! | 5IRE RECRISE)
<z 13 15 STRAIGHT LINES
SILVERCHAIR (ELL [N ILG ATLANTIC LAVA )
@ = EVERYTHING'S MAGIC £
ANGELS AND AIRWAVES SURETONE GEFFEN -
SO HOTT
1€ 14 KID ROCK (TOP DOG_ ATLANTIC) _—
I GETIT
@ 913 CHEVELLE (VEU:‘T:i ﬁ
: TIME IS RUNNING OUT
e B PAPA ROACH (EL TONAL GEFFEN)
SUPERMASSIVE BLACK HOLE
1e 6 2 MUSE (WARNER BROS ) . Q
@ 51 12 WELL THOUGHT OUT TWINKLES
EL\IERSUN PIEKUPS(_L’A_N(;ERBIP.!!)
@ 23 13 'SLAND (FLOAT AWAY)
THE STARTING LINE (VIRGIN)
@ 54 g BECOMING THE BULL
: ATREYU (F@LLYWJOf ]
@ 5 § THAT'S THE WAY (MY LOVE IS)
THE SMASHING P_UMPKINS (MARTHA'S lv\US'C'"t”T‘iS_E t’
@ a1 2 ALMOST EASY
9 AVENGED SEVENFDLD (HOPELESS/WARNER 8R0S )
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PARTY LIKE A ROCKSTAR
SHOP BOYZ (ONDECK UNIVERSAL REPUBLIC)

FOO FIGHTERS ROSWELL/RCA/RMG)

CRANK THAT (SOULJA BOY) LEAN LIKE A CHOLO
SOULJA BOY TELL'EM (COLLIPARK/INTERSCOPE) - DOWN AK.A. KILO (SILENT GIANT/MACHETE)

ui . THE WAY | ARE ~ INTO THE NIGHT

s ~ TIMBALAND MOSLEY/BLACKGROUND/INTERSCOPE) SANTANA FEAT. CHAD KROEGER (ARISTA/RMG)

. BUBBLY SWEETEST GIRL (DOLLAR BILL)
COLBIE CAILLAT (UNIVERSAL REPUBLIC) WYCLEF JEAN FEAT. AKON, LIL WAYNE & NIIA (COLUMBIA)

- GIMME MORE WHAT I'VE DONE
BRITNEY SPEARS (JIVE/ZOMBA) - _LINKIN PARK (WARNER BROS.)

WHO KNEW SOULJA GIRL
PINK (LAFACE/ZOMBA) SOULJA BOY TELL'EM FEAT. I-15 (COLLIPARK/INTERSCOPE)

ROCKSTAR BLEED IT OUT
NICKELBACK (ROAORUNNER/ATLANTIC/LAVA) LINKIN PARK (WARNER BROS.)

LOVESTONED PICTURES OF YOU
JUSTIN TIMBERLAKE (JIVE/ZOMBA) THE LAST GOODNIGHT (VIRGIN)

AYO TECHNOLOGY SEXY LADY
50 CENT (SHADY/AFTERMATH/INTERSCOPE) . YUNG BERG FEAT. JUNIOR (YUNG BOSS/EPIC)

BIG GIRLS DON'T CRY 2 UNTIL THE END OF TIME
FERGIE (WILL | AM/ASM/INTERSCOPE) " _JUSTIN TIMBERLAKE DUET WITH BEYONCE (JIVE/20MBA)

HATE THAT | LOVE YOU =, 17 A BAY BAY
RIHANNA FEAT. NE-YO (SRP/DEF JAM/IDJMG) = - _HURRICANE CHRIS (POLD GROUNDS/J/RMG)

; CYCLONE I'M SO HOOD
BABY BASH FEAT. T-PAIN (ARISTA/RMG) _ 0J KHALED (TERROR SQUAD/XOCH)

m . WAKE UP CALL : , LOVE LIKE THIS
MAROON 5 {A&M/OCTONE/INTERSCOPE) . NATASHA BEOINGFIELD (PHONOGENIC/EPIC)

OVER YOU DUFFLE BAG BOY
DAUGHTRY (RCA/RMG) PLAYAZ CIRCLE FEAT. LIL WAYNE (DTP/DEF JAM/IDJMG)

THE GREAT ESCAPE : LIKE THIS
_BOYS LIKE GIALS (COLUMBIA) MIMS (CAPITOL)

HOW FAR WE'VE COME OUR SONG
MATCHBOX TWENTY (MELISMA/ATLANTIC) TAYLOR SWIFT (BIG MACHINE)

GOOD LIFE I'M LIKE A LAWYER...(ME & YOU)
KANYE WEST FEAT. T-PAIN (ROC-A-FELLA/DEF JAM/IDJMG) '~ FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG)

NO ONE : SHAWTY IS A 10
ALICIA KEYS (J/RMG) 7 THE-DREAM (DEF JAM/IDJMG)

WAIT FOR YOU = DON'T BLINK
"' ELLIGTT YAMIN (HICKORY) _ ; KENNY CHESNEY (BNA)

. PARALYZER . NEVER TOO LATE
INGER ELEVEN (WIND-UP) = THREE OAYS GRACE (JIVE/ZOMBA)

HEY THERE DELILAH -'B. POTENTIAL BREAKUP SONG
PLAIN WHITE T'S (FEARLESS/HOLLYWOOD) - . _ALY & AJ (HOLLYWDOD)

HOOD FiGGA

BARTENDER BABY LOVE
O _T-PAIN FEAT. AKON (KONVICT/NAPPY BOY/JIVE/ZDMBA NICOLE SCHERZINGER FEAT. WILL.LAM (INTERSCOPE)
g BED YOU KNOW WHAT IT IS
. _J. HOLIDAY {MUSIC LINE/CAPITOL) T.\. FEAT. WYCLEF JEAN (GRAND HUSTLE/ATLANTIC!

H. THNKS FR TH MMRS I GOT IT FROM MY MAMA
FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG) WILL.LAM (WILL.I. AM/INTERSCOPE)

WHEN YOU'RE GONE

AVRIL LAVIGNE (RCA/RMG) GORILLA ZOE (BLOCK/BAD BOY SOUTH/ATLANTIC)
UMBRELLA I GET MONEY

RIHANNA FEAT. JAY-Z (SRP/DEF JAM/IDIMG) L 50 CENT (SHAOY/AFTERMATH/INTERSCOPE)

iﬁ 1 DONT WANNA BE N LOVE (DANCE FLOOR ANTHEM) -~ TIME AFTER TIME
GOOD CHARLOTTE (DAYLIGHT/EPIC) - - QUIETDRIVE (RED INK/EPIC)

ge

DO IT WELL § READY, SET, DON'T GO
JENNIFER LOPEZ (EPIC) " _BILLY RAY CYRUS WITH MILEY CYRUS (WALT OISNEY)

BUY U A DRANK (SHAWTY SNAPPIN') . SO SMALL
(50 T-PAIN FEAT. YUNG JOC (KONVICT/NAPPY BOY/IVE/ZOMBA) CARRIE UNDERWOOD (ARISTA/ARISTA NASHVILLE)

TATTOO BLUE MAGIC
JORDIN SPARKS (JIVE/ZOMBA) JAY-Z (ROC-A-FELLA/OEF JAM/IDIMG)

ME LOVE STAY
SEAN KINGSTON (BELUGA HEIGHTS/EPIC) " _SUGARLAND (MERCURY (NASHVILLE))

LET IT GO EVERYTHING

i KEYSHIA COLE FEAT. MISSY ELLIOTT & LIL KIM (IMANVGEFFEN) MICHAEL BUBLE (143/REPRISE)
BEAUTIFUL GIRLS Eﬂ REALIZE
SEAN KINGSTOR (BELUGA HEIGHTS/EPIC) r .~ _COLBIE CAILLAT (UNIVERSAL REPUBLIC)

FIRST TIME FAKE IT

LIFEHOUSE (GEFFEN) SEETHER (WIND-UP)
E THE WAY | AM HYPNOTIZED
INGRID MICHAELSOK (CABIN 24/0RIGINAL SIGNAL/RED) o PLIES FEAT. AKON (BIG GATES/SLIP-N- SLIDE]ATLANTIC)
. 1234 AS IF
FEIST (CHERRYTREE/POLYDOR/INTERSCOPE) i SARA EVANS (RCA NASHVILLE)
CLUMSY KISS KISS
FERGIE (WILL.I.AM/A&M/INTERSCOPE)} § CHRIS BROWN FEAT. T-PAIN (JIVE/ZUMBA)
. TEENAGERS NOTHIN' BETTER TO DO
MY CHEMICAL ROMANCE (REPRISE) : LEANN RIMES (CURB/REPRISE)
SHAWTY - TAKE YOU THERE
PLIES FEAT. T-PAIN (SLIP-N-SLIGE/ATLANTIC) & a3 4 SEAN KINGSTON (BELUGA HEIGHTS/EPIC)
WHINE UP SR 1973
KAT DELUNA FEAT. ELEPHANT MAN (EPIC) = =0 JAMES BLUNT (CUSTARD/ATLANTIC)
$.0.S. - MY DRINK N' MY 2 STEP
JONAS BROTHERS (HOLLYWOOD) - . CASSIOY FEAT. SWIZZ BEATZ (FULL SURFACE/J/RMG)
MISERY BUSINESS ! WADSYANAME
PARAMORE (FUELED BY RAMEN/ATLANTIC/LAVA) A A NELLY (DERRTY/UNIVERSAL MOTOWN)
MAKES ME WONDER ‘ RADIO NOWHERE
MAROON 5 (A&M/OCTONE/INTERSCOPE} J BRUCE SPRINGSTEEN (COLUMEBIA)
BABY DON'T GO ONLINE
FABOLOUS (DESERT STORM/OEF JAM/IDJMG) BRAD PAISLEY (ARISTA NASHVILLE)
SHUT UP AND DRIVE 3 IF YOU'RE READING THIS
RIHANNA (SRP/OEF JAM/IDJMG) Ui TiM MCGRAW (CURB)
MAKE ME BETTER HOLD ON
. FABOLOUS FEAT. NE-YO (OESERT STORM/DEF JAM/IDJMG = i JONAS BROTHERS (HOLLYWOOD)
SORRY, BLAME IT ON ME : REHAB

AKON (KONVICT/UPFRONT/SRC/UNIVERSAL MOTOWN | = Bl AMY (UNIVERSAL REPUBLIC)
SUMMER LOVE l CAN'T HELP BUT WAIT
JUSTIN TIMBERLAKE (JIVE/ZOMBA) | TREY SONGZ (SONG BOOK/ATLANTIC)

TAKE ME THERE FREAKY GURL
RASCAL FLATTS (LYRIC STREET) ! GUCC! MANE (BIG CAT/ASYLUM/ATLANTIC)

gee

POP 100: The top Pop singles & tracks. according to mainstream top 40 radio aucience imp-essions measured by Nielsen Broadcast Data Systems, and
ales compi'ed Ly Nielsen SoundScan. See Chart Legend for rules and explanatiors. © 2007, Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. All
rights -eserved. POP 100 AIRPLAY: Legend located beiow chart. SINGLES SALES: This da:a is used to compile both the Billboard Hot 100 and Pop 100.
see Chart Legerm for rules and explanations. © 2007. Nielsen Business Media, Inc All rights reseived. HITPREDICTOR: See Chart LeGend for rules and
«xplanations € 2007, Promosquad and HitPredictor are trademarks of Think Fast LLC
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THE WAY { ARE
Elis TIMBALAND (MOSLEY/BLACKGROUNDINTERSCOR

l {'-;" - STRONGER

=" KANYE WEST (ROC-A-FELLA/DEF JAM/IDJMG)

- APOLOGIZE
TIMBALAND (MOSLEY/BLACKGROUND/INTERSCOPE)
! WHO KNEW 1
PINK (LAFACE/20MBA)

LOVESTONED

JUSTIN TIMBERLAKE (JIVE/20MBA)

ROCKSTAR

NICKELBACK (ROADRUNNER/ATLANTIC/LAVA)

CRANK THAT (SOULJA BOY)

SOULJA BOY TELL'EM (COLLIPARK/INTERSCOPE)

BiG GIRLS DON'T CRY

FERGIE (WILL.I.AM/A&M/INTERSCOPE)

HATE THAT ! LOVE YOU

RIHANNA FEAT. NE-YO (SRP/DEF JAM/IOJMG)

BUBBLY

__COLBIE CAILLAT (UNIVERSAL REPUBLIC)

AYO TECHNOLOGY

50 CENT (SHADY/AFTERMATH/INTERSCOPE)

THE GREAT ESCAPE
BOYS LIKE GIRLS (COLUMBIA)

M0 WAKE UP CALL
" MAROON 5 (A&M/OCTDNE/INTERSCOPE)
-@ ~ OVER YOU
< N DAUGHTRY (RCA/RMG)

WAIT FOR YOU

ELLIOTT YAMIN (HICKORY)

GIMME MORE

BRITNEY SPEARS (JIVE/ZOMBA)

il WHEN YOU'RE GONE
AVRIL LAVIGNE (RCNRMG)
CYCLONE
~_BABY BASH FEAT. T-PAIN (ARISTA/RMG)

BUY U A DRANK (SHAWTY SNAPPIN)
T-PAIN FEAT, YUNG JOC (KONVICT/NAPFY BOY/UVE/ZOMBA)

‘~x THNKS FR TH MMRS k
FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG)

HEY THERE DELILAH
: PLAIN WHITE T'S (FEARLESS/HOLLYWOOD)
UMBRELLA
7 RINANNA FEAT. JAY-Z (SRP/DEF JAM/IDIMG)
BARTENDER
i Y-PAIN FEAT. AKON (KONVICT/NAPPY BOY/IIVE/ZOMBA)

.~ PARALYZER
FINGER ELEVEN (WIND-UP)

GOOD LIFE
KANYE WEST FEAT. T-PAIN (ROC-A-FELLA/DEF JAM/IDIMG)

B H B3

i

P 0 B Bl

I

# AT TIME IS IT
ELILE) HIGH SCHOOL MUSICAL 2 CAST (WALT OISNE
SWERVING
_ TMI BOYZ (TMI/FACE2FACE)

BED
J. HOLIDAY (MUSIC LINE/CAPITOL)
FOUNDATIONS
KATE NASH (FICTION/GEFFEN)
SHE IS
BETTINA (TBD)
- 1 GETITIN
CHAOS THA COMMUNITY SERVA (FAM FIRST)
LET ME SEE SOMETHING

" A.G. & WRECKLESS E.N.T. (WRECKLESS ENTERTAINMENT)

E . ONLY THE WORLD
MANDISA (SPARROW)

OOH WEE
Lk AYANNA (ELESE)
%' BEAUTIFUL LIAR

- i BEYONCE & SHAKIRA (MUSIC WORLD/COLUMBIA)
| AYO TECHNOLOGY
B 50 CENY (SHADY/AFTERMATH/INTERSCOPE)

12 INSIDE OUT
TEMAR UNDERWOOD (KINGS MOUNTAIN)

BOSS STATUS

KUZ (AVENUE ENTERTAINMENT)
GET ME BODIED

BEYONCE (MUSIC WORLD/COLUMBIA)

BOY WiTH A COIN
IRON AND WINE (SUB POP)

% .. o SAVE A LIFE
= - SMOOT FEAT. £ {KWIK/FACE2FACE)

WHITE LIES

PAUL VAN OYK FEAT. JESSICA SUTTA (MUTE)

SHE'S HOT

ROGUE SOULJANZ (STICO & DA BANODIT) (IMAGINATION)
KQOL AID

LIL 8ASS FEAT. JT MONEY (PIPELINE)

SHAWTY IS A 10
THE-DREAM (DEF JAM/IDJME)

BIG GIRL (NOW)
SILVA JAGUAR (RPM)}
4y D-BOY
1 JEDIAH FEAT. REDD EYEZZ (LCN)
IN THIS PLACE
! M.E. PAIGE (M.E PAIGE)

1 LOVESTONED
JUSTIN TIMBERLAKE (JIVE/ZOMBA)

LISTEN
TAIN-I-TEE 5:7 (SPIRIT RISING/MUSIC WORLD)

AIRPLAY
MONITORED BY

LETIT GO
KEYSHIA COLE (IMANI/GEFFEN)

SALES DAM
COMPILEDIBY

GOO0D CHARLOTTE (DAYLIGHT/EPIC)

| DONT WANNA BE IN LOVE (DANCE FLOOR ANTHEM)

CLUMSY
FERGIE (WILL I AM/ABM/INTERSCOPE)

. BEAUTIFUL GIRLS
SEAN KINGSYON (BELUGA HEIGHTS/EPIC)

TATTOO
JORDIN SPARKS (JIVE/Z0MBA)

! BED
J. HOLIDAY (MUSIC LINE/CAPITOL)

» HOW FAR WE'VE COME
MATCHBOX TWENTY (MELISMA/ATLANTIC)

] ME LOVE
SEAN KINGSTON (BELUGA HEIGHTS/EPIC)

B

MAKES ME WONDER
MAROON 5 (A&M/QCTONE/INTERSCOPE)

WHINE UP
KAT DELUNA FEAT. ELEPHANT MAN (EPIC)

-

MAKE ME BETTER

. FABOLOUS FEAT. NE-YO (DESERT STORM/DEF JAM/IDJMG

SHAWTY
“. PLIES FEAT. T-PAIN (SLIP-N-SLIDE/ATLANTIC)

FIRST TIME
LIFEHOUSE (GEFFEN)

SUMMER LOVE
JUSTIN TIMBERLAKE (JIVE/ZOMBA)

~ UNTIL THE END OF TIME

JUSTIN TIMBERLAKE DUET WITH BEYONCE (JIVE/ZOMBA)

bl

- SEXY LADY
~YUNG BERG FEAT. JUNIOR (YUNG BOSS/EPIC)

TEENAGERS
MY CHEMICAL ROMANCE (REPRISE)

= S.0.8.
JONAS BROTHERS (HOLLYWO0OD)

e

n MISERY BUSINESS

PARAMORE (FUELED BY RAMEN/ATLANTIC/LAVA}

s

LIKE THIS

.“ MIS (CAPITOL)

BABY DON'T GO

FABOLOUS (DESERT STORM/DEF JAM/IDJMG)

I'M LIKE A LAWYER...(ME & YOU
FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG)

KISS KISS
CHRIS BROWN FEAT. T-PAIN (JIVE/ZOMBA)

-~

NO ONE
ALICIA KEYS (J/RMG)

DO IT WELL

>TOR

promosquad

FERGIE
JORDIN S3ARKS
MATCHBCK TWENTY

PARAMOSE
FALL OUT BOY

1 CHRIS 3ROWN FEAT. T-PAIN

THE LAST GOODNIGHT

1 NATASHA BEDINGFIELD FEAT. SEAN
KINGS™OR

SEAN KINSSTON

1r SANTANA FEAT. CHAD KROEGER

¥F THREE DAYS GRACE
& FEIST

BOYS LIKZ GIRLS
TIMBALARD FEAT O

I NINE
1 FEIST

FAITH 4L
ENRIQ JE \GLESIAS

1Y BACKSTREET BOYS
KELLY SWEET

A FINE FFENZ
EMERSOR HART

CHEVELL=
THE SWA3SHING PUMPKINS

QUEENS DF THE STONE AGE

LINKIN PARK

Data for week of OCTOBER 27, 2007 | CHARTS LEGEND on Page 78
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SALES DETA
COMPILED BY

Just Like You 1

. KANYE WEST
ROC-A-FELLA/DEF JAM 009541/104MG (13.98)

Graduation %-:"“

JILL SCOTT
HIDDEN BEACH 00050 (18.98) &

The Real Thing: Words And Sounds Vol. 3..

J. HOLIDAY
MUSIC LINE 11805*/CAPITOL {12.98)

Back Of My Lac' @.

SOULJA BOY TELL'EM
COLLIPARK/INTERSCOPE 009962*.1GA (13.98)

souljaboyteliem.com

TREY SONGZ

SONG BOOK/ATLANTIC 135740/AG (18.98)
JENNIFER LOPEZ

EPIC 97754/SONY MUSIC (18.98) ©

Trey Day Iﬁl

Brave 7

50 CENT
SHAQY/AFTERMATH/INTERS COPE 808931*/IGA (13.98)

Curtis

JAGGED EDGE
S0 S0 DEF/ISLANO URBAN 109493/IDJMG (13.98)

Baby Makin' Project.

SOUNDTRACK
ATLANTIC 307772/AG {18.93)

Tyler Perry's Why Did | Get Married?

QUEEN LATIFAH
FLAVOR UNIT/VERVE 009203/V6 (13.98)

Trav'li?' Light

CHAKA KHAN
BURGUNDY 09022/SONY BMG (17.98)

Fu4k This ,Ia

PLIES

BIG GATES/SLIP-N-SLIOE/ATLANTIC 185340/AG (18.98)
L T34 CHRISETTE MICHELE

DEF JAM 008774/1DJMG (10.98)

The Real Testament ..

I Am

GORILLA ZOE
BLOCK/BAD BOY SOUTH/BAD BOY 293180/AG (18.98)

Welcome To The Zoo

TIMBALAND
MOSLEY/BLACKGROUND/IN_ERSC-IPE 008594*/1GA (13.98)

Timbaland Presents Shoc< Value [Ei

JUSTIN TIMBERLAKE
JIVE 88062 /ZOMBA (18.98)

FutureSex/LoveSounds

COMMON
6.0.0.0 /GEFFEN 009382*/1GA (1%.98)

Finding Forever ﬂm

TA.
GRAND HUSTLE/ATLANTIC 202172*/AG (18.98)

TI. /s TILP. !-

BOYZ N DA HOOD
BLOCK/BAD BOY SOUTH 135996/AG (18.98)

Back Up N Da Chevy gl

RIHANNA
SAP/DEF JAM 008968*/1DJ1G (12 98)

Good Girl Gane Bad ..

GUCCI MANE
BIG CAT 4000/TOMMY BOY (13.98 CD/DVD) &

Trap-A-Thon E

CHAMILLIONAIRE
CHAMILLITARY/UNIVERSAL MOTO®N 008812/UMRG (13.98)

Ultimate Victory

DJ KHALED
TERROR SQUAD 4229/KOCH (17.98)

e oo |

UGK
UGK/JIVE 02633/Z0MBA (18.98) &

Underground Kingz

NE-YO
DEF JAM 008697*/1DJMG (13.98)

Because Of Ei“

TWISTA
ATLANTIC 274044/AG (18.98)

Adrenaline Rush 2007 .“

T-PAIN
KONVICT/NAPPY BOY/JIVE 08719/20MBA (18.98)

THE ISLEY BROTHERS
HIP-0 009140/UME {13.98)

The Definitive Collection ..

TALIB KWELI
BLACKSMITH 277244*/WARNER EROS. (13.98)

Eardrum il

8BALL & DEVIUS
8 WAYS 1010/RBC (17.98)

The Vet & The Rcokie

FABOLOUS
DESERT STORM/DEF JAM 008162*/IDJMG (13 98)

From Nothin' To Scmethin

DIPLOMATS PRESENTS: HELL RELL
DIPLOMATIC MAN 5952/KOCH (17 98)

YUNG JOC
BLOCK/BAD BOY SOUTH 157180%,AG (18.98)

FOXX
TRILL 290476/ASYLUM (13 98)

R. KELLY
JIVE 08537/20MBA (18.98)

AMY WINEHOUSE
UNIVERSAL REPUBLIC 008428*/UMRG (10.98)

1| AKON
KONVICT/UPFRONT/SRC/UNIVERSAL MOTOWN 007968*/UM3G (13.98) ®

Kcnvicted

ROBIN THICKE
STAR TRAK/INTERSCOPE 006146°/1GA (13.98)

The Evolution Of Robin Thicke

SEAN KINGSTON
BELUGA HEIGHTS/KOCH/EPIC 12989/SONY MUSIC (18.98)

Sean Kingston

CUPID
ASYLUM/ATLANTIC 242364/AG (13.98)

Time For A CThange

TRIN-I-TEE 5:7
SPIRIT RISING 0402/MUSIC WORLD (15.98)

VARIOUS ARTISTS
UNIVERSAL/EMI/SONY BMG/ZOMEA 009055/UMRG {18.98]

KENNY "BABYFACE" EDMONDS
MERCURY 009495/iDJMG (13.98)

Playlist

LEDISI
VERVE 008909/VG (10.98)

Lost & Found

RICK ROSS
SUAVE HOUSE Il 70020 (17.98)

Rise To Power

WILL.I.LAM
WILL L AM/INTERSCOPE 003964/15A (13.98)

Songs Abcut Girls

FANTASIA
J 78962/RMG (18.98)

Radio 48
Fantasia

TANK
BLACKGROUND/UNIVERSAL MOTOWN 008982/UMRG (13.9)

BEYONCE
COLUMBIA 90920"/SONY MUSIC 18.98)

Sex Love & Pain
B'Day .

DJ ENVY & RED CAFE
SHAKEDOWN/GANG BLOX 5011/KJCH (17.98)

The Co-Op

SWIZZ BEATZ
UNIVERSAL MOTOWN 008895/UMRG (13 98)

One Man Band Man

The Best Of Doneil Jones .=

CORINNE BAILEY RAE
CAPITOL 66361 (12.98)

C ata for week of OCTOBER 27, 2007 |

Corinne Baley Rae ..

For chart reprints call 646.654.4633

Charts Legend for nsles anc

NPG/COLUMBIA 12970/SONY MLSIC (18.98)

07, Nigisen Bu:

esh Medu, inc, and Nrelsen SoundScan, Inc. Al Tights resd ved

el

Planet Earth

MUSIQ SOULCHILD
ATLANTIC 105404*/AG (18.98)

Luvanmusiq

| B85
BAD BOY 116156/A6 (13.98)

Don't Talk, Just Listen

JOSS STONE
VIRGIN 76268 (18.98) ®

Introducing Joss Stone

LIL WAYNE

CASH MONEY/UNIVERSAL MOTOWN 005124" 'UMRG {13.98)

Tha Carter Ii

BYRON CAGE
GOSPO CENTRIC 11114/ZOMBA (1798)

Live At The Apollo: The Proclamation

CORPORATE THUGZ/DEF JAM 008758*/ DJMC (10.98)

YOUNG JEEZY PRESEMWTS U.S.D.A.

Cold Summer: The Authorized Mixtape

BIRDMAN & LIL WAYNZ

CASH MONEY/UNIVERSAL MOTOWA 007563 ‘UMRG (13.98)

Like Father, Like Son

i

BONE THUGS-N-HARNM ONY
FULL SURFACE/INTERSCOPE 008208*/134 (13 98)

Strength & Loyalty-

RAHSAAN PATTERSON
ARTISTRY 7013 (17.98)

Wines & SDII'IISM

KELLY ROWLAND

MUSIC WORLD/COLUMBIA 75583/SINY MUSIC (18.98)

Ms. Kelly-

LETHAL SQUAD 010085 (5.98)

DJ BEAR HERRON & THE HO™BOY DJ QUICKSILVA

Lethal Squad Mixtapes Dose #3 n

LLOYD
THE INC./UNIVERSAL MOTOWN 008554/UMRE (13.98)

st ove [

TAMIA
PLUS 1 3784/IMAGE (15.98)

Between Friends “

9TH WONDER
6 HOLE 020 {17.98)

The Dream Merchant 2‘

ELLIOTT YAMIN
HICKORY 90019 (18.98)

Elliott Yamin

.|| GUCCI MANE
BIG CAT 3080 TOMMY BOY (18.98

ANN NESBY
§ IT'S TIME CHILD 5769/SHANACHIE 18.38)

CIAR
LAFACE 03336/ZOMBA (18.98) ®

Ciara: The Evolution

Hard To Kill
This Is Love

JOHN LEGEND
6.0.0.0./COLUMBIA 80323/SONY MJSIC (18.98)

» Far a comglate listing of the Hot R&B/Hip-Hop Albums, check out www.b liboard.com

TOP

RL(:(:AL AlLBU VISW

BOB MARLEY
3 MADACY SPECIAL PRODUCTS 52245/MACACY

Forever Bob Marle~

. KY-MANI MARLEY
SHETTO YOUTHS/VOX/REALITY 40651/Am0

Radio

STEPHEN MARLEY

& SHETTO YOUTHS/TUFF GONG/UNIVERSAR REPUBLIC 008354/UMRG

Mind Control

COLLIE BUDDZ
SILUMBIA 78322/SONY MUSIC

Collie Buddz

VARIOUS ARTISTS
V21789 @

Reggae Gold 2007: Treasure Of The Caribbean

MATISYAHU
OR/EPIC 97695*/SONY MUSIC

Youth

- MAVADO
V21781

Gangsta For Life / The Symphony Of David Brooks

WAYNE WONDER
| v21787*

Foreva

JAH CURE
V3 1782%

True Reflections...A New Beginning

VARIOUS ARTISTS
VP 1790 @

Soca Gold 2007

BOB MARLEY AND THE WAILEFS
OQUANGO 701

Roots, Rock, Remixed

BOB MARLEY AND THE WAILEFS
ISLAND/TUFF GONG 005723/UME/I04 46

Africa Unite: The Singles Collection

NOTCH
CINCO POR CINCO 008970/MACHETE

Raised By The People

~ TOOTS AND THE MAYTALS
FANTASY 30336/CONCORD

Light Your Light

MATISYAHU
ONE HAVEN/OR/EPIC 03374/SONY MUSIE @

BETWEEN THE BULLETS

LOPEZ LOCKS SIXTH TOP 10 SET

Jerni‘er Lopez has her sixth straigkttop 10on
~02 R&B/Hip-Hop Albums as “Brave” enters
zt Yo 7 with Hot Shot Debut stripes.

The album sells 53,000, de-
buzing at No. 12 on The Bill-
board 200. That is off from her
previcus pace but more than
the 48,000 she sold earlier this
vear vhen Spanish-language
tet “Como Ama Una Mujer”
kit th= big chart at No. 10.

