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Making millions of new fans every year.

Ower 40 Million Albums Sold
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10,000,000 COPIES SOLD!

2+ Million Digital Tracks Sold
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+PAUL RODGERS

TRIUMPHANT NORTH AMERICAN TOUR
“The show must — and is — going on.” MIAMI HERALD

“Queen proves it's Rock ‘n’ Roil Royalty” PITTSBURGH TRIBUNE/REVIEW
“Some of the greatest guitar playing a rock fan could ever hope to hear.” WASHINGTON POST
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MAY 31st!
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Spanish Niche Formats:

A Radio

BY ALFREDO ALONSO

There are few demographics with greater
promise to marketers than 18- to 34-year-
old Latinos. The Hispanic population is the
fastest-growing segment in the United
States, and a second generation of stateside-
born Latinos is gaining more and more dis-
posable income annually. So why is there
still doubt among music professionals about
the staying power of “hurban” and other
niche Spanish radio formats?

Hurban—urban with an “h” for His-
panic—is a Clear Channel Radio format
where bilingual DJs play a mix of upbeat,
Spanish-flavored pop music. {Airplayis re-
flected on Billboard Radio Monitor’s Latin
Rhythm chart.) The format relies heavily
on the wildly popular musical style dubbed
reggaeton—a fusion of salsa, hip-hop and
rap that originated in Puerto Rico in the
late *90s. Reggaeton gained a great deal of
popularity and credibility during the past
few years behind the successes of Daddy
Yankee, Don Omar, Shakira and others.

Daddy Yankee, the unofficial ambassa-
dor of reggaetdn, held the top spot on Bill-
board’s Top Latin Albums chart for 13 weeks
through the April 1 issue; was named song-
writer of the year at the ASCAP Latin Music
Awards in March; and is a finalist in seven
categories for the upcoming Billboard Latin
Music Awards.

But skepticism remains. As recently as
January at MidemNet in Cannes, execu-
tives speculated on multiple occasions that
hurban and other niche Spanish formats
are merely “the flavor of the day.” Evidence
indicates otherwise.

NEW FORMATS ARE WORKING
At Clear Channel, we are seeing remark-
able traction with hurban stations. KLOL
Houston, America’s first hurban outlet, in-
creased its average quarter-hour audience
share by 42% after introducing the format
in Novermnber 2004. (AQH is a key audience
metric closely followed by media buyers
and advertisers.) KABQ-FM Albuquerque,
N.M., flipped to the format and went from
No. 15 to No. 6 in the market after achiev-
inga126% increase in AQH share among
the highly coveted 18-34 demographic.
WMGE Miami flipped to hurban, and in
February 2005 saw an 85% increase in
AQH, compared with its former format in
the most recent Arbitrends.

Hurban is not an anomaly. Other niche
Spanish formats have recently gained mo-
mentum as well. La Preciosa, a Clear Chan-
nel format featuring Hispanic songs from
the '70s, '80s and '90s that caters to the
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old Mine

Hispanic 25-54 audience, has exceeded
expectations. KEGL Dallas, for example,
launched the La Preciosa format in Au-
gust 2005 and defeated longtime market
leaders KLNO (a Spanish oldies station)
and KESS (regional Mexican) in its target
audience, becoming the top-rated station
for persons 25-54. Comparable successes
have been seen in San Jose, San Diego,
Las Vegas and Tulsa. The format has been
so successful, Clear Channel launched it
as a national network.

Like hurban, Super Estrella, a format that
Entravision Radio launched in the late "90s,
features the latest Spanish-language

pop/rock music mixed with some reggaeton.
Super Estrella has consistently been the key
platform for today’s Latin crooners to reach
the young Hispanic musiclover. The format
is found notonlyin Los Angeles, but in mar-
kets that are quickly growing. Its success in
those markets reflects the Hispanic com-
munity’s growth in second-tier markets. In
Sacramento, Calif., for example, the top-
rated Hispanic station in 2005 was a Super
Estrella outlet, according to the most recent
Arbitron survey.

WHY THE SUCCESS?

Quantifying successes like these perks up
the ears of advertisers and broadcasters
alike, but equally compelling are the rea-
sons why. Those skeptical about niche

Spanish formats have often said the de-
mand for targeted Hispanic formats was
limited to tropical and regional Mexican
music. For atime, this argument held water,
but with the Latin population exploding
and diversifyingas intensely as it has, con-
ventional formats nolonger meet the needs
of new niche markets.

In terms of sheer numbers, consider for
amoment that half of the nation’s popula-
tion growth since 2000 has been in the His-
panic population, according to a recent
Brookings Institution report. The Hispanic
population is diversifying, too. What was
once represented almost wholly by Mexi-
cans and Puerto Ricans is now joined by
Dominicans, Colombians, Panamanians,
Venezuelans and many more.

Now consider how Hispanics are
adopting U.S. characteristics. More than
half of U.S. Hispanics were born in an-
other country, but 88% of Hispanics
younger than 18 were born here, accord-
ing to the Pew Hispanic Center. Second-
generation Hispanics represent a new
cultural landscape, one that blends as-
pects of their parents’ homelands with
new, American-influenced nuances.

[tis not, however, the demographic shift
alone that explains the achievements of
these new radio formats. Radio success has
and always will come down to product. Hur-
ban, La Preciosa, Super Estrella and others
inject fresh life into airwaves that have re-
mained stagnant for too long. Hurban, for
example, taps into a wealth of innovative
reggaeton talent that would not have oth-
erwise found its way to American airwaves.

In fact, Daddy Yankee, Don Omar and
Shakira have shown remarkable crossover
appeal, taking listenership from seemingly
noncompetitive stations. Accordingly, since
national media buys are based on efficiency,
and with buyers trying to reach Cubans,
Colombians and Mexicans simultaneously,
a crossover artist like Shakira, who lends
herselfto an English-language campaign,
can help stretch media budgets.

Hurban and similar niche Spanish radio
formats are here to stay, and those who ig-
nore their promise are doomed to miss out
on a gold mine. .

Alfredo Alonso is senior VP of Hispanic radio
for Clear Channel Radio.

WRITE US. Share your feedback with Billboard readers around the world.
Send letters to Ken Schlager at letters@billboard.com. Include name, title, address
and phone number for verification. Letters should be concise and may be edited. All
submissions published shall become the sole property of Billboard, which shall own
the copyright in whole or part, for publication.
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We will miss you.
Rest In Peace.

DeShaun “Proof” Holton
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>>>DIGITAL
SALES BOLSTER
UMG’S Q1

Universal Music
Group’s first-quarter
revenue increased
8.4% to €11 billion
(%$1.4 billion), driven by
strong digital sales,
improved business in
Japan and growth in
publishing. Revenue
increased 2.8% on a
constant currency
basis. Digital sales for
the quarter increased
146% to €111 million
($137 million) and
represented 10% of
UMG's total revenue.
UMG's sales results
were reported as part
of preliminary first-
quarter results
released by parent
company Vivendi
Universal. Inrelated
news, the French
media and telecom
giant dropped
Universal fromits
name as part of a
previous deal with GE
that formed NBC
Universal.

>>>|PODS BOOST
APPLE

Apple Computer says
its fiscal second-
quarter revenue
increased 34% to
$4.36 billion driven by
a 61% growth in iPod
shipments compared
with the same quarter
last year. The company
posted a net quarterly
profit of $410 million,
or 47 cents a share—a
41% gain versus a year
ago. Apple reported
$1.7 billioniniPod
revenue on sales of 8.5
million units. Other
music-related
products and
services—a segment
that includes iTunes
Music Store sales, iPod
accessories and iPod
service plans—
increased 125% to
$485 million.

>>>EMI
EARNINGS UP

EMI Group says it
expects to report a 4%
increase in revenue
and 12% jump in profit
before tax,
amortization and
exceptional items for
the financial year
ended March 31. The
company estimates
digital revenue will rise
continued on >>p8
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Country Merger
Joe Galante heads

Under Fire
Promoter Jack Utsick

targeted by SEC

BY RAY WADDELL

Touring Pulls
Out Of Slump

For the first time in a while, the concert business has put up
some numbers worthy of applause.

With nearly $375 million in grosses and 7.3 million in at-
tendance for first-quarter 2006, the North American concert
business shows signs of emerging from a two-year slump.

Driven by such acts as Bon Jovi, Billy Joel, Coldplay and
Aerosmith, North American concert dollars are up 28% from
a year ago, and attendance is up 19%, according to figures
reported to Billboard Boxscore. Global numbers, with plenty
of help from U2’s Vertigotour, are up about half that amount
in both categories.

The strong start has promoters enthusiastic. “All artists
were playing to bigger audiences than ever, [which] shows
the fans will come when given a quality show,” Live Nation
CEO Michael Rapino says.

Some of the increase can be attributed to a tepid Q1 2005,
with a bearish industry coming off a brutal 2004 summer.
But the number of shows in North America for Q1 2006 is
virtually the same as a year ago, while the average attendance
per show is up nearly 16%; 2,595 shows were reported in Q1
2006, versus 2,527 for Q1 2005.

Some promoters are encouraged by the new talent that is
developing. “The most encouraging thing about 2006 is the
solid sales at larger venues for some continued on >>p8

Road Rise

Concert Biz Starts Year With Bang

1006

TOP TOURS:
| U2: $260 million

The Rolfing Stones: $162 million
The Eagles: 3117 million

$2.0 Bil
(Totl. Att.: 45.6 mif)

TOP TOURS:
Madonna: $125 million
Prince: $90 million

$2.2 Bil
(Totl. Att.: 475 mif)

TOP TOURS:

The Rolling Stones: $299.5 million

Bruce Springsteen & the £ Street Band: $181.7 miilion
| Cher: $76 million

$2.2 Bil
(Totl. Att.: 49.6 mil)

Sony BMG Nashville
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'Q1: Sales Down, Biz Up

)
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Web Radio

Growing format plays
artists like Rihanna

|
50th Dove Win

GMA milestone for
Steven Curtis Chapman

CRIA Exit, Stage Left

Rush’s Anthem label is
one of six to leave
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BY BRIAN GARRITY

Download Numbers
On The Rise

A promising new baseline is emerging for digital music sales
in 2006. .

Weekly download consumption, now averaging around 10 1 /
million tracks, is running more than 30% above pre-Christ- i
mas levels, and more than 50% above where it was a year ago. f

And it’s not just track sales that are on the rise. Digital !
album sales are likewise growing. Weekly album download l
volume—currently running at a rate of more than 500,000 '
units—is up close to 40% from pre-Christmas levels, and /
up 119% from the same period a year ago.

Analysts and major label executives are cautiously opti- |
mistic that the new volume may be enough to help save the !
music business from another year of declining revenue.

Ever since music fans downloaded a record-breaking
20 million songs during the week between Christmas
2005 and New Year’s Day 20006, industry watchers have

Keep the/faith: Song

FAITH HILL and oth

acts hope to keep Q

touring revenue on the rise. \
i

ress

digital sales would ultimately settle. / - 4 .
perienced in that last week of December. But | : :
tive breath that download sales would keep
ing most of December. Label distribution ex-
given in tandem with iPods influenced heavy y)
more than 14 million iPods in its December

Evidence of a market largely free of hol-

In comparison to the volume of music toR

been anxiously waiting to see where the sales tide for f*"
The new watermark is nowhere close to the
108% sales bump the digital singles market ex-
technology and distribution executives at the f "
major labels were never holding their collec- i .
pace at almost triple the average of 7 million
tracks that were being downloaded weekly dur-
ecutives like Ronn Werre, president of EMI ~
Music Marketing, says redemptions of gift cards ; t
download volume in the closing days of 2005
and the early months of 2006. Apple shipped
quarter—almost twice as many devices as il :
it had shipped in all of 2004.
iday gift card redeemers has only begun
to surface since early March.
downloaded through peer-to-peer net-
works, commer- continued on >>p8
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150% at constant currency
to more than £110 millicn
($178 million) for the
period. Digital music sales
are expected to account
for more than 5.5% of EMI
Music’s full-year revenue.
EMI Group will post its
results May 23.

>>>SMELLIE
SURFACES

Former Sony BMG Music
Entertainment COO
Michael Smellie has
landed at Bertelsmann
AG three months after his
controversial exit from
the recorded music giant.
Smellie’s resignation last
summer triggered a
power struggie between
Sony and Bertelsmann for
control of the joint
venture. He has been
named president of Asia
Pacific media
development for
Bertelsmann. Based in
Beijing, Smellie will lead
Bertelsmann’s push into
Asia with a focus on
developing its activities in
China. He also will
oversee several existing
projects, including the
extension of a
Bertelsmann store chain
within the joint venture
with 21st Century.

>>>BURST.COM
SUES APPLE

Four months after Apple
Computer asked the
courts to dismiss its
patent claims, Burst.com
has filed a patent
infringement lawsuit
demanding an injunction
against the iTunes Music
Store, iPod devices and
other Apple software.
Burst’s software aids in
the delivery of audio and
video files over networks.
The company ciaims its
technology has been
“essential to Apple’s
success,” according to a
statement. Of the four
patents listed in the suit,
three were namedin a
similar suit against
Microsoft. Microsoft
settled that lawsuit by
agreeing to pay Burst $60
million for a nonexclusive
license in March 2005.

>>>A RETURNTO
‘FAMILY VALUES’
Live Nation and Korn will
resurrect the Family
Values tour this summer
with a 30-city North
American trek. Also on
the bill are Deftones,
Stone Sour, Flyleaf and
Dir En Grey on the main
stage; second-stage acts

continued on >>p10
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DVD Format Battle Begins

RivalsAwait Reaction To Launch Of High-Definition Titles, Players

The HD DVDvs. Blu-ray war has
hit the streets.

HD DVD, one of two next-
generation formats angling to
take over the DVD market, offi-
cially launched mid-April with
aminiwave of titles and players
hitting stores. The studios are
heralding a new era of home en-
tertainment, but analysts, retail-
ers and executives wondered
aloud whether consumers
would care.

A total of four HD DVD re-
leases hit stores, three from
Warner Home Video—“The Last
Samurai,” “Phantom of the
Opera,” “Million Dollar Baby”—
priced at $28.99, and one fromn
Universal Studios Home Enter-
tainment, “Serenity,” priced at
$34.98. Universal plans to release
nine additional titles in the com-

TOURING from >>p7
breakthrough bands,” says
Alex Hodges, executive VP
at House of Blues Con-
certs. He adds that Fall Out
Boy, My Chemical Ro-
mance, the Strokes, Dash-
board Confessional, the
Black Eyed Peas and many
othersare breaking through
to larger venues.

“It’s not quantity, but the
quality—commercially speak-
ing—of'the acts that are on the
road in any given period,” says
Randy Phillips, CEO of pro-
moter AEG Live. “This is why
itis so hard to do a quarter-to-
quarter comparison and why
our business is not particu-
larly conducive to the type of
quarterly accounting required
by Wall Street analysts.”

Still, any increase is great
news for a business that has
been flat at best for the past
two years. And healthy num-
bers give the industry a head
start going into the busiest
part of the season. Last year, a
busy fall with tours by U2, the
Rolling Stones, Neil Diamond
and Paul McCartney helped
offseta 19% decline in dollars
at midyear.

There will likely be no need
for such a superstar bailout
this year given the strong
spring/summer slate. Ma-
donna’s upcoming tour will
sell out arenas at comparable
ticket prices to last fall’s heavy
hitters. Tim McGraw/Faith
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ing weeksand Warner, 17 more.

Two HD DVD Toshiba play-
ers—one priced at $499.99 and
one at $799.99—began hitting
shelves at Best Buy, Sears and
Wal-Mart and were in 3,000
stores by April 21, according to
Jodi Sally, VP of marketing for
Toshiba America Consumer
Products. “We're filling the
pipeline to retailers and sales re-
ports so far are very positive,”
Sally says.

Billboard called more than a
dozen retail locations in Califor-
nia, Illinois, Massachusetts,

New Jersey and New York and
found more than half had the
Toshiba players in stock. A quar-
ter of the stores had sold out,
but no store carried more than
three units—an indication of re-
tail expectations.

BRUCE
SPRINGSTEEN’S
tour is one of
many promising
treks this year.

Hill, Kenny Chesney, Jimmy
Buffett, Dave Matthews Band,
Rascal Flatts, Mariah Carey,
Bruce Springsteen, Pearl Jam,
Tom Petty & the Heartbreak-
ers, Toby Keith, Ozzfest,
Warped and others {(including
international dates by U2 and
the Stones) are already selling
lots of tickets or are as close to
guaranteed winners as the in-
dustry can offer.

Given the uncertainty of the
business and the economy,
any money in the bank is a
good thing. “With $3-per-
gallon gas prices, I would
worry about the summer if |
were in the amphitheater busi-
ness,” says Phillips, whose
company promotes primarily
in arenas.

April in general tends to be
atime of cautious optimism for
those in the concert business.
“This time of year we always
wonder if we have enough
depth to carry a full year, but |
believe it will be a good year,”
Hodges says. “Hopefully, there
will be fewer big losers than we
saw last year.” o

“We're encouraged by every-
thing we hear so far, but we also
know there’s along wayto go to
gethigh-definition product into
the marketplace and sold not
only to early adopters but to the
mass market,” says Steve Nick-
erson, senior VP of marketing
management for Warner.

“People aren’t clamoring for
the next generation of DVD,”
says Laura Behrens, analyst for
Gartner Consulting. “It’s too
complicated, too expensive, and
they don’t see the benefits.”

The format war isn’t helping,
as analysts say most consumers
will wait until a winner
emerges before investing in the
technology. “That’s one of the
bigger barriers,” Forrester Re-
search analyst Ted Schadler
says. “A consumer will need an

DIGITAL from >>p7

cial digital numbers still may
not seem like much. P2P mon-
itoring service BigChampagne
estimates that at least 250 mil-
lion tracks are downloaded
worldwide each week from file-
swapping services. And the av-
erage number of simultaneous
P2P users topped 9.9 million
worldwide in March, according
to BigChampagne, versus 8.2
million users a year ago.

But increases in legitimate
digital track and album sales
have been key to helping the
industry offset its physical de-
clines this year, says Thomas
Hesse, president of global dig-
ital business for Sony BMG.

‘The Last
Samurai’ is
»
among Warner
Home Video’s

HD TV, special cables and, of
course, a player.”

Blu-ray, the other next-gener-
ation format, is expected to have
titles hitting the market May 23,
but players aren’t expected fora
month after that.

Ultimately, the gaming in-
dustry may play an important
role in introducing consumers
to HD technology. Microsoft
is bringing an HD DVD-com-

More than 164 million tracks
and 8.5 million digital albums
have been sold year to date,
Nielsen SoundScan reports.
Assume every 10 songs down-
loaded represents an album
sale, combine that figure with
total CD and digital album
sales measured by Nielsen
SoundScan, and the album
business year to date is run-
ning 3.6% ahead of 2005.

That doesn’t even include
sales of mobile music products,
subscriptions or video down-
loads. Pali Capital analyst Rich
Greenfield says that if digital
track sales—either as singles
or as part of albums—can elim-

patible Xbox into the market
later this year, and Sony will
offer a Blu-ray-enabled Play-
Station in November.

Larry Mansdorf, DVD/
audio buyer for Newbury
Comics, says expectation for
HD products were high at the
New England 26-store chain
but “it’s going to be a work in
progress as the format war
plays out.” e

inate most of the physical unit
declines, other new sources of
revenue may actually help grow

industry revenue in 2006.
“The object of replacing the
falling physical formats with
the growing digital ones is very
achievable in the near future,”
says Larry Kenswil, president
of Universal Music Group’s
eLabs division. “The overall
goal is to grow the business,
and not just make up some
of the lost sales. At this rate
you're going to be able to
achieve that in a good year.
Whether or not it happens this
year for the whole industry re-
mains to be seen. oo
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Springsteen: Kevin Mazur/Wirelmage.com, The Last Samurai: Courtesy of Warner Home Video
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SHAKIRA.
SHAKIRA.

ONE SONG. TWO HITS.
ONLY AT YAHOO! MUSIC.

We asked the fans to move their bodies like Shakira. They did. 10,000 of them.
The Fans Only video for “Hips Don’t Lie” got 5 million views in 1 month.
And BOTH videos hit #1.*

Thanks Shakira, Epic, and all the fans. Those numbers don’t lie.

O\
q.l MUSIC

2006 Yahoo! inc. All rights reserved. *Source: Yahoo! Music, March 2006.
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will be announced at a
later date. Set to launch
July 27 in Virginia Beach,
Va., the tour will play
mainly Live Nation
amphitheaters.

>>>CBS RADIO
RETIRING ROTH?
David Lee Roth’s CBS
Radio morning show stint
is coming to a halt within
weeks, replaced by XM
Satellite Radio’s Opie &
Anthony show, say
sources close to the
situation. In one of the first
satellite-to-terrestrial
radio syndication deals,
XM has agreed to license
Opie & Anthony to CBS
Radio in seven markets.
Opie & Anthony will airon
all seven stations where
Roth replaced Howard
Sternin January: WFNY
New York, WYSP
Philadelphia, WBCN
Boston, KLLI Dallas,
WNCX Cleveland, WRKZ
Pittsburgh and wWPBZ
West Palm Beach, Fla.

>>>ABBA RINGS UP
DEAL

Swedish supergroup
ABBA’s hits have been
made available as master
ringtones for the first time.
“Ring Ring,” “Mamma
Mia,” “SOS,” “Dancing
Queen” and “Gimme!
Gimme! Gimme! (A Man
After Midnight)” are
among the titles cleared
for use. The ringtones will
be available through such
telecom partners as
Vodafone, Sprint, DoCoMo
and at least 60 other
operators worldwide.

>>>ARTISTDIRECT’S
BIG REV JUMP
ArtistDirect reported that
fourth-quarter revenue
increased 246%, to $5.6
million. The boost was

. driven by an expansion of
ad revenue, which grew
44% to $1.2 million in the
quarter, and the
acquisition of anti-piracy
specialist MediaDefender,
which posted $3.6 million
in revenue. The
company’s net loss grew
to $302,000, or 7 cents
per share from $29,000,
or1cent per share a year
ago. E-commerce
revenue declined 3% to
$775,000. For the full
year ended Dec. 31, 2005,
revenue increased 172%
to $13.9 million.

Compiled by Chris M.
Walsh. Reporting by Mike
Boyle, Antony Bruno,
Jeffrey de Hart, Brian
Garrity, Paul Heine and
Ray Waddell.
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SEC Targets Promoter Utsick

Commission Claims He Lied To Investors About Shows’ Profitability

The concert business has long pondered colorful im-
presario Jack Utsick’s rapid rise to the elite of the con-
cert promotion world. He says he built his entertainment
empire through hard work, but the Securities and Ex-
change Commission says the growth came on the backs
of defrauded investors.

Utsick and others are in hot water with the SEC in
connection with an allegedly fraudulent offering that
raised $300 million from more than 3,300 investors.

The SEC filed and settled a civil injunctive action
April 17 in the U.S. District Court in Miami. Utsick
was charged, along with his Worldwide Entertain-
ment company. Also charged in connection with Ut-
sick’s business dealings were Entertainment Group
Fund, American Enterprises, Entertainment Funds

® O

“This business that Utsick
has developed over the
course of time is not

going out of business.’
—MICHAEL J. ROSEN, JACK UTSICK’S ATTORNEY

and their principals Robert and Donna Yeager

(billboard.biz, April 19).

Utsick and the other defendants, without admitting
to or denying the allegations of the complaint, have
consented to a permanent injunction, an asset freeze,
repatriation order, repayment of amounts they received
and penalties.

