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Fri 05
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Mon 08
Tue 09
Wed 10
Sat 13
Tue 16
Wed 17
Fri 19
Sat 20
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2009

SUNDERLAND STADIUM OF LIGHT
SUNDERLAND STADIUM OF LIGHT
COVENTRY RICOH ARENA
COVENTRY RICOH ARENA
COVENTRY RICOH APF”

DUBLIN CROK

CARDIFF MILLE

CARDIFF MILLE

GLASGOW HA T
GLASGOW HAMN.-weN PARK
GLASGOW HAMPDEN PARK

MANCHESTER CRICKET GROUND
22 "ESTER CRICKET GROUND
JESTER CRICKET GROUND

ESTER CRICKET GROUND

:STER CRICKET GROUND

a4

LONDON WEMBLEY STADIUM
LONDON WEMBLEY STADIUM
LONDON WEMBLEY STADIUM
LONDON WEMBLEY STADIUM

A NEW ALL TIME RECORD ATTENDANCE FOR A UK & IRELAND TOUR

CONGRATULATIONS
GARY, HOWARD, JASON, MARK & JONATHAN

AND TO KIM GAVIN & CHRIS VAUGHAN
FOR PRODUCING AN AMAZING SHOW

FROM SIMON MORAN AND ALL AT

S.J.M.

CONCERTS
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UPFRONT FEATURES

7 COVER STORY
MTV to

launch new track

upload program for

“Rock Band.’

Publishers Place

The Indies

Latin

Global

Digital

Entertainment

Q&A: Jeff Price

MUSIC

The award-winning “Glory
Revealed” series releases a
new album and builds a
brand.

Global Pulse

6 Questions: Elliot
Goldenthal

Reviews

Happening Now

IN EVERY ISSUE

Opinion

Fresh out of his deal
with Def Jam Records, Jay-Z
unveils his latest “Blueprint”
for success.

Seven years
after its last show, Creed is
trying to resurrect itself with
a new album and tour. But
will it be greeted with arms
wide open?

Madonna tops strong midyear
list of top 25 tours. e Turntable,

at, Inside Track

ON THE COVER:
Jay-Z photograph
by Chris Baldwin

s O FI "RON'

MOBILE
ENTERTAINMENT LIVE
This conference, set for
Oct. 6 at the Omni Hotel
San Diego and presented by
Logic Wireless, will feature
a keynote from BlackBertry
creator Research in Motion’s
Alan Brenner. More at
billboardevents.com.

4 BILLBOARD

FILM & TV MUSIC

This gathering offers the
opportunity to learn from,
network and share music
with the best in the business.
The 2008 event sold out, so
don’t miss this year’s: Oct.
29-30 at the Beverly Hilton
in Los Angeles. Details:
billboardevents.com.

JULY 25, 2009

TOURING

Set for Nov. 4-5 at the
Roosevelt Hotel in New
York, this premier industry
event gathers promoters,
agents, managers, venue
operators, merch
companies and production
professionals. For more, go
to billboardevents.com.

REGIONAL MEXICAN
The only summit dedicated
exclusively to Latin music’s
top-selling genre will take
place Oct. 8-9 at the Hyatt
Regency Century Piazain
Los Angeles and feature a
Q&A with Alejandro
Fernandez. More at
billboardevents.com.
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THE BILLBOARD 200
TOP POP CATALOG

TOP COMPREHENSIVE

TOP HEATSEEKERS | 53

TOP COUNTRY- ' 57

TOP BLUEG;RASS 157

TOP R&B/HIP-HOP | 58

TOP CHRISTIAN 60

TOP GOSPEL l60

TOP DANCE/ELECTRONIC | 61
TOP TRADI%NAL JAZZ 617
TOP CONTEMPORARY JAZZ 617

TOP TRADITIONAL CLASSICAL § 61
TOP CLASSICAL CROSSOVER 1 617
TOP WORLD | 61

TOP LATIN § 63

& SONGS 9

THE BILLBOARD HOT 100 § 54
HOT 100 AIRPLAY [ 55
HOT DIGITAL SONGS § 55
HEATSEEKERS SONGS | 63 |
MAINSTREAM TOP 40 || 56
ADULT CONTEMPORARY || 56
ADULT TOP 40 || 56
ROCK SONGS 56
ACTIVE ROCK gﬁ
HERITAGE ROCK 56
HOT COUNTRY S_ONGS 57
MAINSTREAM R&B/HIP-D;OP 1‘ 58f
RHYTHMIC | 68 |
ADULT R&B , SBE
HOT RAP SONGS [ 58 | ]
HOT R&B/HIP-HOP SONGS || 59 i
CHRIST;AN SONGS 66
HOT CHRISTIAN AC SONGS éol
CHRISTIAN CHR § 60
HOT GOSPEL SONGS soi
HOT DANCE CLUB SONGS | 61 |

HOT DANCE AIRPLAY |

SMOOTH JAZZ SONGS
HOT LATIN SONGS
HOT RINGMASTERS

TOP INDEPENDENT § «1
#1
#1

#1

TOP MUSIC VIDEO SALES
HOT VIDEOCLIPS

TOP DVD SALES

ON THE CHARTS

ARTIST / TITLE
MAXWELL /
BLACKSUMMERS NIGHT

MICHAEL JACKSON /
NUMBER ONES .

MICHAEL JACKSON /

NUMBER ONES ~

THE AIRBORNE TOXIC EVENT /

THE ARBORNE TOXIC EVENT

BRAD PAISLEY /

AMERICAN SATURADY NIGHT

STEVE MARTIN /

THE CROW. NEW SONGS FOR THE FIVE-STRING BANJO
MAXWELL /

BLACKSUMMERS NIGHT

MARY MARY /

THE SOUND

MARY MARY /

THE SOUND

LADY GAGA /

THE FAME

MICHAEL BUBLE /

MICHAEL BUBLE MEETS MADISON SQUARE GARDEN

CHRIS BOTTI /
CHRIS BOTTI. IN BOSTON

| STILE ANTICO /

SONG OF SONGS
oo/

THE PROMISE
VARIOUS ARTISTS /
WORLD IS AFRICA
AVENTURA /

THE LAST

ARTIST / TITLE

THE BLACK EYED PEAS /

| GOTTA FEELING 1

KERI HILSON FEAT. KANYE WEST & NE-YO /
KNOCK YOU DOWN

THE BLACK EYED PEAS
F GOTTA FEELING
DORRALGH /

ICE CREAM PAINT JO8
LADY GAGA /

LOVEGAME

MILEY CYRUS /

THE CLMB

SHINEDOWN /
SECOND CHANCE

LINKIN PARK /
NEW DIVIDE

LINKIN PARK /
NEW DIVIDE

LINKIN PARK /

NEW DIVIDE

LADY ANTEBELLUM /
1 RUN T0 YOU

DRAKE /
BEST | EVER HAD

| DRAKE/

BEST | EVER HAD

MAXWELL /

PRETTY WINGS

DRAKE /

BEST | EVER HAD

DRAKE

BEST 1 EVER HAD

MATTHEW WEST /

THE MOTIONS

PHILLIPS, CRAIG & DEAN /
REVELATION SO"

MAT KEARNEY /

CLOSEA TO LOVE

MAURETTE BROWN-CLARK /
IT AIN'T GVER {UNTIL GOD SAYS IT'S OVER)
LADY GAGA /

LOVEGAME

I ANNAGRACE /

LET THE FEELINGS GO

WALTER BEASLEY /
STEADY AS SHE GOES

PAULINA RUBIO /
CAUSA Y EFFECTO

MICHAEL JACKSON /
YT (PRETTY YOUNG THING}

ARTIST / TITLE

ALL TIME LOW /
NOTHING PERSONAL

MICHAEL JACKSON /
LIVE IN BUCHAREST. THE DANGERGUS TOUR

TAYLOR SWIFT /
YOU BELDNG WITH ME

12 ROUNDS: EXTREME CUT
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"~ MNejandroFerndndez
Vicente Fernandez
Gloria Estefan
Paulina Rubio
Enrique Iglesias
Joan Sebastian
Raul Di Blasio - Aleks Syntek
Luis Fonsi - David Bisbal - Noél

~ Gianmarco - Reyli Barba
Ledn Polar - Ha*ash - Fanny Lu
Merche - Axel - Coti
Arthur Hanlon - Marfa José
Sandoval - Belanova - Paty Cantd
Rebeca de Alba - Gloria Calzada

U W

Puerto Vallarta 20 de junio
Guadalajara 27 de junio
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Pav Fai
Ringtones, Like Downloads,
Represent A Public Performance

BY JOHN LoFRUMENTO

As our nation embraces digital communications, we have
reached a “now or never” moment. Our society cannot allow
businesses to take a dismissive view of copyright protections
in the digital space when the rights of those who create books,
music, movies and other kinds of art are at stake.

The risk is particularly acute for music creators, who by law
are entitled to compensation for public performances of their
work. ASCAP, which represents 360,000 U.S. music creators
and publishers, is clarifying the online value of music with
multiple filings in Federal Rate Court, where an impartial de-
termination can achieve a fair resolution.

Downloads and ringtones are among the matters ASCAP
has brought to Rate Court, with the firm belief that these trans-
missions of music—whether in a sound recording or audio-
visual work—clearly meet the definition of public performance:

. to transmit or otherwise communicate a performance to
the public by means of any device or process . . . in the same
place or in separate places and at the same time or at different
times . ..”

This performance right often
occurs in addition to a “mechan-
ical right,” which arises when a
musical work is copied. There
is nothing unfair or unusual
about multiple rights existing
in one work.

Under the Copyright Act
there isn’t a compulsory me-
chanical license associated with
the reproduction of music em-
bodied in audiovisual works. So
ASCAP is fighting vigorously to
protect the performance right
that occurs when audiovisual programs are downloaded. There
isn'ta meaningful distinction between downloading and stream-
ing, since both protocols enable a transmission to the public,
the basis for the performance right.

Recently critics have implied that ASCAP may hold con-
sumers responsible for the public performance of a ringtone,
falsely suggesting that it would be like charging them for
playing a car radio with the window open. But the compari-
son makes no sense: Radio broadcasters have been paying li-
cense fees for music performances since the early 20th century
without a direct impact on consumers.

Wireless carriers and content providers—not consumers—
are responsible for obtaining music performance licenses.
Music generates billions of dollars for them—easily enough
to cover a reasonable payment to ASCAP members and pro-
vide an ample profit without increasing fees to consumers.
In fact, ASCAP has been licensing carriers since 2001 with-
out impact on prices to wireless customers.

The bottom line? When digital companies use the perform-
ance of music to build their businesses, they have to pay for
it, just as terrestrial broadcast, satellite and cable companies
have for decades.

Digital businesses, many now well-established, must find
innovative, profitable ways to serve consumers. However, in
doing so, they should develop win-win models that also re-
spect the rights of content creators. In pursuing these solu-
tions, they will find ASCAP a fair-minded, reasonable and
collaborative partner. eoe

John LoFrumento has served as CEO of ASCAP since 1994.
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The
Unhear
Music

Songs That Aren’t Played
Aren’t Performed

BY JONATHAN POTTER

When you buy a CD or DVD, part of the purchase price goes
to pay the songwriter who created the music. In return for
aroyalty payment the CD or DVD producer may reproduce
and distribute the music, and consumers need not pay when
they privately enjoy the purchased recording or movie.
When you buy a digital download, the same logic should
apply, since the only change is the nature of distribution.
But ASCAP, BMIand SESAC are asking for more money—
from producers, digital retailers and perhaps even con-
sumers—simply because the product in question is digital.
Performance rights organizations are asking courts and
Congress to require “public performance” royalties when
music is digitally distributed in sound recordings, ring-
tones and audiovisual works.
In each instance the reason-
ing smacks of desperation—
no surprise, since this
double-dip royalty demand
has been authoritatively re-
jected several times. But the
PROs soldier on, hoping that
the axiomatic plight of the
starving songwriter prevails
over law, logic and rational
public policy.
Every P.T. Barnum needs
a pitch, and that of the PROs
is both simple and bold: When music is transmitted
digitally, even if the digital file isn’t opened and the
songis not heard, a “public performance” has occurred.
Somehow the PROs believe that an actual performance
isn’t a necessary component of a “public performance.”
PROs claim that a transmission of a digital file is legally
a performance because the intent is that the rmusic will
eventually be performed by a consumer. Of course all
recorded music is intended to be performed, but no one
has suggested that selling a physical product equals a “per-
formance.” They also say that downloads substitute for
royalty-generating broadcasts, so technological parity de-
mands that Congress require download firms to pay
“makeup” fees. This is tantamount to Congress requiring
Henry Ford to pay buggy whip manufacturers.
Fortunately, the U.S. Department of Commerce (in
1995), the Register of Copyrights (2001) and a federal court
(2007) have concluded that digital downloads are the tech-
nological, economic and legal equivalents of reproduc-
tion and distribution, and—absent the music being
“rendered” or “heard”—a performance hasn’t occurred.
This doesn’t mean that songwriters haven’t been fully and
fairly paid for mechanical rights, synch rights and repro-
ductions and distributions of their music; it simply means
that if human ears cannot possibly hear the work, then it
hasn’t been performed, and any additional “public per-
formance” royalty isn't justified. oo

Jonathan Potter has served as executive director of the Digital
Media Assn. since its creation in June 1998,
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>>>AGUILERA
ONBOARD
WITH HUNGER
RELIEF

Christina Aguilera
will be the global
spokeswoman for the
Yum Brands’ World
Hunger Relief effort.
Aguilera will appear
in public service
announcements and
in-store advertising
for the company,
which owns the KFC,
Pizza Hut and Taco
Bell chains.
According to Yum
Brands, the program
has raised $36 million
for such
organizations as the
United Nations’
World Food
Programme.

>>>0XYGEN
EMBRACES
EMERGING
ARTISTS

NBC Universal’s
Oxygen is breaking
into song this
summer, launching a
new-music initiative
designed to
introduce the
network’s girl-power
demo to a roster of
emerging artists. The
network flipped the
switch on “Sounds
Like Oxygen,” a
multiplatform
campaign featuring
on-air vignettes and
a stand-alone micro-
site. Among the first
group of acts profiled
are Laura lzibor, the
Asteroids Galaxy
Tour and Caitlin
Crosby.