Thanks to a No. 1 movie, ac-

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

wwWwW americanradiohistorvy com

No Place To Be

rgeorge@billboard.com

tor/director Tyler Perry works his fourth sound-
track into the top 10 as “Why Did 1 Get Ma=-
ried?” rolls 13-19 (up 5%). Meanwhile, Chrisete
Michele shines at No. 14 with
her second Greater Gainer tro-
phy in the last three frames
and sixth sales increase in sev-
en weeks. Now helped ty
VH1's You Oughta Know plat-
form, her “I Am” has sold
179,000 since its July release
—Raphael George
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HOT RRB/HIP-HOP AIRPLAY:

g_R&B/ HIP-HOP AIRPLAY,

NO ONE
ALICIA KEYS (.I/RMQ

BED

J. HOLIDAY {MUSIC LINE/CAPITOL)

UNTIL THE END OF TIME

JUSTIN TIMBERLAKE DUET WITH BEYONCE (JIVE/ZOMBA)

LET IT GO

KEYSHIA COLE (IMANI/GEFFEN)

GOOD LIFE

KANYE WEST FEAT. T-PAIN (ROC-A-FELLA/DEF JAM/IDJMG)

KISS KISS

CHRIS BROWN FEAT. T-PAIN (JIVE/ZOMBA)

TEACHME

MUSIQ SOULCHILD (ATLANTIC)

DUFFLE BAG BOY

PLAYAZ CIRCLE FEAT. LIL WAYNE (DTP/DEF JAM/IDJMG)

SHAWTY

PLIES FEAT. T-PAIN (SLIP-N-SLIDE/ATLANTIC)

- WHEN | SEE U

FANTASIA {J/RMG)

CRANK THAT (SOULJA BOY)

SOULJA BOY TELL'EM (COLLIPARK/INTERSCOPE)

CAN’T HELP BUT WAIT

TREY SONGZ (SONG BOOK/ATLANTIC)

- SHAWTY IS A 10

THE-DREAM (DEF JAM/IDJMG)

~ I'M SO HOOD

DJ KHALED (TERROR SQUAD/KDCH)

HOOD FIGGA

GORILLA ZOE (BLDCK/BAD BOY SOUTH/ATLANTIC)

MY DRINK N’ MY 2 STEP

- CASSIDY FEAT. SWIZZ BEATZ (FULL SURFACE/J/RMG)

SHOULDA LET YOU GO

- KEYSHIA COLE INTRODUCING AMINA (IMANI/GEFFEN}

DO YOU

NE-YQ (DEF JAM/IDJMG)

FREAKY GURL

GUCCI MANE (BIG CAT/ASYLUM/ATLANTIC)

| GET MONEY

50 CENT (SHADY/AFTERMATH/INTERSCOPE)

INT'L PLAYERS ANTHEM (I CHOOSE YOU)

UGK FEAT. THREE 6 MAFIA (UGK/JIVE/ZOMBA)

BABY
i ANGIE STONE FEAT. BETTY WRIGHT (STAX/CONCORD)
SOULJA GIRL
SQULJA BOY TELVEM (COLLIPARK/INTERSCOPE)
CAN U BELIEVE
ROBIN THICKE (STAR TRAK/INTERSCOPE)

YOU KNOW WHATIT IS
T.. FEAT. WYCLEF JEAN (GRAND HUSTLE/ATLANTIC)

@ nor R&B/HIP-HOP
PSINGLES SALES .

"2 ll SWERVING
LLCE TMI BOYZ (TMI/FACE2FACE)

| GETIT IN
CHADS THA COMMUNITY SERVA (FAM FIRST)

a3 .. BIG GIRL (NOW)
SILVA JAGUAR (RPM)

- SHE’S HOT

ROGUE SDULJAHZ (STICO & DA BANDIT) (IMAGINATION)

J. HOLIDAY (MUSIC LINE/CAPITOL)

BOSS STATUS

KUZ (AVENUE ENTERTAINMENT)

INSIDE OUT

TEMAR UNDERWOOD (KINGS MOUNTAIN)

OOH WEE

AYANNA (ELESE)

SHAKE THAT BODY

Pi FEAT. ELEPHANT MAN (TRACK PUSHA)

D-BOY

JEDIAH FEAT. REDO EYEZZ (LCN)

STRONG ARM

J-MIZZ (T2/STREET PRIDE)

- SAVE A LIFE

SMODT FEAT. ES (KWIK/FACE2FACE)

BOUNCE IT, SHAKE IT

MEEKO (FENIX/RPM)

UNTIL YOU COME BACK TO ME

CAYSTAL DOVE STARRING DICE GAMBLE (KINGS MOUNTAIN)

ROCK YO HIPS

CRIME MOB FEAT. LiL SCRAPPY (CRUNK/BME/REPRISE/WARNER BROS.)
GET ME BODIED

BEYONCE (MUSIC WORLD/COLUMBIA)

MY 64

WIKE JONES FEAT. BUN B & SNOOP 00GG (ICE AGE/SWISHAHOUSE/ASYLUM/WARNER BROS )
BOOM DI BOOM Di

SKULL (YG)

I'M GETTIN MONEY

S0SA FEAT. JIM JONES (JUNGLE)

CASH DROP

CHAIN GANG PARDLEES FEAT. OEM FRANCHISE BOYZ & BOSS HOSS (SODA FREE/STREET PRIDE)
KOOL AID

LIL BASS FEAT. JT MONEY (PIPELINE)

I’'M ONIT

LENARD FEAT. PAPA REU (CLEARVISION)

CHECK ME OUT REMIX (DAMN | LOOK GOOD)
8.A. BOYS (REAL/BUNGALO)

LISTEN

TAIN-I-TEE 5:7 (SPIRIT RISING/MUSIC WORLD)

SUPERSTAR
JACOB LATIMORE (CROWN WORLD/FACE2FACE)

LG

70 | Goto www.billboard.biz for complete chart data

CAN’T LEAVE 'EM ALONE
CIARA FEAT. 50 CENT (LAFACE/ZOMBA)
JUST FINE

'MARY J. BLIGE (MATRIARCH/GEFFEN)
MAKE ME BETTER

FABOLOUS FEAT. NE-YO (DESERT STORM/DEF JAM/IDIMG)
CAN'T TELL ME NOTHING

KANYE WEST (ROC-A-FELLA/DEF JAM/IDJMG)

HATE ON ME

JILL SCOTT (HIODEN BEACH)

ANGEL

CHAKA KHAN (BURGUNDY/COLUMBIA)

IF | HAVE MY WAY

CHRISETTE MICHELE (DEF JAM/IDIMG)

PLEASE DON'T GO

TANK (600D GAME/BLACKGROUND/UNIVERSAL MOTDWN)
GET ME BODIED

BEYONCE (MUSIC WORLD/COLUMBIA)

BUY U A DRANK (SHAWTY SNAPPIN’)
T-PAIN FEAT. YUNG JOC (KONVICT/NAPPY BOY/JIVE/ZOMBA)

TAMIA (PLUS 1/IMAGE)
BLUE MAGIC
JAY-Z (ROC-A-FELLA/DEF JAM/IDJMG)
WOMAN

RAHEENM DEVAUGHN (JIVE/ZOMBA)

DJ DON'T

GERALD LEVERT (ATLANTIC)

LOST WITHOUT U

ROBIN THICKE (STAR TRAK/INTERSCOPE)

AYO TECHNOLOGY

50 CENT (SHADY/AFTERMATH/INTERSCOPE)
| WANT YOU
COMMON (G.0.0.0 /GEFFEN)

BABY DON'T GO
FABOLOUS FEAT. JERMAINE DUPRI (DESERT STORM/DEF JAM/IDJMG)

ONLY ONE U
FANTASIA (J/RIMG)

; BARTENDER
T-PAIN FEAT. AKON (KONVICT/NAPPY BDY/JIVE/ZOMBA)

CRYING OUT FOR ME

MARIO (3RD STREET/J/RMG)

HEARTBREAKER

TANK (GOOD GAME/BLACKGROUND/UNIVERSAL MOTOWN)

JOE (JIVE/ZOMBA)

WADSYANAME

NELLY (DERRTY/UNIVERSAL MOTOWN)

PUT A LITTLE UMPH IN IT

JAGGED EDGE FEAT. ASHANTI (SO SO OEF/ISLAND URBAN/IDJME)

"3 ll CRANK THAT {SOULJA BOY)
SOULJA BOY TELLEM (COLLIPARK/INTERSCOPE)

. BED
J. HOLIDAY (MUSIC LINE/CAPITOL)
CYCLONE

BABY BASH FEAT. T-PAIN (ARISTA/RMG)

STRONGER

KANYE WEST (ROG-A-FELLA/DEF JAM/IDJMG)
SHAWTY

PLIES FEAT. T-PAIN (SLIP-N-SLIDE/ATLANTIC)

BABY DON'T GO

FABOLOUS FEAT. JERMAINE DUPRI (DESERT STORM/DEF JAM/IDJMG)
LETIT GO

KEYSHIA COLE (IMANI/GEFFEN/INTERSCOPE)

GOOD LIFE

KANYE WEST FEAT. T-PAIN (ROC-A-FELLA/DEF JAM/IDJMG)
KISS KISS

CHRIS BROWN FEAT. T-PAIN (JIVE/ZOMBA)

NO ONE

ALICIA KEYS (J/RMG)

THE WAY | ARE

TIMBALAND FEAT. KERI HILSON (MOSLEY/BLACKGROUND/INTERSCOPE)
HATE THAT | LOVE YOU

RIHANNA FEAT. NE-YO (SRP/DEF JAM/IDJMG)
SHAWTY IS A 10

THE-DREAM (DEF JAM/IDJMG)

AYO TECHNOLOGY

50 CENT (SHADY/AFTERMATH/INTERSCOPE)

YOU KNOW WHAT IT IS

T.. FEAT. WYCLEF JEAN (GRAND HUSTLE/ATLANTIC)
HYPNOTIZED

. PLIES FEAT. AKON (BIG GATES/SLIP-N-SLIDE/ATLANTIC)
UNTIL THE END OF TIME

JUSTIN TIMBERLAKE DUET WITH BEYONCE (JIVE/ZOMBA)

' MAKE ME BETTER

FABOLOUS FEAT. NE-YO (DESERT STORM/DEF JAM/IDJMG)
BARTENDER

T-PAIN FEAT. AKON (KONVICT/NAPPY BOY/JIVE/ZOMBA)
SWEETEST GIRL (DOLLAR BILL)
WYCLEF JEAN FEAT. AKON, LIL WAYNE & NIIA (COLUMBIA)
HOOD FIGGA

GORILLA ZOE (BLOCK/BAD BOY SOUTH/ATLANTIC)

Low

FLO RIDA FEAT. T-PAIN (POE BOY/ATLANTIC)

A BAY BAY

HURRICANE CHRIS (POLO GROUNDS/J/AMG)

i BIG GIRLS DON’T CRY

FERGIE (WILL.J.AM/ A&M/INTERSCOPE)

WADSYANAME
NELLY (DERRTY/UNIVERSAL MOTOWN)

Data for week of OCTOBER 27, 2007 |

www americanradiohistory com

AtRPLAY
MDNITORED 8Y

SALES DATA
COMPILED 8Y

niclsen
BDS

niclsen
SoundScan

Q@ AbuLT R&B.

T}

Pl TEACHME
s MUSIQ DULCHILD [ATLANTIC)
BABY
ANGIE STONE FEAT, BETTY WRIGHT (STAX/CONCORD}
NO ONE
ALICIA KEYS (J/RMG)
CAN U BELIEVE
ROBIN THICKE (STAR TRAK/INTERSCOPE)
IE | HAVE MY WAY
CHRISETTE MICHELE (DEF JAM/IDJMG)
ANGEL
CHAKA KHAN (BURGUNDY/COLUMBIA)
WHEN | SEE U
FANTASIA (J/RMG)
PLEASE DON'T GO
TANK (600D GAME/BLACKGROUND/UNIVERSAL MOTOWN)
HATE ON ME
JILL SCOTY (HIDOEN BEACH)
FUTURE BABY MAMA
PRINCE (NPG/COLUMBIA)
MY LOVE
JOE (JIVE/ZOMBA)
DO YOU
NE-YQ (DEF JAM/IDJMG)
DJ DON'T
GERALD LEVERT (ATLANTIC)
. BRUISED BUT NOT BROKEN
L. JOSS STONE (VIRGIN/CAPITDL)
BED
J. ROLIDAY (MUSIC LINE/CAPITOL)
HEARTBREAKER
TANK (GDOD GAME/BLACKGROUNO/UNIVERSAL MOTOWN)
UNTIL THE END OF TIME
JUSTIN TIMBERLAKE DUET WITH BEYOMCE (JIVE/ZOMBA)
ALRIGHT
LEDISI (VERVE FORECAST/VERVE)
PUT YOU UP ON GAME
ARETHA FRANKLIN WITH FANTASIA (J/RMG)
STOP BREAKING MY HEART
RAHSAAN PATTERSON (ARTISTRY)
ONLY ONE U
FANTASIA (J/AMG)
AFTER TONIGHT
WILL DOWNING (PEAK/CONCORD)
WALK IN MY SHOES
EMILY KING (LIFEPRINT/J/RMG})
HEARTSTRINGS
ELISABETH WITHERS {BLUE NOTE/CAPITOL)

| APOLOGIZE
ANN NESBY (IT'S TIME CHILD/SHANACHIE)

r HITPREDICTOR

promosquad

ALICIA KEYS

JUSTIN TIMBERLAKE

KANYE WEST FEAT. T PAIN

LHRIS BROWN FEAT. T-PAIN

TREY SONGZ

THE-DREAW

CASSIDY FEAT. SWI2Z BEATZ

KEYSHIA COLE INTRODUCING AMINA

€r MARY . BLIGE

D CENT FZAT. JUSTIN TIMBERLAKE & TIMBALAND

MARIO
TIMBALAND FEAT. KERI HILSOM

1r BIRDMAN FEAT. LIL WAYNE

J. JOLIDAY

EABY BASH FEAT. T-PAIN

KANYE WEST FEAT. T-PAIN

CHRIS BROWN FEAT. T-PAIN

&LICIA KEYS

BIHANNA FEAT. NE-YO

THE-DREAM

JUSTIN TIMBERLAKE

CJ FELLI FEL FEAT. DIDDY. AKON, LUDACRIS & LIL JON

TIMBALAND FEAT. ONEREPUBLIC
ASSIDY FEAT. SWiZZ BEATZ

PITBULL FEAT. LLOYD

1r SEAN KINGSTON

KEYSHIA COLE INTRODUCING ARinA

TREY SONGZ

FERGIE

1T MARY J. BLIGE

ADULT R&B AND RHYTHMIC AIRPLAY: 70 adult R&E stations and 75 rhythmic stations are
electronically monitored by Nietsen Broadcast Data Systems, 24 hours a day; 7 days a week. © 2007
Nielsen Business Med &, Inc. and Nielsen SoundScan. Inc. HOT R&B/HIP-HOP SINGLES SALES: this
data is used to compile Hot R&B/Hip-Hop Songs. © 2007 Nielsen Business Medla, Inc. and Nielsen
SoundScan, inc. HITPREDICTOR: © 2007, Promosquad and HitPredictor are trademarks of

Thnk Fast LLC.
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AIRPLAY
MONITORED BY

SALES DATA
COMPILED BY

TITLE
PRODUCER (SONGWRITER)

IMPENT & NUMBER / PROMOTION LABEL &

r=

Artist

o DON'T BLINK Kenny Chesney 33
B.CANNON,K.CHESNEY (C.82ATHARD € WALLIN) © BNA
2 1 3 - LOVE ME IF YOU CAN Toby Keith 32 33
3 | TKEITH (C.WISEMAN.C.WALLIN) © SHOW D06 NASHVILLE ¥
il 6 " IF YOU'RE READING THIS Tim McGraw
| R.CLARK {T.MCGRAW.B.WAR3EN.B WARREN) ® CURB

ﬁ % E PRODUCER {SONGWFITER)

LI GAINER

See below for somplete tegend infosnatior

Artist &
MPRINT & NUMBER / FROMDTION LABEL &

=

WHAT KINDA GONE Chris Cagle
S.HENDRICKS.C.CAGIE C C4MERIN.D.BERG.C.DAVIS) © G/PITOL NASHVILLE
LAST TRAIN RLNNING whiskey Falls

© MIDASAVEW REVOLUTION

Billy Ray Cyrus Witt Miley Cyrus
® NALT DISNEY/CDS

WE 3 KINGS.FMYERS (S WILLIAMS W.BRANDT,B.BRANDT.F.J. MYERS}

(2324 READY, SET, DON'T GO
FMOL_IN (B.R.CYR JS,C.BEATHARD)

RED UMBRELLA Faith Hill

FREE AND EASY (DOWN THE ROAD | GD) Dierks Bentley @ 4
1 B.BEAVERS (R.HARRINGTON,R.JANZEN.B.BEAVERS.D.BENTLEY @® CAPITOL NASHVILLE _B.GALL]MORE,F,HILL A.VAYD,C.LINDSEY.B WARREN,B. WARREN) ® WAINER BRDS WRN_
| i i NTERNATIOMAL HARVESTER Craig Morgan
8 9 W SO SMALL Carrie Underwood il e 37 38 l | TIOH 15
L M BRIGHT (C.UNDERWOOD L LAIRDH.LINDSEY @® ARISTA/ARISTA NASHVILLE e L C.MORGAN,PO'DONN=LL.K.STEGA_L (S.MINOR.D.MYRICK.J.STEELE) ® BROKEN BOW
6 4  PROUD OF THE HOUSE WE BUILT Brooks & Dunn e 45 35 YOUSTILL O"VN ME Emerson Drive 3¢
TBROWN.R.DUNN K.BRQOKS (RD_U\N.M.GREEH,T.MCBRIDE) @® ARISTA NASHVILLE h" L | l( FOLLESE B.ALLEN «J.FEID,N.GORDON.PDOUGLAS) ; _© MONTAGE/MIDASANEW REVOLUTION A
L% 3 4 | -~ ONLNE Brad Paisley third song sokar 34 35 | GOT MY GAVE ON Trace Adkins 3
I'l! 1 % F.ROGERS (B.PAISLEY,C.DUBOIS K. LOVELACE) N QARISTA NASHVILLE this year that 1 . FROGERS (J JOHNSCN,G G."EREN iI).J. COLLINS) ® C/PITOL NASHVILLE X
9 10 MORE THAN A MEMORY Garth Brooks needed at leagt 40 47 CLEANING THIS GUN (COME ON IN BOY) Rodney Atkins —  §g
. A.REYNOLDS (L.BRICE.K JAGOBS.8 MONTANA} PEARL/BIG MACHINE U T.HEWITT,R.ATKINS (£ .B=ATHARO,M.CANNON-GOODMAN) ® CURB !
s 2 | TAKE ME THERE Rascal Flatts that many ™ 3 4 || IT'SGOOD TO BE US Bucky Covington g
D.HUFF.RASCAL FLATTS (K.CAESNEY W.MOBLEY;N THRASHER: [0] LY_R)C STREE_T_ WEEkS to (fia | M.AMILLER.D .OLIVER (B.BERG.T.AMES) ® LYRIC STREET =
i LIVIN’ OUR LOVE SONG Jason Michael Carroll the top 10. 8 3 BETWEEN RAISING HELL AND AMAZING GRACE Big & Rich 8
i - D.GEHMAN (J.M.CARROLL.GMITCHALL, T.GALLOWAY) ® ARISTA NASHVILLE | B.KENNY.J.RICH {W.K ALPHIN,E.JAMES} @ WARNER BROS /WRN > !
4 HOW’BOUT THEM COWGIRLS George Strait WINNER AT A LOSING GAME Rascal Flatts al
. T.BROWN,G.STRAIT (C.BEATFARD EM.HILL) @ MCA NASHVILLE D HUFF,RASCAL FLATES (G.LEVDX J.DEMARCUS J.D.ROONEY) @ LYRIC STREET |
 FALL Clay Walker ROLLIN' WITH THE FLOW Mark Chesnutt
13 14 44 41
& K.STEGALL (C.MILLS.S.LEMAIRE.S. vINOR) @ ASYLUM-CURB J.RITCHEY {J.HAYES) D LOFTON CREEK
‘ 14 | | FIRECRACKER Josh Turner 44 45 UM WITH THE BAND Little Big Town #
= . |- £.ROGERS (s TUFNER,S.CAM3PMCLAUGHLIN) ©® MCA NASHVILLE II W.KIRKPATRICK,LITTBE 3G TOWN (K.FAIRCHILD W KIRKPATRICK,K. ROADE ,PSWEET.J. WESTBROGK) ® EQUITY )
~ EVERYBODY Keith Urban = [ i JOYRIDE Jemnifer Hanson
m‘ 153 R D.HUEF,K UABAN (R MARX.K.URBAM) ® CAPITOL NASHVILLE e Second single @ 8 4 L4~ JHANSON.N.BROPHY (J HANSON.N BROPHY,V.SHAW) __® LNIVERSAL SOUTH 2
T OUR SONG Taylor Swift || q& from “Still Fests THINGS THAT MEVER CROSS A MAN’S MIND <ellie Pickler
7 |2 N.CHAPMAN (T.SWIFT) @ g]G MACHINE ﬁ Good” bi n 4 B.CHANCEY (T JOHNSON D .POYTHIESS. W.VARBLE) ® BNA G
i . : d | 00d” blows e e
ﬁ. 18 1% j.\SSHAIN'I:(S (S.EVANS,H.LINDSEY.J.S4aNKS) sara Ec:;anr(‘:SA ‘ with Hot Shot ﬁ: A [ f’.?nmfﬂmmﬁ?%fﬂﬁ:m;\" AN — %waecr;: 48
14 [2p1 | WHAT DO YA THINK A30UT THAT Montgomery Gentry 17 [RAukMiaelE | o ., ,, | THE STRONG ONE Clint Black 4
B M.WRIGHT.J.STEELE (B.JONES.A SMITH) ©® COLUMBIA : drawing 3.1 - = J.STROUD,C.BLACK (3 LUTHER,D. POYTHRESS,C.JONES) S ® EQUITY
'm- 17 16 FAMOUS IN A SMALL TOWN Miranda Lambert ¢ illion audiexe @ 51 - TAKIN’ OFF THIS PAIN Ashon Shepherd 45
¥ ©9%  FLIDDELL,M.WRUCKE (M.LAMBERT 1. HOWARD) ® COLUMBIA ¥ 3 : B.CANNON (A.SHEPE3D” @® MCA NASHVILLE
— S S impressions &
e 16 13 | NEVER WANTED NOTHING MORE Kenny Chesney i 5,” itored %ﬁ: 45 GOES DOWN EASY van Zant 5
o R | B.CANNON,K CHESNEY (R.BOWMAK,S STAPLETIN) ® BNA monitor | = i M.WRIGHT J.NIEBANF (T HAMBRIDGE.D L. MURPHY.G.NICHDLSON) ® COLUMBIA
@ 2 22 2 [ NOTHIN' BETTER TO DO LeAnn Rimes 20 | signals. : (b WHEN IT RAINS Eli Young Band 49
D.HUFFJE@I'MES_,‘OASHEREMET,D.BROWQL L @® ASYLUM-CURB { J.J. LESTER,E.HERBST (J.YOUNG) [0] CARNIVAL
51 . ANOTHER SIDE OF YCU Joe Nichols = 59 LOVE DON'T -IVE HERE Lady Antebellum =
. M. WRIGHT,B.ROWAN (C.CHAMBERLAIN,J.JOHNSON) @® UNIVERSAL SOUTH I J PWORLEY.V SHAW (D HFYWDDD.C.KELLEY,H.SCOTT) @ CAPITOL NASHVILLE
WATCHING AIRPLANES Gary Allan 22 WHAT IF IT'S ME Andy Griggs 52
3 M.WRIGHT.G.ALLAN (J.BEAVERS.J SINGLETON) @ MCA NASHVILLE K FMYEFSS (FJ MYERS, ) STONE) ® MONTAGE
. HEAVEN, HEARTACHE AND THE POWER OF LOVE, Trisha Yearwaod | pg. ™ | HAPPY ENDINGS Lee Brice 53
{. G.FUNDIS {C.MILLS.T.SILLERS} @® BIG MACHINE & e y D JOHNSON (L.BRICE J.CE.ROY) ASYLUM-CURB
STAY Sugariand | [ SINNERS LIK= ME Eric Church
B.GALLIMORE K BUSH,J.NETTLES {1.NETTLES) G)gMERCURV &l Included on @ el J.JOYCE (E.CHURCH. S ILLMAN) . © CrPITOL NASHVILLE =
© STEALING CINDERELLA Chuck Wicks . " == .. BETTER GET TO LIVIN’ Dolly Parton ;
l _IvLPOWELLvD HUFF (C WICKS.R.RUTHERFORD,C.G.TEREN ill} ® RCA [?" ;“’:’eonl;lmm ﬁl 50 %2 I K WELLS,0.PARTON ®.PARTON,K.WELLS) ® DOLLY 5
THE MORE | DRINK Blake Shelton G si: Ieisheln.’ ; ONCE A WOMAN GETS A HOLD OF YOUR HEART Heartiand 56
B.ROWAN {C.DUB(IS,D.TURMBULL, J.L.MURPHY} ® WARNER BROS./MN‘ 9 [] JRICH (J.RICH,R.MC 30 +ALD) @® CIUNTRY THUNDER . _F
~ HOW LONG Eagles | | 3; worked jointhy " TILL WE AIN'T STRANGERS ANYMORE Bor Jovi Featuring —eAnn Rimes ®
$1 EAGLES (J.0 SOUTHER) @ ERG/LOST HIGHWAY/MERCURY Tl b Mertu alj { D.HUFF (J.BON JOVI, 5. SAMBORA.B.JAMES) @ ISLANJ/CURB/MERCURY
WAY BACK TEXAS Pat Green 2 (vh "t‘ YOU DON’T RAVE TO GO HOME Gretchen Wilson .
- D.GEHMAN,J.POLLARD {W MIBLEYC WISEMAN) ® BNA 3 ur momo N _G.W!LSON,J.RICHVM WR GHT (G.WILSON,V.MCGEHE,J.RICH} ® COLUMBIA
 LAUGHED UNTIL WE CRIED Jason Aldean | ] teams to THE POWER JF ONE Bomshel  g&
. M.KNOX (K.LOVELACE,A.GORLEY) @ BROKEN BOW ) S country radio | C.HOWARD (M POST _.HENGBER,B.E.NASH) @ CURB =
TANGLED UP Billy Currington LETTER TO ME Brad Paisley 0

J.STROUD.B.CURRINGTON (B.CURRIBNGTON,A.W AYO,C LINDSE™

r HITPREDICTOR

KENNY CHESNEY

TIMm MCGRAW

DIERKS BENTLEY

CARRIE UNDERWOOD
GARTH BROOKS

JASON MICHAEL CARROLL
GEORGE STRAIT

CLAY WALKER

JOSH TURNER

KEITH URBAN

Don’t miss another important

R&R (,()UN 'RY DAILY

UPDATE

Visit www.radioandrecords.com to sign up for your free daily
Country Radio Blast.

RadioandRecords.com

HOT COUNTRY SCNGS: 111 country stations are electronica ly monitored by Nielsew3roadcast Da=
Systems. 24 hours a day, 7 days a week. Airpower awarded to songs appearing in the top 20 on bath
the BDS Airplay and Audience charts for the first time with increases in both detecions and
audience. © 2007 Nielsen Business Media. Inc. All richts res2rved.

HITPREDICTOR: © 207, Promosauad and HitPredictor are trademarks of Think Fes LLC.

ALL CHARTS: See Chart Legend for rules and explanations.

Data for week of OCTOBER 27, 2007 |

® MERCURY

promasquach

o

TAYLOR SWIFT
SARA EVANS
MONTGOMERY GEN"HY
MIRANDA LAMBERT:
LEANN RIMES

JOE NICHOLS

GARY ALLAN
SUGARLAND
CHUCK WICKS
BLAKE SHELTON
JASON ALDEAN

BETWEEN THE BULLETS wijesszn@biilbaard.com

F.ROGERS (B PAISLE") @® ARISTA NASHVILLE

BILLY CURRINGTOM

CHR!S CAGLE

BILLY RAY CYRUS WiTH MILEY CYRUS
EME3SON DRIVE

TRACE ADKINS

1 ROJNEY ATKINS

BUCKY COVINGTON

MAFK CHESNUTT

KELRIE PICKLER

CHESNEY TIES 2007 LEAD WITH THIRD NO. 1

Kenny Chesney inks Lis third ckart-toppe- on
Hot Country Sengs this year with “Don’t
Blink.” The seccnd single from: “Just Who 1
Am: Poets & Pi-ates” gains 2.3 m.illion im-
pressions and st2ps 2-1.

Chesney led for three weeks i1 March with
“Beer in Mexico™ and “or five weeks this s 1m-
mer with “Never Wanted Nothing More.”

Chesney and Brad Paisley have sccred
three No. 1 songs this year, the first tma two
lead artists have done so since Tim McGraw

For chart reorints call 646.654.4633

www americanradiohicstorv com

and Toby Keita each collected three No. 1s
in 2001.

No artist has landed ator the chart four
times in a calendar year since Garth
Brooks did soin 1993.

