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Spirit of Service®

Services not available in all areas, Prices exclude taxes, surcharges, and other fees. Discounts may apply after first full month of billing. May require equipment purchase at additional charge. Subject to applicable restrictions. Call Qwest® or visit www.qwest.
com for details. Gwest Mobile Broadband Card and Qwest Mobile Broadband Card Data Plan: Subscription to Plan and minimum system requirements (including compatible card slot ard operating system) required. Must be within specific service area;
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usage exceeds 5GB/month, customers may be tequired to show compliance with terms and conditions. if Qwest determines use is non-compliant, service may be suspended or interrupted without notice. Other restrictions may apply. See Terms and Conditions "
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Qwest subscribers for customer service. Please call Qwest with any questions of comiments about the services. Sprintand other Sprint marks are owned by Sprint Nextel. All other trademarks owned by their respective companies.

Copyright © 2007 Qwest. All Rights Reserved.
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Pay For Play

A Performance Royalty For Radio Is Long Overdue

BY IRVING AZOFF; JAY COOPER, ESQG;
and SIMON RENSHAW

As any good artist rep knows, for every
performer making a living through
music, there are thousands of singers,
musicians, session musicians and back-
ground singers barely getting by.

Yet, there is a question about the in-
herent value of an artist’s performance
and the value of an artist’s work. This is
the fundamental point in the growing
debate over a full performance right
for artists.

The consumption of music is at an
all-time high, yet for a very significant
part of that consumption—the radio per-
formances of the artists’ work—those
performers are not paid.

The United States is one of the few
countries that do not pay performers a
full performance right—a royalty—when
their music is broadcast on the AM and
FM dials. It does not take the under-
signed (two managers and a lawyer) to
explain that the music community as a
whole has a substantial vested interest
in the outcome of this effort.

For decades, over-the-air radio has
received special treatment. While Inter-
net, satellite and cable broadcasters all
pay a full performance right, “corporate
radio” has a free pass to play music with-
out paying a single penny for the con-
tent of their business—a massive
corporate radio loophole.

We all know that no one listens to
radio for the commercials.

Radio chooses and plays music to
attract listeners, which in turn, attracts
advertisers, who as a result of the amount
of listeners, pays radio a lot of money for
that access. Thus, corporate radio has
builtits success on the backs of singers,
musicians and background singers and
musicians, but are unwilling to pay for
the use of their performances.

Radio will tell you it “promotes” music
—don’t you believe it. It plays music that
it knows will get listeners. Radio calls
paying for artists’ performances a “tax.”
Should we be calling payment to per-
formers for their work a tax, or are they

like the rest of the working community,
in that they should be paid fair compen-
sation for their endeavors—in this case,
a creative endeavor?

Creation of a full performance right
would compensate the performers, back-
ground singers, studio musicians and
copyright holders for the talent and hard
work that brings music to life.

Today, the United States finds itself
in the company of China, North Korea,
Rwanda, the Congo and many other less-
than-stellar countries that do not pay a
performance right. In fact, all of Europe,
Canada, Australia and Japan, which do
pay a performance right, withhold roy-
alty payments to American performers
to protest the lack of payments made to
foreign artists when their material is
broadcast in the United States. Thus,

P

American creators and our government
lose millions upon millions of dollars.

As the way we listen to, learn about
and sell music becomes more diverse,
itis important that we establish the value
of a musical performance. While we do
not know what new technology is just
over the horizon, today we have the
opportunity to establish the value of an
artist’s work whether it is broadcast over
the air to our radio this afternoon or
beamed to a microchip tomorrow.

A great performance seems effort-
less and polished—but it is far from
easy. Most Americans hear artists for
the first time when they break onto the
national stage. They do not see the years

the hours of practice and endless stu-
dio sessions that introduce America to
the next big thing.

Despite the odds, the hard work and
hurdles, occasionally songs reach the
American public and find a place in the
internal soundtrack that people carry
with them as they go about their lives.

No one doubts a good performer’s tal-
ent and skill, yet corporate radio does
not want to pay for it. In fact, many
performers from years ago—the same
artists who laid the foundation for today’s
hits—are forced to tour into their 70s
because it’s their sole source of income.
All the while, corporate radio makes bil-
lions of dollars playing their hits.

It's time for the United States to join
the global industry standard and provide
a full performance right for perform-
ances broadcast over the air. Congress
is poised to make a decision that will dra-
matically affect our artists’ careers.

The Recording Artists’ Coalition has
joined with others in the music commu-
nity—including AFM, AFTRA, Ameri.
can Assn. of Independent Music, Music
Managers Forum, the Recording Acad-
emy, the RIAA and SoundExchange—to
form the musicFIRST (Fairness in Radio
Starting Today) coalition (musicfirst-
coalition.org). With the support of more
than 150 founding artists, musicFIRST
is the voice that will ensure that aspir-
ing performers, local musicians, back-
ground singers and well-known artists
are fairly compensated for their music
whenever and wherever it is played.

MusicFIRST is mobilizing the music
business to join forces and engage in a
conversation with policymakers, opin-
ion leaders and industry insiders. We
have been well-received, but we cannot
move forward alone. We must ensure
that we have a fair and level playing field
in the United States—as it exists in other
countries—by achievinga full perform-
ance right for all artists. .o

Irving Azoff; Jay Cooper, Esq.; and
Simon Renshaw are board members of
the Recording Artists’ Coalition. For
more information, see
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>>>XM CEO
EXITS

XM Satellite Radio
CEO Hugh Panero
will leave the

company in August

and Nate Davis,
current XM
president/COO,
has been named
interim CEO. In
February, XM and
Sirius announced
they had entered
an agreement to
merge. The merger
is pending
shareholder and
regulatory
approval.

>>>WAMU
PARTNERS
WITH VENUES
Banking company
Washington
Mutual is
expanding its
music presence
with WaMu Live, a
new program that
gives customers
exclusive benefits
to concerts at
venues in Los
Angeles, Seattle,
New York and San
Francisco. Fans
who flash a WaMu
credit, ATM or
home equity card
at select venues
will have access fo
on-site VIP
lounges,
designated
parking, special
entrance and
concession lines,
concert e-mail
alerts and online
ticketing via
wamulive.com.

>>>EMI GOES
VIRTUAL

EM! has partnered
with teen-focused
virtual world
Habbo Hotel to
promote the
upcoming U.K.
compilation album
“Now 67.”
Members can
preview and
comment on the
album by entering
a private “room”
where the music
will be streamed
The deal will also
include in-game
events, a launch
party and live
debates that take
place in the Habbo
Hotel community.

BY ANTONY BRUNO

Selling
Yourself

Are Fan And Band Sites
The New Record Stores?

Record labels big and small are
working toward the goal of
turning every social network
profile, blog and fan site into
a digital music storefront.

Their ultimate objective is
an environment where music
fans could stream their fa-
vorite music from their per-
sonal Web pages and post a
“buy” button next to each
track. If every site’s visitor
could, with the click of a but-
ton, place that same buy but-
ton on his or her own site as
well, every fan could become
a point of purchase and a
channel for promotion.

By sidling up to the social
networking scene, labels
hope to goose a digital down-
load market that is not yet
making up for falling CD
sales. However, despite their
popularity, it's hard to say
whether social networks can
translate their promotional
prowess into sales.

At first blush, it seems like
aslam-dunk. Social networks
are enormously popular, with
MySpace counting 70 million
active monthly users alone.
Adding to their sheer size is
their ability to instantly con-
nect like-minded users based
on shared interests, location
or real-life associations. These
“friends” can virally pass along
content from one to another
quickly and easily by simply
sharing a small bit of code-
called a widget—between in-

dividual profiles.

For instance, artists on My-
Space often allow fans to post
a stream of their latest single
to their individual profiles.
More than 9 million fans have
posted Fall Out Boy’s “A Little
Less ‘Sixteen Candles,” a Lit-
tle More “Touch Me' " to their
respective sites.

Leading the charge is Sno-
cap. The company’s MyStore
service enables artists to sell
tracks from their MySpace
pages, and the new Spread the
Word feature allows fans to
copy the store to their own blog
sites, Web pages and virtually
any other Internet presence.
CEO Rusty Rueff compares it
to a distribution network of
vending machines.

The system has been
adopted by major labels Warner
Music Group (WMG) and EMI
Music, allowing their acts to sell
music directly from their Web
sites and MySpace pages, and
for fans to do the same.

The model is a far cry from
the traditional digital retail
model, where fans must visit
dedicated online retailers like
iTunes to find and purchase
digital music.

“It just completely decen-
tralizes it,” EMI head of dig-
ital Barney Wragg says.
“Obviously you can place a
‘buy’ button [on] iTunes and
any other retailer. But this is
a real easy way for us to do
something specifically for

ILLUSTRATION BY BRIAN STAUFFER

that artist.”

However, the mode! is not
without challenges. For
starters. social nefworks have
not yet proved themselves as
significant retail cutlets. Even
MySpace president Tom An-
derson thinks members are
more likely to merely hang out
on such online communtties
than shop for music.

“The music-buying experi-
ence is different from what
you do on MySpace,” he told
South by Scuthwest attendees
during a panel in March.

“We're not investing a ton of

energy in that. It’s not a big
part of our business.”

[nstead social networks will
likely be limited to impuls:
purchases—a source of incre-
mental revenue for sure but
hardly likely tc give iTunes a
run for its morey.

Which brings up obstacle
No. 2: digital rights manage-
ment. Any digital music filein-
compatible with the iPod will
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be difficultto sell, regardless of
who's selling it. At launch, the
MyStore program focused on
indie and unsigned artists who
have no qualms selling their
music unprotected. Earlier
this month, EMI became the
first major label to adopt the
platform as part of its ongoing
DRM-free campaign.

But the only other major
label participating in the My-
Store program—WMG—has
insisted on using Microsoft’s
WMA technology, which even
Snocap’s Rueff says will hin-
der adoption. “Your sales will
follow where your content can
be played,” he says. “Ifit plays
on an iPod, it’s got a better
chance of selling. And the only
way to do that is with MP3s.”

Yet early results show prom-
ise. While the company de-
clined to provide specific
numbers, Snocap says the
number of consumers regis-

ELEBRATION DAY
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tering for MyStore accounts—
necessary to buytracks via the
service—has increased 50%
morith over month since the
service wentlive in Decerber,
and the number of a la carte
downloads is rising by 40%
per month.

And Snocap is hardly alone
{see Digital Entertainment,
page 12). In addition toa la
carte downloads, there are ef-
forts under way to monetize
streaming music enline from
such sccial networks as
Last.fm ard Imeem. Beyond
social networks are more ded-
icated blog services like Type
Pad, BlogSpot and Wordpress.

‘Social networks are the
[peer-to-peer| networks of the
future,” Rueff says. “They’re
this generation’s MTV. if you
want to be ata point of sale at
the highest point of desire
and consumption, be where
the fan is .

biZ MOBILE: For 24/7 news ard analysis om your cell phone
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>>>U.S. REP
PUTS SQUEEZE
ON LIMEWIRE
The chairman of the
House’s investigating
committee has
criticized peer-to-peer
program LimeWire for
failing to take steps to
ensure sensitive data
can’t be easily
obtained. Rep. Henry
Waxman, D-Calif., said
the panel’s
investigators found
such sensitive data as
personal bank records
and tax forms,
attorney-client
communications and
corporate strategies
via the service.
LimeWire chairman
Mark Gorton defended
the company, saying
that it has taken steps
to warn users of the
risks of file-sharing and
said new technologies
were coming that will
help curb inadvertent
file-sharing.

>>>WATCH-
MUSICHERE
BOOSTS
CATALOG
CinemaNow’s
WatchMusicHere music
video service will now
include content from
Sony BMG, EMI Music
Group and Sanctuary
Records. The service
relaunched in June
with 1,600 music
videos exclusively from
Warner Music Group.
That exclusive deal
ended July 21 and the
new agreements
increase the service’s
catalog to 6,000
videos.

>>>EMI, BURGER
KING TEAM

EMI Music will be
giving away free
downloads from its
catalog in a U.K.
promotion with Burger
King. The record
company has teamed
up with digital agency
Vervelife for the push,
which is the first in a
planned series of
global campaigns with
Vervelife’'s brand
partners. Under the
campaign, consumers
will be able to search
for, sample and
download a prepaid
EMI] Music track from a
specially created
microsite by inputting
a unique code.
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The RAMONES documentary ‘End of
the Century, from Cugat Iinc., is one of
the film titles available via IODA.

FILMFOCUS

Indie Music
Distributors
Branch QOut
into Video

Digital music distributors that
have focused on independent
music are setting their sights
on anew type of content: video.

For the last several years, the
Independent Online Distribu-
tion Alliance, the Orchard and
other aggregators were focused
onacquiring distribution rights
forindependent and unsigned
artists looking to place their
songs on iTunes and similar
digital music services.

With thatland grab now be-
hind them—at least in the
United States—the Orchard
and IODA have taken steps
this month to broaden their
respective portfolios into
video. The Orchard’s merger
with Digital Music Group
brought it 4,000 hours of video
footage, while rival TODA
began building its video strat-
egy in-house by licensing con-
tent from a handful of
independent filmmakers.

‘While there will always be
some improvement and growth

in {music distribution], it’s
pretty mature,” IODA CEO
Kevin Arnold says. “The [video]
market is still quite a bit behind
music. It’s still very young.
There is a need for the same
types of services.”

Today, most video content
tends toward either top-line re-
leases from major studios and
TV networks or user-generated
fare. As they have done with
music, l[ODA and the Orchard
plan to acquire the content
needed to flesh out their part-
ners’ video offerings to include
independent and catalog titles
currently either missing or hard
to find.

“It’s going to be an aggrega-
tion of a lot of niche offerings
that together make something
interesting,” Orchard CEO
Greg Scholl says. “It's impor-
tant to develop more of a chan-
nel offering, particularly in the
mobile market, and have those
arrows in the quiver.”

Over time, these aggregators
hope to bundle their musicand
video assets in ways that may
provide promotional opportu-
nities to their indie-artist clients.
For instance, an online movie

rental service
could make a
film’s soundtrack
available as a sep-
arate download or
let users stream
the songs from the
site.

“There’s a lot of
opportunity for
creativity and new
ideas regarding the marking of
that kind of content,” Arnold
says. “We definitely see oppor-
tunities to package music video,
or perhaps a music download
as a free giveaway or a bundled
item that might be given away
with the film.”

Neither JODA nor the Or-
chard believe their video assets
will generate any meaningful
revenue for at least another year
or two. Arnold says revenue
from the new video business
will likely remain less than 10%
for immediate future.

Internet and mobile video,
at this point, are not as user-
friendly an experience as digi-
tal and mobile music. Visual
images often appear frag-
mented and are frequently
plagued by pauses caused by

long load times. However, this
is expected to change as Inter-
netand mobile networks grow
in sophistication.

Already, 75% of active
liome Internet users are con-
nected via broadband net-
works, up from 65% last year,
according Nielsen/Net Rat-
ings. And according to Com-
score, 75% of active U.S.
Internet users stream video
in a given month.

Mobile usage is growing as
well. Data tracking firm Tele-
phia (which is owned by Bill-
board parent company Nielsen)
says mobile TV/video subscrip-
tion revenue increased 198%
to $146 million in first-quarter
2007. By comparison, mobile
music revenue (including ring-
tones, ringback tones and full

songs) generated $239 million
for the same quarter.

Parks Associates predicts
U.S. Internet video revenue will
total more than $7 billion by
2010, while mobile video will
generate more than $500 mil-
lion by that same time.

“There’s not a lot of money
from digital sales of video con-
tent yet,” Scholl says. “But the
time is now to gain a strong po-
sition in that channel.”
Billboard’s Indies column is
on hiatus, but will return to
the magazine shortly. In the
meantime, indies coverage
will continue in the magazine
and online.

For 24/7 indie news

biz and analysis, see
" billboard.biz/indie.

BY ED CHRISTMAN and JONATHAN COHEN

Starbucks Steers
Stores’ Stance

Traditional Retailers Begin To Accept Coffee Chain
As Hear Music Signs Joni Mitchell

With each new projectit brings to mar-
ket, Starbucks continues to quell the
traditional music retail sector’s initial
hostile reaction to its 2004 incursion
into selling front-line CDs.

Hot on the heels of Starbucks’ Paul
McCartney triumph, retailers are welcom-
ing news of its Hear Music imprint signing
Joni Mitchell (billboard.com, July 25).
Her new album, “Shine,” will be released
Sept. 25 through the coffee chain’s stores
as well as traditional outlets.

“While | had mixed thoughts about
the competition to our core customers,
anything that brings attention to music
the way they do, it benefits all of us,”
Baker & Taylor VP of music Steve
Harkins says. “Plus, [Starbucks] are not
loss-leadering. | am a fan of anybody
who helps the music industry.”

Mike Dreese, CEO of Newbury
Comics in Newton, Mass, says, “It’s fab-
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ulous to see great marketers market
music, regardless of how old the artists
are. Paul is no longer a superstar in
terms of unit sales, but if Starbucks is
doing for Paul McCartney what they
did for [developing act] Antigone
Rising, this is good.” g

Since its June 5 release, ]
McCartney’s “Memory Al-
most Full” has scanned
468,000 units, according
to Nielsen SoundScan.
While the exact number of
Starbucks’ “Memory” sales are
not available, 56% of sales are from
nontraditional stores, with the Seattle
merchant presumably contributing most
of those.

Meanwhile, Mitchell’s signing with
Starbucks represents an about-face for
the artist, who had grown increasingly
frustrated with the music industry. Her
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last album, “Travelogue,” has scanned
about 72,000 units.

Mitchell’s work with Starbucks on a
2005 “Artist’s Choice” compilation
helped encourage her to not throwinthe
towel on the industry just yet. “Joni ac-
knowledged back in 2005 that not only
was she very, very impressed with our
commitment to music and our cus-
tomers’ love of music, but that [the com-
pilation] really helped to re-energize her
passion for music,” Starbucks Entertain-
ment president Ken Lombard says. “As
we continue to have discussions withre-
spect to this new [album], it is ob-
vious to us that she’s back,ina
big way.”

Lombard adds that
“Shine” is the album that
Mitchell fans “have been
waiting for. This is true

Joni—itis almost the return

of her as a storyteller.”

The release includes nine new
songs plus a new version of Mitchell’s
“Big Yellow Taxi.” The album is part of a
series of new work fromthe artist, includ-
ing aballet based on her music, “The Fid-
dle and the Drum,” and a visual art ex-
hibit that opens in the fall in New York.

Hear Music launched as a joint ven-

ture between Concord Music Group and
Starbucks in June with the release of Mc-
Cartney’s “Memory Almost Full,” but had
its origins with the two companies’ col-
laboration on Ray Charles’ “Genius Loves
Company”’ album in 2004. Concord han-
dles marketing, promotion and distri-
bution outside Starbucks.

Initially, traditional music retailers
were disturbed by reports that Star-
bucks was making money on every
copy of “Genius” sold. Their hostility
toward Starbucks accelerated when
labels granted the store exclusive win-
dows to sell albums like Alanis Moris-
sette’s acoustic reworking of “Jagged
Little Pill* and Bob Dylan’s “Live at
the Gaslight.” But two years have past
since Starbucks’ last exclusive win-
dow arrangement, which undoubt-
edly plays into the good will some tra-
ditional merchants now exhibit toward
the chain.

Lombard’s bigger concern, though,
is how artists feel about the chain. “Paul
was very pleased with the commitment
we displayed toward really generating
excitement around the launch of ‘Mem-
ory Almost Full,” ” he says. “As we move
forward with Joni, you’ll see that same
level of commitment.” .

RAMONES: MAGNOLIA PIC TURES/COURTESY EVERETT COLLECTION: MITCHELL: JAY BLAKESBERG/RETNA
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IN LOVING MEMORY OF A MUSIC INDUSTRY GIANT

DON ARDEN
JANUARY 4, 1926 — JULY 21, 2007

DON ARDEN WAS LARGER THAN LIFE
AND WAS BORN WITH AN INCREDIBLE PASSION FOR MUSIC
HE WILL BE MISSED
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NEWS §
FROME |
& R —
>>>SATCASTERS
TO OFFERALA
CARTE
PROGRAMMING

Hoping to win favor
with federal
regulators and win
approval of their
proposed merger,
Sirius Satellite Radio
and XM Satellite Radio
have offered to
implement a la carte
programming as a
combined company.
The offer is part of a
broader pricing and
programming plan
filed with the FCC and
includes lower- and
higher-tier options.

>>>ARTISTS
OFFER WEB
LESSONS

KT Tunstall, Biur and
Supergrass are among
the acts that have
signed up to a new
Web site that aims to
get music fans playing
along to their favorite
hits. The digital rights
management-free
downioadable video
tutorials at
nowplayit.com show
the artists providing
techniques, guidance
and stories about the
tracks that made them
famous. Each tutorial
costs £3.99 ($8.20) to
download.

>>>LEWISTO
RESUME TREK
Staind frontman
Aaron Lewis is set to
resume his solo tour
July 27 at the
Washington Pavilion
in Sioux Falls, S.D. The
current leg of the trek,
titled Have Guitar, Will
Travel Il, has 18 dates
scheduled. The tour
will make its way west
to Spokane, Wash.;
Portland, Ore.;
Seattle; Los Angeles;
and San Diego before
hitting the East Coast
in late August for its
final stops in New
York and Hampton
Beach, N.H.

Compiled by Chris M.
Walsh. Reporting by
Brooks Boleik, Antony
Bruno, Mitchell Peters,
Charles Riley, Jody
Thompson, Susan
Visakowitz and
Reuters.

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

The New Potter Book Lures Customers Into Record Stores

Bookstores all over the world
have been celebratinga party
out of bounds, but Harry Pot-
ter’s magic is so powerful that
it's even been bringing traffic
into record stores.

Harry Potter and the
Deathly Hallows” sold a mind-
blowing 8.3 million copies on
July 21, its first day of avail-
ability, according to its pub-
lisher, Scholastic. Amazon
claimed 1.4 million U.S. pre-
ordersand 2.2 million world-
wide. Borders Books & Music
saysitsold 1.2 million copies
on the first day, while Barnes
& Noble says it sold 1.9 mil-
lion on July 21 and 22.

And though selling books
doesn’t generally tend to be the
first thing on the mind of
broad entertainment stores
and other retailers, that seems
to be working in their favor
from a profit-margin stand-
point. A waitress at Sparrow
Bar in Astoria, N.Y., who says
she bought her copy of the new
Potter book at Best Buy to avoid
the madness going on in book-
stores, was far from alone.

“It seemed like the whole
world stopped and revolved
around Harry Potter,” says
Steve Harkins, VP of music
at Charlotte, N.C.-based Baker
& Taylor, the large wholesaler
that specializes in books. “It
was a great story for us, and
many of our music accounts
carried the book.

At Newbury Comics in New-
town, Mass., director of pur-
chasing Carl Mello says thal
the chain’s sales of the seventh
and final Potter title would
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have placed the book at No. 8
on his store’s CD best-sellers
listand No. 1 on the DVD list.

“Potter is a cultural phe-
nomenon, and it's a powerful
brand that ties in with other
product areas,” Mello says.
Newbury Comics stocked the
book inall 27 of its stores, but
its big seller was the outlet in
Harvard Square, where
“everyone was dressed up as
witches and warlocks. 1t was
absolute madness out there.”

Midnight sales on release
date-—a marketing strategy pi-
oneered by the record indus-
try nearly two decades ago
—were once again the order of
the day with Harry Potter, as
practically every chain that car-
ried the book opened at 12:01
Saturday morning.

“All of our stores ran mid-
night sales,” Hastings Enter-
tainment CFO Dan Crow
says. “One of our stores was
having so much hoopla and
decorations around the event
that the local TV channel de-
cided todo alive remote from
our store instead of its initial
plan of filming one of our
competitor’s stores.”

Hastings Entertainment, a
151-store multimedia chain
based in Amarillo, Texas, sold
80,000 units on opening day,
10% ahead of the July 16,
2005, release of “Harry Potter
and the Half-Blood Prince.”
Like most merchants, Hast-
ings saw the release as a way
to do cross-merchandising,
with its trend category up
70%, thanks to Potter-related
goods, Crow reports. He also
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says new book releases were
up 100% over last year and
even used books were way up.

But for his chain, at least,
the Potter excitement didn’t
translate into an increase in
overall musicsales, Crow says.

In addition to Hastings,
Value Music and the Virgin
Megastore chain report in-
creased sales in other mer-
chandise, thanks to Potter.
“Along with strong book
sales we also did extremely
well with our Harry Potter
apparel line,” Virgin Enter-
tainment Group North
America VP of product
Kevin Milligan says.

“From what | am hearing,
the basket was favorable,” says
Rob Perkins, president of the
Value Music chain in Mari-
etta, Ga. The “basket”—other,
regularly priced merchandise
bought by each customer buy-
ing the Potter book—is im
portant because the Potter
book was highly discounted
throughout the marketplace.
Amazon is selling the book at
$17.99, nearly halfits $34.99
list price. Most merchants are
selling it at about $18.99.

At Virgin Megastore, the
new Potter book outsold the
previous one by more than
50%, Milligan says. “We had
a terrific turnout with the sale
of the new Harry Potter book,”
he says. “Most of our stores of-
fered up a midnight sale with
in-store costume parties and
events while the customers
waited in line to pick up one
of the highly anticipated books
of the summer.” .
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Shifting The
Copyright
Fight

U.K. Battle For Term Extension
Moves To Europe

Britain’s music industry says it will take its copyright fight to
Europe, after the U.K. government rejected its call for term
extension—but insiders say Brussels may prove even harder
to convince.

The Department of Culture, Media and Sport unraveled
years of music biz campaigning by backing the Gowers Review
and ruling that the term for sound recordings should remain
at 50 years (billboard.biz, July 24).

“This is a blow,” says Frances Moore, IFP| regional director
for Europe. “But the U.K. is just one country amongst 27” in the
European Union (EU).

John Whittingdale—chairman of the parliamentary select
committee whose advice to extend the term was ignored by
the government—says the industry faces an even bigger chal-
lenge in Europe.

“The task of persuading the [European] Commission [EC]

BE*"IELES recordings will begin to
fall intg the public doainin 2012.

to back the change will be much more difficult if the U.K. gov-
ernment doesn’t support it,” he says. “They need to continue
to try and persuade ministers.”

Music lawyer Paddy Gardner of Eversheds, whose practice
counts Elton John, U2 and Apple Corps among its clients, notes
that Beatles recordings will begin to fall into the public do-
main in 2012. He says lobbyists will increasingly need to lean
on campaigning artists like Who frontman Roger Daltrey.

“The argument to date has been, ‘Let’s follow what’s hap-
pened in the U.S.,” ” he says, referring to an extension of the
period of protection stateside. “I’'m not sure that message is
going to go down particularly well with a lot of our European
neighbors. A different tack might be required, focusing on
the artists and their being rewarded for creative endeavors.”

The EC launched a review of the EU’s term of protection
rules in 2004, as part of a wider reform of European copy-
right legislation. When the EC began, its initial assessment
was that extending terms was unnecessary and, three years
on, meager progress has been made as the review has be-
come mired in bureaucracy. “There will be nothing before
2008,” an EC internal market spokeswoman says.

The industry also has to persuade skeptical EU internal
market commissioner Charlie McCreevy, who last year an-
gered the artistic community when he pushed for an end to
copyright levies on recording media and equipment.

But Moore says delays within the EC could actually help
the U.K. cause.

“By the time this issue gets to the Council of Ministers, Gordon
Brown could be gone as prime minister and replaced by [Con-
servative Party leader] David Cameron,” she says. “And Cameron
has already said he is ready to support an extension.” oos
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Yeats eggae Festival Is Jamaica’s Premier SRo

reated in just six weeks in 1993 by a consortium of
successful Montego Bay businessmen after its pred-
ecessor, Reggae Sunsplash, relocated from the resort
to Kingston, Reggae Sumfest has established itself
as Jamaican music's premier annual live showcase.

Fifteen years on—despite a proliferation of U.S. and European
summer reggae festivals—label A&Rs and live promoters from
the United States, Europe, Japan and the Caribbean say that Sum-
fest remains the most reliable reggae event at which to spot new
artists and book talent for upcoming shows.

This month, enduringly popular singer Half Pint—who will
release his 22nd album, “No Stress Express,” later this year—
was offered a 21-city U.S. tour immediately after concluding
his 2007 Sumfest set, his manager Loyal Haylett says. “I refer
to Sumnfest as ‘the Super Bowl of stage shows,” ” Haylett says.
“Sumfest is a major launching pad for anyone who wants a ca-
reer in reggae.”

Similarly, sibling reggae group Morgan Heritage was invited
to perform on the punk-leaning Vans Warped tour in 2001 after
a Warped tour booking agent saw its 2000 Sumfest set. The group,
which first appeared at Sumfest in 1995, has since toured the
world. But it returned to the event this year, the band says, be-
cause it believes performing at the festival is as important for es-
tablished artists as it is for young hopefuls.

“People from all over the world come to Sumfest to see what's
happening,” the group’s lead singer Peter Morgan says. “Artists
get all kinds of shows after performing there.”

In its early years, the festival was marred by interminably leng
band changes and an outdoor venue, Catherine Hall, that offered
little more than a dirt floor. But those days are long gone as cor-
porate sponsorship from Air Jamaica, telecommunications com-
pany Digicel, Ocean Spray and the title sponsor, Jamaica’s Red

SUMFEST; ROY SWEETLAND/ SWEETLAND PHOTQGRAPHICS;
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Swift’s Un-Swift Climb

After 39 Weeks, Teenage Artist Finally Tops Country Chart

Stripe beer, attest. According to one of the festival di-
rectors, Robert Russell, Sum/est is estimated to gen-
erate nearly $1 billion Jamaican ($26 million) into
the local economy. The festival costs $90 million Jamaican ($1.3
million) to put on, Russell says, and while sponsors offset many
of the expenses, the profit margin tops out at 10%-15%. “We be-
lieve we are doing something good for Jamaica,” Russell says.
“Many artists who have performed at Sumfest have gone on to
sign deals, and we are convinced that the exposure they have got-
ten here has helped their careers to skyrocket.”

Kingston-based entertainment attorney Lloyd Stanbury says,
“The promoters approach Sumfest first and foremost as a busi-
ness project. They make sure the audience gets value for their
money and have done an excellent job managing the festival,
which sets them aparl from other festivals here.