Even so, it does not appear that Worldwide Entertain-
mentand its subsidiaries are out of the concert promo-
tion business. “The company is going to promote shows,
and Jack is going to work with the company to do that,”
Utsick’s attorney Michael J. Rosen says.

The SEC alleges Utsick et al. told prospective in-
vestors that their investments would earn annual re-
turns ranging from 15% to 25% and, in some instances,
an additional 3% ol the profits generated by Utsick and
his companies.

Utsick’s live entertainment projects included theatri-
cal productions and concerts for such acts as Shania
Twain, Alicia Keys, Elton John, Santana, the Pretenders
and Aerosmith. His projects also included investment
in the Paris Hilton film “National Lampoon’s Pledge
This,” a modeling agency—Utsick created a stir when
he showed up at the 2004 Billboard Touring conference
with half a dozen models in tow—and the Omega
Records label, along with numerous nightclubs, restau-
rants, other venues and real estate holdings.

Butthe SEC says Utsick and his companies paid ear-
lier investors with funds raised from new investors be-

¢ cause most of the concerts lost money. Teresa Verges,
< assistant regional director for the SEC in Miami, ac-
knowledges that in most instances Utsick did produce
the concerts he said he would produce. “But. . . he lied
to investors about the profitability of those shows and
the returns, because most of the projects in fact lost
money,” she says.

Terms of the settlement prohibit Utsick from com-
menting on details of the case. But Utsick’s camp as-
serts that funds raised by investors were used to finance
thousands of entertainment events that came off as
promised, as well as purchuse of assets during the com-

Keys,Utsick: Frank Micoletta/Getty Im.
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pany’s rapid growth.

The SEC complaint alleges that from at least 1998
through late 2005, Utsick and his co-defendants sold
unregistered securities in special purpose limited lia-
bility companies to raise funds for a variety of entertain-
ment ventures produced and/or promoted by Utsick.

The investments in the LLCs or loan agreements were
usually for a term of one year, with many investors rolling
over their principle—and purported profits—from proj-
ect to project.

Although the offering materials for each venture
identified the particular concert or event for which
funds would be used, Utsick commingled the funds
in two operating accounts (Worldwide or Entertain-
ment Group), from which he paid all business and per-
sonal expenses.

“There was no account-
ing,” Verges says. “The
records were in shambles.”

Utsick maintains that
when funds were used for
purposes other than produc-
ing events, they were still
used in an effort to benefit
investors. And as far as the
SEC’s charges of shoddy ac-
counting, Utsick says they
can be attributed to account-
ing controls that were inad-
equate to handle the company’s growth.

During the past several years, Utsick has become
one of the most active and revenue-generating pro-
moters in the world, acquiring several regional
independent promotion companies and joint-
vcnturing tours, concerts and venues in
international markets.

Lastyear, Utsick was involved in
821 concerts that grossed $112.8
million, fourth among ali promo-
tion companies, according to
Billboard Boxscore. Jack Utsick
Presents/Worldwide growth
has been explosive, up from
$23 million reported in 2002.
Very few shows from Utsick
and Worldwide have been
reported this year.

“I put my heart and soul
into this business for 30 years,
and despite the troubled times
of the last three years created
by market conditions, we still
managed to survive and do what
was right by our people,” Utsick
says.

Utsick promotes around the
globe. As such, “repatriation of
funds”—Dbringing monies back to
the United States—is a key aspectof
the case.

Verges declined to say what led to
the SEC investigation. Utsick’s com-
panies have been under receivership
since January, directed by atiorney Mike
Goldberg. The SEC has asked the court,
which has not ruled yet, to expand Gold-
berg's receivership into an SEC receiver-
ship, which would give him broader
powers over all the corporate entities in-
volved under the auspices of the SEC case.

www.americanradiohistorv.com

After further accounting, the SEC will attempt to ne-
gotiate a resolution with Utsick and the other defen-
dants. If unable to do so. Verges says, the SEC will turn
to court to ask for the return of all funds the defendants
received. “Our goal is to get those funds, as well as any
penalties thatare assessed, to be putintoa fair fundand
returned to investors,” she says.

Utsick’s involvement in promoting will be restricted,
atleast for now. “He certainly can’t engage in anything
that would be construed as possibly violating his injunc-
tion,” Verges says. “That inclndes selling securities, rais-
ing funds, etc. His assets are frozen, he’s subject to an
injunction and a repatriation order, the companies are
in the hands of a receiver, and that’s where we stand
until a final judgment is entered.

Utsick’s camp says it will push on. “Jack is not a con
man, and Jack is nota thief,” Rosen says. “This business
that he has developed over the course of time is not going
out of business, and Jack will continue to work with the
receiver to reorganize and grow this business.” .

ALICIA KEYS is just
one of many superstar
acts that JACK UTSICK
has promoted.
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Catalog Brings Sony Corp. Clout

Company Gains Leverage—And More of Sony/ATV—From Restructured Jackson Deal

Now that Sony Corp. has bet-
ter-positioned itself to acquire
half of Michael Jackson’s 50%
stake in Sony/ATV Music, pub-
lishing experts say the com-
pany may acquire more than
control of a catalog. 1t may gain
some much-needed, deal-
making clout.

Jackson reportedly restruc-
tured debt and his stakein Sony/
ATV Music earlier this month.
His portion was used !o secure
loans left unpaid. That stake is
now relatively safe from his cred-
itors, but expected to be con-
trolled—and leveraged—Dby Sony.

A source close to Jackson says
that Sony now has the option to
acquire half of Jackson’s Sony/
ATV share, and will likely do so
in the next 18 months. The move
would give Sony a 75% control-
ling interest in the company.

But Sony will not have to wait
until it takes control to leverage
the catalog’s rights. One legal ex-
pert says the contractual right to
control the company is enough
to secure financing now. The ex-
pected growth of Sony/ATV, cur-
rently valued at $1.1 billion-$1.3
billion by some experts, should
attract substantial funds for ac-
quisitions. What's more, U.K.-
based Apple Corps revealed this
month that it is remastering its
Beatles recordings—at least
some of which are included in
the catalog—and readying them
for first-time online distribution
that will likely dramatically in-
crease publishing revenue.

Sony/ATV controls the lucra-
tive Beatles catalog and about
400,000 other compositions. Al-
though Sony declined to com-
ment on the deal, it likely

Wi\l BY LEILA COBO

removes many licensing obsta-
cles that hinder revenue-gener-
atingactivities, such as possible
requirements to obtain consent
from Bahrain-based Jackson to
license compositions.

“This[deal] makes Sony a player
again,” EMI Music Publishing
chairman/co-CEO Marty Bandier
says. “It has more control and a
bigger share” of the catalog.

This comes at an opportune
time for Sony. Bertelsmann is
exploring ways to unload its
music interests—BMG Music
Publishing and its joint-venture
share in Sony BMG Music. Pub-
lishing sources tell Billboard
that Sony could use its new fi-
nancial leverage to acquire
BMG's recorded music or the
major publisher’s catalog, which
includes songs by Coldplay, R.
Kelly, Justin Timberlake and Ala-
nis Morissette.

Some music industry execu-
tives credit Sony Corp. group ex-
ecutive Rob Wiesenthal for
landing Sony in this strategically
advantageous position.

Lastyear Fortress Investment
Group was threatening to fore-
close on a $272 million loan to

Jackson. If this occurred, Jack-
son risked that rights in his com-
positions (many held by Warner/
Chappell Music) and in Sony/
ATV could be sold at fire-sale
prices, possibly ending his fu-
ture royalties. Sony risked find-
ing itself with an undesirable
partner and the revealing of fi-
nancial records to public suitors
for Jackson’s interests.

Sony reportedly helped Jack-
son avoid this by working its
relationship with Citibank, gar-
nering a deal for Jackson to pay
off the loan and keep royalties
flowing. Sony undoubtedly
used this opportunity to re-
structure its deal with Jackson
to gain an advantage over the
catalog, says a legal expert who
asked not to be identified.

That left Fortress with the op-
tion to accept payment for the
loan or get back into the game—
it held a contractual right to
match any third party’s offer.

Fortress made the final deal,
loaning about $320 million to
Jackson earlier this month. New
Horizon Trust, which now holds
the combined rights of his com-
positions and the Sony/ATV in-

terest, secures $300 million of
the loan. John Branca, Jackson’s
former attorney who negotiated
the landmark deal between Jack-
son’s ATV and Sony in 1995, set-
tled his 5% interest in Jackson’s
share for atleast $13 million and
as much as $20 million.

This appears to clear current
claims against the Sony/ATV
catalog, except for a pending law-
suit by Jackson’s former broker
Prescient Acquisition Group.
Prescient wants atleast $27 mil-
lion for setting up potential fi-
nancing. It agreed to refrain
from holding up the Fortress
dealaslongas New Horizon and
Jackson notify Prescient before
any of the publishing assets are
transferred or encumbered.

“Rob Wiesenthal did a bril-
liant job,” says Bandier, who
was one of the bidders for the
ATV catalog that Jackson ac-
quired in 1985.

Whether Sony can make the
Jackson refinancing deal hit pay
dirt will depend in part on how
much it pays Jackson when it
takes over controlling interest
and on the success of the Beat-
les’ expected digital play. ~ ---

If, as expected, THE BEATLES sell their
music online, the value of Sony/ATV’s

publishing catalog
power-2will rise.

E .

—and Sony Corp.’s
da

Reggaeton Boosts Latin Sales

Reggaeton may be rising the
sales tide for Latin musicin the
United States, but regional
Mexican music continues to be
the anchor.

This is according to just-
released Latin year-end num-
bers fromthe RIAA. Latin music
shipments to retail in the Unit-
ed States and Puerto Rico to-
taled 55.6 million units for
2005, a14% jump over the 48.6
million units posted in 2004.

The general marketplace
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saw a 3.9% decline in units
shipped during the same pe-
riod. The Latin increase trans-
lates into a 16% growth in dol-
lar value for 2005 over 2004.

Many pundits, including RIAA
VP of Latin music Rafael Fernan-
dez, have singled out reggaeton,
lead by such artists as Daddy
Yankee and Don Omar, as a key
factor in the continued growth
of Latin shipments.

“The reggaeton craze has
created a new buzz,” Fernan-

dez says. “You've brought in
new listeners.”

Responding to reggaeton’s
popularity, the RIAA added a
new “urban” subgenre to its
shipment report, beginning
with the fourth quarter. Urban
includes reggaeton as well as
rap, banda/rap and hip-hop.

Meanwhile, regional Mexican
music continues to dominate
Latin music sales, generating
48% of shipments. Pop/rock
came in second, with 39%, and

‘tropical a distant third, with 9%.

But the regional Mexican
numbers fall far short of the
genre’s 60% share in 2004,

Fernandez also cites the
RIAA’s ongoing anti-piracy
program as a contributor to
the genre’s growth, In the
past 24 months, the organi-
zation shut down 16 plants
that were manufacturing un-
licensed CDs. Latin product
accounted for 60% of all
seizures in those plants. <«
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BY PHYLLIS STARK and BRIAN GARRITY

SONY BMG:
MERGER MOVES
IN NASHVILLE

NASHVILLE—RCA Label
Group Nashville and Sony Mu-
sic Nashville are separate op-
erations no longer. In a delayed
aftershock of the Sony-BMG
merger, the company has re-
structured its country efforts,
moving all its Music Row la-
bels under a single umbrella
called Sony BMG Nashville.
Joe Galante, the highly suc-
cessful label kingpin who pre-
viously served as chairman of
RLC Nashville, will head the
newly combined groupas chair-
man. John Grady, the well-liked
president of Sony Music Nash-

GALANTE

ville, is out.

The shake-up marks one
of the first major moves by
new Sony BMG CEO Rolf
Schmidt-Holtz.

Country was one of the joint
venture’s remaining areas yet
tobe streamlined. The only out-
ward evidence of the merger in
Nashville came last year when
the Sony staff moved into the
RLG building near the Row.

In an April 19 e-mail
announcing the change,
| Schmidt-Holtz said the com-
= pany was merging Nashville
operations to create “a single
powerhouse entity” that will be
“better positioned to intensify
our efforts in the areas of A&R
and artist development, and to
meet the challenges of a con-
stantly evolving and highly
competitive marketplace.”

Grady says it was “a downsiz-
ingissue, just like [Sony BMG]
did all over the world.”

To besure, thisis not the first
time Sony BMG has integrated
recorded music units as part of
the merger. The company has
previously pursued similar ini-
tiatives in catalog, classical and
Latin. But Sony BMG’s reluc-
tance to combine its country ef-

forts—a move many were sur-
prised had not yet happened—
illustrates the lingering
integration pains the joint ven-
ture continues to experience. As
the head of RLG, Galante re-
ported directly to the CEO’s of-
fice, while Grady reported to
Sony Music boss Don lenner.

A source close to the com-
pany says the merger isas much
aleadership-streamlining effort
as it is about combining opera-
tions. So far Grady is the only
executive out a job. And there
are no immediate plans to con-
solidate or shutterany imprints,
the source adds. Galante will
command an overarching A&R
center of the company’s coun-
try labels and report to Schmidt-
Holtz. Schmidt-Holtz called
Galante “a proven leader.”

There is no word yet about
what'’s next for Grady. He took
the helm at Sony in May 2003,
arriving from Nashville-based
DMZ Records, where he also
served as president. Prior to
that, he was a senior execu-
tive at Universal Music
Group Nashville. Among his
biggest successes at Sony was
the 2004 breakthrough of
Gretchen Wilson with her
quadruple-platinum “Here
for the Party” album

Sony and BMG have a large
presence in Nashville. RLG
comprises the RCA, BNA and
Arista Nashville labels. Its
heavyweight acts include
Kenny Chesney, Alan Jack-
son, Brooks & Dunn, Martina
McBride, Brad Paisley, Carrie
Underwood and Sara Evans.
Sony Music Nashville com-
prised the Columbia and Epic
labels, with key acts includ-
ing Wilson, Montgomery
Gentry, Van Zant and Mi-
randa Lambert.

BMG’s Nashville operations
finished second among the
major labels in country market
share lastyear at 26.5%—more
than double Sony’s 12.6%
countryshare, Nielsen Sound-
Scan reports. Through the first
quarter of 2006, BMG claims
23.2% share in country versus
12.9% for Sony.

Industrywide country music
sales slipped 3% in 2005 t0 75.3
million units, according to
Nielsen SoundScan. Year-to-
date country sales are up 23%
at 21.6 million units. oo

The Beatles: Chris Walter/Wirelmage.com
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BY PAUL SEXTON

In The U.K., Oldies Are
Indeed Goodies

LONDON-—Reawakened audiences and TV mar-
keting are lifting veteran AC artists out of the oldies
circuit and back onto British charts and main-
stream concert stages.

American easy-listening staples Johnny
Mathis, Andy Williams and Neil Sedaka are
among those enjoying hit albums and renewed
respect as their classic material reconnects with
fans in the United Kingdom.

The latest example is “The Very Best of Neil
Sedaka—The Show Goes On,” released March 20
by Universal Music TV and certified gold by the
BPI three weeks later for shipments of 100,000.
Sedaka toured Britain to coincide with the release
of the album, which features his hits from the
1960s and 1970s, plus five new songs. His 10-date
itinerary included Birmingham Symphony Hall
and Sheffield City Hall (with capacities of 2,260
and 2,346, respectively) and a showpiece London
concert at the 5,266-seat Royal Albert Hall.

The label brought Sedaka to the United King-
dom forradio and TV promotion ahead of the tour’s
March 29 opening. “Getting him in early [was also]
a catalyst for any unsold dates,” says UMTV man-
aging director Brian Berg, who oversaw a 1991
U K. Sedaka compilation, “Timeless” (Polydor).

Sony BMG VP of commercial marketing Dar-
ren Henderson says that in the majority of cases,
it’s a “best-of” album that drives a resurgence of
an artist.

“Historically,” he adds, “record companies
hadn’t focused on the over-40s market, but now

‘Before | toured there
last year, I didn’t
have that 16-year-old

—ANDY WILLIAMS

audience.’

within Sony BMG we have a dedicated team cre-
ating artist ‘best-of” packages that are largely tar-
geted at that market.”

Mathis’ U.K. dates this September—his firstin
12 years—were prompted by the gold album “The
Very Best of Johnny Mathis” that Columbia re-
leased in January, says his promoter, Danny Betesh,
director of Manchester, England-based concert
promoter Kennedy Street Enterprises.

Betesh also promoted Sedaka’s tour and two
British tours by Williams, who has charted with
three compilations in the United Kingdom in re-
cent years. Williams’ popularity initially spiked
alongside a growing, general interest in the lounge
scene, which saw his 1967 hit “Music to Watch
Girls By” soar to the top 10 in the United King-
domin 1999 on the Official U.K. Charts Co. list.

Now 77, Williams is recording his first studio
album in roughly 20 years. “There’s a great loy-
alty [in Britain| for established artists,” he says.
“I think it's because we're not walking around
the streets there, and they remember the best
part of you.

Williams’ second coming has yielded a new
generation of fans at his shows.
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“When I toured there last year,” he says, “some
were 60, some of them wer= 16. Before that, |
didn’t have that 16-year-old audience.

British AC vocalist Tony Christie has seen sim-
ilar growth in his fan base, th-anks to his success
last year of his reissued 1971 hit “(Is This the Way
To) Amarillo.” The UMTYV siagle topped the Of-
ficial U.K. Charts Co. list for seven weeks, sell-
ing more than 1 million copies, and boosting his
touring receipts.

“When [ promoted the album on the tour” prior
to the single, Christie says, “1 was playing smaller
places and not making monev, because of taking
out a 12-piece band. On a second tour, when the
single was No. 1, I did the Albert Hall and the big
city halls, which made it more viable. Interest has
been tremendous, particular y from young kids
who'd never heard of me.”

Of course, much of these AC artists’ renaissance
is driven by their core, loyal fans going to shows
and buying records. Berg savs U.K. mass mer-
chants have been key to the stccess of several hit
UMTYV releases during the past two years. Those
have included Engelbert Humperdinck’s “His
Greatest Love Songs,” Christiz’s “Definitive Col-
lection” and Paul Anka’s “Roc< Swings.”

Such stores provide “an easy option for people
that don’t want to go (0 a conventional record shop,”
he notes. “That’s why there’s been massive growth
in the over-40 market. When “hey do their shop-
ping, they can pick up what they’ve seen adver-
tised on TV.” .o

WILLIAMS

BY ANTONY BRUNO |

Web Radio Starts To

Cast A Wide Net

Web radio may not be heard
nearly as much as its terrestrial
counterpart. But it is becoming
a bigger player, for music fans
and labels alike.

Inthe last year, the use of In-
ternet radio has spiked notice-
ably. According to data un-
veiled by Arbitron and Edison
Media Research, the monthly
audience for Internet radio
among listeners 12 or older
jumped 71% last year, from 37
million to 52 million. The weekly
Internet radio audience jumped
50% to 30 million, after growing
only 8% a year for the preceding
three years.

“This is one of the biggest
year-over-year increases ever,”
says Bill Rose, Arbitron senior
VP of marketing and business
development. “At this stage of
the game, to see that kind of
growth is noteworthy.”
According to Arbitron’s

www americanradiohietorv com

most recent figures as of press
time, Yahoo remains the
largest Internet radio destina-
tion with 2.6 million weekly lis-
teners. America Online Radio
places second at 1.9 million,
with Clear Channel’s collective
stations trailing with 880,000
listeners—just edging out MSN,
but growing more rapidly than
its competitors.

Although Clear Channelis a
distant third, it may be uniquely
positioned. While 30 million
weekly listeners certainly is a
milestone for Internet radio, it
is still only 12% of the overall
population. Analysts say it
would need to reach 20% pen-
etration to be considered a
necessary element of any
media or promotional plan. As
such, record labels view Inter-
net radio as a blip on their pro-
motional radar.

“We're dealing with it, but it’s
nowhere near the impact of ter-
restrial,” says one source who
didn’t want to be identified, cit-
ing sensitivities over the ongo-
ing payola investigation by New
York state Attorney General
Eliot Spitzer. “That’s what
moves albums out of stores.”

Clear Channel is leveraging
this dependence on terrestrial
radio—and its dominant posi-
tioninit—togainalegup onits
onlinerivals. In an effort to drive
more traffic to its Web sites
and Internet radio streams,
the company has added

various audio and video
on-demand services to af-
filiate Web sites.

Now, Clear Channel can
negotiate for exclusive ac-
cess to new music for
these services by offering

promotions that run on-air

RIHANNA

and online. According to Clear
Channel executive VP of online
music and radio Evan Harrison,
theideais to make the Web site
an extension of the on-air pro-
gramming.

“We’ll have half our stations
participating in a promotion
telling users to go to the Web
site to listen to the CD when the
single may not be getting heavy
airplay,” he says.

Most recently it added exclu-
sive tracks to its “Sneak Peak”
program from Rihanna, God-
smack, Carrie Underwood and
Bruce Springsteen before they
appear in stores. Other on-
demand initiatives include
streaming music videos li-
censed from major labels, the
in-studio performance series
“Stripped” and an emerging-
artist program called New.

As aresult, the total number
of weekly on-demand streams
has exploded 1,000% since the
beginning of the year, from
130,000 the first week of Janu-
ary to 1.4 million in mid-April.
Unique monthly visitors to
Clear Channel Web sites have
reached 3.5 million.

Arbitron’s Rose says such ef-
forts ultimately will drive Inter-
net radio traffic further, as one
digital music service tends to
raise awareness of others.

“Those kinds of unique con-
tent plays are increasingly
more important,” he says. “In
the last year, there’s been a ot
of activity revolving around
things like podcasting, satel-
lite radio, downloading from
iTunes and so on. That activity
raised all boats digitally. In
essence what we’re seeingis a
bunch of pent-up demand
that’s just caught up.” .

Villiams: Michael Caulfield, Rihanna: Johnny Nunez/Wirelmage.com
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‘The Publishers’ Place

SUSAN BUTLER sbutler@billboard.com

New Way To Collect Royalties In Europe?

Historic changes are afoot for
songwriters and publishers
worldwide whose music is broad-
cast via satellite, cableand the In-
ternet from Europe.

For decades, the reciprocal re-
lationships of the collecting soci-
eties ensured that rights holders
had little or no control in Europe
over their royalty collections. Soon
everyone, including American
songwrilers and publishers, may
be able to choose who handles
their licensing and collects their
royalties for digital music—and
societies may have to offer more
to attract members.

In January, the European Com-
mission—the European Union’s
regulatory arm—sent a State-
mentof Objections (SO) to 24 Eu-
ropean societies that administer
public performance rights and to
CISAC, the international trade
group for collecting societies.

The confidential SO came after
the EC investigated complaints
by broadcasters RTL and Music
Choice Europe over the way the
societies license performance

rights in recorded compositions
for broadcast via satellite, cable
and “new forms of exploitation.”

A nonconfidential version ob-
tained by The Publishers’ Place
reveals the EC’s conclusion that
CISAC and the societies violated
EU competition laws: a CISAC
model contractand the societies’
contracts with each other include
anti-competitive membership
and territorial restrictions.

If responses to the SO from
CISAC and the societies do not
convince the EC otherwise,
they will be forced to change
the way they do business and
pay hefty fines.

For most American songwrit-
ers, indie publishers and lawyers,
the European licensing and roy-
alty-collection process is shrouded
in mystery; it is very different
from the U.S. process, and col-
lecting societies’ agreements and
accounting are confidential.

