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What you give the world is beyond words.

July 10 » San Francisco » AT&T Park
“He is an enduring force of nature.”

=5an Francisco Chronicle

“ July 13 « Salt Lake City « Rio Tinto Stadium
“...when McCartney smiled,
everyone smiled with him.”

~-Deseret News

July 15 « Denver « Pepsi Center
“...McCartney delivered a bewildering number
of pop and rock classics, hit after brilliant hit.”

~The Denver Post

July 24 « Kansas City » Sprint Center

“..certainly the year’s best ...and probably
among anyone's shows of a lifetime.”

~The Kansas City Star

July 26 « Nashville « Bridgestone Arena

“...Sir Paul's charisma and infectious good nature

humanized him, making us feel like we made a

new friend, while getting the privilege of an evening
in the titanic presence of a true rock god. A master.”

-Nashville Scene

August 8 & 9 « Toronto « Air Canda Centre
“the fire and passion still burn deep within his soul.
...he embodied the true definition of the word ‘inspiration.””

-Toronto Star

August 12 » Montreal « Bell Centre
“He’s the one who can make you smile, sing, clap your
hands or shed a tear, alone or with a thousand others.”

-La Presse

August 18 & 19 « Pittsburgh » Consol Energy Center

“It was loud, uplifting, and glorious, the crowd reveling
simultaneously in something old and something new.”

~Pittsburgh Tribune-Review

Another Amazing North American Tour!
s Thank You from your Biggest Fans

concerts west
mpl Mershell Avts [td
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major's fortunes.
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MUSIC

S5 THE REORGANIZATION MAN 8
EMI Group CEQ Roger Faxon lays 12
out his strategy to boost the 14

6 6 Questions: Richard Stumpf
Publishers Place
Latin

Digital Entertainment

15 Global

FEATURES
16 SWEET GEORGIA BROWN it took many years and countless

shows for Atlanta's Zac Brown Band to make its way to the top of the
country charts. Now, with a new album, a huge truck sponsorship
and a dedicated arena following, it plans on staying there,

THE BEAT GOES ON veteran singer/songwriter/drummer

Phil Collins talks about his 40-year career and his new covers album.

22 15 BRANDS TO WATCH nNew companies are entering the

music branding space and using songs in different and exciting ways.

25 BUILDING BLOCKS Arena managers' top challenges in
today's market. PLUS: On the Road

a1 MAGIC’S NEW KINGDOM orlando set to open

versatile new Amway Center.

47 REGIONAL MEXICAN GOES DIGITAL

Latin music’s largest genre grows online.

IN EVERY '

53

54

58

NO FILLER, NO KILLERS
Brandon Flowers goes
solo, temporarily.

Global Pulse

6 Questions;

David Macklovitch
Reviews

Happening Now

ISSUE

Marketplace

61 Over The Counter

61 Market Watch

62 Charts

77 Executive Turntable,
Good Works, Backbeat

OM THE COVER: Zac Brown Band
phatograph by C, Taylor Crothers.

.COM EXCLUSIVES
Check out our minute-by-
minute multimedia
coverage of MTV's Video
Music Awards and the
latest instaliment of our
Tastemakers video series
featuring a performance
and chat with Lissie. Visit
billboard.com today.

MOBILE
ENTERTAINMENT LIVE
Find out which are the best
music apps being used on
smart phones today at the
Music App Summit, set for
Oct. 5in San Francisco.
Plus, Dave Stewart will
keynote, More: mobile
entertainmentlivefall.com.

A -
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FILM & TV MUSIC

At this conference, set for
Oct. 27-28 in Los Angeles,
attendees can submit a
demo to a panel of film/TV
music supervisors and see
how they react to the
submission live from the
stage, More at filmandtv
musicconference.com.
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TOURING

ShowClix presents Bill-
board's Touring Conference
& Awards, in association
with Music Networx. Join
today's top promoters,
agents and managers Nov.
3-4 at the Sheraton New
York, More at billboard
touringconference.com.

www.billboard.biz | 3
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The concert experience remains the most / SPEAKE RS INCLUDE:

important touchpoint between artists and fans.

7

Join Billboard and today’s top promoters, 1’

agents, managers, venue operators, sponsors, T -

digital music executives, merchandising HCAD MARCIEALLEN T CHAR S A mgg R o chues RE e
companies, ticketers, and production Ths Raxy, MAC Erecants. CS Fresents Paciolan Srotite Capfeot (L 183 Sioxmorhe
professionals to:

» Hear what is working in the live music business -
and what is not

= = s = AARON CLARK LIANA FARNHAM  KEN FERMAGLICH MATT GALLE KEITH GARDE
= Network with key industry influencers in an VP, Music & VP Concert Agent President
ST = Entertainment Sales  Marketing/MNetwork The Agency Paradigm PAID
intimate environment Mozes Integration Group
MSG Entertainment
+ Gain insights from compelling keynote interviews,
case studies and panel discussions y :
L
- Cf:mnect with the best in the bl.lS!l'_IESS at t_he RICH GOODSTONE  ELLIOT GROFFMAN HAB HADDAD JEFF KREINIK SHELLEY LAZAR GREGG LATTERMAN  KEN LEVITAN
Billboard Touring Awards - Honoring the industry's Partner Partner Director Business Dev. VP of a i Manag Partner
7 < Superfly Presents Carroll, Guido & Morth America Front Gate Tickets SLO VIP Ticket A-Squared Vector
top artists, venues and professionals of the year Groffman LLP Music Networ Inc. Services
» w
» 8
$449 Pre-Registration Rate | ‘d :
z
Register Early & Save! ~d w5 .
MARK MONTGOMERY  JOSH NEUMAN PANOS PANAY IAN ROGERS MICHAEL ROB SOLOMON  CHRIS TSAKALAKIS
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>>>U.S, AD
MARKET TO
GROW 3%

A new forecast from
media and
marketing research
firm SNL Kagan
predicts the U.S. ad
market will rebound
with nearly 3%
growth this year to
$210 billion after
two years of
declines. The firm is
forecasting growth
in the sector for the
foreseeable future,
predicting ad
spending of $214.3
billien in 2011 and
reaching $275.8
billion by 2019. SNL
Kagan predicts the
sectors with the
strongest growth
this year will be
mobile, broadcast
TV stations and the
Internet.

>>>JAY-Z
LEADS BET
NOMINATIONS
Jay-Z, Drake, Rick
Ross and Nicki Minaj
top the nominations
for the fifth annual
BET Hip-Hop
Awards, which will
air Oct. 12, Jay-Z
leads with 10 nods
and breaks the BET
Hip-Hop Awards
record for highest
number of
nominations in the
five-year history of
the awards show,
Drake follows with
eight nominations,
while Ross and Minaj
have seven apiece.
Comedian/actor
Mike Epps will host
the show.

>>>DMB
ANNOUNCES
FALL TOUR
Before the Dave
Matthews Band
takes a break from
the road next year,
the group will
embark on a 12-date
arena tour in
November. The East
Coast run will kick
off Nov. 2 in Buffalo,
N.Y., and play
doubles at Boston's
TD Garden and New
York's Madison
Square Garden. The
band’s break in 201
will mark the first
substantial touring
breather in the act’s
20-year career.

BYTTEEN ev LOUIS HAU and ED CHRISTMAN

SONG SUNG BLUE

WOMAN TO WOMAN

THE (ROYALTY) RE-UP

CASH ON DELIVERY

THE REORGANIZATION MAN

EMI Group CEO Roger Faxon
Lays Out His Strategy To Boost
The Major’s Fortunes

EMI Group CEO Roger Faxon's sweeping plan to re-
structure EM1 Music isn't the first such initiative at
the major since British private equity firm Terra
Firma acquired the company in 2007.

But the measures that Faxon recently detailed in
a company-wide memo (Billboard.biz, Sept. 8) sug-
gest that EMI Music finally has a key element it has
lacked since the Terra Firma takeover: a strong, cen-
tralized leadership with the autherity to make far-
reaching changes.

At the top of the new order will be Faxon, aided by
Lea Corbett, his chief lieutenant at EM1 Music Pub-
lishing, who assumes the title of EMI Group COO.

At the same time, Faxon is pushing to hand more

decision-making autherity further down the line of
command through his establishment of three re-

gional operating hubs for North America, Latin
America and Europe plus the rest of the world.
After the Terra Firma takeover, EM1 Music had im-

plemented a “matrix” organizational structure that

emphasized function-oriented
over geographical boundaries and label distinctions.
At first glance, the new operating hubs seem to sug-
gest a return to a geographically oriented hierarchy.
But Faxon stresses inan interview that the hubs’ pri-
mary role will be to mobilize people and resources
“to support and help the local enterprises deliver.”
Faxon acknowledges that the matrix structure had
" and

created “some confusion about accountability
about who was reporting to whom. With the new
structure, he says, “we wanted to build a simpler or-
iscipli-
nary teamwork focused around each launch of each

ganizational structure that promoted cross

project, each release of each record.”

With Faxon's ascension in June to group CEO,
Corbett's appointment as group COO and EMI
Music Publishing regional managing director Nestor
Casonu as head of the Latin American hub, the lat.
est restructuring might appear to some as a takeover
of the label by the publishing division.

Faxon laughs off the suggestion.

“A group of talented people,” he says, “are involved
in both businesses.”

The focus of the changes will be “to bring all the
services as close to the people on the ground, in the

territories of people we represent, take those out of
the center and push them down, closer to the front
lines of the business where things happen,” he says.

The chain of command will be “very much
shortened,” Faxon says. “There's one step be-
tween me and the guy on the ground and that's

the leader of the hub.”

The changes include the dismissals of three sen-
ior executives: Nick Gatfield, president of new music
for North America, the United Kingdom and Ire-
land; Billy Mann, president of new musicinterna-
tional and global artist management; and Ronn
Werre, COO of North America and Mexico and pres-
ident of EM1 Music Services. Ernesto Schmitt, EMI
Music president of central marketing and global cat-
alog, left the company in August,

EMI showed operational improvements in the fis-
cal year ended March 31, sharply narrowing its net
loss from the prior year (Billboard, Aug. 28). But
artist development remains a question mark for the
major, whose only big A&R successes of the past
couple of years have been Katy Perry, Lady Antebel-
lum and David Guetta.

The departures of Gatfield and Mann leave EMI
without a head of A&R. Who will replace them? “We
have great A&R teams around the world and we be-
lieve they have the capacity and the ability to really
deliver,” Faxon says.

Could ALR executives at EMI Music Publishing

assume a greater role at the label? "There are areas

where cooperation between the two businesses can
be extremely valuable,” Faxon says, adding that sign-
ing and developing artists versus songwriters are
disciplines he'd rather keep separate.

While he doesn't say so himself, Faxon is likely to
play a greater role in shaping creative priorities at
the company than his immediate predecessors—
former EMI Music CEO Elio Leoni-Sceti and blink-
and-you-missed-him executive chairman Charles
Allen, who had come from the worlds of brand mar-
keting and TV, respectively.

With Faxon, EMI has its first seasoned music ex-
ecutive at the helm since Alain Levy was forced out
in early 2007 shortly before the Terra Firma takeover.
At a time when its troubled private-equity owner still
faces daunting challenges to meet its debt obligations
to creditor Citigroup, that could help reassure artists
who've been skeptical about the label’s prospects.

“You have to start by understanding you are in a
Faxon
says. “The relationship with artists is the critical in-

service business, not a product business,”

gredient here,” wes

www.billboard.biz 5
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>>>AMAZON
ACQUIRES
AMIESTREET
Amazon has acquired
the AmieStreet digital
music service for an
undisclosed sum. The
most immediate result
of the acquisition is that
the AmieStreet service
will cease to exist as of
Sept. 22. All AmieStreet
links will forward to
Amazon's MP3 store
instead, and all
AmieStreet account
holders will receive a $5
credit to the Amazon
store. Amazon originally
invested in AmieStreet
in 2007 as the lead
investor in the
company's Series A
funding round and since
then has remained an
adviser to the firm.

>>>LEVY TO
KEYNOTE AT
MIDEMNET
Vivendi CEO Jean-
Bernard Levy has been
unveiled as the first
MidemNet keynote
peaker for the of
day of the digital music
business conference in
Cannes. He will appear
Jan. 22, 201, at the 12th
edition of MidemNet.
According to a state-
ment, Levy will discuss
Vivendi's ongoing
strategy on enter-
tainment content
distribution through
multiple platforms and
multiformat
approaches.

>>>BRIT
AWARDS MOVE
TO O2 ARENA

The BRIT Awards are
moving to London’s 02
Arena. The annual
awards ceremony,
organized by U.K. trade
group the BPI, will take
place Feb. 15 and will be
sponsored by
MasterCard. The move
to the O2 had been
expected, as Earls Court
confirmed in July that
the 13-year relationship
with the show was
coming to an end.

Compiled by Chris M.
Walsh. Reporting by
Antony Bruno, Mariel
Concepcion, Jason
Lipshutz, Steve McClellan
and Andre Paine.

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

QUESTIONS

with RICHARD STUMPF

by ED CHRISTMAN

By appointing Richard Stumpf—the former senior VP of creative services
and marketing at Cherry Lane—as president of Imagem Music USA, Im-
agem CEO Andre De Raaff completes his American leadership team. Stumpf
will oversee the company’s pop initiative and join Ted Chapin, who heads
Imagem’s theatrical operation as president/executive director of Rodgers
& Hammerstein, and Zizi Mueller, who's in charge of the company's classi-
cal arm as senior VP of Boosey & Hawkes.

What's the situation that

you're coming into with your new
role at Imagem?
1 will be starting and building out Im-
agem’s U.S. pop presence. To date,
Imagem is primarily based in Europe,
with a fully operational office in the
U.K., which has done some signings.
Sowe have some rights [ for acts] like
Phil Collins and Genesis and newer
groups like Temper Trap. The birth
of their pop side happened when
BMG/Zomba spun off some of their
pop stuff in Europe.

How will you grow Imagem’s
U.S. pop operation?
I'll be bringing in all sorts of talent,
across the board. Our growth will
come in part organically, but there
are catalogs out there that we are look-
ing at as well. So it could grow fairly
quickly, although I do want to grow

to the whole thing is servicing the
writers,

I am hoping to use the same phi-
losophy I used for building out Cherry
Lane. It's not always about volume; it
should be more about the quality.
When you bring in the right talent
you don’'t have to oversign.

What impresses you about the
company?
What I really like is they already have
two of the best publishing companies
in the world, Boosey & Hawkes on the
classical side and Rodgers & Ham-
merstein on the theatrical side. So
they are extremely strong there and
to build out a third tier, alongside
those brands, is exciting to me.
Culturally there are three different
brands under one umbrella, which
will be a challenge. But that challenge
is the fun part. What's also nice is be-

of music, when it comes to the syn-
chronization side of things, the synch
team gets to pitch a lot of different
types of music. So Imagem is deep

without being too big.

Do you foresee Imagem oper-
ating in the hip-hop world?
Yeah, I think so. What is considered
pop is really a variety of contempo-
rary genres. We have a few people
here so we can handle a fair amount,
but if we needed to, we would hire for
different genres as it makes sense.

Can Imagem compete with
other U.5. independents?
I do think we can compete, due to a
combination of things. This company
has a true independent spiritand it's
backed up by strong financing. I be-
lieve, more than ever, that songwrit-
ers, from the developing ones to the

of service. There are ex-
pectations on publish-
ers now that haven't
always been. They look
at us as a marketing
partner. We have toroll
up our sleeves and dig
in and that is where we
will win the battles.

How has the market changed
in the last year?
Importance continues to get placed
on the synchronization world. In gen-
eral, there have been advancements
on the new media side of things, with
the rates the [Copyright Royalty
Board] came down with. These are all
positives and it's only going to get bet-
ter. The larger monetization event
[around digital] is still a few years
away, but if you own or control im-
portant copyrights, you will do very
well.

In terms of the Web, that will hap-
pen thanks to things like the cloud
maodels where there is some monthly
fee that gets sliced up among the dif-
ferent content owners. We are in-
evitably moving that way—if you had
asked me three years ago where we
would be, | would have thought it would
be a lot closer. But it will happen and

it at the right pace, because the key

cause there is such a broad spectrum

top-level names, all want high levels

when it does, it will be great. .

a round-table discussion led by founder
Peter Saltzman. Music Online Alive has
partnered with digital music distributor

360 DEGREES OF BILLEOARD Oseao Media Group and Alfred Music Pub-

MUSIC & ADVERTISING CONFERENCE TO
FEATURE COKE, MOUNTAIN DEW CASE
STUDIES, DEBUT OF MUSIC ONLINE
ALIVE'S VIRTUAL ALBUM

The masterminds behind Coca-Cola’s FIFA World
Cup campaign featuring K'Maan and Mountain Dew's
Green Label Sound will present case studies of their
campaigns at the Billboard/Adweek Music & Adver-
tising Conference set for Sept. 15-16 in Chicago. The
conference will be presented in association with Music
Dealers at the Westin Michigan Avenue Chicago.

Umut Ozaydinli, chief of possibilities at Deviant
Ventures, and Sol Guy, K'Maan’s manager, will dis-
cuss how “Wavin’ Flag” become the centerpiece of
Coke’s multimedia ad campaign during the World
Cup. K'Naan's version of “Wavin' Flag" has sold
412,000 digital downloads in the United States, ac-
cording to Nielsen SoundScan.

Cornerstone co-CEO Jon Cohen and senior VP of
strategic marketing and creative Jeff Tammes will dis-
cuss Mountain Dew’s Green Label Sound as a branding
and promotional platform alongside artist Theophilus
London. London's debut single, “Humdrum Town,” is
now available on Green Label.

In addition, startup company Music Online Alive
will unveil its online virtual album technology during

6 EILLEOARD SEPTEMBER 18, 2010

HotMags - Free Magazin

lishing as a reseller for Warner/Chappell's
digital sheet music catalog.
For more information about the conference and
to register, go to musicandadvertisingfall.com.

BILLBOARD.COM HIRES EDITORIAL
ASSISTANTS

Jason Lipshutz and Jillian Mapes have joined Bill-
board.com as editorial assistants. Lipshutz and Mapes
will report on breaking news for the website and write
stories for Billboard magazine. Both are based in New
York and report to Billboard.com editor Tye Comer.

The new hires represent the latest steps by Bill-
board.com to expand the breadth and scope of its
coverage and follow the additions of a dedicated
multimedia coordinator and art director ear-
lier this year. Billboard.com drew 7.7 million
unique visitors in August, nearly double the
3.9 million uniques who visited the site dur-
ing the same period last year, according to
Google Analytics.

Lipshutz is a former Billboard intern and
freelance contributor who has written sto-
ries for the magazine on a wide range
of acts, including Mark Ronson, Bro-
ken Social Scene, Freddie Gibbs
and the Gregory Brothers. He

has also freelanced for the Hollywood Reporter and
CriticalMob.com and has interned for Seventeen mag-
azine. Lipshutz is a 2010 graduate of the College of
Mew Jersey, where he earned a bachelor’s degree in
English and was a DJ at campus radio station WTSR.
Mapes is also a former Billboard intern and free-
lance contributor. As a Pulliam Journalism Fellow,
she recently spent three months writing feature sto-
ries for the Indianapolis Star and its weekly maga-
zine Metromix Indianapolis. She has also worked as
the digital manager of Athens, Ohio-based booking
agency Blackout Booking. In addition to writing for
Billboard, Mapes has freelanced for AOL Music, Paste
and Under the Radar. Mapes is a 2010 graduate of
Ohio University, where she earned a bachelor’s degree
in journalism and was editorial director of online cam-
pus radio station ACRN. wee

MAPES (left) and
. LIPSHUTZ

PES. LIPSHUTZ: RACHEL BEE

MA



ASGAP INNOVATION

NEW ENTERPRISE SYSTEM

ASCAP launches the most comprehensive and.
integrated copyright management and -
distribution platform in the world.
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U.S. Appeals Court’s BMI Rate Decision
Could Signal Other Changes For PROs

A federal court's recent rate-setting decision involving
BMI has broad implications beyond what appears to
be a costly decision for songwriters and publishers,

In July, the U.S. Court of Appeals for the Second
Circuit nearly slashed in half the negotiated $36.36
annual blanket fee that music service providers like
Muzak and DMX pay BMI for every apparel store,
beauty salon and health club for which they program music.

But in addition to sharply reducing the income that pub-
lishers will earn from service providers, the court decision
could setin motion broader changes in how performing rights
organizations collect money for the use of music.

Music service providers have long negotiated blanket li-
censes with U.S. PROs, allowing them to provide their clients
access to any song in the PROs’ catalogs. If they couldn’t reach
an agreement, they'd take their case to court.

In 2001, Muzak and AEI a predecessor company to DMX,
argued in court for a more flexible “carve-out” license from
BMI, much like what happened in 1995 when TV stations
won the right to license music on a per-program basis in an
ASCAP rate case.

The dispute between the music service
providers and BMI wound up before the U.S.
Court of Appeals for the Second Circuit, which
held in 2001 that BMI must offer an “adjustable
fee” blanket license to services like AEI and
Mugzak, effectively requiring that BMI offer themn
a lower rate if they license music directly from
publishers instead of through BMI. But after
Muzak settled that same year with BMI on a new
blanket rate and AEI merged with Liberty Media
subsidiary DMX, the court never moved to set up a formula
or mechanism to determine how such an adjustable fee blan-
ket license would operate.

In 2008, the Second Circuit agreed to hear a rate case be-
tween DMX and BMI, which couldn'tagree on how to set rates
for an adjustable fee license formula they had devised. Dur-
ing the hearings, BMI requested an adjustable blanket rate of
$41.81. That was higher than the $36.36 negotiated blanket
rate because, the PRO argued, the option of a flexible blanket
rate would make record-keeping harder to maintain. DMX
countered with a request for a far lower blanket rate of $11.32.

On July 26, the appeals court announced it had set up a
carve-out mechanism or formula that allows DMX to license
and pay for music directly from a publisher and then get a dis-
count from the blanket fee based on the proportion of music
played that was directly licensed.

In setting up the formula, the court ruled that BMI's annual
blanket fee would be $18.91 per location, with an annual mini-
mum of $8.66 to compensate BMI for the value of aggregating
and updating its catalog. Those rates are to be in effect through
Dec. 31, 2012, as well as retroactively to July 1, 2005, for DMX.

How would the adjustable component of the rate work? If
25% of the BMI music played is directly licensed, the formula
would subtract $2.56 from the annual fee—or 25% of the $10.25
difference between the $18.91 blanket fee and the $8.66 floor
rate. That means BMI would get $16.35 annually per location.

Billboard estimates that the decision could cost BMI song-
writers and publishers about $9 million per year, as well as
$17 million in retroactive adjustments. As expected, BMI has
appealed the $18.91 rate set by the court, which is expected to
take up the appeal by the end of the year.

“On behalf of our songwriters, composers and music pub-
lishers, we will not allow this ruling to stand without an ap-
peal,” BMI president/CEQ Del Bryant said in a statement.
“Our writers and publishers should not be expected to lose
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more than half of their income from DMX based
on the court’s erroneous holdings, which sub-
stantially reduce the value of their creative efforts.”
BMI represents more than 6.5 million works by
more than 475,000 songwriters, composers and publish-
ers, including pop artists like Norah Jones and Kanye West
and songwriter Kara DioGuardi; such iconic figures as Hank
Williams, Merle Haggard and Kenny Gamble and Leon Huff;
and composers like John Adams, William Bolcom and Ellen
Taaffe Zwilich.

Music service providers are expected to push for a similar
carve-out from other PROs, like ASCAP and SESAC, whose
music wasn't involved in the BMI-DMX case. And the concept
of carve-out licensing could potentially be applied to public per-
formance areas beyond in-store play, such as terrestrial radio.

“The value of the blanket license has been attacked, dec-
imated and ignored,” SESAC president Pat Collins says.
“This decision is bad for intellectual property
owners and creators. It has no transparency,
adds a large layer of inefficiency and devalues
the music.”

ASCAP declined to comment on the matter.

The court’s decision on flexible carve-out li-
censing is bound to prompt some to wonder
) whether it renders PROs less relevant in a world

where music royalty accounting companies like
MRI and RightsFlow and even individual busi-
nesses can directly license music.

But MRI chairman Ronald H. Gertz says PROs will always
have a prominent role in licensing. For example, he notes that
most new digital music services will choose the blanket license
because they're much more interested in setting up their busi-
nesses as quickly as possible. Over time, as PROs ratchet up
costs and as other digital services come along and eat into rev-
enue, then the case could be made for mature music users to
try and save on costs by directly licensing music, he says.

As a result of the 2001 ruling, music service providers that
could keep track of exactly what songs their clients played and
how often were entitled to a blanket fee credit. But the for-
mula’s economic parameters hadn't ever been litigated until
now, Gertz says. “The court's decision is probably the most
important decision for music rights licensing jurisprudence
inthe last 50 years,” he says. “It will change the way everyone
does business.” wee
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For 24/7 publishing news and analysis, see
billboard.biz/publishing.

FOR THE RECORD

W Inacover story about Lukasz “Dr. Luke” Gottwald that
appeared in the Sept. 11issue, we mischaracterized Kobalt
Music CEQ Willard Ahdritz’s view of the publishing com-
pany's synch licensing deals. The passage should have
read: “Gottwald’s publishing company is administered
by the powerful indie Kobalt Music, whose CEO, Willard
Ahdritz, admires Gottwald's selectivity in fielding licens-
ing and synch offers.”

M In the same story, we erred in the editing of a state-
ment made by Dr. Luke's manager, Mark Beaven. The sen-
tence should have read: “Manager Beaven says that while
many songwriters ‘will write one to five songs in a day,
he might take two weeks.' *
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Disorder

BY ANTONY BRUNO and ED CHRISTMAN

In The Court

Ruling On Download Royalty Rates Could Open
Financial Floodgates For Heritage Acts

Artist representatives and record-label exec-
utives disagree sharply over the potential im-
pact of the recent appellate court ruling grant-
ing FB.T. Productions a greater share of royalties
from Eminem digital downloads and ringtones.

Several artist attorneys tell Billboard that the
ruling may provide a financial windfall for thou-
sands of heritage music acts and could have
broad and costly implications for all labels.

Conversely, label executives argue that the
decision by the U.5. Court of Appeals for the
Ninth Circuit, which vacated a jury’s verdict
and remanded the case back to the district
court, only applies to the specific contract be-
tween Universal Music Group (UMG) and FBT.
and won't have any effect on other Universal
acts or any other artist-label contracts.

The legal dispute revolves around whether a
music download should result in an artist roy-
alty payment of 12%-20% of the retail price, like
that for physical CDs, or if the download should
be counted as licensed revenue—similar to a
synchronization deal—and thus result in the
artist receiving a much higher 50% royalty.

UMG has already indicated it will seek a re-
hearing before a larger panel of Ninth Circuit
judges, so the argument is far from settled. “In
the meantime, it should be noted that this rul-
ing sets no legal precedent as it only concerns
the language of one specific agreement,” ac-
cording to a statement issued by UMG. “Any
assertion to the contrary is simply not true.”

Other major and independent label execu-
tives say they too won't be affected by the deci-
sion because they have already negotiated reme-
dies to the potential shortfalls of old contracts
with any heritage artists that still enjoy brisk sales.
But artists’ lawyers interviewed for this story say
they were unaware of such pre-emptive fixes.

Jay Cooper, who's with the GreenbergTrau-
rig law firm, says that “while it is true that this
decision depends on the language of an indi-
vidual contract, a lot of contracts at that time
had that kind of language.”

Bob Donnelly, of law firm Lommen Abdo,
adds, “This ruling won't just create a hurricane
but a tsunami in terms of filing from other her-
itage artists to get their royalty payments
treated the same way.”

In a similar lawsuit between the Allman
Brothers and UMG filed in federal courtin New
York, the lawyers representing the band say
they're heartened by the Eminem ruling.

“We are very happy with the decision,” Arent
Fox partner Paul M. Fakler says. “It's an unusu-
ally clear and very easy to understand and a
very logical decision that says. . . that the deals
that the record labels are doing with down-
load companies are licensing deals. They are
not traditional deals. No matter what the la-
bels try to call them, if it walks like a duck and
quacks like a duck, it is a license.”

Both sides agree that the lawsuit won't af-
fect artist agreements written since mid-
2004, when label contracts began to include
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specific language governing royalties for dig-
ital downloads.