>>>FITNESS
CHAIN DIALS
UP 867-5309
The '80s-themed
health club chain
Retrofitness has
acquired the rights to
the phone number
867-5309, made
famous by '80s one-
hit wonder Tommy
Tutone, and recently
signed original MTV
VJ Martha Quinn to
voice its fall radio
campaign. The chain
has 50-plus locations
in Florida, New
Jersey and
Washington, D.C.
Each is decorated in
bright '80s color
schemes and
includes a “retro
cardio” movie
theater.

TAKING IT BACK

D I(iITAL

FITTER, HAPPIER

BY ANTONY BRUNO

GATE RATE

YIELD & STREAM

18

Listen To The ‘Band’

MTV To Launch New Track Upload Program For ‘Rock Band’

Most recording artists would
love to have their music avail-
able on MTV Networks’ “Rock
Band” videogame. But MTV'’s
Harmonix unit, the developer
of “Rock Band,” simply hasn’t
had the time or staff to pro-
gram the vast number of
songs it would like to include
in the game.

That’s about to change.
Later this year, MTV plans to
launch a groundbreaking ini-
tiative called the Rock Band
Network that will enable any
artist—unsigned emerging
act, indie cult fave or major-
label superstar—to submit
songs for possible inclusion
in the game.

The Rock Band Network
recently started a closed beta
trial, which MTV expects to
expand to a public beta test
in August. The company
hopes to open the Rock Band
Network store before year’s
end. Songs available through
the new store, which will re-
main separate from the exist-
ing “Rock Band” store,
will be initially available
for download to users of
Microsoft’s Xbox 360 game
console. MTV expects to even-
tually make the popular tracks
available for use on the Sony
PlayStation 3 and Nintendo
Wii game systems.

“We’ve figured out how to
make it so anybody who owns
and controls masters and pub-
lishing can put music into
[“Rock Band”] at their own
pace,” says MTV Games senior
VP of electronic games and
music Paul DeGooyer. “We're
talking about a set of serious
professional tools to allow peo-

ple on the front line of writing
and recording songs to com-
pletely control their destiny with
respect to interactive products
and then giving them directac-
cess to the download store.”

Rather than deal with Har-
monix directly, artists and la-
bels will submit songs to a
community of Harmonix-
trained freelance game devel-
opers who will prepare the
tracks for “Rock Band.” Addi-
tionally, labels can either hire
trained developers or school
their existing employees to do
the work in-house.

Songs submitted through

NEW RELEASE!
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this process must then be re-
viewed by other developers to
check for playability, inappro-
priate lyrics, copyright infringe-
ment and so on. Harmonix will
post approved tracks to an in-
game download store separate
from its existing “Rock Band”
store where creators can set
their own price (50 cents to $3
per song) and receive 30% of
any resulting sales. Gamers
will also be able to demo 30-
second samples of each track.

Although originally de-
signed to give indie and un-
signed artists a way to sell

music through the game,
MTV quickly realized the Rock
Band Network could be used
to clear the bottleneck for
major-label content as well.
While the Harmonix team has
grown from fewer than 10 pro-
grammers to a few dozen
since MTV acquired the
videogame developer in 2006,
the company can only add
about 10 new songs per week
to sell through the “Rock
Band” store. The same team
has also been handling the de-
velopment work for the up-
coming “The Beatles: Rock

WwWWwWWw.americanradiohistorv.com
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Don’t fear the reaper: The Reaper audio production
application will be used by developers to prepare tracks for
‘Rock Band’; inset: the Rock Band Network store.

Band,” due in September.

“Once we flip on the infra-
structure, we can go from a
few dozen people capable of
doing this work to hundreds
of people or more,” Harmonix
founder/CEO Alex Rigopulos
says. “We can ramp up by a
factor of 10 or more the rate of
production of content.”

So far, Harmonix develop-
ers have made about 700 songs
available to download and play
on the game. Those titles have
sold a combined 50 million
downloads through the game,
demonstrating an ability to
drive sales that has other
artists and labels itching to
have their music included.

Sub Pop Records head of
A&R Tony Kiewel says the label
is expecting to submit songs
from its upcoming fall releases
as well as its bigger releases
from the past two years.

JULY 25, 2009

“It's very exciting news to
us,” Kiewel says. “It’s impor-
tant to participate in every pos-
sible revenue stream available.
Whatever gets your music
heard helps your overall
awareness and ability to sell
records and downloads.

Artists could use the Rock
Band Network to upload their
entire discography to the game
or release an album through the
game day-and-date with a new
CD release or the start of a tour.

“If there’s a really great song
we love, we'd promote that, be-
cause that helps everybody,”
DeGooyer says. “We're also
able to see what’s selling well.
If stuffhas some heat on it, we
may pick up onit. .. IfJudas
Priest decided to put their
whole catalog in the Rock
Band Network, we would pro-
mote the heck out of that.”

continued on >>p8
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>>>BLOGGER
SENTENCED FOR
GUNS N’ ROSES
LEAK

A Los Angeles blogger
who leaked new Guns N’
Roses songs on the
Internet before their
official release was
sentenced to two
months of home
confinement. Kevin
Cogill also received one
year’s probation and
must appear in an anti-
piracy commercial
under the terms of his
plea deal with federal
prosecutors. Cogill had
leaked tracks from
2008’s “Chinese
Democracy,” the band’s
first new album in 17
years.

>>>RHINO
LAUNCHES NEW
DIGITAL FORMAT
Warner Music Group’s
Rhino Entertainment
introduced a new digital
sales format called the
Digital 45, in celebration
of the 60th anniversary
of the 45 single. The
series of digital
“singles” features the
original single, the B-
side song and original
sleeve and other
artwork. They're
available through iTunes
and other digital
retailers. iTunes is
featuring 60 singlesin a
special Digital 45
section on its main
storefront. Rhino will
release 25 bundles every
month to participating
digital retailers.

>>>BORDERS
HOLDS A
CLEARANCE SALE
Borders has launched a
“store closing”
clearance sale in five of
its U.K. and Irish stores,
including its flagship
Oxford Street branch in
London. Borders says
that leases for five
stores have been sold to
the fashion retailer New
Look. It is unclear when
the stores will finally
close or how many staff
will be affected.

Compiled by Chris M.
Walsh. Reporting by
Antony Bruno, Anthony
Crupi, Kenneth Hein,
Graeme Neill, Alex
Palmer and Reuters.

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

from >>p7
DIFFERENTIATING
‘ROCK BAND’ FROM
‘GUITAR HERO’

By launching the Rock Band
Network, MTV is essentially
doubling down on download-
able content, the primary
point of differentiation be-
tween “Rock Band” and Activi-
sion’s rival “Guitar Hero”
franchise. While Activision
makes the occasional song
available for download for
“Guitar Hero,” its primary
strategy is to sell expansion
discs like “Guitar Hero: Metal-
lica” and the forthcoming
“Guitar Hero: Van Halen.”

By contrast, MTV wants
“Rock Band” to become a plat-
form for music distribution,
using its interactive features to
lure music fans who otherwise
may not be buying music.

“Recorded music on its
own no longer leads the
charge for artists,” MTV’s De-
Gooyer says. “It's now this ag-
gregated value proposition of
recorded music, touring,
merch, branding, Web pres-
ence and now videogames . . .
If we get this right, music cre-
ators will start to think about
what they're releasing in
terms of interactivity.”

The Rock Band Network
is the result of a 16-month
development process with a
number of partners. Most
important was Microsoft.
Tracks released through the
Rock Band Network will only
be available at first to Xbox
360 users, as it relies on Mi-

crosoft’s XNA game devel-
opment platform and its
Creators Club online com-
munity of developers.

The Creators Club allows
freelance developers or hob-
byists to make their own
games and sell them on
the Xbox Live Market-
place. Games created
through this process must
first be submitted to the Cre-
ators Club community for
game-play and content! re-
view before they are added
to the marketplace.

The Rock Band Network
marks the first time that XNA
and the Creators Club have
been used lo outsource the de-
velopment of expansions to
an existing game, according
to Dave Mitchell, the Mi-
crosoft product unit manager
in charge of overseeing the
two programs.

The Creators Club reviews
about 30-50 games per month.
Because MTV and Microsoft
expect the number of “Rock
Band” submissions to quickly
dwarfthese totals, the software
giant took the unprecedented
step of creating a custom ver-
sion of the Creators Club for
Harmonix, complete with a
customized set of review pro-
cedures specific to music
games—including checking
for copyright infringement—
which Harmonix will host
separate from the existing
Microsoft site.

Another key partnership is
with the software developer
Cockos, which customized a

" DeGOOYER

version of its Reaper audio pro-
duction application that devel-
opers will use to program the
audio stems needed to create
each instrumentand vocal track
within “Rock Band.” Reaper
will also allow developers to
customize the avatars, camera
angles and lighting for the back-
ground video rather than using
the automatically generated de-
fault setting. Cockos is work-
ing with Audible Magic and
Gracenote to identify rights
holders.

And finally there is the free-
lance game development com-
munity. Harmonix will hold
regular training sessions to
certify developers for the pro-
gram and operate a support
forum staffed by Harmonix
developers to answer ques-
tions. It will also maintain a
list of certified developers for
artists and labels to contact
and reach out to existing
rhythm game community
sites like ScoreHero.

“This is arguably the most
complicated initiative Har-
monix has ever tried to get off
the ground, given the number
of parties involved and the
technical infrastructure in-
volved,” Rigopulos says.

POTENTIAL RISKS

MTYV is moving slowly with
the rollout mostly because of
the anticipated volume of sub-
missions. If the response from
artists and labels is anywhere
near what MTV expects, the
program may experience de-
lays in reviewing and approv-
ing songs until a critical mass
of developers and reviewers
emerges.

Another concern is ensuring
that the playability of songs de-
veloped for the game through
its namesake network will
match the sophistication of
those developed in-house. Sell-

ing songs that provide a sub-
par playing experience would
hurt the integrity of the “Rock
Band” store and could drivela-
bels away from the program.

The decision to keep the
Rock Band Network store sep-
arate from the existing one
was made to address both is-
sues. Butoperating two differ-
ent download stores raises the
possibility that artists, labels
and customers may come to
view the Rock Band Network
store as an inferior “kids’
table.” It could also cause con-
fusion because it would re-
quire users to search through
two stores.

DeGooyer says MTV will
keep a close eye on the music
submitted to the store and
cherry-pick tracks to promote
as part of its weekly “Rock
Band” communication. While
it doesn’t expect to move songs
from one store to another
MTYV could decide to merge
the two outlets if the program
is successful.

“It’s kind of a capitalistic
petridish,” DeGooyer says. “1
can envision a song coming
into the Rock Band Network
first, getting traction, picking
up customers through online
play and then being picked up
by MTV’s programming and
showing up there. We've
shown we can sell millions of
songs in the ‘Rock Band’ store.
So it really does tie into a
larger picture.” .

b- MOBILE: For 24/7 news and analysis on your cell phone
.DIZ or mobile device, go to mobile.billboard.biz.
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REGIONAL MEXICAN MUSIC SUMMITTO
FEATURE Q&A WITH ALEJANDRO
FERNANDEZ

Alejandro Fernandez, one of the few Latin music
artists to successfully straddle the pop and ranchera
markets, will be the superstar Q&A at Billboard’s Re-
gional Mexican Music Summit.

Now in its fourth year, the summit will take place
Oct. 8-9 at the Hyatt Regency Century Plaza in Los An-
geles and feature programming focused on the top-
selling Latin music genre in the United States. Fer-
nandez joins the ranks of top Latin acts—including
Marco Antonio Solis and Los Tigres del Norte—that
have been featured as the superstar Q&A at the only
summit dedicated exclusively to this genre.

Fernandez comes to the summit as he prepares
the release this fall of two new studio albums—one
pop, one ranchera. It will mark the first time a leading
Latin artist has simultaneously released albums in
those genres. In June, Fernandez hosted two free
Mexico concertsin Puerto Vallarta and Guadalajara to
foster tourismiin his home state of Jalisco. Each show
featured more than 20 big-name acts.

8 BILLBOARD JULY 25, 2009
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Other topics to be discussed at the sum-
mit include the role of TV in developing
and marketing regional Mexican music; the regional
Mexican touring circuit; the mobile and digital mar-
ketplaces; and the recent wave of new corridos per-

Headed fd¥ the summit:
ALEJANDRQFERNANDEZ

formers. For the first time, the summit will also feature
a series of round-table discussions during which song-
writers, artists and managers can present new music
to radio programmers and producers. To register, go
to regionalmexicanmusicsummit.com.

V-ME AIRING SECOND SEASON OF
‘ESTUDIO BILLBOARD’

“Estudio Billboard,” the one-hour music interview
show that airs on the V-me network, continues its
second season with appearances by Camila, Calle 13
and Los Temerarios.

Hosted by Leila Cobo, Bitllboard executive director
of content and programming for Latin music and en-
tertainment, the show features in-depth interviews
with top Latin acts. V-me will air 13 episodes through
mid-September. V-me, a 24-hour network that airs
on cable, satellite and select public TV stations, is
available in nearly 80% of U.S. Hispanic homes.

“Estudio Billboard,” presented by Heineken, Verizon
Wireless and Ford Fusion, was developed by V-me in
collaboration with Billboard and airs Tuesdays at 10
p.m. ET/9 p.m. CT. The show will begin airing in Mex-
ico in September and later throughout Latin Amer-
ica. For more information, go to vmetv.com. .o
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BY ED CHRISTMAN

High To Get Over

‘Thriller’ Could Soon Match
The Eagles’ ‘Hits’ As The
RIAA’s Top Album

For nearly a decade, the Eagles’ “Their Greatest
Hits 1971-1975" has been the recording indus-
try’s ultimate evergreen release, certified by the
RIAA as the all-time best-selling album in the
United States. But thanks to continued robust
demand for Michael Jackson’s catalog following
his June 25 death, “Thriller” appears on the verge
of matching “Their Greatest Hits,” at least in the
eyes of the industry trade group.

In March, the RIAA certified “Thriller” as 28
times platinum, meaning that at least 28 million
copies of the album have been shipped since its
1982 release. That’s just a notch behind the Ea-
gles’ hits compilation, which was released in
1976 and was certified 29 times platinum in 2006.

Billboard estimates that the posthumous surge
in Jackson's sales and Sony Music Entertain-
ment’s efforts to push Jackson CDs into the dis-
tribution pipeline have likely pushed shipments
of Jackson product, if not yet sales, beyond the
29 million-unit mark in the United States.