But Jerome Hamilton, director of Kingston-based publicity
company/booking agency Headline Entertainment, says the fes-
tival’s “commercially driven” aspect makes for a somewhat dis-
concerting strategy. “Sunsplash was created because we are
exporters of music, but we have now become importers and we
use non-Jamaican artists to sell this event,” Hamilton says. “I
Sunsplash started out like this, purely business, you wouldn’t
have a Sumfest today.

Sumfest 2007, held July 19-21 in Montego Bay, presented more
than 70 acts and attracted 40,000-plus local and visiting patrons.
LL Cool ] and Mary J. Blige headlined alongside an exhaustive
lineup of reggae talent, including dancehall superstars Shaggy
and Beenie Man, whose animated interplay with the audience
reaffirmed their supreme status in the genre; raspy-voiced, lovers’
rock crooner Beres Hammond; and contemporary roots singer
Tarrus Riley—who, in his fifth Sumfest appearance, made the
transition from promising opening act to an impressive prime-

It may have taken her 39 weeks, but
Taylor Swift has finally ascended to
the summit of Billboard’s Top Coun-
try Albums chart with her self-titled
debut. The 17-year-old Big Machine
signee can be counted among the
youngest artists to earn that partic-
ular accolade (joining performers like
LeAnn Rimes, who was only 13 when
“Blue” topped out), but her feat also
distinguishes her in another regard:
her gradual ascent to the top.

The last time it took any artist so
long to reach the pinnacle of the Top
Country Albums tally was when the

Dixie Chicks’ major-label debut, “Fly,”
climbed to No.1in 1999 after 51 weeks
on the chart. Prior to that, George
Strait needed to wait 40 weeks be-
fore “Pure Country”—the soundtrack
to his movie debut—reached the
penthouse in1992.

“Everything depended on grass-
roots traction and build for Taylor,”
says Big Machine president/CEO
Scott Borchetta, who signed the
singer/songwriter when she was 15.
“We wanted her to be viral, and she
was—particularly with the younger,
Internet-savvy crowd. We wanted 100

million impressions of her and her
songs before we even considered
going to radio.”

By time the label released “Taylor

Swift” last November, she had
scored an early music video deal
with Great American Country
for her hit “Tim McGraw.” And

to date, she’s tallied 20.9 mil-

lion impressions on MySpace.

Sales got an extra boost during
the busy Christmas season, with
a No. 3 Top Country Albums
debut, and the album never
dropped lower than No. 16.
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Left: BEENIE MAN. Inset, top: BERES
HAMMOND; middle, from left: MOJO
of Morgan Heritage, TARRUS RILEY,
UNA of Morgan Heritage; bottom:
SHAGGY.

time performer, accompanied for the
first time by his own band. Riley’s cur-
rentalbum, “Parables” (VP Records), has
spawned three No. 1 hits in Jamaica and
has placed tracks on several reggae radio
program charts internationally.

"We have always given exposure to
young talent,” Sumfest executive direc-
tor Johnny Gourzong says. “Tarrus Riley
is now the fastest-rising star in Jamaica,
sowe are proud when artists who perform here go on to big things
in the industry.”

“I look for artists who can really rock the Sumfest crowd,
says Neil “Diamond” Edwurds, an A&R executive at VP Records.
The label’'s most recent project, dancehall artist Mavado’s debut,
“Gangsta for Life/The Symphony for Life,” is No. 7 this week
on Billboard’s Top Reggae Albums chart and features the mor-
bid hit “Dying,” currently in rotation on R&B/hip-hop WQHT
(Hot 97) New York. “If an artist can move an audience that has
been standing on their feet for hours,” Edwards says, “they can
move a crowd anywhere.’

Mavado’s commanding renditions of his wildly popular
blood-splattered musical exploits (he has topped Jamaican
charts several times in the past year) moved the audience to
approvingly light butane torches and ignite firecrackers
throughout his set. But the crowd’s most rapturous response
was reserved for his heartfelt rendition of “Born and Raised,”
accompanied by a choir.

The all-embracing presentation of Jamaican music’s various
strains—f{rom righteous Rastafarian roots rock to dancehall’s
gangster posturing——coupled with the overwhelming home-court
advantage of celebrating reggae in the land where it was created,
have helped sustain Sumfest’s reputation, its sponsors say.

“Jamaica recognizes that reggae is now established worldwide,
but we refuse to relinquish the title of the world’s No. 1 reggae
event,” says Basil Smith, director of the Jamaica Tourist Board,
another Sumfest sponsor. “[f another festival reaches this size
and stature, we will make ours bigger and better because we will
not relinquish that lock on reggae.”

By the time radio was adding her
second single, “Teardrops on My Gui-
tar” (which ascends 5-4 on Hot Coun-
try Songs this week), in February, the
young artist had “proved her talent
and potential to program directors
everywhere,” country KMPS Seattle
PD Becky Brenner says. The station
was an early adopter of “Tim Mc-
Graw” last July, despite frequent dif-
ficulties for young, new female artists
to break into country radio.

“Her popularity on MySpace
was a big deal for us, in that here
was her exact audience who
clearly loves her,” Brenner says.
“We did a special concert pro-

motion with her for the station
through MySpace, and it re-
ally worked.” oo
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Billboard Regional Mexican
Summit Back For Second Year

JenniRivera, Diana Reyes and Grupo Montez de
Durango leader José Luis Terrazas are among the
marquee artists confirmed to speak at Billboard’s Re-
gional Mexican Summit, taking place Oct. 1-3 at the
Universal Hilton in Los Angeles.

The summit, now in its second year, will focus on
themes that affect the regional Mexican music in-
dustry, the top-selling subgenre of Latin music in
the United States.

A series of live showcases will take place through-
out the summit, including performances by Voces
del Rancho, Pablo Montero and Mazizo Musi-
cal. The event will culminate with the first Premios
Premusa Awards, presented by concert promotion
association Promotores Unidos. Confirmed per-
formers for the awards, taking place Oct. 3 at the
Gibson Amphitheatre, include Montez de Durango,
Alacranes Musical, El Chapo de Sinaloa and

Y3 E_'%_;EEILA COBO Icobo@billboard.com

Let's Talk
About Mex

the genre and its main issues,
this second installment takes
a progressive look at its short-
and long-term possibilities.

Radio will, naturally, be a
topic of discussion, but this
year’s summit also recognizes
that the Latin music industry
in general and the regional Mexican music industry
in particular are evolving, and applying the same
business models is no longer viable.

To that effect, panel discussions will turn to new
sources of revenue and promotion and new retail
and pricing models. Among the topics to be discussed
are digital and mobile marketing and sales, brand-
ing and licensing possibilities, the role of radio hosts
in shaping opinion and making hits, and an in-depth
discussion with a leading music industry executive.

GRUPO MONTEZ DE
DURANGO, above,
DIANA REYES and
JENNI RIVERA (inset,
from left) are confirmed
to speak at the summit.

emy will guide attendees
through the Latin Grammy
Award membership, entry and nominating
processes.

Billboard launched the Regional Mexican Sum-
mitlast year in recognition of the genre’s importance
and unique needs. Nearly 1,000 executives, artists,
concert promoters, new-media experts and others
attended the two-day event, which complements the
annual Billboard Latin Music Conference.

For more information on the summit, includ-
ing registration and accommodations, go to bill-

Conjunto Primavera.

While the inaugural edition of the summit—the
only music conference in the world dedicated to re-
gional Mexican music—provided an overview of

A special Nielsen BDS presentation will serve as
a guide to how best to take advantage of the data and
services provided by the country’s premier radio
monitoring system, while the Latin Recording Acad-

boardevents.com.

ore

b- For 24/7 Latin news and analysis, see
DOIZ billboard.biz/latin.

Shares Stay Stable

Univision Music Group Holds On
To Biggest Slice Of The Latin Pie

Sales have dipped but pro-  FIRST-HALF LATIN MARKET SHARE BY LABEL

portions remain relatively 2006 2007
stable within the Latinmusic  Univision Music Group 31.91% 36.24%
market for the first six months (7Uni7vision) - ~ 655% ~*‘:).i%
of 2007. (Fonovisa) 10.45% 13.93%

According to Nielsen (Disa)ﬁi; i - 14.92"/; 15.01%
SoundScan, the leading Latin ~ Sony BMG - 20.62%  19.48%
label in the market remains Universa] Music Latino o - 7.27% i 9.13%
Univision Music Group, EMTLatin - B —8?8% 6.5%
whose holdings include Uni- Mg&eute/UniversaTé o 5.51% 4.82%
vision Records, Fonovisaand  WEA Latina 2.89% 3.91%
Disa. All told, the three la-  Others - T 14.21% 14.08%
bels—which have separate
marketing and pron"::otion ;I:;?‘E:—BIGI%ZI&A;B%;’IARKET SHARE BY

y

departments but share a ;. <4l Music Global Distribution 53.29%
sales team—have.36.24% of Sony Music Distribution T 1.03%
the total U.S. Latin market- EMI MasﬁcﬁM;rkeitingi - = 6.66"7:
place, up from 31.91% for the WEA —_ T = T 4.91%

same time period in 2006.
As has been the case for

several years, Sony BMG
Norte was the runner-up in
market share, with 19.48% of
the Latin marketplace, a
slight dip compared with the
20.62% registered in 2006.

In third place is Universal
Music Latino, which regis-
tered almost two percentage
points of growth, going from

10 BILLBOARD

7.27% of the market in the first
half of 2006 to 9.13%in 2007.

The combined growth of
Universal Music Latino and
Univision further beefed up
Universal Music Global Dis-
tribution’s dominance as the
primary distributor of Latin
music in the country. Accord-
ing to Nielsen SoundScan,

AUGUST 4, 2007

UMGD accounted for 53.29%
of the market in the first six
months of 2007, up from
50.41% in 2006.

In contrast, runner-up Sony
Music Distribution had 21.03%
of the Latin market for the
same time period, less than
haif of UMGD’s share.

Much further below was

EMI Music Marketing, whose
total market share dipped
from 9% in 2006 to 6.66% in
2007, and WEA, which slightly
increased its percentage from
3.75% to 4.91%.
Univision’s performance
was widely anticipated.
Although none of the top
five albums of the year so far
fell under its realm, the label
group, run by José Behar, has
consistently had a handful of
titles in the top 10 of the Top
Latin Albums sales chart since
the beginning of the vear.
This week, for example, four
of the top 10 titles on the chart,
including chart-toppers Grupo
Montez de Durango’s “Agar-
rese,” are Univision Music
Group titles. Further down the
chart, eight out of the top 20
albums are Univision titles.
Of course, Univision has
amply dominated the Latin
marketplace for the past
four years, But by the same
token, its main genre—regional
Mexican—has been dispropor-
tionately affected by outside
factors, namely immigration
unrest and economic concerns
(see Latin Notas, this page).

Univision has responded
with aggressive retailand mar-
keting strategies that, com-
bined with radio, live perform-
ances and TV campaigns, have
led buyers to stores in far
greater numbers thanthe com-
petition. Out of eight No. 1de-
buts on the Latin sales chart
this year so far, half are Univi-
sionacts, including newcomer
Los Creadorez.

Regional Mexican has also
served Universal Music Latino
well. The label had a surge in
market share thanksin part to
the success of its regional
Mexican roster, notably Valen-
tin Elizalde, whose sales rose
in the wake of his death. But
other regional artists like
Diana Reyes, along with reg-
gaetonsuccesses Luny Tunes
and Rakim & Ken-Y, have also
improved the label’s standing.

Universal’s fortunes should
keep rising this year with the
fourth-quarter release of
Juanes’ new album, as should
those of sister label Machete,
which will release a live album
by Don Omar and a new stu-
dio set by Wisin & Yandel.

—LC

EN LA RED: For 24/7 coverage of the Latin music world,
€COMm Billboard has partnered with MSN. For a complete roundup
in Spanish, go to Billboard.Latino.MSN.com.
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VYING FOR VINA
Authors, composers and per-
formers from around the
world are invited to enter the
musical competition portion
of the 2008 Vifa del Mar In-
ternational Song Festival,
taking place Feb. 20-25. The
event, now entering its 49th
year, is the longest-running
and most prestigious music
fest in Latin America and
typically showcases more
than 20 top Latin and main-
stream actsin a four-day se-
ries of performances at the
seaside resort city of Vifia del
Mar, Chile.

This year’s songwriting
contest will accept 10 songs,
one from Chile and nine
other countries. All songs
must be original and may
have been published, edited
and/or disseminated since
March 1. The deadline for
submissionsis Sept. 28.1na
departure from previous
years, where individual
countries submitted their
competing song, this year all
songs will be chosen from
among a panel of judges in
Chile. The author and/or
composer of the winning
song will receive a cash prize
of $30,000, and its per-
former will receive $10,000.
The artist winning the prize
for best performance will re-
ceive $7,000. For more on
requirements and the festi-
val, go to canal13.cl, festi-
valdevina.cl or tvn.cl. The
Vifa del Mar Festival is pro-
duced by the City of Vifa,
Chile’s Universidad Catdlica
and TV channels Canal 13
and TVN.

MUSIC FOR MEGA

Cuban singer Albita Ro-
driguez has created a musi-
cal theme for MSBS-Mega TV
(channel 22), the Miami TV
station owned by Spanish
Broadcasting System. The
campaign, whose sfogan is
“La Mega Se Pega” (The
Mega Sticks), will be used to
promote all of La Mega’s orig-
inal shows. Rodriguez, who
wrote the La Mega theme,
will also appearinspots pro-
moting the station. She is not
currently promoting an al-
bum of her own. —LC

RECORDS

VISA

COURTESY OF FONO!

RIVERA
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Die, Greedy Swine! Die! Die!

When we last tuned in, pun intended, our
stalwart record companies had completely
given up on the idea of actually making great
records people might want to buy, and had in-
stead decided to charge radio stations for hav-
ing the audacity to broadcast their records
over the airwaves willy nilly so that even the
unwashed unsubscribed could hear them.

Now it’s the rights societies turn to go
after those thieving huckleberries who run
nightclubs, coffee shops, restaurants and

HANK WILLIAMS
JRJS volume may
be turned down in
at least one Florida
restaurant.

COOLEST GARAGE

SONGS

COOLEST
N THE
WORLD SALAD DAYS
THIS WEEK THE GRIP WEEDS / GROUND UP.

CRUEL GIRL
THE RED BUTTON / GRIMBLE

DO THE ROBOT
SISELY & THE SAFETY PIN-UPS / TEENACIDE

4 LINDSAY NEVER GETS LONLEY
THE ACTUAL / SOFT DRIVE N
99%

! 2 __THE MOONEY SUZUKI/ELIXIA
SOME OTHER GUY
THE HENTCHMEN / ITALY RECORDS

hair salons.

And don’t think for a minute you sneaking,
sniveling dentists are safe either. It'l] take
more than laughing gas to save your ass.

The license fee in Australian nightclubs
playing records just went from 7 Aussie cents
per customer to $1.05—and if there is danc-
ing, from 20 cents to $3.07 per person.

Just in case you're thinking that might bode
well for live music, think again, my friend.
Performance rights organizations are now
going after coffee shops where folk duos play
to 50 people.

In Canada the Society of Com-
posers, Authors and Music Publish-
ers is going after barbers, hairdressers
and, yes, dentists who play music of
any kind that their customers can hear.

Have you had enough yet? No?

OK, just one more, then we can all
go back to denial.

A restaurant in Florida was con-
tacted by a company that said it had to
pay a license fee for music or it would
be fined.

“But we don’t play music,”
niving scoundrel claimed.

“You broadcast ‘Monday Night Foot-
ball’ don’t you?” our protector and sav-
iour asked.

“Yeah, so what?”

“We own the rights to Hank
Williams Jr’s ‘Are You Ready for Some
Football,” and you're broadcasting it.”

Long pause. Looking for the Candid
Camera, no doubt.

“I'll tell you what,” the former New
Jerseyan restaurant guy says. “Next
Monday, when Hank comes on, I'll
turn the sound down.”

Click.

See you on the radio. .o

COOLEST GARAGE

the con-

ALBUMS

ICKY THUMP

THE WHITE STRIPES / WARNER BROS.

BABY 81
_ BLACK REBEL MOTORCYCLE CLUB/RCA

HAVE MERCY
_ THE MOONEY SUZUKI / ELIXIA

CBGB FOREVER
Al ___VARIOUS ARTISTS / CBGB FOREVER
5 THE WEIRDNESS
THE STOOGES / VIRGIN o
HERE FOR A LAUGH
THE BREAKERS / FUNZALO

CODE FUN
BLACK TIE REVUE / GEARHEAD

SHE’S MY GIRL
THE SHAKE / RAINBOW QUARTZ

RENTACROWD
THE LEN PRICE 3 / WICKED COOL*

/
8.
9

DANNY SAYS
FOO FIGHTERS / CBGB FOREVER

8 CATCH YOUR SNAP

RENTACROWD
THE LEN PRICE 3 / WICKED COOL*

PEACHFUZZ / TEENACIDE

HENTCH-FORTH-FIVE
THE HENTCHMEN / ITALY

YOURS TRULY, ANGRY MOB
KAISER CHIEFS / UNIVERSAL

“NEW YORK-BASED WICKED COOL RECORDS IS CREATED AND HEADED BY LITTLE STEVEN VAN ZANDT.
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REYES RECGHDS INE€.
NUSICT * DISTRIBUTOIRS

140 N.W. 22 Avenue Tel: (305) 541-6686

Miami, Florida 33125 Fax: (305) 642-2785

http://www.reyesrecords.com E-mail: reyesrecords@reyesreccrds.com

KV WS TR

TODO EN MUSICA * EVERYTHING YOU NEED IN MUSIC

REYES RECORDS INC.
MUSIC DISTRIBUTORS

140 N.W. 22 Avenue (305) 541-6686
Miami, Florida 33125 Fax: (305) 642-2785

Superstar Andy Andy has joined wih EMI Televisa
to release his much anticipated album.

TU ME HACES FALTA SEL# 97977

In stores 7-31-2007
hitp://www.reyesrecords.com E-mai': teyesrecords@reyesrecords.com
TODO Eh! MUSICA * EVERYTH,IN YOU NEE IN MﬁUSIC
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DIGITAL RETAIL BY ANTONY BRUNO

MORE STORES

Widgets Sell Music On Your Web Site

Having struck deals with EMI
Music, Warner Music Group
and MySpace, Snocap's My-
Store program is quickly be-
coming the leading provider
of digital music storefronts
for social networking sites
(see story, page 5).

But it is hardly alone. A
number of smaller technol-
ogy providers and music
communities are carving out
their own niche by offering
a wider range of features de-
signed to bring even more
discovery capabilities into
the picture.

While each have different
functionalities, they also
share a common trait—all of
them are Web widgets. Wid-
gets are small applications
that act like little Web sites
within a Web site, offering all
the elements of a stand-alone
Web site but designed for a
specific purpose: in this case,
selling music.

The real power behind
widgets is that they can eas-
ily be copied, shared and
dragged-and-dropped into
most any social network pro-
file, personal Web site or
blog. And the result, in this
case, is a viral, mass-
produced storefront that is
the polar opposite of the tra-
ditional retail sales model.
Rather than asking all users
to converge on a single point
of sale (such as iTunes), widg-
ets distribute the point of sale
throughout the Internet.

ONE-STOP
CHARGING

Are you a multigadget
geek? Got a smart-
phone, MP3 player,
Bluetooth headset,

adapters run around $10.

PDA, PlayStation Portable, BlackBerry and more?
Well then, the Chargepod is for you. The device can
recharge six items at once from a single power cord
and outlet. On the go? Easy—it can also plug into a
car’s cigarette lighter. Buy a new device? No problem.
Just get a new adapter instead of a whole new charger.
The Chargepod has adapters that support a host of
devices, including most mobile phones, MP3 players,
digital cameras and portable games. And by charg-
ing multiple items at once, the Chargepod’s voltage
regulator technology saves energy in the long run.
The base adapter costs $50 with one free adapter.
A full Starter pack—which comes with six adapters of
your choice and a car charging kit—costs $80. Extra

HOOOKA

It’s a model the Barenaked
Ladies know well. No stranger
to the concept of virally
spreading its work online, the
Canadian act not only was
one of the first bands to adopt
Snocap’s MyStore service, it
also jumped at the chance to
create a portable digital
music store with Indie911’s
Hoooka service when it
launched in March.

Indie911 began as an In-
ternet radio station in 2004
and in November 2005 mor-
phed into a music-based so-
cial network dedicated to
independent acts. The Hoooka
app lets any artist with an
Indie911 profile sell music
and videos directly to fans in
unprotected formats.

But unlike other sites offer-
ing a similar service, it cuts
fans in on the action. Anyone
posting a Hoooka widget gets
10% from each purchase
made through it, Indie911

—Antony Bruno
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takes 20%, and the artist gets
the rest. Prices are mandated
at 99 cents per song.

It also lets users customize
their Hoookas. So rather than
posting three different widg-
ets for three different bands,
users can fill their Hoooka
with any track they want (like
a playlist) and still make
money selling each track.
Fans can also fill the applica-
tion with their own photo
slide show. Plus, a chat fea-
ture lets fans simultaneously
viewing an artist’s Hoooka
chat with each other from dif-
ferent locations.

L

=l
= A%
REVERBNATION
Newer to the gume is Reverb-
Nation—a music social net-
work that went live last
October. The site lets fans
view artist profiles, stream
music and videos, and watch
upcoming concerts. It also
uses a version of Snocap’s My-
Store technology to let artists
sell their music from the Re-
verbNation service.

The company has had a My-
Space widget for some time
that allows fans to stream Re-
verbNation artists’ music and
view their tour schedule, but
no! purchase anything. Ear-
lier this month, however, it
debuted a My Band feature
built on the Facebook plat-
form that extends all the fea-
tures of the ReverbNation
network to Facebook profiles,
including streaming and sell-
ing music.

Participating artists can
use the application to post
and sell an unlimited num-
ber of songs, provide tour
dates and sell tickets from
their Facebook profiles. Fans
can then post the same ap-
plication on their own Face-
book profiles.

Any of the 20,000 artists al-
ready using ReverbNation can
pull their existing informa-

tion from ReverbNation into
the Facebook application.
New users have to fill out a
profile from scratch.

The company does not take
any extra commission from
what Snocap already charges
for selling individual songs.
But it does take 50% of any
revenue from advertising on
artists’ ReverbNation profiles,
which may appear on the My
Band widget soon.

-
)
-

oo

NIMBIT

Nimbit, another recent en-
trant, provides independent
and unsigned artists with a
variety of Internet tools to
sell and promole their music
and merchandise. In June, it
launched the Nimbit Online
Merch Table, a marketing
widget designed specifically
for independent artists who
want to work outside the
label structure.

Like Hoooka and Reverb-
Nation, Nimbit allows artists
and fans to sell full songs in
MP3 format. But it also lets
them sell tickets to upcoming
shows from an event calen-
dar, as well as merchandise
and CDs. Fans can use the
widget to join the artists’
mailing lists and view their
bio and photos.

Artists can set their own
per-track prices, but there is
a 49-cent minimum charge.
They keep 80% of all sales. Ad-
ditionally, costs for using the
widget run from free for the
most basic version to $25 per
month for extra management,
promotion, hosting and tech-
nology services.

It may be too early to
measure how effective these
widgets will be in driving
additional sales. Bul with
such major online retailers
as Amazon, Wal-Mart and
eBay also designing similar
“distributed commerce” ap-
plications to join in the
game, it's an easy guess that
the strategy is not going
away soon. oo

. For 24/7 digital news

1Z and analysis, see
1 billboard.biz/digital.
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BITS &BRIEFS

DEAD END VIDEO
Wind-up Records act Strata
is asking fans to submit
clips of their videogame
activities set to one of four
new songs from the band’s
new release “Strata Pre-
sents the End of the
World.” Videoclips of in-
game videogame action
are known as “machinima”
videos. Wind-up has teamed
with Machinima.com to col-
lect gamers’ video submis-
sions—which must be of
gamers’ “most memorable
in-game death.” The grand
prizeis $1,000.

SAVIORS’ SONATA

The new videogame “Eter-
nal Sonata” from Namco
Bandai takes the conver-
gence of music and games
to new levels. The main
character is none other
than Frederic Chopin, who
spends the game on his
deathbed dreaming of a
fantasy world where he
must save a young girl.

e

Throughout the game,
Chopin’s original composi-
tions serve as a key element
not only in the soundtrack,
but also in the storyline and
game play.

HIGH HOPES FOR HI5
It seems everyone is
trying to compete with
MySpace in the social
networking arena. While
Facebook has emerged
as the service du jour, an-
other newcomer called
HiS is coming on strong.
The site has some 30 mil-
lion members and gener-
ates about 200 million
page views per day. It is
particularly popular in
Latin America. Such inter-
national presence has
earned it $20 million in
first-round financing from
venture capitalists bet-
ting the site may eventu-
ally be acquired by a U.S.-
based social networking
provider looking for a
better global reach.

|

4
 TOTAL MONTHLY STREAMS..
Top Songs
1 SEAN KINGSTON

Beautiful Girls BELUGA HEIGHTS/EPIC

The band is only 2 FERGIE
the fourth rock
group to hit No. 1
on The Billboard

Hot 100 since * By A Drank
2001. The others: ;4
Maroon 5,
Nickelback and
Crazy Town.

3 T-PAIN

7 RIHANNA

1 ALY & AJ

Her North
American tour
kicks off Aug. 28
in Winnipeg. It
continues through
T-PAIN
Sept. 1. : Buy UIA Drank

2 FERGIE
Big Girls Don't

1 5 AVRIL LAVI
I ] Girliriend RCA
; 3 5 RIHANNA

? 8 LIL MAMA
Lip Gloss JIVE

« 9 HILARY DUFF
Stranger HOLLYWOOD -

RGJ
Big Girls Don't Cry (Personal) WILL.|.AM/ARM

Bartender KONVICT/NAPPY BOY/JIVE

KON
Sorry, Blame It On Me KONVICT/UNIVERSAL MOTOWN

6 SHOP BOYZ
Party Like A Rockstar UNIVERSAL REPUBLIC

Umbrella SRP/DEF JAM

I PLAIN WHITE T'S
Hey There Delilah HOLLYWOQD

9 KEYSHIA COLE
Let It Go IMANVGEFFEN

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

Potentlal Breakup Song HDLLYWQDD

Umbrella SRP/DEF JAM

7 SHOP BOYZ
Party Like A Rockstar UNIVERSAL REPUBLIC

531,618 |
322448

313,666

{Shawty Snappin’) KONVICTAIVE 294,364
278,623
250,971
250,971
202,816

163,018

162,354

Top Videos

586,907 ‘

Cry (Personal) WILL.I.AM/AGM 509,011

3 CHRIS BROWN |
Wall To Wall JIVE

442,368

{Shawty Snappin’} KONVICT/IVE
GNE

436,617
369.705
360519
348.244
314.072 |

270,377 \

10 AVRIL LAVIGNE

When You're Gone RCA

269,982

All versions (i.e. AOL Sessions. Network Live, etc.) of a |
video or song are combined into one entry. * First Listen/
First View ** Network Live ' Breaker Artist ** AOL Sessions

Source. AOL Music for the four weeks ending July 19 ‘
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 'Retail Track

ED CHRISTMAN echristman@billboa_rd.com

Purple Brain

The Covermount Is Only Prince’s Latest Marketing Coup

Normally, I am in the thick of things when artists
or labels get into a spitting contest with music
retailers or visa versa. But how much fun have
I had watching this Prince CD/newspaper give-
away story from the sidelines?

This was a hoot all the way through. It had
everything: high-profile threats (the artist for-
merly in record stores), ridiculous threats (re-
tailers snitching to environmental advocates
about the CD becoming landfill waste), betrayal
(HMV joining the chorus of U K. retailers that
initially denounced the move and then stock-
ing the album, I mean newspaper, after all) and
Pontius Pilate (Sony BMG shrewdly deciding
not to distribute the album to U.K. retail and
then wisely hightailing it for the hills).

PRIMCE

Oh, and it produced a boatload of publicity
for Prince, which I suspect was the point in the
first place. In case you missed it, his new album,
“Planet Earth,” represents the first time a major
star has given away a new studio album as a
covermount on a newspaper—in this case, the
Sunday version of the Daily Mail. That U.K.
paper usually sells 2.4 million copies, but the
one with Prince sold 3 million.

You can call him Prince or the artist formerly
known as Prince or the symbol formerly known
as the artist or whatever you want, but I con-
sider him the artist who thinks about business.
And while I may not agree with his thinking, I
certainly respect it. This isn’t the first time
Prince has upset the apple cart.

In 1997, about 18 months after he’d got his
symbol on and began playing with Warner Bros.’
head, he started to get under retail’s skin. He
was the first major artist to bypass retail toem-
brace the Internet when he initially sold his
three-CD “Crystal Ball” set from a Prince Web
site. While Prince never revealed how it did in

sales, it probably didn’t do so well, since that
was the early days of the Internet mail-order
business. But his next move showed Prince was
just getting warmed up. In an apparent attempt
to salvage sales for “Crystal Ball,” in 1998, he
sold a four-CD version of the album one-way
(i.e., noreturns) to Best Buy. The chain appeared
to have it exclusively, except for Prince’s require-
ment that it sell the album to independents in
markets where it didn't have stores.

But before the consumer electronic chain
could stock it, Musicland and Blockbuster cut
their own deals and started selling it first. Then
Prince further distributed that album through
the now-defunct M.S. Distributing. After all that
maneuvering, “Crystal Ball” has sold 113,000
copies, according to Nielsen SoundScan, which
didn’t track the initial Internet sales.

After that, Prince kept selling to the beat of
his own drum. His next studio album, “New-
power Soul,” with 214,000 scans, also came out
on his own NPG label and through an inde-
pendent distributor. But the one after that, “Rave
Un?2 the Joy Fantastic,” with 487,000 scans, was
delivered through NPG/Arista.

Prince then went back to indie distribution
in 2001 for “The Rainbow Children,” which
scanned 158,000 units, and delivered two stop-
gap projects—an instrumental album and a live
album—each scanning 30,000 units.