In the United States, songwrit-
ersand publishers voluntarily se-
lectone of three societies (ASCAP,
BMI, SESAC) to grant perform-

ance licenses for compositions—
and to collect the royalties—to
those who mustacquire suchali-
cense (broadcasters, webcasters,
live-performance venues, etc.).

In Europe, many nations’ laws
require that certain rights be trans-
ferred to, or managed by, a local
society. Only one performance
rights society administers the
rights in each EU country; in many
countries thatsociety also licenses
mechanical (reproduction) rights.

Most societies worldwide enter
into contracts with each of the
other societies to license and col-
lect royalties within its country.
Thelocal society retains a certain
amount collected and pays the
remainder to the society whose
members’ compositions gener-
ated the revenue.

During its investigation of the
24 EU societies, the EC found ter-
ritorial restrictions in all of their
contracts. Membership restric-
tions were found in 23 of them.
The membership restrictions were
framed so that each society agreed
that it would not accept members

of other collecting societies or
whose nationality was that of an-
other society’s nationality.
Under the territorial provi-
sions, each society was granted
the righttolicense in its own coun-
try all of the compositions of the
other societies members; the so-
ciety could not license the other
societies’ repertoire—or its own
—outside thatsociety’s country.
As a result, broadcasters and
digital music services must ne-
gotiate with the society in every

d

ERIC. BAPTISTE, director
general of CISAC, which
challenges EC findings of
anti-competitive contracts.

Investments are subject to market risks and fluctuate in value.

Securities and Insurance products and services
Are not Bank Guaranteed

Are not FDIC or any other government agency insured

May Lose Value

EU country to secure a license
granting rights to broadcast
throughout Europe. Publishers
and songwriters may only join
societies in their own countries.

The EC concluded that the
membership restrictions dis-
criminated between members
on the basis of nationality; pre-
vented potential members from
choosing between societies; and
prevented societies from com-
peting for members.

With the territorial restrictions
inall of the contracts—thus form-
ing a network among the soci-
eties—the provisions “cement
the structure” of the market. They
excluded other forms of licens-
ing; excluded other ways of or-
ganizing and competing in
copyright administration; and
confined each society to operate
only in its own country.

The EC wrote that the restric-
tions also prevented broadcasters
from obtaining licenses from the
optimal society; prevented access
to the imarket by new competitors
capable of administering per-

UplFront

formance rights; created barriers
to new ways of administering
copyright by existing societies;
and effectively restricted the avail-
ability of licenses only to certain
existing channels of distribution.

The SO stated that without the
restrictions, songwriters and pub-
lishers could increase their rev-
enue by reducing fees from
multiple societies. They could se-
lect the society that provides the
best quality of service, cost and
membership benefits.

CISAC says in a press release
that its SO response notes that
membership restrictions were vol-
untarily dropped from the model
contract, and territorial restric-
tions are important for several rea-
sons, including that broadcasters
could not otherwise secure mil-
lions of works from one society.

If the EC stands firm, Ameri-
can songwriters and publishers
may find that they could join an
EU society to collect performance
income generated in Europe
rather than collect through
ASCAP, BMI or SESAC. .-«
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SUNTRUST

Seeing beyond money

SunTrust Private Wealth Management is a marketing name used by SunTrust Banks, Inc., and the following affiliates: Banking and trust products and services are provided by SunTrust Bank, a member of the FDIC. Securities, insurance and other
investment products and services are offered by or through SunTrust Investment Services, Inc., a registered broker/dealer and a member of the NASD and SIPC, and SunTrust Capital Markets, Inc,, a registered broker/dealer and a member of the
NYSE, NASD, and SIPC. SunTrust Robinson Humphrey®™ is a service mark of SunTrust Capital Markets, Inc. Investment advisory products and services are offered by or through SunTrust Investment Services, Inc,, Trusco Capital Management, Inc.
and Asset Management Advisors, L.L.C., investment advisors registered with the SEC. ©2006, SunTrust Banks, Inc. SunTrust is a federally registered service mark of SunTrust Banks, Inc. mkt 29111-06
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Bam Margera: Rick Purvis

KIEIEEEEE] BY ANTONY BRUNO
Blogging Enters The Wireless World

Nick Lachey and Jessica Simp-
son are back together.

In the wireless world, anyway.
Both are participating in a new
mobile blogging service offered
by Sprint called BlogStar, which
also counts Wesley Snipes, the
Game and Bam Margera as con-
tributors. The rich-and-famous
stars are documenting their life-
styles with camera phones and
posting pictures, textand, even-
tually, video to their personal-
ized mobile blogs. Access to each
blog costs $5 per month. Sub-
scribers receive alerts when new
posts are uploaded, to which
they can leave replies and dis-
cuss with other subscribers.

It’s just one example of how
the blogging and social network-
ing that has taken the Internet
by storm is going wireless.

At atime when ringtoneand
wallpaper image sales are begin-
ning to flatten, the music indus-
try is looking for new mobile
revenue streams and promo-
tional opportunities. MySpace
has a tremendously strong im-
pact on the music industry and
now the pieces are in place for a
wireless version to do the same.

BlogStar CEO Keith Yokomoto
—founder of the original Artist-
Direct service—says he and
ArtistDirect co-founder Ted Field
formed BlogStar to better capi-
talize on MySpace’s promise.

“Justimagineif 100,000 of your
fans were all connected,” Yoko-
moto says. “You send out a blog
that goes straight to their cell
phone, and you've got an army
of folks out there blogging back in
real time. How powerful is that?”

On paper, the marriage
of blogs and mobile
phones seems like a
perfect match. Every-
one seems to have a

PLAYING
| AIRLESS GUITAR

Forget playing air
guitar to your 3
| favorite song.

SoundTech’s AMP3 guitar amplifier lets you play
alongside your rock idols.
The combined amp/speaker system features
inputs for MP3 players, CD players or computers so
| that users can stream music through the devices

like any other speaker.

To jam along, users just plug in their axe via the
guitar input to combine the feeds. Musicians can
also record, layer and mix performances, or take
advantage of four amp sounds--clean, hot tube,

overdrive or high gain.

The system is powered by either a standard AC
cord or optional 9-volt battery.

The AMP3 is available at Target, music123.com
and other major music retailers for a suggested
price of $130. Pete Townshend’s classic windmill

000

move not included.

mobile phone, and increasingly
these devices have photoand video
cameras included. Supporters say
theability to blog on the fly rather
than hold off until reaching a com-
puter adds a more intimate, real-
time element to the experience.

Yet mobile blogging is no
slam-dunk. Camera phones may
be ubiquitous, but only the most
expensive actually take decent
pictures, and video phones are
even more expensive. What’s
more, carriers face a herculean
task in convincing subscribers—
who for years have been trained
to view their mobile devices as
a tool for making voice calls—
to start thinking of their phones
as a mobile computer.

Companies like Text100,
MyMMSBlog.com and SMS.ac
pioneered the mobile blog space
by pro-

——

—Antony Bruno

T
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iva La Bam’ star, professional

skateboarder and music video
director BAM MARGERA takes

viding wireless subscribers a
means of posting camera phone
pictures and text messages online.
But their services never grew
much beyond their novelty factor.

Sprint’s BlogStar service is
one of many attempts to put a
recognizable face on mobile
blogging to generate interestand
awareness among mobile phone
subscribers—in this case by re-
lying heavily on star power.

“Itintroducesit to [subscribers]
and gets them to step over the
chasmand getinto the trial mode,”
says John Styers, director of data
communications for Sprint.

In the last two months, how-
ever, the 800-pound gorillas of the
online social networking scene
began muscling their way into
mobile as well. In March, My-
Space—Dy far the most influen-

tial service with 36 million
unique visitorsand

more than 60 mil-

lion members as of
March—struck a

deal with startup
youth-oriented wire-

less operator Helio.

Users will be able to

~ update their MySpace
profiles with text and photos, as
well as access the profiles of otl-
ers, from their mobile phones. It's
expected togolive later this spring.

Atthe CTIA Wireless 2006 in-
dustry conference in early April,
MySpace rival FaceBook—with
about 10.5 million monthly
unique visitors—rolled out a
mobile extension to its service
with Cingular, Sprint and Veri-
zon Wireless. Members initially
will only be able to post text up-
dates to their FaceBook profiles,

a camera photo with a fan
for his mobile blog.

with photos expected over time.

Others are following their
lead. Intercasting’s Rabble mo-
bile blog service now runs on
Cingularand Verizon Wireless,
which charge subscribers $3 per
month to join. Los Angeles-
based startup Juice Wireless
launched its Juicecaster blog
service at CTIA as well. Unlike
online blogs now creating wire-
less extensions, Juicecaster was
built from the ground up to in-
tegrate online and wireless post-
ing and access.

Buzznet has been doing the
same for the last two years, and
recently won a contract with
concert promoter Goldenvoice
to power the integrated online
and mobile social networking
site of the upcoming Coachella
music festival in Indio, Calif.
(Billboard, March 18).

Wireless operators could not
be more thrilled. The wireless
industry has long believed that
the successful mobile content
and applications will be those
that best take advantage of the
communication elements
of wireless. For years, the indus-
try has been throwing every-
thing it had at consumers to see
what would stick.

“It's not creating technology
for technology’s sake,” Sprint’s
Styers says about the potential
for mobile blogging. “IV’s satis-
fying consumers’ needs and
wants using technology [that]
provides an entirely new use case
for the mobile phone. Any time
you add that kind of material im-
pact to the daily lives of a large
consumer base, it's going to have
an effect on your traffic.”  «--
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BITS & BRIEFS

A QMOBILE MAVEN
Emerging hip-hop artists look-
ing to break into mobile dis-
tribution have new allies in
Maven Strategies and Qmo-
bile, which have partnered to
create a direct-to-consumer
mobile marketing platform.

Qmobile will create ring-
tones and other mobile
content exclusively for par-
ticipating acts. Maven is
spearheading artist devel-
opment activities and cre-
ating marketing opportuni-
ties between artists and
retail clients.

Fans can buy content from
Qmobile’s qtones.com Web
portal or via short code, which
Qmobile and Maven will mar-
ket through TV, radio, print and
Internet advertising.

Participating acts include
Quiarre Lee, Big Floaty and Sitty.

BEEMER PODS
BMW released a new adapter
for connecting adriver’s iPod
through the in-vehicle stereo
system that extends the capa-
bility to six new model lines of
sedans and sports wagons.
The new interface for iPod
means every current BMW
model vehicle now has a seam-
less iPod connection option.

Users can plug their iPods di-
rectly into the car stereo and
control the device playback,
sound and other options with
the existing stereo controls.
The newer device also lets
users sort their music by
playlists or select arandom
playlist of 500 songs. It is
compatible with any iPod’s
dock connector and keeps the
device charged. The adapter
is also compatible with Sirius
Satellite Radio and high-
definition radio.

SONGS FOR THE CUP
Electronic Arts’ 2006 FIFA
World Cup videogame will
contain 35 songs provided by
acts spanning the globe.
Bands, artists and countries or
territories represented in the
title, which ships April 24, in-
clude Lady Sovereign, Howard
Jones and Depeche Mode
(England), lvy Queen (Puerto
Rico), Fischerspooner (United
States), Nortec Collective
(Mexico), Die Raketen (Ger-
many) and Sergio Mendes
(Brazil) with the Black Eyed
Peas (United States).

EA also is making the songs
available online, where listen-
ers can link to more informa-
tion about the acts.

fi it e S s S -——:Fﬂﬁ__ i
Tune is the lead 29
single from the JRACHES Y STREAMS
Me and My Top Songs
Sy e, 1 RASCAL FLATTS
which sits at < \What Rurls The Most LYRIC STREET 650,825
No. 1t on The 2 RIHANNA
Billboard 200 for SOS SRP/DEF JAMADIMG 607,621

3 SHAKIRA

a secondldw/]e]ek. Hips Don't Lie EPIC 554,433
It has sold T. 4 CASCADA

million in its two
weeks of release. 3T

6

7 NELLY

3

So popular is her
“Hips Don’t Lie,
it was viewed
more than the
Nos. 6-10 videos
combined. The
song was recent-
ly stripped onto
her “Oral
Fixation Vol. 2"
album.

7 T-PAIN

10 PINK

1 AOL Sessions

Everytime We Touch ROBBINS

What You Know GRAND HUSTLE/ATLANTIC
NE-YO

So Sick " DEF JAM/IDIMG

Grillz DERRTY/FO' REEL/UNIVERSAL MOTOWN

8 SEAN PAUL
Temperature * VP/ATLANTIC

9 DEM FRANCHIZE BOYZ
Lean Wit It, Rock Wit It SD SO DEFAVIRGIN

10 LL COOL J
Control Myself DEF JAM/IDJMG

Top Videos
1 SHAKIRA
Hips Don't Lie EPIC

2 RIHANNA
S0S " SRP/DEF JAMAIDIMG

NE-YO
So Sick " DEF JAM/IDIMG

4 BEYONCE
Check On It COLUMBIA

5 THE BLACK EYED PEAS
Pump It * A&M/INTERSCOPE

6 CHAMILLIONAIRE
Ridin’ UN{VERSAL MOTOWN

I'm In Luy (Wit A Stripper) KONVICT MUZIK/JIVEZZOMBA

8 THE PUSSYCAT DOLLS
Beep ASM/NTERSCOPE

9 LIL WAYNE
Hustier Musik " JIVE/ZOMBA
Stupid Girls LAFACE/ZOMBA

All versions {i.e. AOL Sessions, Network Live. etc.) of a video or song are combined
inta gne entry. * First Listen/First View

372,388

349,169

337.026

317721

311,798

269,688

144,569

7.588.164

4,595,281

4,397,649

3.900.301

2,852,511

1,639.340

1,292,311

1.230.958

1,156,646

844,841

** Network Live 1 Breaker Artist
Source: AOL Music for he tour weeks ending Apni 14



www.americanradiohistory.com

———— l j I)I:r() I1t THE PLAIN & SIVPLE GUIDE TO MUSIC PUBLISHING

By Randall Wixen * Foreword by Tom Petty

Foramns by Tom pucty Published by Hal Leonard Corporation
AL Music publishing is one of the most complex parts of the music busi-
PLAINSIMPLE

ness, yet it can be the most lucrative. Industry vet Randall Wixen'’s new
book presents a clear, concise approach on how it works, equally valuable
for lay musicians and those already in the biz. Covers everything from
mechanical, performing and synch rights to sub-publishing, foreign
rights, copyright basics, types of publishing deals, advice on representa-
tion, and more.

00331266 (ISBN 0-634-09054-2) Hardcover $18.95

WELCOME, seekers. Arthur Lee, frontman of the visionary Love, has “Using everyday language and a touch of humor, Wixen offers a
The Buzzcocks formed in 1976 when Pete Shel-  leukemia and, we're hearing, no health insurance. high-level, insider's view of music publishing.”
ley and Howard Devoto saw the Sex Pistols and  Look for benefit concertsin New York and Los An- — American Songwriter magazine

then promoted their first gig in Manchester, Eng-  geles in May or June. Among other things, Lee’s - -
land. By the Pistols’ second gig, in July of 1976,  first three albums with Love are considered clas- www'mUSICdlSPatCh'com
Shelley and Devoto had recruited Steve Diggleand  sics, culminating in 1968’s “Forever Changes.” tHe - - 1-800-637-2852

John Maher and the Buzzcocks opened the show.  was also responsible for arranging Jimi Hendrix’s Mon-Fri 8am to 9pm. Sat & Sun 9am to Spm C.S.T. Please use ad code BBRW.
Their four-track EP “Spiral Scratch” would trigger  first recording session, which was on Lee’s com-
the independent label movement, and Shelleyand  position “My Diary,” recorded by R&B singer Rosa
Digglearesstill swinging. After aquiet '80stheyre-  Lee Brooks. He was the first psychedelicblack artist,
turned and, with their current rhythm section of  before Hendrix, Sly Stone or George Clinton.

Tony Barber and Phil Barker, have put together The Raconteurs changed their name to the Sabo-
T L e I 60N oROWOE esouRCE Gt
. o T SR ' e Bilbears COVERING EVERY ASPECT OF THE MUSIC AND
Rhino has a best-of collection from the Replace- Inhale deeply, there’s revolution in the air. -
Sl . ! VIDEO INDUSTRIES
ments coming in June with two new tracks. Paul See you next week. e 2.000 liski p g .
Westerberg and Tommy Stinson reunited and Over 13, istings from 49 countries:
Chris Mars added backing vocals. For more of this column, go to billboard.com. y e Record Labels e Video and Digital Music Companies
Utk e Music Publishers o Packaging & Labeling
(:()() L'ES"' (;A'QA(; |E S()N(;s Buy e’ S e Wholesalers e Accessory Manufacturers
S PR T S M 1 1 BN I T ARRE Gude I e e At
2( e Plants & Services and more!
OOLES b o =
] C ﬁ%‘éﬁ) WISH | NEVER LOVED YOU BUZZCOCKS ordﬁgo?)nslzgez}(\)’zwg?::;:?f;lzlbomd.mm
ooking Viny!
EEE. - m— or call 800-562-2706 © 818-487-
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BY LARRY LeBLANC

Indie Revolt Up

North

Canada’s Leading Independent Labels Debart CRIA

TORONTO—Canada’s music community is reeling over the res-
ignation of six leading Canadian independentlabels from the Cana-
dian Recording Industry Assn.

In a letter to CRIA president Graham Henderson, the compa-
nies stated: “It has become increasingly clear that CR1A’s position
on several important music industry issues are not aligned with
our best interests as independent recording companies.”

The indie revolt came in response to CRIA’s March 15 filing to
federal government regulator the Canadian Radio-television and
Telecommunications Commission on its imminent commercial
review of radio policy.

Sources describe the six labels’ exit as a stinging rebuke for the
CRIA, coming only weeks ahead of the May 15 start of CRTC hear
ings in Ottawa.

The April 12 letter was signed by representatives of Anthem Records
(home toveteran rock band Rush), True North Records (Bruce Cock-
burn, Blackie & the Rodeo Kings), Nettwerk Records (Sarah Mclach-
lan), Linus Entertainment (Sophie Millman), the Children’s Group
(Susan Hammond) and Aquarius Records (Sum 41).

The CRIA “is advocating things we don’t believe in,” says Don-
ald Tarlton, chairman of the Donald K. Donald Group, which op-
erates Aquarius Records.

The labels complain that:

« The CRIA’s proposals are too focused on the interests of
major labels.

The letter notes that the CRIA’s CRTC submission stated it had
decided “to advocate solely on behalf of the four major foreign multi-
national labels.”

« Suggested changes to Canadian content (CanCon) quotas will
negatively affect the growth of independent music.

The CRTC set the quota of domestic music for radio at 35% in
1998. The CRIA wants that level to remain, but has pro-
posed new methodology prioritizing records by ernerg-
ing artists. It also suggests easing current quota
restrictions on Canadian artists recording or co-
writing outside the country.

“What are foreign-owned, multinational
companies doing commenting on Canada’s
cultural policies and funding programs?”
Tarlton asks.

« The CRIA wants to reallocate funding
from the Foundation to Assist Canadian
Talent on Records, diverting it away
from independents.

Toronto-based FACTOR distrib-
utes funds from the federal
government and Canadian broad-
casters to companies in Canada’s
independent sector.

The CRIA is suggesting that a
portion of FACTOR monies could
be allocated instead to Radio Star
Maker Fund, a broadcaster initiative
that supports the marketing of record-
ings by more mainstream Canadian artists,
whether on major or independent labels.

True North president Bernie Finkelstein
says, “We do not share [the CRIA’s] vision of
Canadian content or of FACTOR. The best
way to show that was to resign.”

Henderson describes the labels” decision to
leave as “evolutionary”; the indie labels involved
say he spent a week trying to coax them to re-
main. “We understand why they are doing what
they are doing,” Henderson says. “The key issue
is, ‘Who speaks for who? They disagree with us
on only two or three key points.”

The indie labels say the chasm is bigger than
Henderson claims. “Our interests are now dif-
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ferent” from the CRIA’s, Anthem Records VP Pegi Cecconi says.
“We are far apart on issues now.”

Insiders suggest several other independentlabels may leave the
CRIA in the coming weeks, which could leave the CRIA’s long-
standing clzim to represent Canada’s record industry in tatters.

The CRIA, which was founded in 1963, operates with an upper
tier of four “Class A” members: Universal Music Canada, EMI
Music Canada, Sony BMG Music Canada and Warner Music Canada.

The second tier—“Class B"—includes independent labels and
domestic manufacturers. It is reduced to 22 members following
these departures.

Class A members have voting privileges and pay a significant—
but unspecified—annual membership. Class B members pay $600
annually but do not have voling privileges. Many complain they
are rarely cansulted on industry issues.

“While I certainly know who controls the purse strings of CRIA,
I found it difficult to continue to support a trade association that
doesn’t represent the common goals of all its constituents,” the
Children’s Group president Michelle Henderson says.

The departing labels are among the 175 members of the 30-year-
old Canadian Independent Record Production Assn., which rep-
resents the interests of the English-language independent music
sector in Canada.

Because of their shared interests, the CRIA and CIRPA often
work in tandem on key issues. However, CIRPA strongly supports
FACTOR. It has also put its own proposal before the CRTC sug-
gesting CanCon be boosted to 45% and vigorously supports Canada’s
levy on blank recording media, which Henderson recently criti-
cized (Billbaard, April 8). .ee

Veteran rock band RUSH’S
label Anthem Records is
exiting the CRIA.
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NEWS

>>>UMGI ADDS BRAND
Former MTV executive Harriett Brand has been appointed
senior VP of business development at London-based
| Universal Music Group International, effective immediately.
In her new role, Brand will be closely involved in shaping
| the company’s new business development program by
fostering alignments with UMGI partners around the world.
Brand reports to UMGI chairman/CEO Lucian Grainge. She
split with MTV in late March after 13 years’ service, most
recently as senior VP of music for MTV Networks International
in London. Prior to that, she held various senior roles with EMI|
in the United States and Europe. —Lars Brandle

>>>SPAIN BIZ HONORS RODRIGUEZ
Veteran Cuban troubadour Silvio Rodriguez will become
the fifth artist to receive a Latin music lifetime achievement
honor at Spain’s annual Premios de la Musica awards when
he performs during the May 5 ceremony.

The honorary award was announced prior to the
nationally televised event by awards organizer the Academy
of Music Arts & Sciences. The winners of awards in 28
categories for Spanish artists will be announced at the
ceremony. Winners are selected by members of authors and
publishers society SGAE and artists association AIE.

Rodriguez, 59, was a leading light of Cuba’s “New Trova”
singer/songwriter movement that emerged during the
1960s. He released his debut album “Dias Y Flores” (Egrem)
in 1975 and currently operates his own studio, label and
publishing companiesin Cuba. —Howell Llewellyn

>>>WILLIAMS CALLS IN

British hitmaker Robbie Williams has joined forces with cell-
phone carrier T-Mobile international and handset
manufacturer Sony Ericsson to launch its first branded
mobile phone in Europe.

The “Robbie Williams Edition” phones are manufactured
by Sony Ericsson as part of its W300 Walkman line,
featuring a 70-track capacity MP3 player. The Williams
phone will be issued to coincide with Williams’ June 9 Dublin
concert, which kicks off the European leg of his world tour.

The branded model features an embossed Williams logo
on the back and comes with a live recording, a ringtone, an
animation clip activated every time the phone is switched
on and a Williams sound bite triggered by receipt of a text
message. it will be available at retail throughout the nine
European markets in which T-Mobile operates, with prices
varying according to local tariffs.