Amid the recent explosion in Jackson sales,
“Thriller” has enjoyed the second-biggest sales
bump in his catalog, just behind the hits collec-
tion “Number Ones.” During the three weeks
that ended July 12, “Thriller” sold 552,000 U.S.

copies, for year-to-date sales of 608,000, accord-
ing to Nielsen SoundScan.

Most industry executives believe that the most
recent SoundScan week—which included the
widely watched memorial service
for Jackson at the Staples Center
in Los Angeles—will mark a
posthumous weekly peak for Jack-
son sales. But they also expect that
sales will wind down slowly in the
nex! few months, which means
sales will remain strong. In the
week that ended July 12, Jackson’s
album catalog sold a combined
1.1 million copies, up from nearly
800,000 in the prior week and 422,000 in the
week he died.

At the time of his death, many U.S. retailers
were short of Jackson CDs as they awaited Sony’s
previously announced price reduction on many
of its catalog titles, including 13 Jackson albums
(Billboard, July 11). As Sony caught up with de-
mand and supplied brick-and-mortar stores with
Jackson product, digital album sales continued to
account for a shrinking share of Jackson's overall
sales. For the week ending July 12, the four top-
selling Jackson albums—“Number Ones,”
“Thriller,” “The Essential Michael Jackson” and
“Off the Wall”—combined to sell 82,000 digital al-
burs, only 9.5% of the week’s Jackson album total,

BY CAZ McCHRYSTAL |

BACKTO MINE

Artists, Labels Come To Grips With U.S. Copyright

Transfer Provision

Artists and record labels could be headed for a
showdown over a provision in U.S. copyright law
that allows some artists to regain ownership of
their master recordings.

Artists who signed over ownership of masters
tolabels after 1977 can seek to regain those mas-
ters after 35 years, undera provision in the U.S.
Copyright Act of 1976 that allows creators of copy-
righted works to terminate transfers of their copy-
rights. The first artists eligible to exercise their
termination of transfer right would be able to do
so beginning in 2013.

The law requires that authors provide between
two and 10 years’ notice before they can termi-
nate a copyright transfer. That makes termina-
tion rightsa currentissue for eligible artists and
label business and legal affairs departments.

Artists “are certainly already sending let-
ters to labels informing them that they will be
terminating their transfers,”” says Peter J.
Strand, an attorney with Chicago entertain-
ment, media and intellectual property law firm
Leavens & Strand.

The U.S. Copyright Office last year proposed
new guidelines to clarify how the notices should
be filed, resulting in a substantial increase in the
volume of notices generated, Strand says. While
getting an exact tally is impossible, the Copy-
10 |
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right Office has already reported heavy traffic in
termination notices for sound recordings.

There’s an important catch to the termination
right provision: Copyrighted works designated
as a “work made for hire” aren’t subject to the
termination right. Traditionally, recording agree-
ments have classified sound recordings as works
made for hire. But under the Copyright Act, copy-
righted works must also fall within one of sev-
eral categories of works to be eligible for that
status. Such categories include works commis-
sioned for a collective work, such as a compi-
lation or a movie soundtrack.

Most musical compositions are authored by
a composer or songwriter and then assigned to
apublisher, rather than made as works for hire.
Accordingly, there is broad agreement that com-
positions are subject to the termination right.
But it isn’t as clear whether sound recordings
are eligible for work-made-for-hire status be-
cause they're generally released in the album
format and require greater collaborative input
among musicians, producers and engineers.

As artists begin filing termination notices, the
standard response to such notices “is to send a
letter saying we received it but that the record is
a work made for hire so it can’t be terminated,”
says an executive at a major label who asked to

down sharply from 16.8% of
sales in the prior week and
56.4% in the week before that.

“Thriller” and “Their Great-
est Hits” were instant hits. The
RIAA firstcertified “Thriller” platinum in January
1983, just two months after its release, while “Their
Greatest Hits” was certified platinum in February
1976, mere days after it arrived.

Propelled by groundbreaking videos for the
singles “Billie Jean,” “Beat It” and the title track,
“Thriller” reached the 20 million certification
milestone in October 1984, becoming the RIAA’s
top-selling album of all time. The album’s next
RIAA certification, at 21 times platinum, came
in May 1990. The RIAA’s certification of “Thriller”
as 28 times platinum in March came 13 months
after Sony’s release of a deluxe 25th-anniversary
edition of the album.

The RIAA’s second certification of shipments

® O
‘It will be in the
interest of all sides
to bggn} df_lvelop!ng
dan 11Nnaust i':y"v"."itiﬁ
solution.

—DARYL FRIEDMAN,
THE RECORDING ACADEMY

remain anonymous.

Such boilerplate legalese explicitly preserves
the issue for litigation. However, more strategic
action is taking place according to the value of
the sound recording rights at issue.

For those artists whose recordings have main-
tained commercial value, the period between

www.americanradiohistorv.com

Remember the time: A-1 Records in New York displays Michael Jackson albums
shortly after his death; inset: Sony’s 25th-anniversary reissue of ‘Thriller’

o«

of the Eagles’ “Their Greatest Hits” didn’t occur
until August 1990, when it certified the release
as 12times platinum. The RIAA couldn’t imme-
diately explain why the album wasn’t certified at
carlier platinum milestones, or why it was next
certified at 14 times platinum in December 1993,
and for 22 times in June 1995, despite U.S. sales
of only 919,000 during that period. When the
RIAA certified “Their Greatest Hits” as 26 times
platinum in November 1999, it unseated
“Thriller” at the top of the RIAA's all-time ranking.

Since being certified as 29 times platinum in
January 2006, “Their Greatest Hits” has sold
404,000 copies, including 33,000 this year and
115,000 in 2008.

Whether Jackson’s reclaiming a share of the top
spot in the RIAA ranking will mean anything in
terms of marketing isn’t clear. Representatives at
Sonyand Warner Music Group, which distributes
“Their Greatest Hits,” declined to comment. - -

sending a notice of termination and the actual
date that the termination would take effect re-
sembles an extended period of renegotiation. By
providing either additional advance money or a
higher royalty rate, the labels might be able to
prevent artists from exercising their termina-
tion rights. In addition, some marquee artists
have successfully negotiated a return of owner-
ship in older masters when renewing their record
deals, while allowing the label to continue dis-
tributing the recording.

[t remains to be seen how labels will treat ter-
minations for sound recordings of little com-
mercial value. Strand predicts that labels may
decide to return ownership to an artist without
explicitly acknowledging the termination. That
would give the artist the benefit of ownership
while protecting the label from an admission
that sound recordings are indeed subject to the
termination of transfer.

Artist and label representatives agree that the
industry isn't likely to see a change in the law be-
fore 2013 that will clarify which sound record-
ings are subject to the termination of transfer
right. That opens the way for legal challenges or
compromise solutions.

Some litigation is inevitable, says Daryl Fried-
man, VP of advocacy and government relations
at the Recording Academy. But, he adds, “it will
be in the interest of all sides to begin develop-
ing an industrywide solution of the work-for-hire
issue now to avoid contentious litigation or leg-
islation as we approach 2013.” .

OP: SPENCER PLATT/ GETTY IMAGES
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Indie Publisher Ole Secures Additional Funding,
Signs Deal With Cookie Jar Entertainment

The independent Canadian music
publisher ole is on the move.

The Toronto-based company re-
cently hired Michael McCarty of EMI
Music Publishing Canada to fill the
newly created post of president of ole
(billboard.biz, July 7). Billboard has
also learned that ole secured an addi-
tional $120 million cash commitment
in June fromone of the company’s orig-
inal investors, the Ontario Teachers’
Pension Plan, and that it has signed a
worldwide administration deal for the
music catalog of Cookie Jar Entertain-
ment, a producer of children’s TV pro-
gramming and consumer products.

Ole, which acquired a stake in the

—

Cookie Jar catalog as part of the deal, has
also signed an administration pact with
Scholastic Media, a division of childrein’s
publishing and education company
Scholastic. Under that deal, ole will ad-
minister Scholastic's music publishing
properties outside of the United States.

In addition to bringing his creative
expertise to ole, McCarty will run the
company’s day-to-day operations, free-
ing up ole chairman/CEO Robert Ott
to spend more time on deal-making
and shopping for potential acquisitions.

Ole “is still aggressively growing and
acquiring publishing assets,” Ott says.
“With the $120million reload last month,
we arenow interested in master assets.”

Indie cleffers: ole songwriters TEBEY, STEVEN LEE OLSEN and SHILOH (from left)

Prior to co-
founding ole
in September
2004, Ott had
served as VP/
GM of BMG
Music Publish-
ing Canada, overseeing that operation
since 1997. While at BMG, Ott says he
noticed that majors weren’t being ag-
gressivein makingacquisitions and
were more focused on internal issues,
particularly their sibling recorded-
music counterparts.

“It seemed like a good ime for an ag-
gressive, fast-moving, pure music
publishing company, unfetiered by in-
terdivision impediments,” Ottsays. “We
wanted toset up acompany that had the
personal touch of an indie bul the infra-
structure and deep pockets of « major,
hence the term we came up with to de-
scribe the company—‘majorly indie.” ”

With offices in Toronto, Nashville
and Los Angeles, ole
maintains a catalog of
40,000 songs, deriving
about 70% of its rev-
enue through owned
publishing interests
and 30% through ad-
ministration deals. The
United States and
Canada each account
for about half of the
company’s business.

The Cookie Jar and
Scholastic deals expand

ole’s position in children’s program-
ming. In February, ole purchased a
75% ownership interest in music
rights of PBS affiliate WGBH Boston,
which also produced children’s pro-
gramming as well as other documen-
tary lifestyle shows.

Music from children’s
programming has been
a “core expertise” at ole
from the start, given its
appeal as an “evergreen
business,” Ott says.
“Look at the Cartoon Net-
work. You can still see the
cartoons and children’s
television shows thatyou
looked at when we were young.”

Ott notes that TV programming re-
mains an expanding and growing
arena for music publishers, unlike “the
other one.”

The other one? Is he referring to
radio or record labels?

The radio business, he responds. “The
record business can still be good if it is
run with the right approach. You need a
different manner than the way the record
business has been historically run.”

In fact, ole is involved in joint ven-
tures with Last Gang Publishing and
Tanjola (formerly ib Entertainment),
both of Ontario, and Roots Three Music
of Nashville. Ott describes these part-
nersas “artist developers, who are run-
ning 360 operations, which has been
much talked about, but not pulled off.”

Ole provides funding for new song-

writer advances and staff support and,
after recouping its advances, shares
ownership of the copyrights, Ott says.

Ole also does its own signings, be-
sides acquiring and/or administering
publishing assets. Indeed, bringing
McCarty aboard will
help ole’s ability in sign-
ing songwriters.

“We have a budding
creative operation that
is achieving increased
success every yeur, and
given Michuel’s pedi-
gree in the creative area,
I am confident that he
will take ole to the next
level,” Ott says.

Ole’s songwriting roster includes
Rupert Gayle, Tebey, Steven Lee
Olsen, Shiloh, Kelly Archer and
Dave Kopatz, who scored a songwrit-
ing collaboration with Jordin Sparks
on her new album.

Ole also struck a deal with Berlin-
based BMG Rights Management earlier
this year to generate creative opportuni-
ties foreach other’s rosters in the respec-
tive territories of each company.

Even as ole explores new opportu-
nities, “we are sticking to the business
that we understand where we can de-
liver great service to our songwriters
and clients,” Ott says. “We are very fo-
cused on music publishing.” ...

. For 24/7 publishing news
blz and analysis, see
1 billboard.biz/publishing.

BY EVIE NAGY

GYM CLASS HEROES
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Get into the groove: Equinox Fitness will
feature a playlist by MADONNA.,

Equinox Pumps Up Celebrity Playlists

Music can be as crucial to exercise as water and
spandex, and a spinning instructor’s playlist or
an iPod’s inventory can make or break a work-
out. As part of its branding strategy, the upscale
fitness club chain Equinox has enlisted artists
like Madonna, Stevie Nicks, Cyndi Lauper and
Michael Bublé to submit their own playlists for
EQ Sessions Celebrity Sets that will launch at
Equinox.com this fall.

Equinox pays close attention to the connec-
tion between music and fitness—in addition to
programming the common-area in-club music,
the company’s creative director curates monthly
playlists—EQ Sessions—that, like the celebrity
playlists will be, are available through the
Equinox Web site. Links take users directly to
iTunes, where the playlists are preorganized
through iTunes’ iMix function for purchase at
the tracks’ standard price.

Equinox creative director Bianca Kosoy says
the company’s approach to music is part of a
broader strategy to curate a lifestyle experi-
ence for members.

“On the whole our target demographic is suc-
cessful, and they are more drawn to making a
purchasing decision, including joining a gym,
based on the feeling that they are going to be
12
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introduced to the new and noteworthy,” Kosoy
says. “Music is obviously a very high-profile
touch point for them.”

The monthly 15-song EQ Sessions, which
launched in April 2008, are often built around
either a musical or seasonal theme (such as
“House Call” for a DJ mix or “Heartthrob” for a
list of love songs released in February).

“The whole thinking behind them was to
give our members a place to go every month
where they don’t have to look for new music,”
Kosoy says. “It’s our branded point of view on
what music we think people should be listen-
ing to. It’s all uptempo, but it’s not what | would
call ‘workout music.’ Workout music is differ-
ent for everyone.”

Kosoy says that as the playlists evolved, she
began to get steady e-mails praising the con-
cept, including fromthe club’s celebrity mem-
bers and their colleagues. The first to offer his
own playlist was DJ Paul Sevigny, and then
others followed—In addition to the aforemen-
tioned artists, Equinox confirms the partici-
pation of Cher, Dave Navarro and produc-
er/manager Benny Medina.