In 2004, even though Prince signed with Sony
Music Entertainment, he found yet another way
to challenge the status quo. He gave away a
white-sleeve version of “Musicology” to every
fan who attended his sold-out tour, while peo-
ple going to stores got a full-package version.

That approach pissed off retail—because it
lost sales to the giveaway—and labels—which
argued that a concert giveaway shouldn’t be
counted as sales for the charts. In the end, “Mu-
sicology,” scanned 2 million units, about half
from store sales, so retail didn’t fare too bad on
that deal. His follow-up, “3121,” went through
Universal Republic and scanned 524,000 units.

And now “Planet Earth” is out July 24 state-
side, although I hear the British version is al-
ready on eBay for $5. Thanks to the U.K.
brouhaha, at least people know it's out. Appar-
ently it’s being distributed traditionally in the
States—but with Prince, you never know. Still,
whatever he does, l hope American merchants
don’t make the mistake of their British coun-
terparts. All that whining didn’t play well in
the press.

Looking at his track record, Prince remakes
the business model every few years. So retail
should get ready for something new to come
down the pike from him eventually. Retailers
figure that he owes them because they supported
him in his early days. But Prince probably fig-
ures he’s paid them by providing multiplatinum
sales throughout his career.

bi For 24/7 retail news and analysis,
JNZ e billboard.biz/retail.
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ARTIST(S) Attendance
Venue, IDate Capacit Promoter

THE POLICE, THE FRATELLIS, FICTION PLANE

ﬂi;’?&“ B KRN acebh s ;362",0.‘;39 The Next Adventure (A Llve Nation Company)

T+4E PO:ICE

?&7?.?’" PownsLoulsilie Ky 33{&'? The Next Adventure (A Live Nation Company}

GROSS/
TICKET PRI

$4,128,705
$225/350

$2,899,375
$225/350

THE POLICE, FICTION PLANE

Patace of Auburn Hills, Auburn
Hilig, Mich., July 17

$2,069,428
$227.50/$52.50 ‘szﬁif:z The Next Adventure (A Live Natlon Company)

EEEREIN CRISTINA AGUILERA, LOW RIDER

(52150621 Ausiaian) “ gertainment Centre, Brisbane, 18
, b 383 i
$120.06/$84.30  Aust ral'aal July 20-21 1998 two shows Frontier Touring

PTY LR THS POLICE, ZICTION FLANS

$200/%50 Quicken Loans Arena, Cleveland, 18,881 3 =
/$5! Juky 16 U The Next Adventure (A Live Nation Company)

$1,234,084

$91.75/$67.75/ )
$51.75 Philips Arena, Atlanta, July 21

TiIM McGRAW & FAITH HILL

1419
16.767

SRRy AL TIM McGCRAW & FAITH HILL

$92.75/$68.75/ Nationwide Arena, Cclumbus,
g » 1,815 3
o Ohig, July 18 15135 Live Nation

LALLM T MCGRAW & FAITE JILL
89.75/365.7 = A

$49.75/$30 o A LI 20 2038
$955,214

$94.25/%369/
$52.25/$31.50

Live Nation

Live Nation

TIM McGRAW & FAITE HILL

\ . : 1,958
“ellon Arerm, Pittsburgh, July 17 [2327

NICKELBACK, STAIND, DAUGHTRY

saratoga Performing Arts Centar, 25,415
Sararoga Sgwings, NY., July 8

Live Nation

$931,546

$65/$35 Erends Live Nation

SWEN STEFANI, LADY SOVERZIGN, AKON

MG@M Grand Garden Las Vegas, 8,885 .
June 30 9477 Live Nation

$902,029
$131.25/$57.75

TOOL, B .5 BUSINESS

Tweeter Cenier, Mansfield,

$857,070

$50/$30 Live Nation

19,382
Mass., July T2 19.90C
KEMNY CHESNEY, SUGARLANKD, PAT GREEN
Toyota Favilion, Scranton, Pa, 16,214
July 20 seliout
CIRQUE DU SOLEIL'S ¢ IRtUM’

Verizon Wireiess Arena, 9,224
Mandchester, N.H., June 26-28 10.700 three shows

TIM McG2AW 2 FAITH BBLL

2rare ial s o i
e ckean=ile #1a. sy 22 ey Enewagih
NICKELBACK, STAIND, CAUGHYRY

Blossorm Musc Center, 21,57¢C
Cuyahoce Fals, Ohid, July 10 sellout

VANS WaRPEDR TOUR

g;’::g', _::f:,d‘a' Mile High, gg'ggcs Live Nation, Nobody In Particular Presents

$841,254

$76.50/$38.50 Live Nation, The Messina Group/AEG Live

$832,887
$125/$38.50

Live Nation, Cirgue du Soleil

$716,008
$90.75/$70.75/
$50.75/$31

$702,610
$60/$26.50

Live Nation

$634,281
$3125

‘BRAD PAISLEY, JACK INSRAM, KELLIE PICKLER, TAYLOR SWIFT

Wainut Cees Amphtheatre,
Raleigh. ~.C.. July 20

$565,928
$48.75/$20 19,02%

sellout

BRAD PAISLEY, JACK INGRAM, KELLIE PICKLER, TAYLOR SWIFT

Merizon cless Arphitheater, 17,988 . ]
~., July 51 sellout Live Nation

Tharlof

Live Nation

$556,345
$49.75/$20

VANS WARPED TOUR

Seaside 2ark. Ventus, Calif.,

$540,200

$35/$20.24 17,710

June 3C 18.C00
JOHN MAYER, BEN FOLDS, ROZCQO DelLUCA
The Gorge George, Wash,, June 2 5%'885

$537,592 HARRY GDNNIZK JR.

Chastain Far= Amphthaatre,
$67.50/$35.50 Atlanta, _gne 24-;5

Goldenvoice/AEG Live

$539,122
$53.50/$35.50

Live Nation

10,157 13334 two

shows on2 selicut UhE eI

THE FRA™, MAE, OK GO

Tweeter 2n-er Waterfront,
Camder, N.J. June =4

$535,324

$45.50/$30 5,425

24.€98
CWEN STEFANI, LADY SOVEPEIGN, AKON

White Ri-er amphitheatre, 4,588
Aubum, ®was®, June 16 9,532

Live Nation

$528,040

$65.25/$15.25 Live Nation

$525,626

$90/$33 Saratoga ~errming arts Centae

Saratcga =orrgs, NY, June 30
AR RAHMAN

Nassau Coise am, Un-ondale,
WY, June 6

0,847

25240 The Next Adventure (A Live Nation Company)

$522,670
$303/$203/
$103/338

9,974
o638

CIRQUE DU SOLEIL’S ‘DELIRIUM’

Bi-Le Center, Greenvile, S.C., 7,651
June 6-7 9695 two shows

BO3 DYLAN

Eethel Woods Center for the 74,426 4
Arts, Bethel, WY, June 30 B.800 Live Nation

JOHN MAYER, BEN FOLDS, BRETT DENNEN

Elost.om Music Center, 14,265
Cuyahoga Falls, Ohio, July 1 Z1.651

GWEN STEFAN:, LADY SOVEREIGN, AKON

Xcel Energy Center, St. aul, 1,692
Minn, June 5 15.482

KZITH URBAN, THE WRECKERS
SedEx Forum. Mempis, June 28 10,730

Poojanka International

$517,949
$110/$39.50

Live Nation, Cirque du Soleil

$517,558
$118.50/$18.50

$513,465

$55/$30 Live Nation

$512,698
$67.50/$37.50

Live Nation

$509,675

54750 Beaver Productions

$505,255
386/$28.50 HiFi Buys Amphitheatre, Atlants, B,998
June 13 3,949

V/CENTZ FERNANDEZ

Coors Amahitheatre, Chula
Vista, Calif., June 9

M CXELBAZK, STAIND, F:NGER £LEVEN

Rerreation Complex, Bay 9,867 Gillett Entertainment Group, Sonic Concerts,
Roberts, Newtoundland, June 28 ©.0C0 Live Natlon

$501,397 JOHN MAYER, BEN FOLDS, BRETT DENNEN

.50 .50 Cw. M:tchell Pavilion, The
HOSDARET Waeodlancs. Texas, June 23

The Next Adventure (A Live Nation Company)

$502,613
$121.85/$55.25 gfgg Live Nation
$502,108
13537752 Canadian)
150.89

Live Nation, in-house

On The Road

b B RAY WADDELL rwaddel@billboard com

WhatWas And What
MightBe Again

How A Led Zeppelin Reunion Tour

Could Erase The Record Books

It would be big. Potentially one of the
biggest ever.

I’'m talking, of course, about the increased
chatter regarding a Led Zeppelin reunion tour
for 2008 featuring founding members Robert
Plant on vocals, Jimmy Page on guitar and
John Paul Jones on bass, with Jason Bon-
ham, son of the late Zep drummer John Bon-
ham, manning the skins.

There has been no announcement that this
tour is going to happen, and Plant has publicly
denied it will take place. Billboard in general
and myself in particular aren’t usually in the
rumor business. But this thing is starting to
take on a certain air of reality. Maybe it’s a pro-
posed tribute to late producer/record mogul
Ahmet Ertegun tentatively set for November
at London’s O2 Arena, and Zeppelin’s purported

g

LED ZEPPELIN

L

performance there. Maybe it’s talk that AEG
Live and Rolling Stones promoter Michael
Cohl’s CPI have already put in offers fora Zep
tour. (Neither would comment.) Maybe it’s just
wishful thinking.

For years, a Led Zeppelin tour, or the closest
thing to it in the absence of john Bonham, has
been considered the holy grail of the touring
world. With the Police having reconvened to
tremendous success in 2007 and the core Pink
Floyd quartet staging that one brilliant perform-
ance af Live 8 in 2005, two of the biggies have
come to pass. Given that the reunions of the
Beatles. the Clash and the Ramones cannot
ever happen without a seance, that leaves Led
Zeppelin as the biggest thing left that could hap-
pen with any degree of credibility.

Plant and Page toured arenas together in the
mid-"90s. With a killer backing band, the pair re-
ported $31.4 million from 63 shows that drew
1,028,678 people. That was enough to make Plant/
Page the seventh-grossing tour of the year ata
14 |
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time when the Rolling Stones, the Grateful Dead
and the Eagles were all touring stadiums.

And remember, 1995 was the cusp of explod-
ing ticket prices. A ticket price higher than $100
was rare; the Stones topped out most dates at
$50 that year, the Dead were $33.50 tops and
the Eagles had shattered the glass ceiling but
were still mostly less than $100. Tickets for the
Plant/Page show I attended at the (now shut-
tered) Pyramid in Memphis topped out at
$32.50, with Rusted Root opening.

While the days of coast-to-coast stadium
tours appear to be behind us, a Led Zeppelin
tour, particularly if Cohl is at the helm, will un-
doubtedly play scattered stadiums in North
America and probably all stadiums in Europe.
The tour would most likely be a creative “mix
and match” route similar to what the Stones
have done recently and what
TNA I[nternational president
Arthur Fogel has done with
the Police this year.

So let’s be conservative and
say Led Zeppelin averages $225
per ticket, with top seats at a
Stones-esque $450 and a low
end at $75. It’s a big produc-
tion, so you getan arena capac-
ity of about 15,000 max. Say
5,000 tickets at $75, 5,000 at
$200, 3,000 at $300 and 2,000
at $450, for the sake of discus-
sion. That comes to a gross of
$3.2 million for one night.

Suddenly those 1,028,678
headbangers Plant and Page
played to in 1995 generate a
gross of $231,452,550in 2008.
From those 63 shows the aver-
age gross is now $3.7 million,
compared with slightly less than $500,000 per
night then.

Given the status this tour would have and
what it would take to get these guys out on the
road, it's not unreasonable to assume the guar-
antee would be in the $3 million-per-night
range. The merch numbers would be astronom-
ical, $15 per head or better, so that brings in an-
other $15.4 million minimum, with online sales
bringing in plenty more. Plus, there no doubt
would be some serious live DVD possibilities,
not to mention there’s talk of a new compila-
tion release, and catalog sales at large would re-
ceive a terrific boost. Let’s not forget VIP and
fan club packages, and a high seven-figure spon-
sorship deal. And, hey, while were atit, let’s get
them in the studio to record some new mate-
rial under the Zep brand.

Now that’s big. .

i For 24/7 touring news
b'z and analysis, see
3 billboard.biz/touring.

LED ZEPPELIN: MICHAEL PUTLAND/RETNA



www.americanradiohistory.com

ENNE: LARRY MARANO/RETNA

SLAYER: KEVIN ESTRADA; MANSON. PEROU; FERGIE: GEORGE PIMENTEL/WIREIMAGE.COM

CHEY

gV ;{[\[c BY MITCHELL PETERS |

Summer Of Loud

With So Many
Hard Rock
Package Tours
This Season, Can
A Slayer/Manson
Co-Bill Beat

The Heat?

One thing concertgoers
won’t find a shortage of this
summer is hard-rock pack-
age tours.

Indeed, with stiff competi-
tion from such heavyweights
as Ozzfest (Ozzy Osbourne,
Lamb of God, Hatebreed),
Family Values (Korn, Evanes-
cence) and Sounds of the
Underground (GWAR, Chi-
maira, Shadows Fall),
whether or not the market
can sustain a Marilyn Manson/
Slayer co-bill amphitheater
trak remains to be seen.

With a ticket price rang-
int from $25 to $SS, none of
the 25 North American Man-
son/Slayer dates were sold
out at press time, but ticket
sales are “strong,” accord-
irg to Slayer manager Rick
Sales with Sanctuary Group.
The co-bill launched July 25
in West Palm Beach, Fla,,

and wraps Sept. 1in San An-
tonio. Bleeding Through has
been tapped as support.
The package finds Manson
touring North America for the
first time since 2004, when
the shock-rocker grossed $2.4
million for 26 dates, accord-
ing to Billboard Boxscore. Ear-
lier this year, Slayer toured the
United States and Canada,
grossing $1.2 million for 17
shows. For the current tour,
Manson will be out in support
of his June 5 Interscope re-
lease, “Eat Me, Crink Me,”
which has sold 171,600 copies
in the States, according to
Nielsen SoundScan. Slayer,
meanwhile, will be promoting
a rerelease of last summer’s
“Christ Hlusion,” which peaked
at No. Son The Billboard 200
and has sold 169,000 copies.
Rick Franks, president of
Live Nation Detroit, which is
hosting Manson/Slayer Aug.
T at Clarkston, Mich.’s 12,000-
seat DTE Energy Music The-
atre, hopes to sell about
8,000 tickets, but doesm’t an-
ticipate the tour will sell to ca-
pacity each night. “They’re
playing alot of the iarger ven-
ues, so | don't know how

MANSON

many places they’re going to
do 20,000 people,”’ Franks
says. “But what we see is that
everyone is going to make
money. Their business is
ahead of where they were last
time for both bands.”

Although Ozzfest rolls
through DTE weeks after Man-
son and Slayer, Franks doesn’t
believe the closeness in prox-
imity will have any effect on
ticket sales. “There are a lot of
choices every summer, and
the consumer is ready for it,”
he says. “The consumer looks
at it as an opportunity to see
alot of bands.” Last year, Oz-
zfest ($18.2 million), Family
Values ($6.2 million) and
Sounds of the Underground
($1.3 million) grossed a com-
bined total of $26.2 million
from 70 concerts, according
to Biflboard Boxscore.

Though he admits that the
pairing of Manson and Slayer
isa bit “left-of-field,” and that
both acts are capable of head-
lining their own shows, ““it's
the way to go,” Sales says.

“If you can make an event
with your artist,” the man-
ager says, “you’re going to
see a betterresult.” e

Absolut Vodka
Absotut Spirits
Live Earth U.S,, July 7

$1 miltisn

Build-a-Bear Workshop
Build-a-Bear Workshop
Presenting, Disneymania
Concerts for Conservation
featuring T-Squad, July-
August, nine 2005 and
aquariums

$175,0C0

(andie’s

1conix Brand Group

Fergie Verizon VIP Tour, 20-
plus stops, May-August

Papa John’s

Papa John’s Int’}

Live Nation outdcor concert
amphitheaters

$1¢ million

Starburst $780.C00
Masterfoods USA

Title, Thursday Night

Concert Senes, Six Flags

theme parks, June-August

sponsorship.com

$1.25 millior

ESTIMAED FXE  LEVERAGE

Absolut is leveraging its Live Earth partnership by serving as title
sponsor of the Live Earth SOS short-film series aimed at generat-
ing awareness for the globat climate crisis. The vodka brand pre-
miered 50 SOS films at last month’s Los Angeles Film Festival and
will roll out the remaining fitms during the next 18 months. The
films are almed at educating audiences about the importance of
the fight against global warming and starting conversations at
driving solutions. In 2008, Absolut will roll out a nationwide ad
(ampaign %o combat giobal warming. The campaign will encour-
age nightcubs, bars, restaurants and retailers to lead by exampt2.

Make-your-own-stuffed-animal retailer aligned with the music
tour to raise visibility and support Its 7-year-otd partnership with
the World Wildlife Fund, around which it donates $1 from the sale
of each animal In its WWF series to protect endangered animals
and their habitats. The tour was created by marketing agency 206
Inc. on behalf of Walt Disney Records, whose acts perform on the
tour. The z00s and aguariums receive proceeds for their conserva-
tion efforts from a portion of ticket sales, sponsorship and mer-
chandise revenue. Other tour sponsors include Southwest Airlines,
Animal Planet, SanDisk's Sansa Shaker and Kewl magazine.

The shoe and apparet brand is using its partnership with the
three-time Grammy Award-winning artist to drive Sales at Kohf's
Department Stores. Candie’s is activating the tie by
distributing 200 tickets through Try 2 Win events at
Kohl's outlets in tour markets. Consumers that try
on (andie’s apparel, shoes or accessories receive
piece of bubble gum that reveals if they are an
instant winner. it also is hosting an on-site
fashion show at each concert In which eight

* preselected fans become models on the
main stage, styled by Fergie’s tour stylist. In addi-
tion, Candie’s is running a commercial featuring
Fergie at each stop and is uploading exclusive event
footage from each concert on candies.com.

Country’s third-largest pizza company inked a multivear sponsor-
ship and marketing agreement that gives Papa John’s “official
pizza of Live Nation” designation and sales rights at up to 24 Live
Nation outdoor concert facilities this year with 11 additional ven-
ues expected to be added through 2010. The agreement also calls
for joint marketing and promotional efforts, including the in-
venue distribution of promotional materials and online market-
ing initiatives by the two brands.

The Starburst Thursday Night Summer
Concert Series features such acts as
Ne-Yo, Chayenne, Gym (lass Heroes
and Cartel. Masterfoods is leverag-
ing the tie with the Starburst VIP
seating section for each concert
that is available to a limited num-
ber of guests who purchase
Starburst Fruit Chews in the park
that day. Starburst and Six Flags will also
team up 1o offer a national sweepstakes
dangling a grand-prize trip for four to
the Six Flags concert of the winner’s
choice. The concerts take place at
six theme parks and waterparks.

Comgiled by Wiltiar Chipps, senior editor, IEG Spansorship Report

IEG/BILLBOARD TOUR SPONSORSHIP

SPONSOR/TOUR

DEALMAKERS

Absolut Vodia brand director
lan £rystal, Leve Earth chief of
staf Tom Feeget and Live Earth
direztor of sponsor greering
Josk Stemper

206 Inc. principle Mike
Salvadore, Walt Disney Records
executive director of broadast
marketing aud stratzgic
alliances Phif Gueriri and
Buikd-a-Bear Worksaop ehief
marketing bear Teresa K:oll

{corix Brand Group LEP Neil
Cole and Kokl's executive/chief
ma keting orficer Julie Gardner

Live Nation president of
alliances Russell Wallach and
Papa John's.president/LSA &l
Var Epps

Six Flags exacutive VP of
entertainment and marsetirg
Mike Antincro and “asterfocds-

+ UISA VP of marketing Michele
-+ Kessler

Please use this moment to imagine
a hotel that anticipates your every need.

Now go to nyhelmsleycontest.com and discover a hotel that does just that.

THE NEW YORK HELMS_EY HOTEL"20 IN ‘08 GIVEAWAY" SWEEPSTAKZS MANDATES

No purchase necessary. Void in Puerto Rico, the Province of Quebec and where prohibited. Sweepstakes is open only to legal residents of the 50 United States and the District of Columbia, who are 21 years of age or oMer
as of July 23, 2007 and legal residents of Canada (excluding the Province of Quebec) who are of the age of majority in their province or territory of residence. Sweepstakes hegins at 12:00:01 AM (ET) ont July 23, 2007 and ends
at 11:5%:59 PM (ET) on November 4, 2007 {the “Promotion Period"). T1ere wrill be a total of tlwee (3) Referral Prize random drawings performed du-ing the Promotion Period and a total of one (1) Grand Prize random drawing
performed at the end of the Promotion Period. See Official Rules at viww.nyhelmsleycontest com. Sponsor: Harley of New York Associates, 212 Ezst 42nd Street, New York, NY 10017.
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BY LARS BRANDLE

GLOBAL WARNING

LONDON-—Extreme weather has battered the
European festival circuit like never before this
summer, leading to an abnormal number of can-
celations and incidents—and growing fears of
a big rise in event insurance rates.

“After the drama of this year—and there have
been quite a lot of cancelations—the insurers
will review their positions,” says Bob Taylor, co-
founder of international insurance broker Robert-
son Taylor. “They will take a longer look at the
long-distance weather forecasts, not that it tells
us anything these days.”

Among the worst-affected outdoor events was
Germany’s Southside Festival, which suffered a
fatality when gales struck, while the Heineken
Jammin’ Festival in Italy was abandoned due to
a huge storm.

Even the resilient British circuit, no stranger
to rain at the best of times, has been badly hit.
Wales' inaugural Fflam Festival and Oxfordshire’s
Truck Festival were postponed after heavy rain
rendered the sites unusable, while Bristol’s long-

After suffering 90 mph
gales June 15, the
Heineken Jammin’
Festivalin Italy was

immediately canceled.

(CIRel-T RS BY WILL FREEMAN

running Ashton Court Festival and Wales’ Wake-
stock were abandoned halfway through due to
bad weather.

Taylor’s firm has worked with many of Eu-
rope’s biggest open-air shows this year, includ-
ing Live Earth and the Concert for Diana at
London’s Wembley Stadium, Hyde Park Calling
and the Glastonbury Festival.

“Alot of [ festival organizers] have over the years
chosen notto insure, because they’ve never really
had a problem,” Taylor says. “But this year has
been a real awakening for a lot of them. I think
there will be a much better take-up rate nextyear.”

European live-music executives are still
counting the costs of extreme weather hitting
the normally sun-drenched festival circuit.

Powerful winds led to the death of a para-
medic and the serious injury of another man
in the prelude to the June 22-24 Southside Fes-
tival in Germany’s Neuhausen, Baden-Wiirt-
temberg, when a tent pole flung into the air by
the storm hit their vehicle.

“It was truly a freak accident,” says Andreas
Sengebusch, head of the festival department at
Hamburg-based promoter Scorpio.

The three-day festival, which attracted more
than 45,000 visitors, canceled the program on
its tent stage, but went ahead with two other
open-air stages.

“We are still in discussions with our insur-
ers,” Sengebusch says. “This was in essence a
‘force majeure’ incident.”

A week earlier, Italy’s lead-
ing rock event, the Heineken
Jammin’ Festival, suftered 90
mph gales that felled eight
speaker and lighting towers
June 15, injuring at least 30
concertgoers.

The Italian festival, which
was halfway through day two
of its four-day program, was
immediately canceled. Some
170,000 ticket holders, who

Freak Weather Heats Up Festival
Insurance Market

paid €40 ($55) each to see acts including My
Chemical Romance, Linkin Park, the Killers and
local legend Vasco Rossi, were reimbursed.

Robert de Luca of Milano Concerti, the festi-
val’s promoter, says the eventual damage bill was
likely to be in excess of €9 million ($12.4 million).
The insurers are paying up, although “premiums
will doubtless be higher in the future,” he says.

Melvin Benn, managing director of the United
Kingdom’s Mean Fiddler Music Group (MFMG),
admits such large-scale accidents
have been all too common this year.

“We had a big tent come
down a week before the audi-
ence arrived for [boutique festi-
val] Latitude,” he says. “This
year, certainly the weather has
had an impact.”

Like all MFMG events, which
include the Reading and Leeds
festivals and the perennially
rain-hit Glastonbury, Latitude
was insured.

“Big-event insurance is no dif-
ferent to any other insurance,”
Benn says. “The more claims you
have, the bigger the premiums
go. The reality is, the industry is still quite small
in terms of the claims that it makes.”

Most festival organizers remain unconvinced
that global warming will make such incidents
a more regular occurrence.

“There’s no question that this has been a
unique and unusual year,” Benn says. “But 1 don’t
think there’s sufficient data or regularity to say
it's permanent.”

Across the Atlantic, American fests remain
largely unaffected.

“We haven’t seen a lot of ‘global warming
stuff” affecting weather [insurance] rates,” says
James Chippendale, president of Dallas-based
CSI Entertainment Insurance. “Certain areas
of the country and the world are more expen-
sive during volatile times of the season, such
as hurricane season, but that has always been
the case.” oo

Additional reporting by Wolfgang Spahr in
Hamburg, Mark Worden in Milan and Ray
Waddell in Nashville.

Under Pressure

Chinese Mobile Biz Scrambles To Secure Content

BEIJING-—Players are scram-
bling for position in China’s
fast-growing mobile music
market after a regulatory
crackdown cut into content
aggregators’ business models.

The changes were drawn up
by the Ministry of Information
and Industry, as well as major
mobile carriers, to address
widespread overbilling of con-
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sumers. But even legit service
providers (SP)—which is how
content aggregators are re-
ferred to in China—have been
hit hard. Insiders estimate
thousands of smailer SPs have
gone under in the year since
the changes came in, while
those that survive have suf-
fered steadily falling earnings
and stock prices.

AUGUST 4, 2007

“SPs will continue to be
pressured from both ends,”
says Mark Natkin, managing
director of Beijing-based mar-
ket research and consulting
firm Marbridge Consulting.
“Downstream, the mobile op-
erators will launch their own
competing value-added serv-
ices, and upstream the con-
tent providers will demand a

bigger piece of the pie.”

Operator China Mobile, with
an estimated 65% share of
China’s vast mobile market, re-
cently established a central
music platform, which Natkin
says “allows more direct deals
with content providers, cutting
out the wireless value-added
service providers.”

The prizeis a slice of China’s
burgeoning wireless value-
added services (WVAS) mar-
ket, with mobile music consid-
ered by many to be the only
viable modei for establishing a
legit Chinese market. Despite

www americanradiohietorv com

the problems in the sector,
mainland Chinese consumers
spent $1.5 billion in 2006 on
mobile-delivered music prod-
ucts—mainly ringtones and
“color” ringback tones (CRT)—
according to William Bao Bean,
partner in Hong Kong-based
venture-capital firm Softbank
China and India Holdings.
According to Liu Bin, new-
media sector analyst at Beijing-
based BDA Consulting, gov-
ernment-owned China Mobile’s
CRT sales totaled 6.8 billion
yuan ($900.3 million) in 2006,
up 97% from 2005. He predicts

the carrier’s 2007 CRT revenue
will again rise by 90%.
Meanwhile, a January report
by San Francisco-based finan-
cial services firm WR Ham-
brecht and Co. said the new reg-
ulations caused SPs’ revenue to
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HURRY UP
AND WAIT

italian Biz Fumes At Stalled Music Bill

MILAN-——Italy’s beleaguered music industry is facing up to
fears that the long-awaited Music Bill—which was to contain
several pieces of music-friendly legislation—may never make
it onto the statute books.

The bill was expecled to have been pul to a vote by mid-2007, but
there is still no sign of it on the parliamentary timetable, a situa-
tion that Enzo Mazza, president of the majors’ representative body
FIMI, describes as “unacceptable. We've been lobbying for years.”

“I've heard a lot of words about the Music Bill,” says Luigi Bar-
ion, president of AFI, one of ltaly’s three indie representative
bodies, “but have seen very little in the way of actual deeds.’

The Italian industry has invested much time and effort since
2000 in lobbying for legislation to help shore up its declining busi-
ness. According to the IFPI, Italian trade revenue from recorded
music fell by more than 10% in 2006 to €306.4 million ($383 mil-
lion), the fourth successive year of decline.

Proposed features of the bill included the setting up of a French-
style export office; a sevies of tax breaks on money invested by la-
bels in firstand second albuims by new artists; a formal definition
of music as a form of “culture,” rather than just industrial pro-
duction (which would lead to lower sales taxes); giving videoclips
the same tax treatment as “short movies”; and financial incen-

tives for the digitization of
labels’ catalogs.

Optimism grew when
Romano Prodi’s center-left
coalition narrowly de-
feated Silvio Berlusconi’s
center-right alliance in the
May 2006 general election.
Berlusconi’s government
had failed to deliver on the
Music Bill during its five
years in office, while the
center-left is generally con-
sidered more “music in-
dustry-friendly.”

The Tavola Della Musica
(Music Round Table)—an
umbrella group consisting
of FIMI, AFI, indie groups PMI and Audiocoop, and live-music
organization Assomusica—held a series of meetings with the
new government. Tax incentives for new artists were subse-
quently included in the 2007 budget (Billboard, Jan. 20} but re-
mained a key component of the bill, as those measures apply
only for the length of the 2007 budget rather than being perma-
nently on the statute book.

Some elements of the Italian music business remain opti-
mistic. Audiocoop president Giordano Sangiorgi insists the bill
is “nol dead yet,” noting that it retains an official parliamentary
sponsor in the form of Andrea Colasio, member of parliament
for the center-left government coalition.

Colasio says he is “cautiously oplimistic” that he will be able to
present his bill to the Culture Commission “before the summer
recess or elsein September.” He adds, “I expect the whole process
will take up to six months.”

Asked why Italy’s politicians had so far failed to pass the bill,
he replies, “Because this is an archaic country where politicians
and vested interests fail to appreciate the significance of culture.

But many in the music industry are already resigned to
moving on.

“We need to start looking at a Plan B for getting individual
measures passed,” Mazza says, while Barion declares the need
to “think about measures that aren’t even in the bill.”

“For indies like us,” he says, “the real drama is the lack of TV
and radio access for new acts which, as Mario Biondi has shown,
can still sell records. We also need airplay quotas for local product.”