The phone was developed through an arrangement
among Williams’ management company |E Music, his label
EMI Music and Sony Ericsson. ~Juliana Koranteng

>>>DIGITAL DOMINATES U.K. SINGLES
Legal downloads accounted for 78% of all U.K. singles/
single track sales in first-quarter 2006, according to labels
body the BPI. The figures for the three months ending
March 31are based on point-of-sale data collated by charts
compiler the Official U.K. Charts Co.

According to the OCC, single-track downloads'in the
quarter were up 152% year-on-year to 11.5 million units. In
2005, downloads generated 44% of all singles sales.

Compared with Q1in 2005, the combined digital and
physical singles market registered 44% growth to 14.8 million
units. Value figures were not published. —Lars Brandle

>>>|TALY DEBUTS DIGITAL CHART
Universal Music Italy pop-rock vocalist Gianna Nannini’s
“Sei nell’anima” was the first No. 1on labels body FIMlI's
inaugural digital singles chart, published April 10.

Mary J. Blige’s “One” (Universal) and Madonna’s “Sorry”
(Warner Bros.) took second and third place, respectively.
The Digital Top 10 is based on sales data gathered by
Nielsen SoundScan from 10 digital stores, including iTunes
Music Store, MSN Music Club Italy and Tiscali Italy. Sales
figures were not published.

The Nannini single was No. 2 on FIMI’'s AC Nielsen-
compiled sales chart for the same week. FIMI does not yet
include digital sales datain that chart.

According to FIMI, more than 14 million tracks were
bought through legal digital channels in Italy during 2005,
representing 4% of the total market. IFPI figures put retail
sales of recorded music in Italy at $669 million in 2005.

—Mark Worden
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With New Portal Partner,
Indies Enter China

LONDON-—Britain’s musicians have a new route
to China. After establishing a presence in Beijing
last year, the Assn. of Independent Music has
helped open up new channels for British artists
in the world’s most populous country.

The indie labels’ trade body has sealed what it
describes as a groundbreaking, promotion-
oriented deal to stream music clips through Chi-
nese Web portal Sina, which boasts 180 million
registered users.

AIM chairwoman/CEO Alison Wenham put
ink to paper April 13 for what promised to be a
memorable first trip to Shanghai.

“We're now in a strong position by having a
very big partner,” she says. “It’s a market op-
portunity that needs to be developed, and Sina
is the biggest ISP in China. It’s a very good
starting point.”

/

KEITH FLINT of THE
PRODIGY gets access to
China’s digital video market,
but ‘Smack My Bitch Up’
likely won't make the cut.

< ———

If Sina is the pipeline, then the British music
sector is setting about pushing quality content
through it. “We’ve been in Asia for 10 years,
and this is the most significant deal we've been
involved with. It's the most exciting because
it's really accepting the Internet as mass media,”
says Stuart Watson, president of Singapore-
based marketing and promotion specialist
SWAT Enterprises. The agreement was bro-
kered by SWAT, which established an office for
AIM in Beijing last May.

“Sina is doing a great thing for the [music] in-
dustry,” comments Sonja Chen, managing direc-
tor of independent artist management company/
record label Oriental Sky in Shanghai. “The In-
ternet is a very powerful media in China, and there
is alarge audience there interested in indie music
while there’s no product in the physical market.
So to get the music online will speed uptake of
local and foreign indie music.”

Through the pact, Beijing-based Sina will offer
British video content via a dedicated “U.K. Music”
area of its portal. Basement Jaxx, Stereophonics
and the Prodigy are among the first acts whose

repertoire is being made available.

It is unlikely, however, that the Prodigy’s infa-
mous clip for “Smack My Bitch Up” would pass
China’s censors. Those same censorship rules,
Watson notes, were applied to the Rolling Stones,
who rolled into China for a brace of concerts in
early April with a set list devoid of such risque hits
as “Brown Sugar.”

“You have to accept that in China there is
still a degree of censorship,” Watson notes. “As
long as the artists that we work with accept that
this is a different country, and that you have
to play it by the rules in that country, then it
will be fine.”

According to IFPI estimates, international
repertoire accounts for only 5% of legitimate sales
in China, so findingany vehicle for local exposure
could be seen as a victory for overseas labels.

TV is limited to state-run CCTV and a hand-
ful of channels operated by local governments;
radio typically does not devote much airtime to
foreign acts.

“Opportunities to use TV to promote foreign
artists are limited, MTV Mandarin is legally only
distributed in Guangdong province on a 24-hour
basis while elsewhere it is syndicated through ho-
tels and program blocks on CCTV,” notes Vivek
Couto, executive director of consulting firm Media
Partners Asia.

Asian executives say that competing for the lim-
ited airtime against local music/entertainment

content combines to crowd out all but the biggest |

foreign artists.

“Sina’s video-streaming services, including TV
programming, news clips and full-feature films,
recently achieved a landmark of 1 million unique
users per day, an indication thatitis the ideal plat-
form to promote overseas brands and artists,”
Couto adds.

Last year, U.K. Trade and Investment (a gov-
ernment organization) financially supported the
opening of AIM’s Beijing office and helped de-
velop the strategy that led to the Sina deal. The
UKTI has also helped fund previous AIM trade
missions to China in 2004 and 2005.

For the time being, the content covered under
the new pact is restricted to track samples on a
promotional basis, as legislation is still being de-
veloped to reimburse labels for streaming in
China. “No money has changed hands,” Watson
says. Nevertheless, the agreement contains pro-
visions to see British labels appropriately remu-
nerated should this situation change. And when
itdoes, itis anticipated that downloads, ringtones
and other digital-music products will become part
of the offering.

“We're looking atit as a platform to promote
British music and popularize it so we can cre-
ate avenues to monetize it later on,” Watson
says. “I hope that by the end of 2006, we would
see some touring, some ringtone money com-
ing in and possibly some downloads. If we get
just a fraction of the 180 million people who go
to the site, we can make some of the acts pop-
ular quite quickly.” ove

Additional reporting by Tim Culpan in
Taipei, Taiwan.
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On The Road

RAY WADDELL rwaddelli@billboard.com

House Of Blues
Sights On Southeast

erhaps seeingan op-
portunity in a re-
duced Live Nation
profile in the Southeast,
House of Blues Concerts is
beefing up its presence in
the region.

HOB has promoted Chuck
Dinkins to talent buyer and
hired former Live Nation tal-
ent buyer Sharisse Pessar.
Dinkins and Pessar will book

an extensive list of venues in
Alabama, Florida, Georgia,
North Carolina, South Car-
olina and Tennessee.

Both will report to Orlando,
Fla.-based HOB VP Jim Mal-
lonee, who oversees program-
ming, marketing and promotion
for all the region’s HOB-
produced festivals and shows,
including those booked at At-

| Il I

"We can be more efficient

and in more one-on-one positions

with venues, radio, sponsors, artists

and everyone involved in events.’
—JIM MALLONEE, HOUSE OF BLUES CONCERTS

lanta’s HiFi Buys Amphitheatre
and Booth Amphitheatre in
Cary, N.C. (near Raleigh).
Although primarily respon-
sible for booking House of
Blues Orlando and Fort Laud-
erdale, Fla., club Revolution,
Pessar will also book or co-
book other HOB-promoted
venues in the region. Pessar
was a senior talent buyer for
Live Nation in Florida. She
began her career in the con-
cert business at Fantasma
Productions in 1992, and later
worked for Cellar Door Con-
certs as a buyer for several
clubs in Jacksonville, Fla., Or-
lando and Fort Lauderdale.
Dinkins will serve as pri-
mary talent buyer for House
of Blues Myrtle Beach (S.C.),
Center Stage at the Plex in
Charleston, S.C., and Sloss
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Furnaces outdoor venue in
Birmingham, Ala. Like Pes-
sar, Dinkins will also pro-
gram or co-book other
venues throughout the
Southeast. The former pro-
fessional skateboarder joined
HOB in 1998 as an assistant
talent buyer.

Live Nation now books
Nashville and Birmingham
out of its Houston office. But
Mallonee stops short of say-
ing HOB is making aggres-
sive moves in the region to
take advantage of the compe-
tition’s reduced profile.

“House of Blues is commit-
ted to the market and the re-
gion, and we believe on-site
or near-site dedicated re-
sources is a great way lo serve
the region,” Mallonee says.

He adds that HOB has ex-
panded its business in the
mid-Atlantic region in such
non-HOB venues as Booth
Amphitheatre, Charlotte,
N.C.’s Cricket Arena and
Bobcats Arena, Fort Laud-
erdale’s Revolution and the
Plex in Charleston.

“We are doing more shows
atevery level,” Mallonee says.
“In the past, most of the At-
lanta bookings, for example,
have been contracted from
Los Angeles, and now the
Southeastern shows are ne-
gotiated and serviced locally.”

Like Mallonee, Dinkins and
Pessar will be based in Or-
lando, so the regional over-
sightis not dissimilar to Live
Nation’s. Mallonee says the
buyers will frequently travel
throughout the region, and

Sets

there are operations, produc-
tion and marketing person-
nel in Orlando, Atlanta and
Myrtle Beach.

By being on the ground
more often in specific mar-
kets “we can simply be more
efficient and be in more one-
on-one positions with venues,
radio, sponsors, ariists and
everyone involved in events,”

he adds.

NO ‘M’ IN ATLANTA: As
was pointed out in last
issue’'s Madonna story (Bill-
board, April 22), her upcom-
ing Confessions tour, which
stops in fewer than 25 cities,
is skipping entire regions of
the country including the |
Southeast. That’s bad news
for Atlanta’s Philips Arena,

where Madonna sold out two
shows in 2004 and grossed
$3.5 million.

“It is regrettable that
Madonna has chosen to not
schedule dates in Philips
Arena on her upcoming tour,”
venue president Bob Williams
says. “And, candidly, quite
surprising as Maddy is an
artist with an acute business
acumen, and the two dates
we hosted on her previous
tour were instant sellouts,
nothing borderline about
them. Her many Atlanta fans
have already begun the griev-
ing process; hopefully they
can change the Material
Girl’s mind.”

Ifit’s any consolation to At-
lantans, there is no “M” in
Houston, Dallas, Nashville or
Charlotte, N.C., either. -
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FACY A Concert Grosses e e ok

GROSS/
TICKET PRICE(S

ARTIST(S)

Attendance
Venue, Date ity

Promoter

-$2,901,188 BILLY JOEL
$89.50/3$49.50 Veéizon Center, Washington, 34,535

D.C., March 16, April 14 two sellouts Live Nation

$2,329,361 COLDPLAY, RICHARD ASHCROFT

United Center, Chicago,
March 30-31

$81.50/$41.50 ] .
two seliouts Live Nation

P SLITE COLDPLAY, RICHARD ASHCROFT

$80.50/$56/%36 y;rc"hgvia Center Philadelphia, 16,777 Live Nation ’

sellout

Vel CIRQUE DU SOLEIL’S DELIRIUM

Veterans Memorial Atena,

$10/$89.50 10,995 i Ci ;
Jacksonville, Fla., April 6-7 12.646 two shows Live Nation, Cirque du Soleil

IS4 CIRQUE DU SOLEIL’S DELIRIUM

Sloseso0 E}'a_p:}f,irig".‘fos B0, s, R hows  Live Nation, Cirgue du Soleil

OISR LIS MIGUEL

$158/$38 égg_vygﬁ;ﬁ R GelEg, 91502 Goldenvoice/AEG Live, House of Blues Concerts
. |
SEI050 Yz Wil Arme, 10003 |
$508,060 QUEEN + PAUL RODGERS ‘
$12650/34150  Cox Arena, San Diego, April 1 §,030 House of Blues Concerts ‘
RROMEIS] FedEx Forum, Memphis, april 5 920 Live Nation, Cirque du Soleil

$27.50 'A?,sg g,ggff;’ﬁ!f"s Arena, Los lgﬂgﬁs Live Nation, House of Blues Concerts

sssozzs |
$85.22/%$52.46 Ar&tset:;?ilg.nlepr:t"ﬁfmre. EHELERG, 2,()83523 Dainty Consolidated Entertainment

— |

$37.75/$17.75

Target Center, Minneapolis,
Aprit 1

9,496
sellout

RAGGAMUFFINS FESTIVAL

Live Nation, in-house

$283,486 : = =28
$45/$39.50 g;l:‘gr’:g‘acggcg_v; oAl Z{?&é Another Planet Entertainment \
$281,512 NINE INCH NAILS, SAUL WILLIAMS 3
$3850 fdoan;%rsggter, Oklahema City, g,;gzg Live Nation
$281,430 JOHN MELLENCAMP, LITTLE BIG TOWN
$50/%40 8?‘?g‘rzlg:if:]glntre, Youngstown, ?éﬁ?t Jam Productions
$274,842 BRAD PAISLEY, SARA EVANS, BILLY CURRINGTON |
$39.50 alesiotgéii}ri‘c Center, Southaven, ?21%508 tive Nation, Moore Entertainment Group/AEG

o ) ive
$272,320 NINE INCH NAILS, SAUL WILLIAMS
$42 ﬁ?rdilqlin Theatre, Las Vegas, Zé(l)lggt Andrew Hewitt Co.
$272,160 |
%35 ﬁgﬂﬁts Arena, Rasemont, lll., g,ggg Jam Productions
$272,108 ' BRYAN ADAMS, KATHLEEN EDWARDS
ggjﬁf&%‘;‘é“"‘) Hetro Centre, Halitax, Nova 6,227 Gillett Entertainment Group, House of Blues
$271,785 JOHN MELLENCAMP
$65/$45/$35 i%\;ﬁr:ign Center, Reading, Pa., g,gdl Live Nation

03
POTLYTIl MARTINA MCBRIDE, WARREN BROTHERS ’

$46.50/$34.50  sayvis Center, St. Louls, April 7 Zéﬁgﬁ Police Productions
$268,564 JOHN MELLENCAMP, LITTLE BIG TOWN

U.S. Cellular Center, Cedar 5,616
$49/539 Rapids, lowa, April 14 7500

MICHAEL BUBLE

Jam Productions

$267,790 .
$65/$55 -2t nRiriDonOICe e 2358 Beaver Productions
$267,539 BLACK EYED PEAS, PUSSYCAT DOLLS, FLIPSYDE ‘
$5550/83750  Reno Events Center, Reno, Nev., ALl Another Planet Entertainment
PRI BOB MARLEY FESTIVAL .
$29/$23 Pt D er DA Bob Marley Inc.
$264,310 MOTLEY CRUE
$75/%35 Zea'rscf;""ﬁ Center, Linccin, Neb., 283,268 Live Nation, in-house, Mammoth
$262,635 JOHN MELLENCAMP, LITTLE BIG TO [
48.50/$38.50 Eliiott Hall of Music, West 5,580
E . La;‘ayeng, Igd., :I::ch Sels sellout <G, e e
$262,103 MARTINA MCBRIDE
$48.25/$3025 gﬁ{gﬁf&ﬁ_‘/ﬁgs gsamer, ?_3%149 Police Productions ‘
$262,094 NICKELBACK, CHEVELLE, TRA
$3950 El Paso County Ccliseum, El 7,078 The Messina Grosp & Concerts West/AEG Live,
~ Paso, Texas, Marct 4 setlout Fastlane Concerts
YR L MOTLEY CRUE
$69.50/$45 sg'fg'ec,ﬂ'fk’;:ﬁﬂaéesa'°" g'éb% Beaver Producticns
o e MOTLEY CROE
Charleston Civic Cert 4,625 I
S Charleston, Wiva., Marh 12 353 BivelNation,
$259,771 THE POGUES
950, X Orphe Theatre, Baston, 5,522 5531 ;
ot b e S A N N Shows one seliout  “Ive Nation
$258,639 STAR ACADEMIE
($292.963 Carodan) - -
$56.94/$33.99 aca?ggtiank Glace overs %80%5 Gillett Entertainment Group, Productions J
$258.093 NICKELBACK, CHEVELLE, TRA
$39.50 Colonial Center, Columbia, S.C., 8,713 The Messina Group & Concerts West/AEG Live,
March 22 sellout Fastiane Concerts
$257,870 MARTINA MCBRIDE
[
$65/$40 Turning Stone Cas no, Verona, 4,707 in-house

NY, Feb. 25 sellout
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BY RAY WADDELL |

Music Biz Puts ‘Signatures’ On Deal With Baseball

Whether itis rock'n’roll atan NFL
tailgate party or the stadium PA
blaring Metallica’s “Enter Sand-
man” when New York Yankees
reliever Mariano Rivera takes the
mound, sports and music have
always gone hand in hand.

The latest example comes
from artist licensing and mer-
chandising company Signatures
Network’s new partnership with
Major League Baseball's online
unit, MLB Advanced Media.
MLB.com will execute the Web
sites and online ticketing, mer-
chandise, fan clubs and other
efforts for Signatures acts includ-
ing Ozzy Osbourne, Tom Petty,
Madonna and Lynyrd Skynyrd.

Signatures Network will com-
bine its relationships with artists
and an understanding of their
needs with mlb.com’s expansive
new-media infrastructure and in-
formation technology. The two
entities will split profits after over-
head and artist royalties (bill-
board.biz, April 12)

In the as-yet-unnamed joint
venture, Signatures will continue
towork with the artists, mlb.com
will control the technology, and
both will create cross-promo-
tional activities for artists

It's “all about the execution.”

Signatures CEO Dell Furano
says. MLB.com “has this state-of-
the-art infrastructure and all el-
ements of the technology . . . and
they have done a remarkable job
of building the online business
of Major League Baseball.”

For mlb.com, the partnership
expands the reach of anew-media
infrastructure that has seen
mlb.com grow to 2 billion visi-
tors annually in slightly more
than five years. During baseball
season, up to 7 million fans ac-
cess mlb.com daily.

MLB also dips into what Fu-
rano gauges as the $1 billion-plus
artist Web site business, which
generates revenue from ticket
sales, fan club subscriptions,
downloads, merchandise, CDs
and DVDs, and advertising. “This
revenue will be drawn from other
sources as the artists sell more
tickets and music off their own
sites,” Furano says

MLB Advanced Media gener-
ated revenue totaling $195 mil-
lion in 2005 and could improve
that by as much as 70% this year,
says Jim Gallagher, senior VP of
corporate communications for
mlb.com, an entity owned equally
by all 30 major league teams. He
adds that non-baseball ventures

BY DEBBIE GALANTE BLOCK

will bring inas much as $40 mil-
lion this year for the company,
with about half of that coming
from the Signatures sponsorship.

In the next 30 days, the ven-
ture will debut new sites for Petty,
Lindsay Lohan and Rob Thomas.

Their Web sites and those built
for other artists “will focus on sell-
ing music, selling tickets, selling
merchandise and building up the
fan base worldwide with all the
data that goes along with that,”
Furano says.

Privately held Signatures
generated revenue of more than
$130 million in 2005, manag-
ing official sites for such bands
as U2, Kiss and others. But Fu-
rano says mlb.com’s “abili-
ties on webcasting, online
ticketing, e-commerce mar-
keting, etc., were signifi
cantly advanced beyond
what Signatures or other
companies in this space
were doing.”’

For its part, mlb.com

Amount of revenue
generated by Signatures
Motwork in 2005

sold 19 million baseball tickets
online last year, and has the
power to economically stream
live events, according to Gal-
lagher. He'd like to see that capa-
bility extend to the music world.

“Last year mlb.com had 1.3
million subscribers for some
form of baseball content,” Gal-
lagher says, “and 800,000 of those
paid us to watch or listen to live
baseball games.”

Furano says the joint venture
will create 20-30 new artist Web

OSBOURNE

Geared Up And Ready To Go

New York Ballrooms Hammerstein And Grand Offer Multimedia Opportunities

The building has been sitting on
West 34th Street in Manhattan
for nearly 100 years since Oscar
Hammerstein built it as the Man-
hattan Opera House. “Hiding in
plain sight,” says Peter Ross,
president/general counsel of
Manhattan Center Productions.

Few people know the im-
posing structure, which houses
two live venues—the Hammer-
stein Ballroom and the Grand
Ballroom—also has two newly
upgraded state-of-the-art TV
studios, two recording studios
and two video postproduction
editing suites. All these assets
are interconnected, giving the
studios the ability to capture
performances at either venue
as high-quality audio and vi-
deo programs.

“We can offer our clients a
complete service experience and
fulfill every possible event and
production need,” Ross says.

In addition to their traditional
use for recording and mixing proj-

ects, the two audio studios have
been elements in the production
and broadcast of live-concert
programming, including CMT’s
“Crossroads” series, VHT's “Sto-

DAVE MATTHEWS
and EMMYLOU

rytellers,” an Oxygen Media TV
concert by the Goo Goo Dollsand
aDVD from veteranreggae artist
Beres Hammond.

“Because of all we have in the

house, [we] can create a whole
variety of products,” Ross says,
“whetherit is a live album, a tel-
evision show or whether it is
recorded live for webcasting,
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sites in the next year. “Building
those Web sites, and providing
content editors and infrastruc-
ture is a major job,” he adds.

The huge success of U2.com
in particular, which helped make
the band’s 2005-06 Vertigo tour
a success through a massive pre-
sale, points toward more artists
boosting their Web presence, Fu-
rano believes.

“Artists’ Web sites will be a
growing tool to promote their
franchise, their fan base and
combine all elements of their
career, selling their music,
concert tickets, merchandise
and providing the source for
fans’ timely, updated informa-
tion,” Furano says. “We've
been able to show the artists
that by using their Web sites
they can generate new sources
of revenue and promote their
franchise directly.”

Artist relationships already in

place will help the mlb.com/
Signatures alliance move
quickly. “From our mer-
chandising relation-
ships we already have
contracts with the art-
ists, we have royalty re-
porting with the artists,

we have almost all their

later broadcast or a DVD.”

The studio can also be used
for marketing purposes. “Last
year, the Counting Crows did
their album release here with
a live webcast, and then they
also added broadcast into
movie theaters around the
country,” Ross says.

Tom Forrest, president of
Taillight TV, has produced three
shows for “Crossroads” at the
studios including an installment
with Dave Matthews and Em-
mylou Harris shot in the Grand
Ballroom, and says the facility’s
one-stop approachisuniquein
New York. “The Hammerstein
Ballroom is also so appealing
with its great natural design
and producer-friendly atmos-
phere,” he adds.

Studio manager OBie O’Brien
says that some artists and
managers still don’t realize
what’s available. “Bringing in
an audio or video truck is not
necessary,” he says. Both re-
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artwork and imagery digitally
archived, we're on the road with
them,” Furano says. “With Major
League Baseball and their tools,
this will provide a lot more mar-
keting services to the artists.”

The Web sites are owned and
controlled by the artists, Furano
says. A comprehensive artist Web
site has to “speak to the artist’s
franchise in a way that’s not too
commercial and that reflects the
artist’s image.”

Itisaconcept mlb.comis well
familiar with. “Baseball has in-
dividual stars, as does music, and
we already handle the individual
sites for [baseball stars] Alex Ro-
driguez, Barry Bonds and Derek
Jeter,” Gallagher says.

The huge amount of activity
on the online secondary ticket
market has changed the business
and will fuel interest in these sites
by artists and fans

‘I spend a lot of time with
artists showing them what
their Web site can be,” Furano
says. “It’s really important that
everyone collaborates—the
manager, the agent, the pro-
moter—to make certain that
the fans get the best tickets and
they not end up in the second-
ary market.” .

cording studios are equipped
with Pro Tools, and there is also
a 48-track Studer tape ma-
chine available. According to
chief technician Joel Scheune-
man, one of the audio facilities
(Studio 7) was designed 10
years ago with surround sound
in mind because “of our history
of recording orchestral music
for film scores in the Grand
Ballroom, which is renowned
for its acoustics for orchestral
music.” Studio 7 offers a cus-
tom-modified Neve VR for sur-
round monitoring.