Could the Eminem case change how music
lawyers approach their label negotiations on
behalf of artists going forward? If the court de-
cision survives further appellate challenge, it
gives credence to artists' demands that they
should get a bigger split of revenue in the digi-
tal world where costs like manufacturing, dis-
tribution and returns no longer exist. But it's un-
likely that new artists will have the clout to get
the labels—already reeling from the collapse of
the lucrative CD market—to offer them a big-

Up on downlgads: EMINEM

ger share, no matter the logic of their arguments.

Moreover, if the ruling is upheld, it's unlikely
that the labels will act pre-emptively and alter
how they'll pay heritage artists. As one lawyer
puts it, “Nobody will change anything, until a
court makes them.” In other words, each artist
who thinks he or she is entitled to the 50% roy-
alty will have to legally fight to get it.

Arent Fox partner Ross Charap points out
that the ruling in the Eminem case applies only
in the Ninth Circuit {(which includes California
and other western states), and the court hear-
ing the Allman Brothers case has no obliga-
tion to follow it. Mevertheless he says the Em-
inem decision “has wide applicability” to other
cases and “will lead to a wave of, if not litiga-
tion, then settlement” for royalty payments as
defined by the older contracts.

In fact, Lommen Abdo’s Donnelly adds, “if
the record companies don't take a pre-emptive
position on this, it's only a matter of time be-
fore somecne goes for a class action on be-
half of all of those [heritage] artists.” wos
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LADIES’
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Fantasia’s Chart Return
Reflects Buying Power Of
Black Female Consumers

After Fantasia's new album, “Back to Me" (]
Records), debuted last week at No. 2 on the
Billboard 200, some pundits speculated that
the album’s sales may have benefited from
the publicity surrounding the troubled singer's
recent suicide attempt.

But Fantasia's robust sales performance
also appears to be a sign of something bigger:
the durable buying power of the 25-and-older,
predominantly black female audience that
makes up her fan base.

At a time when album sales continue to
plummet, artists like Fantasia, Monica and
R&B/hip-hop veteran Mary |. Blige are still
able to move an impressive number of units,
And that suggests this consumer segment
might represent a greater opportunity for la-
bels than they've realized.

“I think labels are starting to pay more at-
tention to this demo now,” says Carolyn
Williams, senior VP of marketing for RCA
Music Group, which includes | Records. “With
the shift to the digital realm, labels tend to
think the same group of 13-year-old girls down-
loading and listening to single songs will also
drive album sales. But the industry has been
watching artists sell millions in single down-
loads but not do great first-week album sales.”

Fantasia's “Back to Me” generated debut-
week sales 0f 117,000 in the United States and
40,000 in its second week of release, accord-
ing to Nielsen SoundScan. CDs accounted for
90% of those sales, compared with 80% of
total R&B hip-hop album sales so far this year
and 71.3% of overall U.5. album sales.

SoulTracks.com publisher Chris Rizik notes
that 30- to 50-year-old females polled by his site
say they buy 20 or more CDs per year and heav-
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ily faver buying albums on CD rather than in-
dividual song downloads.

Meanwhile, artists like Fantasia and Mon-
ica have developed beyond just issuing hit
singles, Rizik says, noting that these younger
artists are cultivating the same kind of inti-
mate rapport with their listeners as Blige has
long enjoyed with her fans. “The younger sis-
ters of Mary ].'s fans,” as Rizik describes
them, find the depth and honesty in Fanta-
sia and Monica's current albums very appeal-
ing, he says.

“These artists’ hits are like chapters, but
their fans want the whole story,” Rizik says.
“And that drives their CD sales.”

Other artists in the R&B/hip-hop realm
who have flexed first-week sales muscle dur-
ing the past year include Fantasia's | label-
mate Monica, whose “Still Standing” posted
debut-week sales of 184,000; Erykah Badu,
whose “New Amerykah Part Two: Return of
the Ankh” generated 110,000 in first-week
sales; and Blige, whose 2009 album “Stronger
With Each Tear” clocked in with an impres-
sive 330,000 in its first week, according to
SoundScan. “Stronger” remains a Top
R&B/Hip-Hop Albums chart fixture with
sales of 826,000 units to date, of which 91.6%
have been CDs, according to SoundScan.

This dynamic is also evident among releases
by male artists appealing to 30-and 40-something
African-American female consumers. After
an eight-year hiatus, Maxwell returned to the
charts last year with “BLACKsummers'night,”
which burst out of the gate with 316,000 units
sold in its first week and has sold 1.1 million
to date, according to SoundScan. Smooth R&B
counterpart Kem garnered first-week sales of
74,000 for his third Universal Motown album,
“Intimacy,” after quietly selling more than
800,000 units each of his first two albums,
2003's “Kemistry” and 2005's “"Album I1," ac-
cording to SoundScan.

Rizik also feels major labels are missing
the boat with nonmainstream black female
singer /songwriters with potential appeal to
the 25-plus African-American female demo.
“That arena is still mostly untapped,” he says,
noting that independent artists like Conya
Doss and Angela Johnson “have created their
own loyal following who will not enly buy their
CDs at stores that carry them but will buy them
by the hundreds at their live shows,”

RCA’s Williams says having a strong sin-
gle at urban adult radio is a key advantage in
marketing and building awareness in this par-
ticular demo group. In Fantasia's case, it was
the single “Bittersweet,” which hit No. 1 on
Adult R&B and is No. 7 this week on Hot
R&B/Hip-Hop Songs. “Everything to Me” rein-
troduced Meonica to the marketplace, claim-
ing No. 1 on both Adult R&B and Hot R&B/
Hip-Hop Singles earlier this year.

“Urban adult radio listeners are still physi-
cal-album buyers,” Williams says. “They’ll go
to Target, Best Buy and other brick-and-mor-
tars to buy an album. And people underesti-
mate that a lot. Radio is still the No. 1 medium
for listening and discovering an album for this
group. Both Monica and Fantasia had big urban
adult singles; look at Jaheim or Kem. If you can
reach that core adult physical buyer, you can
build a success.” e
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Puerto Rico’s Cultura Profetica Takes Reggae Sounds To Latin Albums Chart

As a Latin alternative band from San
Juan, Puerto Rico, whose music is
steeped in reggae, Cultura Profetica
occupies a niche within a niche. But
that didn't prevent it from debuting
last week at No. 5 on Billboard's Top
Latin Albums chart with “La Dulzura”
(The Sweetness), which also topped
iTunes' Latin albums list.

More than 90% of Cultura Profet-
ica's sales come from Puerto Rico,
which has proved time and again to be
a resilient market where music still
sells. But more than a tale of local suc-
cess, Cultura Profetica’s chart prowess
is also a story of long-term branding

it sought to cultivate a
younger audience. It
also put out songs on
the Internet, including

Latin

LEILA
COoBO

current single “La Com-
plicidad,” which went
through several ver-
sions in the past two
years. More mellow
rock than reggae, “La
Complicidad” is a sweet, romantic track
with jazz undertones and distinct
hooks that turned into alocal radio hit.

“We've developed what I think is our
own genre,” lead singer Willy Ro-
driguez says. “We don't consider our-

Notas

selves a pop act, but we
do make popular music
in the sense that we are
supported by many peo-
ple. People have finally
understood what we do.”

Rodriguez admits that
going completely indie
after not recording for
five years was challeng-
ing. “I can't deny we spoke with differ-
ent labels, but we didn't find anything
favorable,” he says. “Labels are going
through tough times and we decided
to brave it on our own."

In addition to aggressively working

its online fan base, Cultura Profetica
has cultivated longtime relationships
with sponsors like T-Mobile and Coors
Light in Puerto Rico. Their backing,
manager Soraya Abdouni says, pro-
vides tour support and helps with tra-
ditional marketing and advertising,
including billboards, bus shelter ads
and street posters the band put up in
Puerto Rico to promote “La Dulzura.”
Cultura Profetica also hired Venetian
Marketing Group to handle the mar-
keting and distribution of the album.
Venetian connected the band with Se-
lect-O-Hits, which rushed the album’s
printing and pressing to accommodate

and intelligent marketing.

“La Dulzura” is Cultura Profetica’s
first release on its own label, La Mafafa,
which is distributed by Select-O-Hits.
The six-man group, founded 14 years
ago, has recorded with several indie la-
bels, selling about 3,000-5,000 units
per album, according to Nielsen Sound-
Scan, as well as Universal Music
Group's Machete Music imprint, which
released 2005’s “M.O.T.A." That album
has sold 20,000 units, the band’s

biggest seller to date, according to /

SoundScan. |
Following the release of a live album ‘

of Bob Marley covers in 2007 on Ma-

chete, Cultura Profetica went on an ex-

tensive tour, including Argentina, 7.

where it's hugely popular. On the road,

the band honed the sound of songs that

would eventually appear on “La

Dulzura,” playing locally at colleges as

Finding a place on
the albums chart:
CULTURA PROFETICA

the marketing plan.

“All the accounts in Puerto Rico
wanted the album,” says Select-O-Hits
president Johnny Phillips, who ini-
tially shipped 5,000 units. By the end
of the first week, the number rose to
7,000 and is now nearing 10,000. Or-
ders for U.S. stores are only beginning
to come in—Anderson Merchandis-
ers, for example, has yet to order the
album—but promotion won't start in
earnest until after the “official” album
launch, a concert Oct. 9 at the Tito
Puente Amphitheatre in San Juan, fol-
lowed by tour dates on the West Coast.

“They're a brand, more thana band,”
Abdouni says. “We didn't do anything
out of the ordinary. Their fan base was
simply waiting for this album.” .

For 24/7 Latin news

and analysis, see
billboard.biz/latin.

Number Of The Beast

Iron Maiden’s New Album
Debuts At No. 1In Latin
American Markets

Familiar faces like Enrique Iglesias, Thalia and Camila
populated the upper rungs of Mexico's albums chart
for the week ended Aug, 22,

But topping them all was a far rarer sight: British
heavy-metal act Iron Maiden, whose album “The
Final Frontier” debuted at No. 1. It was also the top
album in Argentina, Colombia, Brazil and more than
20 other countries worldwide, while in the United
States, it debuted at No. 4 on the Billboard 200.

Iron Maiden's success in North America and Eu-
rope wasn't unexpected for a heritage band with a
fanatically loyal following. But it was quite a differ-
entaccomplishment to do so wellin Spanish-speak-
ing countries where radio has never played the
band'’s music to any meaningful extent.

Iron Maiden's strong sales in Latin America un-
derscore the power of a rabid fan base in markets
hurt by widespread piracy (see Latin Notas, above).
But it's also a tribute to the value of touring in mar-
kets that may seem to be off the beaten path.

“It wasn't really surprising because they work for
it,"” says Camilo Kejner, EMI Music executive VP for
international, referring to Iron Maiden’s Latin Amer-
12 |
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ican success. “It's hard to find bands that systemat-
ically tour the region. And when they do it, they
work with us on promotion. If | had to pinpoint one
band that works great with us, it's Iron Maiden.”

In Mexico, Iron Maiden played stadium shows
that drew combined attendance of more than
150,000 fans in the span of 13 months in 2008
and 20089, according to the band. Instead of tra-
ditional advertising, EMI Music Mexico chairman
Camilo Lara says, much of the marketing has tar-
geted young fans ages 8-14.

n

es high. fl’ M‘DEN

Older, hardcore fans of the band “will buy the album
anyway,” Lara says, adding that Iron Maiden also has
astrong fan base among Mexican kids, many of whom
are attracted to the band’s cartoon mascot Eddie.

“When Iron Maiden plays here, the majority of
those in attendance are very young,” Lara says.
“They're not the classic metal heads. So we decided
to [promote] the album to fans other than the ‘clas-
sic’ Iron Maiden fan.”

EMI helped lay the groundwork for the album's re-
lease by organizing a series of parties and show-
cases featuring performances by Iron Maiden cover
bands and listening sessions of the album. The label
also promoted the album through retailer Mix-Up,
which gave free lithographs to those who pre-
ordered the record.

Lara says EMI shipped 15,000 copies and was
prepared for a decent debut. Inthe end, the set de-
buted atop the albums chart, unprecedented for the
band in Mexico, despite its popularity.

“There is a big heritage rock act tradition in Latin
America,” Lara says. “At this point, Iron Maiden ap-
peals to just about any teenager who has a rock
poster in his bedroom.” —Leila Cobo

EMN ESPARNOL: All the great Latin music coverage

L£OM you've come to expect from Billboard—in
i<h. Go to billboard Leom
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SANZ, DREXLER,
GUERRA, DOMM EACH
SNARE FOUR LATIN
GRAMMY NODS

The nominations for the 2010
Latin Grammy Awards favored
singer/songwriters, as Alejan-
dro Sanz, Jorge Drexler, Juan
Luis Guerra and Camila front-
man Mario Domm led all nom-
inees with four nods each.

Another singer/songwrit-
er—superstar Enrique lgle-
sias, who has rarely been rec-
ognized by the Latin
Grammys—is up for song of
the year for “Cuando Me En-
amoro,” which he co-wrote
with Descemer Bueno.

Pop group Camila received
three nods, excluding the
nominations that lead singer
Domm garnered on his own.
Also receiving three nomina-
tions were Daddy Yankee,
singer/songwriter Tommy
Torres (for his work on Sanz's
“Paraiso Express™), drummer
Lee Levin and guitarist Dan
Warner. Yankee’s nods stem
from his album “Mundial,” up
for best urban album, while
two of his singles—"Grito
Mundial” and “Descontrol,”
both penned by Yankee—are
competing against each
other for best urban song.

Recording artists from
Spain snared three of the
five nominations for album
of the year: Sanz with “Par-
aiso Express,” Miguel Bose
with “Cardio” and Bebe
with “Y.” Rounding out the
list of album of the year
nominees are Camila with
“Dejarte de Amar” and Juan
Luis Guerra with “A Son de
Guerra.” Sanz and Bose are
both Warner artists man-
aged by RLM (Rosa Lagar-
rigue Management).

The best new artist cate-
gory bypassed some of the
most commercial, successful
new faces in favor of lesser-
known acts. The best new
artist nominees are singer/
songwriter Alex Cuba (who
writes with Nelly Furtado,
among others), Estrella,
Maria Gadu, Koko and Mexi-
can band Jotdog.

The Latin Grammys will air
live Nov. 11 on the Univision
Network. —Leila Cobo
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Thanks To Merch
Sales, Virtual
Worlds Can Still
Mean Real Money

Two years ago, virtual worlds
like Second Life were awfully
noisy places.

Acts like Suzanne Vega,
Duran Duran and Ben Folds
got reams of press for holding
virtual-world concerts. The
BBC rebroadcast its One Big
Weekend music festival in the
space. And Sony Music pur-
chased an entire island within
Second Life for visitors to
come and stream tracks from
the label's artists.

Today, it's deathly quiet.
Mainstream artists have
largely abandoned Second
Life, Sony no longer sup-
ports its island, and smaller
virtual worlds like Doppel-
ganger—which struck a deal
in 2006 with Interscope to
host artist-branded lounges
for acts like the Pussycat
Dolls—are defunct.

But to completely write off
the potential of the virtual
world phenomenon would be
a mistake. The problem was-
n't so much with the virtual
environments themselves, but
how they were used. Recent
developments show that great
potential remains for revenue
and promotion for artists and
labels that alter their approach
to the space.

For starters, forget the vir-
tual concert. It was cute, but
the reality of the technology
behind virtual worlds is such
that it was never destined to

be much more than a gim-
mick. The appeal was under-
standable. Second Life grew
from 100,000 active users in
2005 to 1 million in 2008, with
predictions of reaching 9 mil-
lion users by 2009,
Impressive numbers, to be
sure. But while
there are some
indie artists who
might be con-
tent to make
around $200 or
so per virtual
show—getting
paid either by
the venue owner
or through tips
from fans—that's not moving
the bar in any significant way.
A better strategy would be
focusing on a separate ele-
ment of the live-music expe-
rience: merchandise. Selling
virtual goods like T-shirts, hats
and jewelry at $1-83 per item
through virtual worlds and so-
cial networks is big business.
But so far, few artists or brands
have jumped into the game.
Piper Jaffray estimated last
year that the worldwide mar-

ANTONY
BRUNO

BATTERY PARK

The coolest, most feature-rich
gadgets are nothing more than styl-
ish paperweights if their battery
is dead. Idapt’s i4 Universal Desk-
top Charger, which can charge
up to four mobile devices simul-
taneously, will come in handy for
tech geeks who live a multiple-
gadget lifestyle. It comes with six charg-
ing tips compatible with the iPod/iPhone, Samsung,
MNokia and Sony Ericsson handsets and devices that use
micro-USB and mini-USB plugs. It also has a high-power
USE charging port for iPads.

The i4 Universal Desktop Charger comes in black,
white or silver and costs $60 at IdaptWeb.com.
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ket for virtual goods was
around $2.2 billion, project-
ing it to reach $6 billion by
2013, To get a sense of the po-
tential of this market for

artists, consider the experi-
ence of Snoop Dogg, who
works with a company called
Virtual Greats to
sell branded vir-
tual goods
through a num-
ber of virtual
worlds.  The
company says
he sold more
than $200,000
worth of virtual
goods on virtual
worlds like WeeWorld, Gaia
Online and Zwinky.

According to Virtual Greats
director of platform manage-
ment Brett Orlanski, this is
just a fraction of what artists
could be making once the
market evolves.

“Branded virtual goods
seem to be underrepre-
sented,” he says, noting that
only 1% of sales are branded
items, “The money we gener-
ate to date we feel is small
compared to what we think it
will turn into.”

As aresult, labels are slowly
re-examining the virtual
goods opportunity. Virtual
Greats has efforts under way
with Justin Timberlake, T-
Pain and the estate of Elvis
Presley. Warner Bros. Records
is about to launch a broad vir-
tual goods campaign sur-
rounding Jason Deriilo.

“There's a lot of revenue
here in these worlds,” Warner
VP of digital media Ayal Klein-
man says. “It's not just about
the impressions and regis-
tered users. Kids are buying
things, and we can definitely

Merch and juice: Snoop
Dogg avatar on WeeWorld,
where the hip-hop artist
sells virtual goods.

play a part in this.”

Helping drive the market
for virtual goods is the evolu-
tion of the worlds themselves.
Those like Second Life posi-
tion themselves more as a plat-
form, leaving it up to users to
figure out what to do. As are-
sult, the music experience has
seemed a bit halfhearted.
Newer virtual worlds are
emerging, however, with a
tighter focus and targeting
more specific demographics
and lifestyles.

One example is the recently
launched Rocktropia. The
world is built top to bottom
with music in mind. Users can
buy rock star clothes, explore
areas built by their favorite
artists (such as Motérhead Sta-
dium, created with input from
frontman Lemmy Kilmister),
play virtual games with other
members for prizes, listen to
“live” performances and
stream Internet radio stations.

The free site relies heavily
on the sale of virtual goods as
its business model, as well as
renting or selling space to
other users, which can in-
clude artists and labels. Brian
Balfour, founder of Viximo, a
commerce platform for sell-
ing virtual goods in virtual
worlds and on social net-
works, says virtual worlds and
virtual games will continue
to blend.

“The lines are quickly blur-
ring and the distinctions be-
tween the two are starting to
combine,” he says. “Dissect-
ing the two is going to quickly
become a more challenging
task as it becomes a lot more
of a gray area.” e

For 24/7 digital news

and analysis, see
billboard.biz/digital.
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SHAZAM UNVEILS
NEW FEATURES
Shazam, the music ID and dis-
covery app, has added sev-
eral new features. Users can
now buy tracks they've iden-
tified on iTunes without hav-
ing to close the app and get
immediate song identifica-
tion upon startup. They can
also access expanded artist
information and browse the
most frequently ID'd songs
by country. Users can get five
free song IDs per month or
opt for unlimited use of the
appfor$3peryearor$5fora
lifetime subscription.

‘POWER GIG’
RELEASES SET LIST

As it gears up to take on heavy
hitters like “Rock Band 3" and
“Guitar Hero: Warriors of
Rock,” newcomer “Power Gig:
Rise of the SixString" unveiled
its set list for the learn-as-you-
play music-based game. The
game comes with 70 tracks.
All are master recordings and
80% of them are making their
first appearance in a music-
based game. As developer
Sevend5 Studios has previ-
ously announced, “Power
Gig" has secured exclusive li-
censing agreements with Eric

BITS & BRIEFS

Clapton, Dave Matthews Band
and Kid Rock, who contribute
“Layla,” “Tripping Billies” and
“All Summer Long,” respec-
tively. The game also includes
tracks from John Mayer, No
Doubt, the Smashing Pump-
kins, Jane’s Addiction, Stone
Temple Pilots, Rage Against
the Machine, Godsmack, the
Hives and Korn. Sevend45 is
scheduled to release “Power
Gig”in October.

FUSE, MYSPACETO
PROMOTE EMERGING
ARTISTS

The Fuse cable music net-
work and MySpace Music
have joined forces to help
promote emerging artists.
Every two months, Fuse and
MySpace will choose four
artists to spotlight onan “In-
troducing . . .” page hosted
by MySpace and on a new
30-minute Fuse show called
“Introducing Loaded,” which
will feature videos by the
acts. Artists will also get the
chance to appear on Fuse's
“Hip Hop Shop" and “Top 20
Countdown" programs. The
first four acts to be high-
lighted are Bruno Mars, Far
East Movement, T. Mills and
Middle Class Rut.
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Nelly takes a dreamy leap, 30-8, with

] “Just a Dream” (up 176%). One of two new
- singles from his forthcoming album, “Just
a Dream” is his first solo charted ringtone

and first top 10. It’s also No. 7 on Digital

Songs and No. 9 on the Billboard Hot 100.
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BY HOWELL LLEWELLYN

Iberian idyll: THE
PIXIES and
FLORENCE &
THE MACHINE
(right)
performing at
Barcelona's
Primavera Sound
in May.

MISSING IN ACTI\ON

Spain’s Benicassim Festival Suffers As U.K. Fans’ Stay. Away

MADRID—Organizers of

outdoor live events say Spain's
music festival business re-
mains strong, despite a sharp
drop in attendance at the
flagship Festival Internacional
de Benicassim.

London-based Vince Power
Music Group, which operates
Benicassim through its Spanish
affiliate Maraworld, says atten-
dance at this year's festival—held
July 15-18 and headlined by
Kasabian, Vampire Weekend,
the Prodigy and Gorillaz—drop-
ped to 127,000, down 37% from
a l’(‘(OT’d-high 200,000 in 2009,
Spanish festivals measure cu-
mulative attendance, so some-
one attending all four days is
counted four times.

Benicassim was hit hard by
a big drop in overseas visitors,
particularly from the United
Kingdom. The number of for-
eign festival-goers declined by
nearly half, from 140,000 in
2009 to 76,000 this year. Of that
total, some 75% were British,
compared with 85% last year.

Maraworld managing direc-
tor Pepe Corral maintains that
the 2010 figures simply return
attendance levels to their previ-
ous average and that 2009—
when a strong bill featured Oasis,
Kings of Leon and the Killers—
was “an exceptional year.”

Nonetheless, he concedes
that a combination of “the
scarceness of major headline
acts, the economic crisis and

the Icelandic volcanic ash
cloud could have dissuaded
some visitors, particularly the
British.”

Vince Power plans to bounce
back in 2011 by holding two fes-
tivals under the Benicassim
banner, with a second event tak-
ing place in northern Spain
(Billboard.biz, July 20).

Visits by British tourists to
Spain in the first half of 2010
dropped to 5.4 million, down
129 from the same period last
year, according to Spain's
tourist board, Turespana,

Madrid's Rock in Rio, which
attracts a predominantly Span-
ish audience, also reported a
drop in attendance, with organ-
izers attributing the decline to

bad weather and the lingering
effects of the economic crisis.
This year's Rock in Rio, which
was held during the first and
second weekends of June and
featured Shakira, Bon Joviand
Miley Cyrus, drew 250,000,
compared with 290,000 in 2008,
the festival's only previous year
of operation.

But other festivals that at-
tract overseas visitors appear
to be doing well. Barcelona’s
Primavera Sound, which was
held May 27-29 and featured
the Pixies and Florence & the
Machine, says it attracted a
record turneut of 100,000—up
from 80,000 last year—with
about 4026 from overseas, com-
pared with 35% in 2009.

Meanwhile Bilbao's BBK
Live, held July 8-10 and head-
lined by Pear] Jam and Faith No
More, attracted 77,000 festival-
goers, up from 53,000 in 2009,
BEK says 15.4% of its audience
came from overseas, up from
14.6% in 2008.

Spanish festival ticket sales
fell in 2009 from the prior year,
when the 'mau;_[ural Rock in

Rio helped boost attendance
figures. According to Spanish
authors and publishers’ group
SGAE, which counts individ-
ual ticket sales rather than
cumulative attendance, festi-
val box-office receipts totaled
€16.7 million ($21.4 million)
in 2009, down from €33.1
million in the prior year, while
total attendance was 688,000,
down from 897,000 in 2008.
Year-to-date 2010 figures aren't
available.

While festival organizers
feel confident about the over-
all health of the sector, chal-
lenges loom, With the euro still
strong against the pound, non-
Eurozone festivals like Serbia’s
Exit and Bulgaria's Sziget are
increasingly attracting British
bands and fans with higher
fees and cheaper prices (Bill-
board, May 23, 2009).

And Spanish Music Promot-
ers Assn. director Jose Luis
Martinez warns that, while “the
main festivals are in good
health,” some Spanish events
may have to downsize to find a
sustainable model.

BY WOLFGANG SPAHR
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German Digital Music Retailer Musicload Adds Merch, Ticketing Services

HAMBURG=—A leading Ger-
man digital music retailer is
seeking to use merch and
concert tickets to gain an
edge over its rivals.

In April, Darmstadt-based
Musicload.de began selling
such merchandise as artist-
branded T-shirts and caps
through a deal with EMI
Group's merch retailer/dis-
tributor Loudclothing.com.
That followed its December
2009 deal with Pan-European
ticketing giant CTS Eventim,
under which Musicload set
up a dedicated ticketing area
for the 100,000 German
shows CTS claims to organ-
ize annually.

The deals were “a sensible
enlargement of our portfo-
lio," Musicload VP Joachim
Franz says. “We realized we
had to offer more than just
the music itself.”

Musicload, launched by
telecommunication group
Deutsche Telekom in October
2003, has a 6 million-track
music catalog and says it has

4 million registered users. In
Movember 2009, the com-
pany had a19.2% share of dig-
ital download sales in Ger-
many, behind iTunes (38.6%)
and Amazon (21.9%), accord-
ing to a survey by Internet re-
search firm Fittkau & Maass in
Hamburg. According to IFPI,
downloads accounted for 67%
of overall German digital sales
of €112 million ($155.5 million)
in 2009,

A Musicload representative
says the average time that cus-
tomers spent on the site per

Here | am: SCORPIONS;
inset: Musicload VP
JOACHIM FRANZ.

visit and the average amount
they spent per transaction
have each risen 20%-25% since
the merch and ticketing deals
were struck, although Franz
declines to give details or rev-
enue splits.

Market research company
GfK estimates that music-
related merch in stores, online
and at live shows generated
retail sales of €260 million
($361 million) in Germany in
2009. The Gfk survey didn't
provide comparisons
for previous years.

Musicload offers some 8,000
items of Loudclothing merch-
andise, which are tied to bands,
movies, TV shows and comic
books. The site adds about 30
new items per month, and or-
ders are fulfilled by Loudcloth-
ing in the United Kingdom.

“The hottest sellers are
items from rock bands such
as Kiss, Iron Maiden or AC/DC,"
Franz says, “plus German acts
like Unheilig, Scorpions and
Peter Maffay.”

An EMI representative in
London says Musicload
is the only download

site it works with on
merchandising. EMI
acquired Loudcloth-
ingin December 2009
from previous owner

Completely independent
Distribution. Some items are
designed and manufactured
exclusively for Loudcloth-
ing, which also distributes
merchandising from other
manufacturers.

Mic Wastell, Loudclothing
founder and EMI VP of mer-
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chandising for Europe, de-
clined to discuss the terms of
the merch company’s part-
nership with Musicload, say-
ing in a statement that “Mu-
sicload enlarges its offer to
music fans and we increase
our reach.”

Volker Bischoff, CFO of
Bremen-based CTS Eventim,
acknowledges that Music-
load sales have failed to meet
expectations. While he em-
phasizes that both sides re-
main confident of growth, he
declines to disclose ticket
sales figures,

Bischoff notes that CTS
Eventim is negotiating a pos-
sible ticketing partnership
with Amazon, adding that it
isn't yet clear how closely
such a deal would follow the
Musicload model.