“Blink” is the 22nd songto hit No. 1 on
the Country list this cal=ndar year, a
turnover rate the top slot kas not experi-

same point in 1996. By the end of that year,
28 songs had pped the list. —Wade Jessen

e

30 to www.billboard.biz for complete chart data

enced since =4 titles led the way at this
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HOT LATIN SONGS: A panel of 104 stations (27 Latin pop. 15 tropical, 10 Latin rhythm, 52 regiona! Mexican) are électromcal(y monitored 24 hours a day, 7 days a weék. © 2007 Nielsen Business Media, Inc.
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SALES DATA
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SoundScan

CHUY Y MAURICIO

El Potro De Sinaloa

NOT LISTED (J ONTIVEROS) MACHETE
INTOCABLE Aleks Syntek 2
A AVILA YNTEK) EMI TELEVISA =

DEMASIADO FUERTE
L.PAGAK {J.L PILOTO Y HENRIQUEZ) LA CALLE /UNIVISION

Yolandita Monge

Bonus track
tacked onto

PAZ EN ESTE AMOR

_NOT LISTED (NCT JDIEE

THE WAY | ARE Timbatand Featuring Keri Hilson
_TIMBALAN * DAN3A 7 VMCSLEYEN HILLS K L HILSON,B MUHAMMAD C.NELSON JMAULTSBY)  MOSLEV/BLACKGROUND ‘NTERSCOPE

YO TE QUIERO

EL NASINESTY {J L.MORERA LUNA,L.VEGUILLA MALAVE V. MARTINEZ,E.F PADILLA)

TUYA
S KRYS J PENA {J PENA,O.BERMUDEZ)

CUANDO REGRESES
, J.AMEDINA (M.A.SOLIS)

Titte &
|MPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 8

2 GLORIA ESTEFAN 90 Millas
BURGUNDY 09055/S0NY BMG NORTE (17,98)

LOS TEMERARIOS Recuerdos Del Alma t

AFG SIGMA FONOVISA 352162/UG (12.98 7

VARIOUS ARTISTS NOW Latino 3 3

SONY BMG STRATEGIC MARKETING GROUPEMIUNIVERSAL 50237/EM! TELEVISA 116.88)

VICENTE FERNANDEZ Para Siempre 2
SONY BMG NORTE 14602 {15.98) _
CAMILA Todo Cambio 1
SORY BMG NORTE 78272 (14.98) =4
MARCO ANTONIO SOLIS La Mejor... Coleccion 2
FONOVISA 353133/UG (10.98)

VARIOUS ARTISTS Bachata # 1s 7

LA CALLE 330050/UG (12 98}
LOS TEMERARIOS La Mujer De Los Dos: Exitos De Pelicula
DiSA 726637 (1798 CN DVO) &
TITO "EL BAMBINO"
ENMI TELEVISA 02365 (13 98)
VICENTE FERNANDEZ Historia De Un Idolo 1
_DISCOS 605 07405 SONY BMG NORTE (16.98) :
LOS PRIMOS DE DURANGO Voy A Convencerte 4
ASL 730020, MACHETE (10 98)
HECTOR "EL FATHER"
V1 008043 MACHETE (14.98)
LS CREADOREZ DEL PASITD DURAGUENSE DE ALFREDC RAMIREZ Las Favontas De Comdos, Rancheras ¥ Mas. 6
DISA 721112 {12 98)
MARC ANTHONY
ASC)NY BMG NORTE 11824 (16 98
VARIOUS ARTISTS
DISCOS 605 14450 SONY BMG NORTE (14 98)
ROCIO DURCAL Canta A Mexico
_DISCOS 605 16118/SONY BMG NORTE (14.98) 4
AVENTURA K.0.B.: Live
PREMIUM LATIN 20560/SDNY BMG NORTE (18.98 CD/DVD)
RICARDO ARJONA Quien Dijo Ayer
_SONY BMG NORTE 11335 (15.98)
GRUPO MONTEZ DE DURANGO  En Directo De Mexxco A Guatemala: Contiene El Exto La Piojosa 8
DISA 721111 (12.98) B
CAFE TACUBA

It's My Time 8

The Bad Boy 2

El Cantante (Soundtrackf 1

Top Latino V3 )

Si No

_UNIVERSAL LATING 009986 (14.98) e
GLORIA TREVI Una Rosa Blu g
UNIVISION 311057/UG {13.98} —
MANA Amar Es Combatir 2 1
WARNER LATINA 63661 (18.98) & - 1
GRUPO MONTEZ DE DURANGO A Agarrese! (4
DISA 724115 il
DADDY YANKEE El Cartel: The Big Boss 1

EL CARTEL/INT 008937AGA (13.98

PR GREATEST .Y &4 El Avion De Las Tres 25
[LILTS I univiston 311225/u6 (12.97)

Go to www.billboard.biz for complete chart data

Fidel Rueda ,, Belinda’s defuxe @ "DUELE (CRAZY) Kalimba
MACHETE “mopia z” I CERcIY) 1L [HD55 ER FBARRY,K. Mw) SONY BMG “ORTE

Wisin & Yandel g ES DE VERDAD Belinda
WY MACHETE | 19~ enters at @ m DT LIET D (NOT LISTED) EM) TELEVISA
Jennifer Pena No.48onail% 4 . DE QUE SIRVE Reik
UNIVISION alldlel](e gall\. K CIBRIAL {J RAMIREZ, A RUIZ.K.CIBRIAN SONY BMG NORTE

Patrulla 81
DISA 24

Tego Calderon
WARNER LATINA

QUITARTE TO
NOT LISTH [} {NOT _ISTED)

«»
ARTIST Title & §§ ARTIST Title &
| IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 8 =& IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) w
26 26 22 MARTINEZ CRUZ PRESENTA LDS SUPER REYES  El Regrso De Los Reyes. 3 51 @ 43 38 BANDA ARKANGEL R-15  La Historia De La Mera Mera
WARNER LATINA 262652 ({15 98) DISCOS 605 10591/SONY BMG NORTE (16.98)
WISIN & YANDEL Tomando Control: Live - - BRAZEROS MUSICAL DE DURANGO  Linea De Oro: Lt Abesa Miope Y Muchos Exfos Mas.
G 7 MACHETE 010020 (15 98) + 2 RS (DIt r2a316(598) -
LOS TIGRES DEL NORTE Herencia Musical: 20 Coridos Prohibidos - ~ “ANA GABRIEL Arpegios De Amor
28NN = _FONOVISA 353266/ UG {12 98) : e 10 TMI TELEVISA 02374 (14.96)
CHRISTIAN CASTRO El Indomable HECTOR LAVOE A Man And His Music
29 23 16 INIVEAISAL LATING 009199 (10 98) & O 4 = R _FANIA 130144 EMUSICA (19.98)
LOS TUCANES OETUUANA  La Mejor... Coleccion: De Canciones "ANA GABRIEL ..En La Plaza De Toros Mexico
30 Az 1Y 11069/UG (10.98) 18 g 8 3 _DISCOS 605 13337/SONY BMG NORTE (M .98)
PESADO Gracias Por Tu Amor "L0S TUCANES DE TUUANA La Mejor... Coleccion: De Corridos
@ S pe WARNER LATINA 312828 (14.98) i 5€ 53 54 _UNIISION 111110 UG (10.98)
@ 40 41 2 [ LU 3l TIERRA CALl  Enamorado De Ti: Edicion Especial 25 @ 57 52 EL TRONO DE MEXICO Fuego Nuevo
L  ELARIE VENemUSIC 65321 0/UNVERSAL LATING (13.98 CE.OVD] @ SKALONA 009532 UNIVERSAL LATING (11.98)
ALRCRANES MUSICAL Ahora Y Siempre g RAMON AYALA Y SUS BRAVOS DEL NORTE Cruzando Fronteras
33 38 2% UNIVISION 311054/UG (12.98) Ot EEl 7| 6 FREDDIE 1990 (7 98) o !
34 27 21 BEYONCE Irremplazable (EP) 3 56 51 42 LOS BUKIS / BRONCO / LOS TEMERARIOS B.B.T.3
MUSIC WORLD COLUMBIA 12804/SONY MUSIC (8 98) = FONOVISA 353269/UG (10 98}
35 29 17 MANU CHAO La Radiolina 1 @ LA ARROLLADORA BANDA EL LIMON 15 Autertticos Exitos
BECAUNE 68496/NACIONAL (16.98) DISA 729342 (8 98) -
36 31 25 ALACRANES MUSICAL 20 Alacranazos 25 @ 61 61 LOS GREY'S  Linea De Oro: Dos Gotas De Agua Y Muchos Exitos Mas.
UNIVISIDN 111201 UG 111 98 3 FON{VISA 352848/UG (5.98)
LOS INVASORES DE NUEVO LEON  3C Comidos: Historias Nortenas - L~ DON OMAR King Of Kings
@ m FREDDIE 1987 (11 98) o B2 58 60 V! 006662 MACHETE (15.98) L
MARCO ANTONIO SOLIS Trozos De Mi Alma 2 @ KANY GARCIA Cualquier Dia
38 32 3% FONOVISA 3523990, UG (13 98}_4_ s D ! 70 58 SONY BMG NORTE 89255 (14.98)
@ 37 35 VARIOUS ARTISTS Bachata: Simply The Best 32 @ 65 48 HECTOR LAVOE El Cantante: The Originals
j MACHETE 009902 (12.98) _FANIA/EMUSICA 130268/ UNIVERSAL LATINO (14.98) _
40 35 28 VARIOUS ARTISTS 30 Bachatas Pegacittas' Lo Nuevo Y Lo Mejor 2007 26 @ o VALENTIN ELIZALDE Homenaje A Una Vida Vol. 2
! MOCK & ROLL 60201 SONY BMG NORTE {13.98) = _UNIVERSAL LATING 010097 (13 98 CD.OVD) |
LOS HUMILDES VS. LAMIGRA  Los Humildes Vs. La Migra TEGO CALDERON El Abayarde Contraataca
L 26) 28 BCI LATINO 41593 8L1 {6 98) - A S 104 37 WARNER LATINA 285692 (15.98)
e 9 - AB QUINTANILLA Il PRESENTS KUMBLA ALL STARZ  From Kumba Kings To Kumbia All Starz 2 67 60 55 MAZIZ0 MUSICAL Linea De Oro: Loco Por Ti ¥ Muchos Extos Mas
NI TELEVISA 73597 115 98) - UNIVISION 311180 UG {5.98) -
EL CHAPO DE SINALOA 15 Autenticos Exitos 1 LGS TERRIBLES DELNORTE 30 Comidos: Historias Nortenas
@ 38 DISA 729333 (8.98) - 2 62 62 FREDDIE 1969 (9 98)
LA ARROLLADORA BANDA EL LIMON  Linea De Oro: En Los Puros Huescs Y Muchos Extos Mas < BELANOVA Fantasia Pop
Q 4% 45 DISA 729327 (5.98) 3 G |63 44 UNIVERSAL LATING 009868 (13.98) -
@ 55 40 LOS CUATES DE SINALOA  Los Gallos Mas Caros 2 7¢ 52 139 VARIDUS ARTISTS Los Vagqueros: Wild Wild Mixes
SONY BMG NORTE 13905 (12.98) WY 0052068 MACHETE (16 98 CD/DVD) +
@ a3 LOS BUKIS 30 Recuerdos Inolvidables 12 @ BRONCO / LOS BUKIS / LOS TEMERARIOS B.B.T. 2
FONOVISA 353283/UG (10.98) - L L _FONOVISA 353103/UG (10 98)
47 5 - PONZONA MUSICAL Son De Amores 25 e LALDMURA Linea De Oro. El Hombre Que Mas Te Ao Y Mucho Extos Mas
ASL 73002_1 MACHHE {10.98 28315 (5 98)
VICTOR MANUELLE L ve At Madison Square Gaden: The Worlds Most “amous Arena 75 VALENTIN ELIZALDE Vencedor ¢
83 ¢ - SONY BMG NORTE 08144 (16 98) % 2 78 69 65 LATING 006611 (9.98) ® :
F VALENTIN ELIZALDE Homenaje A Una Vida Vol. 1 4 74 64 69 LDS CADETES DE LINARES Las Mas Canonas
UNIVERSAL L=TINC 010096 (13.98 CD OVD) & BCI LATWO 41760 BCI 6.98
50 44 64 JUAN LUIS GUERRA Y 440 La Llave "De Mi Corazon 1 78 59 47 "ALEJANDRO FERNANDEZ Viento A Favor

EMI TELEVICE & 14.98)
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SONY BMG NGRTE 10111 (16 98)

Data for week of OCTOBER 27, 2007

xt‘l
mg

26

10

n
-1

~n
~

e g Fos £ et
&5 TITLE Artist 28 eF SEY.3S TITLE Artist
2 PRODUCER (SONGWRITER) IMPRINT / PROMOTION LABEL &8 E2 | 52 J2 23 PRODUCER (SONGWRIER) M PROMOTION LABEL &
5 ME ENAMORA Juanes 1 @ 30 28 100% MEXICAMO Pepe Aguilar
6 SANTAOLALL A JUANES (JUANES) UNIVERSAL LATIND - PAGUILAE {M DUSAN GURAN  EMiJELEVISA
MI CORAZONCITO Aventura , @ 35 10 NO PUEDO OLVIDARLA Marco Antonio Selis
A.SANTOS,L SANTOS (A SANTuc: PREMIUM LATIN M Ol LIS FONOVISA
gE Sgggr?mwc.l??nsnsms EBASTIAN) Vicems%wiear;g Rg:é : Juanes holds o 2 35 LSolsNﬂ%gifo_ngAEviﬁlﬁszT. 2 ros Temfur:?aggi ;
NO TE VEO Casa De Leones , on to the top @ 4 34 13 beEld MUEVELO Cruz Martinez Presenta Los Super Reyes
0J 8.4SS (J BORGES BONILLA H L PADILLA R.ORTIZ,J MUNOZ M DE JESUS BAEZ WARNER LATINA afi (LT ©."cK: MARTINEZ (C."CK® MARTINEZ J.GOMEZ, M SIFUENTES, L.BUTLER) WARNER LATINA
Rl ¥ or a fifth week,
R AR A ARG G GOy imocaoie s ML w0 27w  QuiDaveTU ison
ELLA ME LEVANTO Daddy Yenkee , [N ® s SI'NOS DUELE Victor Manuelle
MR G (R AYALA EL CARTEL INTERSCOPE ‘longest-running NOT LISTI D (v.M.RUIZ) __SONY BMG NORTE
LA TRAVESIA Juan Luis Guerra Y 440 No. of 2007. . 5 LETRAS Alexis & Fido
J L GUERRA (J L GUERRA EMI TELEVISA | D 32 M 00LBE A WALES (J.MARTINEZR.ORITZ) ONY BMG NORTE
DIMELC Enrique Iglesias @ 40 40 MIRARIE Jenni Rivera
S GARRETT8 KIDD.E IGLESIAS.C PAUCAR (5.GARRETTB.KIDD.E IGLESIAS,.L GOMEZ ESCOLAR) INTERSCOPE UNIVERSAL LATINO PRIVERA ‘B.DANZA) _ FONOVISA
AYER LA VI - :
NOT LISTED (4 O | ANDRON M RIVERA £.LIND) Dv?nm;?cz];;_ : S |25 27 TOT})JRIF:EEE’I LEVIN.C.WARNER (R.ARJONA,T.TORRES) ngg»:?gwérriggwaﬁ
SOLO DIME QUE SI Tito "El Bambino" POR ZMARTE Pepe Aguilar
ARTINEZ (T(70 EL BAMBINO £ TELEVISA 0 35 29 3% _PAGUILAR (L.ARRIAGA J.E.MURGIA) - EMI TELEVISA
A TI S| PUEDO DECIRTE El Chapo De Sinaloa 4 4 42 "QUE TE PICA Notch
E.PEREZ {4 SAN ROMAN) DISA Latin rock act NOT LISTID (HOT LISTED) CINCO POR CINCO MACHETE |
BASTA YA Conjunto Primavera _ ALGUIEN SCY YO Enrique Iglesias
GUILLEN {M.A SOLIS) Fonovisa | Black: Guayaba 37 J SHANKS (E IGLESIAS J SHANKS.K DIOGUARDI) INTERSCDPE /UNIVERSAL LATING
DE Tl EXCLUSIVO La Arrolladora Banda El Limon enters at No. 39 33 38 LAGRIMAS DE SANGRE Los Tigres Del Norte
NOT LISTED (H PALENCIA CISNERD DISA /EDIMONSA +& with “Aer,” the | LOS TIGR=S DEL NGATE {x HERNANDEZ) FONOVISA
LAGRIMAS DEL CORAZON Grupo Montez De Durango e hi HOT SHOT AYER Black: Guayaba
JACATERAAZAST(RSOSA oss 4 gl:ttshlghgt% LM ' 6ok unvanh moRmES) MACHETE_
OJALA PUDIERA BORRARTE Mana eout, ona BAILA MI CORAZON Belanova |
FOLVERA (F HLVERA - - WARNER LATINA 2 audience gain. el S C.LOPEZ.EELANOVA (D.GUERRERO,R.ARREOL A.E.HUERTA) INIVERSAL LATINO
TE PIDO QUE TE QUEDES  Los Creadorez Del Pasito Duraguense De Alfredo Ramirez 45 CARITA DE ANGEL invasion Featuring Angel & Khriz
A.RAMIREZ CORRAL |4 REMIREZ CORRA DISA EDIMONSA NOT LIST D (NDT IS TED) VI MACHETE
POR AMARTE ASI Alacranes Musical 2 5 M NO PENSE ENAMORARME OTRA VEZ Myriam Hernandez
0.URBINA JR.,R.URBINARAVITIA (E REYES,A MONTALBAN) UNIVISION M HERNADE (L4410 M LOPEZ . L PILOTO) LA CALLE /UNIVISION
ZUN DADA Zion NUESTRO AMGR ES ASI Magnate
DJ MEMO (6.A C PADILLA.R.DIAZ,F.G.ORTIZ TORRES BABY/GMG/SRC /UNIVERSAL MOTOWN i 3 32 _LPINEIRG.MAGNATE (R DL VEIRA.A.QUILES) VI /MACHETE
SOLO PARA TI Camila g SOLO JUGASTE Los Tucanes De Tijuana
M.DOMM TEMAS PHURTADO (V.DOMK) SONY BMG NORTE . NOT LISTED (NOT LISTED) INIVISION
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niclsen
SoundScan

NIC sCn

T LATIN AIRPLAY

TITLE
ARTIST {IMPRINT / PROMOTION LABELY

ME ENAMORA
JUANES (UNIVERSAL LATINO)

2007 hielsen Business

2007. Nie. en Business Media, Inc. and Nielsen SoundScan, Inc. Al -ights reserved

DIMELO
ENRIQUE IGLESIAS (INTERSCOPE/UNIVERSAL La7IND)

ME MUERO
LA 5A ESTACION (SONY BMG NORTE)

SOLO PARA TI
CAMILA (SONY BG NORTE)

S| NOS QUEDARA POCO TIEMPO
__CHAYANNE (SONY BMG NORTE)

INTOCABLE
ALEKS SYNTEK (EHMI TELEVISA)

OJALA PUDIERA BORRASJTE
MANA (WARNER LATINA)

TODO CAMBIO
CAMILA (SONY BMG NORTE)

LATIN ALBUMS

POP.

TITLE

ARTIST (IMPRINT / PROMDTION LABEL)

VARIOUS ARTISTS

NOW LATING 3 {SONY BIMG STRATEGIC MARKETING GROUP/EMUUGIVERSAL/EMI TELEVISA)
CAMILA

000 GAMBIO (SONY BMG NORTE)

MARCO ANTONIO SOLIS
LA MEJOR... COLECCION (FONOVISA/UG)
VARIOUS ARTISTS
TOP LATINO V3 (DISCOS 605/SONY BMG NCRTE)
ROCIO DURCAL
CANTA A MEXICO (DISCOS 605/SONY BMG NORTE)
RICARDO ARJONA
QUIEN 01J0 AYER (SONY BMG NORTE)
CAFE TACUBA
SINO (UNIVERSAL LATINO}
GLORIA TREVI
UNA ROSA BLU (UNIVISION/UG)

ME DUELE AMARTE
REIK (SONY BMG NORTE)

TE VOY A PERDER
ALEJANDRO FEBNANDEZ (SONY BMG NORTE)

TUYA
JENNIFER PENA (UNIVISION)

LA TRAVESIA
JUAN LUIS GUERRA Y 440 (EMI TELEVISA)

12 10

QUIEN
RICARDO ARJONA (SONY BMG NORTE)

D

POR AMARTE
PEPE AGUILAR (EMI TELEVISA)

14 13

" AYER
BLACK: GUAYABA (MACHETE)

TITLE

TROPICAL ..
E"‘g ARTIST IIMPR!NTIPRDMOTION:L_ABEL)
i© , LA TRAVESIA

* JUAN LUIS GUERRA Y 440 (EMI TELEVISY)

=

- NO TE VEO
CASA OE LEONES (WARNER LATINA)

M| CORAZONCITO
AVENTURA (PREMIUM LATIN)

SI NOS DUELE
VICTOR MANUELLE (SONY BMG NORTE)

DIME QUE FALTO
ZACARIAS FERREIRA (M.P/JVN/J & M)

AYER LA VI
00N OMAR (ViI/MACHETE)

CONTEO REGRESIVO
GILBERTO SANTA ROSA (SONY BMG NORTE)

CUESTA ABAJO
JERRY RIVERA (EMI TELEVISA)

AGUANILE
MARC ANTHONY (SONY BMG NORTE)

SOLO DIME QUE si
TITO “EL BAMBINO” (EMI TELEVISA)

" ME ENAMORA
. JUANES (UNIVERSAL LATINO)

- MALDITO AMOR
ANDY ANDY (EMI TELEVISA)

BB ELLA ME LEVANTO
t | OADDY YANKEE (EL CARTEL/INTERSCOPE)

MAS QUE TU AMIGO
TITO NIEVES (LA CALLE/UNIVISION)

s s MIGENTE
~ 7 MARC ANTHONY (SONY BMG NORTE)

MANA
AMAR ES COMBATIR (WARNER LATINA)

- BEYONCE

IRREMPLAZABLE (EP) (MUSIC WORLD/COLLMBLA/SONY MUSIC)
MANU CHAO

LA RADIOLINA (BECAUSE/NACIONAL

MARCO ANTONIO SOLIS

TROZOS DE MI ALMA 2 (FONQVISA/UG)

A.B. QUINTANILLA Il PRESENTS KUMBIA ALL STARZ
FROM KUMBIA KINGS TO KUMBIA ALL STARZ (ENI TELEVISA)

ANA GABRIEL
ARPEGIOS DE AMOB (EM} TELEVISA)

ANA GABRIEL
.EN LA PLAZA DE TOROS MEXICO (DISCOS 605,SONY BMG

TROPICAL ..

TITLE

ARTIST {IMPRINT / PROMOTION LABEL)
GLORIA ESTEFAN

90 MILLAS (BURGUNDY/SONY BMG NORTE
VARIOUS ARTISTS

BACHATA # 15 (LA CALLE/UG)

MARC ANTHONY

EL CANTANTE (SOUNDTRACK) (SONY BMG b ORTE)
AVENTURA

K.0.8.: LIVE (PREMIUM LATIN/SONY BMG hOFTE)

VARIOUS ARTISTS
BACHATA: SIMPLY THE BEST (MACHEYE)

VARIOUS ARTISTS

30 BACHATAS PEGADITAS LO NUEVO ¥ LO MEJOH 2007 (MCTK < 30LL/SONY BMG NORTE)

VICTOR MANUELLE
LIVE AT MADISON SQUARE GARDER: THE WORLD'S MOST FAMCUS AFENA {SONY BMG NORTE)

JUAN LUIS GUERRA Y 440
LA LLAVE DE MI CORAZON (EMI TELEVISA)

HECTOR LAVOE

A MAN AND HIS MUSIC (FANIA/EMUSICA)

HECTOR LAVOE

EL CANTANTE: THE ORIGINALS {FANIAVEMUSICA/UNIVERSAL LATING)
JERRY RIVERA

CARIBE GAROEL (EM! TELEVISA)

MONCHY & ALEXANDRA

EXITOS (J & N/SONY BMG NORTE)

MANNY MANUEL
TENGO TANTO (UHIVERSAL LATINO)

MARC ANTHONY
SIGO SIENOO YO (SONY BMG NORTE}

ANDY ANDY
TU ME HACES FALTA (EMI TELEVISA)

ARTIST (IMPRINT / PROMOTION.LABEL)

5 ESTOS CELOS
~©_VICENTE FERNANDEZ (SONY BMG NORTE)

BASTO
INTOCABLE (EII TELEVISA)

A T1 S| PUEDO DECIRTE
EL CHAPO DE SINALOA (DISA)

DE TI EXCLUSIVO
LA ARROLLADORA BANGA EL LIMON (DISA/EDIMONSA)

LAGRIMAS DEL CORAZON
GRUPO MONTEZ DE DURANGD (DISA)

TE PIDO QUE TE QUEDES

LOS SREADOREZ DEL PASITG DE ALFREMO RAMIREZ

BASTA YA
CONJUNTO PRIMAVERA (FONOVISA)

POR AMARTE ASI
ALACRANES MUSICAL (URIVISION)

CHUY Y MAURICIO
EL POTRO DE SINALOA (MACHETE)

MIL HERIDAS
CUISILLOS (MUSART/BALBOA)

11 PAZ EN ESTE AMOR
FIDEL RUEOA (MACHETE)

CUANDO REGRESES
PATRULLA B1 (UISA)

=12 9

1 SIN QUE LO SEPAS TU
N LOS TEMERARIOS (FONOVISA)

P ]
13 0

ESO Y MAS
JOAN SEBASTIAN (MUSART/BALBOA)

16

=XICAN.

ARTIST (IMPRINT / PROMOTION LABEL)
LOS TEMERARIOS
RECUERDOS DEL ALMA (AFG SIGMA/FONOYISAUG)

VICENTE FERNANDEZ
PARA SIEMPRE (SONY BMG NORTE)

~ LOS TEMERARIOS

LA MUJER DE LOS 00S: EXITOS DE PELICULA DISA)
VICENTE FERNANDEZ

HISTORIA DE UN 1DOLO (DISCOS 605/SONY BYG NORTE)
LOS PRIMOS DE DURANGD

VOY A CONVENCERTE (ASL/MACHETE)

LDS CREADOREZ DEL PASITO DURAGUENSE DE ALFFEDO RAMIREZ
LAS FAVORITAS DE CORRIOOS, RANCHERAS Y MAS .. (DISA)
GRUPO MONTEZ DE DURANGO

EN DSRECTO DE MEXICO A GUATEMALA® CONTIENE EL EXITC: LA AOIOSA (DISA)
GRUPO MONTEZ DE DURANGO
AGARRESE! (DISA)

AK-7

EL AVION OE LAS TRES (UNIVISION/UG)

MARTINEZ CRUZ PRESENTA LO3 SUPER REYES
EL REGRSO DE LOS REYES (WARNER LATINA)

LOS TIGRES DEL NORTE

HERENCIA MUSICAL: 20 CORRIDOS PROHIBIDOS (FONOVISA/UG)
CHRISTIAN CASTRO

EL INDOMABLE (UNIVERSAL LATINO)

LOS TUCANES DE TIJUANA

LA MEJOR... COLECCION: DE CANCIDNES (LNIVSION/UG)

PESADO
GRACIAS POR TU AMOR (WARNER LATINA

~ OLVIDAME TU
DUELO (UNIVISION)

Data for week of OCTOBER 27, 2007 |
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CHAKA KHAK FEAT. MARY J. BLIGE 3URGUADY/COLUMBL:

I'M NOT FEATURING YOU
TAYLOR DAYNE SILVER LABEL/TOMY BOY
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TITLE
ARTIST IMPRINT / PROMOTION LABEL

| WHAT | WANT

~ BOB SINCLAR PRESENTS FIREBALL YELLOW/SLVER LABEL/TOWMY BOY
' .1 3 NO,NO,NO

= ONO MIND TRAIN

~ _TONY MORAN FEAT, KRISTINE W. DANCE MUSIC PRODUCTIONS INC/TOMIY BOY
YOUR LOVE IS MINE
CORINNE BAILEY RAE SAVOY JAZZ WORLD WIDE/SAVOY JAZZ
AMAZING
SEAL WARNER BROS.
LOVE VIBRATIONS
BARBARA TUCKER B STAR/MUSIC PLART
5 TWO TIMES BLUE
DEBBIE HARRY VS. SOULSEEKERZ ELEV:N SEVEN
BUT BEAUTIFUL
BILLIE HOLIDAY L £5A0Y,COLUMBIA
§ BE WITH YOU
TAXI DOLL WWW TAXIDOLL.COM
g LOVESTONED
JUSTIN TIMBERLAKE JIVE/ZOMBA
" ACTIVATE MY BODY
PERRY TWINS FEATURING JANIA PERRY TWINS
g WAIT FOR YOU
ELLIOTT YAMIN HICKORY

IT'S GOT TO BE LOVE

6 RACHEL PANAY ACT 2 MUSIC PLANT
5 SOMEWHERE BEYOND
~_MICHAEL GRAY FEAT. STEVE EDWARDS T-RIVEDANCE/BHRIVL
49 STAY
__SIMPLY RED SIMPLYRED.COM
6 D.A.N.C.E.