Newly hired director of video
productions and operations
Daphne Walter says the entire
operation will soon be high def-
inition. The facility already has
nine lkegami 720 HD cameras.
Two Profile digital servers offer
10 channels and 200 hours of
storage. And SDI Kalypso
switchers with six channels of
digital video effects are new for
each control room. .
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Retail Track
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Making The Same Mistake Twice?

Physical Retailers Couldn’t Stop The Death Of The Single, But Digital Stores Might

s the musicindustry moves further into the digital era, major

label veterans are wondering if record companies will make

the same mistakes tw.ce: Will the foibles of the physical
word happen all over again?

Ittook 50 years for retail evolution and consolidation
to get to the point where accounts like Wal-Mart, Best Buy, Target,
and—just you wait—Starbucks can pick their moments to push
the majors around. So far most major label executives seem to be
oblivious to the fact that they are behind the 8-ball from day one in
the digital world. If you don’t believe me, look at the behemoth-
like entities they are dealing with in that space: Apple, Microsoft,
AOL and Yahoo. And let’s not forget the mobile phone carriers.

Apple’s iTunes already practically dictates pricing strategies, and
you can be sure if CEO Steve Jobs wants pricing and positioning
money for the iTunes front page, a crack would appear in the ma-
jors so-called united opposition to that. And once one of them gave
in, it would very quickly become a slippery slope.

That battle is yet to come. But other battles are already
taking shape.

Earlier this year, [sland Def Jam Music Group broke from the in-
dustry strategy of allowing download stores to sell singles as soon as
the song got radio airplay. It withneld Ne-Yo's “So Sick” from
being sold as an individual track until the album it was
on, “In My Own Words,” came out Feb. 28. That album
debuted at No. 1 on The Billboard 200.

Also, Atlantic Records withheld T.I.’s “What
You Know” from online digital download until
the “King” album streeted March 28. However,
apromotion with Sprint allowed its customers
to download the song.

Those moves remind all of what hap-
pened to the single. In the early 1990s,
labels began to hold off on issuing
physical singles for songs whose
radio play was escalating. Be-
fore long, some hit radio
songs were never issued as
singlesand by the end of
the 1990s, that configu-
ration was all but history.

Labels feared that sin-
gles cannibalized album
sales and forced shoppers to
buy the higher-priced, more
profitable albums for the one
song they wanted. You would
think that strategy wouldn’t
work in the digital down-
load world, but then maybe
you never worked at a
major label.

“Like everybody else, we
are experimenting with dif-
ferent strategies in the cyber
world, to see what impacts
album sales and genre sales,” one
senior distribution executive says.
“And 1 don’t think anybody has any

Epic wanted a new SHAKIRA track with
Wyclef Jean sold only on digital versions
of the rereleased 'Oral Fixation Vol. 2.
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answers yet.”

Even T.I.’s equation (up-and-coming artist + huge radio play +
no commercial track availability until street date = first-week album
sales of more than 500,000 units) doesn’t yield a clear-cut answer.
“Sure, T.1. had explosive sales,” says the head of sales at an East
Coast-based major label. “But you could argue that it was his mo-
ment. Who krows if the lack of a single impacted album sales?”

Whether itdid or didn’t, another label executive thinks that
is the wrong question. “How can we go to Congress and want
copyright protection, and then on the other hand not give the
consumers what they want?” he asks. “We want to change
habits from stealing and then we turn around and encourage
piracy by telling customers the song they want is not commer-
cially available.”

Those mixed messages are only getting louder and more fre-
quent. Recently, for example, Epic rereleased Shakira’s “Oral
Fixation Vol. 2,” with new track “Hips Don't Lie,” featuring
Wyclef Jean.

Sources say the label wanted the bonus song to be available only
as part of an aloum purchase in the cyber world, not as an individ-
ual download. It’s unclear what happened to those plans, but the
relaunched version of “Oral Fixation Vol. 2,” which
streeted March 28, is not available on iTunes as of
April 17.

Major label executives are no doubt sincere
when they say they don’t want to repeat the
mistakes of their past—il’s just that they
may not be able to help themselves.

Lucky, then, that it seems these new dig-

ital companies have learned more from
the major label missteps of the "90s
than the major labels did. Sources sug-
gest that in the Shakira case, Epicran
afoul of an iTunes policy that does-

n’t let music manufacturers play

games with track availability.

It’s this very power dynamic
that is so different in the physi-
cal and digital spaces. In the
brick and mortar world, labels
like to blame poor customer serv-

ice for retail’'s woes. They forget that
merchants are at the mercy of label
policies that eroded margins; killed the

single; gave (and give) exclusives to big-
box merchants; and see songs released out
of synch with an album’s street date or in ver-
sions that are commercially unavailable.

All of which means that, far too often,

record store merchants have to tell cus-

tomers that whatever song they are look-
ing for is not available the way they want
it. Apple almost certainly sees the role
the labels played in that development.
But Apple and the other new, massive
e-tailers have the power to ensure
that if the labels want to shoot
themselves in the foot, they don’t

hit e-merchants, too. sie

Additional reporting by Hillary
Crosley and Leila Cobo.
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One Student’s
Lesson For Biz

Billboard and mtvU recently scoured the
nation for music-obsessed students with
a desire to speak their minds and repre- MV Q
sent their generation. We asked each of —_eR
them three questions: 3
H You have just been given $5 million to start your own
record label. How would you do it?
B If you could create your own wireless device to listen
to and download music, what would it be?
® If you could be any musician, orin any band, which one
would it be, and why?

It was not easy, but based on the answers of more than
80 students, we narrowed it down to five finalists. (More re-
sponses are posted on billboard.com and mtvu.com.) Every
month, the finalists will be given a topic and compete to
get their essay published in Billboard. The theme for April:
Tell us everything wrong with the way music is being mar-
keted to you. Patrick Harris, who is studying art history,
media studies and music at the University of Rochester in

New York, is this month’s winner.

More Substance, Please

BY PATRICK HARRIS

Musicians thrive on the
patronage of young listen-
ers who attend concerts,
buy CDs and collect
memorabilia. Music
marketing has
adapted to this
demographic

and evolved with
record labels to
appeal to the W I&
cookie-cutter lis- 1"
tener through such
mediums as music TV, hit
music radio stations and
other popular media
conglomerates.

Most record labels target
ateen market that does not
know very much about mu-
sic. While artists and pro-
ducers can create catchy
melodies, it is harder to cre-
ate music that actually
means something. Top 40
acts reflect this trend. We
have a lot of blinged-out,
mega-star rappers and pop
artists that have pulled the
music industry through low
CD sales and into the
more prosperous digital
era. While this marketing
scheme has been success-
ful and has launched careers
for hundreds of artists, the
music industry’s marketing
departments need to real-

ize that there are listeners
who want to hear music
with substance and not just
repeétitive corruption.

Marketing departments
carefully manipulate
and control the

image of their

artists. They cre-
ate powerful im-
ages that thou-
sands read about,
admire and seek
to emulate. Unfor-
tunately, marketers are
responsibie for shaping the
image of many artists who
are promoting violence,
degradation of women,
drugs and alcohol.

Music can be a powerful
tool if used right and can
create wholesome ideas to
the benefit of the record
label, artists and customer.
The challenge to marketers
is to bring substance into
their pitch, rather than com-
mercialize the artist by
playing off of popular but
culturally damaging trends.
While marketers bombard
young audiences with end-
less ads, demos, annoying
pop-ups and billboards, it
is important to realize that
the consumer cares about
quality, which inevitably
will reflect on the artist
and label. wre

Shakira: Daniele Venturelli
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KINGS OF THE BEACH

Spalding Taps Rock Group Stereo Fuse To Move Volleyballs

Whatever your preference—
softball, volleyball, football,
soccer, baseball—top sports-
ball manufacturer Spalding
makes one for you. As the
NBA’s official brand, the com-
pany is best-known for basket-
balls, but now it would like to
get another ball in the air:
youth-centric beach volleyball.

Taking a cue from the action-
sports market, which has
championed music on numer-
ous fronts, Spalding has
tapped under-the-radar rock
group Stereo Fuse to help with
this effort.

The co-branded partnership
centers around a value-added
gift with the purchase of a Spald-
ing all-weather King of the
Beach volleyball: a Stereo Fuse
sampler, which includes the full
version of “I'm in Love” and
snippets of four album tracks.

The songs offer a preview into
Stereo Fuse’s new album, “All
That Remains,” due June 6. The
group, previously with Wind-up,
is now signed to Toucan Cove.

Partnering with a band like
Stereo Fuse “makes Spalding
identifiable with the youth mar-
ket—specifically the under-30

) The Indies

crowd,” says Billy Berger,
president of Brand X Market-
ing, which serves as the mar-
keting arm of Spalding’s
volleyball division.

Berger notes this is the first
time Spalding is incorporat-
ing music in this mannerinto
a retail promotion. “Volleyball
is a sleepy category for Spald-
ing,” he says. But by using
music to help with the brand’s
identity, Spalding is poised to
go from “sleepy” to hip and
cool in the eyes (and ears) of
volleyball enthusiasts.

Toucan Cove VP of artist re-
lations and development Rob
Evanoff was only too happy to
sign off on this deal, which, up
to this point, has involved no ex-
change of money between band
and brand.

“As a small company, with
the retail landscape shrinking,
we look for all ways to work
outside the box,” Evanoff says.
“And when you realize how big
volleyball is—particularly
beach volleyball—it just makes
sense to geta band like Stereo
Fuse involved.

Italso helps that the band has
the same under-30 demo as

beach volleyball, Evanoff adds.

The King of the Beach vol-
leyball retails for $40 and is
available at Target, Sports Au-
thority and Big Five, among
other retailers. It will also be

TODD MARTENS tmartens@billboard.com

Artist’s Yellow Tangerine
Imprint Begins To Ripen

rench chanteuse Keren
Ann Zeidel originally
started Yellow Tangerine
| to release side projects outside

of her deal with Blue Note. But
once the record label signed with
Warner Music Group’s Alterna-
tive Distribution Alliance—and
she found more artists—Zeidel
started to view the label as a fully
functioning imprint.

Zeidel, who records under the
name Keren Ann, recently signed
young composer Nico Muhly,
who has collaborated with Bjork
and Antony & the Johnsons. Yel-
low Tangerine will release his
debut later this year.

“Atfirst, Yellow Tangerine was
meant to be a tool for personal
projects,” Zeidel says. “But the op-
portunity to release Nico's music

was new and exciting.” It will be
Yellow Tangerine’s second release.

The label’s first release, how-
ever, is likely the one that piqued
the interest of ADA. On June 20,
Yellow Tangerine will issue the
self-titled debut from Lady &
Bird, which is Zeidel’s side proj-
ect with longtime collaborator
Bardi Johannsson.

The album was originally re-
leased in Europe in 2003 on French
imprint Labels, and isn't too far
of a departure from Keren Ann'’s
2005 Blue Note release, “Nolita.”
Thatalbum hassold 17,000 copies
in the United States, according to
Nielsen SoundScan, and 50,000
in Europe, according to EML.

Zeidel says it was manager
Tom Sarig who brought her to
the distributor. Zeidel and Jo-

hannsson say they are consider-
ing some live dates to support
the release, and are relieved that
the album is finally being issued
outside of Europe.

“It had been a burden to our
U.S. fans that they had to order
the record from Europe,” she
says. “We wanted to make it eas-
ier for them.”

The two say they did not ap-
proach EMI about releasing Lady
& Bird outside of France, prefer-
ring to keep it separate from Zei-
del’s solo work.

SWAG FOR SPOKES:
While most indie labels look to
the Internet and other new-
media ventures to promote their
artists, Trustkill Records was in-
spired by a more traditional form

featured in the Spike Nashbar
spring catalog, which caters to
volleyball enthusiasts.

The potential reach for
Stereo Fuse is substantial. In
addition to the CD sampler,

STEREO FUSE will

have tracks from its

new album, ‘All That

Remains,’ distributed
/ through a new deal
. with Spalding.

of media: the baseball card.
Starting with the release of
Bleeding Through’s “The Truth”
in January, the Trenton, N.J., rock-
based label rolled out a series of
artist-branded trading cards, each
with stats and tidbits about the
acton the back of the card.
Trustkill founder Josh Grabelle
says he’s been surprised at the
number of inquires about the
cards the label has received, given
that bios of artists are already all
over the Web. It’s enough inter-
est, Grabelle says, to have him
planning another series.
“Within about a week of the
Bleeding Through album com-
ing out, we started receiving e-
mails from kids offering $200
foraset,” he says. “That’s insane.
If someone collects them all, 'm
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Spalding is featuring Stereo
Fuse on its Web site as well as
on kingofthebeach.com. Tou-
can Cove, meanwhile, is link-
ing Spalding to its site. Berger
and Stereo Fuse manager Wil
Sharpe, who is also a beach
volleyball player, are in discus-
sions to have the band per-
form at events sponsored by
King of the Beach, including
the U.S. Junior Beach Volley-
balil Tournament.

A possible tour of “volley
bars” (sports bars with indoor
sand volleyball courts) is also
being discussed, Berger says.

Evanoffadds that the label is
in the process of securing Stereo
Fuse to perform at the upcom-
ing Bank of the West Beach
Games in Huntington Beach,
Calif. Surely, the King of the
Beach will figure into this.

WELCOME HOME: Shera-
ton Hotels & Resorts, like other
hotel chains (can you say
Hilton?), is in the midst of an
overall image revamp. A couple
of weeks ago, the Starwood
property launched a $20 million
campaign worldwide. Dubbed
“Warm Welcome,” the cam-

KEREN ANN'’S side project
LADY & BIRD will see its
2003 debut released in the
United States.

sure it’ll be on eBay.”

Right now, there’s one card for
each of Trustkill’s 15 acts inserted
at random in all of the label's
CDs. Up next will be individual
cards for each band member, and
Grabelle hopes to have retailers
involved by the end of this year.
He's thinking of offering acom-
plete set as a value-added item
for fans who purchase more than
one Trustkill CD.

The label has another notable
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UplFront

paign encompasses TV ads,
phone cards, prepaid postcards
and a signature lobby scent.

The campaign’s core words
include “warm,” “comforting”
and “connections.” In essence,
Warm Welcome invites guests
to “belong.” To help with this
messaging, a new, nearly
chilled-out version of “We Be-
long”—a top five hit for Pat Be-
natar in 1984—is heard in the
15- and 30-second spots.

The Deutsch agency created
the ads (which are scheduled
to air through the fall) and the
specially designed phone cards
and postcards.

“The campaign revolves
around the universal emotion
of feeling welcome,” Deutsch
senior VP/group creative direc-
tor Mike DePirro says. “And
though it’s a romantic song,
certain lyrics of ‘“We Belong’
speak to that.”

While DePirro will not com-
ment on whether his agency
will use music for future Sher-
aton spots, he says should it
do so, the Warm Welcome
campaign will return to old fa-
vorites rather than new songs.
Stay tuned.

promotion upitssleeve. When it
releases the debut album from
Long Island, N.Y.-based hardcore
act This Is Hell on May 16, initial
pressings will contain a coupon
for a free T-shirt, redeemable only
at the band’s live shows.

“It’s getting harder and harder
to break a band and develop an
artist, and kids are getting
spoiled,” Grabelle says. “They
expect something extra if they
buyaCD.”
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Higher Ground

Well-known in the Christian community as “a
songwriter’s songwriter,” Cindy Morgan has had
her songs recorded by Michael W. Smith, Rachael
Lampa, Sandi Patty, Michael English and Jaci Ve-

lasquez, among others.

But now, artists in other musical genres are cut-
ting her tunes. Morgan told Billboard backstage
atthe Gospel Music Assn. Awards that India.Arie
just recorded Morgan’s tune “Summer” for her
forthcoming album, with Rascal Flatts providing

background vocals.

Morgan is also an accomplished artist in her
own right, as she reminded everyone earlier this
year with the release of “Postcards.” The album
was her return to recording after a five-year hia-
tus in which she devoted time to her family and

her songwriting.

Easily one of the best albums of the year, “Post-
cards” reintroduced Morgan’s music to Christian
consumers. It is also getting a mainstream push
in Canada. (An East Tennessee native, Morgan
splits her time between homes in Nashville and

Red Deer, Alberta.)

“They did a country mix of ‘Postcards’ that is
playing on country radio in Canada,” she said.
“We also rerecorded the song ‘Mother’ and did an
edgier version. They are going to release that to
pop radio through Sony BMG Canada. It’s cool

and unexpected.”

Morgan said it feels good to be back. “I'm just
so grateful to still be doing what 1 love,” she said.

DEBORAH EVANS PRICE dprice@billboard.com

When Doves Fly

Morgan, Chapman Caught Soaring At Gospel Music Awards

© Llatin Notas

¥ 4 LEILA COBO Icobo@billboard.com

“As amom, I'm trying to keep it in balance.
I'm trying to make sure it doesn’t rule my
life, but it’s wonderful to be doing itagain.”

A highlight of the April 5 awards cere-
mony was the tribute to contemporary
Christian music veteran Steven Curtis
Chapman. Third Day’s Mac Powell, Jeremy
Camp, Casting Crowns’ Mark Hall and
David Crowder performed a medley of
Chapman’s hits including “1 Will Be
Here,” “More to This Life” and “For the
Sake of the Call.”

Andraé Crouch, Bryan Duncan and
Stryper’s Michael Sweet spoke of Chap-
man’s many accomplishments and his
impact on the industry. It was a mem-
orable night for Chapman as the Spar-
row Records artist picked up his 50th
Dove trophy, making him the most
awarded artist in the GMA’s history.

“I felt honored,” an emotional
Chapman told Billboard. “It’s
amazing how you can receive
awards and that means a great deal,
but tonight I just felt very honored
and that blew me away. But what was
so sweet about it is I felt like Christ
was being honored as people were
honoring me. It was like people say-
ing, ‘It’s not you. We know that. It’s
what Christ has done through you

Why Spanish Matters

I am writing in defense of
Spanish.

Spanish, as in, “the Span-
ish language.”

Spanish, as in “El idioma
es cultura” (language is cul-
ture), a mantra that was
drilled into my brain as a

14%

Percentage of Latinos in
the United States, per U.S.
Census Bureau numbers

schoolchild.

But here in the United
States, for the past couple of
years, another mantra has
been going around. It is the
one that says that being Latin
is a state of mind.

You don’t speak Spanish?
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Hey, that’s OK. Just feel the
Latino. Isn’t your last name
Garcia? Don’t you like tacos
and empanadas? Don’t you
listen to Mana, Daddy Yan-
kee or Kumbia Kings?

What’s that? You don’t
know what the heck they're
singing about?

Don’t even worry about
that. Just feel that Latino.
Baila!

Of course, you can iden-
tify yourself as Latino by
virtue of ethnicity, her-
itage and tradition, if not
by language.

What bothers me is not
the fact that many Latinos
who are born here no longer
speak Spanish (how many
[talian-Americans speak Ital-
ian, after all?).

Instead, it bugs me that
there is a major corporate
message going around that

endorses the lack of lan-
guage skills while greatly
capitalizing on the heritage.
And that message quite
often comes from people
whose only nexus to being
Latino is the possibility of
making money.

We all know that the
fastest-growing minority in
the United States are His-
panics. And, among Hispan-
ics, the fastest-growing
segment is young Hispanics.

According to a Pew His-
panic Center study from
information pro-
vided by the U.S.
Census Bureau,
Latinos comprise
around 14% of
the U.S. popula-
tion, but they ac-
count for around
20% of kids
under the age of
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16,and 17% of 18- to 24-year-
olds. Most tellingly, 92% of
Hispanic kids under 10 are
U.S.-born.

This group will invariably
slip into English, the lan-
guage used in schools. That

is why much of the
developing media—includ-
ing mun2 and the upcom-
ing MTVTr3s—that aims for
that young Hispanic audi-
ence is bilingual.

But, to state, as many do,
that language is not an im-
portant—even essential—
part of the
culture, is not
just wrong; it ac-
tually leads to a
trivialization of
that culture.

Look no fur-
ther than music.

Take the beau-
tiful, opening
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stanzas of Armando Man-
zanero’s classic “Somos
Novios” (It’s Impossible):
“Somos novios, pues los
dos sentimos mutuo amor
profundo.” Now, try trans-
lating that (“We are going
steady, because we feel
deep, mutual love”). Ugh!
Try saying that to your
girlfriend.

Here is a likely default
song: “Mami, estas buena,
Goza, baila.” The Latin song
written by people who can’t
write in Spanish.

It is incredibly ironic
that the movement to un-
dermine Spanish comes at
the same time that there
is an enormous retro ac-
culturation movement
under way.

A generation that was
taught to hide their Latin
heritage and who—as shown

and the inspiration he put in our lives
through you.” That’s unbelievable.”

DEVELOPMENTS: The industry
seems to go through cycles where new
indie labels become successful, then get
snapped up by a major. The Christian
community appears to be in acquisition
mode these days. Flicker Records, the
scrappy indie launched by Audio Adren-
aline members, was recently purchased
by Provident Music Group. Now, accord-
ing to a source close to the situation, Inpop
Records is on the market. It looks like
Word Records is the leading suitor for the
label, founded by Newsboys frontman
Peter Furler and manager Wes Campbell,
butanother company is said to be looking
at the acquisition as well. Stay tuned.
Zondervan and Inspired by Media
Group are releasing a new audio version
of the Bible featuring the voices of some
of the top names in the entertainment in-
dustry. “Inspired By . . . The Bible Experi-
ence” will feature Blair Underwood as Jesus,
Angela Bassett as Esther, Denzel Washing-
ton as Solomon and Cuba Gooding Jr. as
Judas. It will also feature Juanita Bynum, Kirk
Franklin, Shirley Caesar, Mary Mary and Faith
Evans, among others. Look for the project to hit
shelves this fall.

LATIN SPECIAL
Complete coverage of
Billboard’s Latin
Music Conference &
Awards begins after
page 34. We have 44
pages devoted to one
of the biggest events
of the year.

in the HBO movie “Walk-
Out”—sometimes literally
got the Spanish beaten out
of them when they spoke it
in school, are now moving
to reclaim their language
and culture.

On April 27, Spanish-
language network Telemu-
ndo will air the Billboard
Latin Music Awards, which
celebrate music made in
Spanish. The show has
seen rising ratings in the
past years.

Speaking Spanish is not
just important culturally, it’s
also a practical assetin a
shrinking world. The social
and economic benefits of
speaking Spanish are bigger
than ever.

So, by all means, yes, let’s
feel the Latino.

But let's make that extra ef-
fort to speak it as well. ...
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Storch: Mark Mann

eaving school in ninth grade, Scott Storch implemented his
own course of independent study.
- “I was cutting school and doing sessions as a keyboard player at Ruffhouse Records for [co-
founders] Joe Nicolo and Chris Schwartz,” the Philadelphia native recalls. “Those guys gave me
the first open door to the real music industry.”
Subsequent real-world lessons with the Roots (as keyboardist on the group’s pivotal 1993 album
“Qrganix”), Dr. Dre (the keyboard riff on the artist’s 1999 comeback single “Still D.R.E.”) and Xzibit
(co-producer of 2000 single “X”) laid the foundation for what was to come.
Today, Storchis an in-demand songwriter/producer whose credits include such crossover hits
as Terror Squad’s “Lean Back,” Mario’s “Let Me Love You,” 50 Cent’s “Candy Shop” and Chris
Brown’s “Run It!”"—each of which reached No. 1on The Billboard Hot 100 and Hot R&B/Hip-Hop

Songs charts.