As yet, there isn’t any sign
of other digital music serv-
ices following Musicload's
lead. At MNokia Germany,
which launched its Comes
‘With Music subscription serv=-
ice in May 2009, a represen-
tative says the company is
“sticking with our strategy of
having had a sufficient and
broad music offer and doesn’t
want [to move into] other
areas for the moment.”
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=>>>TESCO STRIKES
COYLE DEAL

U.K. mass merchant Tesco
will be the exclusive
physical retailer in the
United Kingdom and
Ireland of “Insatiable,” the
debut solo album by
Nadine Coyle from chart-
topping pop act Girls
Aloud. The album, due Nov.
8 on Coyle's own Black Pen
label, will be available at
more than 1,200 Tesco
stores. Plans for the album’s
digital release are still
unconfirmed. Tesco
previously released
exclusives from Simply Red
and Faithless, but thisis its
first debut album release.

»>>ST JOHN EXITS
ARIA, WARNER

Ed St John has stepped
down as chairman of the
Australian Recording
Industry Assn.and as
president/CEQ of Warner
Music Australasia. He had
been an ARIA board
member since 2000 and
became chairman in May
2008. An ARIA spokesman
says the trade group’s
board will meet soon to
electanew chairman.
Warner announced St
John's departure Sept. & in
astatement, saying he was
leaving to “explore new
opportunities outside the
company." An interim
management team
reporting to Warner Music
Asia Pacific president
Lachie Rutherford will run
the major until a permanent
replacement is found. St
John had served as
president/CEO since
January 2005,

=>=SPOTIFY GOES
WITH SONOS
Multiroom wireless music
system Sonos will release a
free software update this
month that will let users
stream songs through
Spotify in Finland, France,
the Netherlands, Norway,
Spain, Sweden and the
United Kingdom, Users will
need a premium Spotify
account, which costs £9.99
($15.36) monthly inthe
United Kingdom. "Spotify
on Sonos has been the No.1
request from our European
customers,” Sonos
founder/CEO John
MacFarlane saidina
statement. Santa Barbara,
Calif-based Sonos has
already partnered with
music services including
Last.fm and Rhapsody.

Reporting by Lars
Brandle and Andre Paine.
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Happy Zac: The Zac Brown Band, from left:
CHRIS FRYAR, JIMMY DE MARTINI, CLAY
COOK, ZAC BROWN, COY BOWLES and
JOHN DRISKELL HOPKINS.
»
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Hank didn't do it this way, nor have many others. Brown, 32,
acknowledges that his band's mix of styles—country, roots, reg-
gae, Southern rock and soft rock, among others—and its route
to the top of the country charts have been anything but routine.
“But it's been good the whole way,” he says, “We wouldn't be

ready if we hadn't gone that way."

Now, after eight years on the road, 1,000-plus shows, three stu-
dio albums, three live records, a few different labels, sales of 2.2
million (according to Nielsen SoundScan) of the breakthrough
2008 album “The Foundation,” multiple Country Music Assn.
(CMA) and Academy of Country Music award nominations and
one highly coveted 2010 best new artist Grammy, the Zac Brown

Band will release on Sept. 21 what's sure to be the biggest record
of its career, “You Give What You Get.”

“We want the people to hear what we spent all this time
working on,” Brown says. “We bled writing these songs, we
bled in the studio, and now we're out bleeding getting them
right live.”

The Zac Brown Band—Brown (guitar, lead vocals), Coy Bowles
(guitar, Hammeond organ), Clay Cook (guitar, Hammond organ,
piano, pedal steel, vocals), Jimmy De Martini (violin, vocals),
Chris Fryar (drums) and John Hopkins (bass, vocalsj—is man-
aged by Los Angeles-based ROAR, whose principal partners are
Will Ward, Bernie Cahill, Jay Froberg and Greg Suess. When
ROAR first caught wind of Brown a few years ago, the band al-
ready had a manager, but as it was looking to make changes,
ROAR got the nod. Artist development firm Bigger Picture was
an early partner.

“Zac had created a buzz with what he had going down in At-
lanta, and he was getting attention from New York and L.A., but
his record wasn't getting a huge response in Nashville
recalls. “One prominent executive at a record label in Nashville
said to me, “When I saw that beanie cap he wore, I knew that guy
would never fit in the country music world.' | think Zac was sort
of flattered by those comments, because he had always seen him-
self as a real original.”

While Nashville labels weren't biting, Live Nation, in the

midst of signing massive multirights deals with acts like
Madonna and U2, briefly ramped up a label infrastructure and
stepped into the artist development waters with the Zac Brown
Band in 2008. The foray was short-lived; even as “Chicken Fried,"
the first single from “The Foundation,” began gaining traction
at radio, Live Nation folded its label division with the exit of
then-chairman Michael Cohl.

With Bigger Picture, led by partner and veteran promotion
exec Michael Powers, still onboard, the band briefly became a
free agent, and “The Foundation” returned to its Southern Ground
(formerly Home Grown) homestead before the band signed with
Atlantic Records. Atlantic chairman Craig Kallman says his first
exposure to the group came when A&R rep Gregg Nadel handed
him the finished recording that became “The Foundation.” “1
was like, ‘Is this for real? How is this unsigned?’ I was so im-
pressed by the quality and craftemanship of the songwriting.”

Kallman says Atlantic was immediately interested. “We then
went down a path of trying to sign it and competing with, of all
people, Live Nation. We got outbid, unfortunately, by a very sig-
nificant offer, and we made a very significant offer.”

Atlantic stayed in touch with Brown, waiting in the wings when
the opportunity arose. “We were able to figure out a way to tran-
sition that from the Live Nation implosion into a partnership
with Zac, Bigger Picture and Atlantic Records,” Kallman says.

Ward says his team didn't initially see the Zac Brown Band as
a radio-driven act. “We looked at it as a touring act in the way

18 BILLBOARD SEPTEMBER 18, 2010

that the Dave Matthews Band had built its fa se, getting out
there and putting on a show that creates this viral buzz so that

every time you come back inte a market you're growing and
growing

As with most aspects of the group’s development, the pro-
motion of “Chicken Fried” to radio was anything but smooth.

he says.

Though Brown penned the song, BNA country band the Lost
Trailers was first to take it to radio and had already begun pro-

moting the song before Brown reclaimed it. “Michael Powers
and his guys had a real uphill battle,” Ward says. “You have to
understand, these guys were no longer on Live Nation and were
working on their own independently to push this record along,
without the muscle of a label behind them.”

Powers, a former Universal Music Group radio promotion
exec well-known to programmers, says that taking the Zac
Brown Band’s version of “Chicken Fried” to radio was indeed
challenging. “We came out there on the heels of a band [the
Lost Trailers] that had already done the promo and had some
friends at radio,” he says. “Of course, Zac was not your tradi-
tional country star—he came from South Georgia, not the streets
of Nashville, and challenged the system [by] working a song
that somebody else had already released.”

In the end, radio listeners voted for the Zac Brown Band ver-
sion of the song. “Once we got through all those battles, the
snowball started rolling downbhill, and country radio quickly
made the transition from, “This guy looks and sounds a little bit
different,” to, "Wow, people are really responding to that sound.” ”

's. “That paved the road, and down the line they had
a lot more confidence in swinging at a Zac Brown single.”

Powers s

Radio swung hard at five of them. Powers says it took 26 weeks
for “Chicken Fried" to reach the top of the chart, with that time
decreasing with each subsequent single, to 15 weeks with “Free.”
“Ifyou can get more hit singles ina year's time, it really helps the
touring,” he says. “So far, off that first record we had 600,000 total
detections on five singles and 4 billion to 4.5 billion audience im-
pressions.” “Chicken Fried,” “Toes,” “Highway 20 Ride” and “Free”
each topped Billboard's Hot Country Songs chart, while “What-
ever It 1s” reached No. 2. “The Foundation” eventually moved 2.2
million units in the United States, and a Cracker Barrel-exclusive

version has sold another 42,000, according to SoundScan. Nu-
merous industry accolades have followed, including the best new
artist Grammy. The band was also recently announced as anom-
inee for the CMA entertainer of the year award.

“We were playing in front of 18,000 people the other night,”
the group's De Martini says. I was looking out at the crowd think-
ing, ‘I can't believe how many people came to watch us play.” ”

Well before the group became a radio darling, it was an Atlanta
sensation. After attending the University of West Georgia, Brown
opted for music and food, opening up a restaurant in 2004 near
Georgia's Lake Oconee called Zac's Place. He recorded a couple
of albums himselfand built a following around Atlanta with a se-
ries of musicians that eventually evolved into the Zac Brown Band.

“The first few years were a grind just like with any new band,”
says De Martini, who has been with the group for six years. “We
had a couple of house gigs around Atlanta, then Zac started the
restaurant and we'd play there on the weekends. We got to the
point where we decided, “We need to take this on the road and
start trying to expand our audience.” "

The band tooled around the Southeast in an airport shuttle
bus, “barely making enough to get gas to get to the next city,”
De Martini says. “We were starting to get well-known in At-
lanta, but any time we'd play out of town there'd be 20 or so
people going to the show.”
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Face time: The members of the ZAC BROWN
BAND pose with their 2010 Grammy Awards for
best new artist; opposite page: ZAC BROWN
soloing at this year’s Bonnaroo festival.

Even so, the band plugged on, making decent money in At-
lanta and then losing it on the road. “We couldn’t break even
doing that, and it got kind of tough on everybody for a while,”
De Martini says. “But we knew we had something special, so
we had to just stick with it. Zac always made enough to survive
and he always helped us out, even when the band wasn't mak-
ing money. He'd do what it took to fix up the shuttle bus or what-
ever we needed to do to keep going.”

The band cut “The Foundation” and released it on its own
Home Grown label, now Southern Ground. Iteven hada CD re-
lease party out by Lake Oconee before Live Nation came calling.

Relatively new to the band, Cook wasn't involved in “The
Foundation” but joined as the band transitioned to headliner
status. “The second I stepped onto this train, they'd already had
a No. 1 with ‘Chicken Fried,” so things were already starting to
maove, even though we were 13 people and a dog on a bus pulling
atrailer,” Cook says, adding that touring personnel has evolved
but the dog remains.

Like “The Foundation,” “You Get What You Give" was pro-
duced by Keith Stegall (also a partner in Bigger Picture) and
Brown and will arrive on Atlantic Records/Southern Ground.
The new record builds on the '70s-style country rock of “The
Foundation"—more Marshall Tucker Band than Lynyrd
Skynyrd—shifting between bouncy midtempo ballads to hard
rock to reggae, sometimes all in one song. While some
heartache crops up on songs like “Colder Weather” and “Cold
Hearted,” the music is, as on “The Foundation,” generally pos-
itive and upbeat on such tracks as “Let It Go,” “Knee Deep”
and the epic, jam-oriented “Who Knows." Call it good-time
music for hard times.

The band has a knack for balancing intricate and elongated
instrumental passages with tight songs that sound athome on
the airwaves. “That's kind of our thing,” says Cook, formerly
of Sugarland'’s touring band. “If something needs to be tight,
we'll sit there and work on it and make it right. But it's a big
partof us to be improvisational. That's why we kind of don’t fit
the mold of a country band.”

Brown wanted to take advantage of the momentum built by
“The Foundation” and release some new material quickly. “That's
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why this new record is so important—it's stuff we wrote about
two years ago, while the ‘Foundation’ material is 6 or 7 years

old,” he says. “This catches us up. There’s no way we can record
studio records at the pace we write, so we just have to try and
keep putting it out, do a live double-CD every year and a studio
CD, have the versions down and get it all recorded.”

The band gets the versions down live, where it plays both albums
“start to finish” in its marathon headlining concerts. The group
augmented headlining shows with supporting stadium dates for
Dave Matthews Band, and Brown calls the group an inspiration.

“The way [Matthews] has no rules and no boundaries for
what he puts on a record, 1've learned a little bit of that from
him. I try to mix itall up,” says Brown, who doesn't have a prob-
lem inserting reggae beats into a country framework. I love

Blt: AL ATTACK

TIME HOT COUNTRY SONGS PEAK POSITION DATE  WEEKS 0N CHART
“Chicken Fried” 1(hwo weeks) 12/6/08 30
“Whatever It Is” H T/4f09 29
“Toes” 1(two) /09 22
“Highway 20 Ride” 1(one) 410 25
“Free” 1(one) &m0 19

reggae music. | love Bob Marley. | love the rhythm of it, the way
the spaces are inserted into the music so they're almost more
important than what's being played.”

De Martini treasures the freedom in the studio. "We're not
too worried about making singles,” he says. “We just write
songs and then we decide which ones we think will live best
on country radio.”

The new album features guest appearances from Alan Jack-
son on the debut single ("As She's Walking Away”) and Jimmy
Buffett (“Knee Deep"). “James Taylor is next,” Brown s “1
just haven't done it yet. | have to track him down. | T is proba-
bly my No. 1 influence.”

Bigger Picture's Powers says it's amazing that the new album's
lead single, “As She's Walking Away,” was released to radio the
same week that “Free,” the fifth single from “The Foundation,”
was heading to No. 1. “We secured No. 1 while also getting a sub-
stantial amount of airplay for a new single,” he says.
things | was able to try with Zac Brown because of the strength
of the music and their momentum at radio that 1 hadn't previ-
ously been able to try for some time.” “As She's Walking Away”
is No. 19 on the Hot Country Songs chart.

“There are

Moving seamlessly at radio from one album to the next doesn't
overly concern Powers, *[ think that radio is going to tell us, at
least from a radio prometion standpoint, at what pace to give
them singles, just as the fans will tell Atlantic/Southern Ground
the pace to release at retail,” he says. “Radio has not given me
any indication at this point to slow down or to stop.”

The band has also attracted the attention of blue chip brands.
A multimillion-dollar cause marketing program partnering the
band and Ram Trucks called “Letters for Lyrics” launched at
Chrysler, Dodge, Jeep and Ram Truck dealerships nationwide
with the goal to deliver 1 million letters to U.S. soldiers in re-
turn for 1 million “Breaking Southern Ground” CDs. The CD
offered three new, exclusive tracks, along with songs from the
artists on Brown's Southern Ground label. Consumers visited
either Ram dealerships or Zac Brown Band concerts to write a
letter to a soldier and exchange it for the compilation album.

Creative Artists Agency sponsorships agent Laura Hutfless,
who helped broker the deal, says country music appeals to mid-
dle America—and middle America buys product. “The ‘Letters
for Lyrics’ program exemplifies the type of interactive blending
of cause marketing and band/brand/fan connections we're see-
ing more of today,” she says.

Radio and branding notwithstanding, it's through its live shows
that the Zac Brown Band connects most strongly with its audi-
ence. Booked by John Huie at CAA, the group's touring growth
has been explosive. Attendance this year in markets like Raleigh,
N.C. (11,445); Charlotte, N.C. {17,224); and Camden, N.]. (15,785}
have more than tripled over 2009, and the band moved 10,000

plus tickets in markets like Virginia Beach, Va.; Boston; Hartford,
Conn.; Detroit; and Cleveland the first time in as a headliner.
“Attendance numbers as we come back into markets are stag-
gering,” Ward says, "A lot of that can be attributed to radio, buta
lot can be attributed to word-of-mouth. Looking at the numbers
we're doing now, we'll be selling out a lot of shows next summer.”
With a new baby on the way for both De Martini and Brown
(his fourth), the band will take most of the rest of the vear off,
returning to the road as a headliner in mid- to late spring of
2011. Even though he says he's a dedicated family man and
“full-on Dad” when home, Brown won't call the touring break
time off. “I'm going to be working,” he says. “The Southern
Ground warehouse is rocking and rolling in Atlanta, with a T-
shirt shop and a leather shop; everything we're selling at our
shows we're making or publishing ourselves. You can outsource

it and not have to deal with it, or you can employ your friends.
You've got to be willing to put the time into seeing who's got
talent and who's going to do a great job."

There is very much a businessman under that beard and
beanie cap. Brown's business ventures are many, from artist
development at the Southern Ground label (Levi Lowrey, Nic
Cowan, Sonia Leigh) to a product line that includes his South-
ern Ground Grub spice rub and brown sauce. His new South-
ern Ground cookbook is available online, at shows and at Cracker
Barrel restaurants, It's all based in Atlanta, where the still-ex-

panding Southern Ground operation nicknamed “the Hive
will eventually be home to an even wider range of projects, of-
fices, rehearsal space and a full commercial kitchen.

Early on, Brown began hosting “eat-and-greets” on tour, invit-
ing as many as 75 fans at each show to join the group and chow
down on Southern specialties made by Brown, He'll expand
the concept to include everyone on next year's shows.

“We're fabricating a state-of-the-art concessions system for our
touring, so we can feed the people and give them everything they
need without having to wait on it,” Brown says. “We're talking
about smack-your-grandmama-in-the-mouth Southern gourmet.”

Atlantic's Kallman says he's been impressed by Brown's vi-
sion and “dexterity” and sees more branding opportunities on
the horizon, “From every level, from clothing and merchandis-
ing to television and film opportunities, as well as restaurants,

he has a deep understanding of how it all can connect.”
Running the business side is “a fun part of it for me,” Brown
says. “We all work hard to do what we do. We use each other’s
eyes and ears, we batten down the hatches, and we make sure
we're a bad-ass traveling business,” he says. “Then we can party
when all the work is done.” v

ZAC BROWN will keynote the Billboard/Adweek Music &
Advertising Conference, set for Sept. 15-16 in Chicago, and
discuss his band's partnership with Ram Truck. To register,
go to billboardevents.com.
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Veteran Singer/Songwriter/
Drummer Phil Collins Talks
About His 40-Year Career
And His New Covers Album
By Craig McLean

Th
eal

0€S
On

IT'S ARAINY DAY IN NEW YORK, and London-born, Switzerland-based Phil Collins is mak-
ing the most of his time stateside. The 59-year-old singer/songwriter /drummer has brought
his two youngest sons with him for a summer vacation. They've visited the Alamo in San An-

tonio—collecting artifacts from the 1836 battle is Collins' abiding pas

ion these days, a hobby

he can clearly afford, having sold 11.2 million albums as a solo artist during the Nielsen Sound-
Scan era alone, while Genesis has moved 9.3 million albums in the same period.

But he also has a new record to promote: “Going Back,” a collection of vintage soul covers,
will be released on Atlantic Sept. 28 in North America and Sept. 14 in the rest of the world. It
was recorded with musicians including three alumni of legendary Motown session players
the Funk Brothers—and one of the music teachers from his 9-year-old son Nicholas’ school.

“I wanted to keep it a low-key, low-profile album,” Collins says of the self-produced set. *1

wanted it to be fun.”

There were other, more practical reasons for keeping the recording simple. While he has a
hearing ailment that has “leveled off,” a nerve-induced problem with the grip on his left hand
meant Collins had to tape his drum sticks to his hands during recording. He doesn’t think he'll
fully play the instrurnent ever again. Which makes the cover image of “Going Back” all the more
poignant: a photograph of a well-scrubbed 12-year-old Philip Collins, poised over a drum kit.

Inan interview with Billboard, Collins reveals his love of Motown and why Genesis is finally over.

How did the idea for this album come about?
I didn't really have any desire to make an-
other record. I figured it would be the most
difficult thing to do; to do another record and
then still maintain the time that I want to
spend with my kids. As soon as you start mak-
ing a record, things start getting lined up: the
promotion, pnsﬂil}]y even a tour. So | was
ready to do nothing. But Tony Smith, my man-
ager, mentioned as an aside one day, *“Why
don't you think about doing a Motown cov-
ers album?” And I thought, “Actually, that is
something I've always wanted to do.” And it
sounded like it could be fun, So I started to
work on demos in my studio at home. That
took about nine months.

What are some of the songs you recorded?
The first song | decided to do was [Holland-
Dozier-Holland's] “In My Lonely Room.” One
of my favorite bands in the "60s growing up was
[British R&B group] the Action, and they did

that song in their set, and it was the B-side of

their first single. When 1 worked with Lamont
Dozier in the '80s on the music for “Buster”
[the 1988 British film in which Collins took the
lead role], he'd mentioned that “In My Lonely
Room" was one of his favorite songs that they
had written, because he'd written most of it
himself. And it was a darker choice—not many
people knew the song.

How did you go about creating an album
of Motown and soul classics that didn't

sound like it was made in 20107

We tried to use the technology of today to get
it to sound like the technology of yesterday.
We did a lot of research into how they
recorded things back then. In fact, when we
were mastering the record in New York, at
Universal Mastering East, that studio coin-
cidentally is the storage venue for all the Mo-
town masters, So as a treat they gave me two
or three songs to listen to in isolation—1 could
hear the drums on “Dancing in the Street.”
That was incredible.

You've said that these 18 tracks are “pretty
much the Action’s set list.” What was it about
that band that spoke to you so much?

I'wish I knew. [Initially] they only did covers, but
they did this material in their
own way, but still holding the
original material with reverence.
And they had a fantastic drum-
mer, Roger Powell, from whom
| take an awful lot of influence.
And we'd always go down and
see them at [legendary London
venue] the Marquee because we
knew we were going to hear the
songs we liked and new songs
we could then take back to play
in our school band. They were
thought to be one of the next big
things—they were produced by
George Martin at the same time
as he was working with the Bea-

tles, which was unusual for him, They were with-
out a doubt my biggest influence.

In your first band, Flaming Youth, then in
Genesis, you didn't have the opportunity
to explore this side of your musical tastes.
No, never. That's one of the reasons [ did this
record. Those couple of pages were torn out of
my book. You usually go through a phase, certain-
ly in America, where you're a bar band or play-
ing clubs, and you're trying to infiltrate the material
you've written quite slowly in amongst the covers.
1 remember seeing Yes doing the same thing—
when they started they were an incredible band.
But I was just never in that situation, because
Genesis never did anybody else’s material.

As your solo career took off inthe early '80s,
you were also putting in time producing
other artists, notably Eric Clapton.

I met Eric in the late "70s when | was working
with John Martyn, and we became firm friends.
We were kind of country neighbors [living out-
side London). | used to gravitate to his house
pretty much every day, We used to go to football
together, we played music, played pool and bil-
liards into the night, did lots of naughty things
... It was great fun. I don't think he actually
knew what I did though. And one day | was play-
ing Hammersmith Odeon. And 1 invited Patti
Boyd, who was then his wife, and Eric to the
show. And he was kind of blown away when he
found out that 1 was actually in his business.

How did your relationship become a pro-
fessional one?

Eventually, because I was starting to become
pretty well-known for the sound of my records
as well as anything else, he rang me up one day
and said, " Do you fancy producing my record*”
He said, “|Producer| Tom Dowd's been talking
about trying to get some Phil Collins sound on
the record somehow. And | thought, “Well, 1
know you, so 1 might as well miss out the third
man and go straight to the boss.” That became
“Behind the Sun.”

You also drummed with Robert Plant on his
first solo U.S. tour and famously played both
the London and Philadelphia Live Aid shows
in1985. Were those kinds of gigs as exciting
to you as being in the studio and recording?
Oh, yeah, Doing stuff with Robert and Eric was
far more exciting for me than working with Gen-
esis, frankly. | even played on something with
[Pete] Townshend, for an artist that he was pro-
ducing, And that was around the time that Moony
[Who drummer Keith Moon] died. And | remem-
ber saying, “If you ever need a drummer, I'm
there, I'll leave Genesis ina momentif you needed
me for the Who,” 1 would have died for that job,

You won an Academy Award in 1999 for
“You'll Be in My Heart” from “Tarzan,” as
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well as seven Grammy Awards and two
Golden Globes, And this year, Genesis was
inducted into the Rock and Roll Hall of Fame
and you received the Johnny Mercer Award
from the Songwriters Hall of Fame. Which
of your plaudits means the most?

The Oscar was well up there. It's not often that
an English drummer gets an Oscar. So I'm very,
very proud of that. Butthe Johnny Mercer Award
is from your peers, and it's a songwriting thing,
s0it's not a bullshitty award, Some awards you
get if you turn up and show your face.

What key changes have you noticed in
the industry in the 40 years since you
joined Genesis?

Tosee alot ofthe smallerlabels disappear or get
gobbled up by the bigger labels, that's a shame.
It was a bit of a shock at first to see the denr
of the record stores. But to me, I'm still having
to do the same things I had to do 10 or 20 years
ago. Although the amount of records that it takes
to chart—that’s a big surprise. | grew up in the
day when the Beatles sold 1 million singles in
aweek. And all you've got to do now is sell about
10,000 singles and you're in the charts.

What does the future hold for Genesis?

I think Genesis are no longer.  don't foresee me
doing any more Genesis shows. Not because |
don’tlike it or don't want to. But it doesn'tfitin
with my life and wanting to be with the boys,
and taking onboard [my other interests like] the
Alamo and writing a book about that, And the
other stuffthat 1'd like to do—and thatincludes
doing nothing as well. But also, I can’t physi-
cally play the drums. 1 don’t want to sound like
a spoiled kid, like I've had my stuff and I don't
want to do itanymore. But I have done itall my
life, and now I'm enjoying another side of life.

You set up the release of “Going Back” with
a short run of shows in Philadelphia and
New York and at Switzerland’s Montreux
Jazz Festival earlier in the summer, and
you've said you might do more if the album
does well. Beyond that, would you consider
doing a greatest-hits tour?

Well, I would say, “Never say never.” But 1 don't
think 1 would do it in a traditional touring way.
If 1 ever did anything else like that, it would be
a couple of weeks on, three weeks off.

Will you do another album of original
material?

I haven't got the material yet. Thatkind of thing
starts to answer itself when you sit down in the
studio and try to write. I've got two or three things
that I really like that I've already written. They're
very dark, very sad, some of them. But I'm still
at the same point that I was: If something was
tocome up behind me and surprise me, 1'd put
it out. Whether I'd put it out in the traditional
way is another question, oee

with Genesis at the band’s 2010
Rock and Roll Hall of Fame induction;
left: with STING at Live Aid in 1985.
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BRANDS

When people talk of brands and music, they
usually refer to the familiar blue chips: Nike,
Converse, Apple. While these companies continue
to lead the conversation, many other brands are
entering the space and utilizing music in different
and exciting ways. By Cortney Harding

WATCH
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ALOFT HOTELS

Plenty of boutique hotels offer a cool soundtrack in the lobby, but the 2-year-old Aloft brand,
which is part of the Starwood Hotels family, goes several steps further to establish its musical

identity. “This brand is geared toward the next generation of traveler,” says Paige Francis, VP of
global brand management for Aloft Hotels. “Music and the social experience in the hotel are
very important to them.”

Every hotel features a WXYZ Bar, where the piped-in music is updated quarterly, with a focus
on staying current. The bars also host D] nights, and Francis says the goal is to appeal not only
to guests but to locals as well. Aloft Hotels also host lobby shows featuring acoustic perform-
ers, and Francis says there are plans to create a website where travelers can plan their vacations
based on who's booked to perform at a hotel.

The hotel recently wrapped a talent search contest called “Project Aloft Star,” and the
winner will be booked at the Aloft-sponsored Live in the Vineyard festival in Napa, Calif.,
in November. Aloft sponsors the twice-yearly festival; the coming event will feature per- 3

formances from Natasha Bedingfield, KT Tunstall, Zac Brown Band, Joshua Radin and
Crystal Bowersox.
“The only way to win tickets to Live in the Vineyard is through the hotel and local radio sta- =
tion,” Francis says, noting that the capacity will be capped at 200. '
Francis says the brand also recently partnered with Live Nation to roll out a promotion where
guests received $50 worth of Live Nation credit to spend online on tickets or merchandise. g

s’ Live in the

Rloft Hote
Vineyard in Napa, Calif.
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AMERICAN GREETINGS

AVON

While most people might not need to send a card to thank the
Recording Academy for their latest Grammy Award, or a heart-
felt “1 accept your apology” note to a certain rapper, plenty of
people do need to send cards to Taylor Swift fans. American
Greetings partnered with the singer to create a line of branded
cards earlier this year. There are 43 different cards as well as
gift packaging, stationery, online photo-personalization prod-
ucts and online greetings. American Greetings also conducted

a ticket giveaway for dates on Swift's recent Fearless tour.

AXE

The familiar smell of Axe Body Spray can be found at many
concerts and nightclubs, and the brand wants to make sure it

stays that way.