JUSTICE VICE/DOWNTOWN/ATLANTIC/LAVA
g PIECE OF MY LOVE

DEBBY HOLIDAY NEBULA 9
g GIRL, I TOLD YA

VALERIA INTERSCOPE

| NEED A MIRACLE 2007
KLM MUSIC FEATURING COCO STAR THRIVEDAYCE/THRIV:

ARTIST
| TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL

' WHITE LIES @ .3 2 (443 SHUT UP AND DRIVE
PAUL VAN DYK FEATURING JESSICA SUTTA MUTE _LAULS RiGANNA SRP/DEF JAMADINMG
LOVE TODAY 5.'“' 5 13 MAKE IT LAST
MIKA CASABLANCA/UNIVERSAL REPUELIC 3 g =2 DAVE AUDE FEATURING JESSICA SUTTA AUDACIOUS
DO IT WE ARE ONE
NELLY FURTADO MOSLEY/GEFFEN KELLY SWEET RAZOR & TIE
IN MY ARMS -3 3 HIGHER
PLUMB CURB - TIFFANY DAUMAN
HOLD IT, DON'T DROP IT -9 SALALA
JENNIFER LOPEZ EPIC | ANGELIQUE KIBJO FEAT. PETER GABRIEL STARBUCKS/RAZIR & TEE
STRONGER _@ 2 CROCODILE
INEZ SILVER LABEL/TOMMY BOY b % UNDERWORLD SIDE ONE
. WALK AWAY NO SUBMISSION

MATT DAREY VS. TALL PAUL FEAT. ALABAMA 3- TWISTE JKOCH

. EVOLUTION

B 10 R vieny

1 GIMME MORE

BRITNEY SPEARS JIVEZOMBA

14 GIVE ME DANGER

" _DANGEROUS MUSE SIRE WARNER BROS

6 THE WAY | ARE
TIMBALAND FEAT, KERI HILSON MOSLEY/BLACKGROL VRS
EVERYBODY DANCE (CLAP YOUR HANDS)
DEBORAH COX DECO
WHEN DID YOUR HEART GO MISSING?
ROONEY CHERRYTREE/GEFFEN

. DON'T STOP THE MUSIC
=" RIHANNA SRP/DE [M/IDJMG

jR=m % DEEP INTO YOUR SOUL
I 36 1 FRISCIA & LAMBOY NERVOUS

‘44 4 o STIFFKITTENS
i BLAQK AUDID TINY EVIL/INTERSCOPE
MEN

YOU JUST DON'T GET IT
CHRIS THE GREEK PANAGHI DJG
SOMEBODY'S ME
ENRIQUE IGLESIAS UNIVERSAL LATINO/INTERSCOPE

"W 4 STOP ME

MARK RONSON FEAT. DANIEL MERRIWEATHER ALLIDO/RCARMG

BRAND NEW DISEASE

JESSICA VALE EXPLICIT

1 HUSTLER

Bl SIMIAN MOBILE Q1SCO INTERSCOPE

'_.‘5 5 EVERYTIME IT RAINS
SEAN ENSIGN SEAN ENSIGN

® 13

TITLE
Z S ARTIST IMPRINT & NUMBER / PROMOTION L ABEL

O M.LA.
! KALA XL/INTERSCOPE 009559 JGA

IMOGEN HEAP

SPEAK FOR YOURSELF RCA VICTOR 72532
PAUL VAN DYK

IN BETWEEN MUTE 9364°

JUSTICE

CROSS ED BANGER/BECAUSE 224892//ICE

5 W ELECTRIC SIX
| SHALL EXTERMINATE EVERYTHING AROUND ME VIETROPCUIS 506

52 g BLAQK AUDIO
CEXCELLS TINY EVILANTERSCOPE 009512/1GA

E 4 49 THE COUNTDOWN SINGERS
“-OREVER DISEU MADACY SPECIAL PRODUCTS 52379MADACY

6 DJ SKRIBBLE
THRIVEMIX 04 THRIVEOANCE 90766/THRIVE

DJ 4 STRINGS
ULTRA.TRANCE 07 ULTRA 51570
1 48 DEPECHE MODE
THE BEST OF DEPECHE MODE VOLUME 1 SPEANJTEREPRISE ACSHWARNE BROSE)
30 LCD SOUNDSYSTEM |
b SOUND OF SILVER DFA 85114"/CAPITOL
13 THE CHEMICAL BROTHERS
. WE ARE THE NIGHT FREESTYLE DUST 94158 */ASTRA_WERKS

3p DAFT PUNK 3
 MUSIQUE VOL. I: 1993-2005 VIRGIN 58405 :

'GNARLS BARKLEY -'
ST. ELSEWHERE DOWNTOWN 70003*/ATLANTIC® |
- TIESTO

27 “CLEmENTS OF LIFE MAGIC MUZIK 1515/ULTRA
2 JOHNNY vICIOUS
THRIVEMIX PRESENTS, DANCE CLASSICS THRVEDACCE DJWQTHWE_*
SHE WANTS REVENGE
~ SHE WANTS REVENGE PERFECTKISSFLAWLESS/GEFEN 00B5€7*AG
STEPHANE POMPOUGNAC
HOTEL COSTES V.10 PSCHENT 47?2?/1[{AGRAM
METRO STATION
METRO STATION RED INK 10521
BJORK
VOLTA ELEKTRA/ATLANTIC 135868/AGD
ERASURE
| STORM CHASER (EP) MUTE 69369
JOHNNY VICIOUS
THRIVEMIX PRESENTS: DANCE ANTHEMS THRIVEDSNCE WT)‘\'J/TH_R[JE_
. MADONNA
10¢ CONFESSIONS ON A OANCE FLOOR WARNER BROS. 4946C* !
CASCADA
e ' EVERYTIME WE TOUCH RDBBINS 75064

ARCHITECTURE IN HELSINKI
PLACES LIKE THIS POLYVINYL 139*

Go to www.billooard.bic for complete chart data

bdiohictarvy com

o 6 4 GIMME MORE }
BRITNEY SPEARS JIVE/ZOMBA
1 1 DON'T STOP THE MUSIC
: RIHANNA SRP/DEF JAM/I0JMG
3 1z WHITE LIES
PAUL VAN DYK FEATURING JESSICA SUTTA MUTE
THE WAY | ARE
TIMBALAND FEAT, KERI HILSON MOSLEY/BLACKGROUNDINFERSOOPE
4 1 LOVESTONED
JUSTIN TIMBERLAKE JIVE/ZOMBA
| WANT YOUR SOUL
ARMAND VAN HELDEN SOUTHERN FRIED/ULTRA
CARRY ME AWAY
CHRIS LAKE FEATURING EMMA HEWITT NERVOUS
LOVE IS GONE

5 DAVID GUETTA FEATURING CHRIS WILLIS PERFECTO/ULTRA
AGAIN

9 KIM LEON) ROBBINS
IN MY ARMS

L PLUMB CURB

- STRANGER
i HILARY OUFF HOLLYWOOD
RELAX, TAKE IT EASY
MIKA CASABLANCA/UNIVERSAL REPUBLIC
g GET DOWN
1000 TERRY STRICTLY RHYTHM
ALL GOOD THINGS (COME TO AM END)
4 NELLY FURTADO MOSLEY/GEFFEN

\7 g ELECTROPOP

JUPITER RISING CHIME

STOP ME

MARK RONSON FEAT. OANIEL MERRIWEATHER ALLIDD/3CARMG
' FEELS LIKE HOME

MECK FEATURING DINO YOSHITOSH!/DEEP DISH

WHO KNEW

PINK LAFACE ZOMBA
' GIRL, | TOLD YA

VALERIA INTERSCOPE

| WISH YOU WOULD
MARTIJN TEN VELDEN RDBBINS

‘ 21 g WAIT FOR YOU
— ELLIDOTT YAMIN HICKORY
| {5 ¢ HOLD IT, DON'T DROP IT
@ JENNIFER LOPEZ EPIC
25 ¢ STRONGER
*  KANYE WEST ROC-A-FELLA/DEF JAM/IDJMG
2 HANDS UP

QUT OF OFFICE NERVOUS

| WANT TO LIVE
OEEPFACE RED STICK/STRICTLY RHYTHM

75
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55
g; (SOUNDSCAN JAPAN) OCTOBER 16, 2007
SPITZ
NEW SAZANAMI UNJVERSAL
;YUK
FIVE-STAR (FIRST LTO VERSION) EPIC
g HIDEAKI TOKUNAGA
_ VDCALIST3 UNIVERSAL
15 VARIOUS ARTISTS
VIP PRESENTS GIRLICIOUS EMI
3 Al OOTSUKA
LOVE PIECE (CD/DVD) AVEX TRAX
, Yuzu
YUZU NO NE 1987-2007 (FIRST LTD VERSION) TOY'S FACTORY
;YUK
FIVE-STAR EPIC
NEw SUGASHIKAD
ALL LIVE BEST (LTD EDITION) BMG FUNHOUSE
s Al OOTSUKA
LOVE PIECE AVEX TRAX
10 VARIOUS ARTISTS
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® o ® N W

=
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WHAT'S UP? R&B GREATEST HITS 2 UNIVERSAL

FRANCEE

B

(SNEP/IFOP/TITE-LIVE)

- JAMES BLUNT
_ALL THE LOST SOULS ATLANTIC/CUSTARD

GCYOBER 18§, 2007

MANU CHAO
LA RADIOLINA BECAUSE

VANESSA PARADIS
DIVINIDYLLE UNIVERSAL

KATIE MELUA
PICTURES DRAMATICO

BRUCE SPRINGSTEEN
MAGIC COLUMBIA
CHRISTOPHE MAE

MON PARADIS WARNER

MIKA
LIFE IN CARTOBN MOTICN CASABLANCA/ISLAND

BEN HARPER AND THE INNOCENT CRIMINALS
LIFELINE VIRGIN

TIKEN JAH FAKOLY
L'AFRICAIN BARCLAY

AMY WINEHOUSE
BACK TO BLACK ISLAND

ITALY

ALBUMS

(FIMI/NIELSEN)

BRUCE SPRINGSTEEN
MAGIC COLUMBIA

GCYOBER 15, 2007

MINA
TODAVIA PDU

TOKIO HOTEL
SCREAM ISLAND

3
i
13

JAMES BLUNT
ALL THE LOST SOULS ATLANTIC/CUSTARD

LUCIANO PAVAROTTI
PAVAROTTI FOREVER UNIVERSAL

BIAGIO ANTONACCI
VICKY LOVE IRIS/MERCURY

ANNIE LENNOX
__SONGS OF MASS DESTRUCTION RCA

MIGUEL BOSE
PAPITO CAROSELLD

BEN HARPER AND THE INNOCENT CRIMINALS
LIFELINE VIRGIN

10 New JENNIFER LOPEZ

F Y

s

ALBUMS

76 |

BRAVE EPIC

SWEDEN

- -

%8
== (GLF) OCTOBER 12, 2007
5 PARLOR AT SVIN
MAGNUS UGGLA ATLANTIC/CUSTARD
1 100 AR FRAN NU (BLUNDAR)
MARTIN STENMARCK UNIVERSAL
g TURN YOU ON
OEDE FT. PRAS MICHEL TMC
, INGENTING
KENT RCA
; SUMMER HIGH

2

1

JONAH PYJAMA

BRUCE SPRINGSTEEN
MAGIC COLUMBIA

LARS WINNERBACK
DAUGAVA UNIVERSAL

PETER LEMARC
KARLEK | TYSTNADENS TID RCA

PAUL POTTS
ONE CHANCE SYCO

JOHN FOGERTY
REVIVAL CONCORD

ALBUMS

(THE OFFICIAL UK CHARTS £0.).
SUGABABES
NEW  Cance IsLaND
ERIC CLAPTON
COMPLETE CLAPTON PDLYDOR
a » KATIEMELUA
PICTURES DRAMATICO
4 | BRUCE SPRINGSTEEN
8

OCTOBER 14, 2007

s o

MAGIC COLUMBIA
| § AMY WINEHOUSE

- BACK TO BLACK ISLAND
' & 3 FOO FIGHTERS
ECHOES, SILENCE, PATIENCE & GRACE ROSWELL/RCA
JACK PENATE
[} MATINEE XL

4 JAMES BLUNT
ALL THE LOST SOULS ATLANTIC/CUSTARD
ALI CAMPBELL
RUNNING FREE CRUMBS

PHIL COLLINS
HITS VIRGIN

| AUSTRALIA =

UMS
o
=2 52 (AR

1 MATCHBOX TWENTY
2] EXILE ON MAINSTREAM ATLANTIC
37 BRUCE SPRINGSTEEN
2 NEW MAGIC COLUMBIA
| , FOO FIGHTERS
ECHOES, SILENCE, PATIENCE & GRACE RCA
4 JAMES BLUNT
ALL THE LOST SOULS ATLANTIC/CUSTARD
' 5 SOUNDTRACK
HAIRSPRAY DECCA
PARKWAY DRIVE
HORIZONS SHOCK
3 THE CAT EMPIRE
S0 MANY NIGHTS VIRGIN
g FALL OUT BOY
INFINITY ON HIGH INTERSCOPE
7 VARIOUS ARTISTS
_!IGH SCHOOL MUSICAL 2 WALT DISNEY
3 THE WAIFS
= 1.0 15 SUN DIRT WATER JARRAH RECORDS

OCTOBER 14, 2007

SPAIN

ALBUMS

(PROMUSICAE/MEDIA)
BRUCE SPRINGSTEEN
MAGIC COLUMBIA
CHENOA
ABSURDA CENICIENTA VALE
LUCIANO PAVAROTTI
PAVAROTTI FOREVER UNIVERSAL
VARIOUS ARTISTS
HIGH SCHOOL MUSICAL 2 DISNEY
DIANA NAVARRO
24 ROSAS DRO
GLORIA ESTEFAN
90 MILLAS EPIC
SORAYA
DOLCE VITA VALE
MIGUEL BOSE
PAPITD CAROSELLD
BOB DYLAN
OYLAN COLUMBIA

HEROES DEL SILENCIO
THE PLATINUM COLLECTION EMI

OCTOGBER 17, 2007

IRELLAND

SINGLES

{IRMA/CHART TRACK) OCTOBER 12, 2007

1 1 [FTHATS OK WITH YOU
T SHAYNE WARD SYCO
5 ABOUT YOU NOW
SUGABABES ISLAND
'3, HEY THERE DELILAH
v PLAIN WHITE T'S HOLLYWDOD
‘a4 3 AYO TECHNOLOGY

50 CENT FT. JUSTIN TIMBERLAKE INTERSCOPE
5 4 BEAUTIFUL GIRLS
ki

SEAN KINGSTON BELUGA HEIGHTS/EPIC

w‘;--" | BRUCE SPRINGSTEEN
el L MAGIC COLUMBIA

: MICHAEL BUBLE

CALL ME IRRESPONSIBLE REPRISE

5 JAMES BLUNT
ALL THE LOST SDULS ATLANTIC/CUSTARD

s 4 BEEGEES
GREATEST HITS REPRISE
s 5 BOBDYLAN

DYLAN COLUMBIA

Go to www.blllboard.biz for complete chart data

(MEDIA CONTROL)

REIM
MAENNER SIND KRIEGER CAPITDL

OCTOBER 16,2007

, KATIE MELUA

2 PICTURES DRAMATICO
@ 4 JAMES BLUNT
ALL THE LOST SOULS ATLANTIC/CUSTARD
4 3 BRUCE SPRINGSTEEN
MAGIC COLUMBIA
5 1 NIGHTWISH
; DARK PASSION PLAY SPINEFARM
. @ 5 KASTELRUTHER SPATZEN
DOLOMITENFEUER KOCH
7 10 MONROSE
STRICTLY PHYSICAL STARWATCH
g 7 MARKKNOPFLER
KILL TO GET CRIMSON MERCURY
1 NENA
o 6 COVER ME WARNER
10 17 BIHANNA

GOOD GIRL GONE BAD SRP/DEF JAM

CANADA

=

(NIELSEN BDS/SOUNDSCAN)
JOSH GROBAN
NOEL 143/REPRISE/WARNER

1 BRUCE SPRINGSTEEN
MAGIC COLUMBIA/SONY BMG

OCTOBER 27, 2007

3 JAMES BLUNT
ALL THE LOST SOULS CUSTARD/ATLANTIC/WARNER

o SYLVAIN COSSETTE

708 VEGA/DEP
REBA MCENTIRE
REBA DUETS MCA NASHVILLE/UNIVERSAL
5 KANYE WEST

GRAQUATION ROC-A-FELLA/OEF JAM/UNIVERSAL
KID ROCK
ROCK N ROLL JESUS TOP DOG/ATLANTIC/WARNER
Re SOUNDTRACK

HIGH SCHOOL MUSICAL 2 WALT OISNEY/UNIVERSAL
7 BASCAL FLATTS

STILL FEELS GOOD LYRIC STREET/UNIVERSAL
FOO FIGHTERS
ECHOES, SILENCE, PATIENCE & GRACE ROSWELL/RCA/SONY BMG

® ©O N O B P @ N =
£

-
o
-3
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g o -
 fw
Agg. =3 (SUCESSO MAGAZINE)
1 VARIOUS ARTISTS
| HIGH SCHOOL MUSICAL 2 WALT DISNEY

OCTOBER 17, 2007

MARIA RITA
SAMBA MEU WARNER
23 VARIOUS ARTISTS
AS MUSICAS DO P AMAURY JR. UNIMAR
g SANDY & JUNIOR
ACUSTICO MTV UNIVERSAL
VARIOUS ARTISTS
PARAISO TROPICAL - INTERNACIONAL SOM LIVRE
43 GRUPO REVELACAO
GRUPO REVELACAD 100% SONY BMG
3 - IVETE SANGALO
IVETE NO MARACANA MULTISHOW 40 VIVO... UNIVERSAL
5 BRUNO & MARRONE
ACUSTICD Il - VOLUME 2 SONY BMG
CESAR MENOTTI & FABIANO
__.COM_VOCE UNIVERSAL
57 BRUNO & MARRONE
ACUSTICO Il - VOLUME 1 SONY BMG

NEW ZEAILAND~

SINGLES

ox
gk ‘
X=X (RECORD PUBLICATIONS LTD.)
; KISSKISS

CHRIS BROWN FT. T-PAIN JIVE/ZOMBA
, AYO TECHNOLOGY

50 CENT FT. JUSTIN TIMBERLAKE SHADY/AFTERMATH/NTERSCOPE
& NOONE

ALICIA KEYS J
4 APOLOGIZE

TIMBALAND MOSLEY/BLACKGROUND/INTERSCOPE

" SORRY, BLAME IT ON ME
AKON KONVICT/UPFRONT/SRC/UNIVERSAL

ALBUMS
FOO FIGHTERS

DCTOBER 15, 2007

Al :
lw

LR ECHOES, SILENCE, PATIENCE & GRACE ROSWELL/RCA
2 New MATCHBOX TWENTY
! EXILE ON MAINSTREAM WARNER
a o BRUCE SPRINGSTEEN
. MAGIC COLUMBIA
4 3 JAMES BLUNT
ALL THE LOST SOULS ATLANTIC/CUSTARD
5 npw THE PHOENIX FOUNDATION

HAPPY ENDING FLYING NUN

Data for week of OCTOBER 27, 2007 |

www americanradiohistorvy com

ﬂ (NIEI._SEN&SOUNDSCAN»INTERNATII)NAL) OCTOBER 27, 2007
: ABOUT YOU NOW (RADIO EDIT)
SUGARBABIES |SLAND

VALERIE

MARK RONSON FT. AMY ALLIDO/COLUMBIA

1973 (ALBUM VERSION)

JAMES BLUNT CUSTARD/ATLANTIC

HEY THERE DELILAH

PLAIN WHITE TS FEARLESS/HOLLYWDOOD

- DON'T STOP THE MUSIC
RIHANNA SRP/DEF JAM

" & wrw GOODBYE MR. A
_.‘_QGNEW THE RCA

BEAUTIFUL GIRLS
SEAN KINGSTON BELUGA HEIGHTS/KDCH/EPIC
@ g LET ME THINK ABOUT IT
| IDA CORR VS FEDDE LE GRAND DATA
. g AYO TECHNOLOGY
a 50 CENT FT_JUSTIN TIMBERLAKE & TIMBALAND SHAD'Y/AFTERMATHANTERSCOPE
1234
FEIST CHERRYTREE/POLYDOR/INTERSCOPE
STRONGER
KANYE WEST ROC-A-FELLA/DEF JAM
BIG GIRLS DON'T CRY
FERGIE WILL.|.AM/A&M/INTERSCOPE
SHE'S SO LOVELY
SCOUTING FOR GIRLS EPIC
. APOLOGIZE
TIMBALAND FT. ONEREPUBLIC MOSLEY/BLACKGROUND/INTERSCOPE
DO IT WELL
. JENNIFER LOPEZ EPIC
SORRY, BLAME IT ON ME
AKON KONVICT/UPFRONT/SRC/UNIVERSAL MOTOWN
ABOUT YOU NOW
SUGABABES ISLAND
HAPPY ENDING
MIKA CASABLANCA/ISLAND
BUBBLY
COLBIE CAILLAT UNIVERSAL REPUBLIC
THE PRETENDER
FOO FIGHTERS ROSWELL/RCA

' (ULTRATOP/GFK)
SHUT YOUR EYES
SNOW PATROL FICTION/POLYOOR
5 HEY THERE DELILAH
PLAIN WHITE T'S HOLLYWO0OD
5 1973
JAMES BLUNT ATLANTIC
g LOVE TODAY
MIKA CASABLANCA/ISLAND

o THE WAY | ARE
TIMBERLAND FT. KERI HILSON INTERSCOPE

ALBUMS

VARIOUS ARTISTS

OCTGBER 17, 2007

2
s
4
s

- T JUnioR EUROSONG 2007 CAPITOL
2 4 MILKINC.
THE BEST OF (MILK INC.) ANTLER -SUBWAY
: FIXKES
H 3 5 FIXKES EXCELSIOR
a4 3 BRUCE SPRINGSTEEN

MAGIC COLUMBIA

19 HOOVERPHONIC
THE PRESIDENT OF THE LSD GOLF CLUB TRACKS

ARGENTINA

ALBUMS

e
5= (CAPIF) OCTOBER 9, 2007
4 1 ANDRES CALAMARO
LA LENGUA POPULAR DRO
2 2 VARIOUS ARTISTS
. ACTUAR, BAILAR, CANTAR SONY BMG
Tal 3 VARIOUS ARTISTS
£ HIGH SCHOOL MUSICAL 2 WALT DISMEY
4 RICARDO ARJONA

QUIEN DIJ0 AYER SONY BMG

5 SODA STEREO
ME VERAS VOLVER SONY BMG

6 VARIOUS ARTISTS

s HIGH SCHOOL MUSICAL 2 CO UNIVERSAL
2 7 ISMAEL SERRANO
SUENOS DE UN HOMBRE DESPIERTD UNIVERSAL

@ g VARIOUS ARTISTS

= 4 PATITO FED EMI

g g LOSPIOJOS

= __CIVILAZACION DBN

10 ' 10 BAJOFONDO TANGO CLUB

MAR DULCE UNIVERSAL

CHARTS LEGEND on Page 78
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EUROCHARTS

EUROCHARTS ARE COMPILED BY BILLBOARD =ROM THE NATIONAL SINGLES ANO

ALBUM SALES CHARTS OF 20 EUROPEAN COUMTRIES.
BEAUTIFUL GIRLS
SEAN KINGSTON BELUGA HEIGiI! S/EPIC
HEY THERE DELILAH
_ PLAIN WHITE T'S HULLYWOOD
2 AYO TECHNOLOGY
50 CENT FT. JUSTIN TIMBERLAKE /NTERSCOPE/SHADY/AF TERMATH

THE WAY | ARE

TIMBERLANO FT. KERI HILSON INTERSCOPE

1973

JAMES BLUNT ATLANTIC/CUSTARD
3 6 7 ABOUT YOU NOW

SUGABABES ISLAND

KAMATE
ORA MATE MUSIC ONE

g g DONTSTOP THE MUSIC
RIHANNA SRP, DEF JAM

OCTOBER 17, 2007

6 ' GARCON
KOXIE A7
10 9 LET ME THINK ABOUT IT

IDA CORR VS FEDDE LE GRAND DATA
BIG GIRLS DON'T CRY

15 Fengie wiLL | AM/ABM/INTERSCOPE

JUNGLE
12 NEW g apare SPASSG -
13 VALERIE

| MARK RONSON FT. AMY WINEHOUSE COLUMBI#

DO IT WELL
14 18 runren Lorez EPIC

JACQUES A DIT

18 NEW GpisTopHe wiLLEW vOGUE

SO, I iy L (T |
ALLBUMS

OCTOBER 17, 2007

THIS
WEEK

LAST
WEEK

BRUCE SPRINGSTEEN

1 MAGIC COLUMBIA
2 3 KATIE MELUA

PICTURES DRAMAIICO
3 JAMES BLUNT

ALL THE LOST SOULS ATLANTIC/CUSTARD
a NIGHTWISH

DARK PASSION PLAY SPINEFARM
5 AMY WINEHOUSE

BACK TO BLACK ISLAND o -
6 LUCIANO PAVAROTTI

PAVAROTTI FOREVER UNIVERSAL
El 4 FOO FIGHTERS

* _ECHOES, SILENCE, PATIENCE & GRACE RISWELL/RCA

8 new ERIC CLAPTON

COMPLETE CLAPTON PDLYDOR

T MARK KNOPFLER
KILL T0 GET CRIMSON MERCURY

NEW SUGABABES

" CHANGE ISLAND
W MIKA

LIFE IN CARTOON MOTION CASABLANCA/ISLAR D
12 14 BIHANNA

GOOD GIRL GONE BAD SRP/DEF JAM
MANU CHAO
s " _ LA RADIOLINA BECAUSE
REIM
MAENNER SIND KRIEGER CAPITOL

"ANNIE LENNOX
SONGS OF MASS DESTRUCTION RCA

14 NEW

nlelsen
Music Control

RADIO AIRPLAY

Z’g GE RADIO AIRPLAY INFORMATION FROM 17 EURCPEAN COUNTRIES AS MONITORED AND
=2 X2 TABULATED BY NIELSEN MUSIC CONTROL CCTOBER 17, 2007
4 1973
JAMES BLUNT CUSTARD/ATLANTIC -
2  BEAUTIFUL GIRLS
SEAN KINGSTON SONY BMG _ o
3 [ " HEY THERE DELILAH
PLAIN WHITE T'S HOLLYWOUD —
s ; BIG GIRLS DON'T CRY
FERGIE WILL LAM/A&M/INTERSCOPE
) THE WAY | ARE
TIMBERLAND FT. KERI HILSON INTERSCIPE
= SORRY, BLAME IT ON ME
AKON KGHVICT UPFRUNT()'FLCIUT\HVEH:AL WMOTOWN
= WHEN YOU'RE GONE
AVRIL LAVIGNE ril.A
8 ¢ SAYITRIGHT
NELLY FURTADO 10SLEY/GEFFEN .
e 19 AYO TECHNOLOGY
50 CENT FT. JUSTIN TIMBERLAKE
10 19 BIG GIRL (YOU ARE BEAUTIFUL)
MIKA CASABLANCA ISLAND
11 13 ABOUT YOU NOW

SUGAR BABES ISLAND
12 10 WAKE UP CALL
MAROON 5 A&M/INTERSCOPE
LOVE IS GONE
13 14 DAYIO GUETTA & CHRIS WILLIS VIRGIN
1a 11 UMBRELLA
RIHANNA FT. JAY-Z SRP/POLYOOR
{4 15 HOLDON
KT TUNSTALL RELENTLESS/VIRGIN

Data for week of OCTOBER 27, 2007 |

SALES DATR
COMPILED BY

See Chart Legend <oryules amil explanations. © 2007, Nielsen Business Media. inc and Neelsen SoundScan, Inc. All nights reser -ed

o=
=5 £ ARTIST 3
=T TZ  TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL =
1 13 QUEEN LATIFAH
w TRAV'LIN' LIGHT FLAVOR UNIT/VERVE 009203VG .
2 2 4 DIANA KRALL
- THE VERY BEST OF DIANA KRALL VERVE 009412/VG &
== MICHAEL BUBLE |
-'1_? 4 24 cal e mesponsIsie 143/REPRISE 100313/WARNER BROS =
4 3 3 CHRIS BOTTI
= ITALIA COLUMBIA 07606/SONY MUSIC &
; '_3 5. 59 TONY BENNETT
-\-:- o TONY BENNETT SINGS THE ULTIMATE AMERICAN SONGBOOK VOL 1 RPMLEGACY/COLUMBIA 15320/SONY BMG. |
SOUNDTRACK
B 6 B WaR LEGACY 10203/S0NY BMG
&3 o . PAUL ANKA
- - CLASSIC SONGS: MY WAY DECCA 008707/UNIVERSAL CLASSICS GROUP
B 6 SOPHIE MILMAN
| MAKE SOMEONE HAPPY LINUS 270077 KOCH
5 14 8 MILES DAVIS QUINTET
3 LIVE AT THE 1963 MONTEREY JAZZ FESTIVAL MONTEREY JAZZ FESTIVAL 30310:CONCORD
PINK MARTINI
-‘-o o 22 HEY EUGENE! HEINZ 3
'ﬁ 11 sg THE BBC BIG BAND ORCHESTRA
t4 BIG BANOS. MUSIC FROM THE WAR YEARS MADACY SPECIAL PRODUCTS 52243 MADACY
CHRIS BOTTI
‘12 8 39 LIVE: WITH ORCHESTRA & SPECIAL GUESTS COLUMBIA BOAS&’EONY MU )
e - CHRIS BOTTI 3
@ Ye MBS 15’ ovE AGRIN. THE OUETS COLUMBIA 77505/50KY MUSIC @ L
4 13 5 SOUNDTRACK
1 THE WAR: SENTIMENTAL JOURNEY. HITS FROM THE SECOND WORLD WAR LEGACY 1453&S0NY BMG
Em'. 17 56 DIANA KRALL
E 4 FROM THIS MOMENT ON VERVE 007323/VG
16 15 11 ELLA FITZGERALD
_ LOVE LETTERS FROM ELLA CONCORD JAZZ/STARBUCKS 30213/CONCORD
:', g TERENCE BLANCHARD
= B A TALE OF GOD'S WILL (A REQUIEM FOR KATRINA) BLUE NOTE 91532/BLG
MICHAEL BUBLE
18 19 9 CAUGHT IN THE ACT 143/REPRISE 49444/WARNER BROS. &
EZasl JOHN SCOFIELD
18 18 THIS MEETS THAT EMARCY/S0C BIZ 009774/DECCA
@ 23 72 NAT KING COLE
THE VERY BEST OF NAT KING COLE CAPITOL 59324
THELONIOUS MONK
& ! LIVE AT THE 1964 MONTEREY JAZZ FESTIVAL MONTEREY JAZZ FESTIVAL 30312 CONCORD
22 16 10 DAVE BRUBECK

ooy o |

INDIAN SUMMER [ELARC 83670

DEE DEE BRIDGEWATER
RED EARTH: A MALIAN JOURNEY EMARCY.DDB 009548/UNIVERSAL CLASSICS GROUP #

@ N DAYNA STEPHENS FEATURING JOHN SCOFIELD

B

24 56

3

THE TIMELESS NOW CTA 005

MADELEINE PEYROUX
HALF THE PERFECT WORLO ROUNCER 613252

1

i

3 6

I |
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ARTIST
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL

THE 5 BROWNS

BROWNS IN BLUE RCA RED SEAL 11322/SONY BMG MASTERWORKS
ANDRE RIEU
RADIO CITY MUSIC HALL: LIVE IN NEW YORK DENON 17657/SLG &
ROLANDO VILLAZON & ANNA NETREBKO

 DUETS DG 008815 UNIVERSAL CLASSICS GROUP

DANIELLE OE NIESE/LES ARTS FLORISSANTS (CHRISTIE)
HANDEL ARIAS_D_EC_CA _010035 UNIVERSAL CLASSICS GROUP
JOSHUA BELL
CORIGLIANO: THE RED VIOLIN CONGERTO SONY CLASSICAL 88060'SONY BMG MASTERWORKS
JANINE JANSEN
BACH: INVENTIONS & PARTITAS DECCA 009905/URIVERSAL CLASSICS GROUP

- SOUNDTRACK
- ND RESERVATIONS DECCA 009397/UNIVERSAL CLASSICS GROUP

BRUGGERGOSMANPAPE LOPARDO 'CONNOR THE CLEVELAND ORCHESTRA & CHORUS (WELSER-MOST}
BEETHOVEN: SYMPHONY NO. 8 DG 009661 UNIVEZ AL CLASSICS GROUP
MORMON TABERNACLE CHOIR AND ORCHESTRA AT TEMPLE SQUARE WITH SISSEL
SPIRIT OF THE SEASON MORMUN TABERNACLE CHOIR 0711

ANDRE RIEU

MASTERPIECES PHILIPS 009134/UNIVERSAL CLASSICS GROUP

STING

SONGS FROM THE LABYRINTH DG 007220/UNIVERSAL CLASSICS GROUP
JOSHUA BELL

VOICE OF THE VIOLIN SONY CLASSICAL 97779/SONY BMG MASTERWORKS
YOO MATHE SILK ROAD ENSEMBLE CHICAGO SYMPHONY ORCHESTRA (HARTH-BEDOYA)
NEW [MPOSSIBILITIES SONY CLASSICAL 10319/SONY BMG MASTERY ORKS
SARAH CHANG/ORPHEUS CHAMBER ORCHESTRA
VIVALOI: THE FOUR SEASONS EMI CLASSICS 94431/BLG

HELENE GRIMAUD/DRESOEN STAATSKAPELLE (JUROWSKI)
BEETHOVEN: PIANO NO. 5.PINAD SONATA NO. 28 DG 009840/UNIVERSAL CLASSICS GROUP
ANNA NETREBKO