There isn’t a financial arrangement between
Equinox and participating artists, beyond the

wWWwW.americanradiohistorv.com

Tiésto featuring Julie Thompson and Daft Punk’s
“Television Rules the Nation.”
Equinox’s strategy for introducing
% members to new music includes inte-
w,  grating more obscure tracks from fa-
A miliar acts, like U2 and Oasis, with
tracks from such lesser-known ones
as the Arch Cupcake and N.A.S.A. The
{ same approach applies to the music
programmed for the clubs’ common
' areas—Kosoy works with a consult-
ant to build rotating playlists of several
hundred songs, and she reviews each
track individually.
“Music is so high-profile and passion-
ate, but if you walk from gym to gym,
you can pretty much predict what’s
going to be playing,” Kosoy says. “We
want everything we play to have a
point of view that’s distinctly
Equinox that no one can replicate.
For example, last summer our play-
list included a Jason Mraz song, and
you might not think of that as the
most aspirational workout music,
but the point is to make people
smile, make them tap their foot,
remind them of something—it
can’t all be heart-throbbing
workout music.” .o

promotion of the lists using
the celebrities’ names. “One |
of the great things about this
is that these celebrities are
proactively wanting to partic-
ipate in this brand without any
type of formal endorsement,”
Kosoy says. “There’s no finan-
cial or contractual anything.
This is just them sending us
music that they think is aspira-
tional or good to work out to.”
The Equinox point of view is
“discovery-focused,” Kosoy
says, emphasizing that even
playlists submitted by celeb-
rities will be subject to the
brand’s review. Participants
are asked to send a list of
20 songs that Equinox
will cull to around 10 or
15. Madonna’s playtist,
forexample, includes
“Superfine” by
the Hong Kong
Blondes, “Do You
Feel Me” by

MADONNA: KEVIN MAZUR/WIREIMAGE.COM
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Fund BoyThree

Polyphonic Tries A New Tack On Artist Funding Model

Amid all the hype abcut new ways for artists
to release albums, one fact tends to get lost:
Making and marketing an album isn’t cheap.
And for acts that want to forgo traditional
label deals, coming up with the money to
put out an album isn’t always easy.

Polyphonic, a new venture started by
Nettwerk CEO Terry McBride, Mama
Group co-CEO Adam Driscoll and Brian
Message of ATC and Courtyard, is looking
to provide an alternative.

All three come from strong
music business backgrounds

Mama is a leading U.K. pro-
moter, Nettwerk is a well-
respected label and management
firm, and ATC manages Ra-
diohead and Supergrass,
among others. Polyphonic has
a $20 million investment from
the City Fund and a plan to cap-
italize on all aspects of an
artist’s career.

‘It’s pretty much a venture capital firm
for bands,” Driscoll says. “We've effectively
applied venture capital principles to the
investments we make with our music
knowledge.’

Unlike a traditional label, they’'re not
looking to gain ownership of master
recording copyrights and provide distri-
bution, marketing and promotional serv-
ices. Instead, they will provide financing,
without acquiring ownership, to enable
artists to hire the services they need to de-
velop their careers.

Polyphonic, which hasn’t yet announced
any artist signings, will provide its acts an
advance to cover recording, video and ini-
tial touring costs, as well as marketing and

The

promotion expenses. Artists would retain
ownership of their copyrights, but Poly-
phonic would have the right to exploit all
copyrights created during the term of an
artist’s contract for a period of 10 years after
the contract expires. Profit splits would
vary by act, but the starting point for emerg-
ing artists would be a 50-50 split, with a
more favorable split for artists with longer
track records.

Deals with Polyphonic won’t just cover
recorded music. The company would also

" CORTNEY
HARDING

earn a percentage of all other artist in-
come, such as touring revenue, merch
sales, licensing and brand sponsorships.
Income from these sources would pay off
Polyphonic’s advance, after which the
company and the artist would earn a share
of any surplus income based on their
agreed splits.

“Polyphonic is investing in all of the rev-
enue streams that the artist puts together
and not just focusing on one, which has
been the traditional business
model,” Message says. “I think
it’s attractive to people, be-
cause as we all know, the live
industry is obviously doing re-
ally well and is profitable for
artists. So having exposure to
that side of it as part of build-
ing an artist’s career is an at-

L‘ tractive proposition.”

Driscoll says that artists
signed to Polyphonic won’t be required to
use the services of the three founders’ re-
spective companies. “If there’s a service
within one of our existing businesses that
works and makes sense, that’s theve to
use,” he says. “But it comes back to the
artist having a) the capital they need to de-
velop their business and b) the expertise.
That means that whatever the best expert-
ise is; if it’s press, who's the best press
person. So it’s about everyone looking to
build the business the right way and en-
gage the right people, and those can be in-
ternal, external, and we're equally happy
whichever it is.

Message says Polyphonic is looking to
sign deals with artists at all stages of their
careers but adds that they would be inter-
ested in picking up bands that have chosen
not to renew with major labels. “We can
probably rule out the top end of the super-
star range,” he says. “We're not after that
sort of big superstar act. It’s definitely
artists and their management teams where
we can identify revenue growth opportu-
nities and obviously solid businesses that
we're going for.”

For 24/7 indies news and analysis,

.biZ see billboard.biz/indies or follow
billboardindies on Twitter.

Nothing ventured, nothing gained: from left, Nettwerk CEO TERRY McBRIDE, Mama
Group co-CEO ADAM DRISCOLL and BRIAN MESSAGE of ATC and Courtyard.
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Newly independent Puerto Rican singer/
songwriter Olga Tafion has learned that
you don’t need the help of a major label to
make a big media splash.

Through an unusual multiplatform
arrangement with communications company
Spanish Broadcasting System, Tafi6n pre-
miered her new digital single “Pasién Morena” july
15 onthe SBS TV show “Lamusica,” Lamusica.com
and SBS’ pop and tropical radio stations.

The singer turned the premiere into a full-fledged

» media event, giving 30
Latin
Notas

LEILA
coBO

live two-minute inter-
views to media from
multiple countries dur-
ing an hourlong press
conference that aired
live on “Lamusica” and

%: streamed live on the

j [ show’s Web site. That

same day, SBS radio
stations began airing
“Pasién Morena.” The track was already available
for sale atiTunes but hadn’t yet aired on the radio.

SBS has attracted broad interest in the U.S. Span-
ish-language media by touting its promotion of
Tafidn’s new song as a triple-platform premiere.

“The immediacy of the event is what's unique
in this particular proposition,” says Cynthia Fer-
nandez-Hudson, executive VP/chief creative of-
ficer for SBS and Mega TV. “My goal in the company
is to continue to find these different creative con-
tent opportunities.”

Tanén and her management originally went to
“Lamusica” and proposed premiering the track on
the popular music show. But Fernindez-Hudson,
mindful of Tafién’s large international following, pro-
posed a more ambitious debut. Depending on the au-
dience response to SBS’ multiplatform promotion of

Iriple Play

Olga Taiidn Partners With SBS
To Debut Her New Single

“Pasion Morena,” Fernandez-Hudson says the com-
pany might consider doing more such premieres with
other artists.

“It has to be new music, it has to be a debut that
truly has the support of a downloadable album or
song, and it has to be something that fits the formats
of our stations,” she says.

The veteran Tafién has always taken a keen inter-
estinencouraging the careers of other artists, so her
team would find it gratifying if her SBS promotion

led to similar deals with other acts.
“Our responsibility in this business is
to open doors and make work easier
for other artists,” Tafion's manager
Billy Denizard says.
The SBS premiere is one of several
strategies the singer is pursuingin an
effort to confront a changing marketplace.
Tafion has had a long career with major
labels, beginning with Warner, then Sony
and then finally Universal, which she left
earlier this year to launch her own label,
Mia Musa Music.

Instead of recording a new studio
album right away, Tafién opted to release
a new digital track every 90 days, begin-
ning in May with “Amor Entre Tres,”
which was used as the theme song of a
Venezuelan soap opera of the same narme.

“Pasién Morena” is the second track
that Tafién has released independently. A
soap opera on Mexico's TV Azteca hasal-
ready adopted the track as its theme song.

Although Tafién is relishing her new-
found indie status, she’s still willing to
work with major labels when it makes
sense. For example, she’s working on a
one-off licensing deal with a soon-to-be-
named major to release a concept ballad
album she plans to record that will also include trop-
ical versions of the songs.

“In the next five years, most acts will either be in-
dependent or will work with the majors through spe-
cificalliances,” Denizard says. “The key is to choose
those markets that are still important, where we can
still sell albums.” ot

b- For 24/7 Latin news and analysis,
LBIZ :ce billboard.biz/latin.

HISTORY IN SONG

PBS Documentary Traces Latin Music’s Development In The U.S.

online. PBS.org has also cre-
ated a bilingual Web site that
will stream the series in Eng-
lish and Spanish.

Tracking down rights hold-
ers to clear the rights for the

Why did Carlos Santana take
LSD right before his 1969
performance at Woodstock?
Why did Tego Calderdn
switch from hip-hop to reg-
gaetdn? What were the impli-
cations of those decisions for
Latin music and itsimpacton
American culture? Those

Spanning
generations:
JUANES and

questions are answered in
“Latin Music USA,” an ambi-
tious four-hour documentary
series set to air Oct. 12 and
Oct. 19 on PBS.

Narrated in English by
Jimmy Smits (with separate
Spanish narration by Bill-
board’s Leila Cobo for airing
on the V-me network),
the co-production be-
tween Boston non-
commercial TV station

LOSLOBOS

(inset)
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WGBH and the BBC
traces more than 70
years of Latin musicin
the United States, por-
traying the develop-
ment of various sub-
genres as a series of
cultural fusions. The
first part of “Latin Music
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USA” examines the emergence
of Latin jazz, mambo and the
cha cha cha. Subsequent hour-
long segments focus on salsa,
regional Mexican, Chicano
rock, Latin pop and reggaeton.
Willie Coldn, Los Lobos, Los
Tigres del Norte, Juanes and
Daddy Yankee are among the
starsinterviewedinthe series,
which will also contain histor-
ical footage, photos and 200
song excerpts.

“It’s a series that has the tal-
ent and financial commitment
of any other series PBS would
have done,” series producer
Adriana Bosch says.

Getting the necessary
funding from the Corp. for
Public Broadcasting, PBS and
other sources took time. The
idea for a Latin music docu-
mentary first emerged before
Ricky Martin’s star turn at the
1999 Grammy Awards, “so we
were ahead of the game,”
Bosch says. “It took PBS to
understand that they wanted
Latinos to come into PBS in

large numbers.” Latino house-
holds make up 7.5% of the
PBS prime-time audience, but
nearly 18% of its daytime au-
dience, according to Nielsen
figures cited by PBS.

“The fear is always that if
you do something skewed to
attract Latinos, your audience
is going to turn on the televi-
sion and say, ‘This is not about
me,” ” Bosch says. “But that
problem was resolved when
we came to the realization
that this was not going to be
acomprehensive series about
Latin music, from Peruvian
flutes to vallenato.”

To raise the series’ profile
among Spanish speakers, PBS
is taking the unusual step of
aligning with People en Es-
pafol magazine, which will
feature exclusive editorial
content and snippets of inter-
views and concert footage
from the series in print and

series’ songs and visual ele-
ments proved to be a monu-
mental task. WGBH deputy
general counsel Jay Fialkov
says that the series wouldn’t
have been possible without
the help of the BBC, which
pays annual blanket license
fees to British rights holders’
organizations whose mem-
bersinclude most of the rele-
vant music publishers.
Though the BBC helped se-
cure the broadcast rights for
the musical works featured in
the documentary, WGBH is
still negotiating the home
video rights, with an eye on
releasing a DVD of “Latin
Music USA” by the time of the
broadcast. “It’s our sense,” Fi-
alkov says, “that the record
companies and music pub-
lishers are sensitive to what
we’re doing and the value of
our program.”
—Ayala Ben-Yehuda

EN ESPANOL: All the great Latin music coverage
‘com you’ve come to expect from Billboard—in Spanish!

Billboardenespanol.com.
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Latin
MixXx
InNew
York
For’09

Creative Media Group, a mar-
keting and promotions agency
specializing in urban and D]
culture, is hosting its fourth
annual Latin Mixx conference
July 21-23 in New York. De-
spite the challenging eco-
nomic environment, the
conference is expanding from
one to three days, kicking off
with a turntablist showcase at
S.0.B.’s, followed by a full day
of panels and concluding with
the Latin Mixx Awards at the
Times Center.

Although there are now
several conferences in the
market focusing on Latin
urban music, Latin Mixx
stands out for its focus on D]
culture and its role in break-
ing records, pushing new
artists and the changing role
of DJs as personalities, pro-
ducers and tastemakers.

“D]Js are the movers and
shakers when it comes to play-
ing music on the radio,” says
Kevin “Pills” Montano, presi-
dent of Creative Media Group.
“And the public doesn’t really
understand the role of a DJ.
One of our objectives is to ex-
pose how important they are
to the industry in general.”

Montano plans to highlight
the “Sonidero” movement of
traveling Mexican DJs during
the conference’s “Los Sonidos
de New York” panel. D] Flexis
one artist who has sprung
from that movement. Other
panels include BM1’s “The
Evolution of DJs in the Music
Industry,” featuring such
speakers as §.0.B.’s artistic di-
rector Larry Gold and D|
William “Kato” Otero of Lati-
nos Unidos Record Pool.

Leading DJs scheduled to
speak at the conference in-
clude D] Nelson, D] Freddy,
Little Louie Vega, DJ Prostyle
(of urban KPWR Los Angeles),
D] Tony Touch (Sirius Satel-
lite Radio channel Shade 45)
and DJ Camilo (urban WQHT
New York).

For more information, go to
latinmixx.com. —Leila Cobo
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Three Feet High And Rising

U.K. Festival Promoters Worry
About Possible PRS Tariff Hike

LONDON—U.K. festival promoters say they're being
made to pay for their own success.

For years, promoters have complained that PRS for
Music’s live performance right tariff is too high. Now, the
authors organization’s plans to review the tariff have
sparked concerns about a possible rate hike, frustrating
promoters who fear it's targeting the booming festival cir-
cuit to compensate for falling recorded-music sales.

Since 1988, PRS’ live performance right tariff has been
set at 3% of gross ticket sales for all pop/rock concerts. Many
promoters say the rate is already excessive and penalizes
festivals that feature other performing arts.

“PRS should earn something, but 3% is too high,” says Con-
cert Promoters Assn. executive committee member Geoff Ellis,
CEO of Scotland’s T in the Park festival.

Ellis estimates 10% of T in the Park’s programming comprises
events and performances that don’tinvolve musicand thus shouldn’t
be covered by the tariff. “Circus performers, visual artists, theater,
poetry-reading are [now] an integral part of a festival,” he says.

PRS says the live tariff was due for a review. “Rates need to be
re-examined to ensure they fit the needs of today’s live-music
scene,” the organization said in a statement, claiming that it's
“discussing the current [tariff] with key stakeholders.”

PRS is expected to release the review’s conclusions by Aug. 1.
Stakeholders would have three months to respond and any change
in the tariff would be made by year’s end.