“We landed on music [as a way to engage customers] because
we know that without a doubt, it is a huge part of a guy's life,”
Axe marketing director Mike Dwyer says, “Music is a passion
point—just like sports, cars, friends and girls are. Musicis also
what sets the tone for the mating game. For example, if you
were to take a look at iTunes right now, the majority of the top
songs are all about relationships. love or heartbreak.”

In fact, Axe determined music was such a priority that it de-
served its own scent—the brand recently launched AxeMusic,
a product line featuring body spray, shower gel and shampoo.

The brand is also invested in helping consumers avoid heart-
break and find love—or at least, love for one night.

“Concerts are such a natural place for mating-game moments
to happen and Axe wants to create these opportunities for our
guy,” Dwyer says. With that in mind, the brand is hosting a se-
ries dubbed One Night Only, which kicked off with a show by
T.1. at Capitale in New York in August. Axe also helped create

buzz around the event by hyping the fact it was happening but
not revealing the location until hours before the show on its so-
cial media platforms.

Dwyer says the series will continue in the next few months
in several major cities, and the Axe Music campaign will con-
tinue through February 2011.

While the cosmetics company has featured artists like Keri Hil-
son and Jennifer Hudson in ads before, it recently announced
a much deeper partnership with the Black Eyed Peas’ Fergie,
The singer launched a fragrance, Outspoken, with the brand.
The perfume launched in western Europe last spring with plans
for a global rollout. Avon alse signed on as a sponsor of the
Peas’ the E.N.D. tour and hosted tables where fans could sam-
ple the fragrance. Additionally, Fergie and bandmate Will.i.am
composed music specifically for the campaign ads.

ting into the act (clockwise from left):

A Taylor Swift birthday card; KYLE

is working with Holiday Inn;

JANELLE MONAE onstage at Kia's Soul
Collective event in Hollywood; T.l. performs
at a One Night Only show for Axe Music.

HOLIDAY INN

The hotel chain made Nashville singer/songwriter Kyle Andrews
grina few months ago, launching its own fabel to release his track
“You Always Make Me Smile.” The song, part of a $100 million
campaign, was released digitally through StayU Music, a collab-
oration between the hotel chain and ad agency McCann Erick-
son. McCann also picked up the cost of marketing the single and
brought in a digital PR agency, in addition to underwriting a video

and launching an interactive website. Holiday Inn used the song
as part of campaigns in markets around the globe, piped it into
lobbies and used it as hold music on the reservation line.

INTEL

The technology company took a big leap into the music space
this year, underwriting the Creators Project, an initiative that
was produced by Virtue. The project centered on a website that
featured video interviews with acts like Richie Hawtin, Diplo
and Phoenix, alongside other creative professionals. Collabora-
tion was a central part of the project and was especially evident
at the events thrown in conjunction with the initiative: At five

pa rties on four continents, mu NS WETE Encourage d to work

with visual artists and filmmakers to create unique performances.

KIA

Many car brands have invested heavily in music, but Kia has
some of the most creative initiatives around. Last year it
launched a series of 10 concerts across the country to pro-
mote its Soul marque; dubbed the “Soul Collective,” the con-
certs featured top tier acts like MGMT and the Pains of Being

Pure at Heart, Fans didn’t just line up for tickets, either—the
only way to see the show was to test drive a Kia. The brand
has also sponsored events like a garage rock festival in Port-
land, Ore., and a metal show in Atlanta.

NFL

Football and indie rock seem like an unlikely combination,

but the National Football League clearly has some clout with
the cooler set—when Arcade Fire decided to license a track
to a commercial for the first time, it went with the NFL. All
proceeds from the ad, which aired during the Super Bowl in
January, went to Partners in Health to support Haiti relief.
For the coming football season, the NFL is working with a
range of artists to create music-focused ads; tracks include
new songs by Harry Connick Jr. and April Smith & the Great
Picture Show.
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SAILOR JERRY

The rum brand stumbled into the music space almost acci-
dentally, according to brand manager Daniel Deephouse. “We
started the clothing store in Philadelphia and bands would
come in and try the rum and look around,” he says. “That led
to us launching a blog where we would film shows and inter-
view bands; the acts ranged from established groups like Flog-
ging Molly to emerging acts.” That promotion continues to
this day, but the brand has also expanded with several other
music-based partnerships.

While Sailor Jerry partners with artists from various genres,
Deephouse says they all share one common thread: “a commit-
ment to the Sailor Jerry lifestyle,” which pays homage to the
company's heavily tattooed patron saint,

The brand has sponsored a series of parties at South by
Southwest called Mess With Texas, as well as throwing its
own party at the festival; past performers include Fucked Up
and OFF! It also sponsored a Punk Rock Bowling party in
Las Vegas, which featured NOFX, Flogging Molly, Hot Water
Music and Old Man Markley, in addition to sponsoring
Coachella and the JellyNYC Pool Parties. Finally, Sailor Jerry
has produced three compilation CDs and will release a fourth
before the end of the year.

The brand also coordinates a series called Sailor Jerry Pre-
sents, which Deephouse says isn't simply a sponsorship.

“These are ground-up events that we create for bands that have
been on one of the CDs, as well as bands that we've worked with
inanother capacity or are just friends of the brand,” he says. “We
create great events for these acts based on their tour schedule,
and we have seven more lined up before the end of 2010.”

SKINNY WATER

When the flavored water company decided it wanted to ex-
pand on the national stage, it called on country superstar Brad
Paisley to help spread the word. The endorsement, which

launched this summer, has several levels: In addition to the
usual endorsement money, Paisley got a vested interest in the
company and Skinny Water created a special Paisley Water
label to help keep his 175-person crew hydrated on tour. Pais-
ley's involvement also helped convince Target to stock the
water in all of its 1,700 stores.
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on (clockwise from left): Sailor

] 'the Punk RockBowling party.in

Las Vegas, where bands like THE ADOLESCENTS
performed; the Weepies' “Be My Thrill” will be
featured at Whole Foods; GAELIC STORM
teamed with Southwest Airlines.

SOUTHWEST AIRLINES

Let iiber-hip carriers like Virgin and Jet Blue have their minimal-
ist trance mixes—Southwest is focused on being the airline for
the family-friendly, hardworking artist or music fan. The carrier
recently partnered with independent world music act Gaelic Storm
to give away tickets to see the band headline an Irish music fes-
tival in Milwaukee, and it promoted the act on its website and in
its newsletter. Gaelic Storm manager Matt Maher says the band's
demo aligns with Southwest's customer base. “You go to their
shows, and the crowd is made up of firefighters and police offi-
cers and plumbers,” he says. “Those people fly Southwest.”

TELUS

The Canadian wireless company uses artists in its ads, from hip-
sters like Santigold to the hip-to-your-grandpa Pat Boone, but it

had special success with one artist last year. After Gayla Peevey's
song, “1 Want a Hippopotamus for Christmas,” ran in an ad, it
ended up getting radio play and reaching No. 9 on Billboard's
Canadian Digital Songs chart. Telus also worked with indie label
Arts & Crafts for a BlackBerry Storm promotion in which the
device came preloaded with 15 songs and 10 videos.

HotMags - Free Magazines

VITAMINWATER

Vitaminwater has been ubiquitous in hip-hop circles for a while,
but it recently expanded into the country market, partnering with
Carrie Underwood to sponsor the singer's tour this summer.
The brand has also used its long relationship with 50 Cent to
throw hip-hop cencerts in multiple cities and created an app that
allows fans to remix 50 Cent’s “Baby by Me.” Vitaminwater also
partnered with MySpace to give away free downloads.

I\ D e
I . N Weepies

WHOLE FOODS

Starting this month, shoppers will be able to spend their whole
paychecks on not only organic bananas and tofu, but records as
well. The grocery chain recently launched a program that will
highlight one album per month with prime placement at check-
out lanes, as well as an online stream on Whole Story, the Whole
Foods blog. The first band to be part of the program is the
Weepies, whose album “Be My Thrill” was released Aug. 31 on
Nettwerk Records.

WONKA

In 2008, the candy company expanded its reach from the tween
crowd to include teens and young adults and hit on musicas a
way to reach its new target consumers. “We wanted to reach
teens and what they are about,” Wonka marketing associate
Greg Samarge says. “We then started breaking down what sorts
of bands and experiences they would be interested in.”

“Within music, we then decided to focus on the idea of music
discovery,” marketing associate Noelle Novak says. In 2009,
Wonka signed on as the headline sponsor for the Bamboozle
tour, and then followed up with sponsorship of the Alternative
Press tour. This summer, the brand was ready to go even big-
ger, signing on as a sponsor for the Vans Warped tour.

In addition to hosting contests on its website, Wonka had a
tent at every stop on the tour and tried to create engagement
with the brand on-site. “Two of the things Wonka stands for are
unpredictability and imagination,” Novak says. “Soin the tent,
we did things like a create your own poster station, where kids
could design posters for their own dream concerts.”

Future plans in the music space include expansion of tour
sponsorships and bringing more music into a retail environ-
ment, according to Novak. “We want to keep building equity with
this audience,” she says. “Teens really do engage with this affin-
ity, and using music to get closer to them works great.” -«

Additional reporting by Walter Frazier, Tom Roland and Megan Vick.

To learn more about the intersection of brands and
music, attend the Billboard/Adweek Music & Advertising

Conference, set for Sept. 15-16 in Chicago. For more
information and to register, go to billboardevents.com.

T: COURTESY OF SAILOR JERRY: BOTTOM: KEVIN GILBERT
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MNonstop action: As arena
managers confront a challenging
business climate, the shows must

go on. From top: load-in at the
‘Wells Fargo Center in
Philadelphia; MILEY CYRUS, as
« Hannah Montana, plays the
Verizon Arena in North Little
Rock, Ark.; and BRAD PAISLEY
delivers at the BancorpSouth
Arena in Tupelo, Miss.

Arena Managers’ Top
Challenges In Today’s Market

BY RAY WADDELL

Arena managers are worriers by nature, and the things they worry about today are
many of the same things they worried about a decade ago. The difference now is
a challenged live entertainment market exacerbated by a down economy, which
make each of these issues more pressing.

Following are four things that kept arena managers up at night this summer.

1. TICKET PRICES

Filling arenas is always top of mind for arena managers, but it's no secret that the
live entertainment business—specifically, the concert business—is struggling this
year. Many point to ticket prices as the primary reason.

“The general public seems to finally be pushing back against the steady increase
inthe overall cost associated with attending shows,” says Todd Hunt, director of
the BancorpSouth Arena in Tupelo, Miss. “The problem starts with the initial ticke
price, extends into the myriad fees that we as an industry have added to the cost
oftha‘r tl(‘k(‘ and continuex‘ onward to our conc 'om‘ pricincY parking fees and

continued on -;pzs
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Slashing prices reactively to
sluggish sales isn’t the answer, according to
Hunt, who calls discounting one of his most
irksome issues. “We're alienating the customers
who have already purchased tickets at face value,
while training the public to wait longer to pur-
chase tickets for the next show, which leads to

more discounting and continues the vicious
cycle,” Hunt says. “We need to do a better job
of pricing the inventory from the startand also
be willing to wait for the customers to come.”

One goal that the secondary market does
seern to accomplish is determining what fans
will pay. “There seems to be a greater sensitiv-
ity to ticket pricing in keeping the demand
aligned with price elasticity,” says John Page,
COO for Philadelphia-based facility manage-
ment firm Global Spectrum. “The secondary
market will always exist with certain events, or
for the customer’s pursuit of desired and spe-
26 |
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Tours come calling: The Verizon
Center in Washington, D.C., recently
hosted THE BLACK EYED PEAS;
above: The Verizon Arena in North
Little Rock, Ark., supports the same
ticket prices as major markets.

cific locations. Our job is to help facilitate a
happy medium so we can all enjoy full arenas
and produce great live entertainment.”

Rather than discounting, Page says Global
has concentrated on value. “Instead of reduc-
ing pricing, we focus on adding value to the
ticket price, whether it be a premium item, spe-
cial food items, special parking or all-you-can-
eat options,” he says.

In the current environment, premium seat-
ing can be a tougher sell, “but the ability to per-
sonally service our customers and offer new
and exciting amenities goes a long way in sta-
bilizing the renewal base, as well as keep the
base from eroding further, unless the cus-
tomer’s decision is purely econornic,” Page says.

Michael Marion, GM of the Verizon Arena
in Morth Little Rock, Ark., says arena managers
need to “continue to beat the drum” in telling
agents that tour producers in smaller markets

can't support the same ticket prices as ma-
jors. “We need to have honest discussions
with agents and promoters about what the
market will bear, which means some shows
will pass secondaries by,” he says. “Some
artists are happy to get in 40 cities what could
be gotten in 60."

Huntsees the ticket price situation as dire.
“If we can't get our act together and deliver a
quality event—one where the cus-
g tomer feels that they're getting
| more than their money's
worth—from start to finish, I'm
afraid the days of the arena con-
cert may be numbered,” he says.

2.LACK OF CONTENT/
ARTIST DEVELOPMENT
| A major sports tenantis a prized
possession for an arena, but mul-
tipurpose venues built to serve
the community at large can’t live
by sports alone. Markets want con-
certs, but many are concerned that
not enough talent is being devel-
oped to sustain the business, at least at the
arena level.
And it's not just a lack of artists, but enter-
tainment content in general. “We need enough
product to balance out the sports teams’ calen-
dars with concerts and other spectator events,”
says Allen Johnson, executive director of the
new Amway Center project in Orlando, Fla.
(see story, page 41). “This includes the devel-
opment of new arena acts, as well as alterna-
tive spectator events, such as motor-cross and
other dirt events.”
While asking agents to extend tours beyond
the top 40 markets is a tough sell in the cur-
rent environment, the secondary and tertiary
markets often provide fertile ground and fresh
plays. “Until we can get artists to do more dates
on each segment, you are going to have too
many venues and not enough dates to go
around,” Hunt says,
Unfortunately, that probably won't happen
in the fourth quarter, as artists are skittish about
touring. “1 am hopeful that, as slow as the end
of this calendar year seems like it is going to
be, that there is a greater sense of urgency by
an act to tour,” Page says. “The emergence of
artist packaging and playing secondary and ter-
tiary markets will be a positive for venues of
all shapes and sizes.”
Artist development issues, on the other
hand, can't be solved by an economic rebound.
Many venue executives are concerned about a
lack of developing arena-level talent, but those
execs can be proactive in helping build talent.
“Be familiar with all venues in town, espe-
cially smaller ones, to assist agents and pro-
moters in finding venues for newer acts to play,”
Marion says. “If the building has smaller ven-
ues as part of its complex, work to get new
artists to play [them]. Buildings should look at
all available avenues to present new talent.”

3. TALENT COSTS/

DEAL STRUCTURES

Deals are tighter than ever. Promoters not only
are asking for a break on rent, but sometimes
they want rebates on tickets or even a piece of
the food and beverage receipts or parking. The
acts want to pay a lower percentage to the build-
ing on merch sales, and a smaller pie keeps
getting sliced thinner.

HotMags - Free Magazines

“The model has changed so much, and with
the fact that it’s harder to get shows in smaller
markets, we're having to consider doing things
that we weren't having to do a few years ago,”
says Matt McDonnell, assistant executive direc-
tor of the Mississippi Coast Coliseum in Biloxi.

McDonnell says he's getting only a couple
of shows per year from the big promoters, and
even the regional independents have “pulled
back and retrenched and come into a situation
where they want to primarily consider larger
markets,” he says.

Arenas, particularly those in smaller mar-
kets, are desperate for viable content and have
to play ball unless they want to go dark. “Many
small markets [and for] venues are being priced
out of the major concert touring business,”
Hunt says. "It's simple math: Having only 9,000
seats makes $350,000-plus guarantees hard to
reach without a very healthy ticket price. In
today’s economy, that can be a very tough sell.”

4, CUTTING THROUGH

THE CLUTTER

The days of the big concert or family show being
the only game in town are over. Even smaller
markets today often have several venues, but
consumers face a much wider range of choices
competing for their time and entertainment
dollar than just a few years ago. Most of these
choices advertise and promote, so arenas must
get the word out as well. The challenge is, by
which means?

“Based on our experiences over the past year,
we are all re-evaluating how to sell tickets and
what systems seem to work in reaching the
custorners,” Global Spectrum's Page says. “Tra-
ditional marketing may not always work with
specific shows and acts.”

While there are more opportunities to reach
consumers, therein lies the rub. “The next
challenge is how to reach audiences in today’s
clutter of media choices,” johnson says, “Ter-
restrial radio is fractured and [lacks] an effec-
tive way to capture the satellite market.
Newspaper readership is at all-time lows, and
market penetration in desired target markets
is difficult to reach through any print adver-
tising other than alternative rags. Billboards
are still strong, but digital models dilute your
frequency penetration [yet] enhance the qual-
ity of the ad.”

The impact social media can have in selling
tickets has been amply demonstrated. “We all
saw the great power of social media with the
Conan O'Brien tour, where with one tweetand
everyone finding all the stuff on the Web we
sold 125,000 tickets in one day across the coun-
try,” says Michele Bernstein, director of tour
marketing for William Morris Endeavor En-
tertainment, who says social networking is the
best way for artists to speak directly to their
fans and consumers. “When you have a band
that talks directly to their fans, and the fans
know that it's organic and it's real, they almost
always respond.”

Venues are in an enviable marketing posi-
tion in that they do—or should—possess deep
knowledge of their customers. “We rely a lot
on personal one-on-one contact, whether that's
through our large and extensive database mar-
keting or at our events, which can support
promoter initiatives,” Page says. “We know
our customers and we watch their trends. We
are able to directly market to them and it has
been very successful.” e

BLACK EYED PEAS: MITCHELL LAYTON/GETTY IMAGES
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ArenaNetwork Venues Share
Information To Vie For Bookings

BY MITCHELL PETERS

Since launching slightly more than 10 years
ago, the ArenaNetwork—a Los Angeles-based
consortium of approximately 45 North Amer-
ican arenas—has operated with one primary
goal: to better inform its members about new
and existing live entertainment projects and
help secure bookings, executive director Brad
Parsons says.

“Part of our job at ArenaNetwork is that we
have to at least try to understand some of the
pulse of the business and realize that in the
case of today, there's probably not enough
touring acts to fill everyone's basket as much
as we'd like it to,” he says. “That being said,
we have to find other things to do. We've done
some of that” with Walking With Dinosaurs:
The Arena Spectacular and Tour of Gymnas-
tics Superstars.

Lynn Carlotto, GM of the 10,000-seat Arena
28 |
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at Harbor Yard in Bridgeport, Conn., says
being an ArenaNetwork member helped her
building secure a show last November by Star
Wars: In Concert, a tour produced by San
Francisco-based promoter Another Planet
Touring and booked by William Morris En-
deavor Entertainment.

“Being a member of ArenaNetwork helps
a smaller building like mine with being in
line for those opportunities and getting us
involved in shows when they're just getting
off the ground,” she says, noting that Arena
at Harbor Yard has been a member of the or-
It gives us the op-
portunity to establish a reputation and show
what we can do. Within the industry we all
know how essential that is, because the bot-
tom line is that we all want to show we're a
great market.”

ganization for eight years. “

?‘uqmarlran Airlines

Centerin Dalla> and the Verizon Center
in Washington, D.C. (left) are members
of the ArenaNetwork.

David Touhey, VP of booking and enter-
tainment at the Verizon Center in Washing-
ton, D.C., has also noticed the benefits of
being a member.

“The biggest thing 1 get from them is the
network,” he says. “It's the ticket reports that
I get from them, and knowing that my avails
are available through them if for some rea-
son someone wants them and can’t reach
anybody in my office.”

Parsons says the organization has a proven
track record. “If you took a look at records of
the major tours—Lady Gaga on down—we're
far and away the leader in terms of our ven-
ues getting the most shows,” he says. “If you
look at certain cities, you can see fairly eas-
ily that there are two buildings in the same
town. Our job is to try and get the people we're
working with to come out ahead.”

The ArenaNetwork boasts a membership
that includes major-market venues like
Philips Arena in Atlanta, TD Banknorth Gar-
den in Boston and the American Airlines
Center in Dallas. The group also contains
such smaller-market venues as the Resch
Center in Green Bay, Wis.; Bryce Jordan Cen-
ter in State College, Pa.; and Qwest Center
in Omaha, Neb.

The consortium also hosts a weekly con-
ference call to keep its buildings in the loop
about upcoming touring projects and other
issues in the facility management business.

“We try to get the information as early
as possible so we're in the game as early
Parsons says. “That doesn't
necessarily apply as much in, say, Boston,

as we can be,”

because they're probably going to get the
call anyway. But it's more helpful in sec-
ondary markets.”

Additionally, ArenaNetwork has a strong
presence at numerous concert industry con-
ferences, including events organized by the
International Assn. of Assembly Managers
as well as the annual Billboard Touring Con-
ference & Awards, to be held Nov. 3-4 in
New York.

“We will definitely have a major presence
at [the Billboard conference],” Parsons says.
“It's good to be in New York, because it gives
us the opportunity to meet up with the New
York-based agencies and promoters.”

Touhey says that being aligned with Are-
naNetwork has helped him network with ex-
ecutives at AEG Live and Live Nation during
conferences. “It's those things that are more
difficult to do by yourself,” he says. “1 could
certainly setit up by myself, but it would take

HotMags - Free Magazines

mealongtimeto
set up additional
meetings with
people while
was out there.”
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Parsons
says Arena-
Network is
working on
several event-
oriented proj-
ects that could debut in 2011,
but he declined to give specific details. He
did reveal, however, that the consortium is
planning to participate in a sports-focused
speaker series spearheaded by William Mor-
ris Endeavor Entertainment. Parsons says
the talent agency will roll outup to 15 events
before the end of the year. But it's unclear
how many of those dates will be hosted in
the arena-theater configuration of ArenaNet-

work's member venues, he says.

“We're working closely with [William
Morris| to try and do some of these,” Par-
sons says, noting that the engagements will
feature different speakers depending on
the market. “It won’t be all the same ath-
letes in the same town because there are
regional differences.”

Meanwhile, ArenaNetwork has also been
doing well with its subgroup, the ArenaNet-
work Theatre Group, Parsons says. He notes
that about five years ago, the organization’s
members with arena-theater setups (typically
about 5,000 seats) would land one or two con-
certs per year on average. “It's up to six to
eight per year in a typical venue,” he says,
adding that ANTG has 24 members. “Some
are doing as many as 10 or 12.”

Parsons points out that ANTG members
“don’t pretend to be the replacement for
the nice theater in town.” Instead, he says,
the arena-theater mode comes in handy
for artists who've outgrown theaters but
are not quite ready to make the jump to
arenas. But some acts are still turned off
by performing in what may be perceived
as a smaller version of an arena, he says.
Parsons stresses that scaled-down arena
setups have the same look and feel of a the-
ater show.

“These are a venue within a venue, not
somebody putting up a little curtain behind
the stage,” he says, noting that many theater-
in-arena configurations feature carpeting and
chandeliers. "You can’t see the rest of the
building, which is the idea.” e
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At a time when many touring acts want to book dates in smaller and midsize markets
to earn additional revenue, the Venue Coalition has played a key role in helping its mem-
bers avoid dark nights since launching in 2006.

“The one common need that everyone has is that everyone wants incremental con-
tent; everyone wants shows,” says veteran promoter Jeff Apregan, president of Apregan
Group and co-founder/president of the Venue Coalition.

ALLER |

The coalition is a consortium of more than 50 fa-
cilities—15 of which have arena-theater configura-
tions—in the United States and Canada. Based in
Westlake Village, Calif., and headed by Apregan and
Andrew Prince, its VP of operations, the coalition's
primary goal is to keep its venues on the radar of music
agents and concert promoters for upcoming tours. To
accomplish this, the organization keeps in daily con-
tact with the live entertainment business’

FAUTTFUL

The Venue Coalition Promotes
Ticket-Selling Power Of Buildings
Outside The Largest Markets

key players to identify potential new book-
ings for its members. It also serves as a
one-stop shop of venue information for
agents and promoters seeking potential
| markets through which to route concerts.
| “These guys have their finger on pretty

AR &\*AS
| much everything that's out there,” says Dar-

ARENA |
THEATERS

BY MITCHELL PETERS

ren Davis, executive director of the 8,000-
capacity Orleans Arena in Las Vegas, which
|| has been a coalition member since 2008,
“Every agent and every agency knows An-
drew Prince, because Andrew beats the
phones every day. And Jeff has a great his-
tory in the touring business with his dates
with Neil Diamond and all the management
relationships he has.”
Mewer building members have also seen the ben-
efits of aligning with the organization.
“Jeff and Andrew have relationships that they're

able to leverage and get our name in front of folks.
They make recommendations as to whether our mar-
ket is appropriate and if we're the right venue,” says
Lisa Cochran, executive director at the 13,000-seat
Taco Bell Arena at Boise State University in Idaho,
which joined the coalition last fall. “They seem to be
very well-respected by promoters and agents for mak-
ing good recommendations and not throwing names
out at them, as far as venues go."

This year, the coalition has helped many of its build-
ings land bookings by Star Wars: In Concert, come-
dian Jeff Dunham, the Wiggles, Jason Aldean,
Riverdance, the Rock & Worship Roadshow, Brad Pais-
ley and ZZ Top, among many others.

“Every year that goes by we're booking more and
more,” Prince says. “We've been staying around that
[50-member] mark, so I think we've done a good job of
helping to identify the right situation for promoters
and agents to play our markets in that right situation.”

One of those right situations came earlier this year
when the coalition helped the Orleans Arena secure
two dates in May for Star Wars: In Concert, “one of the
most sought-after big tour shows in a long, long time,”
according to Davis, who says the two shows drew more
than 8,000 people combined. Star Wars: In Concert
was produced by San Francisco-based promoter An-
other Planet and booked by William Morris Endeavor

Entertainment contemporary continued on >>p32
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“When a show comes to Vegas it's not like

music head Marc Geiger.

most cities; [promotersfagents] have four or
five venues they can choose to go to,” Davis says.
“These guys at Venue Coalition had already es-
tablished a great rapport and relationship with
Another Planet and William Morris. They had
that show in some of their other buildings and
were able to steer that show to our facility.”
Taco Bell Arena joined the coalition because
“we've got two other competing venues in Boise
and felt like we needed some guidance and as-
sistance in setting ourselves apart and getting
some shows booked,” Cochran says. “It's kind
of hard when you're an independent building
in comparison to our competitors in SMG.
They've got booking representatives at the cor-
porate level and we needed to combat that.”
So far, the venue's mem-
bership fee has paid off. In
March, the coalition helped
Taco Bell Arena land an
Outback Concerts-pro-
moted concert by
Aldean. Through that
show, the building was able
to forge relationships with
promoters at Outback and
the artist's agent at Buddy
Lee Attractions, Cochran
says. The coalition also as-
sisted with a Toby Keith
show in July that helped
the arena build a new con-
nection with Live Nation's
Nashville office, she adds.
In many cases, an agent
who's looking to route a tour for an artist will
contact Prince for assistance with which ven-
ues to book. Most recently, Creative Artists
Agency notified him that nextyear, Lady Ante-
bellum wants to play small to midsize markets.
“The agent came to me and said, ‘Andrew, I'd
love to see an analysis of your arenas, the ones
you feel will sell out 7,000 seats,’ " Prince recalls.
From there, he identified 30 of the organization’s
members that fit the specified seating capacity
and researched which buildings best fit that re-
quest. “We went to all 30 of those and asked them
to put together a market analysis, which included
all the past country and pop shows, because Lady
A is a crossover artist between pop and country,
as far as radio format goes. So we had them put
together their box-office history and then get a
quote from [a couple of] radio stations on why
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AN AGENT
LOOKING TO
ROUTE A
TOUR WILL
OFTEN
CONTACT THE
VENUE
COALITION
FOR HELP.

they think it would do well.

“We also provided other market research
that will help them understand the market
better,” Prince continues. “On top of that, we
provided a venue picture based on the config-
uration they requested and also a diagram that
included scaling. So it had suggested ticket
prices based on what the venue felt was right
for the market and it included the capacity and
gross potential.”

When all of the data was compiled, Prince
gave the information to the agent. “We set it
up in a way where when we handed it off to the
agent, he could then meet with the manager
and the act and look at each of these markets
and say, ‘Yeah, that's one I want to play,’ or not,”
Prince says.

There isn't a strict capacity minimum for coali-

tion members, though

the organization typically
focuses on venues with
5,000-plus seats, Current
members range from the
Crystal Centre in Grande
Prairie, Alberta, with a ca-
pacity of 4,684, to the
23,500-seat Rupp Arena
in Lexington, Ky.