RUSSIAN ALBUM DG 008153/UNIVERSAL CLASSICS GROUP

YO-YO MA

APPASSIONATO SONY CLASSICAL 02668, SONY BMG MASTERWORKS

THE 5 BROWNS

NO BOUNDARIES RCA RED SEAL 78713/SONY BMG MASTERWORKS ®
SIMONE DINNERSTEIN

BACH: GOLDBERG VARIATIONS TELARC 80692

@ ANDRE RIEU
= THE HOMECOMING! DENON 17613/5LG

ROLANDO VILLAZON
VIVA VILLAZON! VIRGIN CLASSICS 04762/BLG &

BRUCKNER: SYMPHONY NO. 7 CSQ RESOUND 901704

@ E CHICAGO SYMPHONY ORCHESTRA (HAITINK)

For chart reprints call 646 654.463%

. SOUNDTRACK

THE WAR: SONGS WITHOUT WORDS LEGACY/RCA RED SEAL 14370/SONY BMG MASTERWORKS
VARIOUS ARTISTS

GOLIJOV: OCEANA DG 009069/ UNIVERSAL CLASSICS GROUP

NATALIE DESSAY/ORCHESTRE & CHOEURS DE L'OPERA DE LYON (PIDO)
BELLINI: LA SONNAMBULA VIRGIN CLASSICS 15158 BLG

www americanradiohistorvy com
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HERBIE HANCOCK

Sl RIVER: THE JONI LETTERS VERVE 008791VG
CANDY DULFER

CANDY STORE HEADS UP 3131

NAJEE

RISING SUN HEADS UP 3129

EUGE GROOVE

BORN 2 GROOVE NARADA JAZZ 76763/BLG

KENNY G

114 N THE MDOO FOR LOVE THE $40ST ROMANTIC MELODIES OF ALL TIME ARISTA 82650 RMG

RICK BRAUN & RICHARD ELLIOT

RN R ARTIZEN

KIRK WHALUM

ROUNDTRIP RENDEZVOUS 51322

e DAVE KOZ

L 10 37 AT THE MOVIES CAPITDL 11405
B v GEORGE BENSON & AL JARREAU
st GIVIN' IT UP MONSTER 2316/CONCQRD
NORMAN BROWN
"0_ 9 5 STAY WITH ME PEAK 30218/CONCORD
m 13 55 BONEY JAMES
? SHINE CONCORO 30049 1
42 g 13 SPYRO GYRA

GOOD 7O GO-GO HEADS UP 3127
o | RICARDO SCALES
I'M HERE BAY SOUND 1022
0 VARIOUS ARTISTS
THE WEATHER CHANNEL PRESENT: THE BEST OF SMOOTH JAZZ MIDAS 90230
w MARION MEADOWS
DRESSED TO CHILL HEADS UP 3106

PAUL TAYLOR

16 15 20 Es hoice PEAK 20223/CONCORD
SIMPLY RED

BTN B oy souvaeo cow senss

18 16 21 ANDRE WARD

CRYSTAL CITY HUSH 959/0RPHEUS

- BILLIE HOLIDAY
REMIXED & REIMABINED LEGACY/COLUMBIA 85088/S0NY BMG

13 90 KENNY G
THE ESSENTIAL KENNY G LEGACY/ARISTA 75487/ SONY BMG
=t KEIKO MATSUI
;.1 B2 MOYO SHOUT! FACTORY 10479, SONY MUSIC
SUZY BOGGUSS
22 7 B SWEET DANGER .( 7AL OUICHESS 0004
BRIAN SIMPSON
23 127 ABOVE THE CLOUOS RENOEZVOUS 51332
KIM WATERS
24 22 28 YOU ARE MY LAOY SHANACHIE 5147
@ " 5y i WILL DOWNING

THE BEST OF WILL OOWNING: THE MILLENNIUM COLLECTION HIP-0 004869/ UME

ARTIST
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL

2 JOSH GROBAN
] NOEL 143/REPRISE 23154B/WARNER BROS.

"PAUL POTTS

z 3 A }_ONE CHANCE SYCO/COLUMBIA 15517/SONY MUSIC
2 JOSH GROBAN .
! ¢ 4 AWAKE 145 FEPRISE 44435/WARNER BRD§ + ’
4 3 THE BRIAN SETZER ORCHESTRA
WOLFGANG'S BIG NIGHT OUT SURFDOG 21 138_8,_MF|NER BROS
— ANDREA BOCELLI
-". ; 4 ?9 AMORE SUGAR/DECCA 006069/UNIVERSAL CLASSICS GROUP g
IL DIVO
o_ 5 '“ ANCORA SYCO/COLUMBIA 76914/SONY MUSIC .
o 2 49 ANDREA BOCELL|
il UNOER THE DESERT SKY SUGAR/DECCA 007831/UNIVERSAL CLASSICS GROUP |
8 & ls2 JUANITA BYNUM & JONATHAN BUTLER
GOSPEL GOES CLASSICAL FLOW 1894/MARANATHA!
: . IL DIVO
e‘ 8 47 ciewpre svco/coLUMBIA 02673/SONY MUSIC -
ANDREA BOCELLI -
10 10 86 AMOR SUGAR VENEMUSIC 006144 UNIVERSAL LATING @& \f:‘
41 11 107 SOUNDTRACK
o PRIOE & PREJUDICE DECCA 005620/UNIVERSAL CLASSICS GROUP _ L
12 16 MORMON TABERNACLE CHOIR'ORCHESTRA AT TEMPLE SOUARE (JESSOP)

SHOWTIME! MUSIC OF BROADWAY AND HOLLYWOOD *A0RMON TASERNACLE CHOIR 49738 1
14 54 SARAH BRIGHTMAN
DIVA: THE SINGLES COLLECTION NEMO STUDIO/ANGEL 73671/BLG

13 21 SOUNDTRACK
LA VIE EN ROSE ODEON/EM) CLASSICS 67822/BLG

16 15 sg MORMON TABERNACLE CHOIR
THEN SINGS MY SOUL MORMON TABERNACLE CHOIR 70036
16 18 g9 JOHN WILLIAMS/YO-YO MA/ITZHAK PERLMAN

MEMOIRS OF A GEISHA (SOUNOTRACK) SONY CLASSIUAL 74708 SONY BMG MASTERWORKS
31 HAYLEY WESTENRA
CELTIC TREASURE DECCA 008560/UNIVERSAL CLASSICS GROUP
JOHN WILLIAMS
STAR WARS: THE CORELLIAN EOTION SONY CLASSICAL 14047/S0NY BMG MASTERWORKS

VARIOUS ARTISTS
WEST SIDE STORY DECCA BROADWAY 009818/UNIVERSAL CLASSICS GROUP

CHLOE
20 20 92 7o mHe AIR MANHATTAN 42961/BLG

THE CELTIC TENORS
@: REMEMBER ME | ELARC 80667
i -

& o
L1e)

19 16 3

LOS ANGELES GUITAR QUARTET

7 LAGQ: BRAZIL TELARC 80686
Foa 23 62 SOUNDTRACK
: r THE DA VINGI COOE DECCA 006479/UNIVERSAL CLASSICS GROUP

5 VITTORIO
- VITTORIO PULYDOR DECCA MUSIC FOR A BETTER WORLD 007307/UNIVERSAL CLASSICS GROUP

57
o 4-0_ GLENN DANZIG
= i BLACK ARIA Il EVILIVE 2097 MEGAFORCE
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CHARTS

LEGEND

ALBUM CHARIS

Sales data compiled from a comprehesive pool of U.S. music merchants by Nielsen
SoundScan. Sales data for R&B/hip-hop retalf charts is compiled by Nielsen
SoundScan from a national subset of core stores that speciailze in those genres.
@ Albums with the greatest sales gains this week.

GREATEST
cAer i

Where included, this award indicates the title with
the chart’s biggest percentage growth.

Where included, this award indicates the title
with the chart’s largest unit increase.

m Indicates album entered top 100 of The Billboard 200
and has been removed from Heatseekers chart.

PRICING/CONFIGURATION

CD/Cassette prices are suggested list or equivalent prices, which are projected from
wholesale prices. @ after price indicates album only available on DualDisc. CD/DVD
after price indicates CD/DVD combo only available. ® pualbisc avallable. ®
CD/DVD combo availabie. * indlcates vinyl LP is available. Pricing and viny! LP
availability are not included on all charts.

INGLES CHARIS

RADIO AIRPLAY SINGLES CHARTS
Compiled from a national sample of data supplied by Nieisen Broadcast Data
Systems. Charts are ranked by number of gross audience impressions, computed by
cross-referencing exact times of airplay with Arbitron listener data. The exceptions
are the Rhythmic Airplay, Adult Top 40, Adult Contemporary, Modern Rock and
Adult R&B charts, which are ranked by total detections.
@ Songs showing an increase in audience (or detections)

over the previous week, regardless of chart movement.

RECURRENT RULES

Songs are removed from The Billboard Hot 100 and Hot 100 Airplay charts
simultaneously if they have been on The Billboard Hot 100 for more than 20 weeks
and rank below No. 50. Songs are removed from the Hot R&B/Hip-Hop Songs and
Hot R&B/Hip-Hop Airplay charts simultaneously if they have been on the Hot
R&B/Hip-Hop Songs for more than 20 weeks and rank below No. 50. Songs are
removed from the Pop 100 and Pop 100 Airplay charts simultaneously if they have
been on the Pop 100 for more than 30 weeks and rank below No. 30. Titles are
removed from Hot Country Songs if they have been on the chart for more than 20
weeks and rank below No. 10 in detections or audience, provided that they are not
still gaining enough audience points to bullet. Songs are removed from Hot Latin
Songs if they have been on the chart for more than 20 weeks and rank below

No. 20. Songs on Latin Airplay charts are removed after 20 weeks if they rank below
No. 20 in both audience and detections. Descending songs are removed from Adult
Contemporary if they have been on the chart for more than 20 weeks and rank
below No. 15, if they have been on the chart for more than 26 weeks and rank below
No. 10, or if they have been on the chart for more than 52 weeks and rank below
No. 5. Songs are removed from the Adult Top 40, Adult R&B, and Hot Dance Airplay
charts if they have been on the chart for more than 20 weeks and rank below No. 15
(No. 20 for Rhythmic Airplay and Modern Rock) or if they have been on the chart
for more than 52 weeks and rank below No. 10.

SINGLES SALES CHARTS

The top selling singles compiled frem a national sample of retall store, mass
merchant, and internet sales reports collected, compiled, and provided by Nielsen
SoundScan. For R&B/Hip~-Hop Singles Sales, sales data is compiled from a national
subset panel of core R&B/Hip-Hop stores by Nielsen Soundscan.

@ Singles with the greatest sales gains.

CONFIGURATIONS

@ CD single available. @ Digital Download available. @ DVD single available.
© Vinyl Maxi-Single available. @ Vinyl single available. @ CD Maxi-Single
avallable. Configurations are not included on all singles charts.

HITPREDICTOR

Indicates title earned HitPredictor status in that particular format based on
research data provided by Promosquad. Songs are tested online by Promosquad
using muitiple jistens and a nationwide sample of carefully profited music
consumers. Songs are rated on a 1-5 scale; final results are based on weighted
positives. Songs with a score of 65 or more (7S or more for country) are judged
to have Hit Potential; although that benchmark number can fluctuate per format
based on the strength of available music. For a complete and updated list of
current songs with Hit Potential, commentary, polls and more, please visit
www.hitpredictor.com.

DANCE CLUB PLAY
Compiled from a national sample of reports from ¢lub DJs.
@ Titles with the greatest club play increase over the previous week.

AWARD CERT LEVELS

ALBUM CHARTS

@ Recording Industry Assn. Of America (RIAA) certification for net shipment of
500,000 albums (Gold). B RIAA certification for net shipment of 1 million units
(Platinum). @ RIAA certification for net shipment of 10 million units (Diamond).
Numeral within Platinum or Diamond symbol indicates albuny's multi-platinum level.
For boxed sets, and double albums with a running time of 100 minutes or more, the
RIAA multiplies shipments by the number of discs and/or tapes. O Certification for
net shipments of 100,000 units (Oro). [ Certification of 200,000 units (Platino).

{2 Certification of 400,000 units (Multi-Platino).

SINGLES CHARTS

@ RIAA certification for S00,000 paid downloads (Gold). B RIAA certification for

1 million paid downloads (Platinum). Numeral within platinum symbol indicates song's
multiplatinum level. O RIAA certification for net shipment of 500,000 singles (Gold).

MUSIC VIDEO SALES CHARTS

@ RIAA goid certification for net shipment of 25,000 units for video singles.

O RIAA gold certification for net shipment of 50,000 units for shortform or
longform videos. ll RIAA piatinum certification for net shipment of $0,000 units for
video singles. ] RIAA platinum certification for sales of 100,000 units for shortform
or longform videos.

DVD SALES/VHS SALES/VIDEQ RENTALS

@ RIAA gold certification for net shipment of 50,000 units or $1 million in sales at
suggested retail price. ll RIAA platinum certification for sales of 100,000 units or $2
million in sales at suggested retail price. O IRMA gold certification for @ minlmum
sale of 125,000 units or a dollar volume of $9 million at retail for theatrically released
programs; or of at least 25,000 units and $1 million at suggested retail for
non-theatricai titles. [ IRMA platinum certification for a minimum sale of 250,000
units or a dollar volume of $18 million at retail for theatrically released programs, and
of at least SO,000 units and $2 million at suggested retail for non-theatrical titles.

See below for compteta legend Information.

ARTIST E
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL {PRICE) S
1113 EAGLES a
"R THE VERY BEST OF WARNER STRATEGIC MARKETING 73971 (25.98) ™~ .|
o 3 140 MICHAEL BUBLE o
IT'S TIME 143/REPRISE 48946/WARNER BROS. (18.98) & T
HES GEORGE HARRISON
- | Apeadar ALL THINGS MUST PASS GNOME 30474/CAPITOL (24.98) = n
ey < TIM MCGRAW
‘E 4 :356 GREATEST HITS CURB 77978 (18.98/12.98) B
G 5 |5 JOHN ST. JOHN
" i | SOUNDS OF HORROR MADACY SPECIAL PRODUCTS 51354/MADACY (7.98)
% 2 3¢ BEEGEES
_GREATEST REPRISE 287740/WARNER STRATEGIC MARKETING (19.98)
| 1or GUNS N ROSES
I" 6 186 GREATEST HITS GEFFEN 001714/IGA (16.98) '
PINK FLOYD o
.-. I 71576 DARK SIDE OF THE MOON CAPITOL 46001+ (18.98/10.98) '.!

| WICKED DECCA BROADWAY 001682/UNIVERSAL CLASSICS GROUP (18.98)
5 728 JOURNEY

ﬁl o 139 ORIGINAL BROADWAY CAST RECORDING
X
10

JOURNEY'S GREATEST HITS LEGACY/COLUMBIA 85889/SONY MUSIC (18.98/12.98

)
m 16 f70 MICHAEL BUBLE n
B

WICHAEL BUBLE 143/REPRISE 48376/WARNER BROS. (18.98)
CREEDENCE CLEARWATER REVIVAL

12 11 560 chaonioLe THE 20 GREATEST HITS FANTASY 2¢/CONCORD (17.98/12.98)

<¢
a0 AC/DC
13 13 EOO BACK N BLACK LEGACY/EPIC 80207*/SONY MUSIC (18.98) ® L

BOB SEGER & THE SILVER BULLET BAND
L) 12 673 GREATEST HITS CAPITOL 30334 (16.98) g

@ 25 11 ZHA KiDZ BOP KIDS
$ LTI W 1Dz BOP HALLOWEEN RAZOR & TIE 83086 (14.98 CD)

@ om 'NORAH JONES
i . _COME AwAY WITH ME BLUE NOTE 32088°/BLG (17 98)

m-j 18 ap1 THE BEATLES
1 APPLE 29325 cApnoum.ss'w,ga)

RASCAL FLATTS
1= 14159 _FEELS LIKE TOOAY LYRIC STREET 165049/HOLLYWOOQD (18.98)
15 116 METALLICA

! METALLICA ELEKTRA 61113*/AG (18.98/11.98)
BOB MARLEY AND THE WAILERS
5 LEGEND: THE BEST OF BOB MARLEY AND THE WAILERS TUFF GONG/ASLAND %WFK.@N_)?_ R
MAROON 5
2116 160 55065 nmout gane As/ocTONE 650001*/1GA (18.98)

] QUEEN
@ 26 704 GREATEST HITS HOLLYWOOD 161265 (1&98/11_.9_8)
= GENESIS
! a ! 2 PQ TURN iT ON AGAIN --_THEET_S_ATLANTIC 121276/RHIND (11.98)
‘ BRUCE SPRINGSTEEN
24 23133 _G@EAT_E_ST HITS COLUMBIA £7000*/SONY MUSIC (10.98 EQ/17.98)
o KELLY CLARKSON
‘E 1 22 141 BREAKAWAY RCA 64491 RMG_(l% =
CREED
26 24_ 121 GREATEST HITS WIND-UP 13103 {18.98 CD/DVD) ®
a9 lgg THE BABY EINSTEIN MUSIC BOX ORCHESTRA
I _BABV EINSTEIN: LULLABY CLASSICS BUENA VISTA B61085/WALT DISNEY (7.98)
19 7 VARIOUS ARTISTS
MONSTER MASH AND OTHER SONGS OF HORROR MADACY 0028 (5 98)
y o7 P%' LINKIN PARK
X _J = [HYBRID THEORY] WARNER BROS. 47755 (13.9_&’12.98)
' ELVIS PRESLEY
30 3 28 161 ELV1S: 30 #1 1S fCA 68079"/RMG (19.98/12.98)

- JACK JOHNSON

s EOoDeDBS & BD o

. LITTLE BIG TOWN
| THE ROAD TO HERE EQUITY 3010 (13.98)

KID ROCK

DEVIL WITHOUT A CAUSE TOP DOG/LAVA 831197/AG (12.98/18.98)

CASTING CROWNS

LIFESONG BEACH STREET 10770/REUNION (17.98) ®

BON JOVI

CROSS ROAD MERCURY 526013/UME (18.96/11.98)

DEF LEPPARD

VAULT — GREATEST HITS 1980-1995 MERCURY 5287 18/UME (18.98/11.98)

THE BEATLES

SGT. PEPPER'S LONELY HEARTS CLUB BANC APPLE 46442°/CAPITOL (18.98/12.98)
EVANESCENCE

FALLEN WIND-UP 13063 (18.98)

JIMI HENDRIX

EXPERIENCE HENDRIX: THE BEST OF JIMI HENDRIX EXPERIENCE HENORIX 11671%/LUNE (18981298)
LYNYRD SKYNYRD

ALL TIME GREATEST HITS MCA 112229/UME (18.98/12.98)

Ao oD me BB DO

| 31 95

} ;[41 234

43 145

B g

THE VERY BEST OF THE BEACH BOYS: SOUNDS OF SUMMER CAPITOL 82710 (16.98) ®

48 45 177 JOSH GROBAN
B 1 CLOSER 143 REPRISE 48450/WARNER BRQS. (18.98) ®

W CASTING CROWNS -
CASTING CROWNS BEACH STREET 10733/REUNION (18.98) e
| 1 JIM CROCE
2 ‘ 36 61 PHOTOGRAPHS & MEMORIES/HIS GREATEST HITS 21 RECORDS/ATLANTIC 92570/RHING {11.58/5.98) w
aE JAMES BLUNT 3
rl_ iy \32 © BACK TO BEDLAM CUSTARD/ATLANTIC 97250°/AG (18 98) @ Lnf"g
1= KID ROCK i
@ _ COCKY LAVA 83482-/AG (18.98/12.98) a
@'r 47 614 TOM PETTY AND THE HEARTBREAKERS 3
B 4h GREATEST HITS MCA 110813/UME (18.96/12.98) 0
o e DANE COOK
@ RETALIATION COMEDY CENTRAL 0034 (18.98 CD/DVD) J a
 4c a0 SUBLIME |
| g_ﬁ 45 398 SUBLIME GASOLINE ALLEY/MCA 111413/UME (18.98/12.98) :H
a8 4 271 THE BEACH BOYS 2}

'm_‘

50 692 JAMES TAYLOR
GREATEST HITS WARNER BROS. 78094/RHINO (11.98)

&

TOP POP CATALOG: Catalog Albums are 2-year old titles that have fallen below No. 100 on The
Billboard 200 or re-issues of older albums. Total Weeks column refiects combined weeks title has
appeared on The Billboard 200 and Top Pop Catalog Albums. TOP INTERNET: Reflects physical
albums ordered through Internet merchants, based on data collected by Nielsen Soundscan. Catalog
titles are included. TOP DIGITAL: Release sold as & complete album bundle through digital download
services BILLBOARD.BIZ CHART: See Chart Legend for rules and explanations.

2007, Nielsen Business Media. Inc. and Nielsen SoundScan, Inc. All rights reserved
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SALES DATA
COMPILED BY

niclsen

Title

2 BRUCE SPRINGSTEEN Magic , I

: COLUMBIA /SONY MUSIC |
5 SOUNDTRACK

INTERSCOPE /IBA

i3 COLBIE CAILLAT

UNIVERSAL REPUBLIC /UMRG

5 KANYE WEST
ROC-A-FELLA/DEF JAM /IDJMG

GEORGE HARRISON All Things Must Pass | 5]
GNOME /CAPITOL =l
‘ JENNIFER LOPEZ Brave |y

EPIC /SONY MUSIC @
3 RASCAL FLATTS
LYRIC STREET ‘HOLLYWOOD

VANESSA CARLTON
THE INC/UNIVERSAL MOTOWN /UMRG

{
|
|
f

Across The Universe: Deluxe Edition 5

Coco e @
Graduation 5

Stilt Feels Good 3

Heroes & Thieves 4

LEANN RIMES Family | 4
CURB 1)
BAND OF HORSES Cease To Begin 35
SUB POP

ALTER BRIDGE
UNIVERSAL REPUBLIC /UMRG

3 FOO FIGHTERS
ROSWELL/RCA RMEG

EDDIE VEDDER

MONKEY WRENCH/J /RMG

5 MATCHBOX TWENTY

" MELISMA/ATLANTIC /AG @
ANNIE LENNOX
ARISTA 15260.AMG

Blackbird fn

Echoes, Silence, Patience & Grace y»

Into The Wild (Soundtrack) u

Exile On Mainstream 5

Songs Of Mass Destruction 2

e
Title 3%
]

] =
55 B8 ARTIST
<% 3 WPRINT / DISTRIBUTING LABEL

CERT

1 BRUCE SPRINGSTEEN Magic 2-
EXTRd COLUMBIA 17060*/SONY MUSIC s
2 JOSH GROBAN Noet 10
143/AEPRISE 231548/WARNER BROS. 1
I .i—” 6 2 MATCHBOX TWENTY Exile On Mainstream 5
el MELISMA/ATLANTIC 297340/AG @

2 2 ANNIE LENNOX
ARISTA 15260/RMG

4
5 il KID ROCK
e TOP DOG/ATLANTIC 290556/AG
6 7 2 JOHNFOGERTY
FANTASY 30001*/CONCORD

: ERIC CLAPTON
It DUCK'REPRISE 294332/WARNER BROS
REBA MCENTIRE

Songs Of Mass Destruction 7

Rock N Roll Jesus 1

Revival 25

Complete Clapton 14

o

Reba Duets
a2 ¢ MCA NASHVILLE 008903/UMGN 7

3 MARK KNOPFLER Kill To Get Crimson
WO 9T | rier BRos 281660 Y

10 SARA EVANS

RCA NASHVILLE 08770/SBN
44 _ RASCAL FLATTS
A 11:... 5 in | LYRIC STREET 000384/HOLLYWOOD

b 2 mALTER BRIDGE

o 1 UNIVERSAL REPUBLIC 009955/UMRG
SOUNDTRACK

:Jg 3 9 WALT DISNEY 000651

Greatest Hits 8

Still Feels Good | g

Blackbird &

High School Musical 2 i :-5'

14 17 15 FEIST The Reminder 4
| CHERRYTREE/POLYDOR/INTERSCOPE 008819/1GA -
=gl JONiI MITCHELL Shine
“—| 8 HEAR 30457 =5

=
INGMASTERS

TITLE
S ARTIST (IMPRINT / PROMOTION LABEL)

CRANK THAT (SOULJA 80OY) |

zE

__1 U SOULJA BOY TELL'EM (COLLIPARK/INTERSCOPE) _ i
2 o g KIsskiss
CHRIS BROWN FEATURING T-'PA[N {JIVE/Z0MBA)
= 4 NOONE
R _ALIC!A KEYS {J/AMG}
o DUFFLE BAG BOY
3 i _PLAVAZ CIRCLE FEATURING LIL WAYNE (DTP/DEF JAM/IDIMG)
| F l 5 4 I'MSOHOOD
i - E KHALED FEATURING T-PAIN, TRICK OADDY. RICK ROSS & PLIES (TERROR SQUAD/KOCH)
& g 5 GOODLIFE
- f KANYE WEST FEATURING Y-PAIN (ROC-A-FELLA/DEF JAM/IDJMG
g
g g BED
= 1 J. HOLIDAY (MUSIC LINE/CAPITOL) .
12 CYCLONE
o . 1013 BABY BASH FEATILINLG T-PAIN (ARISTA/ARMG)
‘a B ,3' STRONGER
P KANYE WEST (ROG-A-FELLA/DEF JAM/IDIMG) —
10 IS BUBBLY

COLBIE CAILLAY (UNIVERSAL REPUBLIC
31 25 3 SHAWTYISA10
"’.I’I .25 a THE-QREAM {OEF JAM/IDIMG)
: ROCKSTAR
iz L g 1 NICKELBACK (ROADRUNNER/ATLANTIC/LAVA)
13 47 3 APOLOGIZE
o _ TIMBALAND FEATURING ONEREPUBLIC (MOSLEY/BLACKEROUND/INTERSCDPE)
GIMME MORE
_BRITNEY SPEARS (JIVE/ZOMBA)
HATE THAT | LOVE YOU
RIHANNA FEATURING NE-YO (SRP/DEF JAM/IDJMG)

14 12

Data for week of OCTOBER 27, 2007


www.americanradiohistory.com

CRLES UAT)
SOMPILED BY

See Chart Legend for rules and explanations guc_lscn for complete legend infarmat on.
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TOP

HEATSEEKERS.
g& TITLE Principal Pertormers

ARTIST _ Titte l
| LABEL / DISTRIBUTING LABEL & NUMBEF (PRICE) LABEL & NUMBER / DISTRIBUTING LABZL {PRIJE) °

THE JUNGLE BOOK ; 1 (TS BEIRUT .
| WALT DISNEY HOME ENTERTAIN ENT/BUENA VISTA HOME NTERTAINMENT 52615 (29.98) AR . ) ,Ef. 0A BING! 55 (13.98) Flying Club Cup

FANTASTIC 4: RISE OF THE SILVER SURFER oan G ; E ' CHAELSON :
20TH CENTURY FOX 2247077 (29 98) Yoan Sridaessicexding g CABIN 24 03/ORIGINAL SIGNAL (11.98) Girls And Boys

CERT.
HAIING

e et

i KNOCKED UP i1e Heigl JENS LEKMAN '
UNIVERSAL STUDIOS HOME VIDEQ 61101740 (29.98) e EETEE ek : SECRETLY CANADIAN 160° (15.98) _ . pg S Night Falls Over Kortedala .