Although specific figures on the U.K. festival market aren’t

Stage fright: From left, BEN TURNER of the Assn. of Independent Festivals:
GEOFF ELLIS of the Concert Promoters Assn.; and MELVIN BENN of
Festival Republic.

available, Ellis says PRS already benefits from higher attendances
and ticket prices.

PRS’ own figures show its 2008 live-music revenue rose 13%
year on year to £21.5 million ($34.9 million); five years ago, rev-
enue was £11.1 million ($21.3 million). However, its recorded-
media income fell 7% to £141.6 million ($228 million) in
2008—the first year, PRS says, when the U.K. live business’ rev-
enue outstripped record sales, at £1.3 billion ($2 billion) and £1.2
billion (£2.1 billion), respectively.

“Ticket prices have gone up the last five years,” says John Gid-
dings, promoter of the 55,000-capacity Isle of Wight festival, which
features an arena for magicians, circus acts and storytellers. “Yet,
PRS [also] wants 100% [of the tariff | when people spend 50% of
their time at other activities. I don't think it’s calculated fairly.”

Promoters say price increases reflect investment in improving
infrastructure. Jim King, the festival director at Loud Sound—

which co-produces the Bestival and Creamfields

events—reckons that staging a two-day, three-

stage, 20,000-capacity event costs £2 million ($3.2

million), including infrastructure, artists’ fees
and marketing.

Festival Republic managing director Melvin Benn crit-
icized the 3% rate during the International Live Music
Conference in March. Festival Republic promotes Read-
ing and Leeds plus the 25,000-capacity, Suffolk-based
Latitude (July 16-19), which features music, cinema, com-
edy and poetry and book readings.

Benn revealed he hasn’t paid the full 3% for Latitude
since its 2006 launch. Based on his estimate that music
accounts for 16% of Latitude’s programming, he pays
PRS a 3% tariff on 16% of the festival's ticket revenue,

holding the remainder in escrow until a solution is found.

“I refuse to be bullied by PRS,” Benn says. If the rate
isn'tlowered, he adds, “we’ll have to charge [ fans] more.”

While Benn claims PRS had previously refused to discuss the
rate, he confirms that both sides were engaged in lawyer-super-
vised mediation at press time.

King says a rate hike could make independent operators less
willing to enter “a very high-risk, low-margin business.”

Most new festivals in the United Kingdom have been inde-
pendents without links to major concert promotion groups, says
Ben Turner, vice chairman of lobbying group the Assn. of Inde-
pendent Festivals.

AIF has asked PRS to lower the 3% tariff. Although Turner de-
clines to specify the rate that AIF is seeking, he says promoters want
aflexible system that takes non-music entertainment into account.

Many AIF events “are run by enthusiasts who have put their
livelihoods on the line and won’t make a profit for years,” Turner
says. “And if PRS don't deliver, [they] could be knocked out of
the market.” .
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JB HI-FLYING

Amid Global Slump, Aussie Retailer
Continues To Expand Sales

BRISBANE, Australia—While music
merchants elsewhere tighten their
beits, Australia’s JB Hi-Fiis in expan-
sion mode.

With a no-frills approach encap-
sulated in the “Smashing Prices” tag
line that dominates its advertising,
the chain launched a dramatic store-
opening program after it listed its
initial public offering on the Aus-
tralian Stock Exchange in 2003.

Back then, it had 26 outlets. Now
CEO Richard Uechtritz says he’ll open
15 annually to double store numbers
to 210 from the current 105.

JB accounts for 40% of physical
music sales in Australia, while previ-
ous market leader Sanity, which op-
erates the Virgin and HMV brands
Down Under, has more than 30%, ac-
cording to labels and distributors.
The rest of the market is split be-
tween mass merchants and inde-
pendents. Sanity didn’t return calls
seeking comment.

With JB weli-established in major
metropolitan markets, Uechtritz says
the chain will open most of its new stores
in shopping malls and smaller towns.
CDs, he adds, occupy roughly 10% of an
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average JB store’s 11,000-square-foot
floor space. “Music will continue tobe a
solid part of our mix,” he says.

On June 9, JB predicted net prof-
its of $92 million Australian ($75
million) in the year ending June 30,
up 41% from the previous year.
While not breaking out figures for
music sales, CFO Richard Murray
confirms that JB’s music inventory
has been enjoying growth. “While
it’s not the be-ail and end-ali,” he
says, “it’s still very much animpor-
tant part of our business.”

At the moment, JB’s recorded-
music sales are 100% physical. It
stopped selling downloads at its Web
site last November when the digitai
media firm Destra—which powered
the service—filed for bankruptcy pro-
tection. But JB is planning to offer
music downloads again.

The chain also prides itself on the
depth of its repertoire: An average
store carries 30,000-40,000 tities,
which iabel sources say Sanity only
matches in its largest outiets.

“JB is not scared about offering a
very in-depth range of catalog—and
they do it very, very well,” says Geoff

Bonouvrie, chairman of the Australian
Music Retailers Assn., which counts
JB and Sanity among its members.

The chain is renowned for tough
negotiating. However, says Colin
Daniels, managing director of the
Sydney-based leading independent
distributor Inertia, “they pass on dis-
counts provided by suppiiers to cus-
tomers—so everyone wins.”

EMI Australia chairman Mark Pos-
ton adds that JB “supports new taient
and new music—something we feel
a real kinship with.”

Eieven A Music Company presi-
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' Miles of alsles: A customer browses

the racks at a JB Hi
downtown Brisbane.

dent John Watson confirms JB was
key to alt-rock/pop act Little
Birdy’s “Confetti” May debut at No.
6 on the Australian Recording In-
dustry Assn. (ARIA) albums chart.
The band, he says, “wouldn’t be on
the cusp of their third gold album
without JB’s support.”

Watson says JB and Universal,
which distributes and co-owns Eleven
A Music Company, worked together
on a prerelease marketing campaign
using the retailer’s database ahead
of hefty in-store promotion. “JB cus-
tomers would have to have beenin a

istore in

coma to miss the fact that Little Birdy
had a new release,” he says.

JB’s expansion comes despite CD
sales slumping 12% to 38.5 million copies
during 2008, according to the ARIA.
However, the retailer seems weli-placed
to benefit from an economy that re-
mains robust amid the global financiat
meitdown. The Australian Bureau of Sta-
tistics reported gross domestic prod-
uct rose 0.4% during first-quarter 2009.

Uechtritz is predictably builish
about JB’s outlook—and says he’s not
content with 40% of music sales.
“Why not go for 100%?” he asks. « «
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Hurricane Hugo

Venezuela’s Music Biz Alarmed Over Radio Crackdown

The Venezuelan government’s
plan to revoke the licenses of
285 radio and TV stations has
sparked concerns about the ef-
forts of the music business
there to promote artists and
new releases.

In its latest move to tighten
its grip on media companies,
the government of Venezuelan
President Hugo Chavez an-
nounced earlier this month that
it will revoke the licenses of 154
FM stations, 86 AM stations
and 45 TV stations for allegedly
failing to update their registra-
tions with the government.

At press time, the govern-
ment hadn't yet identified the
stations targeted for closure,
but owners are taking the threat
to heart, according to Nelson
Belfort, president of Ven-
ezuela’s Radio Chamber, a trade
organization that represents
more than 400 stations and
nearly 20 networks.

“This is not about simply

shutting down stations,” Belfort
says. “It'sanattack against free-
dom of expression . . . I always
thought that listeners were the
only ones who could open or
close stations.”

In a July 9 speech to Ven-
ezuela’s National Assembly,
public works minister Diosdado
Cabello, who oversees broad-
casting, said the government
will be “democratizing the air-
waves” by nationalizing stations
with lapsed registrations.

“The use of the radio-elec-
tric spectrum is one of the few
areas where the revolution has
not been felt because the own-
ers of those frequencies have
been the same for 30 years,”
Cabello said. “It’s time for us
to take the matter in hand so
the revolution will deepen and
continue to advance.”

Cabello also proposed limit-
ing radio ownership to three sta-
tions per network that can
simulcast for no longer than a

halfhour per day, justifying the
move by referring to what he
said was the media’s support of
the recent coup in Honduras
that ousted its president and
Chavez ally Manuel Zelaya.

In addition to muzzling
voices critical of the govern-
ment, Venezuela’'s station
takeover plan could dramati-
cally affect how radio stations
program music.

Venezuelan broadcasters
already operate under the
Chavez-sponsored “Law of So-
cial Responsibility for Radio
and Television,” which requires
that 50% of all music program-
ming be of local origin and that
of that local portion, half must
be traditional or folk music.

The law is a variant of Ven-
ezuela’s similar “one for one”
law in the "80s, which required
radio stations to play a song by
a national artist or songwriter
for every foreign recording they
played. The law was vital in fos-

THIS BILLBOARD STARS SPECIAL WILL FEATURE:

tering the careers of many
Venezuelan artists who are
stars today, such as Franco De
Vita and Ricardo Montaner.

“We have youth-leaning rock
stations, for example, who've
had to ‘invent’ how to program
traditional music,” says Eli
Bravo, a Venezuelan journalist
and host of a news show on
WURN (Actualidad 1020)
Miami. “Their solution has
been neo-folk, traditional music
performed by contemporary
acts with alternative thythms.”

But the nationalization of
radio stations could endanger
this practice by politicizing
music programming, Bravo
says. “Stations would be run by
[state-controlled] community
organizations, so they’'ll pro-
gram music with a political
message as well as traditional
music,” he says.

Although Bravo doesn’t
think all programming will be-
come centralized, it will “fol-
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Provoke and revoke: Venezuelan
President HUGO CHAVEZ v

low an ideological line of
thought,” he says.
For the time being, Belfort

is preparing a legal response

to the government proposal
and is hoping international
pressure will have an impact
on the decision.

Venezuelan singer/song-
writer Eduardo Osorio, who re-
cently visited the country for a
promotional tour that took him
to several major radio stations,

2
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says that his trip proceeded
without incident. But music in-
dustry executives warn that
those and other stations may
soon be forced to make big
changes in what they air.
“This is simply about main-
taining political control over the
media,” one label executive
says. “And anything that's gov-
ernment-run as opposed to
serving the needs of music,
goes against music.” e
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Shake Your Moneymaker

Post-Settlement Webcasters Seek New Opportunities To Turn A Profit

Internet radio services breathed
asigh of relief this month after
finally reaching a settlement
with SoundExchange over per-
song streaming royalty rates
(billboard.biz, july 7).

Pure-play webcasters say the
rates originally set by the Copy-
right Royalty Board in 2006
would have been catastrophic.
But while the new lower rate
structure gives leading online
radio services a stay of execu-
tion, the sector still faces an un-
certain future.

Internet radio outfits are
now under even more pres-
sure to convert the promise of
their slick technologies and
growing user bases into actual
profit. And that will require
taking measures that could
alienate listeners, such as sell-
ing more advertising and
charging for content.

Advertising remains the
go-to model, just as it is for
terrestrial radio. Despite the
continued slide of ad spend-
ing, online ad expenditures
are still growing, and For-
rester Research projects that
U.S. online ad spending will
more than double during the
next five years, from $25.6
billion in 2009 to $55 billion
in 2014.

Successful Web radio op-
erations will figure out a way
to capture a larger share of
that spending by offering ad-
vertisers better targeting ca-
pabilities. That’s the key to
Pandora’s prediction that it
may turn a profit for the first
time in 2010. While Pandora
has more than 30 million reg-
istered users and is adding
60,000 more per day, what re-
ally excites advertisers is its
ability to target listeners
based on specific demo-
graphic data like location,
gender, age and, of course,

musical preferences.

For example, to help Whole
Foods Market promote itself
in San Francisco as a place to
eat lunch, Pandora recently
rana 15-second audio ad cam-
paign targeting listeners who
lived within seven miles of a
Whole Foods location. The
water-filter maker Brita spon-
sored a prerelease stream of
Dave Matthews Band’s new
album “Big Whiskey and the
GrooGrux King,” which was
provided to Pandora users
who had built a DMB-focused
radio station.

With the dark cloud of high
royalty rates no longer hang-
ing over their heads, Internet
radio services can plan more
confidently for the future,
which should help attract
advertisers that previously
harbored doubts about the for-
mat’s viability. But webcast-
ers will have to balance their
pursuit of greater ad dollars
with their need to manage
user expectations. The lack of
advertising has long been
one of the key attractions of
Internet radio, along with
the personalized listening
experience that it offers.
Whether the latter can trump
the former will be crucial to
retaining loyal users.

Which brings us to strategy
No. 2—paid services. Services
like Slacker and Pandora offer
monthly subscription op-
tions with such features as
ad-free listening, higher-
quality streaming, unlimited
song skipping and tag-to-buy
capabilities.

Pandora and Slacker say that
only a fraction of their users pay
for monthly subscriptions, so
expect hybrid models to
emerge. The first of
these is Pandora’s
plan to charge non-

| MIC CHECK

and retails for $80.

Nearly eight years after its release, the iPod is
one of the few MP3 players on the market with-
out a built-in mic. Blue Microphones is here to
help. The company’s Mikey plug-in adjustable
swivel microphone records sounds from up to
30 feet away. It features a built-in speaker,
three preset recording levels and easy synch
integration with iTunes. it’s powered by the
iPod’s battery, so additional batteries aren’t required
The Mikey is compatible with various iPod models

—AB
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Drink the water: Pandora recently featured a Brita-

sponsored prerelease stream of ‘Big Whiskey and the
GrooGrux King’ by DAVE MATTHEWS BAND.

paying users a $1 fee each
month they stream more than
40 hours of music.

Other models include gen-
erating revenue from affiliates
like iTunes. Pandora drives up
to 1 million iTunes sales per
month through the “buy” links
on its site, receiving a small
commission on each sale. Look
for Web radio services to bulk
up their efforts in this area by
expanding their affiliate rela-
tionshipsfor the sale of merch,
concert tickets and other prod-
ucts and services.

As Internet radio serv-
ices pursue these money-
making strategies, they’ll
increasingly rely on the
help of new allies: the
iPhone, BlackBerry and
other smart phones,
whose downloadable mo-
bile applications have dra-
matically improved the
ability of webcasters to
reach listeners on the go.