Butthe coalition doesn’t
plan to rapidly expand be-
yond its approximately
50 members. “We don't
want to do anything
that's going to jeopard-
ize the level of service
that we offer to our mem-
bers,” Apregan says. “We
will grow cautiously but we're not out to try and
sign up 100 buildings.”

Moving forward, the organization is working
on bookings for Dunham, the Rock & Worship
Roadshow, Lady Antebellum, Trans-Siberian
Orchestra, Sugarland, Dierks Bentley, Miranda
Lambert, the Bill Gaither Homecoming Tour
and others. And in the near future, the coalition
plans to develop its own content to book into
buildings, according to Prince.

“It would be a great thing if we could help
to produce something, whether it's on the
Venue Coalition side or through strategic part-
nerships, even with venue partnerships, to
co-develop something,” he says. “I can't talk
about anything specific right now, but we have
a few things up our sleeve that we're think-
ing about developing.” wes
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Music Festivals Find Success In
Value, Community-Building

BY RAY WADDELL

The festival business has weathered the storm of a de-
pressed economy and a tough summer for the concert
business by offering value and the sort of immersive ex-
perience that concert fans have shown they desire.
“The overall value offered in the festival space, espe-
cially in an economic downturn, is going to have that

ARENAS

ARENA
THEATERS

much more resonance, and I think we’re seeing that,”
says Rich Goodstone, partner at Superfly Presents, co-producer of Bonna-
roo in Manchester, Tenn., and the Outside Lands festival in San Francisco.

“If you go to Coachella, [Austin City Limits
Music] Fest, Mile High, Bonnaroo, Outside
Lands or whatever, you can see a lot of bands
for a pretty low price when you divide it out,”
says Charlie Walker, partner in C3 Presents,
producer of Lollapalooza in Chicago and the
ACL festival in Austin. “The social experience,
spending three days with your friends at a fes-
tival, adds another element.”

The primary factor driving the success of fes-
tivals large and small is inspired talent-buying.
Putting the pieces of the talent puzzle together
has become an art form, with a variety of factors
weighing into booking as many as 100-plus bands.
Paul Tollett, co-president of
Goldenvoice, the division of
AEG Live that produces the
Coachella and Stagecoach
festivals in Indio, Calif., is
one of the master bookers
in the festival space.

Putting together a com-
bination of artists that fans
know they want to see while
fulfilling fest-goers' desire
for music discovery is a
complex task. “You have to
try to find artists that have
stayed away from the mar-
ket for a bit,” Tollett says.
“That's where a festival, or
all concerts, do best.”

There are more bands to choose from than
ever, Tollett says. “It's not that it’s hard to find
bands, it's hard to find which ones are the
right ones for a show,” he says. “That's what
we're concentrating on right now for 2011,
We have a long list, we're researching, and
now we're just going through to see what suits
us best.”

For Tollett and his team, the key is to take
adeliberate approach. “You do research, slow
down and study each one, and see what's their
plan for the next year, what have they played
in the past, what their new music sounds
like,” Tollett says. In booking talent, he makes
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‘1 SCOUR THE
FESTIVALS TO
SEE WHAT
WORKS. |
TURN OVER
A LOT OF
ROCKS.’

—PAUL TOLLETT,
GOLDENVOICE/AEG LIVE

use of other bookers in the Goldenvoice of-
fice and attends other festivals like Lolla-
palooza and Gathering of the Juggalos. 1
scour the festivals to see what works at other
places. I turn over a lot of rocks.”

RISE OF SPONSORSHIPS

With the success seen in the festival space in
the past few years, corporate America has in-
creasingly come onboard, tapping into the
targeted audience and experiential market-
ing opportunities that the fest experience
allows. Blue chip companies like Ford, Toy-
ota, Anheuser-Busch and Sony are joining
local and regional busi-
nesses in partnering
with festivals in innova-
tive, integrated brand-
ing partnerships.

Festival sponsorships
are a savvy allocation of
marketing dollars, ac-
cording to C3 partner
Charlie Jones. “It's smart
to associate yourself with
good experiences,” he
says. “And right now, the
ticket buyers and our pa-
trons are telling you that
the festival experience is
a good experience.”

Attheir best, festivals in-
spire acommunity that can extend well beyond the
physical event. “The real reason festival [sponsor-
ships] are so successful, rather than sponsoring
some experiential aspect at a mall, you're able to
borrow the equity of the festival,” Goodstone says.
“You're integrating yourself notonly intoan event,
but into a community.”

Experiential marketing in general is a pow-
erful marketing opportunity. “There is a one-
on-one conversation that happens there that you
can really, truly only get in person,” Goodstone
says. His company Superfly recently launched
Superfly Music Group to create multifaceted,
integrated partner- continued on >>p36
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and others'. “There are a lot of legs to that; so-
cial media being such an important scope. But
when you're talking to someone in the physical

ships with both Superfly’s events

space, it’s really powerful.”

But Goodstone says the type of deals SMG
has been working on extend beyond experien-
tial marketing. “Experiential is a driving force
behind it, but everything is so integrated, these
[sponsorships] are all tied so tightly together,
that if they're doing the proper work with the
property, they're going to be leveraging it
through pre-event promotions, the use of con-
tent, borrowing its voice.”

Goodstone cites Bonnaroo's sponsored web-
casts on YouTube and the fest's partnership
with the Fuse network as examples, “The festi-
val space just offers this immersive environ-
ment and the ability to spend time with the
consumer in a relaxed setting,” he says. “They're
laid-back and just ready to absorb the sensory
that’s around them, and you've got the kind of
time you need to do that
and to really integrate
yourself with the con-
sumer and their lives.”

At Coachella and Stage-
coach, as well as other
major festivals like Lolla-
palooza, ACLand Bonna-
roo, sponsorships sales
are holding up despite
widespread corporate
belt-tightening. “Even in
adown market, there are
always companies that
need to get the word out,”
Tollett says.

Two different branding
approaches are taken with
Coachella and Stagecoach.
“We do [sponsorship deals] for both of them—
there are just more at Stagecoach,” Tollett says.
“At Coachella, we don't really do anything that
doesn’t enhance the show, and we're careful not
to grab too much. There are a couple of compa-
nies that we like working with and we've worked
with for years, so we focus on them.”

The Stagecoach audience, on the other hand,
is receptive to sponsorships. “With Stagecoach,
we couldn’t get enough sponsorships there,
that crowd loves it,” Tollett says. “They love ac-
tually touching the Toyota trucks, they love their
beer, they love all the different sponsors—it's
actually entertainment for them.”

The typical music fest demo is one that's
highly desired by brands. “The age group we're
talking with, 18-35, these are relatively young
consumers coming into their own. They have
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AN
INCREASING
NUMBER OF
BRANDS ARE

LEARNING
HOW TO
MAXIMIZE
A FESTIVAL
PARTNERSHIP.
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control of their own
dollars. This is a
time when they're
creating and mak-
ing their brand
decisions, and you
have the lifetime T
value of that consumer to look forward to if
you're doing it right—and that's a big “if,” "
Goodstone says.

Anincreasing number of brands are learning
how to properly maximize a festival partnership.
“When we first started Bonnaroo, alot of brands
were coming atus saying, ‘How many 30-second
spots do we get? How many banners do we get?
Do we get to name a stage?’ " Goodstone says.
Bonnaroo's success out of the box gave it the lux-
ury of not having to sell naming-rights deals, in-
stead opting to go with Which, What, This or That
stages, as opposed to “Brand X" stage.

When the people at Bonnaroo talked with
brands about integrating them into the event
in the early days, spon-
sors didn't always get it,
Goodstone recalls. “Peo-
ple were hanging up on
us the first two or three
years at Bonnaroo. But
eventually they came
back to us regurgitating
the exact same things we
were pioneering,” he
says. “And that's kind of
become the model.”

The more creative the
deal, the better the results,
Goodstone says. “It has
gone from experiential the
last few years to really
leveraging the brand
throughout everything
they're doing, from marketing initiatives to cre-
ative promotions to premium content,” he says.
“That's really what gives even more value to the
festival space and what we do.”

Like Coachella, Bonnaroo and other festivals
have been cautious about the number and type
of sponsors they take on. “There are definitely
brands we've turned down because of the size
of the deal or they wanted naming rights, and
that doesn't work for us,” Goodstone says.

If the sponsor adds value, fans are far more re-
ceptive. “If you do it properly, it's not necessarily
a number, it's like people say, ‘This is incredible
fun. I'm having a great time here, and if guys like
Chase or Ford or Anheuser-Busch can bring that
experience tome, [ getit.” When you're being hon-
estabout how you're doing things, it's very much
ameaningful statement.” e
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Venue Execs To Share Strategies
At Arena Management Conference

Arena managers will talk, trade notes and share
strategies about the issues confronting their
business when they convene for the 21st annual
Arena Management Conference (AMC) Sept.
11-14 in Tulsa, Okla. The conference is produced
by the International Assn. of Assembly Man-

agers, which is transitioning to its new name,

the International Assn. of Venue Managers.
Touring, concessions, operations, emergency

management and ticketing are on the agenda,

among other topics. Michael Marion, GM of

the Verizon Arena in North Little Rock, Ark.
(who's also on the advisory board of the Bill-
board Touring Conference), is coordinating the
event, along with JAAM arenas sector director
Kim Bedier, GM of the Comcast Arena in
Everett, Wash.; IAAM arenas committee chair-
man John Bolton, GM of the BOK Center in
Tulsa; and IAAM arenas committee vice chair-
man Todd Hunt, director of the BancorpSouth
Arena in Tupelo, Miss.

“The singular focus [of AMC] creates greater
networking opportunities with the key players
in the industry,” Hunt says. “The boutique na-
ture of the conference also enhances its value to
me as opposed to other big-box-style meetings.”

Marion says there’s much interest this year
in the conference’s ticketing panel, which will
feature Ticketmaster CEO Nathan Hubbard,
Tickets.com president/CEO John Walker,
Paciolan CEO Dave Butler, New Era Tickets
president/CEO Fred Maglione and Tick-
etsWest president Jack Lucas.

“Just about every panelist on there has had
some sort of drama in the past year, so they
should have plenty to talk about,” Marion says.

A booking agency panel will focus on coun-
try music, one of the bright spots of this year's
touring market. On that panel will be John
Huie, head of Creative Artists Agency’s Nash-
ville office; agent Mark Roeder at William Mor-
ris Endeavor Entertainment; Buddy Lee
Attractions president Kevin Neal; and Steve
Moore, a veteran promoter and now executive
director of the Country Music Assn.

“CMA is sponsoring a luncheon to say thanks
to the arenas for being part of country music,”
Marion says.

Bedier expects the agents to “tell it like it is,
rather than how we wish it would be,” she says.
“And because it's a small group, there is the
opportunity for interaction with these experts.
Of course, we stop short of overtly begging for
a show.”

The program committee for AMC tries to

key in on arena-specific issues, Bedier says.
“For example, we have a session highlighting
the folks from the Metrapark Arenain Billings,
Mont., who are going to relate how they sur-
vived the aftermath of having their roof torn
off by a tornado, how they dealt with the sub-
sequent grandstanding by various entities and
politicians who were all seeking limelight and
what it’s really like to try to put things back to-
gether,” she says. “We arena geeks are fasci-
nated by stuff like that—and all glad it didn't
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Bright spot: TIM
McGRAW helped
country touring®
remain strong.

happen with an arena full of patrons.”

But much of the information to be picked
up comes from mingling with other arena man-
agers. “The intimate nature allows for a lot of
one-on-one networking,” Bedier says. What
ers are things
that arena managers have to adapt to, such as

may be headlines to most obse

the Live Nation/Ticketmaster merger, which
Bedier says remains a hot topic.

“With every new announcement, arena man-
agers have to consider the impact on our inter-
action with our customers and future business
operations,” Bedier says. “There is a specific
ticketing panel session, but this topic will be
the buzz in the hallways also, along with assess-
ing the ‘summer of concert cancellations,” which
seems to be turning into ‘fall’s fear of touring.”

Marion expresses a similar sentiment, “Right

now we'll probably all be whining about how
there's not a lot of business out there,” he says.
“We'll talk about what’s working and what's
not working.”

Arena geeks also discuss operational issues,
ans With Dis-
abled fans ac-

such as changes in the Ame
abilities Act that affect how di
cess their seats; how suite sales are going; or
effective marketing tactics. “There are so many
pieces of the puzzle,” Marion adds, “from op-

erations and roofs and chairs and heating and
air to capital improvements. I always like to

ask people, ‘What are you spending money on
this year? What are you hearing from your pa-
trons, customers, sponsors or suite-holders
about what they want changed or improved?' "

Marion says he always comes back with a
few new ideas. “We had our 10-year anniver-

sary [at Allte]l Arena] last year, and I really chal-
lenged my staff to look at things with fresh
eyes,” he says, “That's one of the things I find
about AMC: It forces you to look at things with
fresh eyes by talking to other people and see-
ing how they're doing things, Invariably you'll

have some ‘aha’ moment.” e
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RASCAL FLATTS, KELLIE PICKLER, CHRIS YOUNG
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Bell Centre, Montreal, Aug. 16
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Flying'high: Orlando’s
new, statesgf-the-art
Amway Centerhaasts
amenities for bandsand
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Magic’s New Kingdom

Orlando Set To Open Versatile
New Amway Center

BY RAY WADDELL

Orlando, Fla.'s Amway Center, a new $382 million, 20,000-capacity
venue that will replace the city's Amway Arena, is an example of how
a public/private partnership can balance the needs of a major
professional sports tenant and high-level fans with the role of a
multipurpose community entertainment arena.

Owned, operated and developed by the City of Orlando, the
Amway Center is set to open Oct. 1 with the Eagles playing the first
concert Oct. 7. The market is clearly ready for a new showplace. The
Amway Arena opened as the home of the NBA's Orlando Magic in
1989 on the tail end of an arena-building boom. Those new large
buildings were short on the amenities of contemporary major-tenant
arenas, which didn’t maximize revenue opportunities.

“Amway Arena was part of the last generation of arenas that put
the suites in the top of the building, putting the highest-paying
customers the furthest away from the action,” says Amway Center
executive director Allen Johnson, who oversees all of the city’s public
venues, including the Amway Arena, the Florida Citrus Bowl and the
Bob Carr Performing Arts Center. “There was a need for the team,
which was losing ‘x’ amount of dollars per year in this venue, to look
at ways to generate more revenue to remain competitive.”

continued on >>p44

SEPTEMBER 18, 2010 | www.billboard.biz | 41



ARENA

OPENING IN ORLANDO OCTOBER 2010




A GREAT VENUE IS A PLACE WHERE EXTRAORDINARY MOMENTS ARE MADE.
WHERE LEGEND IS BORN. THE NEW AMWAY CENTER.

ENTERLEGEND

From its soaring iconic tower, rooftop bars, best-in-class
seating products and more, this technologically superior
venue will redefine the entertainment experience for
entertainers and fans alike. Book your concert

or event now and be part of the inaugural season.

FOR BOOKING INFORMATION
CONTACT ALLEN JOHNSON, CFE, CPM
allen.johnson@cityoforlando.net
407.440.7070

amwaycenter.com




from >>p41 The city also sought to increase arena book-
ings. “The year [ arrived here [in 2004], they had done just 13
concerts,” says Johnson, who cites a capacity in the existing
arena of 10,000 for 180-degree configurations, a max of 13,000
for 270-degree configs and a limited rigging capacity as two
factors in the relatively low number of bookings. Johnson's
management philosophy, with the blessing of the mayor's of-
fice, was to work more closely with promoters in partnering
to bring major national events to Orlando.

Johnson knew the market could support the biggest tours.
“Orlando has almost 2 million people—there are states in the
Midwest that wish they had that kind of market,” he says. “But
the rigging here was barely pushing 115,000 pounds, so we

were having some shows . , . that almost didn't occur because
we couldn’t rig them.”

With the support of Orlando’s powerful attractions and hos-
pitality industry, the Amway Center project was approved in
2007, with funding through a resort tax increase that would
also fund a new performing arts center to open in the next few
years and a $175 million renovation of the Citrus Bowl. Amway
Center's groundbreaking took place in July 2008,

Hard and soft costs for construction of the Amway Center
are $382 million, with the Magic responsible for any cost over-
runs. The team also contributed $15 million in cash upfront
and is paying $1 millien in rent per year, which the city capi-
talized to get another $12 million, putting the team’s cash con-

Ready to roll: The Amway Center, nearing
completion (left), will host THE EAGLES (opposite
page) for its first concert Oct. 7 and waltz master
ANDRE RIEU (below) Dec.11.

- -

tribution at $62 million.

“This is the first arena I'm aware of that has opened up with a
major NBAfNHL tenant that is not managed by the team in 15-20
years," Johnson says. “This is truly a public/private partnership.”

Amway has a new 10-year naming-rights deal with the cen-
ter, and the team has a new 25-year deal to play ball at the arena,
with a five-year option, Four other brands—Pepsi, AirTrans,
Harris and Geico—are designated as "champions of the com-
munity,” partnering with the Orlando Magic on programs to
benefit Central Florida and the Parramore neighborhood around
the center. Three deals announced late last month give nam-
ing rights te Anheuser-Busch for a terrace-level bar, Gentleman
Jack Rare Tennessee Whiskey for an outdoor patio bar and Geico
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that can sell between 5,000
and 10,000 tickets, and we want to be a com-
petitor in that market as well,” Johnson says. He
adds that the building will co-promote, “but we
generally like to work with our two national pro-
maoters, Live Nation and AEG Southeast, and all
the AEG offices.” Regional promoters active in
the marketplace include NYK Promotions, CMN

from >>p45

and Beaver Productions; Beaver recently brought
in shows from Bublé and Norah Jones. Like the
Amway Arena, the center is an open house.

Promoters and agents are receptive, John-
son says. “Anyone that has heard about our
building, and more importantly anyone that
has toured the building, has come away overly
impressed,” he says.

John Valentino, Florida-based senior VP for
AEG Live, says the new arena is a “world-class
facility” that will provide the ideal environment
for artists to connect with their fans across the
expanding Central Florida market. “It's ideally
located in downtown Orlando, directly off In-
terstate 4, one block from the Church Street
District and in easy walking distance from a
major railway station,” Valentino says. “They
spared no expense in providing comfort to

‘THEY’VE
SPARED NO
EXPENSE IN
PROVIDING

COMFORT

TO THE
FRONT AND
BACK OF THE
HOUSE.’

—JOHN VALENTING,
AEG LIVE

those in the front as well as the back of the house.

“This venue,” he adds, “was built to accom-
modate the largest shows, from the indoor, air-
conditioned loading docks, to the dressing
rooms, production offices and game rooms for
the show backstage, to the separate service
worker check-in area, to the amount of show
power widely distributed. Playing this new
venue, and the Central Florida market, will be
ahighlight of many tours for decades to come.”

Johnson says amenities at the Amway Cen-
ter are on par with any NBA building, “from
the guy who pays $200,000 for a suite to the
guy that pays $5 to sit in the upper bowl,” he
says. “Yes, we have great amenities for our
higher-end customer who can afford to pay
large amounts of meney, but on the flip side
we have a lot of amenities, maybe more than
most buildings, for the customer who can't af-
ford a suite.”

The corporate and upscale customers are re-
sponding, as the Amway Center has sold out
suites, loge boxes, club seating and its Legends
premium-level seating. “There was a pent-up
demand,” Johnson says. “We're also a team that's
winning, and I can’t take credit for that, obvi-
ously. It's a lot easier when you have a team that's
winning and you have a good product that's en-
joyable and entertaining to go see.” [
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Climate
Change

Amway Center To Earn
LEED Certification With
Green Design, Amenities

While the City of Orlando and the execu-
tive staff at the new Amway Center are
justifiably proud of the venue’'s produc-
tion capabilities and fan amenities, they're
also quick to tout its environmentally con-
scious attributes.

Opening Oct. 1, the Amway Center will
be the first NBA facility to earn Leadership
in Energy and Environmental Design (LEED)
new construction certification from the U.S.
Green Building Council. The arena will use
20% less energy and 40% less water than
arenas of similar size.

The Amway Center project implements a
wide range of sustainable design and con-
struction elements, including treating
storm-water runoff from the events center
site, special roofing material to reduce the
building cooling load, low-flow plumbing
fixtures, the use of recycled content mate-
rials during construction, a green house-
keeping program and green signage ele-
ments throughout the building.

Amway Center’s “green” features include:
» Preferred parking for hybrids and other

energy-efficient vehicles;

» High-efficiency heating and cooling
system

» Ultra-low-flow toilets;

» Reflective, insulated roofing that will
reduce cooling costs;

» High-tech monitoring systems that will
shut off the lights when a room is empty;

» Bicycle racks, showers and changing
rooms for workers who bike to work;

»» Systems to treat storm runcoff before it
can pollute nearby lakes;

» Recycling bins for fans and concert-goers.

Many of the points that will go toward
the venue's LEED certification will be
earned during construction. For example,
of the facility's building materials, 15% are
recycled and 20% come from local sources.
About 83% of the wood, concrete and steel
construction waste has been recycled rather
than sent to a landfill.

Opening with LEED status required much
“preplanning, analysis of options and eval-
uation of opportunities,” according to
Robert Rayborn, the LEED-accredited con-
struction executive for Turner Construction,
the lead firm on building the Amway Center.
He says that attaining the certification was
a priority with the design team, architects
and engineers. —RW




Latin Music’s
Largest
Genre Grows
Online

BY LEILA COBO

Jenni Rivera, one of the biggest
names in regional Mexican

music, is known for her flam-
boyant stage presence, ability to
draw TV ratings, sold-out shows
and a catalog of songs that ranges
from the romantic to the
provocative. Everything about
Rivera, from her voice to her long
blonde tresses to her reality TV
show, is bigger than life. And yet,
less than a year ago, she was
barely a blip on the online screen.
It was a glaring absence, and
Gustavo Lopez, president of
Fonovisa Records, took note.
“Last November, I said, ‘Jenni,
you have to get on Twitter,” ” re-
calls Lopez, who spoke with
Rivera after a Los Angeles
show. “And, from December to
August, she went from not
being on Twitter to 80,000 fol-
lowers. And to me it's com-
pletely changed the way that
she sees her fans. It’s even
changed her show onstage.”
Rivera agrees. “It allows me
to directly communicate with
) . my fans,” she says. “I person-
Micro-blogging megastar: v :
Regional Mexican artist JENNI ally answer their messages. I
RIVERA helps boost the f : ‘ Bk
genre’s online presence - M can even sell my fragrance line
\ s via Twitter.” continued on >>pas
,.- / 4
- 24

through Twitter.
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from >>p47 Rivera's emergence online is reflective of the
regional Mexican music industry as a whole. Long perceived as
a genre bound by tradition and slow to adapt to new tech-
nologies, in the past year regional Mexican has
proved to be a force to be reckoned with when
itcomes to new media and the digital arena. It
is, Lope:
formation for the genre as a whole.
“Radio continues to be for the most part very Q
conservative in its approach,” he says. “The big
chains are also very careful in their approach to
new artists. So our No. 1 priority is that

ys, perhaps the most dramatic trans-

|artists] have an online presence, a social
networking presence and a direct cor-
relation between people looking for
you online and wanting to buy your /
music. From a marketing stand-
point, that's where we completely
changed our approach.”

“It's easier to launch an artist via
the Internet than on the radio,” says
Nir Seroussi, VP of A&R/marketing
for Sony Music U.S. Latin. “You go
to a programmer with a new song
and the first thing they do is go to
YouTube. So, there's a crisis in the mar- 8
ketplace, but obviously there's something
that's working.”

to a marked change in the regional Mexican con-
sumer. Formerly perceived as an older, immi-
grant buyer, the new regional Mexican fan now
tends to be younger, hipper and home-grown.
“If you took a snapshot of [regional Mexican  \§
dances and concerts] 10 years ago, it would show ‘

\ 3
That “something” is also directly correlated 3 " ’-% ’

Mext generation (from left):
Web-savvy regional Mexican
stars LARRY HERNANDEZ,
ESPINOZA PAZ and
GERARDO ORTIZ.

a sea of hats,” Seroussi says. “Now, you don't see as
many boots or hats but more people who are obvi-
ously born here and are dressed to simply party.”
This younger demographic increasingly drives
the regional Mexican fan online. And while stal-
wart names like Los Tigres del Norte, Conjunto
. Primavera and Banda El Recodo continue to
= dominate the genre, a growing number of new
names—from Larry Hernandez and Espinoza
Paz to Gerardo Ortiz and Voz de Mando—
are cropping up in the upper echelons
of Billboard's sales and radio charts.
For many of these artists, the

story begins online.

For example, a year ago, Ortiz was a budding corrido singer
who had gained a following by putting his videos online. Angel
del Villar, co-founder of indie Del Records, took note after watch-
ing Ortiz perform for some 3,000 people in a warehouse east
of Los Angeles. He signed Ortiz, and, in turn, Sony Music Latin
licensed the artist. Ortiz’s debut album, “Ni Hoy Ni Manana,”
debuted at No. 5 on Billboard's Top Latin Albums chart in June
and is No. 23 this week.

Even once artists are signed to a major, the first step is
often online.

“Rather than establish something at radio, what we're doing

is saying, "We have a great song, Let's make a little cheap video

so we can getitup at YouTube and let's push it out there,” " Lopez
says. “I still think there's the continued on >>p50
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JENNI RIVERA LA FIRMA
INTOCABLE _ ERIKA VIDRIO
TUCANES DE TIJUANA
LOS CREADOREZ BANDA EL RECODO A
TIGRES DEL NORTE GERMAN LIZARRAGA
LA ORIGINAL BANDA EL LIMON WENCES ROMO
CONJUNTO PRIMAVERA EL KOMANDER
BANDA EL RECODO LARRY HERNANDEZ
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ROGELIO MARTINEZ CARMEN JARA
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Band in command: Los Angeles
quintet VOZ DE MANDO is part
of the new wave of regional
Mexican acts.

L

from >>p48 possibility for a great song to
come along and blow everybody's mind and
have people say, “That's a hit, let’s play it." That
still happens. But that, combined with an on-
line presence, connects all the dots.”

By the same token, regional Mexican radio
executives and programmers say, the Internet
is an increasingly important tool for them as
an industry.

Travel almost anywhere in the United States
these days, from major metropolitan areas to
the heartland, and it seems a regional Mexican
station is within listening distance. And itisn't
just the car, home or workplace where the for-
mat is popular: Fans of the genre are tuning in
online in increasing numbers. The format
dwarfs other Spanish formats, claiming nearly
21% of Hispanic audience share in the fall of
2008, according to Arbi-
tron’s latest Hispanic
Radio Today report. And
it's growing, with 288 sta-
tions in 2007 and 300 in \
2009, according to the rat-

ings service.

Perhaps the most
recent development in
regional Mexican radio
has been stations’ online
streams getting rated by
Arbitron, an indication
that more stations are
adding such streams or
that their streams are
finally large enough to
be rated.

In 2009, the ratings
service added streams
from Entravision’s La Tricolor network in
Phoenix; Las Vegas; Sacramento, Calif.; and
Denver, as well as from KBOC Houston, KNAI
Phoenix and KSCA Los Angeles. La Tricolor's
online listenership consists of both daily over-

the-air listeners who choose to tune in online
when they're not near a radio and people who
find the streams through online searches for
regional Mexican music, PD Napo Sanchez says.

Sanchez says the growth in online listener-
ship, and the fact that those listeners aren't
necessarily in a market that has a Tricolor sta-
tion, hasn't affected programming. “It's an-
other angle for us to sell the website(s],”
Sanchez says.

“Stream listenership increased about 20%
from last year,” says Norberto Sanchez (no re-
lation to Napo Sanchez), CEO of Norsan Multi-
media, referring to the company's stations across

all formats, including regional Mexican stations
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T/ EAJIER TO
LAUNCH AN

ARTI/T VIA THE
INTERNET THAN
ON THE RADIO.

—NIR SEROUSSI, SONY
MUSIC U.S. LATIN

in Florida, South Carolina, North Carolina
and Tennessee. “We design them in such a way
that you can not only listen to music but also
watch content.”

Precisely because listeners are getting more
technologically savvy, the company is also
launching smart-phone apps to provide mul-
tiple streams per format to listeners,

“A lot of people say Hispanics are lagging
behind [in technology],” Sanchez says. “We're
not at the edge of technology but we're going
right behind. I believe 100% that this will be
our future.”