1408 'SHARON JONES & THE DAP-KINGS f

THE WEINSTEIN COMPANY/GENIUS PRODLCTS 80530 (29.98) Johin Cusack/Samuel L. Jackson | O 32 oaprone 012 (15.98) 100 Days. 100 Nights

THE DEVIL WEARS PRADA - SUNSET RUBDOWN i

20TH CENTURY FOX 2237440 (29.98) Meryl Streep/Anne Hatt 2way g mAGJAGUWAR 113* (15.98) Random Spirit Lover
3

€ 33 mENé\RF:EMQ"ﬁJ?OSQQ;LH . B Matthew McConaughey/Mattie Fox s E 4 325{94656 s vol. Il
U [ o seson e pae e | - . =
s 2 ;E::«Eum HOME ENTERTAINMENT 351€64 (29.98) Nicolasbcige/Julianna Moore HIE I‘:A?EEIEL%?#AZUQL(FSZW Lo
IR oo s e LN PRINCESS | fairated | e b ] Immortalis
m :—B':ﬁomegezO'APA'R::hg’lIJN?:OﬁEEE?ITEE:gmuEiY 705212 (15€.98) Keith David/Tor Hanks il 3, R%ﬁ?(;[éﬂ?(;?&?rff g?)T Smo‘fey Rolls Down Thunder Canyon
10 6 35 o woro rssez s 0 _ Gerard Buter/Lena Headey | g»fe‘iﬁ&‘é.ke%%ﬁusa BROS (13.98) - No Really, 'm Fine §
N s z‘z'féht'?fﬁaf’ pairated e R A CONCHOREES The Distant Future (EP)
FANASTE AT T IEOF HESUSSUER s | | e rower T
Mﬂ&ﬁ%ﬁ@ﬁnﬁﬁﬂﬁéﬁ.?ﬁ v%?o%sn (29.98) Anin ated ™ m’:g; gY(TIG:-?B%LS Whiskey Falls
.m 2 8 %&h&?m?r?oﬁe VIDEQ/BUENA VIST/ HOME ENTERTAINMENT £2736 (29.98) Tim AVlen JohnT2yoita e %Hs%hﬂaﬁs’sgaw VIR - The Poison
6 RiEQEDE"STE?COOSPiNY,GENIUS PROLUCTS 80388 (20.98) Kurt Russell/Rosario Dewson = : IH’:EL TJEK?YY, EFQP(? ;‘gﬁ‘,CES ~ Widow City
¥ v_scuczﬁ?s“ﬂ:lc\wﬁ&?imfa&g 110831 (19.98) Animated ) S HeliG \?Nm;on 311225/U6 (12.97) El Avion De Las Tres
Jone ¢ 3 I HOnE WOZOLINSEATE HOME EMTERTANMENT 21588 28.93) Stevatusinalniieroney § 553%52”353 ey The Way Of The Fist
& s _%%QBVEHSKSC:{[;M?;I?E?TYAINMENI/FﬁRAMOUNT HOME ENTER™INMENT 131064 (29.98) Wil FarrellJcn -eder iy i c%a%sss‘:-u(.;s?)ODNlGHT___ RoisoniKiss
E a5 V?}!L?'I;IOENYEVF:EF\:?ECNTEEETleEA?N(T:/_;L?I\I’\I{]\;ER }Lﬁt%&g&btﬁ\ﬁgﬁgﬁfFlEAMS Alnated " m IEDE/CEDLUMBIA 15622/SONY MUSIC (13.98) We Shine |3
.Ez H I{AEA:EFHEEL:{E\EGE“&T:4§5F:A1':!.|9(B)OF INSANITY detiDunam = ' U7 g ELSEEENIT_I?LNIODBQ (13.98) Sound Of Melodies
\ 2 ﬁmfaégxﬁﬁﬁ%ﬁ T — (5298) Hayden Panettereifas Oka || [ ; !5 19;; ggrxvngG';(abﬁ{nlr(n!\IEHOETE (16.98 3D/(VD) © The Definition Of An Ese
ﬂ m;gvcvsn:n’}g\s:;lg}ggs“g?;;rER ==otl TS o adnChasgh:oeDe) 4 St vTEInEm:é G(S:CéiLO‘/UNWERSAL LATIHO (13.38 CODVD) & Enamorado De Ti: Edicion Especial
i.___= i) Solfasem HOME ENTERTAINMENT 2180° (28.96) Ashley Juddichael Shamnon [ S8 Em ;?5;,!2‘;3‘33’;55 DE NUEVO LEON 30 Corridos: Historias Nortenas

THE PIPETTES :
181 2 | (\ieRRYTREE/MEMPHIS INDUSTRIES/INTZRSCOPE 209279/GA (9.98) We Are The Pipettes

PARKWAY DRIVE

EPITAPH 86878 (13.98) Horizons =
4 BROKEN SOCIAL SCENE PRESENTS: KEVIN DREW Spirit If
| ARTS & CRAFTS 02700° (15.98) =
LOS HUMILDES VS. LA MIGRA . N :
= BCI LATING 41593/8CI (6.98) Los Humildes Vs. La Migra
Wiy = ALLING UP
LABEL/DISTRIBUTING LABEL & NUMBER {PRICE) = | ABEL DISTRIBUTING LABEL = F - —

BEC 92198 (17.98)

' ANOTHER ANIMAL -
UNIVERSAL REPUBLIC 009865/UMRG (10.98. Another Animal |

ENTOURAGE: SEASON THREE, PART 2
HBO/WARNER 94243 (39.98) ml|

THE WAR : A FILM BY KEN BURNS

KNOCKED UP 2

PBS/PARAMOUNT 705212 (139.98) - UNIVERSAL STUDIOS HOME VIDEO ?TSE‘%?NDEH The Dream Merchant 2
, FAMILY GUY: VOLUME 5 NEXT Wi e ‘
20TH CENTURY FOX 2246146 (39 98) PARAMOUNT HOME ENTERTAINMENT ﬁ ;’V"%;;Eﬁgﬂgs REAM Career Suicide =
METALOCALYPSE: SEASON ONE S 1408 "t TR 15875 (13 95)
B CARTOON NETWORK/WARNER 7977 (29.98) B St THE WEINSTEIN COMPANY/GENIUS PRODUCTS S|C;(7P2L'JPE’IE§ Dressed Up As Life
» DORATHE EXPLORER: DORASAVES THEMERMADS [l o |, WE ARE MARSHALL 0 MR B9752 VRGN LZ98)
NICK JA PARAMOUNT 851204 (19.98) @, : WARNER HOME VIDEG WE THE KINGS We The Kings
. HEROES: SEASON 1 & 4  BUG " SCURVELS 0D1UE 3G 3
NBC/UNIVERSAL STUDIOS 61100131 (59.98) ] LIONSGATE HOME ENTERTAINMENT ;@A‘;‘gg?:;%‘;POHA BANDA EL LIMON Linea De Oro: En Los Puros Huesos Y Muchos Exitos Mas
i ] e HOW | MET YOUR MOTHER: SEASON TWO = 5l THE CONDEMNED " ~ — %
el 207+ CENTURY FOX 2246728 39.98) - =afs WWWE HOME VIDEQ/LIONSGATE HOME EN TETAINMENT \ 2}”:“1;’\’5'/';‘5[?“ = Hope & Glory -
GREY'S ANATOMY: SEASON THREE ‘s  WILD HOGS s € 431085/AOUNDER (17.98) _
TOUCHSTONE TELEVISION/BUENA VISTa 54055 (50 98) 5 TOUCHSTONE HOME VIDECVBUENA VISTA HOLIE SNTERTAINMENT 2 4 LOS CUATES DE SINALOA Los Gallos Mas Caros
SMALLVILLE: THE COMPLETE SIXTH SEASON g - |, BLADES OF GLORY Feis = SONY BME NORYE 13985 {12.99) -
WARNER BROS. TELEVISION/WARNER 112586 (59.98) 50 ove ARALNT HOVE w B PONZONA MUSICAL Son De Amores |
THE OFFICE: SEASON THREE ‘40 & 5 GEORGIA RULE T , ‘:jﬁg’;‘{lmgﬁﬁzg‘:s’ —

NBC/UNIVERSAL STUDIOS 61100979 (33.98)
~ MICKEY MOUSE CLUBHOUSE: MICKEY'S TREAT
WALT DISNEY/BUENA VISTA 55359 (19.98)
THE SARAH SILVERMAN PROGRAM: SEASON ONE
COMEDY CENTRAL/PARAMOUNT 8524€ < (19.98)
¢ HIGH SCHOOL MUSICAL: ENCCRE EDITION

UNIVERSAL STUDIOS HOME VIDEO A Lesson In Romantics

fl FEARLESS 30099 (11 98)
GEORGE LOPEZ —
COMEDY CENTRAL 0057 (13.98) America's Mexican |

PETER BJORN AND JOHM fter
ALMOSTGOLD 002* (12.98) Writer's Block

‘PS2: AA FOOTBALL 0B DTP rap duo Playaz Circle Is scaling the charts with its first charting hit, “Duffle Bag Boy.” This week, it
NG ) 0 : bullets at No. 35 on The Billboard ot 100 and No. 8 on Hot R&B/Hip-Hop Songs. Discover developirg
artists making their inaugural chart runs each week in Breaking & Entel_:ing on billboard.con.

. HOUSE M.D.: SEASON THREE
UNIVERSAL STUDIOS 61100973 (59.92 EA SPORTS

3 THE BACKYARDIGANS: SUPER SECRET SUPER SPY =iﬂ -'l. 8 s 'PS2: TRANSFORMERS: THE GAME 1

10 7 -
B WALT DISNEY/BUENA VISTA 49549 (26.98) ;m?g%:tgiﬁﬁ ” Speak For Yourself |
T JERICHO: THE FIRST SEASON (120
=Hi CBS PARAMOUNT TELEVISON/PARAMOUNT 123914 (49.98) . KY-MANI MARLEY Radio
L ENTODRAGE SEASON-TRACE-PRRT L —_ GHETTO YOUTHS/VOX/REALITY 40651410 (13.98
L ! HBO/WARNER 92945 (39.98) $£2 MANUFACTURER : | PAUL VAN DYK In Bet
= — MUTE 9364* (15 98) n Between
T PLANET EARTH: THE COMPLETE SERIES 2 X360: HALO 3 ?
s ! BBC VIDEO/WARNER 2038 (79.98) ‘. MICRDSOFT 3 | T T — Trees Outside The Academy -
CRIMINAL MINDS: THE SECOND SEASON PS2: MADDEN NFL 08 23 - (15
CBS PARAMOUNT TELEVISON/PARAMOUNT 350944 (58.98) 8 £ sPORTS WOMEN OF FAITH WORSHIP TEAM Amazing F
MYRRH/WORD-CURB 887174/WARNER EROS. (13.98) mazing Freedom
18 ENTOURAGE: THE COMPLETE “IRST SEASON E X360: MADDEN NFL 08 s 2 (1
] HBO WARNER 92431 (39.98) a8 8 sroRTS JUSTICE c
= - ED BANGER/BECAUSE 224892/VICE (13.38) oSS!
ENTOURAGE: THE COMPLETE SECOND SEASON X360: SKATE 7 - =
HBO/WARNER 92660 (39.98) 3 £h sPORTS SOPHIE MILMAN K H
— LINUS 270077/K0CH (17.98 MakelSomeonelliapRy,
20 2 IT'S ALWAYS SUNNY IN PHILADELPHIA 7 X360: BIOSHOCK M ELECTRIC SIX - ]
=2 20TH CENTURY FOX 2244416 (39.98) 2K GAMES o m/usLmonm% o (1'5 ) Shall Exterminate Everything Around Me That Restricts Me...
= _ THE ORIGINAL TELEVISION CHRISTMAS CLASSICS (5 DVD SET} X360: MEDAL OF HONOR: AIRBORNE T '
ﬁ. 2 CLassic } MEDIA/GENIUS PRODUCTS BC215 (39.98) 5 ELECTRONIC ARTS I
u SPONGEBOB SQUAREPANTS: HALLOWEEN X360: STRANGLEHOLD M BREAKING & ENTERING
NICKELODEON VIDEO/PARAMOUNT 876904 (14.98) I T/5ER HILL/MIDWAY ENTERTAINMENT
O
24

N NiCK JR /PARAMDUNT 851964 (16.98) ACTIVISION
—— The b= t-selling albums by new and developing acts. defined 3s these who have never appeared in the top 100 of The Biltboard 200. If a Heatseekers “itie
63 MY NAME IS EARL: SEASON 2 3 X360: TWO WORLDS M reaches that level, it and the act's subsequent albums are imfr ediatzly inefigible to appear on the Heatseekers chart. See Chart Legend for rules and

20TH CENTURY FOX 2246148 (49 98} 10 SOUTH PEAK INTERACTIVE expBnaions. © 2007. Nielsen Business Media. Inc. and \iglser SoundScan. Inc. All rights reserved

Data for week of OCTOBER 27, 2007 | For chart reprints call 646.654.4633 CGo to www.billboard.biz for complete chart data | 79
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SINGLES & TRACKS
NG IN

OCT
27
12007

S

100% MEXICANO (Maximo Aguime, BMI/Top Charls
BMI) LT 26

Iﬁ%ﬂ Runawa}g Music, SDCAN/BMG Canada, SOCAN)
1973 \EMI Blackwnod BMUBat Future Music, BMYSongs
Of Universal BMI), HL, POP 91

5 LETRAS (Alexis Y Fido, ASCAP) LJ 32

A

ALL MY FRIENDS SAY {(Murrah Music Corporation
BMiHouse Of Ful! Circle, BMUFull Circte, BMYBlack In
Ege Saddle. ASCAP/Groove Puppy Music, ASCAP) H100

ALRIGHT (Blue Toes Music Publishin AgPDeSI
ASCAP/Uncle Buddie's Music, ASCAP) RBH 66
ANGEL (Chala Khan, ASCAP/Ji Branda Music Works.
ASCAP/aneaéauhs Guys Music, ASCAP/EMI April,
1

H3
ANOTHQR SIOE OF YOU (Dimensional Songs 01 The
KnoII BMUEMI Blackwood, BMUWCCR, BMI), HL, CS

APOLOGIZE {Virginia Beach, ASCAP/WB Music
ASCAPMidnight Miracle Music. ASCAP/Sony/ v
Tunes, ASCAP}, HWBM. H100 3, POP 2

AS IF (Careers-8MG Music Publishing, BMI/Gingerdog
Songs, BMY/Rayiene Music, ASCAP/WB Music,
ASCAP/Johnb ISMUSIC ASCAP), WBM, 516,
H100 74

AYER (G Negxa Music. ASCAP) LT 39

AYER LA VI Crown P, BMI/Sebastian, BMI) LT 9

AYO TECHNOLOGY (50 Cenit Music, ASCAP/Universal
Music Corporation, ASCAPAVirginia Beach. ASCAP/WB
Music, ASCAP/Danjahandz MuZIk SESAC/WBM Music,
SESAG/Tennman Turies, ASCAP/Zomba Enterprises,
ASCAP), HLWBM, H100 12; POP 10, RBH 41

BABY (Soul Insura 10e, BM/Careers-BMG Music Publish-
ing, BMU/Camp Co-T Publishing, ASCAP/Mayt
BMVTodd Mavfied Publishing, BMI), WBM. F 722
BABY DONT GO (J. Brasco, /SCAF/EM April
ASCAP/Shanah Cymone Music, ASCAP/NappyPub
BMI/Zomba Songs, BMUUniversal Musm Corporanon
ASCAP. HLAWBM, H100 27, POP 45: RBH 43
BABY LOVE (w1 am husic, BMI/Cherry River,
BMYSunshine Terrace MusiC, BMUArHouse, BMUShe
RI"ITS Music, BMU/Songs Of Universal, BMI), HL. POP

BAILA M1 CORAZON (Wamer-Tamerfane Publishing,
40

BARTENDER {Zomba Songs, BMI/NaDD pyRthsnIr'z}?_
BMI/Famous, ASCAP/ByeIaII Music, ASCAS
H100 28; POP 25, RBR
BASTA YA (Crisma, ASCAP) 712
BASTO()er-Ca BM)LT S
AY BAY (Pojo Grounds Songs. BMVEMI Biackwood,
BMII HL. H100 61, POP 62
BEAUTIFUL GIRLS (Jonaihan Rotem Music, BMI/South-
5|de independent Music. BMVEées Above Waler,
ASCAP/Beluga Heights Music, BMIFeedmybabeez.
ASCAP/AImO Music, ASCAP/SOIX/ATV Songs, BMI),
HL/WBM, H100 38; POl
BED (2082 Music Publishing, ASCAPAUL Music,
ASCAP/Famous, ASCAP B Music. ASCAP), HL/WBM,
H1008 POP 26; RBH 2
BEFORE HE CHEATS (That Little House, ASCAP/Migh
Hn* 1%g ASCAP/Sony/ATV Cross Keys, ASCAP),

BETTER GET TO LIVIN' (Veivet Apple, BMI/Lap Of Luxw
*r. BMI) CS 55

BETWEEN RAISING HELL AND AMAZING GRACE
(Big Love Music, BMU/Carol Vincent And Associates,

BMI} CS 40

BIG RL (NOW) (Real Pretty Music Publishing, BMI)

BIG GIRLS DONT CRY (Headphone Junkue HJDIIshmg
“5LAP/Gad Songs, ASCAP) H1009; POP 1

BLEED T OUT .omba Songs. BMVCheSIerchaz BMi/Big
Bad Mr. Hahn, BM/Nondisclosure Agreement, BMRob
Bourdon, BM/Kenji Kobayashi, BM|/Pancakey Cakes,

BMEI) WBM_H10064; POP 58

BLUE MAGIC (Carter 80; >HJbI|Shmg ASCAP/The
Waters Of Nazareth, BMUEMI Blackwood, BM/Two Tuit-
ggugOBMI/USIA Music HJblIShITIQ ASCAP), HL. H100

BOOY (Siavery, BMVSongs 0Of Universal, BMYDA Irv.
BMI‘Aurelius Music HJDlIShm% ASCAP) HL.RBH 78

BOSS STATUS (Averiue Publishing, ASCAP) RBH 85

BOTTLE POPPIN (Granny Man Pubfishing, BMVM&JII'~
Mekhi Music, BMU/Basement Funk South, ASCAP/Afon-
70 Mathis Publishing Designee, BMVMarcus Cole Pub-
Iushmg BMivamer-Tameriane Publishing, BMIEMI
o 7A23CAP/E3)'DHIR Publishing, ASCAP), HUWBM.

BOUNCE IT, SHAKE 1T {Fenix Productions Unlimited,
BN} RBH

Rl
Bg(l]JISED BUT NOT BROKEN (Realsongs, ASCAP) RBH

BUBBLY (Cocorrarie Music. BMI,Danc'ng Squcrrel
ASCAP/INAFI Music. ASCAP) WBM, H100 5: POP 5

BUY U A DRANK (SHAWTY SNAPPIN‘) {Nappy ng
Pubhsnm BMUZomba Son BMI/GrannZ Man Pul
lishing, BMY/Mekhi Music, BMyBasement Funk South
ASCAP), WBM, H100 43, POP 30; RBH 35

C

CANT HELP BUT WAIT (Chrysalis Music,
ASCAP/Sony/ATV Tunes, ASCAP/EMI April, ASCAP), HL.
H100 60: POP 99: RBH 12

CANT LEAVE ‘EM ALONE {Universal Music Corporation,
ASCAP/Royalty Ri lemmg CAP/LaShawn Daniets Pro-
ductions. ASCAP/EM! Apnil, ASCAP/Rodney Jerkins Pro-
ductions BMI/50 CenI Music, ASCAP/EMI Blackwood
BMIF HL. H100 8H 26

CANT TELL ME NOTHING {Please Gimme My Publish-
ing, BMVEMI Biackwood, BMVTaompstone Publishing,
BMI), HL, H100 85, RBH

CAN U BELIEVE (I Like Em Thicke, ASCAP/EMI Virgir
ASCAP/Big Kidd Music, BMI), HL. RBH 2:

CAN U FEEL ME (JacaIa Music. BMI/Extra SIIL

ASCAPHeavy Harmony, ASCAP/Lakwa, ASCAP/FIIII’IQ
0On All Cviinders Music, ASCAP) RBH 86

CAN WE CHILL}SSuper Saym Pubiishing, BMVZomba
Songs BME Hudson Musnc BMI/wamrTamerIane
PIJDlISh ng BMI), WBM. R

CARITA DE ANGEL (10! lelec LT 41

CHUYY MAURICIO “lr BNl L3

CLEANING THIS GU &aUME N IN BOY) (Sony/ATV
Acuft Rose, BMI/Lavender Zoo Music, BMIUniversal
Music Corporation, ASCAP/Big Orange Dog. ASCAP).

HL.CS 38
CLUMSY (will.i.am Music. BM./CheATX River, BM/Head-
fone Junkie Publishin Sf‘AP/E lApnI ASCAP/EM.
bine. ASCAP). CLMHL, H100 91, POP
CRANK THAT (SOULJA BOY) (Flement 9 Recofd ngs,
QECAF;,Croom-;Iacular Music, 3MI) H100 1; POP 3
H 1
CRYING OUT FOR ME (\ty Diet Starts Tomormow.
BM/Songs Of Universal, BMYPretty Girls & Big Love
w%s BMVEM Blackwood, BMVEMIS Lee Music. BMI).

CUANDO REGRESES (Crisma, ASCAP) T 25
CYCLONE (Latino Veivet, BMI/Songs Of Universal, BMILl
Jizzel Music Pubhshxr’:ﬂ BMVCot ies And Mitk,
ASCAP; Songs, BMUC'Amore
Music, BMI/Swizole Musm BMVEM Blackwood. BMI
HL/WBM, H100 11, POP 13

80 |

D

OEMASIADO FUERTE umversal MuSIC Corpotanon
ASCAF “ony/ATV Discos, ASCAP

neous SIRVE (Kikoman, BMI/EMI AleI

CAP Sony/ATV Songs, BM) LT 49

DE T1 EXCLUSIVD (Editora Arpa Musical, BMI) LT 13

D4 DONT (Songs Of Universal, BMUDivided, BMURamal.
BMI/Nayr nIlshln%/meanﬁ BMi/Warner-Tamerlane
Publishing, BMI), HI

DO IT WELL (Wrie 2 Live, ASCAP/EMI
ASCAP/Ludacris Universal Publishing, AKCAP/Stone
Diamond Music. BMI), HL, H100 31, POP 29

DONT BLINK (Sony/ATV Tree, BMIAWB Music.
ASCAP/Mama's Dream, ASCAP) HL/WBM, CS 1; H100

29, POP70
DO YOU {Super Saym Publishing, BMI/Zomba Songs
BMI'JoJo Beals, SCAP/I'he Al en Boy Publishing,
ASCAP) WBM H100 83, Rl
DO YOU KNOW? (THE PING PONG SONG; DIMELO
(Team S Dol Publie mn BMIHitco Music, l"fMI/Doi
lanaire Publi.* 1% ongs Of Universal BMUEnrique
l?Iesms ASCAP/EMI April, SCAP rg
DUEL E(CRAZYI(MeIrophomr AS AP/UnlversaI Music
Corporation ALCA
OUF LE BAG BOY DoILI BUKAFIthsmn? ASCAP/Ty
gﬂs Music, ASC»“ ’Young Money Publishing,
Wamer-Tamerlane Publishing, BMYSiar Statiz
Music, BMI), WBM, H100 35, P P 65, RBH 8

ELLA ME LEVANTO (L0 ﬁ_ qﬂs ASCAP) T 6

ES DE VERDAD . 1 Listed!

ESTOS CELOS (.Juuanna Mu5|cal BMI)LT3

EVERYBODY (Chi-Boy, ASCAP/Babblé On Sangs.
BMI Trurd Tier Music, BMI), WBM, CS 14; H100 99

EVERYTHING (Im The Last Man Standing, SOCANAam-
e f‘hapge SOCAN/Ihan Zahn Music, BMYScony/ATV
Songs. BMU/Songs Of Universal, BMVAImast October
Songs. BMI). HLAVBM, POP 83

F

FAKE IT (Seether Publishing, BMI/Frye Music. BMI),
WBM, H100 92; POP 85

FALL | MXC ASCAP/S!ill Working For The Woman,
ASCAP/CG Afliance, ASCAP/Dimensional Songs Of The
Knoll, BMUE Ticket, BMVAPI Country Music. BMI/Cherry
River, BMI/EMI Blackwood BM/Shane Minor, BMI)
CLM/HL. CS 12; H100 70

FAMOUS IN A SMALL TOWN ‘Son‘é/ATV Songs
BM‘I)(IJ‘ 5énv Jle Star, BM/Watsky, ASCAP), HL. CS 18;

FIRECRACKER (Intemnational Dog Music, BMUTravelin'
Askarraeyer. BMI/Com Country, BMVJosh Tumers Pub-
shing Designee, ASCAP) CS 13, H100 75

FIR[ST TIME?G Chills, BMI/Jeseth Music BMI) H100 37:

FREAKY GURL &Apel Certitied PubIrshng BMVCyberw
erks M H100 71

FREE AND EASV (DOWN THE ROAD | GO (Home
xwmghoe 5Agrmadulo BMI/Big White Tracks, ASCAP) CS

FUTURE BABY MAMA (Conlroversy, ASCAP/UnIversaI
Music Corporation, ASCAP), HL, RBH 56

G

GETITBIG* Hg] 4 Life Publie .mng ASCAP) RBH 76

GET ME BODIED (B-Day Publishing, ASACP/Universal
Tunes SESAC/Songs Ot Universal, SESAC/Team S Dot
Publishing, BMVHitco Music, BMU/Sangs Of Windswept
Pacific. B VY a Flames Music. BMUJanice Combs
Publ:shm%ﬁ ! Blackwood, BMVAngela Beyince,
ASCAP/EMI April, ASCAP/Solange MWPASCA /Musm
World, ASCAP/Monza Ronza. SESAC), Hi

GIMME MORE (WBM Music SESAC Iamahandz Muznk,
SESAC/Millennium Kid Music Publishing, ASCAP/Uni-
versal Music Corporation, ASCAP/Keriokey Music.
ASCAP/MarceIIa Araica Publishing Designee, ASCAP),
HLAVBM, H100 6; POP

GIVIN' ME A RUSH () REH 69

GOES DOWN EASY (EMI April. ASCAP/Sarachel,
ASCAP/QId Desperados. ASCAP/N2Q, ASCAP/Carol
Vincent And Associates. BMVSony/ATV Cross Keys,
ASCAP/Gary Nicholson. ASCAP). HL. CS 49

GOOD LIFE (Please Gimme My DIlshmg BMVEMI
Blackwood, BMV/Toompstone Pubtishing, BMI/Nappy-
Pub, BMi/Zomba Songs, BMUJohn Legend Publishing,
BMU/Cherry River, BMIetlowbrick Road. ASCAP/Cherry
Lane, ASCAP/Eisernan, BMI/Warner-Tamerlane ijhsh»
iny, BM! CLM/HL/WBM H100 10; POP 18: RBH

GOOD THINGS (SteetRich Music. BMIMy Diet sms
Tomorrow: BMVSongs Of Universal, BMUJason's Lynics,
SESAC/Reach Gloval Tunes, SESAC/Stx Im Stoned,
ASCAP/Keriokey Music, ASCAP% HL, RBH 88

THE GREAT ESCAPE (Martin Jonnson Music

ASC, éMa ne, ASCAP/Dimensional Music Of
1091. AS /Chenry Lane, ASCAP/EM) Blackwood,
BMI/IE?pI;Iéan Music. BMVEM: April, ASCAP), HL, H100

. POP

H

THE HAND CLAP {Buiiding 2 Music, BMI/Phunky Dawg,
BMI/Go Live Publishing, ASCAP/PMHI Music. ASCAP,
Girls & A Boy, ASCAP/An Whal Music, BMVCroomstac-
ular Music. BMI) RBH 55

HAPPY ENDINGS (Mike Curb Music, BMI/Sweet Hysteria
Music. ASCAP/Songs Of Mighty fsis Music, BV/Kobatt
Music Publlshmg A CAP sta Larga Music, BMI).

WBM CS 5.

HATE ON ME {ABlack Productions, ASCAP/McKie Beats.
ASCAP/My Soulmate Songs, ASCAP/Universal Music,
Corcpomnon ASCAP/JaIcaI ASCAP/Blue's Baby,

HATE THAT | LOVE YOU Super Sayln Publishing,
BMI/Zomba Songs, Bl on /A Tunes, ASCAB/EMI
April ASCAP) 0 15, POP 12 RBH 59

HEARTBREAKER (I‘«mk 1176 Music, ASCAP/T And Me
ASCAP/Demis Hol Son gs ASCAP/E D Duz It, BMVAnto-
mo Dixors Muzik ASCAP/Black Fountain PubIIshlng

ASCAP/BMG S 5. ASCAP/Underdogs West So
ASCAP/IM ‘Anthon) Nance Muak, ASCAP/EM|
Apil, ASCA Hl/W M

HEAVEN, HEARTACHE AND THE POWER OF LOVE

&MXC Music ASCAP/Still Working For The Woeman
SCAPACG BMVEnsign Music. BMUFine Like Wine

Music, BMI) CS 23

HEY THERE DELILAH (So Happy Publishing
ASCAP/WB Music. ASCAP/Feaimore Music, ASCAP),
WEBM H100 20, POP 22

HOLD ON (Jonas Bromeés Publishing. BMI/Sany/ATV

BMI).
HUI;I? SurIace Preﬂy Dee g) ugwMusw BMI/Careers
BMG Music Publishing. BMI} WBM
HOOD FIGGA (Alanzo Mathis PubIlsh' g Desq‘ -
grain PIJDIishInlg. ASCAP/EMI April, ASCAP), HL, H100
1; POl

HOT WUK (M1 Vegds Music, ASCAP/150 Lafayett Music
ASCAPI ) Stveetz Musm Pubhshmg ASCAP/Copy-
ght CommI )m
HOW 'BOUT THEM COWGIRLS (Sony/ATV Tree,
BM{Lavender Zoo Music, BM/Careers-BMG Music Pub-
nshéb BMU/Sagrabeaix Songs. BME). HL/WBM. CS 11
HOW FAR WE'VE COME (1) Rule Music. ASACP/EMI
A il ASCAP/Lucmda Pani¢ Music, BMI/Grand Line
/Pookie Stuff, BMI) H100 17: POP 17
How LONG (EMI April. ASCAPWB Music. ASCAP)

Go to www.billboard.biz for complete chart data

HL/WBM CS 27
HYDROLIC 62 Laventhal Music, ASCAP/MaIarod Pub-
listing, ASCAP/Melvin Watson Publishing,
ASCAI /SIreeI Lyrics Publishing, ASCAPAVB Music,
ASCAP/Heavnz Music, SESAC/ShaPo SESAC/Carlos
HaBs',\vaanRFéuhlé%hlng BMINoting Hill Songs, SESAC).

HYPN()TIZED {First N Gold, BMWarnerTamerlane Pub-
lishing, BMI/Byefall Music, ASCAP/Famous ASCAP)
HL/WEM, H100 84; POP 86, RBH

I ke

| DONT WANNA BE IN LOVE (DANCE FLOOR
ANTHEMI {EMI Blackwood, BMI/The Macden Brothers
bIlshmg BMI/HIgh Speed Chase. ASCAP). HL, HI00

IF | HAVE MY WAY (EM) Music Publishing UK,
SESAC/Foray Music, SESAC/Chrisetfe Michele Music,
SESAC/Faur Kings Production inc.. SESAC/Stankin
Music, ASCAP/Underdogs West Songs, ASCAP/Almo
Music, ASCAP/Black Lion, ASCAP"‘nder log East
Songs. BMAing BMI), HL, RBH 32

IF YOU'RE READING THIS \Suny/ATV Tree, BMI/‘ e
Des Autuers, ASCAP/Bucky nd Clydﬁ ASCAI P).

HLAWEM CS 3, H100 46,

IGETITIN \Kevm Me Me Musnc AQAP RBH 81

1 GET MONEY (50 Cent Music, ASCAP/Universal Music
Corporation, ASCAP/Son E 5 Of Universal, BMFirst Prior-
ity, BMUHot Butter Mitk, ASCAP/(CG Alfiance,

AP/Apex Next Music, ASCAP/EMI April, ASCAP)
HL, H10053, POP 74, RBH 20

1GOT IT FROM MY MAMA (will.l.am Music, BMI/ChefB/

Lane ASCAPAKlugerPartners Music, ASCAP), CLM, PO

1 GOT MY GAME ON (EM| Blackwood, BMI/Big Gassed
Hitlies, BMI/House Full 01 Circle Music, BMI/Sexy Trac
tor, BMI/Cal IV Emerrainment. BMI), HL, CS 37

1LIKE (Music From The Roots BMU/Phenomenal Woman
Music. BMI/Paisiou Pubiishing. BMI} RBH 93

I'M LIKE A LAWYER...(ME & OU E)Sovéy/ATV Songs.
BMI/(I 5510 X Softcore BMI).

HOOD (DJ Khaled Bl /NapDYHJD BMZomba
Son S BMIfFirst N' Gotd, BMI/Wamer-Tamerlane Pub-
llshmg BMU4 Blunis Lit At Once, BMI/A. Lanier Pubiish-
mg Desl?nee ASCAP/Trac-N-Fieid Enrertainment.

BMINol &Dale Songs. ASCAP/EMI /X}SII

ASCAPALudacris Universal Publishing, ASCAP/Youn
Nq Music Inc BMVEMI Biackwood, BMI), HL/WEM,
H100 40 POP 63,

I'M WITH THE BAND h&w;xmer amerlane HJqushmg
BMV/Sell The Cow. BMI/Tower One, BMI/WB Music
ASCAP/Tower Two ASCAP.BLA. ASCAP), WBM, CS 43

INTERNATIONAL HARVESTER $EMI Blackwood,
BMI/Shane Minor. BMI/Son “g: Windswen! Pacific.
BMI.’isng Circus. BMUeffrey Steele, BMI/BPJ, BMI).