Barion says he and Limongelli recently met with collecting so-
ciety SIAE president Giorgio Assumma to discuss lobbying state-
owned broadcaster RAI for such measures.

“That’s the sort of thing we need to do,” he says. “Let’s face
it—people have been talking about the Music Bill for as long
as | can remember.” vee

GHEUNG

fall 30%-50% year over year.
Consequently, larger com-
panies are trying to acquire
their own content to help se-
cure their positions in China’s
WVAS value chain.
“The 2006 regulations made

it clear that to build a sustain-
able business, we had to get
into content,” Hurray presi-
dent/CFO Sean Wang says.

In November 2006, Beijing-
based Hurray paid $2.25 million
for a 30% stake in Beijing-based
indie label New Run Entertain-
ment, whose roster includes
popular artists Pang Long, Nan-
he Beidou and Han Donag. In
March, it bought a majority
stake in Beijing Secular Bird Cul-
tureand Art Development Cen-
ter, which is involved in artist
development, music produc-
tion and physical distribution.

Meanwhile, in September

2006, Shanghai-based Link-
tone started co-producing
“China Union,” an “American
Idol”-style TV show, with a sub-
sidiary of Shandong TV.

Debate continues over
whether there is still room
for SPsin the mobile-music
ecosystem.

“We’ve always treated SPs as
our distributors/sales channels,
rather than our end-customers,”
Beijing-based Universal Music
China GM Catherine Leung says.
“We’ve put a lot of effort into
the marketing and promotion
of our artists to create more hits,,
rather than sit and wait for the

SPs to boost our revenue.”

But Hong Kong-based
Warner Music Asia Pacific VP
of new media and business
development Ken Cheung
says the carriers still need
help from SPs, “especially on
sales and marketing.”

“The collapse of the WVAS
sector is not necessarily good
news for content companies,
as we never have the resources
at the local level to drive sales
and marketing,” he says. “There
will be a consolidation in the
SP sector, but the large ones
will get stronger, while the
smaller ones disappear.” «--
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NEWSLINE

>>>JAPAN’S MARKET DIPS IN H1 2007
Japan’s market for physical music goods declined in the first
half of 2007, according to new data released by labels body
the Recording Industry Assn. of Japan.

For domestic repertoire, production of prerecorded audio
software by the RIAJ’s 46 member companies dropped 7%
to 97 million units, for a value of 117.5 billion yen ($96 3.3 mil-
lion), down 5%.

The story for foreign repertoire was particularly grim in
the first six months, with production down 16% to 32.6 mil-
lion units, making the wholesale value contract 9% to 39.1
bitlion yen ($320.6 million).

Production of music-related videos and DVDs in the Jan-
uary-June period rose 8% to 25.3 million units, for a whole-
sale value of 25.8 billion yen ($211.4 million), down 4%. The
RIAJis scheduled to release first-half digital sales data soon.

—Steve McClure

>>>BEGGARS CHOOSE ROUGH TRADE

U.K. independent music powerhouse Beggars Group has
acquired legendary indie label Rough Trade Records for
£800,000 ($1.6 million) in cash.

London-based Beggars has reached an agreement with
Sanctuary Group to buy the 49% stake in Rough Trade that
it did not already own. Following the transaction, Rough
Trade will continue operating from its London offices, while
Beggars will assume central office functions.

Financially pressed Sanctuary, which itself is in the process
of being bought by Universal Music Group, was known to be
shopping its Rough Trade asset for a number of months.

Rough Trade is the U.K. label home to a pool of diverse
talent, including the Strokes, the Libertines, Arcade Fire,
Jarvis Cocker and Sufjan Stevens.

The Beggars Group of labels includes XL, Matador and
Too Pure. —Lars Brandle

>>>CANADA VISITS MP3 TARIFF
The Canadian Private Copying Collective won a decision
from the Copyright Board of Canada to reintroduce a con-
troversial tariff into the sale price of MP3 players in Canada.

The CPCC filed a motion with the Copyright Board that
the levy be $5 Canadian ($4.79) for each recorder with less
than 1 GB of memory, $25 Canadian ($24.10) for each de-
vice with more than 1GB but less than 10 GB of memory, $50
Canadian ($47.89) for each recorder with more than 10 GB
but less than 30 GB of memory and $75 Canadian ($71.84)
for each recorder whose memory exceeds 30 GB.

Barring an appeal, the door is now open for an MP3 player
levy to be introduced in Canada on Jan. 1,2008.

Toronto-based CPCC is tasked with collecting and distrib-
uting private copying royalties in Canada. —Larry LeBlanc

>>>MANAGER WHEATLEY SENTENCED
Veteran Australian talent manager Glenn Wheatley has
been sentenced to two-and-a-half years in jail on charges
of tax evasion.

The Melbourne-based manager of John Farnham, who
also guided the careers of international success stories Delta
Goodrem and Little River Band, pleaded guilty to three Com-
monwealth charges in July.

Wheatley admitted to not declaring income from Farn-
ham’s 1994 Talk of the Town tour and a 2003 boxing match
between Australia’s Kostya Tszyu and the United States’
Jesse James Leija. He used a Swiss-based tax minimiza-
tion scheme through which he could access funds via
credit cards.

Victorian County Court Judge Tim Wood said Wheatley
hasto serve a minimum of 15 months. —Christie Eliezer

,b- For 24/7 global news and analysis, see
PIZ bilboard.biz/global.
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TakinglItToThe Max

How Can Advertisers, Labels Make The Most

Of Their Partnerships?

The synergy between advertising and music was the focus of a symposium held July 18 at Digi-
tas in Chicago. Presented by the Chicago Advertising Federation and Billboard, and moderated
by Billboard executive editor/associate publisher Tamara Conniff, the panel discussion explored
the ins and outs of marrying band and brand with such industry leaders as Comma Music artist
liaison/executive producer Bonny Dolan, Grey Worldwide senior VP/director of music Josh Ra-
binowitz, Primary Wave Music partner Gregg Hamerschlag and DDB Chicago music producer

Gabe McDonough.

To further explore their thoughts and ideas presented during the panel, we invited the four of
them to participate in a round-table discussion. So, for those who couldn’t make it to Chicago,
here are Dolan, Rabinowitz, Hamerschlag and McDonough—in their own words.

When it comes to ad agencies, record labels
and music publishers working together, what
has most changed in the past couple of years?

The very fact that they are work-
ing together. A couple of years ago, ad agencies,
publishers and record labels didn’t speak the
same language. Now at least they are aware of
each other’s agenda.

What seems to have changed
the most is that the labels and pub-
lishers have invested a great deal of
money and resources in bolstering
their departments that integrate with
the advertising world—at the ex-
pense of A&R, product management
and other creative resources.

It seems that
the agency’s role as a gatekeeper has
increased in importance, based on
declining record sales and the im-
portance of music placement in
other distribution channels.

It's interest-
ing how certain brands have part-
nered vigorously with very specific
segments of the music community. For ex-
ample, Scion has a big presence at live events
like South by Southwest and was visible at
the Pitchfork Festival, and the Red Bull Music
Academy has hosted discussions by seriously
respected and deep dance music icons like
DJ Harvey.

DOLAN

What most surprised you about the panel
discussion? Any topic—or lack thereof—
that particularly resonated with you?
The enthusiasm of the community to
engage in conversation about this very topic.

I was surprised by how every-
one was very complicit with the fact that the
record industry is very much a dying indus-
try. [ agree thatit’s dying, butitain't dead and
buried, and there are some clever people still
involved in it who can make shit happen.

The shifting roles of brands as
the new “purveyors” of music is an important
topic and one that will getalot of attention over
the next couple of years.

Licensing music seems a much
more affordable and negotiable prospect now
more than ever before. All parties seem willing
to make unconventional deals if necessary and
look at the arrangement more as a partnership
than a payday.
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From left:

How are exclusive downloads of musi-
cal artists spiking return on investment
for advertisers?
The brands are soon to be bigger
players in the music consumption market. I'd
love for them to take a more active role in the
production of original full-length tracks.
The great thing about down-
loads is how accurately brands can track the

HAMERSCH >3
RABINOWITZ, S
CONNIFF,
McDONOUGH and

A #

impressions that their content is making.

What are the best ways for labels, music
publishers and ad agencies to collectively
move forward?

There needs to be some standards and
guidelines. The inefficiencies, of course, can cre-
ate opportunities for someone like myself. But
the danger is that someone, at some point, will
get exploited.

The point of a proper and ef-
fective intersection of the labels, publish-
ers and advertisers is on the not too distant
horizon. Hopefully, the actual music, as op-
posed to the commodity of the music, will
be king again.

Each party needs to play to their
real strengths and offer those strengths to the
other players in the spirit of an affordable part-
nership. A&R isatough job, and labels and pub-
lishers have a history of doing that job well. Ad
agencies are crack marketers. Both industries
are in need of new ways of looking at their busi-
ness, so they need to be open to ideas from their
partners—even if those ideas are outside of
their traditional business models. ore

b- For 24/7 branding news and analysis, see
OIZ biliboard.biz/branding.
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Digital Disputes

Copyright Tribunal Finally Sets U.K. Online Rates

The two-year fight in the
United Kingdom over digital
royalty rates is nearing an end,
and there’s no clear winner.
The last parties standing in the
contentious copyright proceed-
ing have each won a little and
lostalittle in terms of new on-
line and mobile royalty rates
for compositions.

The proceeding began in
2005 when labels’ group the
BPI, four mobile network op-
erators (02, T-Mobile, Vodafone,
Orange) and several music
service providers determined
that the online and mobile li-
cense rates offered by the UK.
mechanical and performance
rights group, the MCPS-PRS
Alliance, were unacceptable.
They reterred the dispute to the
Copyright Tribunal made up of
a judge and two lay persons
who would hold hearings and
resolve the dispute.

Last fall, the BP1, mobile op-
erators and several music serv-
ices (Apple, Napster, MusicNet,
Sony) entered settlement agree-
ments on rates, which were set
as a percentage of “gross rev-
enue,” but with stipulated min-
imumamounts. Thisleft AOL,
RealNetworks and Yahoo to

! [ !
5.75%
AT 4 %

Percentage of gross

revenue set by the

Copyright Tribunal as the
pure webcasting rate

fight primarily over webcasting
rates; Apple and the mobile op-
erators only participated in the
hearing to argue over how tode-
fine gross revenue. Silicon Val-
ley-based Kenneth Steinthal,
a partner with Weil Gotshal &
Manges, served as lead counsel
for the services.

Entering a settlement with
many of the parties proved to
be a good move for the Al-
liance, whose legal team in-
cluded lead solicitor Cindy
Leslie, a partner with Denton
Wilde Sapte in London. The
tribunal explained that the
legal standard for setting the
rates required it to determine
whata reasonable buyer would
pay a reasonable seller for the
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particular rights—and that a
recent commercial agreement,
like the settlement, is good ev-
idence of that price.

The tribunal adopted the
three categories for webcasting
setout in the agreements: pure
webcasting (i.e., the user can’t
personalize playlists); premium
or interactive webcasting (i.e.,
basically anything other than
pure webcasting); and special
webcasting (i.e.,a premiumor
interactive service where more
than 50% of the content is by a
single artist or band). The tri-
bunal then adopted a 6.5% of
gross revenue rate for premium
or interactive webcasting with
certain “but no less than” min-
imums, and an 8% rate for spe-
cial webcasting, also with
certain minimumes.

Since AOL, Yahoo and Real-
Networks were not part of the
settlement negotiations, it did
not adopt the 6.5% rate for pure
webcasting. If they had been,
the tribunal reasoned, the pure
rates would likely have been
lower. Soitsetthe rateat5.75%
but no less than £0.20 ($0.41)
per subscriber per month for
subscription services or £0.055
(30.11) per song for non-sub-
scription services.

Interestingly, the per-song
minimum is the same rate as
that offered by the United King-
dom’s PPL for the right to web-
cast sound recordings. In the
United States, labels typically
argue that royalty rates for
sound recordings should be
much higher than for compo-
sitions, arguing that labels take
much more risk and invest
more money for recordings.

Although the tribunal did not
specifically state that it was set-
ting the minimum rate the
sameas the PPLrate, itdid write
that in the past, the tribunal had
held that the types of rights in
sound recordings and in com-

positions were “comparators’—
and there’s no reason to treat
one as being qualitatively supe-
rior to the other.

When deciding what should
be included as gross revenue,
the tribunal more closely
aligned with the online and
mobile services. It held that
revenue from ads, sponsor-
ships and click-through com-
missions must have a “close
nexus” to the direct use of
music and must be in the prox-
imity of the music.

Thetribunal held that gross
revenue includes revenue
from three sources.

One is revenue from in-
stream (or in-download) ads,
which are audio, video or au-
diovisual ads that occur after
a user initiates a stream or
a download.

Another is revenue from ads
on Web pages where the entire
operative content is music
that's “actually offered” to
users—where a user’s choice
of any item on the page will
lead the user to music.

The third is revenue from
mixed-content pages where
non-music services and/or
music-related services (like the
sale of concert tickets or music
reviews) are offered simulta-
neously with music for direct
downloading. The music “ac-
tually offered” must be the pre-
dominant portion of the page.
This is determined by making
a visual assessment of the
page and finding at least 75%
of the page (disregarding the
ads) is music that’s actually of-
fered to users. The tribunal
recommended that the parties
set up a dispute resolution
process to address future dis-
agreements in a more eco-
nomical way. .ee

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

Primary Wave Music Publishing made its first big splash in the publishing world when it ac-
guired 50% af Kurt Cobain’s Nirvana publishing catalog for a reported $50 million early last
year. News of the deal swept through the industry: There was a new publisher on the block.
Just who were these guys who wooed Courtney Love, Cobain’s widow, into selling the
rights to them? They were five guys, most from record companies, with a love of music, an
enlrepreneudrial spirit and some heavyweight financial backers. They noticed there just
weren't very many publishers with marketing savvy or geared strictly to market songs.
Larry Mestel, one of the five founding partners, is the former COO/GM of Virgin Records
and has held top executive spots with Arista Records and island Entertainment Group.
Mestel teamed with Gregg Hamerschlag, a branding and licensing expert; Randy Miller, for-
mer senior marketing exec with Jive, Sire, MCA and RCA; Justin Shukat, former senior mar-
keting exec with Arista and Epic; and Devin Lasker, former senior sales exec with Virgin and
Arista. Plainfield Asset Management originally backed the company, with Credit Suisse later

Larry
Mestel

With a little help from Kurt
Cobain (by way of Courtney
Love), Lamont Dozier and others,
Primary Wave Music Publishing is
changing the face of publishing.

coming onboard. Allen & Co. often advises on deals.

Now, Billboard has learned that the publisher has made another hot deal. Primary Wave
has acquired a significant interest in Lamont Dozier’s writer’s share of about 200 songs, in-
cluding hits like Diana Ross & the Supremes’ “Where Did Our Love Go,” “Stop in the Name
of Love” and “You Can’t Hurry Love”; Marvin Gaye’s “How Sweet It Is (To Be Loved by You)”;
and the Four Tops’ “Baby | Need Your Loving.” The company now touts about 6,000 titles.

Primary Wave appears to be
making a lot of deals acquiring
songwriters’ “writer’s share” of
performance income rather
than acquiring copyright inter-
ests. Why?

Most of the deals are publishing
deals where we own or control the
copyrights, some are for the writ-
ers’ shares. But | believe it’s basi-
cally the same income stream. If a
publisher makes a dollar of rev-
enue, the writer makes a dollar of
revenue. We think it's simply a very
good investment.

What is the Primary Wave busi-
ness model?

The vision is to acquire incredible
copyrights by iconic artists, like Kurt
Cobain, Maurice White, Hall &
Oates. What we do is a little bit dif-
ferent from most publishers. Our
plan is to be in business with the
writer or the artist, so we almost
never acquire 100% of any catalog
that we're looking at. We acquire
25%, 50% or 75% because we want
the artist to look back and not say,
“I'sold itattoo inexpensive a price.”

I want them to look back and say,
“Wow. We had a great partner, and
notonly did they increase the value,
but they increased the value for what
we own.”

Are they or their representatives
working closely with you on mar-
keting plans?

Absolutely. Before we buy a catalog,
we present a marketing plan to
every writer, every artist, every heir
of a catalog. We tell them exactly
what we intend to do, and we work
closely with them to implement a
plan. Even though we, in many
cases, have the right to exploit songs
the way we feel they should be ex-
ploited, we always, before we agree
to a synchronization request or a
particular marketing opportunity,
have a conversation with the writer
and the artist to make sure it's some-
thing that they feel would be bene-
ficial for their copyrights.

By definition, a publisher owns
or controls copyrights. When
you acquire a writer’s share,
there is no ownership or control.

| hear people say that you’re just
buying a revenue stream, not re-
ally building a publishing com-
pany. How would you respond?
Ilove the fact that some people don’t
understand writer’s share and that
it'staboo. As I said, if a synchroniza-
tion license comes in, or a mechan-
ical comes in and the publisher gets
a dollar, the writer gets a dollar. I
think you're going to see a lot more
publishers acquiring writers’ shares
in the future.

That’s going to make a lot of
songwriters gasp.

Yeah, but I think ultimately it's ben-
eficial for the writer. Take Maurice
White, for example. One of the rea-
sons he was so interested in Pri-
mary Wave is because he realized
how aggressive we are at market-
ing. And the publisher that controls
those songs is a fantastic publisher,
but let’s face it, they have a million
copyrights they have to concentrate
on. I have the same number of cre-
ative staff focusing on 6,000 copy-
rights. So just logically speaking,
we’re going to be able to devote

much more time and attention to
marketing great songs than any of
the majors are, and that's why we've
been able to acquire these amazing
copyrights and writers’ shares. I
think the reason why Courtney Love
sold to us, and Hall & Oates sold to
us, at lower prices than what they
were offered from our competitors
is because they realized what good
partners we'd be, how aggressive
and how tasteful we would be in
marketing their songs.

Is there a particular type of
songwriter or catalog that at-
tracts you?

Yes, songs that have proven to be
historically consistent, amazing
songs that are soundtracks of peo-
ple’s lives. We really want songs and
writers that are at the absolute top
end of each genre of music.

There have been some publish-
ers bidding on catalogs who
claim that you are bidding up
the prices. Since you have a
record company background,
you value them too high, which

pushes up the prices for every-
one. Could that be true?

The fallacy is that we're paying the
highest price in the marketplace. |
don’t mind having that reputation
because people are bringing us their
deals. But the reality is, we're clos-
ing deals because of the effort we're
putting in and the results we're
getting in marketing. If [other pub-
lishers] don’t feel the value is appro-
priate, then they shouldn’t putina
bid. Each and every catalog of the
15 catalogs we have purchased in
the 15 months we've been in busi-
ness is now up in earnings. Not one
is down in earnings. I buy based on
what my team feels are underval-
ued assets. [ think a lot of these as-
sets are very undervalued.

How is your administration
set up?

We administer through various
companies. Wixen [Music Publish-
ing] does most of the catalogs that
we buy that don’'t have administra-
tion attached to them.

If you were to describe Primary
Wave in terms of having a per-
sonality unique from other pub-
lishers’ personaiities, how would
you describe your company?

Our artists view us as a true part-
ner. We want a different type of re-
lationship than most music
companies have with our writers
and artists. We really want to be
known as an artist-friendly com-
pany, like everyone does, but we
truly are one. The one difference
between us and most publishers is
that we live to market songs. We
don’t administer; we use adminis-
trators who are good at collecting.
So we are a company that is de-
signed and set up to live every day
to generate revenue for our artists
and our songs.

Our planis tobein business with the writer
or the artist, so we almostnever acquire 100%
of any catalog that we're looking at.
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Fresh From The Tabloids And
Back On Firm Michigan Soil,

Kio Nock

Aims To Regain His Format-Defying
Sales Standing With An
Archetypal American Album

BY GARY GRAFF
PHOTOGRAPH BY CLAY PATRICK McBRIDE

americanradiohistorvy com


www.americanradiohistory.com

21

www.billboardkiz

AUGUST 4, 2007

rK()th t:)ﬁm

2 o
Lemarican

Aoty

|' ~3
¢ B
- . P
== [0
&,
- '_u

it

4
Ty

UIA


www.americanradiohistory.com

B over the Ep‘:‘.ﬁerx

the first song—and potential title track—of his new album cranks
i 5 i1 IS suburban Detroit studio, Kid Rock, sporting a plain white T-shirt,
" jeans, flip-flops and a Miller High Life baseball cap sitting backward on his head, pulls a

stogie from a small desktop humidor, fires it up and listens with a satisfied grin. ® Rock’s
elation is easy to understand. He’s been working on the album, he says, for three years, since
not long after the release of his last studio set, 2003’s platinum “Kid Rock.” “Other shit” got
in the way—such as his four-month, multiple-ceremony marriage to Pamela Anderson that
made him tabloid fodder last year and “threw a wrench in the program” of making the album.
© He took it to the zero hour—writing new lyrics and recording new vocals even after he and
co-producer Roh Cavallo mixed the 11 tracks in mid-July—but he’s finally done. The album,
Rock's sixth under the Atlantic umbrella and ninth overall, is due Oct. 9, with the hard-
rocking first single, “So Hot,” shipping to rock radio in early August.

Some decisions are still being made—the title, the cover art,
surveying a wealth of media opportunities to promote the album.
The potential of a “Rock’n’Roll Jesus” title makes some around
him uneasy, but a typically cavalier Rock simply says, “Good.
Rock'n’roll's supposed to piss people off.” At press time, At-
lantic was also considering the title “Amen.”

Whatever happens, it’s clear that in the coming months
the Devil Without a Cause now has one—to let the world
know Kid Rock is back, as American badass as ever, and ready
to dominate the rock, pop and country landscapes the same
way he did in the late '90s. Rock, as well as Atlantic, are also
out to reverse the declining sales he’s experienced since his
1998 breakthrough “Devil Without a Cause,” which has sold
nearly 9 million copies, according to Nielsen SoundScan,
and particularly the 29% drop between 2001’s “Cocky” (4.9
million, mostly on the strength of the late hit “Picture”) and
“Kid Rock” (1.3 million).

Rock figures the best way to correct that course was to
“really deliver . . . and make just a great album” and then
go out and be, well, Kid Rock: to inhabit the outsized, Early
Mornin’ Stoned Pimp persona that’s long been engaging
enough to keep a high profile regard-
less of record sales or chart positions.

“I don’t think I can do anything more
powerful than either play live or play the
record for people and hopefully create as
much hype as the iPhone,” says Rock, a
Romeo, Mich., native whose real name
is Bob Ritchie. “So 1 want to go out and
talk as much shit as I can and hype itup
asbigas I can, "cause I think | have a good
enough product. It can stand up to it.”

And this time he feels he has a label
partner that can stand beside him, pro-
viding the kind of extensive and inten-
sive push that his last couple of albums
were missing. “I really wanted to set this
one up,” Rock says. “I don’t think I've
ever really done that yet. Before it was
like, ‘We’ll give you a million dollars,
nonrecoupable, if you get it to us by this date.” ‘Well, OK. . "~

Atlantic’s campaign for Rock began in June, when label pres-
ident Julie Greenwald came to Michigan to hear what Rock had.
He subsequently made a five-song snippets sampler that she
played for a company meeting in Minneapolis in early July,
where she says staffers “were losing their minds.”

“Everybody had their own favorite—the rock record, the pop
record, the AC—depending on where they worked,” Green-
wald recalls. “Every department was like, ‘Holy shit . . . He gave
usarecord!” People were like, “The music is so good, and there’s
so many different ways to go with this album.’ It was one of the
best playbacks I ever did in a marketing meeting.”

Atlantic chairman/CEO Craig Kallman notes that in the wake
of “Picture,” which crossed over to AC and country radio in
2002, Rock remains an artist with potential appeal to multiple
formats (see chart, page 23).

Kallman says, “He’s made an album that you listen to and
you hear incredible songs for rock radio, great songs for pop
radio, you hear records for hot AC and you hear records that
can work for country.

“Kid Rock’s a rarity in today’s music marketplace. He kind
of defies categorization and boundaries consistently through
22 |

BILLBOARD | AUGUST 4, 2007

‘Like going
to church
orunk on
Saturday

nigh
the album

defines
America.’

the records he’s made. That's a great kind of artist to work with.”

Rock, who started as a DJ/MC in the metro Detroit area and
released his first album, “Grits Sandwiches for Breakfast,” in
1990, has been pursuing the “punk rock, hip-hop, Southern
rock” blend he sings about on his 2001 hit “Forever” for more
than a decade now. Recorded at the Clarkston Chophouse stu-
dio on his home property, the new album cuts a similarly broad
stylistic swath, from metallic headbangers like “So Hot” and
“Sugar” (the set's only rap track) to such rootsy, gospel-hued
fare as “Amen” (“The best song 've ever written,” Rock says)
and “When You Love Someone.” The Motown-influenced “Roll
On” rolls alongside the power ballad “Miss Understood” and
the Crescent City-flavored “New Orleans” (co-written with pal
David Allen Coe), while “All Summer Long” entertainingly
mashes up elements of Warren Zevon’s “Werewolves of Lon-
don” and Lynyrd Skynyrd’s “Sweet Home Alabama”—with the
latter group’s Billy Powell on piano.

Other players on the album include Rock’s Twisted Brown
Trucker Band—the core of which has been together more
than 10 years—as well as members of such Detroit rock out-
fitsas Sponge, Was (Not Was) and Robert Bradley’s Blackwa-
ter Surprise, along with Nashville
heavyweights like Paul Franklin and
Aubrey Haynie, as well as the Fisk Jubilee
Singers for choir parts.

The album ends with “Half Your Age,”
a sly country kissoff to Anderson. When it
reaches the chorus’ closing line about find-
ing a younger girlfriend who'’s “twice as
hot,” Rock throws his arms up and offers
an exultant high five.

“I think people expectit,” he says witha
shrug and smile, tapping on the cigar. “It'd
be stupid to pretend that it didn’'t happen
and not say anything.”

Overall, Rock—who’s dedicating the
album to his late friend, Atlantic co-founder
Ahmet Ertegun—hopes the effect is “like
going to church drunk on Saturday night.
It defines America; if you just had to play

t—

one American rock album for somebody, this would be it.” He
and his collaborators—including longtime friend Uncle Kracker,
current Twisted Brown Trucker hype man Paradime and De-
troit guitarist Marlon Young—wrote “tons” of songs for the
album, and Rock acknowledges feeling a different kind of cre-
ative charge for this outing.

The goal this time, he says, was to refine things by taking
more time in crafting the songs (though he proudly notes that
many of the recorded performances were first takes) and writ-
ing lyrics that ran deeper than partying, pimping and chest-
pounding pride—although those are still there, too. Rock
recalls that Grammy Award producer of the year and Colum-
bia Records co-chairman Rick Rubin, who was helping with
the album for a while in 2006, urged him to write material
that was “relevant.” “He said to me, ‘We know you're fuckin’
Kid Rock. You said it 80 million times on every other record.
Let's move on.” ”

In that regard there’s pointed social commentary in such
songs as “Amen” and “When You Love Someone,” a greater de-
tail in the storytelling in “Miss Understood,” a more innocent
kind of sentimentality than Rock’s presented before in “All
Summer Long.” He says, “This time [ thought that I could step
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up and maybe be a major player. I tried to put myself on the
level of all these people that I really look up to and love, like the
Skynyrds and [Bob] Segers of the world and just really tried to
write in that mode but still be me.

‘It was a little bit of pressure, but I'm good under pressure
I mean, | have money. I have all the other shit. So that becomes
out of play all of a sudden. I really love music, so I wanted to
make something that really sounds good.”

And that, he adds, is one of the reasons rap takes a back seat
on the new album

“I've just really been into melody and lyrics and songwrit-
ing,” says Rock, who nevertheless is hoping to do a full-scale
hip-hop collaboration with the Rev. Joseph “Run” Simmons of
Run-D.M.C. “Writing a rap, to me, is easy. I could write a rap
like that,” he says, snapping his fingers. “But writing songs
and melodies and shit that's hopefully going to stick around
for 30, 40 years is fucking hard.”

Cavallo, a hitmaker for Green Day and the Goo Goo Dolls,
was introduced to Rock by Kallman. He says he could feel the
artist’s desire to grow from their first meeting this year in Mal-
ibu. “He wanted to make a little bit more of a mature record
that’s a little more ambitious,” says Cavallo, who spent four
months flying in for weekday sessions in Clarkston—where
Rock returned from California after divorcing Anderson.

“You're going to hear some deeper themes running through
this record—that was one of the things that got me so excited
about it. He's had a lot of things happen in his life. It was time
for him to write something that was both importantto himand
felt important to music fans—especially coming from that sty-
listic place that’s so unique, that combination of country and
hip-hop and rock.”

Cavallo played no small part in polishing the songs and the
sound, according to Rock, who had never collaborated with a
major producer before.

“He really got how to work with me,” Rock says. “He’s a
very talented guitar player, piano player; he actually sits down,
hands-on—‘Here’s the harmony note’—and stuff like that,
which I thought was really good.

“He stepped in and did what Kracker usually does, just sit
there and talk about music and have fun and talk about what
we should be doing.”

The songs kept coming in—“All Summer Long” arrived
less than a month before the album was mastered—and Rock
admits that it took a some ultimatums to convince him to wrap
things up.

KID ROCK, left, is dedicating his new album to his late
friend, Atlantic co-founder AHMET ERTEGUN.

EIMAGE.COM

ROCK AND ERTEGUN' WALTER MCBRIDE/RETNA; ROCK AND UNCLE KRAKER: KEVIN MAZUR/WIRI
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ROCK
SLIDE

Atlantic will attempt to
reverse a steady sales
decline with Kid Rock’s
new album. At right,
his performance on
The Billboard 200.

Longtime collaborator UNCLE
KRACKER, left, gave KID ROCK a
hand on the songwriting side.

“They kind of start setting dates,” he says. “Like, ‘Y’know,
you're gonna miss this and this. These opportunities are gonna
be gone.’ | need that—otherwise | would’ve worked on it for
another year.”
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“I'think Bob has only needed a record that got played on the
radio,” Atlantic GM/VP of marketing and creative media Livia
Tortella says. “People know who he is, and now more than ever
people want to play stars. The industry needs that right now.
He’s fitting a particular point in time, and more importantly
he has a record reflecting that.”