As far as how, exactly, all this online pres-
ence will be monetized isn't clear, but one thing
is certain: The health of regional Mexican music
remains more important than ever to the Latin
music industry as a whole.

According tothe RIAA's
numbers for 2009, ship-
ments of Latin music
dropped by a staggering
43.1% from 2008, with the
value of those shipments
falling 47.4%. The woes of
the market have been com-
pounded with attacks
againstillegal immigration
and an economic downturn
that particularly affect the
regional Mexican con-
sumer. Within those dismal
results, however, regional
Mexican accounted for 62%
of dollar value, compared
with pop and rock at 19%,
tropical at 12% and urban
music at 7%,

Conversely, howev
ital sales haven'tincre

, regional Mexican's dig-
>d substantially. In fact,
looking at Billboard's Latin Digital Songs chart

for the week ending Sept. 7, a regional Mexican
track doesn't appear until No. 34: Espinoza Paz's
“Al Diablo lo Nuestro,” with nearly 1,000 down-
loads. That compares with 3,000 sold for En-
rique Iglesias’ “Cuando Me Enamora” at No. 6.
(The top five downloads are all songs with bilin-
gual versions and not comparable.)

Clearly, Seroussi says, “physical CDs con-
tinue to be sold.” And, until the regional Mex-
ican buyer catches up with the digital
experience, “there is more demand for CDs
than there are points of sale.”

“There is definitely a sales opportunity,”
Seroussi adds. "The mandate is to continue to
be focused on the genre.”

Additional reporting by Ayala Ben-Yehuda.
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NO FILLER,
NO KILLERS

Brandon Flowers Goes Solo, Temporarily

While announcing the arrival of his solo ca-
reer, Brandon Flowers made it clear that his
band, the Killers, isn't breaking up. In fact,
the singer says that the point of “Flamingo,”
due Sept. 14 on Island Records, was to deliver
these songs to the public so that his group
could eventually return to creating as a
cohesive unit.

“Of course, some of [“Flamingo”| could have
made for great Killers songs,” Flowers says,
“but I wanted the next Killers record to be a
very strong collaboration. That's when we're
at our best.”

Instead of a vanity project or a means of

separating Flowers from
his platinum alt-rock act,
“Flamingo” is the sound of
the frontman's creative
juices flowing while the
restof the Killers—guitarist
Dave Keuning, bassist
Mark Stoermer and drum-
mer Ronnie Vannueci Jr—
decided to take a break
from the studio.

Flowers may slight the
solo effort as an intimate

experiment between Killers mall. “Hard Enough.”
discs, b l.t fans (J.['. the ha.nd —BRANDON From the h.]ur}ted stomp of
are certainly taking notice FLOWERS “Only the Young" to the lonely

of the stopgap. The singer

sold out his first solo show at the Hilton's Shim-
mer Room in his hometown of Las Vegas on
Aug. 15, and first single “Crossfire” is No. 16 on
Billboard's Rock Songs chart.

“Most ardent Killers fans will know about
‘Flamingo,’ "
says. “1 also think that letting these songs spread
by word-of-mouth as opposed to hitting people
over the head with every marketing gimmick is
the right move.”

After the Killers finished their third album,
2008's “Day & Age,” Flowers started writing
new songs intended for the group. Throughout

Flowers' manager Robert Reynolds

® o
‘The songs
were just
there, and
I decided
thatI'd be

the delivery

the next 18 months of touring, including head-
lining slots at Coachella and Lollapalooza in
2009, Flowers says he would “duck into the stu-
dio every now and then and record ideas” dur-
ing brief breaks on the road,

As the Day & Age tour continued, however,
seven years of nonstop work had left Flowers'
bandmates craving some downtime. The deci-

sion for the singer to use the songs for himself

after the tour seemed to work for everyone, and
Flowers approached Island about a solo album
during the summer of 2009.
“The songs were just there, and 1 decided that
I'd be the delivery man,” Flowers adding
that the band had been very
supportive of the idea,

Flowers brought the new
songs to his Battle Born studios
in Las Viegas early this year, with
“Day & Age” collaborator Stu-
art Price signing on to produce
along with Daniel Lanois and
Brendan O'Brien. All three pro-
ducers helped make up Flow-
ers’ backing band, and Rile
Kiley's Jenny Lewis stopped by
for the midtempo pop duet

falsetto of “Playing With Fire,”
“Flamingo” (named after Vegas' Flamingo Road)
sounds like a more personal riff on the Killers’
sound. Flowers, however, sees the albumasan
homage to his hometown and its barren sur-
roundings: He says he wanted to “summon the
spirits of the desert” om the album,
“Thatwhere I'm from and that’s what | want
to represent,” “so | feel like it's
my duty to conjure the spirits up with the music,
and I do the best that [ can.”
To raise awareness of “Flamingo” among
Killers fans, Flowers announced the album
on the band’s website last April and first un-

Flowers says,

DOWN TO BUSINESS

55

MUSIC

58

Desert blossom:
BRANDON FLOWERS

veiled its details, including the artwork and
track list, to the Victims, the band’s official
fan club. A music video for “Crossfire,” fea-
turing sword-wielding ninjas and actress Char-
lize Theron, was released in July and has
garnered more than 2 million hits on the
singer’s Vevo channel,

However, Island is focusing the brunt of its
promotion on Flowers' live show, which will
head to “The Tonight Show With Jay Leno” and
“Jlimmy Kimmel Live!”
With backup singers and Flowers sticking
strictly to the mic, the singer's five sold-out Au-

during release week.
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gust shows were more “mellow” than the Killers'
recent stadium spectacles, the singer says.

After a European run, Flowers will return
stateside in November for a national tour in
2,000-seat theaters, with tickets set to go on sale
during the second week of September, accord-
ing to Island Def Jam Music Group president/
COO Steve Bartels.

Of course, when the buzz around “Flamingo”
dies down, Flowers will return to his refreshed
bandmates and work on album No. 4.
evitable,” he says. “2011 is going to be the time
that I'm sure it will happen.” v

It's in-
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>>>COHEN TOUR
WRAPS IN
DECEMBER

Leonard Cohen's two-year-
long comeback tour will
end in December with four
newly announced theater
shows in the western
United States, according to
AEG Live. The tireless
Canadian folk poet
emerged from a15-year
semiretirement in May
2008 to play large arenas
around the world. He will
have performed more than
240 shows by the time he
hangs up his fedora aftera
two-night stand in Las
Vegas Dec.10-11.

>>>LUDACRIS
PLANS NEW SET,
‘LUDAVERSAL’
Ludacris is “just starting
to work” on his next
album, which he's already
dubbed “Ludaversal.”
And save for
acknowledging that he's
doing some work with the
Neptunes, he's staying
mum on the types of
producers he's going to
work with on the album. “I
don't discriminate,” he
says. “l definitely go and
look for the big-time
producers, but | also
make sure that | keep my
ears to the street and look
for all the hungry ones.
It's about getting in there
and doing a couple [of
songs] with somebody
and making sure you pick
from the best ones.”

>>>McKAGAN
LEAVES JANE’S
ADDICTION

Jane’s Addiction
announced it has parted
ways with its latest
bassist, former Guns N'
Roses member Duff
McKagan, five months
after announcing his
addition to the often-
vacated post. McKagan,
46, performed a few
concerts with the band
and worked on new
material for its first album
in seven years, but
musical differences cut
short his tenure. “Hey we
wanted to thank Duff for
helping us write songs for
our new record,” the band
said via e-mail. “We love
the songs we worked on
with him—and the gigs
were a blast—but
musically we were all
headed in different
directions. From here
Duff is off to work on his
own stuff so we wish him
all the best.”

Reporting by Gary Graff
and Reuters.
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Calle 13 Mixes Pleasure And
Pain On New Album

By now, most fans of Calle 13—the irreverent
urban duo from Puerto Rico—have seen the
act's video for "Calma Pueblo,” in which peo-
ple tear off their clothes as a sign of rebellion
only to be shot down by unseen rifles. Featur-
ing rock group the Mars Volta, the video and
song are shocking, for not only the full frontal

nudity—male and female—but also the relent-

less, aggressive beats and the lyrics, which dis-
parage everything from lip-synching in live
performances to payola to dishonest politicians.

“I had written eight pages of lyrics for the
song, and | deleted and deleted,” says Rene
Perez (aka Residente), who, along with
brother Eduardo Cabra (aka Visitante), make
up Calle 13. “Because it's subject matter that
can come off like cheap pamphleteering. And
that’s not what I wanted to do.”

Calle 13 has perfected the art of vocal and
voluble social commentary to a degree not
found before in Latin music, and the duo has
earned critical praise and multiple Latin
Grammy Awards as a result, But the two artists
aren’t grim-faced ideologues—the brothers
make sure to inject humor and dance beats
into their music. Those two traits come to-
gether on their new album, “Entren los Que
Quieran” (Anyone Can Come In), due Oct. 25
on Sony Music Latin. The set mixes politics
with introspectiveness, or, as Perez describes
it, “pretty songs, with good lyrics, but pretty.”

Could those pretty songs make it to U.S.
radio? Thus far it's been a rare occurrence for
a group whose music defies definition and
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radio formats—and whose new album de-
nounces payola as the means to get No. 1 hits.

Still, Perez says, there's at least one (still
untitled) track on the new album that's “so
good, it'll be No. 1 on every station. [ don't
even think I'll have to pay.”

Calle 13 hasn’t had a U.S. radio hit since
“Atrevete Te, Te!l” in 2006, from the duo’s
self-titled debut. (It reached No. 15 on Bill-
board's Hot Latin Songs chart.) And Sony
says it hasn't been easy to get airplay.

“Latin America is their real home,” Sony
Music U.5. Latin VP of marketing Paula
Kaminsky says, though she notes that singles
will be worked to U.S, radio. Still, she adds,
videos are essential to the group's promotion.
For example, while the duo’s new single,
“Baile de los Pobres,” likely won't go to radio,
a video is being shot. And despite Perez's
comments about brands in “Calma Pueblo”
(“Adidas doesn’t use me, | use Adidas,” he
says of his current sponsor), there are others
waiting in the wings. Perez’s rhetoric, Kamin-
sky says, “doesn’t affect us. On the contrary,
he's one of the artists most requested by
brands. He's very attractive as a personality.”

The fact that Sony supports Calle 13's per-
sona and behavior makes for an unusual al-
liance. While Calle 13 has had relatively
modest U.S. sales (the duo's last album, 2008's
“Los de Atras Vienen Conmigo,” has sold
54,000 copies, according to Nielsen Sound-
Scan), Sony is aggressively promoting the
group throughout Latin America and Spain.

And the label allows Calle 13 to be unortho-
dox, as it was with the “Calma Pueblo” song
and video, which originally were only released
on the group's website,

“The Web is a very heavy tool,” Perez says.
“I'wanted to do something exclusively for the
Internet. The idea was to work freely, with-
out any self-censoring. If there was no cen-
soring [in media], this is the video 1'd make.
And since | have my Web page, I put it up
there, so whoever wanted to watch could come
and do so.” wee
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Back Again

Superchunk
Promises Its
New One Is
Worth The Wait

Take heart, Superchunk fans:
Laura Ballance and Mac Mc-
Caughan weren't just procras-
tinating for the last nine years.
After all, they had a little out-
fit to run—Merge Records,
which just scored a Billboard
200 No. 1 with Arcade Fire, as
well as releasing records by
critical darlings like Spoon and
She & Him.

But the pair finally decided
it was time to get the band back
together and make another
record. That album, “Majesty
Shredding,” its first studio
project since 2001, will be re-
leased Sept. 14.

Compared with the previous
set, “Majesty Shredding” is de-
cidedly more uptempo, brim-
ming with heart-rate boosters
like “Crossed Wires" and open-
er “Digging for Something,”
which was released as a limited-
edition 7-inch in July.

“Doing shows on an irregu-

lar basis helped us realize that
our strong point is really the
more fun, rock-out songs,”
bassist Ballance says. “Not that
[previous album]| 'Here's to
Shutting Up’ didn't have a few
rockers on it, but it had some
things that are much harder to
pull off live.”

Singer/guitarist McCaughan
adds that “after nine years, we
wanted people to hear a record
that had a lot of energy.”

As for the wait, Ballance
says that “even before ‘Here's

Mot slacking anymore:
SUPERCHUNK

PULSE
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>>>RESTLESS
ROCKERS
Amy Meredith sounds more
like the name of a sensitive
singer/songwriter than an all-
male Australian rock quintet,
but that hasn’'t slowed the
band's growth. Its Sony Music
Australia debut album, “Rest-
less,” opened at No. 8 on the
Australian Recording Industry
Assn. (ARIA) albums chart on
July 12, after single “Lying”
cracked the national top 10.

MNow international plans are
taking shape, and the band re-
cently played a showcase in
MNew York for Sony's stateside
executives. Meanwhile, an 18-
date Australian tour booked
by Sydney-based Artist Voice
starts Sept. 22,

The group's name “con-

fuses people at first” artist
manager Matt Emsell says, but
any confusion dissipated after
a string of high-profile main-
stream TV appearances this
year, plus live dates support-
ing Stereophonics, Good Char-
lotte and Cobra Starship.

The band has taken care to
build an active online fan base,
Emsell adds. “Everything'sbeen
driven through interaction with
the fans online. The fans feel like
they're friends with the band.”
They also “helped the momen-
tum at radio by getting on the
phone and requesting songs,”
Emsell says, with plays on com-=
mercial radic networks Nova and
Austereo pushing debut single
“Pornstar” into ARIA's top 30.

“It seems like an overnight
success,” Emsell says, “but the
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to Shutting Up’ came out, it
feltlike, 'God, I need a break,’
because Merge was growing

and taking more and more of

my and Mac's time. There was
alotof pressure to be here and
not be thinking about this
whole other business of being
inaband.”

According to McCaughan,
the album was recorded to
maximize the band’s avail-
ability, as he was able to use
his home studio for extra
tracking. Band sessions were
recorded at Durham, N.C.'s
Overdub Lane studio, with en-
gineerproducer Scott Solter.

With all of Merge's other cur-
rent activity, it seems counter-
intuitive that Superchunk
would choose 2010 for this

band has been working hard
for over three years to get to
this point.”  —Lars Brandle

>>>ALL THAT ZAZ
French singer Zaz's self-titled
debut album brought a hint
of Edith Piaf back to the
French charts this summer,
topping the SNEP/IFOP/Tite-
Live listings for nine consec-
utive weeks beginning June
7. Released May 10 on Sony-
distributed independent
Play-On, it has shipped more
than 250,000 copies, ac-
cording to label co-founder
Sebastien Duclos.

The 30-year-old Zaz’s voice
and her “gypsy jazz" mixture
of chanson and swing made
comparisons with the iconic
Piaf inevitable, Duclos says,
adding, “They have things in
common=—both started sing-
ing in the street.”

Zaz (aka Isabelle Geffroy)
wrote or co-wrote six of the
record's 11 songs, published by
Play-On/Sony/ATV, with mul-
tiplatinum Virgin France artist
Raphael contributing three
others. The album has already
been No. 1in Wallonia and Duc-
los is targeting international ex-

long-awaited release. But as
McCaughan says, "There will
always be something that's
going to make it more compli-
cated.” Both he and Ballance
agree that Arcade Fire's suc-
cess could draw more attention
ta the label in general, but that
such blockbusters tend to
eclipse other things around
them. “In a way it's good that
we put our record out this year,
because then we're throwing
ourselves under the bus in-
stead of so many other bands,”
Ballance says.

Still, Superchunk will at least
have the attention of a loyal,
patient fan base, The album fol-
lows deluxe remastered vers-
ions of the band's classics “On
the Mouth"” and “No Pocky for

pansionin 2011. A Spanish ver-
sion of the single “Je Veux" will
be serviced to Spanish radioin
September. An English-lan-
guage version is also planned,
although Duclos says work in
the United States and United
Kingdom likely won't start until
late 2011.

Sony has licensed the album
globally, except for Poland
(Magic/Universal) and Canada
(Musicor), where Zaz per-
formed at Montreal's annual
French-language music festi-
val Francofolies in June. Zazis
booked by Paris-based Caram-
ba Spectacles and is playing
live shows across France
through Dec.17.

—Aymeric Pichevin

>>>GREEN
SHOOTS

The latest home-grown hip-
hop act to crack the U.K.
charts, Professor Green, is em-
barking on his first major na-
tional headline tour this fall.
The 26-year-old East Lon-
don rapper, whose real name
is Stephen Manderson, emerg-
ed through freestyle rap bat-
tles in London. He wraps the
10-date U.K. trek (booked by

Kitty," both released Aug. 17.
And the group will get its share
of the mainstream spotlight
when it plays “Late Night With
Jimmy Fallon” Sept. 20, the act's
first TV appearance since 1994.
In addition to a slate of tour
dates, Superchunk is also on the
bill for Matador Records' 21st-
anniversary festival in Las Vegas
in October, helping to celebrate
the label that released the band's
first three full-length albums in
the "90s.

MeCaughan says that Super-
chunk will do whatever in-
stores and radio shows work
out, but that “we don't have
anything super crazy planned
marketing-wise—we tend to
stick with our strength, which
is playing shows.” e

London-based EC1) Oct.19 at
London's 1,500-capacity Koko
venue. A year-end live show at
London's 2,000-capacity 02
Shepherds Bush Empire is
booked for Dec. 15.

Green debuted at No. 2 on
the Official Charts Co. album
listing on July 31 with debut set
“Alive Till I'm Dead" (Virg-
in/EMI). It has sold 63,000
copies, according to the OCC.
The hook-laden 12-track al-
bum, peppered with wry pop
culture-referencing lyrics, was
preceded by top five singles |
MNeed You Tonight" (which
samples INXS' “Need You To-
night™) and “Just Be Good to
Green." The latter, sampling
the S.0.S. Band's 1983 hit “Just
Be Good to Me,” features quest
vocals from Lily Allen, who
Green supported on late 2009
European shows.

Overseas plans are being
finalized, but Virgin U.K. VP
of promotions/press Manish
Arora says the Allen support
slot boosted the Bucks Music-
published artist's profile, not-
ing that the familiarity of “big
samples in the first two rec-
ords really worked for him.”
—Richard Smirke

MUSIC

| with DAVID MACKLOVITCH
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Chromeo continues its journey into the creamy center of retro-'80s electro-funk on “Business
Casual," the Montreal duo's third full-length and the follow-up to 2007's “Fancy Footwork,” which
earned Chromeo slots at Coachella and Bonnaroo and has sold 58,000 copies, according to
Nielsen SoundScan, Due Sept. 14 on Atlantic, “Business Casual” finds singer/guitarist David
Macklovitch, also known as Dave 1, sharing his thoughts on hot messes and knights in shining
armor over typically crafty arrangements by synthmeister Patrick “P-Thugg” Gemayel.

The video for “Night by Night,” which the band made in conjunction with Mountain Dew’s
Green Label Sound, has racked up more than 1 million views on YouTube. Billboard spoke to
Macklovitch about the band's nontraditional route to success.

1 “Fancy Footwork” went a long way to-
ward raising Chromeo’s profile beyond
your in-the-know hipster fan base. Would
you call the album your crossover effort?
“Breakthrough” would be better. It's tough for
a band like us: We really belong in the new
model, where YouTube views and blog pres-
ence count more than record sales in terms of
awareness. It happened right during the last
record. | remember when “Fancy Footwork”
was about to come out, our manager was like,
“Man, I got this thing called Google Analytics,
and you guys are blowing itup.” And I was like,
“What does that mean? Who cares?” [The at-
tention] was completely unexpected, and for
usalotof things that were our wildest dreams

really happened: playing Coachella, playing
“Conan,” doing our first sold-out shows at [New
York's] Bowery Ballroom. It gave us the moti-
vation to keep going and try to adapt to the new
reality of the business.

2 Are the two of you more involved in
the group's extra-musical affairs than most
musicians are in theirs?

It's hard to say, since | only know our own ex-
perience. It's like me asa guy, I've seenalotof
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vaginas. But penises [ don't see as many of; I'm
not very penis-proficient.

3 Butyou guys do alot.

We're extremely hands-on. [Gemayel] went to
business school. so up until a year ago he was
our tour manager. After every show we'd go to
the hotel, open Excel, do the accounting. Now
he still oversees a lot of that stuff: he's on the
phone with our business managers all the time.
As far as what | do, everything that's sort of the
meta-artistic direction, that's more my depart-
ment—album title, song titles, album se-
quence, all that. While he was preparing our
last European tour, | was in London mastering
the record. We keep our manager to meet with
the record label and our booking agent and
N our publicist.

4 “Business Casual” is your major-
label debut. What do you expect At-
lantic to do for Chromeo?

Nothing. To be honest with you, it's more
about what we can provide them to make
it easy for them. All I asked them was,
“Guys, please don't shelve our record. And
work within your means so you don't lose
money.” Our last record made money—
Atlantic gave us a royalty check [through
the label's relationship with Vice Records).
Which isn't a testament to how well the
record sold; it's a testament to how OK
the record sold against how little they
spent to get there, So I was like, “That's
what | want on the new one, Let's be super-
conservative. All I need for you guysisto
| putit out.” And they were like, “Yeah,
cool.” I mean, they do have steps in place
to give us a push so we can get from sell-
ing 70,000 records to maybe 100,000,

5 Do you have clear-cut commarcial
goals for this record?

No. That's a recipe for disappointment. [ have

clear-cut artistic goals, I'll tell you that much.

6 Suchas?

I just want to maintain and improve on the
channels in which we exist: extensive tour-
ing, an entertaining live show, a super-big blog
presence and really progressive, quirky, inno-
vative videos done at a reasonable budget
where everybody's like, “Wow, how’d you guys
do that?” e
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LYFE JENNINGS

| Still Believe

Producers: various

Asylum Records

Release Date: Aug. 37

Two years ago, R&E singer Lyfe
Jennings was arrested follow-
ing a disturbance that took place
while he looking for his child's
mother, who was allegedly vis-
iting another man. Speaking
from that experience, Jennings
schools listeners on relationship
woes on his new album, “| Still
Believe.” Over a lullaby-like piano
melody on the song “Statistics,”
the artist breaks down the per-
centage of all unfaithful men and
offers advice on what to do to
keep an honest one (if you hap-
pen toland one of the 10% in ex-
istence). And during the track
“Love,” Jennings tells a compet-
ing suitor to be more affection-
ate toward his woman if he
doesn't want to lose her. The set
finds the singer not only drop-
ping knowledge on matters of
the heart but also revealing a
more vulnerable side, Atop a dial
tone on the song “Busy,” Jen-
nings desperately tries to con-
tact his lady; he professes his
love to his partner on “Whatever
She \Wants", and he encourages
others to learn from his mistakes
on the appropriately titled
“Learn From This." From the
sound of it, Jennings has.—MC

CALVIN
RICHARDSON

SELENA GOMEZ & THE
SCENE

A Year Without Rain

Producers: various

Hollywood Records

Release Date: Sept. 21

“A  Year Without Rain” finds
Selena Gomez (and evidently her band, the
Scene) tackling a succession of standard-issue
tween-pop topics: how awesome love is (“Off the
Chain™), how sucky bad days are (“Intuition™) and
how powerless we mere mortals are in the face of
the devil's music (*Rock God"). Fortunately, the
10-track set—a huge improvement over the Disney
Channel star's forgettable 2009 debut—delivers
these ho-hum messages in above-average pack-
aging. Opener “Round & Round,” co-produced by
“Let It Rock” broheim Kevin Rudolf, rides a fist-
pumping electro groove, while “Summer’s Not
Hot" gets a gloriously trashy Eurodance chorus
from RedOne, who co-wrote the song. Elsewhere,
Gomez goes appealingly emo-disco on the Toby
Gad-produced title track. Despite the album’s
title, dark clouds do appear in the form of
“Spotlight,” a hookless, fake-dancehall jam, and
the snoozy “Ghost of You.” But mostly, “A Year
Without Rain” is as sunny as advertised.—MW

voice naturally exudes
soul. And when it comes

America's Most Wanted
Producers: various

Numo Records/Shanachie
Entertainment

Release Date: Aug. 37
There's nothing forced or
fake about Calvin Richard-
son's vocal talent; his

RYAN BINGHAM & THE

56

DEAD HORSES

Junky Star

Producer: T-Bone Burnett

Lost Highway Records

Release Date: Aug. 37

Much has happened to Ryan Bingham since the
release of his 2009 album, “Readhouse Sun,” and
his latest release, “Junky Star.” The artist swept
the awards season earlier this year, winning an
Academy Award and a Golden Globe for the song
“The Weary Kind” from the film “Crazy Heart.”
(Bingham also made a cameo in the movie.) T-
Bone Burnett, who takes the reins on this com-
pelling new album, produced the Oscar-winning
track. Listening to Bingham, it's hard to believe
he's only 29 years old; he sounds more like a vet-
eran troubadour with a voice as gritty and worn
as an old sawdust floor. Burnett's skilled produc-
tion lets that unigue voice take center stage,
especially on the hard-hitting “Strange Feelin’ in
the Air.” Bingham's writing is filled with stark
images and canny observations, which is evident
on such tracks as “Self-Righteous Wall” and
album opener “The Poet.” Look for this gifted
young artist's star to keep rising.—DEP
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to songwriting, Richard-
son definitely knows his
way around a strong song:
With Babyface, he co-
wrote the Charlie Wilson
hit "There Goes My Baby."
Both skill sets take cen-
ter stage on Richardson's
fifth album and follow-up
to his tribute to soul icon
Bobby Womack, the
2009 release "Facts of
Life.” Highlights include
“Feels Like We Sexin'," a
worthy heir apparent to
R. Kelly's “Step in the
Mame of Love,” and sev-
eral emotion-drenched
ballads (“NMever Do You
Wrong,” "Come Over”
and “Adore You"). Listen-
ing to Richardson's delivery
on these standout tracks,
it's easy to understand why
he earned the nickname
"Soul Prince.” Undermining
those efforts, however, are
such repetitive and formu-
laic selections as "You Pos-
sess My Body" and “Thug
Livin'.” Despite these hic-
cups, Richardson's latest
effort brings him another
step closer to deservedly
becoming one of Amer-
ica’'s most wanted soul
singers.—GM

HEART

Red Velvet Car

Producer: Ben Mink

Legacy Recordings

Release Date: Aug. 31

As a rock vocalist, Ann Wil-
son can be as powerful as
Jon Bon Jovi, Janis Joplin
or Axl Rose; and sister
Mancy's guitar hooks are
some of the most ener-
gized and memorable of
the 20th century. The duo's
first album in six years,
“Red Velvet Car," is light on
those searing moments
that define the greatness of
the group. The set's tone is
measured and reflective on
retrospectives like “Queen
City,” such family odes as
“Safronia’s Mark” and the
lovely, winsome folk tunes
“Hey You" and “Sunflower.”
The passion that Heart
does best breaks through
on the shuffling growl of
traveling song “Wheels";
the pulsing, syncopated
claustrophobia of “Death
Valley™; and the angry wail
of "WTF,” where Ann
thankfully visits her high
notes after the buzzy plod
of opener “There You Go."
The lyrical focus, along
with raw production and
eclectic instrumentation
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(including mandaolin,
strings and autoharp), give
the 10-song set a heat
that's honest and personal,
but not quite the riveting
bearing of souls that Heart
is known for.—EN

THE WEEPIES

Be My Thrill

Producers: Steve Tannen,
Deb Talan

Nettwerk Records

Release Date: Aug. 37

The Weepies—the husband-
and-wife duo of Steve Tannen
and Deb Talan—refrained from
touring following 2008's “Hide-
away" to take care of their new-
born son. Raising a child is no
easy task, but the time at home
gave the couple a chance to
write new material for the fol-
low-up, “Be My Thrill," whichis
decorated with their traditional
folk-flavored tunes and pop
harmonies. The first single, I
‘Was Made for Sunny Days,”
features Talan's warbled vocals
over a slinky bassline and a
bouncy guitar melody, while
the grungy “"How Do You Get
High?" rolls in on a backbeat
reminiscent of “Low Rider” In
stark contrast, the track “Not a
Lullaby” has the opposite ef-
fect of what the title suggests;
Talan's soft repeated crooning
of “When | hold you in my
arms” over a tenderly plucked
guitar line is the perfect combi-
nation to lull listeners to sleep
It just goes to prove that the
‘Weepies haven't lost their gen-
tle touch.—MV