Having finished work on Paris Hilton’s forthcoming debut, “Paris |s Burning,” Storch is busy sift-
ing through other projects for his Tuff Jew production company. Recent and upcoming studio dates
include the Game, Jessica Simpson, Beyoncé and West Coast rapper Bishop Lamont. He’s also in
distribution talks for his own label, Storchaveli.

Q: One question immediately

comes to mind: Why produce
Paris Hilton?

A: 1 was hesitant at first. But
we did a trial run in the studio,
and the first song we did was
a smash.

It’s not always about working
with the hottest artist. | some-
times go for challenges although
people look at me strangely like,
“Why are you doing that?!” How-
ever, with a risk sometimes
comes a huge reward. It’s about
having the vision to be able to
turn a challenge into something,
and then you win the Heisman.

Q: How would you describe Hilton
the music artist?
A:Shehasacertain tone that’s
reminiscent of Cyndi Lauper
and Blondie. The album doesn’t
have one particular sound. It’s
just good music; a combination
of R&B, hip-hop and pop. It will
surprise a lot of people because
there’s real artistry coming
from Paris.

Q: By working on pop projects, do
you risk losing credibility in the
R&B/hip-hop arena where you
made your mark?

A: Notatall. [t just shows more
versatility in what you do—un-
less you try and cross the barri-
ers. | keep my hip-hop as
hip-hop, my R&B as R&B and

my pop as pop. The ability to
cross those boundaries and do
all these things effectively is not
commonly done.

People just want the hottest
records. It’s not really about all
the names attached to the proj-
ect. It's about the work.

Q: Are you worried about spread-
ing yourself too thin?

A: No. I love making music and
work at the pace that feels com-
fortable to me. [tjustso happens
that my pace of working is in-
sane [laughs]. I don't ever push
the creative sponge and squeeze
it out too much. I try to do it as
it flows.

I’'m always making tracks. |
find that when you make tons
of tracks, you stumble upon ge-
nius. You can’t always turn the
drum machine on and right
away there’s a hot track. Some-
times you luck out. But it can
takea lot of time between think-
ing about the artist, listening to
music for inspiration or going
to clubs. [t's about making as
many lracks as you can. Then
the odds of there being some
hits in there are higher.

You also get better at the crafi
and start reaching a little fur-
ther. You get bored by certain
easy things that you do; you no-
tice that you're using too much
of a particular sound or ele-

ment. So you try other stuff. A
lot of producers get comfortable
doing what’s easy and not reach-
ing. There’s always room for
reinvention every time you
work. I learned that from Dr.
Dre and Timbaland.

Q: There’sa school of thought that
beats are hecoming a more impor-
tant franchise than the song itself.
A: [t's all important. There are
songs that have gotten over be-
cause of a good track, and maybe
the actual song isn’t as good. But
the opposite applies as well.
There have been plenty of songs
with incredible hooks where it
doesn’t matter what the track is
doing. There is a lot of B-class
music doing A-class numbers.

Q: Who is more important in this
equation: you as the songwriter/pro-
ducer, the artist or the song/track?
A: The song and the artist’s
image create the success. As far
as producers go, that just gives
a little stamp of approval the
same way a cameo appearance
does on arecord. It's hit or miss
sometimes when you hire name-
brand producers. You're not al-
ways guaranteed a hit. But if you
getasmash from aname-brand
producer, that’s a whole other
way to market that record.

Q: What's the going rate for a top

producer’s services?

A: 1t's about $100,000 a track.
That's upper-mid or lower-high.
At the Jow end of the scale, it’s
$5,000 to do a beat. And you
might haveto provide the studio
too out of that $5,000 [laughs].

Q: What artists are still on your
production wish list?

A: One is actually happening
as we speak: Nas. He’s been a
friend for many years, and
we've worked in the capacity of
doing cameos on songs for
other people’s projects. How-
ever, owing to geographical or
scheduling issues, we had never
got it together for a straight-up
Nas album. So this is the first.
And now that he’s aligned
forces with Jay-Z, it’s an even
cooler situation.
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BY GAIL MITCHELL

Q: What trends are you hearing in
R&B and hip-hop?

A: Everybody is trying to capi-
talize on the Down-South thing.
It came from the streets and is
now a respectable art form that
is dominating everywhere. But
I also see a major return of the
West Coast in the coming
months in terms of hip-hop, par-
tially due to the Game’s work.
He has groomed himself up to
be huge.

Hyphy isa cool vibe. I see that
definitely being big on the West
Coast and in the Midwest. As for
reggaeton, there’s a need for
more development. There needs
to be more artists and other peo-
ple pushing the parameters of
that art form to develop it to an-
other level. Latin hip-hop, that’s
the direction where the whole
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art form is going toward.

Q: in an interview last year, you
described yourself as the Meyer Lan-
sky of hip-hop. Do you still view
yourself that way?

A: Yes. 1 mean, you have to have
thick skin in this industry.
You've got to be able to take alot
of rejection and deal with such
problems as cheating, stealing,
lying, lawyers. At the age of 32,
I sometimes feel like I'm 50 al-
ready [laughs].

At the end of the day, you re-
ally have to separate yourself,
have a split personality. When
you go into the studio, do
whatever you have to do to
relax. Take a minute and get
into Zen mode and turn on the
artist light.

At the same time, there’s al-
ways something you're getting
hit with in rerms of business.
You've got to be strong because
people will try to take advantage
of you, especially when you get
toa certain point in your career.
You become prey for the rest of’
the world who's trying to do what
you do.

Q: You were very vocal about not
receiving a 2005 Grammy
Award nod for producer of the
year. However, you were recently
honored by the Philadelphia
Chapter of the Recording Acad-
emy. Did that alleviate some of
the earlier sting?

A: Yeah [laughs]. I guess that
was their way of making up for
it. But you know, it’s cool. I'll get
over it. My life doesn’t revolve
around the Grammy world. I'm
still making records.

Q: Ifyou were not a songwriter/pro-
ducer, what would you be doing
right now?

A: 1’d probably be playing
piano in a bar and doing wed-
dings and bar mitzvahs. I'mre-
ally just a regular person who
loves music. aee
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AMONG THE ARTISTS WHO HAVE FOLND HOMES ON INDIE
JAZZ LABELS ARE, CLOCKWISE FROM TOP LEFT, PALMETTC'S
BEN ALLISON, SUNNYSIDE S LUCIANA SOUZA AND
MAXJAZZ SIGNEES ERIN BODE AND RUSSELL MALONE.
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KEEPERS OF

THE FLAME

Though itis deemed a national treasure for its innately American legacy, jazz is plagued HELPED BY
with an identity crisis. While the genre has spread the world over, fueled by its free-
dom fire of improvisation, jazz at home has been marginalized as a music that has DlGlTAL SALES,
veered from the mainstream and settled into either a mature museum-like relic or a

sorry state of obtuse elitism. § A perpetual sales underachiever, jazz in 2004 and 2005 INDEPENDENT
garnered a minuscule 2.8% of total U.S. album units sales. Faced with such prospects, J AZZ LABELS
the major labels have downsized or eliminated their jazz rosters, seeking greener sales

pastures with jazz vocalists and crossover artists. § However, as they have tradition- ARE SEEING
ally done, independent labels are serving to check the erosion and blaze ahead as torch- TH E U PSl D E
bearers of the music. Jazz indies can tolerate lower sales thresholds than the majors,

allow more time for artist development and offer their signees greater autonomy and AS MAJORS
freedom to create. § What's more, jazz indies and their artists—f{rom new acts to DOWNSIZE
major-label refugees—are benefiting from the Internet, which facilitates targeted mar-
keting, offers new promotional tools and provides an outlet fcr slow-selling titles that
might not have a home at traditional retail. § “We’re the labels putting out the new
records and introducing lots of new artists,” says Garrett Shelton, director of market-
ing and A&R at New York-based Sunnyside Records, whose rosier includes saxophonist
Chris Potter and vocalist Luciana Souza. “People are looking to us more and more.” ¢
To succeed in the long term, such labels must attract the right talent. But they also must
build a catalog with legs and develop a brand associated with quality recordings.
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TAKING RISKS

Jazz indies have long been risk takers who balk at the status quo.
Inthe '50s and early "60s, indies such as Blue Note, Prestige and
Riverside introduced, nurtured and championed youngsters of
the day, including Miles Davis, John Coltrane, Thelonious Monk,
Sonny Rollins, Cannonball Adderley and Wes Montgomery.

Today, jazz indies range from the Universal-distributed Con-
cord Music Group—which currently has five of the top 25 slots
on Billboard’s Top Jazz Albums chart—to contemporary specialty
labels like Rendezvous to micro upstarts like Cryptogramophone
and Artizen.

While these labels focus on jazz as an art form, “that doesn’t
mean we can’t be smart business people,” Shelton says.

He cautions that “good business fundamentals” are essential
to surviving in a realm where a hit recording reaps sales of 15,000-
20,000 units. (The title that put Sunnyside on the map, Souza’s
2002 breakout album “Brazilian Duos,” has scanned 15,000 copies.)

These days, the fundamentals include Internet marketing and
digital sales. At Sunnyside, downloads represented 10% of rev-
enue in 2005, and are on pace to surpass 15% of the label’s busi-
ness this year, Shelton reports.

The same trend is seen for jazz at large. Digital downloads
represented 3.1% of U.S. jazz album sales in 2005, and have in-
creased to 6.3% of the market for the year-to-date, according to
Nielsen SoundScan. For indies, downloads represent an even
larger 8.2% of sales year-to-date.

“At the retail marketplace, indie records are hard to stumble
across because there’s so little space,” says Matt Balitsaris, a gui-
tarist and founder of New York-based indie Palmetto Records.
“The Internet has proven to be a great equalizer,” he adds.

Jazz indies cite strong digital business at iTunes and Rhap-
sody as well as eMusic, the subscriber-based service that carries
only MP3 music from indie labels.

The top jazz seller at eMusic since its September 2004 re-
launch is “The Best of John Coltrane.” However, the site’s top
10 jazz list for the four weeks ending April 14 includes such ad-
venturous, off-the-beaten-path discs as “Live at the Vision Fes-
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tival” by avant alto saxophonist Jemeel Moondoc and his tentet
(on Ayler Records) and “Come In Red Dog This Is Tango Leader,”
a free improv blast of fire and beauty by guitarist Charlie Hunter
and electronics drummer Bobby Previte (on Ropeadope).

David Pakman, president/CEO of eMusic, reports thatjazz is
the site’s third-highest-selling category, garnering 16% of total
downloads. He explains that jazz is strong at eMusic because
the site focuses on the 25- to 54-year-old demographic.

“We're selling to people who care about jazz,” Pakman says.
“It’s not rocket science. We're going after people who we feel are
underserved. Retail doesn’t care.”

Not so fast, counters Kevin Cassidy, Tower Records executive
VP of retail. “Indie jazz is as important to Tower today as it ever
was,” he says. “Given the trend of major jazz labels offering more
eclectic types of artists and music, much of what could be con-
sidered core jazz or current jazz is being offered by the indie
world . . . Tower considers indie jazz to be an important com-
ponent of our offering to consumers both in-store and online.”

Flying in the face of all these declarations of jazz-indie strength,
Nielsen SoundScan numbers indicate that the indie share of the
jazz market declined from 14.89% in 2004 to 13.31% in 2005
and 13.23% year-to-date. The overall jazz albums market fell by
8.8% in 2005, compared with 2004.
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While acknowledging the
low sales totals for jazz, Cassidy
says, “This audience represents
an active, purchasing and pas-
sionate part of the public.”

RIDING THE ‘TAIL” WIND

Faced with this contracting market, jazz labels—like those in
classical and other low-selling genres—hope to benefit from the
Internet’s much-touted “long tail.” According to this distribu-
tion theory, companies can thrive by selling smaller quantities
of more products (Billboard, March 4).

The long tail means that jazz labels can develop artists based
on the promise of a long-term contribution to catalog sales.

“Pop has to have quick sales, but jazz doesn’t follow that formula,”
says Peter Gordon, founder of Norwalk, Conn.-based Thirsty Ear
Recordings, which expanded into jazz with its modern-improvisa-
tional Blue Series, curated by jazz pianist/label signee Matthew Shipp.

“Jazz recordings stand up over time,” Gordon says. “You work
with a five- to 15-year plan and hold your ground. In jazz, if a
record sells 10,000-15,000, you’ve gone gold. What a major label
calls marginal, we call a hit. That’s the cost of freedom.”

Because major labels have to deal with the realities of high over-
head and shareholder expectations, Gordon feels the music has a
“glass ceiling of vision.” The indie’s job, he says,
is “to keep pounding at it till it cracks. We're
looking to move the music forward, to break
new ground, to break rules instead of follow-
ing the old ones. That's the spirit of an indie.”

Josh Sherman, senior director of A&R/mar-
keting at Savoy Label Group, which includes
WEA-distributed Savoy Jazz—Sherman claims
itis the only indie-jazz label with a major dis-
tributor—confirms that his label can afford
to look at new artists as long-term projects.
He cites pianist Moncef Genoud, whose debut
U.S. release, “Aqua,” streeted April 4.

“It's going to take time to introduce Mon-
cefto U.S. audiences,” Sherman says. “But we
will build that up quickly with exposure on
jazz radio and print. Plus Dee Dee Bridgewa-
ter and Michael Brecker guested on the album,
so it’s functionally been endorsed by artists of note.”

THE BRANDING IMPULSE

Alljazz independents agree that developing the label as a brand
is essential. This is the most important thing to establish, says
Roy Tarrant, founder and president of Switzerland-based Kind
of Blue Records, which recently launched with such titles as
“Gypsy Swing! The Django Reinhardt Festival—Live at Birdland”
and the Classical Jazz Quartet’s “Play Rachmaninoff,” featuring
ajazz super group comprising pianist Kenny Barron, vibes player
Stefon Harris, bassist Ron Carter and drummer Lewis Nash.

Tarrant points to the brand recognition of such ’50s and '60s
American labels as Blue Note, Impulse and Atlantic as well as
the '70s success for European label ECM.

“ECM created a brand,” he says. “It matched quality music
with minimalist graphics, first with American musicians such
as Chick Corea and Keith Jarrett before recording and breaking
European jazz talents.”

Kind of Blue, Tarrant says, “took five years to prepare, to make
recordings, finalize a ‘look’ and then get the records out.” He
notes that by “adding quality recordings to the brand, the whole
catalog should go on selling.”

Creating a brand image in the marketplace is also key to MaxJazz,
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label founder and president Richard McDonnell says. Its gatefold
CDs sport handsome and identifiable graphics. “Catalog over time
is important for jazz,” he says. “We’ve found from our business reply
cards that people are buying other MaxJazz releases, which indicates
that people are willing to take a ride with a label they know and trust.”

While MaxJazz introduces new artists to the jazz world (in-
cluding vocalist Erin Bode and pianist/vocalist John Proulx,
whose debut will be released later this year), the label has also
become home base for ex-major-label musicians, such as gui-
tarist Russell Malone and pianist Mulgrew Miller.

“They like the artistic freedom here,” says McDonnell, an ex-
jazz saxophonist who worked as an investment banker—a po-
sition that philosophically fits with indie ventures. However,
McDonnell hastens to add, “We're not driving Ferraris. But we
are emotionally satisfied.”

Palmetto Records has sought a similar mix for its roster, com-
plementing young stars like bassist Ben Allison and drummer
Matt Wilson with the veteran pianist Andrew Hill, whose 2000
CD, “Dusk,” was his first album in a decade and an indie hit with
sales of about 15,000 units.

“That made it easier for other artists to accept the idea of com-
ing to Palmetto,” label founder Balitsaris says. “At that time,
most of our roster was developing artists. Now we also have Fred
Hersch on the label, who came to us from Nonesuch.” The pi-
anist, who calls himself “a big fish in a smaller pond,” is a strong
seller in Palmetto’s world. Last year’s “Leaves of Grass” has moved
5,000 units, while his 2003 label debut, “Live at the Village Van-
guard,” is at 3,500, according to Nielsen SoundScan.

Hersch is thoroughly pleased with his Nonesuch albums,
which were recorded, he says, with full creative support from
the boutique label in the Warner Music Group. “I’'m proud of
my association with Nonesuch,” says Hersch, who recorded five
projects in five years for the label. But he adds, “
ranging artist, and I want to put out albums that are different
from those that came before. It’s faster and looser here.”

I'm a wide-

FREEDOM SWINGS
That sense of freedom is important for many jazz artists.

“There’s more money involved and more demands made at
majors,” says Vision Arts Management founder Louise Holland,
who manages her bass-playing father Dave as well Potter, Souza
and Malone—all indie artists. “They do things in templates,”
Holland says of the majors. “There’s not a lot of leeway and ul-
timately some of what they do is self-defeating.”

She cites as an example one of her clients, who used to record
for a major, not being allowed to offer a music clip on his Web site.

While her dad recorded for more than 30 years with a classic
indie, Manfred Eicher’s ECM Records—distributed over the
years by various majors—Dave Holland says that it was time for
him to start his own indie label, Dare2, which is distributed by
Sunnyside through Ryko.

“I wanted to own my masters and have better distribution
worldwide for my albums,” Holland says, adding that it all boiled
down to having a greater degree of control: “Now, I’'m free to do
whatever creative work I want to whenever I want to.”

In that vein, Louise Holland says, “Indies help grow the music.
They’re more open to taking chances, which most of the time
end up coming back to benefit them.” And, the final test? She
says you know an artist is in good hands when “most of the peo-
ple who own and run indies also really love the music.” .
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orget Miami, Los Angeles and New York. The next big Latin music
explosion is erupting in secondary markets across the United
States, and the numbers are there to back it up.

Amongall genres that Nielsen SoundScan tracks, Latin music
was the only one registering growth in 2005.

It was no low-end, single-digit growth either. This was the real
deal. Latin music sales rose 12.6%, compared with 2004. The
year before, the numbers were up 16.4% against 2003.

While such traditional Latin music meccas as New York, Cal-
ifornia, New Mexico and Texas are still showing growth, the
music is also registering big gains in the most unlikely places.

From tiny Vero Beach in northern Florida to Des Moines, lowa,
in the heart of the Midwest; from Charlotte, N.C,, to Salt Lake
City, Latin music sales are skyrocketing.

Latin has been the biggest growth genre in the past two years
for Troy, Mich.-based Handleman Co., which racks Target, Kmart,
Wal-Mart, Best Buy and Circuit City.

And, “in terms of percentage gain, the largest growth in Latin
is now coming from nontraditional markets,” says Scott Wilson,
Handleman'’s group VP.

Nobody will think about a particular city in a Latin market,
“but we go to the Wal-Mart, put in our mini-Lalin section, and
the consumer finds it, and it starts booming.”

Wilson cites two major reasons for the increase. One is sim-
ply the Hispanic population increase in specific areas, which
leads stores to either carry Latin product for the first time or to
significantly improve their assortment.

Secondly, and perhaps more important, is the fact that major
companies—musical and nonmusical—are addressing the Latin
consumer at a corporate level, creating Latin departments and
hiring Latin ad agencies.

This means that efforts to supply Latin product are no longer
done piecemeal, but as part of a larger strategy that takes into
account what would not appear to be obvious Latin markets.

One of Handleman’s suburban Detroit stores, for example,
has expanded its Latin section four times in the last two years.
Cities like Milwaukee and Des Moines that were not on the radar
before are now stocking Latin product.

“We have national accounts that were never carrying Latin
music, and all of a sudden they are,” says Martha Pedroso, na-
tional Latin sales manager for Alliance Entertainment Corp.,
which racks Borders, Barnes & Noble and Kmart, among oth-
ers. Pedroso’s job was created just 18 months ago, in response
to the overwhelming demand for Latin product.

Since then, some AEC departments have seen double and even
triple growth for Latin.

From a Nielsen SoundScan perspective, a large percentage of
the Latin numbers can be attributed to mass merchants in-
creasingly stocking more Latin releases.

But the rise in sales goes beyond SoundScan and into the indie,
nonreporting accounts, Pedroso says.
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9S TEMERARIOS:

These mom-and-pop stores are the ones that lead the charge
when it comes to opening new markets for Latin music.

It goes something like this: More often than not, a city or county
with a seemingly negligible Hispanic population will suddently ex-
pand its manufacturing, construction or agricultural base, or offer
affordable housing to those working in larger, neighboring cities.

This attracts lower-income workers, many of whom are Latin.
Small shops and groceries begin to stock a small selection of
music, predominantly regional Mexican. When the Latin popu-
lation numbers reach a critical mass, the local mass merchant,
if there is one, begins stocking the product. Sooner or later, a
local radio station follows; first AM, then FM. Sometimes it's a
cable TV show or a small TV station. The snowball effect is truly
having its way with Latin music.

Take, for example, northern Florida cities like Fort Myers
and Naples, traditionally retiree communities for Northeast-
erners. A boos! in construction, coupled with a surge of Latin
immigration from around the world, has resulted in boom-
ing sales. According to Nielsen SoundScan, Latin music sales
jumped 31.8% for 2005, compared with 2004, in the region.

In Orlando, Fla,, a city driven by the service industry, Latin
music sales jumped 26.4% in 2005, compared with 2004.

In bigger markets, media fuels the jump in sales. Atlanta,
for example, has seen numbers rise since it opened its first
high-powered FM station playing a Latin format in September
2004. For 2005, Latin music unit sales jumped 18.8% over 2004.

In the hoopla over reggaetén, some may think that the genre
is the impetus behind new markets. But more often than not,
regional Mexican music is the driving force behind new mar-
kets for Latin music.

Secondary markets and small towns have long been the realm
of touring regional Mexican acts, of which the most successful
play typically anywhere between 50 and 80 U.S. concerts per
year. Audiences average between 4,000 and 8,000. Tickets go for
$40-$50. Conjunto Primavera, for example, is in the midst of a
U.S. tour that will take in almost 80 dates, playing for crowds
ranging from 5,000 to 10,000.

Today, playing the secondary-market circuit is sometimes
more profitable than doing the bigger cities, where expenses are
higher and selling tickets can be more difficult.

“Those smaller towns, the ‘secondary markets,” are really what
keeps the business going,” says Willy Miranda, who books ro-
mantic Mexican group Los Temerarios.

‘I've worked the secondary markets forever,” says Miguel Tru-

Let It ‘Gringo Bleed’

LATIN SALES EXPLODE BEYOND ‘BARRIO’—AND LOOK WHO IS BUYING

Meet the two lives of Daddy Yankee’s “Barrio Fino.”

The first began when the all-Spanish album was released in
2004 and debuted at No.1on Billboard’s Top Latin Albums chart,
making it the first reggaeton album to do so. It then settled
comfortably into the top 10 until, mysteriously—or so it
seemed at first—the title returned to No. 1on Jan.1,2005.

But it was not extra marketing in the Latin realm that did it for
Yankee. It was what amounted to “gringo bleed”—the phe-
nomenon of Latin music spilling over to a mainstream audience.

The second life of “Barrio Fino” came about when new fans dis-
covered “Gasolina,” Yankee’s crossover radio success.