INTL PLAYERS ANTHEM (I CHOOSE YOU) (Zomba
Enterprises ASCAP/Tefnoise Publishing, BM/Music
Resources, BMU/We Don'l PlaX Fven When We Be Piayin',
ASCAP/Mosquilo Puss, ASCAP/Ch Irs Mu5|c
ASCAP/Jobete Music, ASCAP), H RBH21

INTOCABLE Gente Normal AS APNVamerTamerIane
Publishiag, BMI) LT 21

INTO THE NIGHT (Anaesmenc BMI/WameT Chappell
SOCAN) WER =100 80 POP 5

IT'S GOOD TO BE US (Cal IV Songs ASCAP/BergBrain,
ASCAP.3 Ring Crcus, BMIMusic Of Windswepl.

ASCAPLCS

| WANT YOU (Songs Of Universal, BM/Senseless,
BMi/wi Music, BMI/ Cheny River, BMI/Skyforest.
BMVSplntOne BMI) HL. RBH 42

J

JOYRIDE (Sony/ATV Tree BMVChaﬁ/Iynn BMIEMI April,
ASCAP/Bvest Music, CAP/Mu |snngs BMG.
SESAC/AvaRu Music, SESAC

Just F NE (Mara.l Blige, AS AP/UnIversal MCA,
ASCAI f Peer, BMI/March 9th Publishing,

AS CAF/Bu Gee Music, BMyWB Music,

ASCAP/ZOB? Music Publishing, ASCAP), HLAWBM,

K

KISS KISS (Son 0f Universal, BMYCulture Beyond Ur
erience Publishing, BMVZomba Songs, BMvNaDD%
b, BMI), HL/WBM, H100 22; POP 88; RBH 6

LAGRIMAS DEL CORAZON (Edimonsa, ASCAP/Siem-

LRGRIMAS E SANGRE (Once Rios S.A. de C V/IN
Ediciones, B

LAST TRAIN R NNING (One Mad King Publishiny %
3AZSCAP/Frank Myers Music, BMVSixteen Stars, BMI) CS

LA TRAVESIA £l Conuco BMI/Fedomi, BMQLT?

LAUGHED UNTIL WE CRIED (EM! Apn. AP/Didn't
Have To Be Music, AS(,»«’/Son 0f Combuston Music,
ASCAP, /MUSICOTWIHCISWEPI ASCAP), HL, CS 29

LEAN LIKE A CHOLO {Msiica Music. BMVFIossy
ASCAP) POP 53

LET [T GO (She Wrote It. ASCAP/BMG Songs,
ASCAPMass Contusion, ASCAP/EM| April,
ASCAP/CamonS Land Music Publishing, ASCAP/Notori-
ous KI M., BMI2 Daughters Music, SESAC/Christian
Combs Publishing, SESAG/Foray Music, SESAC/Mtume.

BMIE HLWBM, H100 16: POP 33, RBH 4

LETTER TO ME (M Apiil. ASCAP)New Sea Gayle.

ASCAP: HL (S 60

LIKE MONEY (Te noise Publishing. BMyMusic
Reaaurces, BMI) RBH 90

LIKE THIS ( Shawn Mims, BMIThe Blackom Legacy,

“LAT Schofields, ASCAP) POP 66
LISTEN {Larry Haynes Publishing, BMVLilly Mack,
BMY/Halo Tu Music, BMI/Conjunction Music Publishing,
ASCAP/EMI Aprit, ASCAP/Iamar Van-Sciver, ASC AP/}
Song In Progress, ASCAP/S} havazaMuzIk ASCAP/Uni-
versal Mu5|c Corporanon ASCAP/Bootleggers Stop.
ASCAP). HL. RBH 94

LIVIN' OUR LOVE SONG (Careers-BMG Music Publish-
ing, BM/More Than Rhymes Music, BMVLIl Ninja Time-
Mae, ASCAP/AmerIbm ASCAP) CS 10; H100 6

LOST WITHOUT U (I Lm. Em ThIcke ASCAP/Dos-
DuetiesMusic A I{

LOVE DONT LIVE HERE (Wamer Tameriang Pubfishing,
BMY/DWHaywaod. BMVRADIOBULLETSPublishing,
BMVHIIIary Dawn SESAC/Shaw Enuf, SESAC/MuIII»

g SESAC), WBM, CS 51
LOV LIKE THIS (SMY, ASCAP/Sony/ATV Tunes,
CAP/Rice Love, ASCAP/E M April, ASCAP/URAY
Musnc ASCAPWrite 2 Live, ASCAP/Brealdhrough Cre-
ations, ASCAP/Kobalt Music Publishing, ASCA /Wayne
Wilkins Music, BMVEyes Ahove Water, ASCAP/Beluga
Heights Music, BMI), HL, POP 64

LOVE ME IF YOU C. (Blg Loud Shirt Industries,
ASCAPMusic Of Windswept, ASCAP/8088> 0f Bud
D ASCAP/WaIIenn ASCAP) CS2

LOVESTONED (Teniman Tunes, ASCAP/Zor Tbﬂ Enter-
prises, ASCAP figinia Beach, ASCAP/WB Music
ASCAPMarrerTamerlane Publishing, BMI/Danéahandz
Muzik SESAC/WBM Music. SESAC/Warner, SESAC)
WBM H10021; POP 9

W (E-Class. BMVToFg Quality, BMUMusic, BMyZomba

Song‘ BMIj, WBI
™

MAKE ME BETTER (/. Brasco, ASCAP/Virginia Beach,
ASCAPMWB Music. ASCAP/Super Sagm Publishing,
BMI/Zomba Songs, BMIEM! April, ASCAP/No Question

TITLE (Publisher -

[

Enrenzaénmem ASCAP), HLAVBM. H100 47. POP 47

MAKES ME WONOER (Careers BMG Music FIJbIlshlng
BMI Feb" .1y Twenly Second, BM), WBM, POP 44
YOUHAPPY (Soulchi, ASCAP/Universal Music
uorporanon ASC/ ‘/Wel Ink Red Music, ASCAP/EM!
Ag)ml ASCAP), HL, RBH 97
(Shep n Shep. ASCAP ‘Aimo Musm ASCAP/Universal
Music Co ovatron ASCAP), HL, RBH 36
ME ENA M RA (Songs Of
BMII)LTI
ME LOVE (WB Music, ASCAP), WBM, H100 52 POP 32
MI CORAZONCITO (Premium Lalin, ASCAP) 17
MIRAME (W B M Music, ASCAP) LT 33
MISERY BUSINESS (WE \usic, ASCAP/& Father, | Just
Wat To Sir Musrc ASCAP/Jushs Music, ASCAP).
WBM H100 67, P
MONEY IN THE BANK (Swizz Beatz, SESAC/Universal
Tunes, SESAC. Songs Of Universal. SESAC/ M heezy
Music, BMI/Carlsle Young Music, ASCAP/God Heal
Enterainment, SESAC Universal- ongs Of PolyGram
International, BMi/Justin Combs Publishing, ASCAP/EMI
April, ASCAP/Bi %Poppa Music, ASCAP, Sheek Louchion
Publishing, ASCAP/Notorious K.LM., BMIUndeas
Music, BM|/Wamer-Tamberaline HJhII,hlnr BMVDenc
Angeletti Music, BUVEM) Blackwood, B
Music. BMiUnichappell Music, M Babys Musnc
Compény, ASCAP/Clappell & Co. ASCAR Excuse- i
Music, ASCAP/BMG Son%s ASCAP/H & R Lashrada
MBU’?EBASCAP/SOW ATV/Tunes, ASCAP). HL/WBM

THE MORE | DRINK éEMI iil, ASCAP/New Sea Gayle,
A‘(SCAP/OIG Desperados, ASCAPANZD, ASCAP), HL, CS

MORE THAN A MEMORY gMike Curb Music
BM4ouse Of Moraine, BMI/Sweet Hysleria Music,
:SCQP/Jacobson ASCAP/ForIune avors The Boid.

MUEVELO {Ensign Mus|c BMVC K Jointz, BMiWhoop-
ind Crane BMIYLT 29

MY DRINK N' MY 2 STEP Ilar siny. ASCAP/SWIZZ BeaIL
SESAC/Unversal Tunes, SESAC/Songs Of Uni
SESAC/EnIerIalmng Music BMI) HL, H10063 POP92

MY GIRL GOTTA BEST FRIEND {LaRay Music Publish-
ing. ASCAP/Gimme Some Hot Sauce, ASCAP/The Roy-
alty Network, ASCAP/J. Hot Lyrics, ASCAP) RBH 100

MY LOVE (WBM Music, SESAC/Songs In The Key Ot B

Flat, SESAC/Noontime South, SESAC/Naked UnderMy
Cloines, ASCAP/Chrysalis Mussic, ASCAP/The Oean's
List, SESAC/December First Publishing Group
SESAC/Cardraygee, SESAC/Universal Tu
SESAC/Songs Universal, SESAC) HL/WBM RBH 48

N

NEVER ICOS%CUHNUD RBH 61
{EMI Apnl Canada, SOCAN/3 Days

Grdce AJSCAPEMI Agrit, ASCAP), HL, HIOO 81, POP 71

NEVER WANTED NDTHING MO E‘ éA Tree,

BMIEMI Al ASCAP/New Sea Gaye A CAP/Son 01 A

Miner Son?s ASCAP). H

ND ONE (L2llow Productlons ASCAP/EMI Apnl

ASCAP/Book Of Daniel, ASCAP/D Harry Productions,

ASCAI’& HL, H100 4, POP

ND PENSE ENAMORARME OTRA VEZ (Universal

Music Corporation, ASCAP) LT 42

NO PUEDO OLVIDARLA (Crismz, ASCAP) [T 27

NO TE VEQ {Leon Bianco, BMVEMI Blackwood, BMVLas

| soncitas Music Punl shing ASCAP/Sandunguero Music

Pubishilif M& 74

NOTHIN BETTER TO DO (Curb Songs, ASCAP/Lucky I

Love, ASCAP/Lonely Poet Society Publishing.

ASCAP/Kobaft Mu5|c ijhshm ASCAP/Grey Ink

IIeon BMVPeermusc .

i

Musm ASCAP/FranAm Music Administration, ASCAP)
WBM, CS 20, H100 87, POP 89
NUESTRO AMORES ASI Nla%nate Music Publishing
CAP/SebasIIan Publishing, ASCAP/Kingz Publishing,
ASCAP) LT
OJALA PUDIERA BORRARTE 'Tqum ASCAP) LT 15
OLVIDAME TU (Arpa. B

ONCE A WOMAN GE'TS HOLD OF YOUR HEART
Snn¥/ATVTree BI/Diamond Cholia Music, BMI), HL,

S §
ONLINE (EMI Apnl. ASCAP/New Sea Gay ﬁre ASCAP/DIdm
Faue loBe usic ASCAP). HL CS 7: H100 49, P

ONLY ONE U (WBM Music, SESAG/Songs In The Ke OI
B Flat, SESAC/Noontime South, SESAC Tabulous Music.
ASCAP/Hitco South, ASCAPMMusic 0f Windswep!,
ASCAP/Ezeke International Music, BMI/Hitco Music,

BMI/Songs Of Windswept Pacific, BvI/Bootleggers Stop

ASCAP/Universal Music Corp. ASCAP/ahze Joints,
SESAC/Universal-PolyGram intemational Tunes, SESAC).
HL/WBM. RBH 44

OUR SONG So?//ATV Tree. BMI/I2!7vI0r Swift Music
BMi

OVER YOU (bun‘ace DeeP Ugly Music,
BMI Careers-BMG Music Publishing, BM%II Buck
F\JhIl hlen? BMVEM! Biackwood, BN, Hi M. H100

P

PARALYZER (Finger Eleven. SOCAN/Renfield. ASCAP),
WBM. H100 .6 POP 21

PARTY LIKE A ROCKSTAR (Preciale Thal Music
BMI/Cereal And 44k Publishing. ASCAP/Peaches Chil-
dren Pubhishire] ASCAP/EMI April, ASCAP), HL, POP 51
PAZ EN ESTE AMOR (Noi isted) [T 22
PICTURES OF YOU (Biue Ladder, BMI/Stzy Beautiful
Songs 8ML /a7t Songs, BMEnconn Ertertanmert,
BMI/The Larst bwunlghl BMI), B, H100 95, POP 59

PLAYERS PRAYER (reity GII’|> & BIg Love Songs,

VYnun GoIUIe BMI) R

PLEASE DONT GO (Tan! 1176 Mussc ASCAP/Black
Fountain Pubiishing, ASCAP/EM! April, ASCAP/Lonnalis-
tic, ASCAP Notting Hill ASCAP), HL. RBH 34

POP BOTTLES (Young More: Publ:shlng BMI/Wamer
Tamerlane Publishing, BM oram Sound. BMi/Maddie
Jaimes Songs, ASC. BH 63

0R AMARTE {San An eI ASCAP) 735

POTR AMARTE ASI (W Music. ASCAP/Erami, ASCAP)

17

POTENTIAL BREAKUP SONG (Half Heart Music,
BMV/Seven Summits, BMI/Amomna Songs ASCAP/In
The Mouth OI The Wolf, BM') H100 97;

THE POWER OF ONE vCro SIown
BMIFintage )ESAC/DImeTISIOHN Music Of 1091
ASCAP Clierr, Lane. ASCAP), CLM, CS 59

THE PRETENDER éMJ Twelve, BVl Love The Punk
Rock Music, BMi/Songs Of Universal, BMI/Living Under
ézRock ASCAP/Flying Earform, BMI), HL, H10048, POP

PROMISE RING (Ezeke infeinational Music, BMI/Christo-
her Mathew. BMI/Hitco Music, BMI/Songs Of
mdsweeal Pacific, BMi/Universal-PolyGram intermational
Tunes, SESAG/AJahgae Joints, SESAC/Universal Music
Ccrporanon ASCAI /BooIIeg rsSIo ASCAP/DeNaut
Publishing, ASCAP/[M ac  BMUColliPark
Music, BMI) HL RBI
PROUD OF THE HOUSE WE BUILT (Sony/ATV Tree,
BMI/Showbilly Music, BAIWernes-Tamerfane Publish-
ing, BMISycamore Canyon Music. BMU/Tum Me On
Mu5|c BMVSIIII Working For The Man Music, BMVICG,
M. CS 6. H100 65

PUT )\ LITTLE UMPH IN IT (Shaniah Cgmone Music
ASCAP/EM) Aprif, ASCAP/Seal Music,
Careers, BMY/Them Damn Twins ASCAP/Naked Under
My Clothes, ASCAP/ChrysaIls Music. ASCAP/Air Control
Music, ASCAP}, HL, RBH 50

PUT YOU UP O GAME {First Avenue Music, PRS/BMG

Data for week of OCTOBER 27, 2007
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. ASCAP/Demis Hot Songs, ASCAP/EME April,
AS AP/Strange Motel Music, ASCAPAIderdogs West
Songs, ASCAP/Aimo Music. ASCAP/Antonio Dixon's
Muzik, ASCAP/Anthony Nance Muzik, ASCAP/Lashae
RMéﬁ;%b BMY/Gizzo Music. ASCAP/EBI Publishing, BMI)

QUE TE PICA (N0t Lised) LT 36
QUIEN FgSony/ \TV Discos. ASCAP/Arjona Musical,
ASCAP) LT 34

uum\m T0 (Not Listed) LT 50

R

R}I)\[[J)}I)O9 NOWHERE (Bruce Springsteen, ASCAP), WBM.

READY, SET. DON'T GO (Surnageronimo, BMUSon ATV
mtgio Rose BMVIavender 200 Music. BMI), H
REALIZE Cocornane Music, BMI/DancmgquumeI
ASCAP/INAFE Musrc ASCAP/Opium For The People
Music ASCAP) POP 84
RED UMBRELLA ﬁLmIe Blue Typewriter Music,
BMLBucky And Clyde, ASCAP/Lile Des Autuers
ASCAPMoonscar Music, BMI/BPJ Administration,
ASCAP), WBM. CS 34
REHAB (EM! Blackwood BMI). HL, POP 98
RIDIN' (Esther Dean Publishing Designee, BMJ/Peertunes,
SESA Hale Yeah, SESAC/Jevon Sims Publishing
IR ASCAP/Mya Songs BMI) RBH 73
ROC FELLA BILLIONAIRES ransoo'lerEmenam
ment, ASCAP/Universal Music Corporation,
ASCAP/Damon Blackmon, ASCAP/Sony/ATV Tunes,
ASCAP/Carter Boys F _blnsmng ASCAP/Chrysalls Music
ASCAP/NutabIe ASCAP) RBH 96
ROC BOYS (AND THE W| INNER 1S)... (Carter
lishing, ASCAP Jusin Combs Publishing. ASCA /EMI
il, ASCAP/For My Son Publishing, ASCAP/Stea
e Grind. ASCAP/! eend Songs, B /Songs Of Kof Il
Music Publishing BMI). HL, REH 5,
ROCK ON (DO THE ROCKMAN (MJ Pubiishing,
ASCAP,Top Quatity BMI) RBI
ROCK STAR (Z0mba Songs. BMVR Keily, BMU/Univesal
Music Corporation ASCAP/Ludacris Universal Publish-
Iy ASCAP), HL/WBM, RBH 79
ROdKSTAR jamer-lamerane HJDIIShIng BMVAmM Your
Dillo SOCAN/Zero-G, SOCAN/Black Dieset,
SOGAN/Biack Adder Music, SOCAN), WBM. H100 13

POP 8
RgL\LJ;I' WITH THE FLOW (EMI Algee, BMI). HL/WEM,
S

-
SAVE A LIFE émool Music, ASCAP/RedbonesouI

Music ASCAPH Factor Music, ASCAP) RB
SEX PLANET (R Kelly, BMIZo ba Songs, BMI WBM,

RBH iz
SEXY LADY (Drawtrist Pubiishing, ASCAP/ Want Mine
'F;!E’Iléhmq ASCAP/EMI Unart Calaiog, BMI), HLAEM,

SHAKE THAT BODY (Track Pusha Music Publishing,
ASCAP) RBH 95

SHAWTY (First N Gold, BM|/WamerTameriane Publish-
Ag BMWarner Chappell, BMI/Young Drumma
CAl P/Waynee Baynee Music, BMI Fy
BMVZomba Songs, BMIEM) Apnl ASCA 3Craig Music,
ASC/\P] VSVBM P 40. RB

ASCAP/2082 Music Publishing, ASCAP/WB Music
ASCAP/EMI April, ASCAP/No Question Entertainmen,
ASCAP/J Brasco. ASCAP). HLWBM I 100 33; POP 69;

SHE'S HOT (LeVeIIe Wilson Publishing, BM/Bemartt
Avant Publ»shlné SCAP) RBH 84

SHOULDA LET YOU GO (She Wrote It ASCAP/BMG
Son AaCAP/Rodn%Jerkms Produclions, BMVE M

Blackwood, BMI 00 82. RBH

HUT UP AND DRIVE (Sonc: (1 Unversal BMI/Ba{Iun
eal BMI/Be Music, ASCA MamerTamevlane Publish

BMI}, HLAWBM, H100 72; P!

SINNERS LIKE ME (Sony/ATV Tlee BMUVUniversal Music
ggr ation, ASCAP/SongSOITheVIIage ASCAP), HL.

SI NOS DUELE (Kiyavi Music. ASCAP/Peermusic,
ASCAP} LT 31

SIN QUE LD SEPAS TU ( UmversaI Ml.mca Inc
ASCAP/Geminis Musical, SAC

SOLO DIME QUE SI (Sony/ATV ,Iscos ASCAP LT 10

SOLO JUGASTE (Not Listed) LT 4

SOLO PARA TI (MamIIa HJbIIShmg ASCAPg LT 19

SOMEBODY'S ME &Ennque Iglesias. ASCAP/EMI April
ASCAP/John Shanks Music, ASCAP/WB Music.
ASCAP/KSIuft, BMi/ArtHouse, BMI), HL/WBM, LT 37

SOMETHING ABDUT A WOMAN (3G Careers
BMI/Shiltake Maki BMVCareers B IG Music Punnshmg
BMIFox Rickyr: Music, BMI), WBM. CS 46

SORRY, BLAME IT ON ME GeI FamIIIarMuSIc
BMI Byefall Music ASCAP/ amocaIs ASCAP/gIone

Parn ne hizik ASCAP,
Pbg;hmg BMVSony/ATV Songs.

0.8. (Jonas Brothers
BM HL, H100 79 P!

SO SMALL (Carrie-Okie Music, ASCAP/Laird Road
Music, ASCAP/Raylene Music, ASCAP), WBM, CS 5
H100 36, POP 80

SOULJA GIRL (Soul|a Boy Music, BMVCroomsIacuIar
Music, BMUVegaz Muzac, BMI/ColliPark Music,
BMIZEM! Blackwood. BMI) HL, H100 58: POP 57: RBH

23
SPENO THE NIGHT amerTameIIane Publishing,
BMI Checkman, BMl/iless, ASCAP/Nmy& Capone,
BM; Mike City, BMI), WBM, RBH 82
STAY fer Net] Ies ASCA CSZA H10089; POP 82
STEALING CINOERELLA (BMG Songs. ASCAP/CEW
ASCAP/Universal Music Corporation, ASCAPMacirhyco
Music, /LI/SW%P/House Of Full Circie. BMUFuil Circle,

STR[}NGER Please Gl'nme My Publishing, BMVEMI
Blackwood, BMI/Daft Lite, ASCAP/Zomba Enterprises.
ASCAP/Edwin Birdsong, ASCAP). HLAWBM, H1002:
POP 1, RBH 54

THE STRONG ONE (Careers-BMG Music PUDII“IIII%
E‘Igwswle RMVBMG Songs, ASCAP/Jonesin For A
I
SUFFOCAT Songs OI Peer, ASCAP/Masch 9h Pubiish
. ASCAP, OmInE‘SIGEIIaII ASCAP/2082 Music Pub-
Ixs 11, ASCAP,
UMMER LOVE (7omba Enlergnses ASCAP/Tennman
Tunes ASCAP/WB Music, ASCAP/Virginia Beach.
SCAP/WBM Musu: SESAC/DanIahandz Muzik,
SESACI WBM,
SUPERSTAR NoI'
SWEETESTG RL 00L R BIL (HussZwmgIl
Somy/ATV unes, ASCAP/Te-Bass Music.,
BMWMI Blackwood. BMyGolder Buy Publishing,
ASGAP/Yawehimi Publshing, BMV/Anthony K Music,
ASCAP/Clifty Music. BM|/Careers-BMG Music Pubiish-
ing. BMVrving, BMUByetall Music, ASCAP/Famous,
ASCAP/Money Mack BMI). HWBM, H100 78, POP 55
SWERVING (0iriBag Publistiing, ASCAP) RBH 67

T

TI}\IéEME THERE Sor ATv Tunes ASCAP/IsIandsou
Baby, BMI/Major Bob ASCAP/SweeI ‘Summer, ASC
HLWBM CS 3 IIIOO 34 POP 5[)

TAKE Y & €3 Above Wi
AS( I‘AP/BHEIGHTS USIC, ASCAP/JonaInan Rotem
Music, BMY/Southside Independent Music, BMIHere
Lookint At You Kidd Music. 8MU/Beluga Heights Music.
BMI/Reach Global Songs, BMITNT Music Publishing,

]

i
5

=z

e

Chart Codes: €S (Hot Country Songs); HI00 (Hot 100 Songs): LT (Hot Latin Songs); POP (Pop 100 Song and RBH (Mot R&B/Hip-Hop Songs).
Licansing Org.) Sheet Music Dist., Chart, Position.

ASCAI:’]) POP 90

TAKIN' OFF THIS PAIN (Gin Road BIMI) CS 48

TANGLED UP (Oif My Rocker, ASCAP/Universal Music
Corporation, ASCAP/Little Blue Typewriter Music.
EIVII(I:ZSP% OAdminIsIralion‘ ASCAP/Moonscar Music. BMI),

TATTDO (Sory/ATV Tunes, ASCAP/EMI April,
ASCAP/Amanda Ghost Bucks Music Group Limited
BMUtan Dench Music, BMI), HLAWBM, H100 55; POP

TEACHME (Universal Music Corporation, ASCAP/Latif
Music Publ ishing, ASCAP/Songs Of Universal
BMI/Tetra grammaton ASCAPMeiodic Piano Produc-
tigns, ASCAP/HC 1030 Publiishing, ASCAP/Smoothie
Music ASCAP/ABlack Productions, ASCAP), HL, RBH 7

TEENAGERS (Blow The Doors Off The Jersey Shore
Music BMIL WBM, H100 76, POP 39

TE PIDO QUE TE QUEDES (Not Listed) LT 16

THESE ARE MY PEOPLE (Universal Music Corporation
ASCAP/Memphersfield, ASCAP/Cal IV Songs.
ASCAP/BeryBrain, ASCAP) HL, H100 93

THEY KNOW #DAL XL Music, ASCAP) RBH77

THINGS THAT NEVER CROSS A MAN'S MIND
Dimensional Songs Of Rye, SESAC/The Bigger They

, SESAC/Cherry Blossom, SESAG/Don Poythress,
ASCAP/BMG Sangs, ASCAPWamer- Tamev!ane Publish-
ing BMIPrecious Flour Music, BMI), HLAWBM, CS 45

THNKS FR TH MMRS Sony,'ATV Songs BMVChIt:igOX
Softcore, BMI), HL H100 45, POP 27

TILL WE AINT STRANGERS ANYMORE (Universat
PolyGeam Internaiional ASCAP/Bon Jovi Publishing,
ASGAP/Sany/ATV Cross Keys, ASCAP/Aggressive.
ASCAP/Stage Three Music, BMY/Brett James Comelius,
ASCAP) HL CS57

TIME AFTER TIME (Reilla, BMVSony/ATV Songs
SBIIPVWmB Music. ASCAP/Dub Notes, ASCAP), HLAWEBM

ATI 81 PUEDO DECIRTE (Edimonsa. ASCAP/Siempre,
ASCAP)LT 11

TUYA (BIusTunes ASCAP/EMI April, ASCAP/Gunhill
Music, ASCAP) LT 24

UMBRELLA (Songs Ot Peer, ASCAPMarch 9th Pubish-
ing, ASCAP/2082 Music Pubtishing. ASCAP/Suga
Wuga, BMi/Carter B sRJhnshmg ASCAP/EMI April
ASCAP), HLAVBM, H100 30; POP 2

UNTIL THE END OF TIME (Tennrnan Tunes.
ASCAP/Zomba Enterprises, ASCAPAVirginia Beach,
ASCAP/WB Music, ASCAPMWarner-Tamerlane Publish-
ing. BMU/Danjahandz Muzik, SESAC/WBM Music
g SAC/Wamer, SESAC). WBM. H100 24; POP 61: RBH

w
WADSYANAME (Hee Bae Dooinil ASCAP/z Bug Produc
tions ASCAP/Cherry Lane, ASCAP/Cord
ASCAP/EMI Apm ASCAP/JackIe FTOSI ASCAP/BMG
Songs, ASCA J CLMMLMWI 93; RBH 49
WAIT FOR YOU (Stellar S(;\nsgs ASCAP/EMI April,
ASCAP/Sony/ATV Tunes, ASCAP/EMI Blackwood,
BgAV\gloater Music Publishing. ASCAP) HL. H100 25

WAKE UP CALL (Careers-BMG Music Publishing,

BMVFebruag Twenty Second, BMi/Valentine Valentine.
Songs ASCAP) WBM. H100 19; POP 14

WATCHING AIRPLANES {Sony/ATV Tree, BMI/Joseybix
Tunes, BMU/Diver Dann. ASCAP), HL. CS 22

WATCH MY SHOES (Tiill Productions, ASCAP/WB
Music, ASCAP). WBM, RBH 68

WAY BACK TEXAS (WarnerTamerlane Publishing,
BMI/Lexi's Palm Tree Music. BMUBIg Loud Shirt Indus-
ries, ASCAP/BIgCa ud Bucks, ASCAP), WBM, CS 28

THE WAY 1 AM {Cabin 24, ASCAP), WBM, 1100 54:

THE WAY I ARE (Virginia Beach, ASCAP/WB Music,
ASCAP, Daryhandz Muzik, SESACAVBM Music.
SESAC/Kenokey Music. ASCAP/Universal Music Corpo-
ration, ASCAP/JenxleeHthshmg ASCAP), WBM
H1007, (T 46

WHAT DD YA THINK ABOUT THAT (Joneshones Music
ASCAPéIrvn d] BMWnventor Ot The Wheel, ASCAP) €S

H100 1

17:H

WHAT IF IT'S ME (Sixieen Stars, BMUFrank Myer
Music. BMHoriPro Entertainment Group, ASCAP/Break-
Ing Iéeéwgzﬁround Publishing. BMI/Sony/ATV Tree, BMI),

WHAT I'VE DONE (Zomba Songs, BMI/Chesterchaz
BMYBig Big Kid. ASCAPMNondisclosure Agreement.
BMI/Rob Bourdon, BMU/Kenji Kobayashi, BMi/Pancakey
Cakes, BM)), WBM, POP 56

WHAT KINDA GONE (Sixeen Stars, BMURPM Music
BMIHoriPro Entertanyment Group. ASCAP/Cal V Songs,
ASCAPBerjBrain, ASCAP/Fozzyboy Music, BMIY) CS 3t

WHEN | SEE U (Breaklhrough Creations, ASCAP/EMI
April, ASCAP/S MY AbCAP/Sony/ATV Tunes.
ASCAP/Break North, SOCAN/Sony/ATV Music Publish-
ing Canada, SOCAN/Waynne Whiters, ASCAP/. Sewell
Publishing, ASCAP/GoIden The Super Kid Musi
ASCAP), HL, RBH 10

WHEN [ RAINS NTAC. BMI) CS 50

WHEN YOU'RE GONE (Av1l Lavigne. SOCAN/AImo
Music, ASCAP/Sonatiock Musrc BMI/EMI Blackwood
BMI). HL, H100 44 POP 23

WHINE UP (Copyright Control/AI0 Publishing, ASCAP/
aeweIIPubIlshmg ASCAP/Greensleeves, PRS) H100 73

POP 41
WHITE GIRL (Young Jeezy Music Inc., BMUAina Man
Music BMI'Get Gowp Music. BMI/Young Drumma.
ASCAP/EMI Blackwood, BMI). HL, RBH 71
WHO KNEW (EMI Biackwood, BMiPInk Inside Publish-
Ag BM)/Maratone AB, STIMKobalt Music Publishing.
CAP/KaSI Money Publishing, ASCAP), HL. H100 14;

WINNER AT A LOSING GAME (Sory/ATV Cross Keys,
ASCAP/Dimensional Music Of 1091 ASCAP/Sony/ATV
Tree, BMﬁneenssongmusm BMDigital Warrior,
ASCAP J L CS41

WOMAN (Zomba Emamnses ASCAP/Anmad's World
ASCAP/Sony/ATV Tunes, ASCAP/Life Print, ASCAP).
HL/WBM, RBH 38

Y0 TE QUIERO {Universal-Musica Unica, BMi/La Mente
Maesira Music Publishing BMI) LT 23

YOU DONT HAVE TO GO HOME (Sony/ATV Cross Keys
ASCAPMoosiermama Music, ASCAP/EMI Biackwood,
BMVOkzsteumat (irl Music BMiRich Texan Music
ASCAPY HL CS 58

YOU KNOW WHAT [T IS (Huss Zwingli
ASCAP: Sarwy ATV Tines, ASCAP/Te: Music,
BMVEMI Blackwood, BMI/Guersehom Music
BMI/Sony/ATV Songs, BMYCrown Club Publishi.;?,
BMyWarnerTameriane Publishing, BMI). HL/AWBM,
H10057. POP 76; RBH 25

YOU STILL OWN ME (Scotty And Soda, ASCAP/New
Zoo Baby ASCAPWB Music, ASCAP/Curb Songs,
ASCAP/Crdilie Monk, ASCAP/Gremiin Comer, ASCAP).
WBM, CS 36

ZUN 0AOA (CMG Publishing, ASCAP/Wise W Pusibish-
ing. ASCAP) LT 18

CHARTS L EGEND on Page 78
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THE FUTURE OF BRANDED ENTERTAINMENT

Expiore unique and innovative opportunities
to get your brand in front of consumers!