GOO GOO DOLLS
Something for the Rest of Us
Producers: various

Warner Bros. Records

Release Date: Aug. 37

If what some of the rest of us
want from the Goo Goo Dolls is a return to the
trio’s harder-rocking, pre-“Mame” roots, then the
Goos have tossed us a bone. The group’s first new
album in four years, “Something for the Rest of
Us,” hardly re-creates the world of “Jed” or
“Superstar Car Wash.” But the set has a fullness
and energy—not to mention an arsenal of layered
quitars—that give it the kind of muscle we haven’t
heard from the band in quite some time. The song
“Sweetest Lie” starts things off with hand claps
and a galloping gait, while “One Night,” “Still Your
Song” and the Rebby Takac-sung pair of “Now |
Hear" and “Say You're Free” mix propulsion with
polished pop craft. Even John Rzeznik's more
melodic moments follow suit, displaying both emo-
tional and musical heft on ambient fare like “As |
Am” and dynamic ebb and flows like “NMothing Is
Real” and “Motbroken.” Rzeznik is still grappling
with relationship tumult throughout these 12
songs. But it’s with a more outward-looking per-
spective that invests listeners in his quest for the
answer to the question, “Can we make it through
the darkness?"—GG

MIRANDA PENN TURIN



ZAC BROWN BAND
FEATURING ALAN
JACKSON

As She’s Walking Away (3:44)
Producers: Keith Stegall, Zac Brown
Writers: 2. Brown, W, Durrette
Publishers: Weimerhound Music/
Lil Dub Music/Angelika Music (BMI)

Southern Ground/Atlantic/Bigger Picture
Collaborations between rising and established artists
are common, but when best new artist Grammy Award
winner Zac Brown Band taps Alan Jackson for a single,
the pairing should be considered momentous. “As She's
‘Walking Away” captures a man’s hesitation to share his
true feelings for a woman: “Now I'm fallin’ in love as
she's walking away/And my heart won't tell my mind to
tell my mouth what it should say.” The heartwarming
harmonies of the band and Jackson float along with
Clay Cook’s flickering mandolin melody, which is fur-
ther brightened by Jimmy De Martini's tender instru-
mental on fiddle. As listeners fall for this song in the
coming months, they can expect Zac Brown Band's
album to include two other noteworthy collaborations,
one by Jimmy Buffett and the other by bluegrass
acoustic guitarist Tony Rice,—MM

{ DANCE ]

LA ROUX

In for the Kill (4:08)
Producers: Sen Langmaid,
Elly Jackson

Writers: £ Jackson,

B. Langmaid

Publisher: MG Rights
{ASCAP)
Cherrytree/Interscope

La Roux's defiant singalong
“Bulletproof,” the first single

from the synth-pop duo's self-
titled 2009 debut, sold more
than 1.7 million copies, accord-
ing to Nielsen SoundScan, and
peaked at a surprising No.8on
the Billboard Hot 100, Follow-
up single “In for the Kill” finds
androgynous frontwoman Elly
Jackson showing off her crys-
tal-clear voice over producer-
behind-the-curtain Ben Lang-
maid's minimally styled analog

beats, "Kill" may not be as
catchy as "Bulletproof,” but it
shows that this Eurythmics-
recalling twosome's defining
qualities—her power-elf voice
and his '80s sonics—can stay
fresh from song to song. A
stripped-down dubstep remix
by producer Skream is popu-
lar in the United Kingdom and
was featured during an Aug. 8
episode of “Entourage,” prov-
ing that Jackson is already a
preferred voice of that rum-
bling underground dance
style.—KM

| HIP-HOP |

CALI SWAG
DISTRICT

Where You Are (4:09)
Producers: Sanchez, Mico
Wave

Writers: various

Publishers: various

Capitol

The guys who brought the
Dougie dance to the masses
are now putting a hip-hop
spin on Michael Jackson. Cali
Swaag District navigated the
proper licensing channels to
sample the singer's Jackson
5-era, 1972 hit "Where You
Are" and bring it to 2010
with an emphasized drum
backbeat, a more modern
dance track and rap verses.
The second single from the
group's upcoming debut al-
bum, “The Kickback,” works
similarly to breakout hit

REVIEWS-

NELLY
Just a Dream (3:57)

Producers: Timbaland, Jerome “Jroc" Harmon

Writers: various
Publishers: various

Interscope/Zone 4/Mosley Music Group

The last time MNelly saw the top 10 of any Billboard chart was in 2006, when “Grillz" hit No. 1
on the Hot 100. The “Hot in Herre” rapper makes a strong re-entry with his latest single, “Just
a Dream,” which debuts at No. 8 on Digital Songs. Produced by Jim Jonsin and Rico Love, the

track is a midtempo cross
between straightforward
hip-hop and a pop ballad
about missing a past love, “|
was thinking about her,
thinking about me/Thinking
about us, when we're gonna
be?/Open my eyes, it was
only just a dream,” goes the
contagious chorus, atop
guitar licks and heavy
synths. Layered vocals and
Melly's own ad-libs also
dramatize the track. Its
quick success signals that a
return to the spotlight isn't
just a dream.—MC

"Teach Me How to Dougie,”
with a beat designed to
make the listener move and
dependence on a catchy
hook. However, Cali Swag
District lays down more in-
tricate verses for "Where
You Are.” spitting rhymes
about losing touch with a
significant other due to the
pressures of fame in be-
tween snippets of the King
of Pop.—MV

DON OMAR FEATURING

LUCENZO

Danza Kuduro (3:56)
Producer: Lucenzo
Writers: various
Publishers: various
Machete Music

Reggaeton’s self-proclaimed king tries his hand at another
strain of urban dance music on “Danza Kuduro,” from his
forthcoming compilation album “Don Omar Presents: Meet
the Orphans.” Kuduro's high-speed, eminently danceable
rhythms originated in Angola in the "80s, found their way to
Portugal and were most recently popularized by ghetto-tech
act Buraka Som Sistema. Portuguese artist Lucenzo reworks
his own “Vem Dancar Kuduro” for this collaboration with
Don Omar, who adds star power and Spanish lyrics that
should broaden the song's international audience. The
propulsive beat is laced with crowd-pleasing electric accor-
dien runs, over which Don Omar sings and raps about a sim-
ple yet evergreen concept: dancing up a storm. The song
wisely shifts him toward more tropical-leaning material—a
move all too familiar in reggaetén’s post-boom era—while
letting him continue to explore new sounds and maintain his
hold over Latin dancefloors around the world.—MH

DON- VAR

LULENZD

[ POP |

MATT WHITE

Falling in Love (With My
Best Friend) (3:09)
Producer: Josh Kaler
Writers: M. White, 5. Sax
Publishers: Bleecker Street
Records/Matt White Music/
ScotSaxSongs, administered
by PEN Music Group
(ASCAFR)

Ryko

Rising singer/songwriter
Matt White is generating
buzz in the AC alternative
pop world with his sopho-
more release, "It's the Good
Crazy," due Sept. 14 on Ryko.
The lead single, "Falling in
Love (With My Best Friend),”

is a sugary earworm with
playful acoustic guitar and
smart, simple lyrics about
taking a platonic relationship
to the next level. "We're just
friends, simple as that/| don’t
want it to end, but I'm falling
in love with the best friend |
got,” White sings over a
sunny riff, as he weighs the
risks of following his heart.
“If we kiss, if we touch/All of
this could get rough,” he
sings, echoed by hushed
pedal steel. Apparently wis-
ing up, White closes by
saying, “Falling in love just
breaks your heart," before re-
luctantly admitting that it has
broken his own.—CM

CLEGEND & CREDIIS §

EDITED BY MITCHELL PETERS
(ALBUMS) AND JASON
LIPSHUTZ (SINGLES)

CONTRIBUTORS: Mariel
Concepcion, Gary Graff, Monica
Herrera, Kerri Mason, Connor
McKnight, Michael Menachem,
Gail Mitchell, Evie Nagy, Deborah
Evans Price, Megan Vick, Mikael
Wood
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Back To
Basics

Pepper & Piano Net First Top 10 Single
Via UK. TV Upstart ‘Must Be The Music’

At a time when the all-conquering “X
Factor” program has been taking flak
for using Auto-Tune on contestants'
voices, a new and more back-to-basics
UK. TV talent show is helping spice
up the British charts,

Satellite broadcaster BSkyB's “Must
Be the Music” on Sky1 lags well be-
hind ITV's “X Factor” in terms of view-
ers. However, the talent show upstart
has gotten aleg up on the ratings giant
by propelling one of its competing acts,
piano/vocal duo Pepper & Piano, into
the U.K. top 10 with the original song
“You Took My Heart"—two weeks be-
fore “Must Be the Music” will wrap its
first season.

Pepper & Piano, the alias of college
friends Katie Pepper (vocals) and
Emma Alkazraji (piano), entered the
Official Charts Co. singles list for the
week ending Sept. 11 at No. 7 with
sales 0f 27,000, according to the OCC.
“The public realizes that Pepper &
Piano are authentic, and this strikes a
chord,” show producer Lucas Green
says. “ ‘You Took My Heart' is simply

a good song, The audience is voting
for originality and talent.”
“Someone from college persuaded
us to go for it. We didn't really real-
ize we would be televised,” 22-year-
old Pepper says. She and Alkazraji
advanced from the Aug. 29 semifi-
nals along with violinist Daithi O
Dronai. Pepper reports “overwhelm-
ing" interest from labels and poten-
tial collaborators since the unsigned
and unmanaged duo’s initial per-
formance on the Aug. 16 audition
show. However, she says the act will
wait until after the Sept. 19 finale be-
fore deciding how to proceed.
“Must Be the Music,” developed by
London-based Princess Productions,
follows the viewer-voted talent show
format, but with a twist. The 15 semi-
finalists (chosen from public auditions)
perform their own material or covers,
with studio versions available for im-
mediate download from iTunes and
BSkyB's own Sky Songs music serv-
ice, priced at 59 pence (90 cents) each.
Three semifinal competitions each

Spice girls: PEPPER &
PIANO performin
Aug. 29 on Sky1's ‘Must
Be the Music.

feature five acts picked by three
judges. The judges and the public
then select two acts from each semi-
final for the final contest, broadcast
live on Skyl from London’s Wemb-
ley Arena. The show is hosted by
TV/radio presenter Fearne Cotton,
while the judges are established
artists: jazz vocalist/pianist Jamie
Cullum, Texas frontwoman Sharleen
Spiteri and rapper Dizzee Rascal.
Competitors have ranged from 15-
year-old classical pianist Kyle to the
Ebony Steel Band. Both acts lost in
the second semifinal on Sept. 5, with
singer/songwriter Emma’s Imagina-
tion and pop/rock group the Pictures
advancing to the final.

‘GURLS’ OF SUMMER

A song that evokes palm trees, bikinis and sun-kissed beaches fittingly earns top honors on Billboard's
Songs of the Summer 2010 survey, as Katy Perry’s “California Gurls,” featuring Snoop Dogg, crowns the
ranking. The chart encapsulates the most popular songs based on actual performance on the Billboard

Hot 100 from the June 12 issue through this week.

“California Gurls” rules the list largely on the strength of a six-week command of the Hot 100 in June
and July. The song bests runner-up Eminem’s “Love the Way You Lie,” featuring Rihanna. Despite the lat-
ter title's longer stay at No. 1 {seven weeks), the track didn’t debut on the chart until July 10.

Perry collects her second Songs of the Summer chart-topper, following “I Kissed a Girl” in 2008, The
singer is just the second artist with two top placements as a lead act in the last 25 years, Mariah Carey won

the derby in 1990 (with “Vision of Love”) and 2005 (“We Belong Together”).
View each Songs of the Summer top 10 since 1985 at Billboard.com.

HOT STUFF

Katy Perry is the only artist to rank on the last three Songs of the Summer countdowns. In addition
to topping the list this year and in 2008, she placed at No. 10 last year with “Waking Up in Vegas.”

TOP SONGS OF THE SUMMER 2010

TOP SONGS OF THE SUMMER 2000-09

—Gary Trust

“Must Be the Music” acts aren't tied
into a record deal or to any pact with
Princess or Sky. All download proceeds
goto the acts, minus fees for publish-
ing (if a cover version is performed),
arecord producer’s fee (4% of the re-
tail price) and an iTunes handling
charge. Princess pays for the record-
ing. “We pay for as much as we can
out of the program budget so the acts
can keep their money,” Green says.
The acts also keep the net profits from
Princess-generated merchandising
sold enline, including artist T-shirts
priced at £15 ($23).

The show’s ratings are dwarfed by
terrestrial programs like “X Factor.” Dur-
ing the week of its second semifinal,

L3 jq-

“Must Be the Music” drew 368,000 view-
ers, compared with the 10.6 million for
ITV's “X Factor,” according to ratings
company BARB. However, Sky1 offers
additional exposure through a dedicated
“Must Be the Music” YouTube channel
and the Skyl website, which gets 12
million hits per month from 800,000
unique users, according to Sky1 head
of new media Aidan Conway. The
show's content is responsible for 809
of all Sky1 Web traffic, he adds.

“Must Be the Music” is capturing
viewers' imagination, Green says, be-
cause it's “modern, democratic and
there's a credible panel. It's really en-
couraging that people are buying and
enjoying original music.” e

ve: KATY
RRY with
OP DOGG

RANK  SONG/ARTIST YEAR
1 “California Gurls," Katy Perry Featiming Snoop Dogg 009 "l Gotta Feeling," TheBlack Eyed Peas
!  “Love the Way You Lie," Eminem Featuring Rihanna 0 Kissed a Girl," Katy Pery
3 “Airplanes,” B.o.BFeaturing Hayley Williams 007 “Umbrella,” Rihanna Featuring Jay-
4 “OMG," lsher Featuring Pitbull 006 “Promiscuous,"” Nelly Furtado Featuring Timbaland
5  “Dynamite,” Tao iz 005 “We Belong Together," Hariah Carey
& “Billionaire," Travie McCoy Featuring Bruno Mars W4 “Confessions Part I1," Usher
1 “Cooler Than Me," Hike Posnes 005 “Crazy in Love," Beyoncé Featuring lay-2
8 "I Like It," Enrique lglesias Featuring Fitbull 002 “Hot in Herre," Nelly
9  “Find Your Love," lake 0 “Let Me Blow Ya Mind," Eve Featuring Gwen Stefani
0 “Not Afraid,” Eminem 000 “Bent," Matchbox Twenty
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Cali Phenom Far*East
Movement Rockets Up
The Billboard Hot 100

Former Interscope Records interns Kev Nish and
Prohgress, who make up half of Asian-American
group Far*East Movement, have come a long way
since assisting in the label's publicity department
five years ago.

The Los Angeles quartet makes the second-largest
jump on the Billboard Hot 100 this week (41-21)
with the club-ready single “Like a G6," featuring
Cataracs & Dev. The song vaults 25-12 on Hot Dig-
ital Songs (selling 75,000, according to Nielsen
SoundScan, up 54%), while airplay impressions
climb 49% to 19.8 million. To date, “Like a G6” has
sold 327,000 downloads, while the music video has
received 2.2 million hits on YouTube.

The single will be included on Far*East Move-
ment's major-label debut and third album overall,
“Free Wired,"” due Oct. 12 on Cherrytree Records/
Interscope. Cross-wiring pop, hip-hop, dance and
electro, the set features guest appearances by Snoop
Dogg. Pitbull, OneRepublic's Ryan Tedder, Lil Jon
and Keri Hilson, with production from the Stereo-
types, Smeezingtons (Bruno Mars, Phil Lawrence),
Roger Sanchez and Fernando Garibay.

Since the Interscope internship in late 2005,
Far*East Movement (which also includes mem-
bers [-Splif and D] Virman) has evolved from or-
ganizing popular underground events in Los

FAR'EAST _
MOVEMENT

Angeles’ Koreatown to touring alongside Lady Gaga
and N¥*E*R*D. The act's music has also been used
in several films and TV shows, among them “Get
Him to the Greek.” “The Fast and the Furious:
Tokyo Drift,” “Entourage” and “CSI: Miami." The
groupis managed by Stampede Management's Ted
Chung and Russell Redeaux.

“One thing we learned while interning was that
you have to build your own movement,” Nish says,
noting the group achieves this by blogging and post-
ing homemade tour videos, as well as participating
in chat rooms and an online radio show on Cherry-
treeRecords.com. “So we stopped interning and hit
the streets of L.A., performing in every clubwe could.”

So far, the clubs have played a strong role in
Far*East Movement's rising radio profile. Inter-
scope marketing director Andrew Flad says the label
began working “Like a G6” to clubs and mixshows

several months ago, following the success of a be-
hind-the-scenes viral video the group made for the
track during its club tour last year with electro-
pop duo LMFAQ, “We serviced it to build a base
there before we really attacked radio,” Flad says.
“Then crossover success started as some top 40
stations began playing it. Now it's starting to get
major-market adds across the country.”

In addition to the act’s September/October North
American club tour with Mike Posner, Interscope
plans to maintain the “G6" momentum by servic-
ing new club remixes. Flad says at least eight
remixes are coming as well as a potential remix EP.

The next Far*East Movement single will be
“Rocketeer,” a softer track featuring Tedder on vo-
cals. Beyond that, Flad says there will definitely be
another club record. But, he adds, “it's important
to show the depth of what these guys can do.” +.«

TRY COURTESY OF ATLANTIC RECORDS

TIGER TRACKS

California-based singer/songwriter/
guitarist Lissie is making a splash on-
line and overseas, laying the ground-
work for an October return to the
United States to support debut album
“Catching a Tiger" (Fat Possum).
Released Aug.17, “Tiger"” debuted
at No. 5 on Billboard’s Heatseekers
Albums chart and at No. S onthe Folk
Albums tally; it's since fallen to Nos.
41 and 14, respectively. But that's
without the promotional presence of
the charismatic Lissie, who's in Eu-
rope playing a series of dates and rid-
ing a wave of media interest (stories
in the Sun and Sunday Times, an ap-
pearance on “Live With Jools Hol-
land”) and chart success. “Tiger”
peaked at No. 12 on the U.K. albums
chart last week, after a 10-week climb.
“Qur plan wasn't hindered since
we knew that [her absence] would
be the case from the start,” Fat
Possum head of marketing Justin
McGuirk says. (Lissie is on Colum-
bia overseas.) “We hurried to get
the album out as early as possible
so it had time to saturate a bit be-
fore she tours the U.S. It's a mis-

take to take a debut album and do
all of your promo the same month
that it streets. There's so much
building to do.”

And Lissie is ready to build. “Once
| come back and promote it, then it
will pick up,” she says from Dublin.
“My music isn't part of a trend, so |
think it will last.”

Lissie's style and powerhouse
voice—which recalls the huskiness
of Stevie Nicks and the dreaminess of
Mazzy Star's Hope Sandoval—have a

Debut
buzz:
LISSIE

broadness that seems to transcend
time and even genre. While she's
slotted as folk, her series of YouTube
cover performances include metal,
hip-hop and pop and are racking up
millions of views. A stripped-down
take on Lady Gaga's “Bad Romance”
has more than 1 million views; a live
version of Kid Cudi's “Pursuit of Hap-
piness,”" which Cudi posted on his
Facebook page, has more than
650,000. Lissie has also put her twist
on Metallica’s “Nothing Else Matters”
and Bob Dylan’s “Ramona.”

While the covers are great for buzz,
Lissie's own music is also generating

licensing attention. Fox's “Dollhouse,”
ABC's “Grey's Anatomy” and CW's
“Melrose Place” have already fea-
tured “Tiger" track “Everywhere | Go"
(originally released on the 2009 EP
“Why You Runnin’ ). “When a Lis-
sie track is used in a show, you know
it right away because her down-
loads spike tremendously by the
next morning,” McGuirk says. “That
doesn't happen for every artist.”
Lissie will return to the States Oct.
6 for a 14-date tour, starting in San
Francisco and ending in Cambridge,
Mass. Then she'll return to Europe to
finish out the year. —Kerri Mason

A soulful
force:
GERALD
LEVERT

STAYING
POWER

In the liner notes for Rhino Entertain-
ment's “The Best of Gerald Levert,”
Princeton University professor/social
activist Dr. Cornel West writes that
the late Levert's voice "has not been
silenced" and “Brother Gerald will not
be forgotten.”

This week, Levert—who died at
the age of 40 in November 2006
from an accidental mix of prescrip-
tion and over-the-counter drugs—
debuts at No. 12 on Billboard's Top
R&B/Hip-Hop Albums chart and at
No. 62 on the Billboard 200 with his
first career-spanning compilation.
Powering the 16-song set is the pre-
viously unreleased ballad “Can It
Stay." Co-written by Levert and
longtime collaborator Edwin “Tony™
Micholas, and showcasing the soul
singer's sexy vet vulnerable vocals,
the track is No. 30 in its ninth week
on Hot R&B/Hip-Hop Songs (after
peaking thus far at No. 29) and
moves to No. 7 on Adult R&B.

Released Aug. 31, the collection
chronologically spans Levert's two-
decade career as an R&B hitmaker.
It opens with "Casanova,” the 1987
No. 1 R&B/No. 5 pop single he re-
corded with his first group, Levert,
which featured his late brother,
Sean, and continued the soulful
legacy pioneered by their father, O’-
Jays co-founder Eddie Levert.

Rounding out the compilation are
songs from Levert's solo career that
began in 1991, including R&B No. 1
single “Private Line" and “School
Me"; his work with Keith Sweat and
Johnny Gill as LSG ("My Body"); and
two hits he recorded with his father,
“Baby Hold On to Me" and “Already
Missing You."”

The album also sports two cuts
from Levert's posthumous Grammy
Award-winning 2007 album, “In My
Songs": the title track and “DJ Don't.”

—Gail Mitchell
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CHART
BEAT

=>After returning to the Adult
Contemporary chart for the first
time since 1994 last week, t
celebrates its first top 10 on the
Billboard 200 since 1990, as
“Red Velvet Car” bows at No. 10.
The new set is the band's
seventh top 10; its first was
“Dreamboat Annie” in 1976.

>=Michelle Branch logs her first
solo debut on a Billboard
albums chart since 2003, as
“Everything Comes and Goes"”
starts on Top Country Albums at
No. 35. The EP previews the
former pop artist's first solo
country album. Her duo the

Wre s took “Stand Still, Look
Pretty” to No. 4 on the chart in
2006. The twosome topped Hot
Country Songs that year with
“Leave the Pieces."

S

ad Chart Beat

every
blllboard.com/chartbeat.
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Disturbed’s Fourth No. 1 Gives Act Elite Accolade

Rock band Disturbed claims its
fourth No. 1 album on the Billboard
200 as “Asylum” debuts atop the list
with 179,000 sold, according to Niel-
sen SoundScan.

Disturbed's last release, 2008's “In-
destructible,” arrived in the penthouse
with 253,000 copies sold. The group

previously debuted at No. 1 with 2005's
“Ten Thousand Fists” and 2002's “Be-
lieve.” Its first studio set, “The Sick-
ness,” peaked at No. 29 in 2000.

The band would've had four straight
No. 15, but its 2004 live effort, “Music
As a Weapon 117 (credited to the band
along with Chevelle, Taproot and Un-
loco), debuted and peaked at No. 148.

Thus, with “Asylum” opening at No.
1,it's the act’s fourth consecutive stu-

IVI a |'|(et \A’at(:l.l A Weekly National Music Sales Report

Weekly Unit Sales
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dio set to debut atop the list, a feat
achieved by only two other rock groups
in the history of the chart: Metallica
and Dave Matthews Band.

That factoid may strike some a bit
odd. You're probably
thinking, “What about
the Beatles®” But the Fab
Four’s studio sets all came
in the pre-Nielsen Sound-
Scan days, when only six
albums debuted at No. 1.
(And none of them were
from the Beatles.)

Previous to the Bill-
board 200's employment
of SoundScan data in May 1991, only
Elton John, Stevie Wonder, Bruce
Springsteen, Whitney Houston and
Michael Jackson had started in the
top slot. (John did it twice.)

And while the Beatles have debuted
at No, 1 four times since 1991, they've
done it with their three “Anthology”
sets and the *1" hits package.

And what about U2, Nirvana and
Pearl Jam? All of them have at least
four No. 1s each.

For U2, it was on a hot streak with
atrio of straight No. 1 entries between
1991 and 1997: “Achtung Baby,”
“Zooropa” and “Pop.” However, the
band’s next studio release, 2000's “All
That You Can’t Leave Behind,” de-

Year-To-Date

OverThe
Counter

KEITH
CAULFIELD

buted and peaked at No. 3.

For Nirvana, only two of'its four No.
1s were studio releases (“Nevermind,”
“In Utero”) and only the latter debuted
at No. 1. “Nevermind” famously took
a 14-week climb to the
penthouse, bumping
Jackson's “Dangerous”
out of the top slot.

As for Pearl Jam, while
all four of the band's
chart-toppers have been
studio sets, only three
had No. 1 debuts.

Getting back to Metal-
lica and DMB, they both
achieved the four-in-a-row No. 1 debut
feat with five studio sets. The former
with "Metallica” (1991), “Load"” (1996),
“Re-Load” (1997), “St. Anger” (2003)
and “Death Magnetic" (2008). The lat-
ter with “Before These Crowded
Streets” (1998), “Everyday” (2001),
“Busted Stuff” (2002), “Stand Up"
{2005) and *“Big Whiskey and the
GrooGrux King”™ (2009).

Disturbed is one of a number of rock

-

LY
oy

acts of a certain vintage to debut in the
top 10 this year.

So far, the top 10 has welcomed de-
buts from Rob Zombie, Slash, AC/DC,
Godsmack, Deftones, the Rolling
Stones (with its "Exile on Main St." re-
entry), Stone Temple Pilots, Tom
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Current Albums

Petty & the Heartbreakers, Ozzy Os-
bourne, Korn and Iron Maiden.

POSTER CHILDREN: You may have
noticed how Disturbed’s “Asylum”
posts a larger digital download first
week (54,000 copies, No. 1 on Digital
Albums) than the 41,000 downloads
that greeted its last set, 2008's “Inde-
structible.” And, not only was ita larger
sales week, but the new album’s down-
loads made up a larger percentage of
its overall first week (30%) compared
with “Indestructible” (16%5).

Helping push the new set's hand-
some digital number were sales gen-
erated by lithograph posters and tour
laminates packaged with downloads.
Each item was equipped with a unique
download code for the album that the
customer could redeem on or after re-
lease date. According to Warner Bros.,
6,000 were redeemed during street
week. They were sold at the band's
shows and in-store signing events
since the end of July.

Wearly 2,000 downloads were rung
up thanks to lithographs sold in early
August at the Legendary Buffalo Chip
during the Sturgis Bike Rally in
South Daketa. While the band played
the event on Aug. 13, its merch was
sold during the weeklong run-up to

its concert.

Distributors’ Market Share:

08/02/10-08/29/10
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24 7 n m}:rﬂg&ium DEF JAM 014366/ 10JME (5 58} Teflon Don
BRI REN 0. oo o The Reason Why
19 MUMFORD & SONS Sigh No More

21 GENTLEMAN OF THE ROAD 9109*/GLASSNOTE (12.98)

RAEL HOUGHTON

INTEGRITY/COLUMELA 73697/SONY MUSKC {13 98} Love God. Love Peaple.: The London Sessions

g H TRACE ADKINS
a 1‘ 5 SHOW DOG-UNWERSAL 014268 (9.58)

Cowboy's Back In Town

Revolution

| n MIRANDA LAMBERT
i 29 22 GOLLIMEIA (NASHVILLE) 46858/5MN (12 98)

USHER
0 19 H LAFACELIVE 61552006 (13.68) Raymond V Raymaond
VARIOUS ARTISTS
Sl & 2 UKNEASALEMUSONY MUSIC 42171/CAPITOL (18 88) NOW 34
@ m FABO There s No Competition 2: The Grieving Music Mixtape
DESERT S ORM, D[F JAM 01462210MG (9.98)
KESHA i
B3 2 n KEMOSABEACA 49205 /AMEG (11.98) Animal
THE WEEPIES "
@ NETTWERK 36430 (12 98) Be My Thrill

n IRON MAIDEN
- el UME T1855*/SONY MUSIC (11.98)

CASTING CROWNS
BEACH STAEET 10117/REUNIDN (17,96

The Final Frontier

The Altar And The Door

JENNY AND JOHNNY

WARNER BROS. 525076 (13,98 I'm Having Fun Now

THE BLACK KEYS

HEAR 32053 (19.98 COVDVD) &

MARY J. BUGE
B«Cll
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38 NONESIICH 520266* WAANER BADS. (15.98) Brothers
THE BLACK EYED PEAS

B 5] 2 ITERSCOPE 01287 *1GA (13 98) The EN.D. B
JEREMY CAMP . |

ol 15 BEG 07316 (13.98) We Cry Out: The Worship Project
TRAIN .