“You put on ‘Gasolina,’ and everybody knows it,” says Jill
Strada, assistant PD at rhythmic WYPO (Power 95.3) Orlando, Fla.
“The African-American audience that doesn’t speak Spanish
knows the hook and the parts to the song.”

Non-Latins buying Latin music is a rising trend. Since 2003, that
demographic has purchasec close to 30% of music by Latin acts,
according to research firm NPD Group.

www americanradiohistorv com

According to NPD, which conducts a weekly online survey of
some 1,000 music buyers, traditional reasons motivate those
consumers to buy Latin: radio, TV, word-of-mouth and store
placement. But in the past year, with increasing awareness of
the existence of a bilingual, bicultural market and the rise of radio
stations playing reggaetén, the number of non-Latin buyers of
Latin music is coming from unusual places.

“l am seeing significant growth in secondary markets for gen-
res like reggaeton that appeal to anon-Latin audience, even if the
music is in Spanish,” says Martha Pedroso, national Latin sales
manager for Alliance Entertainment Corp. Detroit, for example,
atraditionally hip-hop-heavy market, has seen an increase inits
sales of reggaetdn, which also appeals to an urban audience.

AEC now specifically targets the urban market, placing ads of
reggaeton product in urban newsmagazines.

Of course, it is impossible to know for certain the ethnicity
of a music buyer. Save for the NPD study, there is little direct
data on the subject.
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jillo, VP/GM of Sony BMG's regional Mexican division. These
markets, he says, help established artists, like Vicente Fernandez,
who will play concerts for up to 15,000 fans in places like Wash-
ington state.

Butthey also help developing acts that have an easier time get-
ting their music played on small-market stations.

“It happened to us with Los Cuates de Sinaloa,” Trujillo says.
“By the time we went to the major markets, we had over 40
secondary-market stations playing their single. It shows the
bigger stations that the song has legs.”

Because some of the biggest markets, like California and Texas,
are well-developed by now, the growth is increasingly expand-
ing toward the center of the country, says Gabriel Fregoso, di-
rector of promotion and marketing for Universal Music Latino's
regional Mexican division.

In the past 12 months, this growth has started to gain traction
for pop acts, who—with the exception of big stars like Luis Miguel
and Juanes—usually concentrated their touring and promotional
efforts in big markets.

Now, some acts are finding that with savvy promotion, they
can play shows in secondary markets that do not even have an
FM station.

Last year, for example, concert promoter Roptus took the La
Academia tour, featuring contestants from Azteca America re-
ality show “La Academia,” through several secondary markets,
including Boise, Idaho, and Salt Lake City.

“But a lot of the stores that are heavy in Latino products are
heavy in urban products,” says Scott Wilson, group VP for Troy,
Mich.-based wholesaler Handleman Co. “Therefore, we think there
is some cross-purchasing.”

According to NPD’s sample, the bulk of Latin purchases by
non-Latins are for major crossover acts, most notably Shakira,
Marc Anthony, Enrique Iglesias, Gipsy Kings and Paulina Rubio, But
all-Spanish acts like Juanes, Buena Vista Social Club and Daddy
Yankee also make the list of top sellers.

NPD analyst Isaac Josephson says that beyond the big names,
“there was a healthy appetite for Latin musicin 2005 among the
non-Hispanic set across all age groups, both men and women.”

Historically, that interest goes handin hand with smaller trends.
Salsa dancing, for example, has become hip In many major cities
and has led to the establishment of new dance studlos.

And labels are paying attention. Last month, Universal Music
Latino released “The Gringo Guide to Salsa,” a compilation of salsa
hits that even includes the basic steps to the dance. Strategically
marketed via mallings and through salsa schools, the album has al-
ready made it to No. 4 onthe iTunes Latin chart. .ee

HBelow 5%

“Families will take these same kids to see acts like Vicente Fer-
nindez and Temerarios, who regularly play these cities,” Rop-
tus CEO Guillermo Rosas says. “There was a huge need” for pop.

Rosas has taken Alejandra Guzman to developing markets.
He is now booking RBD's U.S. tour, taking the group through
dozens of secondary markets, including Tacoma, Wash.; Port-
land, Ore.; Salt Lake City; Detroit; and Winston-Salem, N.C.

Growth In Latin Music Sales (8y percentage)
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Much of the promotion will focus on radio, with contests run-
ning on whatever format happens to be available—more often
than not, regional Mexican. Rosas also runs ads on cable TV and
uses moveable billboards. If there is a Univision TV station in
the area, he advertises locally. If not, he gets creative. Tacoma,
for example, does not have a Spanish-language TV station. But
nearby Vancouver has the station and the Mexican population,
who travel to Tacoma for the show.

Even in places with small Latin populations, like Yakima,
Wash., there have been enough fans to fill a 10,000-seat arena.

“When you see such a big show, you see a sales impact,” Rosas
says. “Now, the labels want to be part of our promotion.”

For example, RBD's label EMI/Televisa is running promo-
tions with Roptus in Salt Lake City, Denver and Las Vegas, of-
fering a discount on the CD with the purchase of a concert ticket.

Universal has done similar promotions for its touring acts.

“Marketing plans were different before,” says Walter Kolm,
senior VP of marketing/A&R for Universal Music Latino. “Today
you have many more marketing possibilities.”

Not only has the number of outlets grown, Kolm says, they
are also more flexible. Regional Mexican stations, for example,
will play reggaetén shows or the occasional pop track, allowing
more than one genre to prosper.

The market, Rosas says, “is completely open now.” ee

DADDY YANKEE

R
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The leading source in the industry for information on all aspects
of the music business. More than 30,000 listings in all, includ-
ing leading facilities where artists perform, agents and man-
agers, artists, sound and lighting services, instrument rentals,
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-““: This Year’s Latin Music Conference
"L $< ) & Awards Reflects Growth, Change

“ %" BylLeilaCobo

he 17th annual Billboard Latin Music Conference &
8 Awards—unprecedented in size, attendance and
scope—reflects the Hispanic marketplace and Latin
music industry’s growing clout and reach. » This year’s
event, set for April 24-27 at the Ritz-Carlton in Miami
Beach, will enjoy a never-before-seen plethora of pro-
gramming, from business panel discussions to new talent
showcases. ® Sure, it’s been hard times for the music industry overall.
But Latin is the only genre tracked by Nielsen SoundScan that had a
sales increase last year, and according to the RTAA, shipments of Latin
music have also risen, reversing the downward spiral of years past.

Beyond the numbers, it’s easy to look around and see en-
couraging signs for the genre: a preponderance of Spanish-
language radio stations, including formats that appeal to
bilingual teens and a notable rise in the number of Latin TV
stations and Web sites.

This year’s conference and awards show embraces these
changes, new technologies and music trends
while also drawing from seasoned executives’
experience and established acts’ talent.

We welcome you to the 2006 Billboard Latin
Music Conference & Awards, presented by
Heineken and in association with Burger King.

INSIDE
All The Music

Billboard Bash
Spirit Of Hope

WHAT’S ON TRP
During its 17 years, the conference has deliv-
ered the broadest possible breadth of pro-
gramming, reflective of an increasingly
far-reaching genre of music.

This year’s panel topics range from uses and
applications of new technologies during the dig-

Charts

Tara Sgroi

www americanradiohictorv com

Hall Of Fame
The Finalists
Showcases

ital/mobile revolution to in-depth discussions by industry lead-
ers on the changing role of record labels in developing, market-
ing, selling and promoting music.

The event’s sponsorships and partnerships also speak to mar-
keters’ growing awareness of the exploding Hispanic population,
its growing purchasing power and the need to reach a younger,
sometimes acculturated Latin demographic.

For the seventh year in a row, the title spon-
sor of the conference and awards is Heineken,
with Burger King as in-association sponsor for
the first time.

The 2006 conference officially begins the
evening of April 24, but “TV Stars” kicks off
the panel discussions the following morning.

“TV Stars” brings together key players from
such companies as Televisa and Fremantle (“Amer-
ican Idol”) to discuss the growing number of
Latin music reality shows and the ever-growing
role TV plays in identifying and developing
future Latin stars. continued on >>pLM6

APRIL 29, 2006 | www.billboard.biz
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The conference continues with dis-
cussions on the digital and mobile arenas
and a president’s panel featuring heads of
major (Sony BMG, Universal), inde-
pendent (UBO) and hybrid (Machete} la-
bels discussing the role of their respective
models in today’s music industry.

Another hot topic of discussion dur-
ing the past 12 months, the dramatically
changing Latin music radio formats, will
be dissected by programming heads from
the major radio networks in the country:
Clear Channel, Spanish Broadcasting
System and Entravision.

The day will end with a bang with seg-
ments devoted to teens and the growing
bilingual, bicultural demographic.

Mun2 will unveil the primary findings
of its Me2 teen study, which will be fol-
lowed by a replay of last year’s successful
session in which teenagers discuss their
music consuming habits.

On April 26, the conference mainly fo-
cuses on artists.

The daykicks off with a panel dedicated
to the identification and marketing of new
trends in regional Mexican music, with
singer Jenni Rivera at the helm.

It is followed by ASCAP’s “Let’s Make
a Deal,” a faithful and vastly entertain-
ing behind-the-scenes look at music
deal-making.

The afternoon is dedicated to urban
Latin music, beginning with the “Rap,
Rhythm & Reggaeton” panel, which fea-
tures a host of top producers and acts.

Last, but certainly not least, is the star
Q&A with chart-topper Daddy Yankee.

The final day of programming features
the Voz Latina 2006 conference, hosted
by Adweek’s Marketing y Medios and
Billboard, that will focus on marketing
to 18- to 30-year-old Hispanics.

Aside from Heineken and Burger King,
other event sponsors include Absolut
Ruby Red, Harley-Davidson and Tone Ex-
otic Fusions, which are also presenting a
fashion show during the Billbcard Bash.
The official poolside party fashion spon-
sor is Metro 7.

Performing rights organizations
ASCAP and SESAC are also sponsors,
along with mun2, MHpixs, event pro-
motion and marketing firm CMN, law
firm Broad & Cassel, the Wright In-
surance Agency and Morgan Renee En-
tertainment. Meanwhile, Bacardiis the
sponsor of the official after-party.

Media sponsors include the Telemu-
ndo network, which produces the awards
show, and 13th Floor Studios, the pro-
duction company behind the weekly TV
show “Billboard Latino,” which airs on
Azteca América, and Billboard Latino
magazine.

Up-to-date information on and
coverage of the Billboard Latin Music
Conference & Awards can be found at
billboard.latino.msn.com, the co-
branded Spanish-language music Web
site with exclusive content from MSN,
Billboard and “Billboard Latino.”  «:-
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A Wide Range Of Performers In Store At

Showcases, Awards

This year brings an added bonus with re-
gional Mexican star Lupi lo Rivera co-hosting
alongside Telemundo fersonality Candela
Ferro, plis performances by Shakira, Daddy
Yankee, IBD, Alicia Villarreal and La Sa
Estacidon, to name a few.

The cor-fab kicks off April 24 with ajoint show-
case at Glass at the Forge in Miami Beach
hosted by Billboard Latino and Gibson Gui-
tars. It will feature performances by alterna-
tive rock group and Latin Grammy Award
nominee _ocos Por Juana, pop/regional Mex-
ican star Alondra and Billboard Latin Music
Awards finalist pianist Arthur Hanlon.

Gibson, which will scon formally open a
showroor1 in Miami, is aggressively expand-
ing into the Latin marke-place. At last count,
nearly 50 Latin acts are signed to its roster.

Last y2ar DADDY YANKEE
and D DDY perform=d
together at the awa-ds.

¥
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he 2006 Billboard Latin Music Conference, appropriately
enot.gh, begins and ends with music. ® It all starts with
a showcase and culminates with the Billboard Latin Music
Awa~ds—with four solid days of music in between.
biggest event, of course, is the awards show, which has
becomz Telemundo’s highest-rated special, airing live na-
tionwide and throughout Latin America.

The

On its end, 13th Floor produces “Billboard
Latino,” the weekly music TV show that airs
nationally on Azteca América and is well-
known for its up-to-date music news, Billboard
countdown and live jam sessions.

The conference’s formal launch on April
25 is anchored by the Sony BMG showcase,
featuring an impressive trio of new artists
Camila, Jean and Chelo, who are all releas-
ing debut albums, and Billboard award fi-
nalist N’Klabe.

Sony BMG has been particularly aggressive
in signing and developing new talent at its var-
ious divisions during the past two years.

April 26 marks a heavy music day for the
event, beginning with a musical luncheon pre-
sented by ICCE Records with performances
by Generalz and Ceci B.

' IT’S ALL ABOUT
' THE MUSIC

That evening, Heineken sponsors th= We
Hear the Music showcase and competition,
Billboard’s first-ever “competition” within the
conference. Performers include Rican
Anamor, Jessica McQuaid, the Monas and the
winners of the Texas Heineken Estrella and
Chicago Heineken Estrella competitions.

A marquee panel of celebrity judges—in-
cluding artists Ricardo Montaner anc Jon
Secada; Jorge Pino, VP of Venevision Music;
Adrian Posse, creative VP of EMI Televisa; and
Alexandra Lioutikoff, senior VP of Latin mem-
bership for ASCAP—will determine a winner,
who will be profiled in Billboard magazine and
on “Billboard Latino.”

The traditional ASCAP acoustic showcase
immediately follows and will present some
up-and-coming songwriters as well as estab-
lished composers performing in an intimate
setting at Yuca Lounge.

The evening ends on a high note with the
fourth annual Billboard Bash, our salute to
the Billboard Latin Music Awards finalists.

And, of course, the grand finale of the week
is the awards show itself, held for the first time
at the Hard Rock Live in Hollywood, Fla.
—Leila Cobo -
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JOIN THE PARTY

Annual Bash Will Be

Bigger And Better Than Ever

he Billboard Bash enters its
fourth year with a bang,
thanks to performances that
cover all genres of Latin music.
This year, the event is co-spon-
sored by Harley-Davidson, and the hosts for the
night are Efrain, Patty and Deborah from Bill-
board Latino, which airs on Azteca America.
Although only Billboard Latin Music Awards
finalists are performing, the biggest unifying
factor will be the acts’ youth-driven appeal.
From La Secta’s brand of tropical rock to
Diana Reyes’ new take on duranguense music
to Juan Gotti's West Coast rap to young salsa
sensations N’Klabe, this year’s Bash, which takes

place April 26 at the Ritz-Carlton in Miami
Beach, is all about the new.

In a happy coincidence, most of this year’s
performers are first-time finalists, too.

Reyes, who until last year was relatively un-
known, has climbed the charts with “La Reina del
Pasito Duranguense” (Universal), a collection of
pop/rock hits arranged to a duranguense beat.

Veteran Puerto Rican rock act La Secta has
had phenomenal success with “Consejo,” its
firstalbum for Universal Music Latino. Itis the
first time during the group’s lengthy career that
it has been an awards finalist.

Texas rapper Juan Gotti—one of the pioneers
of the West Coast Latin rap movement who mar-

Muitiple finalist
N’KLABE will
perform.

ries Mexican music with hardcore rap—notches
his first finalist slot in the Latin rap/hip-hop album
of the year category for the cleverly titled “John
Ghetto” (Dope House/Warner Music Latina).

Finally, young salsa band N’Klabe, which last
year garnered one finalist slot, return for three
nods, thanks to its infectious hit “I Love Salsa.”

Innovation extends to the very concept
of this year’s festivities. For the first time
in its brief history, the Bash will also feature
a fashion show, sponsored by beauty product
line Tone Exotic Fusions and presented by
Moda Diffusione, which represents design-
ers worldwide.

A dozen models will sashay to Billboard’s top

songs of the year and show off clothing by
Miami-based designer Julian Changand trendy
brand Loft.

Hosted by Telemundo personalities Leti Coo
and Karim Mendiburu, the Bash will feature its
traditional red-carpet entrance attended by many
of the finalists.

Red-carpet arrivals and the Bash itself will be
part of Telemundo’s post-awards special, “Reven-
ton Billboard VIP,” slated to air April 30.

Also onboard will be TV Azteca covering the
Bash for its weekly “Billboard Latino” show,
which airs nationwide on Azteca America.

The Billboard Bash was launched in 2003.
—Leila Cobo e

[Latin Alternative Music Conference

THE NEW SOUNDS OF LATIN MUSIC

NOW IN OUR 7TH YEAR OF EXCITING CONFERENCES, SHOWCASES AND NETWORKING

AUG. 2nd - AUG. 5th
The Puck Building - Soho, NYC

www.latinalternative.com
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GREAT MUSIC. GREAT ARTISTS. GREAT FAMILY.

Latin Music
% Awards

Marthin Chan L.

ando Velasco
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Nengo Flow

Diesel, Sergio Degolladc, Rodolffo 'Rudy’' Gonzalez,
Popvert, William Paz, Rafa Yergara, Christian Leu:

Alejandro Jaén, Kevin Ceballo, Los Remis, Thania Sanz, No ma Leticia Salinas, Robert Pintos,

Léster Mendoza, Alberto ‘Beto’' De L29n, Hugo Jaramillo, Octavio Cruz, Rick Deliz, among others.....

Your Best Choice for Performing Rights

LOS ANGELES ¢* NASHVILLE ¢ NEW YORK +* LONDON
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WARDS

Latinact 0f 2005. His success has come closely tied
to his mega-crossover hit “Gasolina,” from his 2004

’ album “Barrio Fino.” Then “Barrio Fino En Di-
recto,” a live album with five new tracks, was No.
w H 0 S Yo U R 1 on Billboard’s Top Latin Albums chart for 14
weeks following its release last December.
7 Now in the works is his first studio
® album for El Cartel/Interscope
Records, due out later this year.

At the core of Yankee’s suc-
cess is his firm hold on his

Reggaeton Star Daddy Yankee Te”S career. All his recordings have
It Like It Is During Exclusive Q&A been released via his label, El

Cartel; he has his own publishing,
Cangris; and his management and press falls
on longtime trusted friends and family.

“All T ever had was distribution deals,” Yan-

- | /
3 ow do you keep up with Daddy Yankee> « The superstar reg. ¢ s/ “Everythingelse wasin my hands. And ‘4 )

. . . . . not having a label or major support means only
gaetdn artist has become a noted impresario, songwriter,

one thing: Daddy Yankee got to the top the way

* radio host, fashion designer and brand name in what ap- it has to be—with music.” {
& pears to be little more than a year’s time. ¢ But Yankee, whose In recent months, Yankee won the ASCAP *
real name is Raymond Ayala, has been down this road for more  Latin songwriter of the year award for 2005. His |

than a decade, and his particular handling of his music and career illus- nationallysyndicated radio show, “On Fuego,’

trate the face of a changing industry debuted on 20 ABC Radio Networks stations.
) Reebok launched a signature DY shoe and ap- DADDY

The April 26 Billboard Q&A with Yankee will  kee says. “That’s good, in a way, because it gives  parelline. He is starring in an upcoming film. YANKEE says
provide a unique opportunity to hear from one  me more duration as an artist. But other people  He has a hand in the production and fi- g's succless has
of the most entrepreneurial Latin artists in re-  who know the Daddy Yankee story knowit'sbeen  nancing of an upcoming theatrical musical | | tlfneen c?)rr?lr:\gg
cent memory, speaking to us at what is—to  a long time coming. They know it’s the work of ~ based on the life of the late Celia Cruz.

date—the height of his career. many years and the musical mzturity I've gained And of course, there is the new studio album,
“I understand that many people that didn’t  over the past three albums.” which will feature top rap and hip-hop names like
know about reggaetén think I'na a new act,” Yan- Daddy Yankee has held sway as the top-selling ~ Snoop Dogg and 50 Cent.—Leila Cobo -
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‘DOREAMS COME

TRUFE’

Shakira’s Pies Descalzos Have Helped
Thousands of Colombian Children

hen Shakira Mebarak was 18
years old, she created a foun-
dation called Pies Descalzos
(Bare Feet), named after her
hit album of the same name,
to help children primarily in her
native Colombia.

Today, the Bogot&-based charity has mush-
roomed into a prominent non-gavernmental
o-ganization that directly provides thousands
of children—most of them from families dis-
placed by Colombia’s civil war—with long-term
access to education, adequate nutrition and
psychological help.

This year, Billboard is proud to honer Shakira
with its Spirit of Hope Award, which is given to
artists for their humranitarian contributions.

Latin Music is Passion!

“Pies Descalzos came from a need I had to
fulfill. an inside commitment | had as a child,”
says Shakira, who is also a UNICEF Goodwill
Ambassador and was recently given a Women
Together Award by the United Nations for her
humanitarian work. “Growing up in a country
like mine, being witness to so much social in-
justice, influenced me greatly. When 1 was very
little, 1 made a promise that I would try to do
something for those other children that didn’t
have the same opportunities [ did.”

Colombia is a developing country that has
been adversely affected by civil strife during the
past few decades, resulting in a diaspora of more
than 2 million people, the biggest in the West-
ern world. Some 800,000 children have been
victims of displacement or violence, and fully

SHAKIRA 'made
a promise’ to
Relp others.

2 million do not attend school.

Currently, Pies Descalzos sponsors five
Colombian schools in three different cities, serv-
ing nearly 3,000 children and their families.

Funding comes from Shakira herself, private
donors and corporations.

Its programs are threefold. First, the foun-
dation builds schools and improves their in-
frastructure. The first school was built in Chocé,
one of Colombia’s poorest states.

Secondly, Pies Descalzos offers children the
essentials: full tuition, school supplies, food
and psychological assistance. Through a small
business program, mothers get paid for cook-
ing for their schoolchiidren.

Finally, through the foundation, individuals
can sign on to sponsor a child for a yearly fee.

According to Shakira, Pies Descalzos’ infra-
structure was necessary for its continued growth.

“At one point, | realized that an artist alone
can’t do it,” she says. “You need a serious, effi-
cient, organized, honest team. What you want

to immediately do and what veu can actually do
are two different things. But I have also learned
that you can accomplish what you imagine. It all
depends on the number of hours you dedicate to
it every day.”

Among Shakira’s short-term goals is organiz-
ing a yet-to-lie-named Latin American version of
Live Aid, which will focus attention and resources
on the continent.

Long tern:, she wants to keep building schools
that will provide education ard epportunities for
low-income children. While her focus i« on such
youth, she says, her immediale emphasis ‘s Colom-
bia, given its sacial crisis.

“In pur country, children are born poorand die
poor.” she says. “In the United States, you have
the American dream. In Latin America. few find
that, unless you have a wealthy family ar you are
a soccer player or artist. Latin America is a diffi-
cult place to make your dreams come true.’