Barely a year after
Apple kicked off the
mobile app boom, half of all
Pandora users and 50% of all
Slacker traffic originate from
their respective apps. More mo-

bile users will drive greater ad
sales, not to mention enhance
the appeal of location-based
ads. And while most online
radio outfits offer free mobile
apps, there’s no reason why
they can’t introduce more ad-
vanced, feature-rich apps that
require a monthly fee and pro-
vide other upsell opportuni-
ties. For instance, Slacker
CEO Dennis Mudd says that
listeners who access his com-
pany’s service through its
BlackBerry and iPhone apps
are far more likely to pay for
a premium subscription tier
than those who only use
Slacker on their computers.
Even after the SoundEx-
change settlement, streaming
royalty rates remain a hefty
burden for Internet radio serv-
ices and will ultimately thin
out their ranks. Those services
best able to monetize their
business will make money not
only for themselves but also
for labels, music publishers
and artists. Those that can’t
won’t be missed. v
For 24/7 digital news

and analysis, see
billboard.biz/digitai.
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BITS & BRIEFS

INDABA EXPANDS

The online music collabora-
tion site Indaba Music un-
veiled its Session Console
2.0—adigital audio worksta-
tion that enables artists to
record high-quality audio di-
rectly into the Indaba collab-
orative service and to use
advanced mixing and edit-
ing tools. Previously, Indaba
users had to do all recording,
mixing and editing functions
on theirown and upload the
finished files. Weezer has en-
dorsed the application, and

clude access to popular pro-
gramming like “The Howard
Stern Show” and “Sirius
NASCAR Radio.” But the
company is getting the last
laugh, racking up more than
1 million downloads in just
two weeks. It’s now the top
free music app on the
iPhone, outpacing even Pan-
dora, although that’s a tad
misleading because only Sir-
ius XM subscribers or those
who pay for the satellite car-
rier’s Premium Online serv-
ice can use the app.

the band’s frontman Rivers

Cuomo has submitted music
stems to the service for a
remix contest. Indaba also
introduced three usage tiers:
a free option, a Pro option
for $5 per month and a Plat-
inum option for $25 per
month. The paid accounts
offer additional features not
available to free users.

HOWARD WHO?

When Sirius XM introduced
its iPhone app, many in the
digerati calleditdead inthe
water because it didn’t in-

KAZAA GOES HI-DEF
The peer-to-peer service
Kazaa is planning to launch
a high-definition video-
sharing service that will
allow members to upload
and share videos with oth-
ers on the network and to
transfer files from comput-
ers to mobile phones and
other devices. Users must be
members of Kazaa’s $20-
per-month subscription tier.
The company didn’t provide
details on when the new
service will go live.
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TITLE MobileScan

ORIGINAL ARTIST

m PY.T. (PRETTY YOUNG THING)
MICHAEL JACKSON

YOU ARE NOT ALONE
MICHAEL JACKSON

THRILLER
MICHAEL JACKSON

BIRTHDAY SEX
JEREMIH

BOOM BOOM POW
THE BLACK FYED PEAS

BILLIE JEAN
MICHAEL JACKSON

BEAT IT
MICHAEL JACKSON

BIG GREEN TRACTOR
JASON ALDEAN

YOU’RE A JERK
NEW BOYZ

KNOCK YOU DOWN
KER! HILSON FEATURING KANYE WEST & NE-YO

Michael Jackson places seven songs,
including five of the first seven, in the top
20, both records for these regions of the
chart. Jackson ties T-Pain with five at once
in the top 10 and sets another record with
10 overall on the full 40-position chart.

THE WAY YOU MAKE ME FEEL
MICHAEL JACKSON

WETTER (CALLING YOU DADDY)
TWISTA

| KNOW YOU WANT ME (CALLE OCHO)
PITBULL

EVERY GIRL
YOUNG MONEY

EGO
BEYONCE

| GOTTA FEELING
THE BLACK EYED PEAS

DAY 'N' NITE
KID CUDI

DON'T STOP 'TiL YOU GET ENOUGH
MICHAEL JACKSON

TRUST

KEYSHIA COLE DUET WITH MONICA

PRETTY WINGS

MAXWELL

JAVE MATTHEWS BAND: DANNY CLINCH
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From mergers and acquisitions to rollups and divestures,
the touring industry is facing many changes that affect
every aspect of the business.
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,‘ svenue operators, sponsors, digital music executives, ticketers,
merchandising companies and production professionals to:

« Hear how this revolution is impacting club shows,
megatours and everything in between

environment

* Gain ideas from compelling keynote interviews,

) « Network with key executives in an intimate
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« Connect with the best in the business at the
Billboard Touring Awards - Honoring the industry’s
top artists, venues and professionals of the yearend
is i tji

Get access to information that will
take your business to the next level!

Register Early & Save - BillboardEvents.com

SPONSORSHIPS: Cebele Marquez 646.654.4648 « CMarquezidbillboard.com
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To many in the music business, TuneCore is the standard-bearer of the anti-label move-
ment, since nearly all of the artists who use its digital distribution service are unsigned.
But TuneCore’s recent marketing partnership with Universal Music Group (billboard.biz,
July 9) indicates that the company is also interested in giving its clients the ability to tap
into tha services of a major label.
It’s the latest sign of TuneCore’s aspirations to move beyond its core digital distribu-
tion busimess, which charges artists a flat annual fee to get their music on iTunes, Ama-

zon and other digital retailers.

The company recently struck a deal with Live Nation under which TuneCore artists
who sell 200 songs within 30 miles of a House of Blues location can get a guaranteed
gig at the venue for a minimum payment of $100. It also partnered with Guitar Center
to give away a downloadable compilation of 20 TuneCore acts. And TuneCore founder/
CEO Jeff Price, a former label executive who was co-founder/president of the now-
defunct SpinART Records, is eyeing potential marketing partnerships with major con-

sumer brands.

TuneCore remains a relatively small player, responsible for $41 million worth of music
sales in the last two years. But with such acts as Nine Inch Nails and Aretha Franklin dis-
tributing their songs through its service rather than through traditional label deals, the
company has already become a contender in the digital music landscape.

Price sat down with Billboard to discuss the Universal deal and TuneCore’s long-term goals.

What was the goal behind the
Universal deal?

Over the past two years, there’s
probably been about 20-30 bands
[using TuneCore] that got signed—
everything from Medic Droid and
MGMT and Tapes 'n Tapes and
Soulja Boy, Zac Brown Band,
Drake. Artists wanted to be able to
have an “in” to the record labels in
the event they wanted to go that
path. TuneCore is about providing
opportunities for musicians to
make choices, giving them access
to things that perhaps they wouldn't
otherwise have.

But part of the implied pitch at
TuneCore is that artists don’t
need labels to distribute their
music. How do you feel about
the artist-label dynamic that’s
at work these days?
I’ve never been anti-label. What I
am [against] is the idea of someone
giving up their rights or their rev-
enue without somebody else giv-
ing them an equitable service back
for that.

Record labels make people fa-

Jefl Pri

The head of the indie digital
distribution gervice talks about
his company’s partnership with
UMG and why labels still matter.

mous. That’s what they’re really
good at. And then they monetize
that fame. The problem is that the
correlation between fame and
music sales is broken somewhat.
It’s a confusing time out there be-
cause distribution used to be the
domain of record labels. The one
thing an artist could never do on
their own was distribute their phys-
ical product nationally with tens of
thousands of record stores.

But I think labels still do things
that the rest of us can’t. They have
pipelines into films and TV shows
for mass-use licensing, and they
do have a pretty good strangle-
hold on the pipeline into com-
mercial radio, which still does
influence music sales. But how
are record labels going to make
morney in the long run? It’s still
being sorted out.

Will TuneCore become more
like a label or some kind of hy-
brid company that combines
label-like distribution with
other artist services?

Honestly, I ran a record label for

L

i

17 years, and I'm not doing it again.
The goal of TuneCore is to serve
the musician. We create opportu-
nities for them. And I want to take
the collective force of a couple hun-
dred thousand bands and go knock
on doors. “Hey, Pepsi, I got a cou-
ple hundred thousand bands here.”

So what’s the difference be-
tween that and what labels do?
Well, right now the labels are
much bigger, they have the cata-
log and the legitimization of the
music industry. [ am an outsider
that’s coming into it in a very new
way, but I'm not Universal by any
stretch of the imagination. That’s
why I like to partner with them,
because they can bring things to
the table that I can’t. Five or 10
years from now, would that still be
the case? I hope not. [ hope we're
viewed as important and legitimate
as the largest record labels in the
world and provide a place for cor-
porations or music promotion
companies, or booking agents, or
managers to go to in order to gain
information, access, insight or

whatever it might be, provided
that’s what the artist wants.

How does your flat-rate model
fit into all this?

I came up with the model because
I got angry. I was approached by dig-
ital aggregators wanting to do
spinART Records’ digital distribu-
tion. They said they were going to
have control of the master rights ex-
clusively for five years, and on top
of that, every time the music sells,
they’re going to take a distribution
fee between 15% and 30%. That
made absolutely no sense to me.
They just move a file from point A
to point B on the Internet. Their re-
sponse was, “Oh, we’'re going to
market and promote you.” When 1
hire someone to market and pro-
mote music—like a publicist—I pay
them a flat fee, not so my publicist
can take control of my master ex-
clusively for five years and make
30% of the revenue every time the
music sells. Give me a fucking
break. I still get upset by it. Soit was
an emotional, moral reaction to the
model that I just felt was wrong.

If music fans start streaming
music instead of buying and
downloading it, where does
TuneCore fit in?

It’s my function to serve the mu-
sician and provide products and
services and infrastructure and ac-
cess they couldn’t otherwise have.
If it’s iTunes, it's iTunes. If it’s
manufacturing CDs, it's manufac-
turing CDs. We make buttons and
posters and T-shirts and stickers
and we do mixing and mastering.
Is it going to remain that over the
next five to 10 years? I honestly
don’t think so. Once you commodi-
tize something and it becomes
something that anyone could buy
and someone else launches, then
it just becomes a matter of price.
Honestly that’s notatall what I'm
trying to be or what | want us to
be. What I want us to be is of use.
I want us to be of value.

So what’s next for TuneCore?

What my eye’s on next is creating
anew Web site that works a lot bet-
ter, which is launching in Septem-
ber-ish. It'll allow bands to log in
and really get a nice, easy-to-un-
derstand, easy-to-digest snapshot
of their musical life. I want them
to see the real information—the
successes, the failures—and what
they need to do to pursue where
they’re going. These bands are out-
selling top 40 artists, just nobody
knows about it. I think they have
to be taken more seriously, and 1
view it as my job to make sure they
are. So the next time Pepsi wants
to do a campaign tied into music,
perhaps they’ll consider coming to
TuneCore as much as going to
Amazon because of the value of
what those musicians bring to the
world. And again, the musician can
say yes, the musician can say no,
that's their option, but it's impor-
tant that the option be there in the
first place. .

I've never been anti-label. WhatIam [against] is the idea of
someone giving up theirrights or their revenue without
somebody else giving them an equitable service back for that.
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Frash out of his deal with Def Jam Records,
Jay-Z unveils his latest ‘Blueprint’ for success.

At just about any given moment of any given day—including this sunlit
June Friday afternoon—Jay-Z is a busy man. ¢ Sitting on a swivel chair
at his Roc the Mic studios in downtown Manhattan with a glas§ of Santa
Margherita white wine in hand, he tackles interview after interview
with Japanese reporters, pausing only to use the restroom or ask his
assistant to get him a refill or an order of food from his sports club,
40/40. ¢ But while he handles his international duties, his Roc Nation
team—seven people, including his assistant, longtime publicist.and his
engineers—make sure his empire runs smoothly. ¢ His employees are
scattered around the room] some perched on stools and couches,
others standing or sitting on the floor. His assistant is booking flights,
hotels and car service forthe BET Awards, which is taking placethat
weekend; his publicist whispers on the phone about another magazine
story. His engineer catches a CNN report about Michael Jacksan’s death
the day before and wonders about what might happen to his estate
and Kids. The rest of the Ro¢ Nation crew sit with laptops in hand. e

bg mariel concepeion

Jay-Z, born Shawn Carter and raised in Brooklyn’s Marcy Projects, is |

the first to admit he could not have reached half|of his sucgesses on

his_ own. But it is his overarching big business vision and talent that

have positioned him as one of the most iconic artists of his time.
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Following in the footsteps of Madonna and U2, the 39-year-
old rapper last year signed a 10-year, $150 million deal with
the concert promotion giant Live Nation that includes tour-
ing, publishing and recording.

In May, Jay-Z departed from Def Jam, his longtime label
home, at the cost of $5 million, but gained control of his fu-
ture master recordings. Last month, he signed a one-off deal
with Atlantic to distribute his upcoming, 11th studio album,
“The Blueprint 3”; a month later, he signed a deal with Sony
for all future Roc Nation releases.

“I still owed an album to Def Jam, but | wanted to have it
back for a number of reasons, the most important being that
1t wasn't consistent with the type of business [ planned for
me or where I was positioning myself. Everything in my life
I had taken charge of, but yet I was still an artist signed 1o a
label. It seemed a little archaic in my plans,” he says. “I’ve al-
ways prided myself on beinga principled person. It was more
so the principle than the amount of money. It was about own-
ing my own masters and owning my own companies, but you
have to pay for the privilege and that comes at a premium.”

During the course of his career, Jay-Z has sold more than
29 million albums in the United States, according to Nielsen
SoundScan (see chart, page 25). As if that number wasn’t im-
pressive enough, Forbes recently released its Hip-Hop Cash
King list and crowned Jay-Z the highest-earning rapper of
the year, knocking down last year’s winner, 50 Cent. Accord-
ing to Forbes, which based its numbers on earnings between
June 2008 and June 2009, Jay-Z pulled in $35 million in the
past year, mosily from his international tour and his owner-
ship stakes in 40/40 and the New Jersey Nets.

Heading over to Sony seems an ideal fit for Jay-Z, who has
a close relationship with Columbia Records co-chairman Rick
Rubin, not to mention the fact that his wife, Beyoncé, is signed
to the label. At one point he thought Def Jam would be more
appropriate for such a partnership. But he says the Univer-
sal Music Group label passed on the opportunity to develop
him into the kind of mogul he wanted to be. (Def Jam had no
comment on its relationship with Jay-Z at press time.)

“You have to figure, this is like four years ago, and to them
it was just like, ‘Are you crazy? No! Make a song!” " he says. “To
me it was like, ‘I’ve sold companies for huge amounts of money.
I’'m an entrepreneur—that’s what I've been all my life. I can’t
just sit here and make records and not do anything else. Why
wouldn’t you want to do this with me?” I felt underutilized.”