There are, of course, some challenges
facing this particular Kid Rock album.
Chief among those is the four-year gap
and the attendant extra-musical public-
ity since “Kid Rock,” which have created
a need to remind the world that music
is what made Rock famous in the first
place when he broke through with “Devil
Without a Cause” and the hits “Bawitd-
aba,” “Cowboy” and “Only God Knows
Why.” “The icon can overshadow him,”
Tortella says.

Rock agrees. “You never want
something to overshadow what
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Rare multiformat success—on seven key singles charts.
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Songs To that end, Tortella says, At-
Mainstream - lantic’s plan will “be about the
Rock music and how good it is. He
Io(p}% - hasn’t had that in a long time.”
A few things are already con-

The Billboard . i
Hot 100 firmed, including an appearance
Adult on “Jimmy Kimmel Live” the

Top 40

Adult
Contemporary

week of release and a perform-
ance on Larry the Cable Guy’s
Christmas special for VH1, which
32 will tape Aug. 8 in Las Vegas and air in
December. Rock hopes to film a video for
“So Hot”—a “pure evil” rocker whose cho-
rus (“I don’t wanna be your friend/I
wanna fuck you like I'm never gonna see
you again”) will be sanitized for commer-
cial outlets—around the same time. ESPN will also
use “So Hot” for its “Ultimate Highlights” show dur-
ing September.

Tortella says the label is talking to the WWE about
its Aug. 22 SummerSlam event in New York, produc-
ers of the MTV Music Video Awards and the American
Music Awards, and with the NFL for Rock to perform
at halftime of the Detroit Lions’ annual Thanksgiving
Day game.

Rock’s Web site is being spruced up for the new
album, and a viral campaign for “So Hot"—including
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aseparate video for the Internet—will begin in August around
the same time the single is shipped to rock radio. Atlantic plans
toride that song for a while, but Tortella says, “We’ll bring other
songs to other formats a little later on.” The ccmpany also plans
to be “really aggressive in the mobile space” with ringtones and
ringbacks—an area in which Rock is actively involved.

“He has creative ideas about things he wants te do there,’
Tortella says. “He’s coming up with 20 million things, sowe’re
talking to a lot of carriers with different ideas.”

Rock and Atlantic are also planning to provide customized
extra content for retailers. Wal-Mart will sell its first double-
pack that features DVD content from MTV, VH1 and CMT. At-
lantic is in talks with Best Buy about a Rhapsedy Originals
performance from Rock, while Target may be involved in a con-
cert ticket presale. Kmart and Amazon will have extra content,
but not iTunes at this point.

Atlantic will also issue a music video interactive edition of
the album that will unlock special Web-based content.

Warner Music Group initiated the new format with Linkin
Park’s “Minutes to Midnight” May 15. Since then, the Rush
album “Snakes & Arrows,” which initially came out May 1, was
reissued June 26 in a limited-edition MVI version. Kid Rock
and the Flaming Lips are next in line for the premium-priced
format, which comes in DVD with a version of the album
playable on computers and an MP3 version that can be down-
loaded and burned to CD. In Linkin Park’s case, it also came
with a making-the-video feature, wallpaper, a PDF booklet and
the ability to make a ringtone using Urtone software

To support the album, Rock is planning a promo tour, which
will include radio events, prior to the release. There will also
be a series of theater and club dates to promote the album, with
a full-scale tour planned for 2008.

“Kid Rock has been such a bigarena artist for so many years,
getting to see him would be the hardest ticket in town,” At-
lantic’s Greenwald says. “Imagine being in a 1,000-seat venue
and being that close to Kid Rock again. We can do so much with
that as a promotion and just a fan experience.

“He’s so proud of this album, and he wants towork,” Green-
wald adds. “He’s in such a great space, and he’s so open. He re-
ally wants to be engaged. He's totally, ‘Come on, let’s go!” For
us, the best artists to work with are the ones who want to work
as hard as us.’

Kallman is confident that despite the sales sag, Rock’s pro-
file is still a strong asset for the album. “He’s a career artist,”
Kallman says. “He’s a one-of-a-kind, charismatic personal-
ity. He’s larger than life, and he’s built a fiercely loyal follow-
ing. So it’s about attacking the many areas that we can for
exposure with a record that I believe can have a life on mul-
tiple formats.”

Rock, however, feels that what's in the grooves—or bits—
will determine the album’s ultimate success.

“What it comes down to is I'm only going to be as good as
the record is,” he says. “It'll be as good as I perform it, as good
as I go out and work it, all that stuff. I will do whatever it takes
to get this heard.” oo
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KT TUNSTALLS APPARENTLY tireless capacity for work makes even her laugh. 9 “I feel
like a camel,” she says with a giggle. “Because I had 10 years of nothing, it does give me
an enormous capacity for embracing what's going on and remembering all that time
when I was really wishing things would happen.” § That's why, after two straight years
of touring and promotion behind her multiplatinum debut, “Eye to the Telescope”—
first released in the United Kingdom at the end of 2004, although its U.S. release was
not until February 2006—Tunstall is, eagerly, right back in the eye of the storm.

The Scottish singer/songwriter’s follow-up set, “ Drastic Fan-
tastic,” will be released Sept. 10 internationally and Sept. 18 in
North America by Relentless/Virgin. Produced again by Steve
Osborne (U2, New Order), the album is led by the single “Hold
On,” which will be commercially available Aug. 27 in the United
Kingdom. 1t is already off to a hot start at radio there.

“It's distinctively KT, isn't it?” asks Jeff Smith, head of music
at AC-formatted BBC Radio 2, which immediately A-listed the
single. The national soft rock station is credited by Tunstall her-
self as one of her early champions, along with the younger-
driven top 40-led Radio 1. “Musically, she seems to be going
from strength to strength,” Smith says.

Not that the new album’s predecessor
is ready to go quietly. “Telescope” now has
worldwide sales of nearly 4 million units,
according to EMI, including 1.5 million
in Britain and 1.1 million in America, ac-
cording to Nielsen SoundScan. And even
with the sophomore album on the hori-
zon, it just keeps selling.

Tunstall’s July 13 appearance on
NBC’s “Today” spurred a 60% hike in
U.S. sales of “Telescope” and a 173-101
jump in its 73rd week on The Billboard
200. Digital sales of her signature sin-
gles “Suddenly I See” and “Black Horse
& the Cherry Tree” immediately rose by
80% and 60%, respectively.

Tunstall, who turned 32 in June, is
never short of a bon mot about her rise
to fame after a decade of knocking on
doors that stayed resolutely shut. Nor
was she likely to risk losing what had
been so hard-won. “I feel like I've done
the new album just in time,” she says in answer to further in-
quiries about her extraordinary stamina. “If I'd taken any time
off, I might have missed a bit of a window.”

The confident but self-effacing musician, who's wearing a
vintage Van Halen T-shirt, jeans, neon-pink nail polish and
some artfully applied eye makeup, nevertheless admits that she
had to dig deep into her energy reserves.

“When it came time to make the second album, I was com-
pletely fried,” she says. “All the promo, it really interferes with
your creative juices. That's why modern success is a lot more
difficult, creatively speaking, than, say, back in the *70s. Led
Zeppelin never did an interview, those bastards.”

When she finally carved the time to start recording “Dras-
tic Fantastic” in the middle of last year, Tunstall had made an
important discovery. “The one major change for me was that
on the first album, I did find recording my vocals very diffi-

o
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CRAFTING AN
INSTANT FOLLOW-UP
TO A4MILLION-
SELLING DEBUT? NO
PROBLEM, SAYS
SCOTLAND’S
FAVORITE RAY OF
SUNSHINE

BY PAUL SEXTON
AND SUSAN VISAKOWITZ
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KT TUNSTALL performs July 13 on
NBC’s ‘Today’ at Rockefeller Center

cult. We learned this time around that I can’t really sing if
I'm not playing.

“I basically taught myself singing and playing guitar at the
same time, so all of my phrasing and breathing disappear if
I'm not playing. We were coming up with ridiculous ideas where
I'd stand on a ladder in the room downstairs and have my head
through the floor of the vocal booth so that I could play and sing
and Steve [Osborne] could get his separation.”

The completed album complements “Telescope” in narra-
tive style, but represents a true upgrade in confidence and scale.
“The raw material’s even better than on the first one,” EMI
Music U.K. and Ireland chairman/CEO
Tony Wadsworth says. “Her voice is
leaps and bounds ahead of where she
was, and it’s really good that ‘Hold On’
has already captured people’s imagina-
tion.”

“Telescope” had a soft release Dec.
7, 2004, in the United Kingdom, but
far from getting buried in the Christ-
mas avalanche, it sold steadily amid
approving word-of-mouth about the
artist’s outstanding live performances.
The album took 16 weeks to make the
U.K. top 10, by which time sales had
reached 180,000 and shipments a quar-
ter of a million. By the time Tunstall
was collecting her BRIT Award for best
British female in February 2006, “Tele-
scope” had spent a solid year on the
U.K. chart and risen to quadruple-plat-
inum (1.2 million shipments).

By contrast, the U.S. breakthrough
of “Telescope” was helped to no end by
key placements for its songs, from performances on “Ameri-
can Idol” to the appearance of “Suddenly I See” on the silver
screen in “The Devil Wears Prada.” “Black Horse & the Cherry
Tree” then won a Grammy Award nomination for best female
pop vocal performance.

“It's weird,” she says. “I'm writing these songs and they're like
little oompa-loompas. They go into the world and I keep getting
these postcards from them, saying, ‘Guess what? 'min a Meryl
Streep film.’ I'm like, ‘Well done, haven’t you done well.” ”

Tunstall pronounces herself “flabbergasted” by her na-
tional and international success, acknowledging that the
sometimes intrusive and cynical British press has remained
largely supportive.

“I feel like I've somehow got through some nasty razor-
sharp net,” she says with a laugh. “I don’t get a whole lot of
unwanted attention, and there’s been very little attack on the
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fact that I've been in America all this time. I've had a pretty
fantastic run of it.”

CRACKED ACTRESS

Tunstall had always enjoyed creative encouragement from her
family and developed an early passion for performance, but
she might have ended up treading different boards altogether.

Adopted at birth into a tight-knit family of four, she grewup
in the seaside town of St. Andrews on Scotland’s east coast. Her
physicist father and teacher mother provided musical instru-
ments at an early age, enrolling her in the local theater group
and letting her spend a year at a Connecticut boarding school
at the age of 16.

“Up until then, I was pretty adamant that I was going to
act,” she recalls. “Then I went to do this project with the Royal
Shakespeare Company and | saw this catty, competitive, back-
stabbing side of theater. It was just when I started writing
music, so I was spending a lot of my time writing.

“At the end of the course, we had a performance cabaret
where everybody did a skit and I thought, ‘Fuck it, I'm going
to play a song.” And everyone said it was good. I was like, ‘No
girls here play guitar or write songs, but they all want to be ac-
tresses. Hmmm . ..””

Tunstall made the decision there and then that music would
be her path. After college, she gigged around Scotland for some
six years, during which time what she lacked in financial re-
ward she gained in self-esteem.

“I was unemployed for a long time and I didn’t have any
money. But it was a choice. I could have gone outand got a job,”
she says. “It was exciting to go out and perform while being my-
self, not having to be a character. And I still feel very strongly
about that. I want to be the same person [ am onstage when I'm
off. Performing is the closest thing I get to meditation, where
I'm not thinking about anything else. I'm just completely init.”

That genuine passion and energy rubbed off on Relentless,
the former independent U.K. label formed by Shabs Jobanpu-
tra and Paul Franklyn that initially signed Tunstall to its sister
label Outcaste in May 2003.

Relentless then inked a joint venture with EMI's Virgin in
2004, and by August of that year, Jobanputra was telling Bill-
board he was “really excited” about the label's new
singer/songwriter, who made her local debut with the “False
Alarm” EP that September.

“She’s still very much the same person—still very driven and
independent,” Relentless head of marketing Roland Hill says.
“There’s so much good will towards her as an artist because
she works incredibly hard and she’s a great character.”

EMI Music U.K. and Ireland senior VP of international mar-
keting Mike Allen says that working “Eye to the Telescope” has
been “one of life’s great pleasures in recent years. Nearly 4 mil-
lion units worldwide makes it a pleasure. So do a platinum
album and a Grammy nomination in the U.S. But above all,
working with KT makes it a pleasure, as anyone who has en-
countered her around the world will tell you.”

ONE T0 GROW ON

“She’s obviously grown as an artist, yet without stepping far
away from what people have come to know,” Capitol Music
Group president Lee Trink says. “She really delivered.” He adds
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that early signs for “Hold On” at U.S. radio “have been great.
People seem genuinely excited about a new KT record. We're
starting it at triple-A and adult top 40, and we’ll wait for the nat-
ural progression to pop radio to happen. | expect it will cross
over in September.”

Tunstall is managed by Simon Banks at SB Management,
published by Sony/ATV and booked by Mike Greek of Helter
Skelter for the world except North America, where duties are
handled by Marty Diamond at Little Big Man.

High TV visibility will be an integral part of the U.S. launch.
Trink says Tunstall is already scheduled to appear on “Live With
Regis & Kelly,” “Late Night With Conan O’Brien,” “CBS Sun-
day Morning” and CBS’ “Early Show.”

“Oftentimes, when you follow up a big record, you don’t have
a lot of lead time to set it up,” he says. “This is an exception,
and it’s really been a luxury. We know who KT’s audience isand
we know where her music’s worked, so we're just fully flesh-
ing that out from the beginning.’

The big difference this time is in the album’s simultaneous
release in major markets. “We had that luxury last time of being
[able] to take one continentat atime,” Wadsworth jokes. “When
all the spotlight's on one person, the most important thing to
get right is the scheduling [so that] you cover as many key re-
gions as you can at the right time, but also without completely
wearing out the artist before you've even started. We've
been working on the plan with [Simon Banks] for the
last five months.”

Virgin U.S. will issue a standard and a deluxe

THREE ACTS THAT INSPIRED TUNSTALL, IN HER OWN WORDS

edition of the album, the latter packaged with a DVD. An
iTunes preorder for both editions is already up and running
in the U.S. store; each includes an exclusive video of Tunstall
performing “Hold On” on “Today.

Tunstall introduced some of her new material at the United
Kingdom’s Glastonbury Festival in June and played the U.S.
leg of Live Earth. She’ll be at the United Kingdom's V Festival
Aug. 18-19 ahead of a 10-date U.K. tour in October, and Trink
says she’ll return to the States in November and December,
mostly for radio shows and to play a few dates in select 1
kets. A full U.S. tour is planned for next spring, after which
Tunstall is due in South America.

All of which means the ambition Tunstall had during those
underemployed years in Scotland has come to pass.

“I wanted to do this as a vocation,” she says, “and ac-
tually be able to turn up to America with my pass-
port saying, ‘Occupation: musician.””

Mission accomplished. e

TUM WAITS “l had a roommate at

university who told me, ‘You have
to go out and buy “Bone Machine”
today.’ I'd never heard of him. Lis-
tening to it, | thought he was black.
| was so fascinated with how it
sounded so impulsive, and opened
up to the idea that it’s alright to sing
blues if you’re white.”

THE WHITE STRIPES -ocrinitery

really big influence as well. Jack
White's possibly my favorite artist
around at the moment. Again, it’s the
impulsiveness and quite anarchic
punk spirit towards making music.
Also, he’s just such a brilliant song-
writer and isn’t afraid to be childish
or simple with his chords, arrange-
ments or lyrics.”

BECK “A big one for me, because the
common thread in the music is him, not
the style. I really aspire to being able to
genre-hop like that. I’'d love to make
some digital dance music and some
completely stripped-down folk music.
| don’t want to hem myself in in any
way, and | love the fact that he
never has.” -PS

DRt JUM
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THE GLOBALLY ACCLAIMED
DJ/PRODUCER RETURNS

WITH ‘IN BETWEEN’

I)YI(

Cn theeve of his Aug. 17-18 concerts in New York’s Central Park, Berlin-l-ased D]/ producer Pzul
Van Dyk hes reasons to be cheerful. The two-night stint marks the fift1 anniversa-y of Lis
Central Park gigs—p-oduced by Mace Events—and coircides with the release of his { fth stu-
dio album, “In Eetween,” which arrives Aug -4 fror1 Mute Records. B T 1e new disc “eaturs=s
a handful of gu=st vocalists, including Tal<ing Heads frontman David Byrne and J=ssiza
Sutta of th2 Pussycat Dolls. When asked if Byrne, wao lives in New York, will irake cn
aopearance at one ot both of the Ceniral Park shows, Yan Dyk chuckles and says, “It coild
very well heppen, but we should keeo some secrets.”

The civerse 1 neup of artists spotlighted on “In Eetween”
s as testemake- cool as it is mainstream pop and speaks tc
~he universal acceptar.ce of van Dyk and his music.

For irfluentic] dancz/electronic artists like Var Cvk, whe
have a s-rong desire tc reach as broad an audience s possi-
ble—one that extends well beyond dancefloors—it iz impor-
tant to bridge the gap detween underground credib:lity end
ma nstream accessibility. Van Dyk has achieved this -hrot gh
smart worldwide initati ses, encompassing his recorcings, tour-
ing. synch licens=s and brand Sartnerships.

wwWww americanradiohietorv com

Not surp-isingly, for the second consecutive y=a- Van Dvk
has been ranked the world’s No. 1 1] by D] magzzine's anntal
Top 109 DJ< readers’ poll.

“Touring is critical for Paul,” szeys Kurosh Nasseri, who mr.aa-
ages Ven Dyk's career in North Aarmrerica. “It keeps hir in the
public eye a~ound the world. It is wnat put him i the positien
to do the ott er things.

The artis: maintains a fully stzffed office ard studic in
Berlin, helrmed by his wife, Natascha Van Dyk, ar.d Markts
Nisch, vho aandle international continted zn >>p28

AUGUEST 4, 2007 www.billboardtz | 27
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from >>p27  management and marketing.

And it is touring that makes him so attractive to ad agency
creatives and Hollywood music supervisors.

“Week after week, Paul exposes people to fresh new dance
music,” Billboard-reporting club D] joe Bermudezsays. “He
is very musical, and his melodies have been able to transport
dance music out of the clubs and to the masses.”

To illustrate, Bermudez points to Van Dyk songs heard in
movies like “The Sisterhood of the Traveling Pants” and the
recent ad campaign for Jeep. Such music placements,
Bermudez says, give people “who would never think of step-
ping foot in a club the opportunity to be introduced to Paul
and his music.

Of course, those who do experience Van Dyk in concert will
witness a technological champion hard at work. During his
live performances, Van Dyk goes beyond simply playing 12-
inch vinyl singles and CDs. He preters
to use laptop computers, studio soft-
ware and real-time remixing tech
niques—enhanced with additional
keyboards, sequencers and, when pos-
sible. musicians—to create new sounds
on the spot.

‘Over the years, Paul has helped bring
the DJ from a dark and dirty corner of
the club to one of its main focal points,”
Bermudez says.

This helps to explain why Van Dyk s
regularly booked to play music festivals
like Coachella and the Ultra Music Fest,
as well as Central Park, according to his
North American agent Michele Servais
of Producer Artist Management in West
Palm Beach, Fla.

Van Dyk has come a long way since stepping behind the
turntables of Berlin’s Tresor club in 1991. Born in East Ger-
many and raised in communist East Berlin. Van Dyk deliv-
ered his debut album, “45 RPM,” in 1994. Two years later,
following the release of sophomore album “Seven Ways,” he
experienced his first crossover hit with “For an Angel.”

With the 2000 arrival of his third studio album, “Out There
and Back,” Van Dyk was experimenting with beats and rhythms
that were not necessarily primed solely for dancefloors. It
proved to be a visionary creative statement from a man who
understood the true meaning of “revolutionary.”

In 2003, Van Dyk’s fourth artist album, “Reflections,” de-
buted at No. 3 on Billboard’s Top Electronic Albums chartand
received a Grammy Award nomination in the best electronic
album category.

Between his active recording and touring schedules, Van
Dyk opened the doors to Vandit Records in 1999 and online
radio station/digital store Vonyc.com in 2005. Five years ago,
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‘Paul has
stepped away
from the
preconceived
notion of
what it
means (o
I)e a l)r'.7
—NATASCHA VAN DYK

. o
PAUL VAN DYK,with ever-growing
popularity as a live'performer, draws a
crowd at a show in 2004,

he regained the rights to his back catalog after a longstand-
ing dispute with his former German label, MFS.

In a savvy business move, Van Dyk retains ownership of
his recordings. He licenses his albums to labels worldwide,
including Mute in North America, Positiva in the United King-
dom and Universal in Germany.

According to Nisch, Van Dyk has approximately 20 licens-
ing partners around the world, encompassing more than 50
territories. “Paul seeks out those label partners that make the
most sense for him and that fully understand his mission to
continually grow as an artist and to push this music forward.”

Prior to the Mute deal, label VP/GM Mark Fotiadis recalls
several meetings between Mute execs and Van Dyk. “He
wanted to know who everyone was at thelabel,” Fotiadis says.
“It was important for Paul to know that he could count on
each one of us well into the future. With Paul, it's about build-
ing relationships, about trust, about hav-
ing a strong team around him.”

Apparently, the visionary Van Dyk
knows what he’s doing. He has made the
transition from a local Berlin D] to an
international powerhouse, traveling
around the world and playing to sellout
crowds of 3,000-300,000 enthusiasts.

In the process, he has sold more than
3 million albums worldwide and remixed
songs for numerous acts, including
Justin Timberlake and Depeche Mode.

Last August, Sirius Satellite Radio
tapped Van Dyk to host his own weekly
show. The two-hour program, “Paul
Van Dyk’s Vonyc Sessions,” airs Thurs-
days at 6:00 p.m. EST on the satcaster’s
trance/progressive house music channel, Area 33 (chan-
nel 33). Each week’s program is rebroadcast on Saturdays
and Tuesdays.

In Van Dyk, Sirius found a marquee talent that could help
brand Area 33 as the go-to channel for progressive trance and
house music, Sirius director of dance and hip-hop program-
ming Geronimo says. “You see Paul live and you realize he’s
more than a D] simply mixing records and CDs together,” he
says. “Sure, he re-creates tracks on the spot, but there is also
a strong emotional connection between Paul and his audi-
ence. We wanted that emotion, that connection.”

Since day one, Van Dyk has remained focused on the fu-
ture, Natascha Van Dyk says. “Paul has stepped away from
the preconceived notion of what it means to be a DJ,” she says.
“Heisa DJ, of course, but he is also a musician, a composer,
a producer, an artist.

She adds, “Paul believes in and lives for what he does. It's
his whole world—making music, playing music and sharing
it with the world.” .

www americanradiohistorv com

PAUL VAN DYK BOOSTS NEW
ALBUM WITH FIETH ANNUAL
CENTRAL PARK SHOW

BY KERRI MASON

The retail challenge of dance music has always been the same. The
live dance music experience is communal and last for hours, mak-
ing it nearly impossible to package and sell. When DJs produce al-
bums, they rarely match the electricity of their gigs. Fans, therefore,
forgo the purchase for a cover charge. M But Paul Van Dyk, the
world’s No. 1 DJ (according to U.K. magazine DJ’s annual poll),
bridges the gap between the retail and live experience. The Ger-
man trance specialistis promoting the Aug. 14 release of his sixth
album, “In Between” (Mute), to fans on the dancefloor and at home,
via a two-night stint in Central Park (Aug. 17-18).

Now in its fifth year, the Central Park gig—promoted by Made
Events, with professional sound, lights and lasers—has become a
tradition. “Three years ago it rained cats and dogs the entire show
and everybody stayed,” Van Dyk’s North American manager Kurosh
Nasseri says. “That reinforced the notion that this was something
special.” Made addeda second date for the first time last year. Both
sold out, bringing total attendance to around 10,000.

Attendees this year will be able to buy a Nielsen SoundScan-ap-
proved special edition of “In Between” on-site. It includes a com-
memorative booklet with pictures from all five years and a download
code for an exclusive remix of anthemic cut “New York City.”

The track is a collaboration with Starkillers and Austin Leeds,
producers at the forefront of the current punchy, electro-based
sound in ctub music, which has New York origins. In t, singer/lyri-
cist Ashley Tomberlin declares, “Concrete dreams stirring tolife /on
a New York City night,” before a fist-pumping explosion of drums
and synth. Tomberlin has never been to the Big Apple; Van Dyk
described the feeling he wanted from her words. 1t’s a prefabricated
“big dancefloor moment” tailor-made for the Central Park shows
and captured in downloadable form.

“Non-vocal, beat-driven music is never going to sell a lot of units
for people to listen to at home,” Made Events head Mike Bindra
says. “When electronic artists put out stuff that's different, that’s
vocal-driven and song-based as opposed to track-y, it’s easier to
connect the dots.”

Eleven of the 17 tracks on “In Between” feature vocals, includ-
ing appearances by David Byrne (“Fall With Me”) and Pussycat Doll
Jessica Sutta (“White Lies”). “Jessica is as pop as you're going to
get, and David is as credible as you're going to get,” Nasseri says.

Van Dyk is supporting the album release in other ways as well.
After some wrangling over digital rights, Mute released his entire
back catalog July 3 via iTunes. He is contributing ali the music—
some original, some old and some from “In Between”—foran up-
coming Sony PlayStation title.

But Central Park is where it all comes together. “It’s really im-
portant that we establish that these are real musicians, not just DJs
playing other people’s music,” Nasseri says. “It's important, espe-
cially to the perception of the [dance] genre, by the industry, by the
Recording Academy, by everyone in this business.” ce

PAUL VAN DYK performing last August in New York’s Central
Park. His annual open-air Big Apple concert returns for its fifth
year Aug. 17-18.

CENTRAL PARK: MAT SZWAJKOS/GETTY IMAGES: ROCK THE VOTE: JOHN SHEARER/WIREIMAGE.COM
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Paul,

Thank you for your music, dedication, commitment, hard work & loyalty for tne
past 12 years. You are a true pioneer. It has not only been a privilege, but an
honor working with you and we're proud to be a part of your team.

Here's to many more years of continued success!

producer artist management
Www.pamdjs.com

www.americanradiohistorv.com
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PAUL VAN DYK EXTENDS
HiIS REACH WITH LICENSING,
CHARITY WORK

Paul Van Dyk averages more than 130 gigs per year,
performing to more than 3 million people. His hec-
tic global tour schedule keeps him in front of
dance/electronic music fans worldwide. It turns
out that many of these fans work in the worlds of
film, TV, advertising and videogames. @ “Paul has
gained much traction, in recent years, with synch
licenses,” the artist’s North American manager
Kurosh Nasseri says. “He’s now being considered
for projects that go beyond his core audience.”

One such projectis “Euphoria,” a PlayStation videogame due
in October. Nasseri says Van Dyk is creating the entire aural
foundation for the game, which will feature 20 of his tracks,
encompassing catalog material, songs from new album “In Be-
tween” and a handful of new compositions. “This gives us an-
other platform for Paul's music to, again, reach a broader
audience,” Nasseri says.

Since the release of Van Dyk’s fourth studio album, the
Grammy Award-nominated “Reflections” in 2003, the artist’s
sounds have become increasingly popular with Madison Av-
enue creatives and Hollywood music supervisors.

“Time of Our Lives” (featuring Vega 4), which is featured on
“Reflections,” has been licensed extensively. Prior to its cur-

PARTNE RS

PAUL VAN DYK, left, receives
's medal of honor for his

rent use in a Jeep campaign, the song was heard in spots for
HBO, Land Rover and other brands. The song was also heard
in TV shows (“North Shore,” “The Insider”) and the film “The
Sisterhood of the Traveling Pants.”

“The music and lyrics are connecting with Jeep consumers,”
says creative director Michael Corbeille of BBDO Detroit. “We've
been watching activity at various websites, including jeep.com
and youtube and people are talking about this campaign.”

Songs from earlier Van Dyk albums have been featured in
TV shows like “Queer As Folk” and “Roswell,” as well as the
videogame “Dance Dance Revolution.”

Aside from his musical activities, Van Dyk dedicates a sig-
nificant part of his life to politics and social justice. He has
formed partnerships with charity organizations around the
world, including the German Red Cross and Pro Asyl, which

helps refugees in Germany in
need of support. He also sup-
ports the Akanksha Founda-
tion, a nonprofit that helps
less privileged children in
India’s Mumbai and Pune re-
gions. Van Dyk recently re-
ceived Berlin’s Medal of Honor (Landesverdienstorden) for his
work with Riickenwind, a charity he founded, and now run by
the Red Cross, to help Berlin’s neediest children.

In 2004, Van Dyk participated in a nationwide Rock the Vote
tour, which featured Bono, Sean “Diddy” Combs, the Black Eyed
Peas and George Clinton. Activity like this ably supports Van Dyk’s
compilation series “The Politics of Dancing,” which shines the
light on inclusion and unity. —Michael Paoletta

MEDAL OF HONOR: MARKO BUSSMANN: ROCK THE VOTE: JOHN SHEARER/WIREIMAGE.COM

Paul,

From New York to Santiago, Miami to
pleasure to be on this journey with you.

Much continued successt————_ _

Your friends at
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Disco Produtions, our partners and your fans thank you,

‘w For all theé smiles you’ve brought

to us over the past ten years
in the following cities:

Austin
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career and success. We look forward
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OCTOBER 9 & 10. Now in its 14th year, the Billboard Dance Music

Summit attracts an elite group of international and domestic attendees

;.b to discuss the latest trends impacting today’s dance music industry.

. —— Be a part of the industry's most important business-to-business event!
. | ™~ Program highlights include timely, relevant and controversial panel
D JC IC topics, Q&A sessions with artists, DJs ard other key industry
; I influencers, networking opportunities, and much more.

| T:."."

s Music Experience! All
"F one week of incredible
orlc ,". st DJs, hot nightclubs
arties.
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'Unglamorous Life

UNSILENT SISTERS

With Faith And Tim’s Help, A 38-Year-Oid Mother
Of Five Makes Her Big-League Debut

Here's a story you don’t hear
every day: Lori McKenna, a 38-
year-old mother of five who has
been married to the same man
since she was 19 and lives
within a stone’s throw of her
childhood home, is just weeks
away from her first major-label
album release date.

Need more? How about her
appearance last year on
‘Oprah” with superstar Faith
Hill, who recorded three of
McKenna’'s songs on the
album “Fireflies"—including
its title track?