For more information on Pies Descalzos, go to
fundacionpiesdescalzos.com.—Leila Cobo

W&M 1o
SHAKIRA

on her Billboard Spirit

has lt Shakira - Cruz Martinez of Kumbia Kings - Ozomatli

gets it

gives it

contact: Claribel Cuevas-Brasileiro - Senior Creative Director

Film - Mr and Mrs Smith - Constantine

€nglish As A Second Language - The Pacifier
The Sisterhood Of The Traveling Pants - Something New

TV - Cold Case : Veronica Mars - Related

Commercials -"Bien, Bien" - Control Machete/Chevrolet
"Don't Bother", "Estoy Aqui” and "Hips Don't Lie" - Sha<ira/Verizon

Songs placed with - RBD - Olga Taion ' David Bisbal

Ana Barbara ‘- Alejandro Fernandez ‘- Jennifer Pefia
Beto Terrazas ‘- Christian Castro

1111 Lincoln Road, 6th Floor, Miami Beach FL 33139
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Pheto Credir: Beugen Mabry

BALDWIN CONGRATULATES PIANIST ARTHUR HANLON,

Double Finalist, 2006 Billboard Latin Music Awards for his No. 1 Billboard Hit "La Gorda Linda"

In Stores Summer 2006, "Arthur Hanlon: Mecanomania' qujsﬂ‘l
© 2006 Gibson Guitar Corp, 1-80C<GIBSON or www.gibson.com M Baldwiny
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‘COMPOSER OF
EXPERIENCES’

Hall Of Fame Inductee

Joan Sebastian Inspires Others

oan Sebastian is one of the
most prolific songwriters in
Latin music. He has won five
Grammy Awards, recorded
35 albums of original material
and his songs have been covered
by a virtual who's who of Latin music, includ-
ing Alicia Villarreal, Banda Cuisillos, Vicente
Fernindez, Rocio Durcal and Pepe Aguilar.
These reasons and more are why Billboard will
induct him into its Hall of Fame on April 27.
And yet, the Billboard Music Award finalist
is an artist who always writes just for himself.
“Everything is in some way connected to my
personal experiences,” Sebastian says. “Through

the years, I've realized | can only compose from

LATINASY

"QUITA Y PON PON"
IN ROTATION AND REACTING

my own experiences. |'ve seldom been able to
write for other people, but 1 am lucky that my
songs have served other people.”

The fact that Sebastian’s music marries achingly
beautiful melodies with universal empathy is what
places him in a unique category as a composer.
He sings his songs with the right dose of pathos
in his ballads and bravura in his rancheras, and
he always exudes that ineffable sense of intimacy—
of singing to you and you alone-—making him one
of the top singers in the Latin world.

Add to that Sebastian’s trajectory as producer,
actor and supreme showman known for his daz-
zling spectacles of horseback and music, and
you have one of the most well-rounded, singu-
lar Latin artists alive today.

A native of Mexico, Sebastian briefly consid-
ered becoming a priest but, lucky for us, he de-
cided to pursue a professional music career at
the age of 17.

He recorded his first few singles under his real
name—]José Manuel Figueroa—for Capitol Records
in Mexico. They were a modest success. Then in
1976, Figueroa went to Discos Musart, where an
executive suggested he change his name. He set-
tled on joan Sebastian, partly to honor the plains
of San Sebastian in his native town of Juliantla.

Sebastian’s official debut as a “new” artist
came with the album “El Camino del Amor.”

The success never stopped.

Still signed to Musart, and released here
through sister label Balboa Records, Sebastian

JOAN
SEBASTIAN
writes songs
based on
‘personal
experiences.

has survived not only the passage of time and
fads but also illness. He was diagnosed with
cancer in 2000, but he has fully recovered and
resumed recording and touring.

Of the writing process, he says it never
changes.

“I get bursts of composition,” Sebastian says.
“There are times when I’'m silent for months,
where I'm at peace and don’t write a thing. And
suddenly, in one month, | can write two albums.
That’s what happens. And everything is connected
to my personal experiences. [ am not a writer by
trade. [ am composer of experiences. And some-
times | see problems, I lose my happiness, and
that is when the music bursts out from.

Leila Cobo

N

IN SAN JUAN (REGGAETON 94)

"NEVER GONNA GET IT"
BREAKING OUT IN THE US!

DEBUT ALBUM HITS STORES IN JUNE!

WWW.LAMINALATINA.COM
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DADDY YANKEE

air live on Telemundo.

ill Daddy Yankee score a perfect 10 this year?
category at last year’s Billboard Latin Music Awards, Daddy Yankee is a record-
setting finalist this year with 10 entries in eight categories.
emony takes place April 27 at the Hard Rock Live in Hollywood, Fla. It will
A charismatic MC from San Juan, Puerto Rico, Daddy
Yankee is a finalist in nine singles and album categories, plus as songwriter
of the year under his birth name, Raymond Ayala.
is nine-time finalist RBD, a popular pop group from Mexico that is the lone
debut act among the front-runners.
a big way to the awards show as an eight-time finalist, while Daddy Yankee’s record-

EMUS | C B WarDs

THE
B8 CINALISTS
S ARE...

New Artists, Veterans Vie
For Top Honors
By John Lannert

After being a finalistin only one

The awards cer-

Following Daddy Yankee

Colombian superstar Shakira returns in

ing pals Wisin & Yandel confirm reggaetén’s burgeoning appeal as contenders in seven
categories. * Colombia’s rock ambassador Juanes, a multifinalist for four years running, is a final-
ist in five categories, as is Puerto Rican songstress Olga Tafién. © The finalists are competing in 41
categories, including two new ones: reggaeton song of the year and Latin ringtone of the year.

Winners of Billboard’s Latin Music Awards are determined by sales and radio airplay data compiled

—

l Eﬂh—— vear :':‘
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during a one-year period from the Feb. 4, 2005, issue to the Feb. 4, 2006, issue.

Following is a recap

of selected finalists. The number of nominations is in parentheses.

DADDY YANKEE
Propelled by a non-stop parade of chart-topping singles
(“Gasolina,” “Mayor Que Yo,” “Rompe”) and CDs (“Barrio Fino”),
Daddy Yankee is the unquestioned leader of the invasion of
reggaeton artists that has dominated Billboard’s radio and
sales charts for the past year.
The El Cartel/Interscope superstar is a double finalist in the
two new categories reggaeton song and Latin ringtone of the year.
“Mayor Que Yo" (Mas Flow/Machete), which features Baby
Ranks, Tonny Tun Tun, Wisin & Yandel and Héctor, tallied 46
weeks on the Hot Latin Songs chart, peaking at No. 3. (10)

RBD

RBD is EMI Telev:sa’s triple finalist in the Top Latin Pop Album
of the year category. The group’s debut album, “Rebelde,” reached
No. 2 on the Top Latin Albums chart, followed by “Nuestro Amor,”
which hit No. 1, and the No. 5 “En Vivo.”

wwWwW americanradiohistorvy com

The group’s smash single “Solo Quédate En Silencio” remained
atop the Latin Pop Airplay chart for seven straight weeks. (9)

SHAKIRA

Colombian icon Shakira returned to the U.S. Latin market after
a long absence and hit No. 1 with her Epic/Sony BMG Norte
album “Fijacion Oral Vol. 17 and its blockbuster lead single “La
Tortura,” which features Warner Music Latina idol Alejandro
Sanz. “Fijacion Oral Vol. 1” logged 17 weeks atop the Top Latin
Albums chart, while “La Tortura” spent 25 weeks at No. 1 on Hot
Latin Songs, a record not likely to be broken anytime soon. (8)

WISIN & YANDEL

Mis Flow/Machete’s famed reggaeton duo Wisin(Juan Morera)
and Yandel (Llande] Vegilla) find themselves not only sharing
co-finalist honors with compadre Daddy Yankee in three cate-
gories with their smash single continued on >>pLM20

top left: Dimitrios Kambouris/Wirelmage.com; right: Debbie Bragg/Retna UK
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:..where pop culture meets Latino youth.
Every week on mun2. The place you oughta be.
Be on ViLO

hosts:
Yasmin & Renato

musical performances: celebrities:
Calle 13 Michelle Rodriguez

Exp erl ence Academy Award winner_Gustavo Santaolalla it Calle 13
‘ th e n ew mun2 Guests at the VIVO studio.

For booking: Vicky Cabildo For sales: Joe Bernard
Director, Talent & Artist Relations Director of Sales
vicky.cabildo@nbcuni.com joe.bernard@nbcuni.com
B18) 622-4087 (212) 664-3593

© 2006 Mun2 is a registered trademark of Telemundo Natwork Group, LLC All Rights Reserved.
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RBD Live in Hollywood

Selection # 58122/58871

RBD has become the phenomenon of the decade.

With more than 1 million copies sold in the USA

and over 2 million worldwide. This new cd/dvd,

RBD Live in Hollywood, contains one new track
(NO PARES).
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“Mayor Que Yo,” but they also are competing
against him in three other categories, including
reggaeton album of the year and Hot Latin Songs
artist of the year. (7)

JUANES

The Colombian uber-star on Surco/Universal
Latino routinely racks up hardware at Billboard’s
Latin Music Awards with chart-topping albums
and singles.

This year Juanes is competing in two prime
categories—Top Latin Albums artist of the year
and Hot Latin Songs artist of the year—as well
as in songwriter of the year, which he won in 2004.

“La Camisa Negra” was one of the few songs
to break Shakira’s six-month stranglehold on
the top slot of the Hot Latin Songs chart. (5)

OLGA TANON

Puerto Rico’s first lady of merengue makes a
long-awaited return to the awards show armed
with two hit singles, “Bandolero” and “Vete
Vete,” that are competing in the Latin Tropical
Airplay song of the year, female.

The Sony BMG Norte songbird also putouta
greatest-hits album, “Como Olvidar: Lo Mejor
De Olga Tafién,” from her former label Warner
Music Latina that peaked at No. 6 on the Top
Tropical Albums chart. (5)

AVENTURA

The sweet-singing male quartet from the Bronx
moved from bachata to midtempo reggaetén
and scored a chart-topping smash with “God’s
Project” (Premium Latin), which yielded the
No. 1 tropical hit “Ella Y Yo,” featuring reggaetén
maestro Don Omar, and “La Boda.” Both of
Aventura’s songs are doing battle for Latin Trop-
ical Airplay song of the year, duo or group. (4)

BABY RANKS

Baby Ranks, a perennial guest artist and song-
writer, finally got co-billing with mega-produc-
tion duo Luny Tunes on “Mas Flow 2” (Mas
Flow/Machete), an all-star reggaetén album, which
has rung up 56 weeks on the Top Latin Albums
chart, cresting at No. 2. The album yielded “Mayor
Que Yo,” which is a triple finalist. (4)

DON OMAR

Another reggaetén stalwart making noise at this
year's awards, Puerto Rican rapper/songwriter
Don Omar is up for two awards for Aventura’s
smash single “Ella’Y Yo,” on which he is featured,
and for his chart-topping “Da Hitman Presents
Reggaeton Latino” (VI/Machete/UMRG). Don
Omar is a finalist for songwriter of the year as
William O. Landrén. (4)

LASAESTACION

The lone finalist from Spain, this newcomer pop
trio on Sony BMG Norte cut a top five album,
“Flores De Alquiler,” that contained “Algo Mas,”
a riveting ballad that rose to No. 2 on the Latin
Pop Airplay chart. (4]

REYLI

Reyli, a former member of Mexican rock act Ele-
fante, scored the hit debut “En La Luna” (Sony
BMG Norte), which stayed on the Latin Pop chart
for 50 weeks. Lead single “Amor Del Bueno” was
a top five entry on the Latin Pop Airplay chart. (4)

www americanradiohistorv com
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ANDY ANDY

Veteran Dominican bachaterc Andy Andy, whose
birth name is Angel Villalona, finally cracked Bill-
board’s album charts when his Wepa/Urban Box
Office album “Ironia” logged <3 weeks on the Top
Tropical Albums chart, cresting at No. 1. (3)

LA AUTORIDAD DE LA TIERRA

With its first pair of albums, “100% Autcridad
Duranguense” and *Gracias Rigo,” going top five
on the Regional Albums chart, La Autoridad de
la Tierra, Disa’s latest purveyor of el sonido du-
ranguense, is doubling its chanices to win Top Re-
gional Mexican Album of the vear, new artist. (3)

N’KLABE

Puerto Rico natives Félix Javier Torres Gonzalez
and Héctor José Torres Donatceand Chicago-born
Ricardo Luis Porrata are the talented vocal trio
N’Klabe, which peaked at No. 3 on the Top Trop-
ical Albums chart with “I Love Salsa” (NUjSony
BMG Norte). N’Klabe hit No. 1 on the Latin Trop-
ical Airplay chart with “Amor De Una Noche.” (3}

TITO NIEVES

This venerable salgero from New York scored
a top 10 tropical albnm with “Hoy, Mafana Y
Siempre” (SGZ/Univision). Nieves also has
two finalist bids as a featured vocalist on
Arthur Hanlon’s No. 1 tropical smash “La
Gorda Linda.” (3) contimued on >>plLM24
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LATIN AMERICA S HOTTEST VENUE

COLISEO DE PUERTO RIGO PUERTO RIGO

e Over 50 Soldout Concerts e US Territory

e Over 10 Multiple Run Shows e US Currency

e Over 115 Events To Date * Population: 4 Million +

* Over $35 Million Gross Ticket Sales * 3 Hour Flight from New York

FOR AVAILABILITY CONTACT:

Dale Adams Jochi Davila
187-625-6831 187-625-6834

. ) COLISEO DE PUERTO RICO
www.coliseodepuertorico.com JOSE MIGUEL AGRELOT
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63,007 TICKETS SOLD AT THE LA COLISEUM
THE LARGEST GROSSING CONUERT OF 2006
THE MOST SUCCESSFUL LATIN CONCERT IN US HISTORY
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DIANA REYES

Female solo artists in the duranguense field are few and far be-
tween, but Diana Reyes’ breakout, pop-flavored album “La Reina
Del Pasito Duranguense” (Musimex/Universal Lation) reached
No. 11 on the Regional Mexican Albums chart, while the sexy
songbird’s single “El Sol No Regresa” rose to No. 20 on the Latin
Regional Mexican Airplay chart. (3)

TONNY TUN TUN & HECTOR

Merenguero/bachatero Tonny Tun Tun and reggaeton notable
Héctor are three-time finalists, thanks to their contributions on
the reggaetén smash “Mayor Que Yo.” (3)

SERGIO VEGA

Backed by the standout brassy banda ensemble Banda
Sinaloense, Sony BMG Norte’s grainy-voiced Sergio Vega hit fi-
nalist pay dirt with banda-rooted singles “Cosas Del Amor” and
“Duefio De Ti,” each of which is a finalist for Latin Regional
Mexican Airplay song of the year, new artist. (3)

ANA BARBARA

“Confesiones,” which contained greatest hits from Fonovisa’s
statuesque Mexican singing star Ana Barbara and Univision
chanteuse Jennifer Pefa, topped out at No. 5 on the Regional
Mexican Albums chart. (2)

MARC ANTHONY

Electrifying Nuyorican idol Marc Anthony is a contender for
Latin tour of the year and Latin Tropical Airplay song of the year
for his Sony BMG Norte hit “Tu Amor Me Hace Bien,” a No. 1
on the Latin Tropical Airplay chart. (2)

RICARDO ARJONA

Ricardo Arjona, the dependable hitmaker from Guatemala, is
doing battle in two pop categories with his hit album “Adentro”
(Sony BMG Norte) and its chart-topping lead single on the Latin
Pop Airplay chart, “Porque Es Tan Cruel El Amor.” (2)

AKWID

West Coast rap duo Akwid teamed with Univision labelmate
Jae-P to cut the top 10 album “Kickin’ It . . . Juntos.” It will
compete against Akwid’s other top 10 album, “Los Aqua-
cated De Jiquilpal,” in the Latin rap/hip-hop album of the
year category. (2)

CHAYANNE

Famed Puerto Rican balladeer Chayanne teams with Marc An-
thony for a possible trophy in Latin tour of the year, while his
chart-topping Sony BMG Norte album “Cautivo” duels for top
honors for Top Latin Pop Album of the year, male. (2)

VICENTE FERNANDEZ

Ageless legend and Chayanne labelmate Vicente Fernandez is
a finalist for Latin tour of the year, which he won in 2005. He is
also a finalist for Top Regional Mexican Album of the year, male
solo artist with “Mis Duetos,” another No. 1 hit for Fernidndez
on the Top Regional Mexican Albums chart. (2)

JUAN GABRIEL

A renowned performer and songwriter, Sony BMG Norte artist
Juan Gabriel is another big name competing for Latin tour of
the year and songwriter of the year. (2)

K-PAZ DE LA SIERRA

This popular duranguense octet from Chicago scaled the Top Re-
gional Mexican Albums chart with “Més Capaces Que Nunca”
(Disa). K-Paz dela Sierra’s first single “Mi Credo” logged 40 weeks
onthe Latin Regional Mexican Airplay chart, peaking at No. 2. (2)

LUIS FONSI

Luis Fonsi, the babyfaced boricua singer/songwriter on Universal
Latino, is a double finalist with his top five Latin pop album “Paso
A Paso” and its lead single “Nada Es Para Siempre,” which spent
four consecutive weeks at No. 1 on the Latin Pop Airplay chart. (2)

FRANKIE J & BABY BASH

Former Kumbia Kings vocalist Frankie | and California rapper
Baby Bash team up as finalists for Frankie J’s Columbia/Sony
BMG Norte hit “Obsesién (No Es Amor),” which hit No. 2 on
Hot Latin Songs. (2)

ARTHUR HANLON

This Detroit-born pianist was the first non-Latin American to
top the Latin Tropical Airplay chart with the Fonovisa hit “La
Gorda Linda,” recorded with salsa titan Tito Nieves. Hanlon is
also the first non-Latin American finalist in this category. (2)

LOS HOROSCOPOS DE DURANGO

A triple winner at last year’s Billboard Latin Music Awards, this
high-stepping duranguense collective fronted by Vicky and
Marisol Terrazas is a double finalist this year, thanks to “Y
Seguimos Con Duranguense!” (Disa), which spent three straight
weeks at No. 1 on the Top Regional Mexican Albums chart. Los
Horoscopos de Durango’s hit single “Si La Quieres” climbed to
No. 5 on the Latin Regional Mexican Airplay chart. (2)

LUNY TUNES

The first-ever reggaet6n finalists (and double winners) two years
ago, Luny Tunes’ Franciso Saldana and Victor Cabrera are fi-
nalists again, along with Baby Ranks, in the Latin compilation
album of the year category with “Mas  continued on >>pLM28

TOP LABELS, PUBLISHERS

Sony BMG Norte, EM| Music

Among Frontrunners

It’s a new year, but the same finalists—Sony BMG Norte (née
Sony Discos), Univision Music Group and Disa—dominate the
label categories at the Billboard Latin Music Awards. Similarly,
EMI Music continues to rule the roost as a publishing corpora-
tion.l As in years past, Sony BMG Norte held sway in the pop
and tropical sales and airplay categories with 31 titles on the
Latin Pop Albums chart. Fifty of its titles appeared on the Latin
Pop Airplay chart, while 47 appeared on the Latin Tropical Air-
play chart. in addition, the label also placed a whopping SS ti-
tles on the flagship airplay chart, Hot Latin Songs.

Meanwhile, Univision placed a staggering 113 titles on Bill-
board’s flagship sales chart, Top Latin Albums. Univision affili-
ate Disa rang up 51titles on the Regional Mexican Albums chart
and 44 titles on the Regional Mexican Airplay chart.

www americanradiohictorv com

Famed publisher EMI Blackwood landed 26 titles on the Hot
Latin Songs chart, including such reggaeton hits as “Mayor Que
Yo,” by Luny Tunes; and Wisin & Yandel's “Rakata,” plus the du-
ranguense hit “Si La Quieres” by Los Horoscopos de Durango.

EMI Music hung 45 titles on Hot Latin Songs, among them
the blockbuster pop ballads “Algo Mas” by La 5a Estacion
and “Cuando A Mi Lado Estas” by Ricardo Montaner and
the reggaetén anthem “Yo Voy” by Zion & Lennox featuring
Daddy Yankee.

And as testimony to reggaeton’s expanding popularity, reg-
gaetdn label Machete placed eight strong-selling titles on the
Top Tropical Albums chart, led by Daddy Yankee’s “Barrio Fino,”
Don Omar’s “Da Hitman Presents Reggaeton Latino’ and Wisin
& Yandel’s “Pa’l Mundo.”—John Lannert .

AWARDS

second from top: Alfaqui Camera Press/Retna.Ltd.
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UNITED STATIONS IS PROUD TO

OFFER AN EVER EXPANDING LINEUP
OF EXCITING PROGRAMMING
FOR RADIO.

[u Dinero con Julie Stav La Vida es una Noveia Launch en Espanol

Tu Voz en Washington ocura por el Futho ubelo

Dra. Isabel cura b iva d Zone

C on Sazon de Este a Oeste ccos Pero Locos
P ensultorio d Manicomio de la Manana
Garaie de Autozone Handyman en Su Casa

m FOR MORE INFORMATION ON THESE PROGRAMS CCNTACT LAURA CASTAGNA "

212.869.1111 Ext.3651 « www.uritecstations.com “NW'S"]N
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LATIN MUS$IC

CONFERENCE & AWARDS 2006
IN ASSOCIATION WITH RGE“

BYING

Monday, April 24

8:00pm - 10:00pm Glass @ The Forge

PRE-CONFERENCE KICK OFF

HOSTED BY BILLBOARD LATINO & SPOMSORED GIBSON GUITARS
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Performances by
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%t \»
Alondra Arthur Hanlon Black Guayabas

Jon Secada Locos Por Juana Monte Rosa

Tuesday, April 25

9:00am - 5:oopm The Ritz-Carlton Batiroom Gallery, 2nd floor
REGISTRATION &

VISIT THE HEINEKEN LISTENING LOLINGE

BADGES SPONSORED BY SESAC E S.A C F @
BACARDIL

LANYARDS SPONSORED BY CMN
GET YOUR STARBUCKS COFFEE!
HAVE A BACARDI MOJITO! (3PM-5PM]}

The Ritz-Carlton Baliroom, 2nd floor

10:00am - 11:15am
TV STARS Television has become a key medium to market, discover and
groom artists. An ongoing slew of reality shows are increasingly providing artists to
the Latin music fealm. From the Televisa machine to “Latin American idol,” key
executives discuss the role of TV in the making of stars.
Moderator: Tamara Conniff, Executive Editor/Associzte Publisher, Billbcard
Speakers:
* Jack Alfandary, VP Licensing/ New Business Develapment, Latin America
& US. Hispanic, Fremantle Media Licensing Worldwide
« Pedro Damian, Producer, Rebelde, Televisa
» Stephanie Fisch, SVP, Endemol USA Latino
+ Arturo Velasca, Director, Televisa Musica

11:30am - 12:45pm
MORBILE & DIGITAL: The New Wave S EaBEs
SPONSORED BY RiTMO TUNES 11 »
This is “the” year for digital Latin music sales and mobile explosion, say industry
mavens. With Digital stores apening up through the region and mabite content
increasing exponentially, retailers, labels, websites and content providers discuss
strategies to maximize digital and mobile potenfial.

Moderator: Seraio Lopes, VP Marketing/Digital Development & Distribution,

EMI Music Latin America

Speakers:

* Bryan Biniak, SVP/GM, AG Interactive

+ Roslynn Cobarrubias, Urban Coordinator, MySpace.com

* Jonathan Dwaorkin, VP A&R, Bling Tones

» Ray Farrell, VP Content Acquisition, emusic.com

« Paul Leakas, GM, Nielsen Mobile

» Angel Sepulveda, Senior Programming Manager, Music & Entertainmnet. AQL Latino

12:45pm - 1:45pm LUNCH BREAK

SCHEDULE

1:45pm - 3:00pm
PRESIDENTS PANEL:

SPONSORED BY MORGAN RENEE
ENTERTAINMENT INC.

indie to Major. Presidents from independent and major fabels discuss how their
different business models work in today’s music scene.

Moderator: teila Cobo, Latin Bureau Chief, Bitlboard

Speakers:

+ John Echevarria, President, Universal Music Group

« Adam Kidron, President/CEO, Urban Box Office

* Kevin Lawrie, President, Latin Region, Scny BMG

» Gustavo Lopez, President, Machete

3:15pm - 4:30pm

RADIO REVOLUT