Now all of Jay-Z’s ventures are coming into alignment. He
will release “The Blueprint 3” Sept. 11, eightyears to the date
from the debut of the original “Blueprint.” “This being the
end of the trilogy, | wanted to bring it full circle,” he says.
“The first ‘Blueprint’ was based on soul samples and more
of a place where | came from and the records I listened to
growing up with my mom and pop. This ‘Blueprint,” [ liken
it to a new classic, simply because we—Usher, Justin Tim-
berlake, Beyoncé, myself—are becoming the people that we
looked up to musically growing up, like Marvin Gaye and
Frank Sinatra.”

‘BLUE’ JAY
This album has taken longer to record than anything Jay-Z
has done before it. The rapper says that he finished the proj-

Hova in the house: JAY-Z at the
Wiltern in Los Angeles.
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ect in November, then held it back as he negotiated with Def
Jam. “The time gave me a chance to step back, touch it, step
back, touch it, rework it. Then I had to keep motivating my-
self because of the current state of music. My album is a sin-
gle album, but it's part of a collective—the collectiveness of
hip-hop,” he says.

So Jay-Z took his time, and let his hair grow out—as he
usually does when he’s in the studio—and came back with
collaborations with producers like Kanye West, No I.D. and
Timbaland, as well as musician contributions from MGMT,
Drake, Mr. Hudson, Rihanna and Kid Cudi. (As of now, there
are no collaborations with Beyoncé, although he doesn’t rule
out the possibility.)

The album’s first single, “D.0.A. (“Death of Auto-Tune),”
entered the Billboard Hot 100 at No. 24, providing yet another

confirmation of Jay’s stature.
On it he rhymes “[ know we're
facing a recession, but the
music y’all making gonna
make it the great depression
... this ain’t politically cor-
rect/This might offend my po-
litical connects/This is the
death of Auto-Tune, moment
of silence” over a sample from
Janko Nilovic’s “In the Space.

“In hip-hop our job is,
once a trend becomes a gim-
mick, to get rid of it. We've
done that since the begin-
ning of time. This isn’t some
newfangled thing,” Jay-Z
says about the track, which
criticizes the egregious over-
use of the Pro Tools plug-in.
“When people were wearing
the black medallions Ice
Cube came along and said,
‘Get it outta here!” When
Hammer was selling 50,000
records, Q-Tip came and
said, ‘Get it outta here!
Then Biggie Smalls came
and said, ‘Your life is played
out like Kwame in the fuck-
ing polka dots. Get the polka
dots outta here!” 1t’s just a
part of hip-hop.”

Oddly enough, the song
was inspired by West, who
used Auto-Tune on his most
recent album, “808s and
Heartbreak.” “He actually
sparked the idea,” Jay-Z says.
“When he heard the beat he
said, ‘Man, this is just so
hard! This has to be against
everything. No Auto-Tune.
None of that type of stuff!” ”
He adds that he and West recorded one track with Auto-Tune
for the album that didn’t get used. “He didn’t know what |
was going to do or where I was going to take it, but it was
actually his fault.”

Other tracks on the album include the intro, “What We
Talking About,” which Jay-Z likens to a track from Mobb
Deep. “It has these dark strings and it’s fitting because it’s
the beginning of the album, and it sets the tone,” he says.
“As a person who doesn’t have to make albums anymore,
the first thing you want to ask is, ‘“We going to do some real
shit? If so, I'm with it.” If we’re going to do some manufac-
tured stuff that’s already been done, then I don’t want to be
a part of this.”

Another track, “Thank You,” is full of sarcasm, arrogance
and big horns. “Already Home” addresses anyone who thinks

JAY-Z BY
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NUMBERS

Thanks to a combination of
his own work and numerous
collaborations, Jay-Z’s chart
totals register beyond the Bill-
board 200. —Keith Caulfield

24 BILLBOARD

29M

Number of albums
sold in the United
States since Nielsen
SoundScan began
tracking sales in
1991. Among hip-
hop artists, only
Eminem has sold
more, with
34.6 million.

JULY 25, 2009

14.6M

Number of songs
downloaded,
according to Nielsen
SoundScan. That
figure includes his
collaborations with
everyone from
Rihanna (“Umbrella,”
3.3 million) to Linkin
Park (“Numb/
Encore,” 1.8 million).

wWWwWw.americanradiohistorv.com

Number of charted
singles on the Hot
R&B/Hip-Hop Songs
chart—the most of any
artist since 1990. He
also holds the record
for the most hits on
the Billboard Hot 100
since 1990, with 55.
Those hits include
songs where he was a
second-billed or
featured artist.

3

Number of his Hot 100
No. 1s that came by
way of helping out a
diva. Mariah Carey’s
“Heartbreaker” spent
two weeks atop the list
in 1999, Beyoncé’s
“Crazy in Love” spent
eight weeks at No.1in
2003, and Rihanna’s
“Umbreila” reigned for
seven in 2007.

No. 4

Chart position of his
biggest Hot 100
single where he was
the lead artist, on the
track “ 03 Bonnie &
Clyde” featuring
Beyoncé. It went to
No.4in 2002.

Number of No. 1songs
on the Hot R&B/Hip-
Hop Song Chart,
including his own
singles “l Just Wanna
Love U (Give it 2 Me)”
and “Excuse Me Miss.”

LEFT: KRISTIAN DOWLING/GETTY IMAGES: RIGHT: TABATHA FIREMAN/REDFERNS/GETTY IMAGES
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Jay-Z is too old to be a rapper.

Despite his reputation as one of the masters of the music
industry—or maybe because of it—Jay-Z still finds himself a
target for rappers looking for beefs. One longtime naysuyer is
the Game, who recently attempted to call out Jay-Z during a
show overseas. “I’'ma tell you like this: [ don’t care whatan*gga
say. This is how 1 am coming out today. Fuck Jay-Z. Old-ass
n*gga. Straight up,” he said, before implying that Beyoncé
was promiscuous. This came in response to Jay-Z’s debut
performance of “What We Talking About” at a Las Vegas show
recently, in which he rapped, “I ain’t talking about gossip/I
ain’t talking about Game/I ain’t talking Jimmy/I ain’t talk-
ing about Dame . . . grown men want me to sit them on my
lap/But | don’t have a beard and Santa Claus ain’t black.”

But that's as much of a response as the Game—or, really,
anyone Jay-Z deems an upstart—is getting. “I hear it all the
time—‘Yo, he should let the young guys, the new generation
of guys come in.’ But you don’t become the front-runner in
music because someone lets you. You have to claim your
shoes,” he says. “If you grow up listening to hip-hop, you
love hip-hop and that’s the end of it. But if you're a 30-year-
old rapper still trying to make music like you're 15, then
you're making it narrow. At my age, I can’t relate toa 15-year-
old. I deal with mature and relevant topics for my age group—
it has to all be based on true emotions. The more diversiry
and the more mature we make hip-hop, the bigger the net
you cast.”

Jay-Z criticizes some new artists for passing the buck and
blaming others for their lack of popularity, but he acknowl-
edges that more successful rappers need to serve as mentors
to help develop the genre.

“Kanye is really the father to the next generation—he’s
from the school of Q-Tip, and now Drake and Kid Cudi are
from the school of "Ye,” he says. “And, when you look at Kanye,
you have to look at Lil Wayne. I think they're like Kobe Bryant
and LeBron James.”

MARKET SHARE

Jay-Z iscurrently on a 10-city U.S. tour with Fabolous and Ciara.
His 2008 tour grossed $38 million and attracted an audience
of more than 350,000, according to Billboard Boxscore.

In a nod to his headlining performance at the 2008 Glas-
tonbury Festival, which was considered “wrong” by Ousis
songwriter Noel Gallagher but received rave reviews, Jay-Z
will head to London and potentially Ireland for four concerts
with Coldplay (see story, right). Afterward, he plans to come
back to the United States and tour in the fall, then return to
foreign markets next spring. He is also planning single per-
formances, including a benefit on Sept. 11. (Details weren't
available at press time.)

ROG STAR

As the album’s release date approaches, Jay-Z will also put
out another single that he hopes to introduce in a nontradi-
tional way. He first generated buzz for “D.0.A.” by performing
it live for the first time at WQHT New York’s 2009 Summer
Jam concert, and last year he debuted the promo single “Jockin’
Jay-Z” at West’s New York concert. But neither “Jockin’ Jay-Z”
(which sold 23,000 digital copies, according to Nielsen Sound-
Scan, and peaked at No. 51 on the Hot R&B/Hip-Hop Songs
chart) nor “Brooklyn Go Hard” {(No. 61), another promosingle
released last year, are on “The Blueprint 3.”

Any strategizing about singles is just one more part of the
promotional power of |ay-Z Inc., which constantly hums in the
background. Jay-Z also has a deal with Iconix, the company that
purchased his Rocawear fashion line, and a partnership with
Scion, which bought the clothing line Artful Dodger in 2007.
“We bought that for $15 million, and we’ll continue to build

that company. [t hasn’t been active in the last year because of

what’s going on with the recession, but, when everything
bounces back, we'll focus on it. We're also looking to buy other
companies together as well,” he says.

Then there’s Roc Nation and its various departments, which
are practically a full-service business for musicians. The lubel
has artists like Jay Cole and Rita Ora, while the management
side boasts Kid Cudi and Melanie Fiona; there’s also a publish-
ing arm for songwriters. The company has a deal with Pollux,
through which Roc Nation will soon release Rihanna and Kanye
West fragrances.

Jay-Z also has a three-book publishing deal. And although
he hasn’t said much about it, he told radio host Ryan
Cameron from WVEE Atlanta that he plans to call his first
book “Decoded,” “because I’'m going to decode the lyrics
from my records.”

Jay-Z is perfectly aware that this kind of branding—done
for years in the hip-hop world and only now gaining recogni-
tion in the overall music business—is key to his success. “All
these things are just part of the culture—it’s part of living your
life,” he says. “It’s not really separate, and if it all has some
type of synergy and is all in one place, it has a cohesiveness
that it wouldn’t normally have if the guy from Arden was doing
your fragrance deal and then this guy was doing your movie
deal. They’re not really conversing with each other. If the con-
versation is happening all in one place, then there’s a more
organic and natural thing.”

When Jay-Z speaks like this, it's easy to imagine him as a
full-time mogul—especially since he threatened to retire from
hip-hop in 2003. But don’t expect him to leave the stage any
time soon. “One day you'll wake up and say, ‘Man, it's been five
years since this guy has put out an album,” ” he says. “Then
you'll realize that I'm gone.”

For now, though, he’s just getting started. .

Jay-Z has had 10 No. 1s on the Billboard 200, and he is only the third artist to do so. He's tied with Elvis Presley for

the second-most No. 1s among all acts. Only the Beatles, with 19, have more.

Nielsen SoundScan
Y.S. Sales:

The Billboard 200
Peak: L(five weeks

The Biliboard 200

Peak Date: 10/17/1998 1/15/2000

Weeks on Chart: 69 4 33

“Vol. 2. . Hard Kuofk Lite” “Vol. 3. .. Life and
Roc-a-Fella/ Times of §. Cartes”
Def Jam/IDIMC Roc-a-Fella/
1998 Def Jam/IDIMG

11/18/2000

“The Dynasty:
Roc La familia”
Roc-a-Fella/
Def Jam/IDIMG
2000

1 (three weeks 1 (two weeks)

9/25/200 11/30/2002 11/29/2003

35 26 58

“The Blueprint Z: “The Black Album”
The Gift and the Curse!” Roc-a-Fella/
Roc-a-Fella/ Def Jam/IDIMG
Def Jam/IDIMG 2003
2002

“The Bleprint”
Roc-¢ »Fella/
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—Keith Caulfield
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“Unﬁﬁshed Business’
(Jayrl & R. Kelly)
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GLOBAL WARMING

In Touring And Sales, Jay-Z Has
Made The Most Headway In The U.K.
BY JEN WILSON

Although it took a while for Jay-Z to make a significant
sales impact around the world, he’s starting to become an
international chart mainstay. In the United Kingdom—ar-
guably the territory where he’s most successful outside of
the United States—the rapper first charted with 2007’s
“The Blueprint” six albums into his recording career, ac-
cording to the Official Charts Co. (OCC).

That album went top 30 in the United Kingdom, while the
follow-up “The Blueprint 2: The Gift and the Curse” hit No.
23in 2003, his highest U.K. placing to date. Also that year,
“The Black Album” hit No. 34, while subsequent releases
“Kingdom Come” and “American Gangster”
peaked at Nos. 35 and 30, respectively.

The OCC reports that Jay-Z’s
biggest U.K. seller is “The Black
Album” with 258,000 copies.
“Kingdom Come” and “Ameri-
can Gangster’ have sold 98,000
and 77,000, respectively.

Jay-Z is also a consistent live
draw in the United Kingdom. Out-
side of his controversial perform-
ance at the 2008 Glastonbury Festi-
val (where detractors griped that a
hip-hop artist was headlining a traditionally
rock event), he performed open-air shows at the 02
Wireless festival and Projekt Revolution with Linkin Park at
Milton Keynes Bowl. Jay-Z headlined arena dates at the
6,500-capacity Bournemouth International Centre, the
5,000-capacity Cardiff International Arena, the 21,000-
capacity Manchester Evening News Arena, the 10,000~
capacity Glasgow SECC and the 8,500-capacity Aberdeen
Exhibition and Concert Centre. All of those performances
sold out, according to the promoter Live Nation.

Overall, by far Jay-2Z’s biggest global chart success was
his 2004 “Collision Course” collaboration with Linkin Park..
The album hit No. 1in Norway and went top five in Austria,
Germany, Greece, New Zealand, Portugal and Switzerland.
It reached the top 10 in Denmark, lreland, Australia, the
Czech Republic, Sweden and the Netherlands and the
top 20 in Japan, Italy, Flanders, France, the United King-
dom and Wallonia. It also peaked at No. 4 on Billboard’s
European Albums chart. [

American gangster:
JAY-Z performing at
the 2008 Glastonbum
Festival.

12/18/2004 12/9/2006 11/24/2001

4] 19 16

“MIV Uitimate “Kingdom Come” “American Gangster”
Mash-Ups Presents: Roc-a-Felia/ Roc-a-Fella/
Collision Codrse” Def Jam/IDIMG Def Jam/iDIMG
(Jay-2 & Linkin Park) 2006 2007
Ma(hme Shop/Rm a-Fella/
TR/ TG

2004
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Seven Years After
Its Last Show,
Creed Is Trying To
Resurrect Itself
With A New
Album And Tour.
But Will It Be
Greeted With
Arms Wide Open?