Rl Y 40 COLUMBIA OTTIA/SONY MUSIC (12.98) Save Me, Sen Franclaco
CARRIE UNDERWOOD

@_ 62 |49 TS/ARISTA NASHVILLE 45320/SUN (13,58 Play on M
MURDERDOLLS N

@ HOADAUNNER 617763 (18 5 ‘Women And Children Last
JACK JOHNSON

&7 |9 n BRUSHFIRE §14266°/UMAG (13.08) To The Sea @
LADY GAGA )

R 5% u STREAMUNE KDNLIVECHERSIYTREE INTERSCOPE 014633°154 (9.98) The Remix

46 30 B.ORB B.o.B Presents: The Adventures Of Bobby Ray
AEBELAOCK/GRAND HUSTLE/ATLANTIC 618503°/AG (13.98) &
JUSTIN BIEBER

- 5 SCHOOLSOY/RAYMOND BRAUNISLAND 0937 1910UMG (5. 91 MY World {EP’ . .
TAYLOR SWIFT

|53 u 815 MACHINE 0200 (18.58) ® Fearless @ .

@ 50 SOUNDTRACK Glee: The Music, Volume 3: Showstoppers gy .
ZOTH CENTURY FOX TW/COLUMBIA T0611/SONY MUSIC (11.98)

B0 40 CAROLE KING & JAMES TAYLOR Live At The Troubadour @ .

With 105,000 inits
starting frame, the
sel surpasses the
first week of “Now
34," which bowed
with 88,000. “Now
33,” however,
began with 135,000.
The new album is
the highest-charting
“Now" since “31"
debuted at Ko. 12
year ago.

[ 36 |

The group’s new
“Until the Whole
Warld Hears Live™
bows at No. 162 and
alt No. 9 on Top
(Christian Albums
(3,000). On the
latter chart, it's the
seventh top 10 for
the act. Meanwhile,
This studio album
jumps with a 111%
gain.

The Christian metal
band scores its best
sales week and
highest-charting
album. The set also
bows at No. 3 on
Top Christian
Albums (7,000). It's
the group’s third
effort, following
“Ekidesia” in 2008
and “Portraits™ in
009,

Sale pricing and
promotion help lift
this album (up
92%) and the titles
at Nos. 156 and 161
(jumping 186% and
90%, respectively).
Additionally, an
$8.99 tag in the
iTunes store aids
Newsboys at No. 82
{up 15%).

It's the highest-
charting set for the
singer/songwriter
(5,000), either on
his own or with
Fairport Convention.
It also enters at No.
6 on Folk Albums.
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51 10 THE DEVIL WEARS PRADA Zombie (EP)

FEARET 138* (7.08)

52 ﬁlln

:‘:EI_.&A;;G‘&-; CHERRYTREEINTERSCOPE 013872°06A (10.98) The Fame Monster (EP)

83 50 38 u &ﬂgf&iﬁvﬁwm 014589 EX/STARBUGKS (12.58) Opus Collection: A Journey

@ m SEE:JF»E%“; 58] Breaker
85 . e 3‘;.‘1;‘;’:&?:5‘;:’3’:‘9 WA (7.5%) All About Tonight (EF)

47|43 n E&HE&?&EJ&L“E&I&SL MUSIC LATING 014448/ UMAG/UMLE {10.28) Euphoria

L s a:gscr:k;nﬂ:ﬁ?qm ® Tth Symphony
@ 68|63 Ela?uim-lsls;‘.fgm MUSIC (13.98) Battle Studies

. RANDY ROGERS BAND .

89 8 n MCA NASHILLE 014217*/UMGH {9.98) Bumning The Day
JERROD MIEMANN

60 48 4 n S5 GAYLE/ARISTA NASHVALLE 65720/SMN (5.98) Judge Jerrod & The Hung Jury

61 6 B GODSMACK The Oracle

UNIVERSAL REPUBLIC 014236/UNRG (0.98) &

GERALD LEVERT

ATLANTIC 525451/AHING (18.98] The Best Of Gerald Levert

ol

MILEY CYRUS

HOLLYWDOD DD4Z24 (13.98) & Can't Be Tamed

FIVE FINGER DEATH PUNCH

FADSPECT PARK 50100° (13.98) & War Is The Answer

64 E?Sﬁn

3 SHERYL CROW

ABM 014507164 (13.58) 100 Miles From Memphis

BUN-B

TRAL/J PRINGE/RAP-A-LOT 4 LIFE 101 LRAP-A-LOT {17 96} Tl 0.

s

NICKELBACK

ROADRUNNER 618028 (18.98) Dark Horse

BIG BOI

DEF JAM 0143771005 (13.58) Sir Lucious Left Foot: The Son Of Chico Dusty

SOUNDTRACK

ABKCO 0343° (15.98)

HEARTBREAKERS

WARNER BROS. (18.58) Mol

Scott Pilgrim Vs. The World

Y No Better Than This
SELENJQ GOMEZ & THE SCENE .

i LS HOLLYWOD 002831 (18.88) & Kiss And Tell
2] g BRAD PAISLEY . ?
@ % E ARISTA NASHVILLE 47382/5M) (13.98) American Saturday Night

MNEVER SHOUT NEVER

g8l = LOVEWAY/SIRE 522438 WARNER BADS, (13 98] Harmony
75 SOUNDTRACK

74 IR COLUMBIA PICTUSES MONKEYWRENEH 34750/MADISON GATE (12.98) Eat Pray Love

SANCTUS REAL N
@ UL u SPARROW 26506 10.58) Pieces Of A Real Heart
MICHAEL BUBLE

e, T o m 141/ REPRISE 52073 WARNER BADS. (18.98) & Crazy Love

78 27 48 || SUFJAN STEVENS o All Delighted Pecple (EP)

@I 8 79 SOUNDTRACK Glee: Season One: The Music Volume 1

20TH CENTURY FOX TW/COLUMSIA S4090/SONY MUSIC {11.98)
BRIAN WILSON " N 1 .

80 53 25 n DISHEY PEARL SERIES D04258WALT DESNEY (13.98) Brian Wilson Reimagines Gershwin

RICARDO ARJONA
Bip 4| = n WARNER LATIA 525524 {17.98) Poquita Ropa
NEWSBOYS .
@ 102 73 INPOP 71521 (13.98) Born Again
RICHARD THOMPSON .
@ m SHOUT! FA"rcw 31211 {15.98) Dream Attic
a8 82 E SOUNDTRACK Glee: The Music, Journey To Regionals (EP)
20TH CENTI Ui\‘ 5E:l TV COLUMSLA 72B7R/SONY MUSIC {6.98)
TAIO CRUZ
0[5 MERCURY 014330:10MG (9.8 Rokstarr
PARAMORE

86 63 60 Fumn &Y RAMEN $13250°/A6 (18.98) Brand New Eyes

87 91 1m E WEB. munr AFTEAMATHINTERSCOPE 012863° 16 (13.58) Relapse

8a si o || DAVID GRAY Foundiing

IHT/MERCER STAEET 70153/ DOWNTOWN (13.98)

NAS & DAMIAN MARLEY

GHETTO YOUTHSDEF JAM/UNIVERSAL REPUBLIC 014136UMAG (13.98) Distant Relatives

PINK

LAFACE 36750/ {13 98} Funhouse

20 :rssnﬂ

LADY ANTEBELLUM

CAPITOL NASHVILLE 03206 {12.98) Lady Antebellum

SKILLET
82 8 70 ARDENT/INO/ATLANTIC 519527/AG (13.98] Awake

0ZZY OSBOURNE

EPIC 3611/50NY MUSIC (10.58)

83 B0 58 Scream

ALICIA KEYS

MBKA 46571*/RMG {13.58) The Element Of Freedom

JONAS BROTHERS
85 73 47 WALT DISHEY 003881 (12.00) Jonas L.A. (Soundtrack)

DAUGHTRY

6 52 78 19/RCA SIT44/AMG (18.98) &

Leave This Town

THE WORD ALIVE

FEARLESS 30140 {14.98) Deceiver

ol

BLACK LABEL SOCIETY
PANWORKZ 230161 (17.98) Order Of The Black

543?'“

KID CUD Man On The Moon: The End Of Day

LUl 47 DREAM 0K/G.0.0.0 UNVERSAL MOTOWN 013185* UMRG (13 96) &

FLORENCE + THE MACHINE
UNIVERSAL REPUBLIC 013870/UMAG (13.98)

96 88 Lungs
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HAPRINT & NUMBER | DISTRIBUTING LABEL (PRICE)
MOMNICA
J 4D3BKRMG {11.986]

Still Standing

HELLYEAH
EPIC B401R/S08Y MUSIC {11 98} &

Stampede

JASON ALDEAN
@ 1ﬁ 'Im m BAOKEN BOW 7617 (15.08)

Wide Open

MERCURY NASHVILLE 0136 &4/UMGA (1

Easton Corbin

104 101 87 EASTON CORBIN

DARIUS RUCKER
i18.58)

Learn To Live

Journey's Greatest Hits

LUKE sn\mn
CAPITOL NASHVILLE 65833 (18.68)

Dein” My Thing

u ADAM LAMBERT
19/ACK S4B01/RYG (13.58)

For Your Entertainment

SOUNDTRACK

Glee: Season One: The Music Volume 2
ZOTH CENTURY FOX TWCOLUMBIA £1705/ 30N MUSIC {11.98)

115 136 14 TAYLOR SWIFT

81 MACHME 079013 (18.68) &

Taylor Swift

g ga | SOUNDTRACK

SUMMIT/CIo0P SHOP/ATLANTIC S31836/A6 (18 98)

The Twilight Saga: Eclipse

- DIERKS BENTLEY

CAPTTOL NASHVILLE BS410 (12.98)

Up On The Ridge

KID ROCK

TP O0GATLANTIC 200558 A5 (18.08) &

Rock N Roll Jesus

C/DC

814 BOSLZ*SONY MUSKC (17.58 CO/DVD) &

Iron Man 2 {Soundtrack)

o, .0

ARTIST
TMFRINT & NUMBER / NSTRIGUTING LABEL (FRIGE)
VAMPIRE WEEKEND

127 186

| 76 137

COMMUNITYFAIRFAX 542 VAGAANT (13.98]

EDWARD SHARPE & THE MAGNETIC ZEROES

Title 5
Contra .

Up From Below

RASCAL FLATTS

) 173 10;'9E

Greatest Hils Volume 1

It's fikely that his LYRIC STREET 002764 (13 98}
SARA| CLACHLAN

perl‘ur:rurlne OI'I_ B e 7988 AAISTA 55367 AMG (13.58) Laws Of lilusion
ABC's “(MAMusk “MUSE -
Festival”™ (Sepl. 1) FIRS| 137 14 HELILIN-3 §21 130" WARNER BROS. (18.08) & The Resistance
helps fift the afbum THIRD DAY i
by 50%. Other sets @ bl | o s sony musis 178 Revelation

obabl ORIGINAL BROADWAY CAST RECORDING i
pes wm n:eslﬁl b E | DEGLA BROAWKY 001882/ 1ECCA (12.88) Wicked
PRGN IR THIRTY SECONDS TO MARS 7
Nos.22, 42,73, 102, [AES 144 117 IMMORTELAVIRGU £5111%/ CAPITOL (13 98) This Is War
s, 153 SADE
and lﬂ'm g 158 lﬁﬂm EPIC 53933/SONY MUSIC {13.98) Soldier Of Love

Il CHARICE
T4AREPRISE §1551AWARNER BA0S. (16.95) &

Charice

, [ "\l TAMELA MANN

The Master Plan

BEACH STREET/REUNSON 10156/S0NY MUSIC (11.98) &

-

TILLYMASN 135 (14.94)

Until The Whole World Hears...Live (EP)

MNATALIE GRANT

CASTING CROWNS
‘B a2 - n CURE 70188 (18.98)

160

Love Revolution

MOTLEY CRUE

KINGS OF LEON
ACA 327 1MMEG (13.04]

Only By The Night

UNCLE KRACKER
TOP DOGATLANTIC S24611AL (6 08)

m m

Happy Hour: The South River Road Sessions (EP)

122 8§

NER B1TTS7 (18.98) &

Korn lll: Remember Who You Are

CREEDENCE CLEARWATER REVIVAL
FANTASY 3*/CONCORD {17 9712 98)

3 126 120

Chronicle The 20 Greatest Hits

MIKE POSNER
RN (0.58)

72 46
143 161

MCA NASHVILLE 013303/UMGH [13.98)

31 Minutes To Takeoff

Haywire

| 183 19

Ready

! MICHAEL JACKSON
124 115 SLAVEPIC BBFHESONY MUSIC (14.68]

Number Ones

y PHOENIX
3 113 88 m,_E{rlﬂa‘ GLASSNOTE (11.98)

Wollgang Amadeus Phoenlx

|4 _ |7} THE SWORD

KEMADD 114° (12.88)

Warp Riders

108 77 RIH&NN%

119.98)

Rated R

E JASON DERUL
97 80 BELUGA HEIGHTS 5156

WARKER BROS. (10.58)

Jason Derulo

108 122 m BOB MARLEY AND THE WAILERS  Legend: The Best O Bob Marley And The Wailers
TUFF GONGISLAND 422-846-210/1DJMG {13 9808 98] %

SHINEDOWN

ALANTIC 511244748 18.58)

| =3

A repeat of ane of 184 146 114 ool Greatest Hits
Oarice ; ONEREFUBLIC
on “Oprah™ (Sepl. 1) 105 116 MOSLEYINTERSCIPE C13607/1G4 {13 58} Waking Up
i . i FRANK SINATRA
:;Er‘l i]hml ile. ‘“ 158 164 L REPRISE 434652 WARNKER BRGS (18.58) Nothlﬂg But The Best

i L KEITH URBAN 3
the sel could 7 166 158 CAPITOR NASHVILLE 35751° {18 98} Uefying Gravity
continue (o benefit ONE LESS REASON
'm me mnljng JASSERY uoﬁfﬁ BABOPOLYPLAT (12 08) Faces And Four Letter Words

GUNS N' ROSES i

“_dsfmm'h! 164 15‘ m GEFFEN D01 714/ INTERSCOPE (16.58) Greatest Hits -
artist’s addition lo B = —
the cast of Fox's " Ga
e i) SRR RY SUSANEOTIE,, e oroanes A roam 8

CHRISTINA AGUILERA
RCA s,u.’ (AME (13.08)

112 163 126

Bionic

g “ 138 1‘2n 9‘IL“£|F'ilsn:?‘ui.lln‘]!ﬂl *

Streets Of Gold

m JUSTIN MOORE

WALDAY D100 {10 88}

Justin Moore

The Sound Of Mad

128 119 ¥

] VARIOUS ARTISTS
29 107 91 ik

B44TAPITOL (18.98)

HOW 33

JOHNNY CASH

COLIIMBIS (NASSVILLE G BSASSONY MUSIC (7 68)

Johnny Cash At Folsom Prison

LUDACRIS

OTRIOEF JAM 0140207 100G (13.58)

i@insss

Battle Of The Sexes

BROOKS & DUNN
NASHVILLE 4592250IN (13.98)

1s ... And Then Some

ﬁa 129111
LIL WAYNE
{13.98}

Rebirth

| B9 b9 u CASH MONEY/UNIVERSAL MOTOWN 012737/ UMAG

105 81 VARIOUS ARTISTS
AHMO CUSTOM PRODUCTS 8275 EX/STARBUCKS (12.68)

Let's Gol: That Rockabilly Rhythm

SUGARLAND

Love On The Inside

My Paper Heart

Curtain Call: The Hits

That Lonesome Sang

Del Rancho Para El Mundo

2010, a5 Global Medin, LL

Carolina

All Night Long

anatiang

MERCURY RASHVILLE 0112737 UMGH (1398}
EMINEM
pasay 142 'ﬂm SHADY/AFTEAMATHINTERSCOPE 005881*/1GA (13.98/8.58]
ESPINOZA PAZ
109 74 BUCKCHERRY
1‘# 141133 AVERAGE J0E'S 216 {14.08)

Chicken & Biscuits

GEORGE STRAIT
@ ‘s‘ lw hlLIIV‘LL! 013173 /UMEN (12.58) Twa“g .
'CRAIG MORGAN "
:‘th:r:’T:'ot: :Psls 176 174 148 n BN S3408/5HN {12 58} That's Why
iy ea == MARVIN SAPP
(or other tweeted |17 138 E VERITY 531584JLE (11.98) Here | Am
sle ions) THE SCRIPT 3
the hoosts o this 178 132 145 PHONOGENIC/EPIC SMS0/S0NY MUSIC (12.98) The Seript
3 5% 79 s - E BREAKING BENJAMIN Dear Agony @
um {up ) HOLLYWDOD D0258° (18.08) ny
the Avelt Brothers 5 BROKEN BELLS
alt No. 148 (up a7 146 E COLUMBIA 55465%/SONY MUSIC (11.98) Broken Bells
4 JARON AND THE LONG ROAD TO LOVE
:1”"‘:' i;g:::tam 151 113 JARONWOOD/BE5 MACHINE UNNVEASAL AEPUBLIC 014402/ UMRG {9.96) Genlng Dressed In The Dark
= MARC ANTHONY
345%) and John SONY MUSIC LATIN 67402 (14.08) {ancs
Mayer at No. 58 PRESS PLAY
{uu 15%) DREAM 2010 {11.98) NY2LA
) TOBYMAC
FOREFRONT 26371 (13.08) & Tanight
BULLET FOR MY VALENTINE Fever

JWE 63457 (16.98)

|_CAPITOL 30334* (16.98)

BOB SEGER & THE SILVER BULLET BAND

Greatest Hits [

MARY J. BLIGE
1

MATSIARCH/EFFEN D13

" 181 163 u

STRONGER withEach Tear

3.98
CAGE THE ELEPH&NT

5P 48656°/0E (13.68)

Led by the single 8 149 141

Cage The Elephant

FRANCESCA BATTISTELLI
JAMEY JOHNSON
Iﬁ‘ 100 103 UMLE {12.98)
ELEVEN SEVEN 770 [13.98)
1 « TR

Any Port In A Storm

FERVENT BETATA/NARINER BADS. {11 98)
MERCURY RASHVILLE 011237 */UIMG {13 98}

0 (4] » .
COLT FORD

144 111 B2 THE BLACK CROWES

Croweology

How | Got Over

SUVER ARADW 4.88)
i J THE ROOTS
'ﬂ' n mr JAM 01 3085/10JMG {6 58|

SWITCHFOOT

RA RA RIOT

BARSUK 106*

L WAYNE

LOWERCASE PEOPLE/ATLANTIC 522070 /4G (18 08) & Hello Hurricane
[14.98) & The Orchard
Tha Carter |ll

1 MONEY/UNIVERSAL MOTOWN 011577+ IMAG (13.54)

THE AVETT BROTHERS
AMERICANCOLUMBIA 35099/ SONY MUSIC (12.08)

I and Love and You

| ZAC BROWN BAND

OME LESS REASON .. 168
OHEREPUBLIC ., ,..165
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Pass The Jar: Live From the Fabulous Fox Theater In Atlanta
SOUTHERN GROUND/ATLANTIC 523726/AG (25,58 CIVDVD) &

TOM PETTY AND THE
HEARTEAREAKERS

FASCAL FLATTS 152
AIHARKA
Wmm SB

For chart reprints call 546.654.4633

u n
i pe . SOUNDTRACK Sontp 30
jﬁrmﬂﬁlﬁm 158 152 m NIVERSAL REFUBLIC 013584/UNR (13.08) & Breakthrough
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[ 197 | _ KENNY CHESHEY Greatest Hits | @
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Billbeard.

The Suburbs

RCA G5086* (16 98)

FRKY LAMONTAGNE AND THE PARIAH DOGS  God Wiln' & The Cresk Don't Fisz
PAPA ROACH Time For Annihiation ... On The Record & On The Road |

FERRET 138* (7 96)

ELEVEN SEVEN 780 (13 98]

MUMFORD & SONS Sigh No Mare
GENTLEMAN OF THE ROAD 0109*/GLASSNOTE {12 98]

THE WEEPIES Be My Theill
NETTWERK 30850 (12 98]

THE DEVIL WEARS PRADA Zombie (EP)

FOR TODAY
FACEDOWN 097 {12 96}

9 .ﬁr STEVENS Opus Gollection: A Journey
UNIWERSAL SPECIAL MARKETS 014589 EX/STARBUCKS (12 88)

Breaker

APOCALYPTICA
DRAGNET 63590/ MVE {13 98) &

Tth Symphany

FIVE FINGER DEATH PUNCH

PROSPECT PARK 50100° (13.98] &

War |s The Answer

BUN-B

Trill 0.6.

" 12 TRILL/J PRINCE/RAP-A-LOT 4 LIFE 1014/ RAP-A-LOT (17 58]
12 10 . SOUNDTRACK Eat Pray Love
QLUMBIA PICTURES MONKEVWRENCH 34703 MADISON GATE {12 98)
e 5 SUFJAN STEVENS Al Delighted People (EP)
. J§IHUI"§ KITTY DIGITAL EX {4 96}

24 1 . DAVID GRAY Foundiing
IHT/MERCER STAEET 70193 DOWNTOWN (1398}

@ THE WORD ALIVE Deceiver
FEARLESS 30140 (14.98)

16 14 BLACK LABEL SOCIETY Order OF The Black
PANWORKZ 230181 (17 58}
LLIZN=1] JASON ALDEAN Wide Dpen

25 74 [T Seosen sow Tea7 (18.58) u

8 KEMADD 114* {12.98)

23 lgg PHOENIX Wolfgang Amadeus Phoenix
LOYALITE 0105*/BLASSHOTE (11.88)
THE SWORD ‘Warp Riders

19 VARIOUS ARTISTS
0 CUSTOM PRO i

BUCKCHERRY
ELEVEN SEVEN 770 {1395

S

Go'; That Rockabiilly Rhythm
98]

All Night Long

COLT FORD

21
£l AVERAGE JOE'S 216 {14.98)

Chicken & Biscuits

THE DIRTY HEADS

el EXECUTIVE MUSIC GROUP 1243 {13 88}

Any Port In A Storm

2§l

XL 429* {14 95}

COMMURITY/FAIRFAX 542* VAGRANT {1358

= .ﬁ.&nn SHARPE & THE MAGNETIC ZERDES

THE BLACK CROWES Craweology

SUVER ARROW 03* (14 08)

RA RA RIOT The Orchard

BARSUK 106* (14 98) &

VAMPIRE WEEKEND Contra
Up From Below

TAMELA MANN
TILLYMANN $135 {14 98)

The Master Plan

MOTLEY CRUE
MOTLEY 380 ELEVEN SEVEN (13.08)

Greatest Hits

ONE LESS REASON
JASSEFY MOSES 4SQ/POLYPLAT (12.58)

Faces And Four Letter Words

13

2% BULLET FOR MY VALENTINE

SVE (16.68)

Go
{14 98)
PRESS PLAY NY2LA
DREAM 2010 {11.98)
Fever

2 . CAGE THE ELEPHANT
DSP 49658+ JIVE (13 98)

Cage The Elephant

WILD BRAIN 0040/FILTER U5 (1298
38 THE XX

YOUNG TURKS 4507 (14.98)

SOUNDTRACK ‘Yo Gabba Gabba: Music Is... Awesome!: Violume 2

Ll

- . THE NATIONAL
AAD 3X03* (14.98)

High Vilet

VARIOUS ARTISTS
BLACKSMOKE 3082 WORLIWIDE (14.95)

Kerry Douglas Presents: Gospel Mix IV

DOUG BENSON
COMEDY CENTRAL 0104 {15 98 GODVD) &

Hypocritical Oaf

HELLCAT 80517/

TIAPH (15.98)

a7 DONDRIA Dondria Vs Phatiffat
_50 50 DEF 3801/ MALACD (14.58)
STREET DOGS Street Dogs

EAGLE MUSIC 3812 (12 98 CO/DVD) &

39 LOS INQUIETOS DEL NORTE Vamos A Darle Con Toda: Cokeceion dz Comidos

TIESTO
MUSICAL FREEDDM 3517/LATRA {15 98)

Kaleidoscope: Remixed

16 JJ GREY & MOFRO
ALLIGATOR: 4538 {17.5%)

CYNDI LAUPER

VIGTORY 560 (13.98]

Geargia Warhorse
Memphis Blues

MERCER STREET 70166*/DOWNTOWN (13 88}
WITHIN THE RUINS Invade

CANTON JONES

CAJD 8167 (13.68)

Kingdom Business 3

$ 1083 (22

ORIGINAL BROADWAY CAST RECORDING Sondheim On Sondheim
: 48]

:00000:0:0:00::08:0020%8 58 2y R

CALVIN RICHARDSON America's Most Wanted
NU WD 5783/SHANACHIE (18.88)
SOUNDTRACK Crazy Heart
FOA/FOX SEARCHLIGHT 6184 NEW WEST (17.98)
PSS, Classics original Broadway cast recording of “Sondheim on
SONDHEIM

Sondheim™ sings out at No. 3 on Top Cast Albums, No. 16 on
Internet Albums 2nd No. 45 on Independent Albums with 2,000
sold. The biographical revue began previews in March at Studio
54 in New York and dlosed June 27. The cast featured a bevy of
stars, incuding Barbara Cook, Vanessa Williams, Tom Wopat
and Leslie Kritzer.
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GO0 GOO DOLLS Something For The Rest Of Us 7 4 31 3 BODY SHOTS
'WARNER BROS KACI BATTAGLIA FEATURING LUDACRIS (CURE |
11 ARCADE FIRE The Suburbs 1y n 4 1a ALEJANDRO
MERGE LADY GAGA (STREAMLINE KONLIVE/CHERRYTREE INTERSCOPE|
RYAN BINGHAM & THE DEAD HORSES Jurky Star ;g 6 § {2 CALIFORNIA GURLS
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5 MUMFORD & SO Sigh o Mare | 55 ﬂ - |4 POWER
GENTLEMAN OF THE RDAD /GLASSNOTE _IRI\‘EWEST -_"EC-A-?ELLKDU JAM IJJI-(E_I
THE WEEPIES Be My Theil | 5 8 o 4 YOURLOVE
HETTWERK NICKI MINAJ (YOUNG MOMEY/CASH MONEY/UNIVERSAL MOTOWN|
SOUNDTRACK Camp Rock 2: The Final Jam | o 5 NOT AFRAID
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ACA

10 YEARS

UNIVERSAL REPUBLIC (UMRG
3 SUFJAN STEVENS

ASTHMATIC KITTY

Feeding The Wolves

=

All Delighted People (EF)

=
o

T e e e

I'r‘vﬁi‘a\llnu Fun Now
'WARNER BAOS.

ZAC BROWN BAND

ROARBIGGER PICTUREHOME GROWNATLANTIC [AG
PAPA ROACH  Time For Arnifdation . On The Record & On The Road
ELEVEN SEVEN

VARIOUS ARTISTS
UNIVERSAL/EMUSONY MUSIC /CAPITOL
LYFE JENNINGS

JESUS SWINGS (WARNER BROS
ISRAEL HOUGHTON Lewe God Love Peopke : The London Sessions
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| Still Believe
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INTEGAITY/COLUMAIA (SONY MUSIC 4
THE BLACK KEYS Brothers | qg
NONESUCH /WARNER BROS.
HEART Red Velvet Car 45
LEGACY /SONY MUSIC

23 LADY GAGA The Fame [ gg
STREAMLINE XONLIVE CHERRYTREEINTERSCOPE NGA

18 DRAKE Thank Me Later e
YOUNG MOREY/CASH MONEY/UNNVERSAL MOTOWN UMRG
KESHA Animal
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B.O.B B.0.B Presenis: he Adventures O Boblby Ray 5
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Asylum,

Red Velvet Car [4g .
My Warld 2.0 8

DISTURBED

REPRISE 52403 WARNER BROS

HEART

LEGALY 73800/ 50NY MUSIC

1 JUSTIN BIEBER
SCHOOLBOY/RAYMOND BRAUNISLAND D1406310JMG &
GOO GOO DOLLS Something For