The 6th installment of The Next Big Idea:
The Future of Branded Entertainment
will examine forward-thinking ways to make
an impact in today’s increasingly complex
media environment.

This two-day event is & platform to network
with key industry influencers and learn from
experienced brand leaders who will reveal:

» Critical information that will improve
your marketing strategies

» The risks worth taking

» How to measure and monetize
your investments

» The best ways to maximize your budget

» The latest trends in social media, film/TV
brand integration, online video content,
digital cinema, game advertising...
and much more!

ot
% O

CONFIRMED SPEAKERS INCLUDE:

Doug Cole, Director of Entertainment: Marketing, HP

Gerardo Guzman, Product Leader, Niglsen Games

Eric Hirshberg, President, Chief Creative Officer, Deutsch Los Angeles
Bob Jeffrey, Chairman and CEO, JWT

Marc Jordan, Founder and CEQ, Rebel One Management

Laura Klauberg, VP, Marketing Shared Services, Unilever Cosmetics Int'l

Guy McCarter, SVP/Director, Entertainment Marketing, OMD/Optimum Ent.

Tom Meyer, President, Davie Brown Entertainment

Drew Neisser, President & CEO, Renegade

Josh Rabinowitz, SVP, Creative Director of Music, Grey Worldwide

Lori Sale, Head of Global Branded Eritertainment, International Creative Management:
lan Schafer, CEO and Founder, Deep Focus

Doug Scott, Senior Partner & Executive Director,

Branded Content and Entertainment, Ogilvy North America, New York

WWW.THENEXTBIGIDEA.COM
REGISTER EARLY & SAVE!

co-sponsored by i’i’ |
IFC nozes

always uncut. PUMPAUDIO

Indegsendent Music Ucensing

OCT 29 30 BEVERLY HILTON . BEVERLY HILLS

wosreoey  [ADWEEN BRANDWEEK MEDIAWEEK Billooard The‘Reporter

in association with
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MUSIC SHOWCASIEE
-
. ‘ \, " 4 \, " 4 \, = For ad placement in print and online write to jserrette@billboard.com or call 800-223-7524

MANUFACTURERS/SUPPLIERS NEW RELEASES/PROMOTION

STEEL MILL

LIVES AGAIN ON MEGA INTERNAEONAL RECORDS
Featuring Unreleased Springsteer: Songs!

The Dead Sea Chronicles

The Dead Sea Chronicles featutes fracks writh2n by Bruce Springsteen that
have never been relecsed of recorded beforal Featuring the E-Street Band's
original drummer, Vini “Mad Dog” Lopez, The Dead Sea Chronicles hos
been released through Mega Internotional Records.

A.

SINCE 1898 T\ ™

Vini 'Mad Dog’ Lopez hos been involved in he music business tor over lorty
years. In the 1960°s Vinl and Danny Federici ~vete tooking 15t o guilar p oyet
who ¢ould sing, when they encountered Bruce Springsteen. Bruce joined

iheir band where things ovolved from fhere. such as Steel Mill and oventually
the E-Street Band. Vini played an Bruce's fiisttwo olbums, Greefings from
Asbury Park,” ond “The Wild, The innocent an=i the E-Street Shutfle.* Since
then, Vini has played songs on Bruce's “Tracks,” “18 Tracks.” and The Essentiat
Bruce Springsteen

> e Yyour fans

your ticket “RecyclefTicket StockA¥ailable

Vini had the idea of pedorming and recording ine Steet Milt songs for o
while as no one has perfeimed these songs live for over thity yeors. Bruce
has given him permission years ago lo perform the Steel M material, bul
to be sure, he met backstage with Bruce ot ihe Meadowlonds show on
July 21, 2003 and approval wos glven to pererm and recotd STEEL MILL
songs. After that Vinl played Spirit in the Nigh# with the band. Vini Is now
doing Just Ihat with his band Steel Ml

L
Weldon, Williams & Lick * 800.242.4995
www.wwitickets.com

Billeoard

Music ,
827, HAVE TAKEN ACTION

TUW 19C | IN RESPONSE TO AN AD OR

F ARTICLE IN BILLBOARD PEARL JAM
With over IR.0,0 00 readers, Billboard puts your B SIRIKESBACK

message in the hands of the most influential decision
makers in the business.

web Site: wWw. Idocholiday.com
eMail; hithithit@aol.com
Tel: (757) 827-8733

CATEGORIES INCLUDE [ PR

Now you can feature your company’s

products & services in our new CHARTER * Pressing Plants & Services :QE:BDIIIE-FIQ-SB(,Z??ED
advertising spotlight, Music Showcase. Agxgg'lf;liSR ¥PrteRsiprE N IEes B STTrlers i ———
DECISION-
Call for detail . ; i
T Rlehchamliss Snpplleng MAKERS WHO
offer’ * Apparel & Specialty Items HOLD HIGH-
Manufacturers RANKING

POSITIONS
, ﬂ * Recording Studios/Education THROUGHOUT
pme— VARYING

* Packaging & Mailing Supplies SECTORS OF
el * Digital Music Companies & Services THE MUSIC &
e ENTERTAINMENT
l INDUSTRY.

To place Music Showcase ads, please contact: Jeffrey Serrette at 1-800-223-7524
or email jserrette@billboard.com

www americanradiohistorv com
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o VARICE

German Record and Movie label MORE Music and Media, in the busi-
ness for 14 years, will open a subsidiary company in the United States
located on the Westcoast or Las Vegas. MORE is one of the leading
independant companies in releasing Compilation CDs (mostly Dance
Music, Ambient/Chillout, Salsa) and in releasing TV-series on DVD.
On the American Market we will also release Compilation CDs and
DVDs (movies and TV programs). The German Headquarters is locat-
ed in Cologne.

We are looking for a person for the position “MANAGING DIRECTOR” of
the company. You should have a range of experience in the Music
Industry and it would be desirable if you also have experience in the
Film and Video business or if you are at least connected to it. It is impor-
tant that you know about Licensing in general and that you know about
Distribution and Marketing. It would be also advantageous if you are
familiar with Dance Music. You should be willing to construct a new
company in the US market and bring all your enthusiasm with you. The
German Headquarters is an owner-leaded company with 14 employees
at the moment. We are a young and dynamic team and we are INDE-
PENDANT: So all the ways for decisions are fast and you stay in direct
contact to the persons who decide by themselves. That makes work
very fluent! We offer you to be part of this amazing team and to build
up “your own” subsidiary company of the German MORE Family.

If you are interested please send your application to
Mr. Elmar Braun via Email: elmarbraun@more-music.com

Chair of The Clive Davis
Department of
Recorded Music

TiSCH SCHOOL OF THE ARTS

New York University's Tisch School
of the Arts seeks applications for
the Chair of The Clive Davis Depart-
ment of Recorded Music, at
the rank of an Associate or
Full Arts Professor to commence in
fall of 2008. We seek a leader
who will continue to develop
an innovative, ground-breaking
academic discipline. Please visit
clivedavisdept.tisch.nyu.edu for a
full position description and appli-
cation procedures. EOE

NYU

PROFESSIONAL SERVICES

IN-HOUSE

300.52. $775.00
I ooo Pa?kgc: s l l 99-00 artwork, jewelpox, shrinkwrap

D.J. 127 VINYL PROMO
TOO T2 vinve $799 00 Aadditional LP's: $1.30 each
500 T2 vinve $1,279.00 rEORDER $710.00

TOOO 12”7 vinyr $1,889.00 reorDer - $1315.00
FACKAGES INCLIDE: WHITE JACKET w/ HOLE » MASTERING » =ULL PROCESSING =
125T PRESSINGS-» 2-COLOR LABELS (stock backgreund) « SHMNKWRAP » QUICK TURN AROUND

RA[NBO RECORDS MANUI ACTURING CORPORATION
8960 Fron Ave., Canoga Park, CA 91304 - (818) 280 - 1100

Tax: (818) 280- 1101 * www.rainborecords.com * into@rainborccords.com

PROFESSIONAL
SERVICES

CD * DVD * VINYL MANUFACTURING

Includes: |-color booklet &
I-color €D label from print-ready
film, jewelbox] shrinkwrap

includes: 4-color booklet &
2-color €D label from supplied

o 939

PSYCHIC
SPIRITUAL HEALER
All LOVE issues - Romance,
Intimacy, Confidence, Self-esteem,
Reunite your lover NOW!
For your guidance to Happiness -
Doreen (559) 222-2232

(Starpsychiccenter.com)

BUSINESS
OPPORTUNITIES

BUYER OR
INVESTOR

Nationally recognized and proven
consumer product company look-
ing for investor or buyer.
Highly acclaimed and visible
music-themed products sold
throughout the U.S. Established
and excellent customer base and
distribution partners already in
place. Million dollar growth
opportunity. Made in USA.
Serious inquiries call
414-530-9087.

Call today for
your free catalog!

1-800-468-9353

www.discmakers.com/bh

) DISC MAKERS'

ASSOCIATE DIRECTOR OF
PUBLIC RELATIONS The Los
Angeles Philharmonic seeks
qualified candidates with 5 + yrs PR
exp, 2+yrs exp with music presenting
orjanization and classical music
knowledge for advanced media
refations position, publicizing
concerts at the Walt Disney Concert
Hal' and Hollywood Bowl. DETAILS
at: www.laphil.com/jobs Email cover
letter, resumé - applicant@laphil.org
for fax 213.972.7275
NO CALLS PLEASE

FATHER’S
RIGHTS!!

Call attorney

Jeffery Leving
312-356-DADS
or visit

www.dadsrights.com

Located on 30 acres in beautiful
Poconos Mins. Views of
Camelback Mtn. and DNG.

6 bedrooms, 7 baths. Media rm,

4 fireplaces, indoor pool gym,

7 car gasage. $2.8 Million
Call Jane at 570-460-6449

email - janelw@ptd.met

MUSIC
PUBLISHING

Kreiselman Music
Publishing presents
“YOU WOULDN'T
UNDERSTAND”

The haunting new ballad by the
composer of There I Go
and the lyricist of
Unchained Melody
Listen . . .

KreiselmanMusicPublishing.com
212-410-5059

REPLICATION

T0S* VIS - SHAPED DISLS - SPECIALTY PACKREME - CASSEITES

NEED C0s ? 1w coonce s
CRYSTALCLEAR ki

DISC AND TAP

CHECK VUT OUR CURRENT SWECIALSY
1000 CDs + 5 99 AT
1000 PROMC CD PACK = $58m)
1000 DVDs « $149guuREmR
TRUSTED EXPERlENCE
FOR OVER 35 YEARS!

WWW CRYSIALCLEFRCAS.COM - 1-84C:880-0073

CALL US TODAY AND ASK ABOUT
THE BILLBOARD CLASSIFIEDS
INTRODUCTORY OFFER

FOR NEW ADVERTISERS!
1-800-223-7524 oy

jserrette@billboard.com

www americanradiohictorv com

OCTOBER 27, 2007

CONNECT WITH THE MUSIC INDUSTRY’S MOST IMPORTANT DECISION MAKERS

PLLACI

FAME RANCH

Be a part of the Music Heritage cf
Muscle Shoats, AL. The owner of
Fame Recording Studios is
selling his 9200+ sq. ft. 6 ER 6
BA Ranch. This prcperty lis
situated on 6 beautifully

lamdscaped acres. $695,000.
This home can be purchased with
up to 294 additionzl acres.
Call Larry Green with Century 21
Clement Reaity, Inc. at
(256) 335-3577,

email: L.Green@century21.com.

PUBLICITY PHOTOS

DESIGN-YOUR IBAGE ONL NE
CALL FOR FREE SAMPLE EIT
FAST TURNAROUND

REAL ESTATE

SERVICES

EXPERIENCE & INTEGRITY
Superior Personal & Professional Service
- Ypur Confidentiality Respected -
Broker/Owner Eileen Reuben - Direct
Line: 404-846-8500 - ePRO Certified.
Eileen@RoseRezityGroup.com -
www.RoseRealtyGraup.com
“Atlanta’s Premier independent Reaitor”

STORE FOR SALE

CD TRADER
In Los Angeles is for sale.
CD/DOVD/LP store, very protitable for
12 years. 2007 is best year ever,
$1.7m revenue asking
$575k
Michelle Ono 310-442-3696

MUSIC

MERCHANDISE

BUY DIRECT AND SAVE!

While other people are raising their prices, we
are slashing ours. Major label CD's, cassettes
and LP's as low as 50¢. Your choice from the
most extensive listirgs available.

For free catalog call {609) 890-6000.

Fax (609) 890-G247 or write
Scorplo Muslc, Iac,
P.0.Box A Trenton, N.J. C8691-0020
emall: scorplomus@aal.com

www.billboard.biz | 83
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THE INTERSECTION OF MEDIA, ENTERTAINMENT & WALL STREET...

PRESENT

MEDIA~»~x>MONEY

NOVEMBER 7-8, 2007 * GRAND HYATT « NEW YORK CITY

JOIN DOW JONES AND THE NIELSEN COMPANY FOR A UNIQUE TWO-DAY EVENT UNITING
MEDIA AND ENTERTAINMENT DEALMAKERS WITH PRIVATE AND PUBLIC INVESTORS TO DISCUSS
HOwW THEY CAN WORK TOGETHER TO PROFIT IN AN AGE OF UNCERTAINTY.

FEATURED SPEAKERS INCLUDE:

Ld 1]
= =
8] )
Z z
> >
1] Ld
L4 L4
JEFFREY BERG JEFFREY L. BEWKES MICHAEL EISNER JILL A. GREENTHAL ARIANNA HUFFINGTON RYAN KAVANAUGH
CHAIRMAN & CEO PRESIDENT & COO FOUNDER SENIOR MANAGING DIRECTOR FOUNDER CHIEF EXECUTIVE OFFICER
INTERNATIONAL CREATIVE TIME WARNER THE TORNANTE COMPANY THE BLACKSTONE GROUP HUFFINGTONPOST.COM RELATIVITY MEDIA
MANAGEMENT
"] LJ LJ
- - B -
n} 3] 8]
Z ZB z
. > > >
L ; ] Ll M]
[ / . e v A4 A4
Erw s | I 9
SUSAN LYNE MICHAEL LYNNE ROBERT OSHER NORMAN PEARLSTINE STEVEN RATTNER SUMNER REDSTONE
PRESIDENT & CEO CO-CHAIRMAN & CO-CEO COO, COLUMBIA PICTURES SENIOR ADVISOR MANAGING PRINCIPAL EXECUTIVE CHAIRMAN
MARTHA STEWART LIVING NEW LINE CINEMA MOTION PICTURE GROUP THE CARLYLE GROUP QUADRANGLE GROUP VIACOM & CBS CORPORATION
OMNIMEDIA CORPORATION SONY PICTURES ENTERTAINMENT
w u
- -
8] n}
z z
> > B
1 LJ
v ¥
BEITRE. :
DAVID ROSENBLATT ROY SALTER RUSSELL SIMMONS DANIEL SNYDER ANDREW SWINAND SUSAN WHITING
CHIEF EXECUTIVE OFFICER PRINCIPAL FOUNDER OWNER & CHAIRMAN PRESIDENT & EXECUTIVE VICE PRESIDENT
DOUBLECLICK THE SALTER GROUP RUSH COMMUNICATIONS WASHINGTON REDSKINS CHIEF CLIENT OFFICER THE NIELSEN COMPANY

STARCOM WORLDWIDE & CHAIRMAN
NIELSEN MEDIA RESEARCH

DON’T MISS YOUR CHANCE TO NETWORK WITH THE PROFESSIONALS wWHO ARE
RESPONSIBLE FOR TODAY’S MOST IMPORTANT MEDIA AND ENTERTAINMENT DEALS!

WWW.MEDIAANDMONEYCONFERENCE.COM

PRE-REGISTRATION RATE $2,200 ®* SPACE IS LIMITED

REGISTRATION 646.654.7254 * SPONSORSHIPS 646.654.4718 0OR 415.439.6631 * GRAND HYATT 800-233-1234

PLATINUM SPONSOR GOLD SPONSORS SILVER SPONSOR
& LOEB& e ey o
McKinsey&Company A [OEB. | Niclsenconncet
BROUGHT TO YOU BY
7 DOWjoNES DowgonEs
THE WALL STREET JOURNAL. BARRON'S Ma*etv!?,t@ LBO Wire Private Equity Analyst
Bi"hrd M mu m mm&" EMM;;&“. EDITOR&PUBLISHER

www americanradiohietorv com
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TURNTABLE

Send submissions to: exec@billboard.com

RECORD COMPANIES: Universal Motown Records Group
names Cameo Carlson senior VP of digital business de-
velopment. She was manager of music programming and
label relations at iTunes.

Warner Music U.K. in London names Noel Penzer busi-
ness development director. He was a member of the sen-
ior management team at Paris-based music and multime-
dia content services firm Musiwave.

Universal Music Group Nashville appoints Damon
Moberly senior director of regional promotions for the
Southeast at Mercury Records Nashville. He was senior
director of Northeast promotion.

DISTRIBUTION: Fontana Distribution names Ron Spauld
ing executive VP/GM. He served in the same role at Warner
Music Group’s Independent Label Group.

CARLSON

SPAULDING

PUBLISHING: Spirit Music Group in New York appoints
Peter Shane VP of creative services and Meridith Valiando
to director of A&R. Shane was senior director, and Valiando
was creative manager.

Music publishing administrator Bug Music/Windswept
names Mara Schwartz senior director of creative film, TV
and new media. She was editor-in-chief/creator of music
video magazine Circuit.

EMI Music Publishing promotes Big Jon Platt to presi-
dent of West Coast creative and Dan McCarroll to execu-
tive VP of East Coast creative. Platt was executive VP, and
McCarroll was senior VP.

TOURING: The Agency Group taps Nick Meinema as a
booking agent for its Toronto office. He was an agent at
LiveTourArtists in Oakville, Ontario.

DIGITAL: Microsoft appoints Rick Thompson corporate
VP of Zune. He was corporate VP of the Windows client
extended platforms division.

—Edited by Mitchell Peters

WORKS

CITY OF HOPE RAISES $3.6 MILLION

This year’s annual City of Hope gala dinner, held Sept. 27 at
the Pacific Design Center in West Hollywood, Calif., raised a
record $3.6 million for the organization’s cancer research
and treatment programs. The yearlong effort was spearheaded
by the Spirit of Life campaign, a number of events and mar-
keting programs, led by Disney Music Group chairman Bob
Cavallo, who was honored at the dinner. More than 1,200
music industry leaders attended the black-tie affair, which
was hosted by the music and entertainment industry chap-
ter of City of Hope. In its 34-year exislence, the chapter has
raised more than $50 million in support of City of Hope.

BROOKS GOES PINK TO AID BREAST CANCER
Country superstar Garth Brooks has teamed with breast can-
cer organization Cure to release a special “pink edition” of
his three-disc boxed set, “The Ultimate Garth Brooks,” due
Nov. 6. The set will be available exclusively through
komen.org, with $10 of the $15 price going to Cure. In ad-
dition to a 34-track, two-CD hits retrospective with four new
songs and a DVD with videos for all the tracks on the CDs,
the special release will include information about breast can-
cer and self-examination.

ASCAP COURNITRY WV USIC AWARDS

Craig Wiseman, Jcr Rich a11 Scny’aTV Muskc Publisking were he
big winners at the A3CAP Councry Masic A~va-ds, held Oct. 13 ir
Neshville. Two tracks snared song of the year honors: "Before He
Cheats,” written bw 2sh Keer arc Ca is Tompkins and performed by
Carrie Underwood. ad "If Ya4'r2 Serg Through Hell (3efore th= Devil
Even Knows),” wrizen by Daxe Bery end pafcrmed by Rodney atkins.

The 45th annual a=ards wer= held 3: yman Auditorium and at the
ATST Building. Co- weszed by, ASCAF CEQ boh LoFrumento ana
ASCAP senior VP Zcnnie Bradley, the gala =vas attended by mor2 than
1,500 songwrite’s =r= artiste, as wel as music industry professicals.

Legendary singer Kamry Rogars was Jresentad the ASCAP Goder Note
Award. Don Schiitz, ko peni2d "The Sambrer” for Rogars amronz other

ASCAP AWARDS I LONDON
ASCAP honored te top wrizer and pablisher members of the
United Kingdom's Sertormins Rgnt Sdciety at a ceremony
held Oct. 10 at the Gcsvenar HoLss Hotel im London. The gala
dianer and awards presentation hono ed those PRS members
~ whose repertory is lizensed v ASCAP and ~as among its
~ most-performed wo ks in the-Unitec States in 2006. Among
he evening's winr 213 were Stargates Tor Harmansen axd
kel Eriksen, whe eceivec sonawiiter of *he year hoors,
ard the song of th2 year award far "So Sick’; EMI Musiz
PLblishing U.K., which receiu=i ~he lisher cf the year award;
Bat for Lashes, wk <A -eceivad te vanguard Award for debut
aloum "Fur and GZIc”; and the Wiew, which was honored withe
tre College Award for debu albu~r "Hats C¥f 1o the BuLskers.

RIGHT: From left zre Stargat='s Mikeel Eriksen, ASCAP
ctairman/preside -t Marilyn Besgmer, ASCAF senior V'P of
inzernational Roger S-eenaway Sta-gate’s Tor Hermaasen
Iard ASCAP CED .ohn LoFmam2anto

www americanradiohictorv com

BMI LONDON AWARDS

Peter Gabriel received EMVI’s top honor s BMI icon for his “rflusrcs on
generations cf music makers” at the BM London Awards, he-d Gt 16 in
the Grand Ba Iroom of London’s Dorchester Hotel. The event was hosted
by 3MI presicent/CEO Del Bryant and executive director of write /pub-
listeer relations for Europe and Asia Brardon Bakshi. BMI alsc avaaded
the song “Unwritten,” ca-penned by Danielle Brisebois and Ratasne
Bedingfield, with the Rebert S. Musel Award for song of the vea “Crazy,”
co-written by GianFranco Reverberi anc GianPiero Reverberi wit Gnarls
Barkley’s Cee-Lo Green, took the college song of the year crow~ “or tal-
lyirg the most performences on American college radio. Gorlla=’s ‘ Dare,”
co-written by Damon A barn and Jamie Hewlett, won the cace eward.

LEFT: From left are BMI senior VP of wrter/publisher relatiors Phil
Grzham, Peter Gabriel and BMI's Del Bryant and Brandon Baksai

ABOVE LEFT: EMi Music Publishing mar.aging director Guy Moet
accepted the song of the year award. Feom left are BMI's De Brsant
and senior VP of writergublisher relatians Phil Graham, Mcct ad BMI's
Brendon Bakshi.

ABOVE RIGHT: A-ha's song "Take on Me” earned a Muiti-Milon
Performance Award for 3 million performances. From left ae B-1"s.
De Bryant, a-ha’s Morten Harket, BMI s2nior VP of writer/guslis=r
relations Phil Graham, Sony/ATV Music 2ublishing managing dimeztor
RaX Sanghvi, a-ha's Magne Furuholmen and BM!'s Brandon Baks

songs, rece ved the ASCAP Creative Achievement Award. sHOTGss COUR-
TESY OF KAY WILLIAMS

ABOVE LEFT: From left are songwriters Chris Tompkins, Cava B2rg
&nd Josh Kear.

ABOVE RIGHT: From left are ASCAP's John LoFrumentc, —ourtry
songwriter of the year Cralg Wiseman, ASCAP’s Connie B-ac €y and
country songwriter/aitist of the year John Rich.

BELOW: ASCAP's John LoFrumento 3nd Connie Bradley jo==d with
the winning team from Sony/ATV Music Publishing. From 2t 3e
LoFrumento, senior P of creative Terry Wakefield, Nashvlle ~esident
Troy Tomlinson, Brad ey, chairman/CEO Marty Bandier, prasicent
Panny Strick, VP of creative Mike Whelan, VP of creative Walkar
Campbell and creative manager Abby Burkhalter.
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TOP 20 WCMEN IM MUSIC BREAKFAST

On Ort. S, Billboard honored the o3 female mus ¢ indes r= exezutives
with a special arzakfast event spenzored by Lifetime Networks 31 the
Core Zlub in New York, where sude-star Reba McEntire wa drasented
the fisst Billboarc Woman ¢f che rear Award. MT/ Netwvorts chai-man/
CEO Judy McGrath topped the liat, which is basec on the =u-c=Ss each
execitive has acieved in the past year, her power status vithix the
orgarization aac track reccre of sreducing forward-thnkirgiri-iatives.
PHOTOS: COURTESY CF THEO WARGO/WIRSIMAGE.COM

ABOYE: From ieft are MTV's Jucy “cGrath, Billkoard groag eitorial
director Tamara Conniff ard Reta “cEntire.

BELCW: Billboasd group editorid Cirector Tamare Comnsft bf-, with
Viewpoint CEO Laura Brown View>oint donated Philia 3t=2i f2clar
watctes that were given awsy t¢ the women honaoreda e event.

BH.LBOARD DANCE MUSIC SUMMIT

=

Tk e 14th annual Billcoard Danc2 Music Summit, in association with Mariar Fecords
toacned down Oct. 4-10 at the Palms Casino Resort in Las Vegas. Far this year's event,
Bitboard presented the Vegas “usic Alliance Experience, which hosted nghtly parties
that surrounded the summit’s t4o Jays of panel discussions, keynate add-ess. meet-and-
gr=e:s and artist shcwcases. pHaTCS: COURTESY DF DENISE TRUSCEL LO/WIREIMAGE C DM

o The Crystal Metroc’s Ken Jordan and Scott Kirkland were the facus cf the Billboard
Q&A, with AWE VP of marketing anc then-Billboard branding co umnist Michael
Pzolatta and Billboard zontribLtor Kerri Mason asking the questions in the course of the
ccnversation, the duo was presa2nted wit1 a Billboard trophy and glac num plaques. From
lett ere Paoletta, Jordan, Kirkland and Mason

Keynote address “What Are Words Worth?” featured Deutsch New Ycrk: partaer/chief

creative officer Peter Nichdson arid Chop Shop Music Sugervision ownar Alexandra
Pztsavas sharing their thoughts on the d:fferent ways music is used r ad =ampaigns and
T\" snows.

During the “Voicas Zarry” anel that spotlighted singers, Billboard presented Jody

\Vatley with a Lifetime Achevament Award. From left are Evelyr “Champagne” King,
Kelly Llorenna, Kristine W, Varessa Daou, Watley, Samantha James, Jes and moderator
and AWE VP of marketing Mict ael Paoletta.

The “Making the Brand” parel cffered e crash course in the art of sartrering a-tist and
krand. From left are the sessio's panal sts: Grey Worldwide senior VP/director of music
Jash Rabinowtiz, Island Def Jam Music Greup VP of strategic marketi-g Jeff Straughn,
3 Artist Management owner Richard Bishop, Comma Music executive procicer/ar-ist
lia son Bonny Dolan, DeepMix partrer/exec  tive music producer Dave Curlin, BMF Media
owner Brian Feit and moderato- axd AWE VF of marketing Michael Faoletta

Marian Records CEO lan D’Souza welcomed attendees with a few words about his
label, the summit and the fiL ture of darce music. From left are Marian Records
promotions Bob Cavanaugh, di-ector of distribution Adam Scott, D’Souze, VP of legal
aftairs and international licensirg Karen D’Souza, publishing ard inte-national licensing
Tom Hooven and CCO Steve C une.
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NOVEMBER 28 - 30, 2007 s RENAISSANCE ATLANTA HOTEL DOWNTGE

A 4

3illboard'’s 8th annual R&B/Hip-Hop Conference & Awards is returning to the ATL!! v
‘his must-attend conference brings together top industry players to network, share knowledge, and dis- .
over new talent. It will be jam-packed with savvy speakers, valuable networking opportunities, education-

| sessions, artist showcases, and a reception honoring the best and brightest in R&B/Hip-Hop radio. But :

1e excitement doesn't end there. Capping the three-day event will be a special evening celebration salut- J
1g Billboard's Founders Award honorees with live performances by today’s hottest R&B/Hip-Hop artists! '

Registration: 646.654.4643

Sponsorships: 646.861.1107
Hotel : 404.881.6000
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= \ SRR E)(PERIENCE THE ART
A% 1 ] OF CONVERGENCE

LAS VEGAS - JAN. 77,\10

www.CESweb.org

BOLD IMAGES ON EVERY cANVAs.

,\ £ny time. Anywhere. Any screen. Conte it ”s converging, :nd_.tonsur':erc wantt all. Ses

i\ t1e latest n media. aophcat:on? and davices ac-s5 the nt*r&sgectum of consuTer

¥ * €lectronics. Meet the creative minds whadring conzent to | fe. Seal a years worth ot deals.
Regléier today for this trade-only event 3 www. CESweb g \
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DGITAL IMERGING HIGR-ERFORMANCE: HOME.~ R-VEHICLE
o INAGING TEHNDLOGY e {MUDIS EHOME THEATER:  NETWAIRKING mrmmmm TEHNGLOGY Wt
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WHERE ENTERTAINMENT, TECHNOLOGY
AND BUSINESS CONVERGE
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