Or how about the fact that
her new album was produced
by super producer Byron Gal-
limore and superstar Tim Mc-
Graw, via their StyleSonic
Records imprint? And then
there’s her 18-show rin as the
opening act for McGraw and
Hill’s blockbuster Soul2Soul
2007 tour. And the fact that
McKenna—who grew up in
Stoughton, Mass.—didn’t start
writing songs until she was 27.

“Unglamorous,” out Aug.
14 on StyleSonic/Warner
Bros., is actually her fifth
album, after four independent
releases that sold a combined
54,000 copies, according to
Nielsen SoundScan. The most
recent, “Bittertown,” which
was released in 2004 on Signa-
ture Sounds and was rere-
leased by Warner Bros. last
year, features the original ren-
ditions of two songs Hill cov-
ered on “Fireflies” (“If You Ask”
and “Stealing Kisses”), along
with “Bible Song,” which Sara
Evans recorded for her album
“Real Fine Place.” McKenna
also co-wrote three songs on

Mandy Moore’s 2007 album
“Wild Hope.”

Warner Bros. Nashville ex-
ecutive VP Bill Bennett, who
along with now departed chief
creative officer Paul Worley
signed McKenna to Warner,
says he first heard about her
during a listening session with
Hill. “You could tell Faith had
a strong connection to them,”
he says. “There were songs of
hers that really lit up her face.”

‘l don’t remember ever
being impacted by a songwriter
the way I was with her,” Hill
says in McKenna's bio.
“There’s just this indescribable
collision of innocence and hon-
esty in her writing.”

Since Gallimore produces
Hill and McGraw, he was fa-
miliar with McKenna's work.
The two men launched Style-
Sonic last fall and in addition
to McKenna, are working with
Mercury Nashville duo Half-
way to Hazzard.

“Warner Bros. basically said,

‘We loved “Bittertown,” go in
with Byron and Tim and make
the record you want to make,””
McKenna says. “And that’s ex-
actly what happened.’
McKenna wrote or co-wrate
all 11 cuts on the record and
calls “Your Next Lover” her fa-
vorite. “I’ve been married for
19 years, so it’s a song about
someone moving on and she’s

*a 2

sort of knowing where they’re
going to go because you know
them so well.”

The rocking and defiant “I
Know You,” name-checks D.H.
Lawrence, and the title cut talks
of faded curtains, TV dinners
and drinking wine from a jelly
glass. But McKenna is quick to
point out that her songs’ sce-
narios are not necessarily a
journal of her own home life.
Rather, they’re the collision
point of autobiography, obser-
vation and a vivid imagination.

“I only can write about
what I know or conversations
I've had with people who have
the same type of life that 1 do,
she says. “I live in the same
town I grewupin. I only have
a sixth grade vocabulary, and
I only know three chords. This
iswho lam, and I don’t really
have time to take a piano class
or anything.”

Categorizing McKenna's
music is difficult: Country?
Folk? Rock? All of the above?

m. I doi

“If there’s a challenge it's that
it’s music that doesn’t neces-
sarily have a genre,” Bennett
says. “I see a lot of similarities
in Josh Groban and Michael
Bublé and the way they’re mar-
keted. Fernales really love Lori's
lyrics and her songs resonate
with mothers.

“There’s alotof formats that
attract females, and we’re
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going to try to get to all of those
radio formats,” Bennett says,
citing country, triple-A, adult
top 40 and AC as examples.
Of course. opening 18 dates
on one of music’s biggest
tours should help spread the
gospel of McKenna. Accord-
ing to Billkoard Boxscore,
slightly less than 266,000 Hill
and McGraw fans were intro-

>
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duced to her on an 18-show
U.S. and Canada run.

In addition to her own tour
dates, McKenna will perform
on ABC’s “Good Morning
America”the day her album is
released. That network’s
“Nightline” will also do a fea-
ture on her, as will People and
Oprah Winfrey’s O magazine.

“I hope this keeps growing

AUGUST 4, 2007 |

and more people like what 1
do, because I can’t really
change what I do,” McKenna
says. “That it makes people
happy and that I'm happy
with the songs thai I've been
able to write and I’'m keep
ing my family and my kids
happy at the same time,
that's really all | expect, or
hope, ta figure out.”

www.billboard.biz 35
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>>> BACK IN THE
‘CLOSET’
R. Kelly is revisiting his
short-film series,
“Trapped in the Closet,”
two years after the
original became a
cultural flash point. Ten
new installments of the
saga will be released
Aug. 21 on DVD via Jive.
The Independent Film
Channel has come
aboard as a partnerin
the new release. IFC will
air all 12 of the original
episodes in the weeks
prior to the DVD release
and will also stream all
22 installments on its
Web site.

—Jonathan Cohen

England’s Simon Keenlyside's “Tales of Opera” {(Sony
Classical, Sept. 25) sets a different stage in an opera recital
album that traverses such staples as Mozart’s “Don Gio-
vanni,” Rossini’s “Barber of Seville,” Verdi’s “Don Car-
los” and Wagner’s “Tannhauser.”

Undoubtedly, the highly anticipated showpiece of Uni-
versal Classics’ vocal lineup issoprano Anna Netrebko and
tenor Rolando Villazon’s “Duets” album (Deutsche Gram-
mophon, Sept. 11), which shows off the operatic superstars
in well-loved roles along with some rarities, including
Tchaikovsky’s “Iolanta” and Federico Moreno Torroba’s
“Luisa Fernanda.”

Also on the Universal docket: two Decca albums featur-
ing celebrated Peruvian tenor Juan Diego Florez: A com-
plete recording of Donizetti’s “Don Pasquale” (Aug. 14) and
“Arias for Rubini,” with music of Rossini, Bellini and
Donizetti (Sept. 11). Other big-name vocal projects for the
label this season are Placido Domingo’s disc of Leoncav-
allo’s operatic arias and songs (DG, Sept. 11) and mezzo
Cecilia Bartoli’s “Maria” (Decca, Sept. 25).

Classical Score

| ANASTASIA TSIOULCAS atsioulcas@billboard.com

AnOperaticAutumn

Maria Callas Sets Lead A Stellar Slate of Fall Releases

As autumn draws near, the classical labels are in over-
drive in anticipation of their imost important fall releases.
On the operatic front at the majors, superstars and up-
and-comers are having deep impact.

With the 30th anniversary of Maria Callas’ death ap-
proaching on Sept. 12, EMI Classics, the imprint most
closely associated with the timeless diva, is releasing a
gargantuan 70-CD set of her complete studio recordings,
as well as an eight-disc set called “The Ultimate Callas
Operas—The Highlights.”(Both hit stores Aug. 28, along
with a two-fer dubbed “The One & Only.”) Not content
to leave things entirely to EM1, Warner Classics has a six-
CD budget box of Callas recordings from the late "40s
and early ’50s called “Simply Callas,” along with a one-

A (NOT QUITE) NEW FACE AT THE NY PHIL: With
the recent announcement that 40-year-old conductor Alan
Gilbert is ascending the New York Philharmonic’s podium
as its next music director in 2009, much media attention

>>> OH, DONNAS
The Donnas have
unveiled additional

details about their new
album and label, first
tipped by Billboard last
month. The group has
set a Sept. 18 release
date for “Bitchin’,”
which its own Purple
Feather label will issue
through Red Eye. It’s
the Donnas’ first
release since parting
with Atlantic after two
albums. A supporting
tour begins Sept. 16.
—Katie Hasty

>>> GREEN
THUMB

Al Green and the Roots
have laid down 15 songs
at Electric Lady Studios
in New York for the
tentatively titled “The
Duet Album.” The
project will be released
either late this year or
in early 2008 via Blue
Note. Anthony
Hamilton, D’Angelo and
possibly Alicia Keys
and/or Joss Stone will
guest. —Gary Graff

>>> TO BECK OR
NOT TO BECK
Contradicting a
published report, Jeff
Beck’'s manager tells
Billboard the guitarist
has no plans to tour
with Jimmy Page, Chris
Dreja and Jim McCarty
as the Yardbirds this
fall. Beck’s manager
says there is “no truth”
to any rumors
regarding Beck’s role in
the potential reunion.
The artist will play Eric
Clapton’s Crossroads
festival in Augustin
Chicago, but has no
other touring on his
schedule for the rest of
the year.

—Jonathan Cohen

CD highlights compilation, out July 24.
Elsewhere on the EMI lineup is a “La Scala” recital
album from Angela Gheorghiu recorded last year (Aug.
28), the debut album from hot young soprano Kate Royal
(Sept. 18) and Bellini’s complete “La Sonnambula” fea-
turing the enthralling Natalie Dessay (Sept. 25).

Sony BMG Masterworks offers two baritone albums
this season. American heartthrob Nathan Gunn
makes his Sony BMG Masterworks debut with “Just
Before Sunrise” (Sony Classical, Aug. 7), an album
that embraces everyone from contemporary composer
Ben Moore to offbeat pop icon Tom Waits, and in-
cludes guest appearances by labelmates Eldar on
piano and musical theater star Kristin Chenoweth.

has been focused on Gilbert’s association with the orches-

tra since his early childhoo
violinist, while his father,
group six years ago.}

one of only a handful of

organization. Although

breathe new life into the o

;NTOM FERGUSON tferguson@eu.billboard.com

Forever Youth

Australian Act Turns Alphaville Cover into Road, Sales Success

Sydney’s Youth Group is grow-
ing up into a serious chart con-
tender, thanks in part to a fateful
U.S.synch deal. After “The OC”
used its track “Shadowland,”
producers of the now-canceled
show commissioned the Ivy
League Records-signed act to
record a cover of Alphaville’s
synth-heavy 1984 song “Forever
Young.” Youth Group’s version
spent two weeks at No. 1 on the
Australian Recording Industry
Assn. chart in April 2006, sell-
ing almost 200,000 combined
digital and physical units, and
winning spins on U.S. college
radio. according to lvy League
director Andy Kelly.

Anti/Epitaph, which li-
censes the band’s recordings
for the world outside Australia,
will issue the single Aug. 27
in Britain.

“But the big impact has been

36 | BILLBOARD |

on the touring front,” says Syd-
ney-based Kelly, also a director
at Winterman & Goldstein,
which handles the band’s man-
agement worldwide.

The act will return for another
U.S. trekin the fall after a string
of sellout club dates in April and
May, booked through Seattle-
based Aero Bookings.

“Forever Young” appears on
Youth Group’s third album,
“Casino Twilights Dog,” which
is nearing gold status (35,000
units) at home, and has sold
more than 15,000 units in the
United States, Kelly says. U.S.
synch deals are being lined up
ahead of the band’s fourth
album release, due in early
2008. The release will be sup-
ported with live dates in the
United Kingdom and Europe,
through London-based the
Agency. Youth Group’s world-
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wide publishing is through Ivy
League Music, administered by
Chrysalis Music.

—Chvristie Eliezer

CHART FIXKES: Flemish
band Fixkes achieved an un-
usual feat this year when they
created local chart history and,
in the process, brought the
Dutch-leaning Stabroek dialect
into the mainstream.

The sibling duo’s debut,
“Kvraagetaan,” held the No. 1
position on the Ultratop chart
for 15 consecutive weeks, beat-
ing the previous 12-week record
jointly held by Crazy Frog’s
“Axel F” and Las Ketchup’s
“Ketchup Song.”

Fixkes comprises brothers
Sam and Jan Valkenborgh,
who were born in Stabroek,
near Antwerp, Belgium. “I
would describe what we do as

www americanradiohistorv com

q:-"d! .

YOUTH GROUP & %

d. (His motheris a Philharmonic
also a violinist, retired from the

However, the larger story is going to be what Gilbert—

younger conductors in the in-

stitution’s history, the first New York native music director
of the Phil and one of only three American-born conduc-
tors ever to hold this job—is what kind of artistic direc-
tion and programming he is going to bring to the

Gilbert is saying publicly that

it's too soon to discuss such matters, many onlookers are
hopeful that those plans, whenever they arrive, do indeed
rchestra.

>

-

S o

dialect-pop,” says Sam Valken-
borgh, who reckons the public
can understand some “50% of
what we sing.”

Dutch record company Excel-
sior released the self-produced
“Kvraagetaan” Feb. 12, with V2
Records handling distribution.

Excelsior managing director
Ferry Rosenboom says he was
captured immediately by the
“straight from the heart, very

recognizable” song, which
gained support with Flemish al-
ternative public station StuBru.

Asecond single is due toward
the end of August, ahead of a
planned Oct. 1 debut album re-
lease. The self-published band’s
buildup includes stints at
Pukkelpop and Stadsfestival in
August. Fixkes’ bookings are
handled through Peter Ver-
straelen at Big V. —Marc Maes

CALLAS: GORDON PARKS/TIME LIFE PICTURES/GETTY IMAGES; YOUTH GROUP: JULIA WILSON
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Where Bachata
Meets R&B

Dominican-American Style Making Inroads On Both Coasts

Sony BMG Latin execs were
cruising MySpace late last
year when they came across
the list of most popular un-
signed Latin acts. Topping it
was Optimo, a trio that plays
urban bachata—a style that
mixes traditional Dominican
bachata beats with R&B sen-
sibility and vocatizing.

Sony BMG scooped it up,
and in early May, Optimo’s
debut atbum, “Optimofdl,”
joined the ranks of a swelling
urban bachata movement
that is generating cross-
country sales.

“t don’t think it will be the
phenomenon reggaeton was
in its moment, but it’s defi-
nitely a genre that crosses
nationalities easily,” says
Lorenzo Braun, VP of A&R
and marketing for Sony BMG
Latin’s urban/tropical divi-
sion. “It’s a very noble genre
that appeals as much in the
East Coast as in the West.”

That in itself is an anom-
aly, given that with the ex-
ception of pop, Latin music
subgenres in the United
States tend to work in spe-
cific geographical zones. Re-
gional Mexican stations, for
example, proliferate in the
West Coast and the Midwest,
while tropical stations are

concentrated in the East.

Urban bachata’s poten-
tial first came to light in
2003 with Bronx-based trio
Aventura and its worldwide
hit “Obsession.” in 2004
the Spanish version of the
song reached No. 1in Eu-
rope and later was a main-
stream hit in the United
States in Frankie J’s Eng-
tish-language version.

But other urban bachata
acts began gaining traction
only last year, aided by the
increasing willingness of
some Latin radio stations to
play reggaetdén and other
urban-leaning rhythms.

“The very first stations
that jumped on [urban
bachata] were the reggaeton
stations,” says George
Zamora, president of Univi-
sion Music Group’s La Calle
Records, whose roster in-
cludes urban bachata duo
Xtreme. The group’s sopho-
more album, “Haciendo His-
toria,” has sold close to
80,000 copies since its re-
lease in December, accord-
ing to Nielsen SoundScan. “It
wasn't your typical tropical
phenomenon,” Zamora adds.
“They’re using a lot of Amer-
ican-flavored R&B lyricsin it.
It’s very melodic.”

GROWING A GROOVE, GRADUALLY

I Urban Bachata Acts To Watch

The ranks of wurban
bachata acts on the charts
include Aventura—by far the
top-selling act in the genre
—and Toby Love. Newcom-
ers include Optimo and
soon-to-be-launched Lenny
(on Universal Music Latino)
and John John (on La Calle/
Univision).

With the exception of
John John, who haifs from
Los Angeles, these bachata
artists (see story, below) are
Dominicans born and/or
raised in New York, fully
bilingual and bicultural.

Yet urban bachata acts
don’t just sing in Spanish;
their rhythm is as tradition-
ally Latin as it gets. And
yet, despite its localized
origins, the style appeals to
a broad swath of young,
U.S.-born Latins.

“A genre that blends trop-
ical and urban rhythms will
necessarily develop here,”
Universal Music Latino presi-
dent John Echevarria says. “Iin
any party with young Latins,
you play tropical music, and
they begin to dance. But
these younger generations
are obviously also very influ-
enced by urban music.”

Urban bachata doesn’t
mark the first time that trop-

LENNY

ical genres have been
married to urban beats.
Merengue, which is also Do-
minican but more fast-
clipped, has at times incor-
porated American beats
into its music¢, as has, of

course, reggaeton.

But bachata, with its slower
beat and use of acoustic gui-
tars and gentle percussion, in-
vites the romantic lyrics and
vocalizing associated with
R&B ballads.

&
A3

“Bachata was a much eas-
ier, better way to express our
music,” says Steve Styles, one-
half of duo Xireme. “Merengue
is harder, it’s one beat. Bachata
lends itself more to romantic
material.” e

where he collaborates with several reggaeton acts. “Toby

Love” has already sold more thanr 50,000 copies, and
Love has evolved as a decidedly urban-leaning artist in his

live shows.

AVENTURA: BEN |HARRIS

AVENTURA

The veteran of the genre
has combined sales that
exceed 500,000 units. The
group’s anchor is lead
singer/writer Anthony
“Romeo” Santos, known
for his high tenor and lyrics
that range from romantic to audacious a-d sccielly con
scious. Aventura’s top-selling album in the United States
is 2005’'s od’s Pr

Unlike the reggaetén explosion of 2005 and 2006, the
growth of urban bachata has been slow and organic. The
pace has labels optimistic about the prospects of devel-

XTREME

IThe auo compristng Bronx friends Steve Stylesanda Danny

D. plays romantic bachata with decidedly R&B stvlings
Nues-

| oping key acts. “It will continue to grow, if we as record
people don’t make the same mistakes we made with reg-
gaeton, where they saturated the market too quickly and
there were no new groups coming out,” La Calle Records

After a decent debut in 2006, the pair’s fellow-up,
tra Historia,” has scanned 80,000 copies to date.

OPTIMO

Gptimo’s blend leans more toward bachata,
although the vocals have sof: croon-
gs of R&B

president George Zamora says. For the time being, here
are some acts to look out for.

which has racked ug cloes2to gual lyrics accent

TOBY LOVE
[ 1 48 2 LENN

s first U S ased act to sian

| AVENTURA, above, and XTREME, right.
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DancingQueens

Disco Divas End Long Studio Hiatuses With New Albums

Rocking enviably taut arm and calf muscles
that would make Tina Turner proud, disco
diva Thelma “Don’t Leave Me This Way”
Houston can’t believe more than 17 years
have passed since her last studio album.

“When MCA dropped me in 1985, 1
thought, ‘My recording career is over,” " a
youthful-looking Houston says during lunch
in Los Angeles. “But I started doing more
and more concert dates in Europe, Japan,
South America, Australia and the U.S. with-
out the subject [of a new album) coming up.
And it didn’t come up for 17 years.”

Outside of such gigs as dueting with the
Winans on the title song to the 1989 sound-
track “Lean on Me,” the specter of a new
Houston CD didn’t rise until 2005. It was an
indie project she’d been mulling for years:
giving a woman’s touch to classic songs
recorded by some of her favorite male singers.

Content to sell the album during the 150
dates she averages per year, Houston was
invited to join forces with Shout Factory.
Now “A Woman’'s Touch”—produced and
arranged by Peitor Angell—is due Aug. 14.

What sets this album apart from other stan-
dard covers projects are its selections and their
intriguing arrangements. A gospel-flavored ver-
sion of Sting’s “Brand New Day” gives way to
a slow-cookin’ take on Marvin Gaye’s “Ain’t
That Peculiar.” And there’s still no denying
Houston’s resonating, full-bodied vocals.

“Why can’t a woman sing Gaye’s ‘Distant
Lover’ or Al Green’s ‘Love and Happiness'?”
Houston asks of two other songs featured on
“A Woman'’s Touch.” “I've had life experiences
that bring another way of looking at these
[male-associated] songs.”

Slipping back into dance mode on the album,
Houston pays tribute to late friend Sylvester
38 |
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with a cover of his “Dance (Disco Heat)/You
Make Me Feel (Mighty Real).” And does she
ever tire of belting out her 1976 Tamla/Motown
No. 1 hit “Don’t Leave Me This Way”?

“No,” she says. “I was once told that when
you choose a song, make sure you feel it's
something you can live with. It could be the
one that makes your career.”

Fellow disco queen Evelyn “Champagne”
King knows a little something about career-
making songs. Nearly 30 years after shooting
to fame with a little club ditty called “Shame,”
King is still touring on the strength of that and
other hits like “I'm in Love,” “Love Come
Down” and “Flirt.” And like Houston, King also
has a new studio album. “Open Book” (RNB
Entertainment Group/Jaggo Records/Fontana,
Aug. 28) is her first in 10 years.

“It’s been along journey to anew CD,” says
a determined King, who lost her father, mother
and a brother (all of whom worked for her) in
1997. “But that doesn’t mean | stopped. By
the grace of God and fans, I still held my head
up, kept working and now have a new chance
at life and music.”

Co-produced by Preston Glass (Aretha
Franklin, Diana Ross) and King's guitarist hus-
band, Freddie Fox (who also arranged the
album), “Open Book” is a collection of origi-
nals co-written by King, Fox and Tony Haynes.
The most arresting is the autobiographical title
track, which elegantly showcases the mature,
nuanced voice that producer T. Life firstheard
as a 16-year-old King helped her mom clean the
Sigma Sound Studios in Philadelphia.

King still embraces her dance roots on such
tracks as “The Dance” and “Not That Kind of
Party.” Stylishly dressed in a brown and white
print wrap dress accented by thin silver hoop
earrings and long braids, King talks as fast as
the beats pumping off those tracks.

“I live for dancing,” she says while moving
to an imaginary groove. “I’'m a complete fa-
natic who'll move all nightlong. I'm not Bey-
oncé, but I've still got it going on at 47.” -+
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The Barlow Battle

Outspoken, Top-Selling Sister Trio Gets Radical For God

boxing ring might

seem an unusual

setting for a girl

band’s CD cover,

especially when

the group is a Christian act.

However, BarlowGirl has

never been the poster child

for docile, complacent Chris-

tianity, and its trademark

outspokenness shines onthe

July 24 Fervent Records re-

lease “How Can We Be
Silent?”

“We as Christians have to
fight,” says Lauren Barlow,
the youngest of the three
siblings. “We have to fight
against the things of this
world that are trying to drive
us down. So that is what that
boxing ring symbolizes—to
fight and to not give up.”

Middle sister Alyssa Bar-
low adds, “There’s really a
lot going on right now in our
generation. “If we continue
to stand in God’s strength,
we will see him win the bat-
tle.”

The Barlows had a repu-
tation for standing up for
their convictions long before

they released their first
record. While touring as the
backup band for their fa-
ther’s music ministry, the
group Superchick immortal-
ized the siblings in the hit
“Barlow Girls,” a song that
celebrated the girls’ morals,
particularly their outspoken
stand against premarital sex.

Since then, BariowGirl has
generated almost as much
press for the fact that it
doesn’t believe in dating as it
has for becoming one of the
Christian industry’s top-
selling new acts. Its self-ti-
tled 2004 debut spawned
the hit “Never Alone” and
has sold 311,000 units, ac-
cording to Nielsen Sound-
Scan. The 2005 sophomore
set “Another Journal Entry”
has sold 278,000. But the
trio doesn’t worry about its
values overshadowing its
music. “Our whole desire is
to show people it’s OK to be
radical for God,” Becca Bar-
low says.

Produced by Otto Price,
the new album features
songs inspired by conversa-

tions with fans. “They have
a lot of fans that have some
real hurt they wanted to ad-
dress,” says Susan Riley, sen-
ior VP of A&R and publish-
ing for Word Label Group,
which Fervent
Records. “Overall it’s a heav-
ier record, and they know
that.”

Though they are in a girl
group, the Barlows—who
sometimes draw musical
comparisons to Evanes-
cence—have always seen
their audience as much
broader than just young
women. One new tune
speaks specifically to the
male population. Citing “The
Guy Song,” Alyssa says, “Our
goal was to say, ‘Stand up
and take what God has for
you, and don’t be afraid to
beaman.”

The first AC/top 40 single,
“Here’s My Life,” is the most
personal song on the album.
“We wrote it about how we
are always having to leave
home and leave our most fa-
vorite blessings,” Becca says
of their nephew and nieces.

owns

with DANJAHANDZ
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After writing and producing six Billboard Hot
100 No. 1s for artists like Justin Timberlake
and Nelly Furtado, and winning SESAC’s song-
writer of the year award, Virginia native Nate
“Danjahandz” Hills is stepping out of his men-
tor Timbaland’s shadow. While shopping his
own as-yet-unnamed label, the 26-year-old
is bringing sexy back on Duran Duran’s new
album (due in October via Epic) and explain-
ing why reviving the one-MC/one-producer
album can save hip-hop.

How do you describe your sound?
it’s worldly and big. It sounds like a movie, but
it doesn’t sound normal. I'm still developing
it. Ask me that question in five years.

HOUSTON: ALAN MERCER; HILLS: JOSHUA MOORE
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“We’ll be on a bus or an air-
plane, looking at pictures
and crying because we’re
missing different pieces of
their lives. But we kncw that
God has called us to do this.”

According to Word Label
Group senior VP of market-
ing Rod Riley, the label is
mounting the Speak Out
campaign in support of the
new release. Fans can leave
voice messages at barlow-
girl.com/speakout.

“They can leave a prayer

request, or it could be a story
of God’s providence wherz
he's answered a prayer,”
Riley says. “It’s taking the
idea of a message board to
the next step where it’s not
just the written word.”

The Web site has a place
where fans can leave a
friend’s number and they will
receive a prerecorded mes-
sage from BarlowGirl. The
sisters are also doing a brief
Speak Out tour in July. Pro-
ceeds will benefit Mercy Min-

istries, which helps teen girls
struggling with pregnancy
and other issues.
Aninteractive Internet re-
lease party was held July 23.
“We’re going to have a con-
cert and work with radio to
bring in people,” Riley says.
“We’re going to put that up
live on the Internet. Fans will
be able to come and watch
this release party. The girls
will talk, play songs, take re-
quests, questions and really
connect with their fans.”.- .

BARLOWGIRL: JEREMY COWART, THE HOPPERS: EMILY HIGINBOTHAM

How did you meet Timbaland?

Iactually met Timbaland in 2001 at & music
symposium. He already knew who 1 was be-
cause his friend, Larry Live, had introduced
us. He told me, “You’'re hot,” and that was
it. lended up meeting him again that same
night at Larry’s house. We talked for about
two hours. He said, “I think you're going to
be successful, and [ want you to work with
me.” Things didn’t happen then, but two
years later, in 2003, I got a call to come
to Miami and I’'ve been working with him
ever since.

Why does Virginia seem to turn out so
much production talent?

Everybody in Virginia does music. It’s not
like Atlanta or New York, who've got their
music scenes. New York, the West Coast and
the South each have a sound. But over in Vir-
ginia, we're in the middle of the South and
North, so we’re eclectic. We take elements
from everywhere and put it together. Being
bored in Virginia also leaves you with noth-
ing else to do but create and come up with
something extraordinary. You're the best at
what you do when you come from Virginia.
That’s the only way 1 can put it.

Why aren’t hip-hop albums selling like
they used t¢?

There are 100 manv producers on one hip-hop
album and no consistent sound. Hip-hap al-
bums like Snoop |Dogg’s] “Doggystyle” and
Nas’ “Illmatic” had only one producer. It cre-
ated a sound. In pop now, one producer will
produce one album, and I want to bring that to
hip-hop. There aren’t alot of single-producer/-
artist collaborations in hip-hop. [ want to bring
that practice into hip-hop with someone like
Young Jeezy or Lil’ Wayne.

What are vou working on now?

I'm excited about Madonna, Britney Spears and
especially Simple Plan. It's not the first “hip-
hop producer meets arock group,” but it's the
first for us. We've got two incredible songs so
far. I’ve also done tracks with Mariah Carey,
Nikki Flores, Ashlee Simpson, T.1. and Duran
Duran.

You mentioned that you’re starting a
lzbel

I'm looking for distribution now. I've been
talking to some labels that seem like they've
got it together. If our visions match, then we’ve
got something. .o

WWW american
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CanaanCan

Word Relaunches Southern Gospel imprint

At a time when every record company in the
business is diligently watching the bottom
line and planning for the future, Word Enter-
tainment is looking for a blast from the past.
Word is relaunching Canaan Records, a South-
ern gospel label that began in 1965 under the
Word umbrella and became home to such leg-
endary acts as the Hoppers, the Florida
Boys, the Happy Goodman Family, the
Nelons and the Cathedrals

“For us it’s a respect for the history that is
there and belief in the future of what could
happen for Southern gospel,” World Label
Group senior VP of marketing Rod Riley says.

Word tapped noted songwriter Dave Clark
to head the venture. “We recognize that it’s
definitely somewhat of a different genre,”
Riley says. “So we got a partner to come in
who has been around in the industry for quite
a few years and is a well-respected songwriter,
but alse knows what is happening in the
Southern gospel world. We’'ve been looking
at doing something in Southern gospel for
the last couple of years, but we needed the
right personality to head it up.”

The Hoppers, an act celebrating its 50th an-
niversary this year, is the first signing to the
newly reactivated Canaan. With the relaunch,
Word Entertainment becomes the only one of
the big three Christian companies—Word,
EMI Christian Music Group and Provident
Music Group—to have a Southern gospel di-
vision. Though some of Southern gospel’s top
independent labels have major distribution
(most notably Daywind Music Group’s deal
with Word and the Bill Gaither-owned Spring
House label’s distribution through EMI CMG),
Canaan’s relaunch places a major label back
in the Southern gospel biz, a move some think
is a boost for the genre as a whole

“We've seen some big times in our indus-
try, through the '60s and ’70s, and the rise of
Southern gospel music,” the Hoppers’ Dean
Hopper says. “We saw another big surge dur-
ing the early to mid-’90s when the Gaither
‘Homecoming’ videos took our music into so

jTHE HOPPERS

many homes worldwide, but this gives me
hope that this could be the third big surge in
our music now that we have somebody like
Word who is reactivating one of the greatest
vaults in our business.”

The Hoppers’ new collection, “The Ride,
will be released Sept. 4. The group’s current
lineup consists of Hopper; his wife, Kim;
brother Mike; and parents Claude and Con-
nie. Clark is happy tc have the group on the
Canaan roster and says it represents “all of
the things that attracted me to gospel music
so many years ago.”

Part of Clark’s responsibilities will be to head
the redevelopment of Canaan’s publishing di
vision. “In relaunching Canaan, we felt like
publishing had to be a part of it,” Riley says.
“Dave’s great expertise as a songwriter and all
he’s done in publishing are a perfect fit.’