DON'T STOR

BELIEVIN’

BY RAY WADDELL

MUSIC FANS LOVE reunions. Big
bucks can flow when bands reconvene,
from the Police who got back together in
2007 after more than 20 years apart—and
earned more than $350 million, according
to Billboard Boxscore—to this year’s sold-
out Phish reunion. Absence, after all,
makes the heart grow fonder. ® But has
Creed, a band whose commercial success
hasn’t come without its fair share of drama,
both real and imagined, been gone long
enough to inspire this kind of nostalgia>
Creed announced in April that all four of
its original members—Scott Stapp, Mark
Tremonti, Scott Phillips and Brian Mar-
shall—are back together for a summer tour
and a new album on Wind-up, “Full Cir-
cle,” to be released this fall. On paper, the
band looks ripe for a reunion: Creed’s 1997
debut, “My Own Prison,” sold more than
6 million copies in the United States, ac-
cording to Nielsen SoundScan. The follow-
up, 1999’s “Human Clay,” was certified
diamond for sales in excess of 10 million
copies, according to the RIAA. Creed’s last
studio album, 2001’s “Weathered,” sold 6
million-plus. A 2004 “Greatest Hits” pack-
age has sold 2 million copies.

PHOTOGRAPH BY MARKUS KLINKO AND INDRANI

Creed also stood out as a touring act. Between November 1997
though the end of 2002 the band reported more than $70 mil-
lion in grosses and 2 million tickets sold from 220 shows, ac-
cording to Billboard Boxscore. When it split, even amid
controversy and rumored turmoil within the band, Creed was
still more than viable commercially.

But despite all this, the band is only starting to see trac-
tion on its latest efforts. The tour, the band’s first in seven
years, begins Aug. 6 in Pittsburgh, and ticket sales have
ranged from “mixed” to “disaster,” depending on whom one
speaks to and, to be fair, depending on whether one is in-
volved in the tour. It is safe to say the trek is not an out-of-
the-gate home run. Has Creed been gone long enough for
fans to miss it?

“We, frankly, came up to pretty erratic sales, a real mixed bag,”
says Creed manager Paul Geary of AGP Management. “We sold
way more tickets right out of the box [in some markets], and in
other markets it was, ‘Whoa, what went wrong here?” ”

Once the band starts making media appearances and an im-
pact at radio, it is conceivable for Creed to see a resurgence.
The band’s commercial clout during its peak was undeniable
(see chart, page 28). That, of course, is one positive, both for
the tour and the album. “I'm glad that we kind of went out with-
out failures,” Tremonti says. “We went out leaving some meat
on the bone so people would want more later on, which I'm
thankful for.”

Gregg Wattenberg, chief creative officer for Wind-up, which
has always been Creed’s label home, calls the new album “chal-
lenging, but I would say every record I work on seems to have
its challenges, so it's nothing I haven’t seen before.”

Having this sort of track record gives Creed a leg up, Watten-
berg says, but in the end it comes down to the songs; the title
single to “Full Circle” will be worked the third week of July.
“These artists that come back with a lot of hype and expecta-
tion, if the song delivers it just opens all the doors that need to
be opened,” he says. “If the song doesn’t deliver, it’s an uphill
battle. I told the guys, ‘Let’s keep it squarely focused on one
song at a time. All the other stuff is going to follow if we take
care of that” ”

JULY 25,2009 | www.billboard.biz | 27
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Thanks to strong play on rock radio, all of Creed’s albums have sold at least double-
platinum, landing the band in the annals of Nielsen SoundScan (see chart, right).

TITLE PEAK POSITION DEBUT DATE

e Sl(l’usnisaclzg 6.3M 6.3M 2M “My Own Prison” 2 Aug. 30,1997
: : “Torn” 3 Feh. 21,1998

Debut: 174 1 15 “What’s This Life For” 1(6 weeks) June 20, 1998
 “Pne” 2 Dec. 19, 1998

Debut Date: 10/18/1997 12/8/2001 12/11/2004 “Higher” 1an Sept. 11,1999
T “Whatlf” 3 Jan. 8, 2000

Peak: 5 “With Arms Wide Open” 1) April 22, 2000
“Are You Ready?” 4 Sept. 9, 2000

Peak Date: VI “Riders on the Storm” 28 Dec. 16, 2000

“My Sacrifice” 19 Oct. 27, 2001

Weeks on Chart: n 104 1 n “Bullets” 1 Feb. 2, 2002
“My Own Prison” “Human Clay” “Weathered” “Greatest Hits” “One Last Breath” 5 April 27, 2002

Wind-up Wind-up Wind-up Wind-up “Weathered” 1 Nov. 23, 2002

]gg] ]ggg 200] 2004 SOURCE Mainstream Rock Songs arrplay chart

1. Shania Twain, “Come On Over” 15.5 MILLION
2. Metallica, “Metallica” 15.4 MILLION
3. Alanis Morissette, “Jagged Little Pili” 14.6 MILLION
4. Backstreet Boys, “Millennium” 121 MILLION
5. Soundtrack, “The Bodyguard” 11.8 MILLION
6. Santana, “Supernatural” 11.6 MILLION
7. Creed, “Human Clay” 1.5 MILLION
8. The Beatles, “1” 1.4 MILLION
9. 'N Sync, “No Strings Attached” TL.IMILLION
10. Celine Dion, “Falling Into You” 10.8 MILLION

Creed is the 10th-best-selling rock band—in terms of
albums—in the United States since SoundScan began
tracking data.

1. The Beatles 57.6 MILLION
2. Metallica 51.8 MILLION
3. Pink Floyd 35.5S MILLION
4.U2 33.8MILLION
5. Peari Jam 29.9 MILLION
6. Dave Matthews Band 29.82 MILLION
7.AC/DC 29.78 MILLION
8. Eagles 29.77 MILLION
9. Aerosmith 29.5MILLION
10. Creed 26.3MILLION
SOURCE NIELSEN SOUNDSCAN

ROAD CONDITIONS

When Creed split, the band was already feeling a backlash from
both the media and some music fans, not uncommon for acts
that experience such a rapid rise to the top. “I think when we
parted ways it was kind of a good time to let people step away
from Creed for a bit, once we saturated the airwaves the way
we did, ” Tremonti says. “It sort of seems the world has a way
of building artists up, and once it reaches a certain level, when
you're no longer the underdog, people sort of stop rooting for
you. So it’s nice to kind of step back and start fresh again.”

Post-Creed efforts by band members have not scaled the
heights they experienced together. But it hasn’t been dismal,
either, especially by today’s standards. Tremonti, Phillips and
Marshalllaunched Alter Bridge with Myles Kennedy on vocals
and rhythm guitar. Alter Bridge’s 2004 debut, “One Day Re-
mains,” sold more than 500,000 copies in the United States,
according to SoundScan, and its 2007 sophomore release, “Black-
bird,” sold about half that number. Stapp’s 2005 solo album,
“The Great Divide,” sold 394,000 in the States.

It is unfair to gauge a tour’s success until Boxscore reports
startcoming in, but no press releases about quick sellouts have
appeared about the Creed reunion, booked by veteran
Creed/Alter Bridge agent Ken Fermaglich at the Agency Group.
“I think they’ve been missed all along by a certain segment of
the population,” Geary says. “What's gone wrong here is not
so much that they have not been greeted with open arms, more
so they’ve been underpromoted.”

Geary admits the launch left a little to be desired in terms of
creating buzz. Without an album at radio and the “40,000-foot
look” that national TV exposure provides, “where the band
comes out after seven years for the first time, looking great per-
forming some of their biggest hits and reminding people of
why they were so big,” they were limited. “Frankly, I'm amazed
at how well we've done without anything,” Geary says. “We ba-
sically just went on sale with surgical strikes; in each market
that we went on sale we had a marketing spend, you buy print
and radio and some television locally to support the tour.”

Later the band nailed down a June 26 “Fox & Friends” TV ap-
pearance, and it has at least two other TV appearances in the
works, according to Geary. Hopes are high that that exposure,
along with a big single and an invigorated marketing push from
Live Nation, which is promoting the bulk of the dates, will pro-
vide the juice to the tour.

“[Live Nation] agree and we agree that the launch had its
shortcomings,” Geary says, “but we're back with that now and
we're onboard, and I feel really positive we’ll have a big success
in the end, now that we have a major budget put toward reach-
ing the people.”

It doesn’t help that Creed wasn’t the critics’ darling, despite
its commercial success. “Creed’s never been popular with the
print media,” Geary says, adding, “I have to tell you [that] mid-
dle America, Joe Work Boot, loves this band. These songs strike
a chord for so many people, evidenced by selling 35 million
28 |
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records and their touring being as significant as it was.”

At first, Creed considered reuniting for just a tour and not
make a new album. “We got together planning on just doing a
tour,” Tremonti says. “Then, after a few meetings, we just de-
cided if we're going to do this, let’s do it right, go 100% and do
what we've always done: support a tour with an album and sin-
gle and go out there and give it all we’ve got.”

Stapp says he wanted to record new material and then tour,
and said as much to the rest of the band. “This was after we had
crossed the threshold of anything we felt we needed to be said,
which was simply like brothers or like family—1'm sorry, man,
those days . . ..’ ‘Aw, you don’t even have to explain it, ¢’'mon
over here and give me a hug'—thatkind of thing, that was brief,”
Stapp says. “Once that happened, it was full speed ahead on
making a record.”

At first, the talk was about a tour and new songs, not neces-
sarily an entire album of new material, Geary says. “You don’t
walk into a room in one day and have a plan,” he says. Instead,
the band discussed what its aspirations were, and the plan
evolved from a few new songs to a reissue, and then into a full-
blown album and tour.

While there are always skeptics, conversations with Stapp
and Tremonti make this reunion seem far more than just a
money grab. “A lot of people have asked if we're throwing this
together to just get in and get out,” Tremonti says. “We take
what we do seriously. We're not going to put out a record that's
not up to par with what we've done in the past, and the same
goes for the tour.”

CIRCLE UNBROKEN

While the writing for “Full Circle” took place in five or six weeks,
according to Tremonti, “some of these ideas have been worked
on for years, so it’s not like all of this stuff is coming out of
thin air.”

This time, Creed was able to recapture its chemistry “fairly
quickly,” Tremonti says. The title track “was pretty much one
of the first ideas we started fiddling around with. I think that
song was what broke the ice.”

When the band first got together to play at Stapp’s home stu-
dio, it didn’t quite know how to get started, Stapp says. “So [
[said], ‘Let’s just go back to the beginning.” We played ‘My Own
Prison’ and it was like we hadn’t missed a beat. In fact, we played
it better than ever, and we hadn’t jammed together in years.”

And, in those years, the state of the industry has certainly
changed. “We all know that the industry has shrunk, the sales
come down a little bit every year,” Wind-up’s Wattenberg says,
“and I told [Creed], “‘What one song used to do for you guys we’ll
probably need two or three songs to do that same number.’
That’s even more reason to have five or six potential hits, not
just two or three.”

Given its initial expectations, or lack thereof, one might say
Creed is revisiting familiar territory. “We were just four college
kids getting into a band and having a good time, and it was kind

WWW.americanradiohistorv.com

of an added bonus that it was received really well, that it meant
alot to people’s lives,” Tremonti says.

Wattenberg hears new music from Creed that he thinks can
have the same impact—if it gets on the radio. “I heard three
songs when I wentto[recording sessions in] Nashville that sound
like monsters,” he says. “The industry always thinks this kind
of music is not happening or not relevant, then all of a sudden
every year you have this big middle-America rock record.”

Both Stapp and Tremonti say their music careers outside
Creed will continue. “It's just one of those things where we
want [Creed] to have a co-existence with our other projects,”
Tremonti says. “It won't be five tours a year like it was in the
early days, but we can absolutely put a record out whenever we
want to get in the studio.”

But that being said, Creed will still emphasize touring. Re-
cently, AGP Management and Live Nation developed “a full-
blown marketing plan that I believe is going to be without
question super-effective for us,” Geary says. Part of the planin-
cludes weekly promotions of $10 lawn tickets, general scaling
of $20 on the lawn and $35 pavilion seat promotions.

And from early indications, it seems Live Nation’s increased
marketing efforts are starting to pay off, particularly the pro-
moter’s ongoing across-the-board Wednesday price promo-
tions at sheds and more targeted promotion of Creed at shows
by other artists.

Geary says that during one weekend this month alone Creed
sold 5,200 tickets through Live Nation’s announcement of price
promotions at concerts by Nickelback, Kid Rock and Def Lep-
pard. At one Nickelback show in Darien Lake, N.Y., more than
1,900 were sold. This impulse-buy promotion will be ramped up
as bands roll through Live Nation amphitheaters ahead of Creed.

They’re also thinking local, particularly when it comes
to radio.

“We learned a recent lesson in talking to [radio programmers]
about tour promoting, and that is, rather than come to them
with prepackaged promotion ideas, go to them in each individ-
ual market and find out what’s important to them,” Geary says.

Local attention certainly will help, but national TV is the car-
pet bomb to take advantage of the surgical strikes. “The only
way you're really going to get a blanketed look is one of two
ways: television or top 40 radio,” Geary says. “If you look at ac-
tive rock and you're the No. 1 track there, you're really only
reaching 8 to 9 million people nationally. If you're the No. 1 top
40 track, there could be 60 to 70 million listeners. And TV is
enormous in itself. Those are the two major ways to connect
with the general public and we didn't have either.”

Whether it all falls into place with a blockbuster tour and a
hitalbum, for his part, Stapp is ready to reconnect with Creed’s
audience from the stage. “The one thing we like to pride our-
selves in is playing these songs better live than we do on record,”
he says. “We only know one way to do it and that’s from the
heart. [ believe everybody who comes to those shows is going
to feel it.”
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Madonna Tops Strong Midyear List Of Top 25 Tours
BY RAY WADDELL

Despite the uncertain state of the economy, Billboard’s
midyear touring charts indicate a patte-n of success that could
well carry through the end of the year.

And, even more so than usual, the top 25 list is domi-
nated by acts that first achieved success a quarter cen-
tury ago or more, including Madonna, Tina Turner,
AC/DC, Bruce Springsteen, Billy Joel, Elton John, Fleet-
wood Mac, Metallica, the Dead, Neil Young, Iron Maiden
and Leonard Cohen. That said, there’s still a fre