Word has long had a strong presence in
the contemporary Christian pop/rock arena,
and Riley says that in relaunching Canaan
the goal is for the label to reach other mem-
bers of the Christian music audience. “If we
are going to be about Word being a Christian
music company equipping the church and
serving the church, then we need to lock at
all the different types of music that can do
that,” he says. “It started there and with a very
healthy respect for the heritage that South-
ern gospel has had.”

In addition to the Hoppers' new release, the
label is readying a two-CD set, “Canaan Revis-
ited,” that will feature some of the greatest hits
from Canaan’s former heyday. Riley says the
label is also negotiating with other artists, and
will announce additional signings soon.

Hopper says his family is happy to be back
with Canaan. “When you go to them with an
idea, they are either already there or they've
got somebody working on it,” he says, adding
that he’s particularly excited about its digital
initiatives. “The digital age is here. How are
we going to compete? How are we going to
move our music into the future? I think Word
has got the best handle on that.” e
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Better Late Than Never

After Years Of Christian Success, Rice Making Inroads At AC

Few artists could be characterized as both a
newcomer and a veteran at the same pointin
their careers, but that’s the interesting posi-
tion singer/songwriter Chris Rice is finding
himself in these days. His new disc, “What a
Heart Is Beating For,” arrived July 17, and Rice
has been busy promoting the set to two dif-
ferent markets.

Rice scored a hit at AC radio with the whim-
sical “When Did You Fall (In Love With Me)”
from his 2005 set “Amusing.” Though main-

stream programmers considered him a great.

new discovery, Rice was already a core artist
in the Christian market with numerous hit sin-

the music is speaking for itself.”

“When Did You Fall” peaked at No. 9 on
Billboard’s Adult Contemporary chart last Au-
gust. From the new album, the mainstream
single, “Lemonade,” is No. 24 at Adult Con-
temporary, while “Sneakin’ Into Heaven” is
being targeted to the Christian market.

A Washington, D.C., native, Rice moved to
Nashville where he began his music career as
a songwriter, penning tunes for Amy Grant
and Michael W. Smith.In 1996 he signed with
Smith’s Rocketown label, becoming the flag-
ship artist who helped successfully launch the
new venture. After six CDs (including two in-

cided to include it on the
new collection as the
first single.
Though much
of the focus in
promoting the
new album will be
to continue the
mainstream mo-
mentum achieved
with “When Did You
Fall,” Michaels says
there aren’t plans to
abandon the Christian mar-

hearted personality on tunes like
“So Much for My Sad Song,”
which pokes fun at his per-
petual optimism.
According to Michaels,
the label has had Rice on
an extensive radio pro-
motion tour, hitting
Christian and main-
stream  stations
alike. “We’re tak-
ing anold-school,
street-level ap-
proach, having

gles and a Dove Award under his belt for male

vocalist of the year.

“l probably went to 80 pop stations and
was on the air a lot,” he says. “Program direc-
tors would comment on how natural | was.
They were surprised because they thought |
was a newcomer—they didn’t realize that I'd
heen doing radio for 10 years.”

Rice quickly earned the respect of skep-
tics. “He goes into a conference room and
people are won over by his charm and the
quality of his songs,” INO Records senior VP
of marketing and promotions Dan Michaels
says. “We thought it might be a bit hard, but

strumental projects), he exited in 2005 to be-

come a partner in Eb + Flo Records with his

producer Monroe Jones. The label has a mar-
keting and distribution agreement with INO,
which in turn works with Sony BMG to take
product to mainstream radio and retail.
Rice has never been a typical Christian

artist. Sometimes compared to James Taylor,

his inventive, highly visual lyrics resonate with
depth and oftentimes a quirky charm that
catches listeners off guard. Produced by
Jones, “What a Heart Is Beating For” show-
cases Rice’s poignant introspective side on
powerful cuts like the title track and his light-

KEN TUCKER ktucker@billboard.com

Ain’t No Joke

How Larry The Cable Guy Championed Jeremy McComb

The son of a working musi-
cian who played Southern
rock, country and rock in a
Northwest regional band, Je-
remy McComb was born for
today’s country scene. The fact
that he slept behind his dad’s
amp while his older brother

played drums is just icing on
the cake.

But McComb took a cir-
cuitous route to Nashville that
included a stint as a radio DJ
and as comedian Larry the
Cable Guy’s road manager.
In fact, McComb owes his sta-

Nashville Scene

tus as a rising country star to
one Daniel Lawrence Whit-
ney—as Larry the Cable Guy
is lesser-known.

While working in a band
that frequently opened for na-
tional acts, McComb queried
country stars about the road to

Chris visit radio stations
from Seattle to Orlando
[Fla.]and everywhere in be-
tween,” he says.

INO is working
“Lemonade” to main-
stream AC stations
with help from Colum-
bia’s promotion team.
The song was fea-
tured on Rice’s last
CD, “Amusing,” and
got such strong reac-
tion that the label de-

Nashville. When singer/song-
writer Mark McGuinn told
him, “You must be present to
win,” McComb decided work-
ing at a country radio station
and learning about the busi-
ness was his quickest ticket to
Music City.

After hearing Whitney’s
material on the “Blue Collar
Comedy Tour” album, he be-
came convinced that his act
would play well in Spokane,
Wash. McComb borrowed
the $4,500 it took to book
him at a local club and pro-
moted the show.

The two men hitit off, and
a friendship formed. On
Whitney’s next visit, they col-
laborated on a comedy song
and the comedian invited him
to sing it the next night in
Montana. “So I met him in
Montana the next day and
played the show,” McComb
recalls. “He brought me out
to do one song.”

When his radio gig ended,
McComb took a train to Bloom-
ington, Ind., where he hooked
up with Whitney and became
his de facto road manager.

For the next two years, the
two men were virtually insep-
arable. Except, Whitney says,
when they went to his house
in Florida on breaks. “All that

radiohistorv.com

guy does is play guitar for
hours,” he says. “I'd see him
for breakfast and lunch, but he
would just sit up in that room
and write songs. I bet he wrote
50 songs in my house.”
Whitney told anyone who
would listen that he thought
McComb was a star. “The
women love him, the guys like
him, he writes great songs, he’s
got a beautiful voice,” he says.
But it wasn’t until McComb
wrote a song for one of the
“Blue Collar Comedy Tour”
movies that Whitney’s man-
ager, J.P. Williams, and oth-
ers took notice. When Alan
Blomquist, who produced the
movies, needed a song, he
turned to McComb. “Jeremy
called him 45 minutes later
and said, ‘I wrote the song,””
Whitney recalls. “He played
him the whole song on the
phone and Alan loved it.”
McComb eventually moved
to Nashville, where Williams
had signed him to Jack Rec-
ords—which is by design a
vehicle for comedians Jeff
Foxworthy, Bill Engvall,
Ron White and Larry the
Cable Guy. Facing tepid re-
sponse and bureaucratic red
tape from Warner Bros.,
Jack’s distributing label,
Williams formed Parallel

ket where Rice has an active,
enthusiastic consumer base.

“They are the ones who brought
Chris to the dance,” he says.

These days Rice is happy to

have some new dance partners
also joining in. “I'min a different
world now,” he says. “There is
something that holds you back
when you feel like you’re doing
this for one particular audience.
| have a whole new pile of peo-
ple who have never discovered
me yet.” .o

Records to deliver McComb’s
“My Side of Town” to the mar-
ketplace. Produced by Mar-
shall Tucker Band drummer
Paul Riddle in Spartanburg,
S.C.—Ididn’t want to get the
same sound everybody here
had,” McComb says—the al-
bum offers a refreshing blend
of rock and country.

First single “Wagon Wheel”
is a jaunty, honky-tonk num-
ber previously released by Old
Crow Medicine Show. The
song itself has an interesting
history. As the story is told,
Bob Dylan, who called the
track “Rock Me Mama” when
herecorded itin 1972 in Mex-
ico for the soundtrack to “Pat
Garrett and Billy the Kid,”
never finished the song. Many
years later, Old Crow Medicine
Show lead singer Ketch
Secor heard a bootleg of the
unfinished tune, filled in the
gaps and created an uncon-
ventional co-write.

McComb is on a radio
tour and has received his
first significant airplay, per-
haps not surprisingly, in
Spokane. He is also opening
shows for Travis Tritt in the
coming months.

Distributed by 30 Tigers/
Sony Red, the album will be in
stores Sept. 18. e

RICE: JEREMY COWART: McCOMB: DAVID McCLISTER
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SEAN KINGSTON
Sean Kingston
Producer: J.R. Rotem
Beluga Heights/Epic
Release Date: July 37

On his self-titled

debut, 17-year-old
Kingston creates a world
where hip-hop, reggae and
a touch of doo-wop come
together for something
fresh. In tandem with his
youthful and sincere song-
writing, the Jamaica-bred
artist is poised to be an un-
likely pop-culture phenome-
non. The hit “Beautiful Girls”
balances idealistic love with
the perils of relationships,
while “Me Love" laments an
absent girifriend with reg-
gae-style chatting. There is
also a heartfelt dedication to
his incarcerated mother,
“Dry Your Eyes,” where he
confesses, "“17 and my
mommy’s gone/can’t wait till
she comes back home.” But
it's not all soft and gooey; on
the Vybz Cartel and Kardi-
nal Offishal-assisted “Colors
2007, Kingston chronicles
the more grisly side of the
events that made him who
he is today.—MC

SOULIVE

No Place Like Soul
Producer: Stewart Lerman
Stax

CHARLIE HUNTER

Mistico

Producers: Charlie Hunter Scott

Harding
Fantasy
Release Date: July 37

Release Date: July 37
* Soulive began life in
1999 as a funk-jazz trio
of considerable power and
inventiveness. Even when it
took partial detours into hip-
hop and Hendrix, or in-
dulged its rock-collaborative
influences as the band did
on 2005's “Break Out,” the
members’ feet were never
far from their jazz founda-
tions. As such, "No Place
Like Soul” sounds like no less
than a comprehensive rein-
vention bordering on occa-
sionally a different band.
Soulive is now relocated to
the newly reconstituted Stax
label, and it sounds like it.
“Waterfall” is something
close to Robert Randolph,
and ballads like “Never
Know” and "Callin’ " work up
a Stax-appropriate lather.
Some fans may lament the
directness of the new sound,
and there's an occasional
production smoothness that
hasn’t been around before.
But the jiggly grooves on
tracks like "Comfort” should
help ease the transition.—JV

DJ Z-TRIP

All Pro

Producer: DJ Z-Trip

Decon/2K Sports

Release Date: July 37

* With pounding beats,
deft raps and mind-

KORN

Untitled

Producers: Atticus Ross Korn
Virgin

Release Date: July 37

Korn's eighth studio album may
lack a title, but there isn’t much else that remains
undefined about the band more than 10 years into its
career. The act has evolved into a reliable source for
efficiently brooding guitar riffs and lyrics heavy with
antipathy, although it isn’t afraid to still let loose its
inner freak and experiment a bit. Check “Bitch We Got
a Problem,” an elegy to schizophrenia with a boom-
ing, fist-pumping chorus. Yet it's the delicate key-
board flourish and electro-buzzed verses that ulti-
mately provide the hook. Here, Korn brings some of
the adventurousness of 2002’s “Untouchables” to
2005's radio-ready “See You on the Other Side,” with
angelic background vocals on “Starting Over,” a bit of
'60s psychedelia on “Kiss” and an epic-like build to a
thrashy breakdown on “Ever Be.” Indeed, Korn is one

After three wildly improvisational Groundtruther CDs
with drummer Bobby Previte, Charlie Hunter emerges
a changed man on “Mistico,” his debut on Concord’s
resuscitated Fantasy imprint. Like his early-’90s begin-
nings, the guitar/bass wiz returns to the trio setting
and an ax with seven strings in lieu of eight. But this
time, a keyboardist (Erik Deutsch mans piano, Fender
Rhodes and CasioTone) is onboard along with drum-
mer Simon Lott, and the tone is decidedly rocking,
with no trace of Joe Pass within earshot. Hunter’s gui-
tar tone is gnarled, gritty and edgy, all within the
bluesy groove vein he's consistently delivered. Though
the session exudes lo-fi nonchalance, new composi-
tional shape-shifting sparks in such tunes as “Speakers
Built It” and “Spoken Word.” Blues and funk play sig-
nificant roles, but thankfully Hunter delivers a slow
tune, simply titled “Ballad,” that spotlights his most
overlooked trait. Recommended highly.—DO

step closer to crafting an album built for arenas and

headphones alike.—TM

twisting mash-ups (e.g.,
tempo-matching vocals by
Rakim and Dead Prez over
musical beds by hard rockers
Chevelle and Deftones, re-
spectively), it's no surprise
why this album doubles as the
testosterone-fueled backdrop
to 2K Sports’ new videogame
“All Pro Football 2K8."” At first
listen, “All Pro” is a mishmash
of music, with a variety of
sounds and styles bumping
up against each other, but Z-
Trip does an excellent job
pulling it all together. From in-
strumentals to sample-heavy
head-spinners (the head-
bobbing “Something Differ-
ent” featuring Chali 2Na &
Keno 1) to an album-closing
remix of Rush's “Tom Sawyer,”
there is—almost bizarrely— a
singular talented musical
mind directing traffic, and it's
a welcome occasion to enjoy
another full-length album by
the mix master.—TC

YUNG BERG

Almost Famous (The Sexy

Lady EP)

Producers: various

Yung Boss/Epic/Koch

Release Date: July 24

* Signed to DMX's Blood-
line Records at age 14

and later becoming rapstress

Shawnna's hypeman after a

stint in military school, 21-

year-old Yung Berg here

showcases rap skills and a

charismatic persona that are

refreshing and undeniably
timely. On the horn-laden
"Sexy Lady' featuring Junior,
the Chicago-bred MC re-
counts the qualities pos-
sessed by the various females
in his life, while boasting of his
prowess with older women
atop the simple flutes and
thumping drums of “Into It.”
But it’s on the Twista-assisted
“"Where Do We Go"” that Berg
most niftily demonstrates his
lyrical flair, despite played-out
subjects like his celebrity sta-
tus and material accomplish-
ments. Look for a full-length
from Berg in the fall.—MC

S FINGER DEATH
PUNCH
The Way of the Fist
Producer: Logan Mader
Firm Music
Release Date: July 37
Everything you need to
know about 5 Finger
Death Punch is stuffed into
the arena-ready title track of
its Firm Music debut. By the
time the modern thrash band
finishes the Family Values
tour, this shotld be the con-
cert anthem of 2007. Zippy
guitar runs and brief break-
downs abound as vocalist
lvan counts off a profanity-
laced diatribe that makes you
want to charge at your ene-
mies like a rabid bull. The
tight, tasty album is packed
with promises of violence if
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anyone rubs the fivesome the
wrong way ("Salvation,”
“Death Before Dishonor,”
“Meet the Monster”). FFDP
also gripes about the family
tree on “The Devil’'s Own” and
even roars about heartache
on “The Bleeding.” "The Way
of the Fist” will leave you
physically exhausted but
mentally stoked.—CLT

THE STARTING LINE
Direction
Producer: Howard Benson
Virgin
Release Date: July 37
u As denoted by the title,
“Direction” finds the
Starting Line exploring a new
route with its music, which in
this case translates to a
thicker tone and beefier pro-
duction compared with the
band's energetic pop/punk
past. The title track opensthe
album with a smack of
revved-up dueling guitars,
while "Are You Alone” and "Is-
land" both swell with layers of
texture and hazy guitar work.
Lyrically, there's likewise an
attempt to reflect the band's
maturation, with songs about
finally being of age (“21") and
the occasional clever play on
words (“There seems to be no
difference between present
tense and a pretense™). As
with any pop/punk/emo/
screamo band, die-hard fans
will find plenty to eat up here.
As for the naysaying uncon-

COMMON

Finding Forever
Producers: various
G.0.0.D. Music/Geffen
Release Date: July 37

verted, there are quality bits
worth taking note of, but be
warned: "Somebody’s Gonna
Miss Us” contains a reference
to an Ace of Base lyric.—Jm

JOHN VANDERSLICE
Emerald City
Producer: Scott Solter
Barsuk
Release Date: July 24
* On his sixth Barsuk sclo
outing, singer/song-
writer Vanderslice sounds a
bit paranoid, at times coming
off as nearly defeated. The al-
ways-perceptive lyricist once
again visits the post-Sept. 11,
2001, themes that permeated
his last effort, 2005’s “Pixel
Revolt,” as well as incorporat-
ing more personal musings,
tackling everything from
falling towers on tarot cards
(“The Tower”) to vicious
crimes ("White Dove™) and
loneliness ("Numbered Lith-
ograph”). “Wanted to make it
on my own,” he laments on
“Tablespoon of Codeine,” as
jittery electronic blips fill the
background, mimicking the
nervousness he feels about
himself and the world at large.
Fortunately for Vanderslice
he avoids the triteness that
often accompanies many art-
ists' introspection about such
topics, and the air of uncer-
tainty and doubt he creates
is what continually makes his
music so intriguing.—JM
continued on >>p42

For the first time in his seven-album
career, Common has made a record that follows the
same formula as its predecessor. Not a bad move con-
sidering the success of the four-time Grammy Award-
nominated “Be.” Still delivering genuine rhymes, and
reteaming with mentor/producer Kanye West, the
Chi-town wordsmith might just be the best-equipped
to save hip-hop from its commercial slump. On the
Lily Allen-assisted “Drivin Me Wild,” the MC rhymes
about a woman obsessed with her looks and a man
who thinks material things will gain him respect; the
backing track features marching band drums.
Common also raps about the desire to be with a past
love on the Will.iam-produced “l Want You.” But it's
the Nina Simone-sampling “Misunderstood” where
he’s clearly in his storytelling element, as he deftly
describes the thin line between great ambitions,
strong faith, lost dreams and hopes gone astray.—MC
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ELLA FITZGERALD
Love Letters From Ella
Producer: Gregg Freld
Concord
Release Date: July 37
* Love songs from jazz
legend Ella Fitzgerald
are a very good idea, espe-
cially when the tracks are un-
released, as they are here.
We hear Fitzgerald in the
company of Count Basie and
his Orchestra (“Please Don’t
Talk About Me When I'm
Gone”) and the London
Symphony Orchestra (“Cry
Me a River,” “My Old Flame”
and “Take Love Easy”), as
well as with guitarist Joe
Pass on the gloriously mini-
mal “The One | Love.” She
also takes a turn with pianist
André Previn on "Our Love
Is Here to Stay,” highlighted
by her particular flair for scat
singing. This is a charming
album, presenting Fitzger-
ald in fine voice and backed
on most numbers by orches-
tral arrangements.—PVV

G. LOVE & SPECIAL
SAUCE

A Year and a Night With G.
Love & Special Sauce
Producer: Steven Oritt
Brushfire

Release Date: July 37

¥ For a modestly suc-
At cessful, hard-touring
veteran band, G. Love &
Special Sauce sure don’t
get along with each other.
At least that's the impres-
sion given on “A Year and a
Night,” a compact (one-
hour) documentary that
peers in at the group as it
tours in support of 2006’s
“Lemonade.” Group mem-
bers (core trio G. Love,
drummer Jeffrey Clemens
and bassist Jimi Prescott,
alongside new keyboardist

Mark Boyce) seem to have
only one thing in common—
the music they make. Al-
most every offstage shot
captures in-band argu-
ments or ruminations on
each others’ shortcomings.
But playing together is
clearly the No. 1 life choice
for each musician, and the
songs prove their artistic
chemistry is functioning just
fine. Director Steven Oritt
does a good job reconciling
all this into a fun, watchable
movie that grooves along
like G. LLove's music.—~TC

TAMMY COCHRAN
Where | Am

Producers: Anita Cochran,
Mark Thompson

Shanachie

Release Date: July 24

& Cochran initially made
Bl a splash in 2001 with
the poignant hit “Angels in
Waiting,” a tribute to the two
brothers she lost to cystic fi-
brosis. After two albums on
Sony, she makes her debut on
Shanachie with a compelling
collection that not only shows
off her heart-in-the-throat vo-
cals, but also her skill as a
songwriter. The title trackis a
survivor’'s anthem and testa-
ment to the power of love,
while "On My Side of the
World” is a tender ballad
about a woman patiently
waiting for her man to return.
“Nobody’s Home” is an affect-
ing number about a career
woman who has a big house
and everything except what
really makes that house a
home. The artist brings en-
ergy and attitude to the up-
tempo songs, but it's the bal-
lads where Cochran really
shines. She has that achingiy
vulnerable quality in her voice
that is reminiscent of classic
Tammy Wynette —DEP

CLEGEND & CREDITS e

EDITED BY JONATHAN COHEN
(ALBUMS) AND CHUCK TAYLOR
(SINGLES)

CONTRIBUTORS: Troy Carpenter,
Mariel Concepcion, Taylor Grimes,
Todd Martens, Jill Menze, Dan
Ouellette, Charles Perez, Deborah
Evans Price, Chuck Taylor, Christa L.
Titus, Susan Visakowitz, Philip Van
Vieck, Jeff Vrabel

PICK »: A new release predicted to
hit the top half of the chart in the
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corresponding format

CRITICS’ CHOICE *: A new release,
regardless of chart potential, highly
recommended for musical merit.

All albums commercially available in
the United States are eligible. Send
album review copies to Jonathan
Cohen and singles review copies to
Chuck Taylor (both at Billboard, 770
Broadway, Sixth Floor, New York,
NY. 10003) or to the writers in the
appropriate bureaus.
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MELISSA
ETHERIDGE
Message to Myself (3:26)
Producers: Melissa Etheridge,
David Cole
Writer: M. Etheridge
Publisher: Songs of Ridge
Road, ASCAP
Island
*‘ Amid the hype sur-
rounding the recent
global Live Earth concert,
Melissa Etheridge delivered
one of few seeming sincere
sets. “Message to Myself” from
“The Awakening,” due Sept.
25, perhaps explains why, as a
celebration of her recent tri-
umph over cancer. She sings,
“I made every choice along
the way, each day | spent in
helll chose to stay.” While ever
a melodic maestro, this is
Etheridge’s most accessible
track since 1994’s signature
“Come to My Window.” It has
hit smeared all over it. Calling
this a “return” is perhaps over-
stating, but Etheridge deliv-
ers a heartfelt “Message” to
adult top 40 for fult embrace.
Surely her best song of the
decade.~CT

SOULJA BOY

Crank That (Soulja Boy)
(3:44)

Producer: Soulja Boy
Writer: D. Way

Publisher: Croomstacular, BM/
Stacks on Deck/Collipark/
HHH/Interscope

In 2006, Atlanta’s Yung Joc
delivered hip-hop’s anthem
of the year with “It’s Goin
Down.” This year’s “it” rap-
per is Soulja Boy, who shares
the same ZIP code, while
turning Joc’s classic dance
into a new phenomenon and
hit single, “Crank That (Soulja
Boy).” Although just busting
out at mainstream radio
Soulja Boy’s dance has gen-
erated almost 6 million My-
Space views, half a million
plays and a fan base that
boasts such names as Bey-
oncé and Omarion. Soulja
Boy is signed to Mr. Colli-
Park—aka Atlanta DJ/pro-
ducer/label owner Michael
Crooms—giving him built-in
cred. Soulja Boy’s business
ethic mixed with street hus-
tle should “Crank” his debut
right into the top 10.—CP
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CLINT BLACK

The Strong One (3:59)
Producers: James Stroud,
Clint Black

Writers: B. Luther,

D. Poythress, C. Jones
Publishers: various

Equity Music Group

“The Strong One,” which pre-
views Black’s “The Love
Songs,” due in October,
demonstrates his long-lived
reputation for boasting one
of country music’'s best
voices. The warm tone in-
stantly draws listeners into the
lyric, and that familiar vocal
magic serves him well on this
magnetic ballad, a portrait of
a struggling single mother
and the and
strength of character that
help her keep going. Produc-
tion focuses on Black’s per-
formance, resulting in a hit-
worthy single that clearly
defines him as more than a
shrewd businessman who has
commandeered his career for
the better part of this decade.
Most of all, Black is an artist
at heart.—DEP

RYAN ADAMS

Two (2:39)

Producer: Jamie Candiloro
Writers: R. Adams,

B. Pemberton

Publishers: various

Lost Highway

For better or worse, Ryan

resilience

NELLY FURTADO

ELLIOTT
Do It (3:26)
Producer: Timbaland

N. Hills
Publisher: not /isted
Geffen

FEATURING MISSY

Writers: N. Furtado, Timbaland,

Nelly Furtado has secured her place as a signature artist
at top 40 with a legacy of hits from “Loose” that have not
only championed the 2006/2007 charts, but bring last-
ing melodic appeal to radio’s future gold catalog. Fifth
single “Do It” again demonstrates Furtado’s striking ver-
satility, with breezy uptempo rhythmic instrumentation
alongside a sensual lyric that requests a suitor to deliver
the physical goods. Missy Elliott is stripped onto the sin-
gle version, with a midsection breakdown ... amusing,
but hardly necessary in scoring yet another essential
moment from an album that just won’t quit. “Loose” has
yet to lose momentum. Chalk up another top five.—C7T

Adams is one of the most pro-
lific songwriters of our time.
Although some might say he
lacks the virtue of self-editing,
Adams’ nine full-length al-
bums since 2000 have con-
tained a number of radio-
ready tracks, including 2007’s
Grammy Award-nominated
“New York, New York” from
sophomore album “Gold.”
“Two” has a light-rock vibe
with a touch of alt-country
lament. The lyric oozes heart-
break from a guy realizing a
relationship takes sacrifice
from both parties, while the
hook is a relentlessly catchy
prechorus/chorus combo,

SPOON
The Underdog (3:42)

Writer: B. Danie/

Publishers: various
Merge Records

bursts

Producers: Jon Brion, Spoon

“The Underdog” is a detour from the rest of Austin
indie rock band Spoon’s sixth album, “Ga Ga Ga Ga
Ga,” and one of its most commercially approachable
tracks since the piano-driven “The Way We Get By”
from 2002’s “Kill the Moonlight.” Producer Jon Brion
makes his only appearance on this single. It sounds
deliciously polished alongside the remainder of the
disc, which debuted at No. 10 on The Billboard 200 in
July. Spacious, stripped-down verses build to a ska-
like brassy chorus steered by snare, tambourine and
what sounds like a cruise-ship horn. Britt Daniel’s ser-
rated voice boasts of the underling aiming to defeat
the Establishment—“You’ve got no fear of the under-
dog, that’s why you will not survive”—before the band
in with a celebratory shower of bright
acoustics, hand claps and horns catchy enough to
give the track an ironic twist on its title. —SV
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featuring understated but
evocative harmonies from Sh-
eryl Crow. This strong song
could at last be the one that
delivers Adams to mainstream
radio’s upper reaches.—TG

COLTON FORD

The Way You Love Me (3:54)
Producer: Quinton Harris
Writers: C. Ford, Q. Harris
Publisher: not /isted
Outsider

When it comes to gay porn
stars aiming to fill dancefloors,
the question is not whether he
sounds more like Britney or
Christina: It's how good he looks
in the accompanying videoclip.
The honorable Colton Ford de-
livers with a provoking series of
outfits: tight jeans with tank top,
tight suit with vest and tight
pants with loosened, chest-bar-
ing shirt. Score! "The Way You
Love Me” follows previous ef-
forts to blaze a new career
including a cover of Stevie
Wonder’s “Signed, Sealed, De-
livered,” in addition to “Naked
Fame,” a film documenting the
challenges in making the tran-
sition from porn to dance. The
CD single delivers 10 remixes
and a bonus track—sadly sans
DVD—including radio-friendly
Craig C and Morel’s Pink Noise
edits, with full-length versions
and dubs. While this may pave
the way toward a modicum of
danceland success, Ford's pri-
mary vehicle of acclaim is
likely to remain removal of his
britches. —CT
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>>A simple 12-10 move on Hot
Country 5ongs rewrites charnt
history, as Reba McEntire
collects her 55th top 10 hit, tying
her with Dolly Parton as the
female artist with the most top
10 songs. “Because of You” by
McEntire and duet partner Kelly
Clarkson gives McEntire her
quickest trip into the top 10 in 10

years, and gives Clarkson her
first country top 10 hit, just one

week after another “American
Idol” finalist, Bucky Covington,
moved into the top 10 with his
first chart entry.

>>Zac Efron is involved with two
debuts on the Hot 100, as soags
from “High School Musical 2"
and “Hairspray” find new berths.
The “HSM2” song, “What Tine Is
It,” bows at No. 6, the third-
highest debut of 2007.

Read Fred Bronson
every week at
billboard.com/fred.

GEOFF MAYFIELD gmayfield@billboard.com
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mgmgny

Hot 100 Retools, Adding Internet Streams

Starting next issue, The Billboard Hot
100 takes another step into the 21st cen-
tury, as, for the first time, streamed and
on-demand music becomes part of the
chart’s formula.

For more than a year, Billboard’s
charts depart-
menl has worked
with Nielsen BDS
to add weekly
data from Yahoo and AOL to Billboard’s
franchise chart.

We are eager to add streaming and
on-demand data from other services
too, but at present, AOLand Yahoo are
the only ones that provide weekly, rather
than monthly, data to BDS. As it is, that
limitation still allows us to start with
the two largest providers in the field.

This additional data will not affect
the chart as much as the Hot 100 re-
vamp ol February 2005, when digital
songs that Nielsen SoundScan tracks
were added to the formula. Initially, we
expect those plays to account for about
5% of the chart’s total points.

Think of that portion as equaling the
listenership of several large-audience
radio stations. Like digital track pur-
chases, the on-demand data included
in this piece offers a more active voice
for the consumer, albeit without the

AOL &

commitment signaled by the purchase
of a download.

Meanwhile, this first recalibration
since digital sales moved into the
chart two years ago makes an adjust-
ment to account for the vigorous

growth that digi-

. tal distribution

mu S I C has experienced
in that span.

SoundScan placed the number of dig-
ital tracks sold in 2005 at 352.6 million,
almost triple the prior year’s volume.
Track sales grew by 65%, to 582 million,
in 2006. Year to date in 2007, digital
song downloads stand at 462.1 million
through the year’s first 29 weeks, up
48% over the same period last year.

Consequently, the growth of that sec-
tor shifted the balance of radio audi-
ence points to sales from the chart’s
traditional 60-40 ratio to a sales tilt of
as much as 70% in recent weeks.

To ensure chart continuity and min-
imize odd fluctuations, Billboard usu-
ally gave a slight edge to radio points in
the Nielsen Music era, because sales
volume can hit peaks and valleys from
week to week, while radio audience
points remain constant through most
weeks of a year.

Prior to the inclusion of digital sales,

the early years of this decade saw the
Hot 100 lean heavily toward radio
points, as labels released fewer and
fewer retail-available singles.

Starting next week, Billboard will di-
vide a song’s digi-
tal track and retail
single sales by 10
on the Hot 100
rather than five
(and by four on
the Pop 100 rather than two). Even with
that adjustment, one digital sale on the
Hot 100 will carry the weight of 1,000
radio listeners.

The total BDS-posted audience for
each song will still be divided by 10,000,
as is the case in the current formula.

The grand total of AOL and Yahoo
streaming/on-demand data posted by
BDS Encore will be divided by 500. In
most weeks, this formula will yield a
chart that derives 55% of its points
from radio audience, 40% from digi-
tal sales, 5% from streaming/on-de-
mand media and less than 1% from
retail single sales.

Finally, the chart’s radio panel has
been expanded to include all currents-
based commercial U.S. stations that
BDS monitors, regardless of whether
those stations qualify for a Billboard or

IVIarI(et \A’at‘:l-‘ A Weekly National Music Sales Report

r week

iy
q,!musm

ing July 22, 2007. Figures are rounded,
3 sal f

Radio & Records format panel. For ex-
ample, stations removed from Hot
Country Songs’ consideration when that
chart’s criteria was revised last fall will
now have a voice on the Hot 100.

That will in-
crease the Hot
100’s station
count by nearly
250 stations.

Billboard asso-
ciate director of charts Silvio
Pietroluongo orchestrated the Hot
100’s new formula.

HOW ‘NOW?’: A newspaper reporter
from Washington, D.C,, recently called
to ask why in the ala carte age of iTunes
that hits sampler “Now 24" was able to
sell enough to lead The Billboard 200
for two weeks earlier this year. I sug-
gested the reason was thateven withan
18.7% decline this year in CD sales, a
mess of folks still buy their music on
those silver discs.

Here we go again, as “Now 25" be-
comes the 12th in the line to reach No.
1. With songs by Justin Timberlake,
Ne-Yo, T-Pain, Keith Urban and no
less than four “American [dol” finalists
it opens with 222,000, about 7,000 less
than the prior volume’s start. .o

nielsen

Weekly Unit Sales Year-To-Date ; o pr SoundScan
DIGITAL DIGITAL
ALBUMS ALBUMS® TRACKS 2006 2007 s Year-To-Date Album
This Week 8,119,000 904,000 14,918,000 OVERALL UNIT SALES Sales By Store Type
Last Week 8,304,000 935,000 14,447,000  Albums 297€32000 255000000  -144% 150 million units
Change o o 339,  Digital Tracks 311,292,000 462,095000  48.4% =
This Week Lt Yt 8508000 508000 o8iz000 | SereSigs 2,347,000 1,190,000 -49.3% 08 [
Total 611,471,000 718,285,000  17.5% O
Change -8.9% 77.6% 52.0% Y z e 120 - §
“Digital album 2les are also counted within album sales Albums w/IEA 328,661,200 301,209,500 -8.4% W? i
'Itr‘;:‘i;:‘dee;‘g:;ksi?:ivalem album sates (TEA) with 10 track downloads equlvalent H
Weekly Album Sales (million units) | |
P
I
35 90 | ﬁ
I ]
30 DIGITAL TRACKS SALES |
1]
’06 . v ilki
5 " ... 33milion 0\° !
07 § — 4621 million 60 < i ‘
20 0 :
15 - |
\—’ SALES BY ALBUM FORMAT e '
Lo “'\,./\__,__,/-__ i) 280,276,000 227,997,000 -18.7% -
5 Digital 16,236,000 26,248,000  61.2% . |
Cassette 756,000 193,000 -74.5% o o = N- = ML e
O —d L Indies on- ass hain
JFM A M J J A s N D g Other 514,000 562,000  9.3% traditional Merchant
Go to www.biliboard.biz for complete chart data 43
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o ﬁ FELF\{AGNIE&M INTERSCOPE 007490/1GA (13 98) The Dutchess H
1 b:%m!gﬁspﬁ?.( WARNER BROS. (18 98) & Minutes To Midnight Il
s 8 3 ﬁma\ﬁ”afmgnuuffs MRG (10.98) Back To Black Ml
R 3 :tJIAERTENIEnB:t\g:g(m 98) @ All The Right Reasons &
i & ¢ e E»?UTH:JSL\::ID 008902/UMEN/IDIMG (13.98) Lost Highway
Sl R n ;EULGEX(-E.&:AETQ(EON My December

' MILEY CYRUS
WALT DISNEY/HOLLYWOOD 000465 (23 98) Hannah Montana 2 (Soundtrack)/Meet Miley Cyrus
T4 E GRAND HUSTLE/ATLANTIC 2021727 AG (18.98 LERES THH
(LTI SOUNDTRACK i
20 (LTI wew Line 39089 (16.98) REtrslosy
COLBIE CAILLAT c
UNIVERSAL REPUBLIC 009219/UMRG (10.98) o

THE SMASHING PUMPKINS

WARTHA'S MUSIC/REPRISE 138520 WARNER BROS (18.98) Zeitgeist
| v T |
Iﬂxsmmﬁ'tlsg;fo /Sm;r;x?rvlginsus (18.98) loky Thump @ :‘ii’lu
5 | 21 18 B TAYLORSWIFT Taylor Swiit ﬁ
A6 18 14 Bg gzlr’l-li)éhfa’;‘w/;oensw DG (13 98) iGoodNGifiNGomeIBad 3
gy 147 E E‘RTAD mﬁlﬂ SBN (18.98) SthRGear I
18 16 12 Ej mﬁi%ﬁ’:gi” 164 (18.98) It Won't Be Soon Before Long 1 :IL
U R ;»ﬁ/ﬁzlvr\!lwpv BOY JIVE 08719/70MBA (18.98) Epiphany .
20 22 2 "'drj "Ab\,{ﬁ,l,% Eﬁ.Y.'SE.E. The Best Damn Thing .
@ 30 33 zhﬁ: LYX,ZIT{EL;mﬁ'UD 11.98) Every Second Counts @
22 23 22 ._? gﬁ;g;‘gﬁz“m Daughtry H .
@ 31 32 VSVAOLYLIJD\’:&\TQQQ(;'((WBQG) . Hannah Montana H .
24 32 28 _-\ lejﬁ%ggaﬁﬁm BROS (18.98) Call Me Irresponsible .
25 2 7F.‘VE"(EA‘:‘;ZWEAU”8) Double Up M
‘26 4 INpEUELR:%E-.mgg Our Love To Admire
27 25 W7 !:E/;EBR?S%COHH;?F A 008162+, IDIMG (13.98) From Nothin' To Somethin' @ .
28 19 5 8 }{Cf%;{g;;zﬁ‘ﬁ';v“ o Libertad ||
By 27 16 e DYOGKNEA;IELE 005 (18.98) Big Dog Daddy
k] = it A Some Hearts
I81 15 - Doy Insomniatic
32 | 28 23 fjEs NE-YO Because Of You

40
13
36

41 3

B DEF JAM 008697 /10JMG (13.98)

| TIMBALAND

=] WMOSLEY BLACKGROUND/INTERSGOPE 008594°/1GA (13.98)
& PAUL MCCARTNEY

B MPL HEAR 30346/CONGORD (18,98

SPOON

MERGE 295° (15 98)

42 Timbaland Presents Shock Value

19 Memory Aimost Full

Ga Ga Ga Ga Ga

57 5 THE POLICE
B &M 009080/UME (19.98)

The Police

a7 E JUSTIN TIMBERLAKE

- ZOMBA (18.98) FutureSex/LoveSounds

TIM MCGRAW
CURB 78974 118.98)

=
|
6 KELLY ROWLAND
’HUS\C WORLD CULUMBIA 75588/S0NY MUSIC (18.98)
ITJ?l ' BIG & RICH

Let It Go

Ms. Kelly

£ B B S s B R

WARNER BROS (NASHVILLE) 43255/ WRN (16.98) Between Raising Hell And Amazing Grace

SOUNDTRACK

WARNER BROS 220348 (13.98)

Transformers: The Album

ROONEY

@ mﬁ CHERRYTREE/GEFFEN 00B806/1GA (9.98) Calling The World 56
AKON A
e 4 | ﬂ KONVICT/UPFRONT/SRC/UNIVERSAL MOTOWN 007968"/UMAG (13.98) Kenyicted 8
THE ROCKET SUMMER
@ m THE MILITIA GROUPISLA%D 008808/IDJNG (10.98) Dofvoulreel The LA. band R °2
"=, GWEN STEFANI A X
as 45 38 g INTERSCOPE 008099 IGA (13.98) The Sweet Escape :IIm]boSoll;to ::e 95 83
" PARAMORE op 100 for the
1 ! " . .
46 52 54 B rusien o navew 15061246 13.98) RioT! first time with a2
RASCAL FLATTS its sophomore ]
> A7 m LYRIG STHELT 165075 HOLLYWOOD (18.98 Me And My Gang et Its self- ary &7
= SHOP BOYZ ) - :
A8 1 42 20 el GDECK niVERSAL REPUSLIC 009138 UMAG (13 98 RockstarMegiality m'e: gebm im0
TECH N9NE CALLABOS ; | peaked at
@ m STRANGE 04 {18.98) RS No. 125 in 2004. iy
~ JASON ALDEAN @
50 44 40 Bl Saoken Bow 7047 (17.98) HElSniless
BREAKING BENJAMIN . .120  CHRISTIAN CASTRO ..136 F
THE BILLBOARD 200 ARTIST INDEX it suste .. .24 CELTC WOwAN ... 195 EDITOR
BUCKCHERRY ..... 109 THE CHEMICAL __ EL CHAPO DE SINALOA . 155
30 SECONDS TOMARS . 140 THE ALMOST. .133  THEBEATLES .. ......96 BULLET FOR MY BROTHERS 65 DADDY YANKEE ...... 74 EVANESCENCE ...... 185
ALY & A 3 BEHEMOTH 143 VALENTINE 191 KENNY CHESNEY ... 175 DARKEST HOUR: ... ..19
RYAN ADAMS RODNEY ATKINS ... DIERKS BENTLEY . 156 ERIC CHURCH 153 SHOPBOYZ .
TRACE ADKINS AVENTURA BEYONCE 58 *_ CIARA (152 BAUGHTRY ... ... 22 FABOLDUS 27
AGAINST ME! BIG & RICH 40 COLBIE CAILLAT ... .. 5 KELLY CLARKSDN .....t1 DIXIE CHICKS .......197 FALL OUT BOY 51
TODD AGNEW “ CORBINBLEU .......113  CAMILA 122 COLLIE BUDDZ 183 DJKHALED 82 FANTASIA 125
AKON 43 BIROMAN & UCWAYNE 185 BONE THUGS-N- BRANDI CARLILE . . 126 BUCKY COVINGTON ... .83 DMX . . 128 FEIST . 84
JASON ALDEAN . ..53,149  BAD RELIGIDN 73 HARMONY 64 JASON MICHAEL CROWDED HOUSE. 1104 ILARY DUFF 124 FERGIE 6
GARY ALLAN 1&1 SARABAREILLES .....! 93 BONJOVI. i 10 CARROLL ......... 181  BILLY CURRINGTON .. .137 ALEJANDRO
LILY ALLEN 110 BEASTIEBOYS........69 BOYSLIKEGIRLS .....55
44 | Go to www.billboard.biz for complete chart data

&il 25 titles in
the series have
reached the top
00. This is the
Mth consecutive
edition fo debut
in the top two.

Movie’s bow in
theaters, along
with a media
Miitz, push a
heavy gain for
the soundtrack
that includes Zac
Efron (No. 4,

up 95%).

Album, up 36%,
was issued in a
Wal-Mart
exclusive (D/DVD
combo last week
sale-priced at
$13.88. VD
includes music
videos and
tdocumentary
footage.

Highest debut for
a cast recording
since “Monty
Python’s
Spamalot”
started at
No.69in

2005. Naturally,
“Blonde” debuts
at No.1on Top
Cast Albums.
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60 B cric osaa/s0NY HusC (18 95) Black Rain
Gl g LF:\IFANC'E(BOJZOIZUMBA 18.98) ® I'm Not Dead
51 41 GBUP‘? I\‘ILOg;\lTEZ DE DURANGO Agarrese
59 36 RLEKI:LSVJLESTB‘J?IIZ?FAPHDL (16.98) The Mix-Up
84 65 £ I Ey;ﬁlouiagﬁ&is:ﬁ?) Insomniac
97 98 F{PD"‘:FY‘f\KINS If You're Going Through Hell
S < AR | Am
35 gﬁ‘\?”i‘siél%lg; New Maps Of Hell
72 82 rl_ g%ﬂ%z»xsgc'ériioagsr 16A (13.98) El Cartel: The Big Boss
69 50 NELLY FURTADO LoD
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i FFUlE\LtOLBVO;iJEI?ISAYND 008109/IDJMG (13.98) Infinity On High
iz "Fﬁi ﬁg%g@rgﬁg’ég 98) High School Musical
69 u i\ﬂggnmﬁLE%w- SONY MUSIC {18 98) Continuum
3 r::g OB JE;%:OOSW oA TR The Evolution Of Robin Thicke

«@

BOYS LIKE GIRLS
COLUMBIA 05572/SONY MUSIC (11.98)

Boys Like Girls

VARIOUS ARTISTS

n !]E"E SIDEONEDUMMY 1331 {9.98) Vans Warped Tour: 2007 Tour Compilation
4 LIFEH((J)U)SIEA o Who We Are
51 “ %EY?‘NCQEO SONY MUSIC (18.98) -
3 Elﬁﬁgﬁﬁ"mﬁ 13.98) SASHAIEE
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35 !1 i gﬁm?;:f Iﬁm;éﬁjzﬁmu 88505/CAPITOL (18.98) e
55 CORINNE BAILEY RAE

=

CAPITOL 66361 (12 98)

BONE THUGS-N-HARMONY
FULL SURFACE INTERSCOPE 008203° IGA (13.98)

Corinne Bailey Rae

Strength & Loyalty

THE CHEMICAL BROTHERS
FREESTYLE DUST 94158/ASTRALWERKS (17.98)

We Are The Night

- 0ZZY OSBOURNE

MOSLEY, GEFFEN 006300°/1GA {13.38)

@ m 4l ?Qéffm 90117 (15.98) ® ~ Secret Weapon
7 n?slécGuQF;(:-ﬁ'w\{Rvsw (13.98) o ) Enjoy The Hide_

78 73 Wit R (LS?EBRC;%VD, i The Traveling Wilburys Collection

7w [ R OAS arace

BO 75 77 u gﬁimgﬁﬁﬁ’jw o) Love, Pain & The Whole Crazy Thing

81 77 59 E o ALY Elliott Yamin

Bel 6 T"p Ps;zthH,uptngP‘, L KOCH (17 98) WegTiiefBest

G (51 8 ﬂ LBvéfc(:s'r(h!EﬁJ(t))a\glal(;\‘fIv(v)vr‘o(ws,ss) Bucky Covington

@ i i ﬂ Eq%i?;nwmuo R/INTERSCOPE 008819/1GA 10.98) The Reminder
@ S0 88 g Zﬁaﬁl?ﬁgﬁgm 16A (13.98) The Paramour Sessions
@ EEJT 07/ BROADWAY CAST RECORDING  (egaiy Bionde: The Musical
1 9 105 r&linyc:-c!TEOANEFssooosusA (9.98) Flyleat

B8 79 78 i cs,«?vkjsr:xggiﬁﬁﬁsm SOUNDTRAX 10586, COLUMBIA (13.98) Once

B9 85 67 ;?H:ig T‘:‘Fg%; ':AT()anS:aEa’\‘r;ll;ﬁnsUm%Q?)A Cold Summer: The Authorized Mixtape

92 104 A MCGRAW Greatest Hits Vol 2: Refiected

@ 104 124 H
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FlNGER ELEVEN

Them Vs. You Vs. Me

25

SILVERSTEIN
VICTORY “50 (10 B8)

Arrivals & Departures

s [

SARA BAREILLES
EPIC 94821 SONY MUSIC (11.98)

Little Voice

-0

MARILYN MANSON
INTERSCOPE §09054/GA (13 98)

Eat Me, Drink Me

»@

ALISON KRAUSS
ROUNDER 610555 (17.98)

A Hundred Miles Or More: A Collection

THE BEATLES
APPLE 79808/CAPITOL (18.98) ®

Love

61

TANK

BLACKGROUND UNIVERSAL MOTOWN 008982:UMRG {13.98)

Sex Love & Pain

--t

93

| GYM CLASS HEROES
DECATDANCE 086 FUELEL BY RAMEN (13.98)

As Cruel As School Children

VARIOUS ARTISTS

CERL

| PEAK
POSITION

56

WARNER BROS. 156028 122.98) Instant Karma: The Amnesty International Campangnf Save Darfur .

. TODD AGNEW
B ARDENT/NG COIUMBIA 72547/SONY MUSIC (13.98)

Better Questions

FERNANDEZ. ... .. *— q:—
VICENTE FERNANDEZ HED PE. ...138  ELTONJOHN -....0.. 114 MIRANDA LAMBERT 135 MARILYN MANSON .. 34
AFINE FRENZY . HELLYEAH 168  NORAHJONES ...... 119 AVRILLAVIGNE _......20 MAROONS5 ..........18
FINGER ZLEVEN 91 HINDER 61 TRACY LAWRENCE .. .107 JOHN MAYER .. ..
FLYLEAF . 87 HUEY 159 LIFEHDUSE . . 57 MARTINA MCBRIDE
THEFREY ......... 102 1SRAEL LIL BOOSIE. WEBBIE & PAUL MCCARTNEY
NELLY FURTADO .75 qF KAMAKAWIWOOLE 123 FOXX ... ... 174 TIM MCGRAW

ENRIQUE IGLESIAS ....70 TOBYKEIH..........28 LINKINPARK . ..7 MENUDO ... ..
q_ INCUBUS . 131 RKELLY .. .. ..25 LITILE BIG TOWN . !06 cumsme MICHELE
JOSH GROBAN 71 INTERPOL .26 KIDZ BOP KIDS 167 LLOYD 15 MIKA ..o
GYM CLASS HEROES ..98 THE KILLERS . ... ... s .153

AUSON KRAUSS ... .. 95 MODEST MOUSE .. .. 144
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LEGEND FOR HOT 100 AIRPLAY LOCATED BELOW CHART. HOT DIGITAL SONGS: Top selllag paid download songs compiled from Internet saies reports collected and prowided by MNelsen SoundScan. This data is used to compile both The Billboard Het 100
and Pop 100. ADULT TOP 40/ADULT CONTEMPQRARY/MODERN RQCK: 82 adult top 40 statwons, 37 adult contemporary stations and 71 modern rock stationg are electronically monstored 24 hours a day. 7 days a week. See Chart Legend for additional ruies
and explanations, & 2007, Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. All ngnts "eserved.
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1€ UMBRELLA
RIHANNA FEAT. JAY-Z (SRP/DEF JAM/IDJME

'BEAUTIFUL GIRLS
SEAN KINGSTON (BELUGA HEIGHTS/EPIC/KOCH)

49 BIG GIRLS DON'T CRY
FERGIE (WILL.). AM/A&M/INTERSCOPE

MAKE ME BETTER

BUY U A DRANK (SHAWTY SNAPPINY)
T-PAIN FEAY. YUNG JOC N.NVICT NAPPY BQV JIVE/ZOMBA)

M ragouous Fear NEv0 (DESERT STORM/DEF JAM/IDIMG
17 PARTY LIKE A ROCKSTAR

SHOP BOY2 (ONDECK/UNIVERSAL REPUBLIC)
g BARTENDER

T-PAIN FEAT. AKON (KONVICT/NAPPY BOY/JIVE/ZOMBA)
g HEY THERE DELILAH

PLAIN WHITE T'S (FEARLESS/HOLLYWOOD)

3 A BAY BAY

"THE WAY | ARE

TIMBALAND FEAT KER{ HILSON (MOSLEY/BLACKGROUND/INTERSCOPE

SUMMER LOVE

& _JUSTIN TIMBERLAKE (JIVE/ZOMBA)

13 T (GRAND HUSTLE ATLANTIC)

17 WHEN | SEE U
FANTASIA (J/RMG)

5 SHAWTY
_PLIES FEAT. T-PAIN (SLIP-N-SLIDE/ATLANTIC

17 MAKES ME WONDER
_MARQON 5 (A&M/OCTONE/INTERSCOPE

BIG THINGS POPPIN' (DO IT)

12 SAME GIRL

R. KELLY DUET WITH USHER (JIVE/ZOMBA)
g DOYOU

NE-YO (OEF JAM/I
15 HOME

DAUGHTRY (RCA/RMG)
1p TEACHME

_MUSI0 SOULCHILD (ATLANTIC)

4% BEFORE HE CHEATS

10 WAIT FOR YOU
ELLIOTT YAMIN (HICKORY)

CARRIE UNDERWOOO (ARISTA/ARISTA NASHVILLE)

14 SEXY LADY

YUNG BERG FEAT. JUNIOR (YUNG BOSS/EPIC/KOCH)

g LETITGO
KEYSHIA COLE (IMANI/GEFFEN

GET IT SHAWTY
LLOYO (THE INC /UNIVERSAL MOTOWN)

WIPE ME DOWN

LIL BOOSIE FEAT. FOXX & WEBBIE (TRILL/ASYLUM/ATLANTIC
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PLEASE DON’T GO
TANK (GOOD GA_N'E gL_AgKGROUI!D UNIVERSAL MOTOM{K
U + UR HAND
PINK (LAFACE ZOMBA)
NEVER WANTED NOTHING MORE
KENNY CHESNEY (BNA)
REHAB
AMY WINEHOUSE (UNIVERSAL REPUBLIC)
THE SWEET ESCAPE
GWEN STEFANI FEAT. AKON (INTERSCOPE)
| TOLD YOU SO
_KEI'IH URBAN (CAPITDL NASHVILLE} -
GIVE IT TO ME
TIMBALAND (MOSLEY/BLACKGROUNO/INTERSCOPE)
POP, LOCK & DROP IT
HUEY (HITZ COMMITTEE/HIVE/ZOMBA)
LOST IN THIS MOMENT
BIG & RICH (WARNER BROS. {NASHVILLE)/WRN
TEARDROPS ON MY GUITAR
mLDH SWIFT (BIG MACHINE)
WHAT I'VE DONE
LINKIN PARK (WARNER BRDS
THESE ARE MY PEOPLE
__ROONEY ATKINS (CURB)
WHINE UP
KAT OELUNA FEAT. ELEPHANT MAN (EPIC)
LIKE THIS
MIMS (CAPITOL)
THNKS FR TH MMRS
FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG)
ROCKSTAR
NICKELBACK (RDADRUNNER/ATLANTIC/LAVA)
WHO KNEW
PINK (LAFACE/ZOMBA) )
CRANK THAT (SOULJA BOY)
SOULJA BOY (COLLIPARK/INTERSCOPE)
A DIFFERENT WORLD
BUCKY COVINGTON (}.ﬂlc STREET)
JOHNNY CASH
JASON ALDEAN (BROKEN BOW)
TAMBOURINE
_EVE {AFTERMATH FULL SURFACE/RUFF RYDERS/GEFFEN)
BECAUSE OF YOU
REBA MCENTIRE DUET WITH KELLY CLARKSON (11CA NASHVILLE)
I NEED YOU
TiM MCGRAW WITH FAITH HILL (CURB}
LIKE THIS
KELLY ROWLANO FEAT. EVE 'MUﬂC WORLO/COLUMBIA)
LEAN LIKE A CHOLO
DOWN AK.A. KILO (SILENT (IANT MACHETE)
th jazz, Latin. and Christian formats,
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TITLE
ARTIST (IMPRINT / PROMOTION LABEL)

HOME

DAUGHTRY (RCA RMG)
MAKES ME WONDER
MARDON 5 (A&M OCTONENTERSCOPE)
HEY THERE DELILAH
_PLAIN WHITE T'S (FEARLESS/HOLLYWOOD)
FIRST TIME
LIFEHOUSE (GEFFEN)
BIG GIRLS DON'T CRY
FERGIE (WILL | AM/ABM/IN TERSCOPE
THE SWEET ESCAPE
GWEN STEFANI FEAT. AKON ’NE:R.:COP_E o
ROCKSTAR
NICKELBACK (ROADRUNNER/ATLANTIC/LAVA)
U + UR HAND
PINK (LAFACE/ZOMBA)

IF EVERYONE CARED
_NICKELBACK (ROAORUNNER/ATLANTIC/LAVA)
BEFORE HE CHEATS
CARRIE UNDERWDOD (ARISTA/ARISTA NA'}HVILLE/RMG_}
(YOU WANT TO) MAKE A MEMORY
BON JOV_I IMERCURY/ISLAND/IDJMG)
IT'S NOT OVER
_ DAUGHTRY (RCA/RME)
SAY IT RIGHT
NELLY FURTAOO (MOSLEY/GEFFEN)
LITTLE WONDERS
ROB THOMAS (W4LT DISKEY MELISMA/ATLANTIC
BETTER THAN ME
HINDER (UNIVERSAL REPUBLIC)
BEFORE IT'S T0O LATE (SAM AND MIKAELA'S THEME)
GOO GOO pOLLS (WARNER BROS.)
UNDENIABLE
MAT KEARNEY (AWARE/COLUMBIA)
REHAB
AMY WINEHOUSE {UNIVERSAL REP";BL\_C)
FACE DOWN
THE RED JUMPSUIT APPARATUS (VIRGIN)
WHO KNEW
PINK (LAFACE ZOMBA)
DIG
INCUBUS (IMMORTAL/EPIC)
WHAT I'VE DONE
LINKIN PARK (WARNER BB(': )
GIRLFRIEND
AVRIL LAVIGNE (RCA/RIG) e
WHEN YOU'RE GONE
AVRIL LAVIGNE RCA RMG)
THNKS FR TH MMRS
FALL OUT BOY {(FUELED BY RAMEN/ISLAND/I0JMG)
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TITLE
ARTIST (IMPRINT / PROMOTION LABEL)

E} RIT
PRAEDICT

EVERYTHING
MICHAEL BUBLE (143/REPRISE

* WAITING ON THE WORLD TO CHANGE

JOHN MAYER (AWARE/COLUMBIA)
CHASING CARS

SNOW PATROL (POLYDOR/A&M/INTERSCOPE)
HOW TO SAVE A LIFE

THE FRAY (EPIC)
HOME

DAUGHTRY (RCA/AMEG)
THE SWEET ESCAPE

GWEN STEFANI FEAT. AKON (INTERSCOPE)
BEFORE HE CHEATS

T

r

CHANGE
_KIMBERLEY LOCKE (CURB/REPRISE)
FAR AWAY
_NICKELBACK (RDADRUNNER/AT ANTIC/LAVA)
STREETCORNER SYMPHONY
ﬁ_()lT}ﬂMliqM_EL_l MNATLANTE
RAINCOAT
KELLY SWEET (RAIOR & TIE)
IRREPLACEABLE
BEYONCE (COLIN®IA
MAKES ME WONDER
MAROON 5 (A& U TONE INTERSCOPE)
LITTLE WONDERS
ROB THOMAS (Ve .7 DISNEY MELISMA/ATLANTIC)
BIG GIRLS DON'T CRY
FERGIE (WILL.I AM/A&M INTERSCOPE) _
FEBRUARY SONG
JOSH GROBAN (143/REPRISE)
MY WISH
RASCAL FLATTS (LYRIC STREET/HOLLYWOOO
ANYWAY
MARTINA MCBRIDE (RCA NASHVILLE)
(YOU WANT TO) MAKE A MEMORY
BON JOVI {MERCURY/ISLAND, IDIMG)
EVER PRESENT PAST
PAUL MCCARTNEY (MPL/HEAR, CONCORD:
SAY IT RIGHT
'NELLY FURTAOO MOSLEY/GEFFEN)
HEAVEN KNOWS
TAYLOR HICLS ﬂi\ STA'RMG)
IF EVERYONE CARED
NICKELBACK (ROADRUNNER, ATLANTIC/LAVA)
LEMONADE
__CHRIS RICE {INO/COLUMBIA)
WAIT FOR YOU
ELLIOTT YAMIN (HICKORY)
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TITLE

ARTIST (IMPRINT / PROMOTION LABEL)

16 HEY THERE DELILAH

g  PLAIN WHITE T'S (FEARLESSHOLLYWOOD)

14 B1G GIRLS DON'T CRY
FERGIE (WILL .| AM/AZM/INTERSCOPE)

7 THE WAY | ARE
TIMBALAND FEAT, KERI HILSON (M
SORRY, BLAME IT ON ME
m)u l_f'”VwCl'UPFRDNT /SRC UNIVERSAL MOTOWN)
UMBRELLA
RIHANNA FEAT, JAY-Z [SRP,OEF JAM 1DJMG)
PARTY LIKE A ROCKSTAR
VSHOP BOYZ ubﬂE K/UNIVERSAL REPUBLIC)

A BAY BAY

HURRICANE CHRIS (POLO GROUNDS, _MG
POTENTIAL BREAKUP SONG

ALY & AJ ,HOLLV_\AIC_:E‘

SHUT UP AND DRIVE

RIHANNA \'Sif DEF JAM/IDJMG! o
BARTENDER

T-PAIN FEAT. AKON (KONVICT/NAPPY BOY/JIVE/ZOMBA)

15 THNKS FR TH MMRS
FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG)

2y GIRLFRIEND
AVRIL LAVIGNE (RiA/RlG,

5 SHAWTY

PLIES FEAT. T-PAIN (SLIP-N-SLIDE/ATLANTIC)

4y REHAB
AMY WINEHOUSE {UNIVERSAL REPUBLIC

13 MAKES ME WONDER
MAROON 5 (A&M/OCTONE/INTERSCOPE)

1§ WHAT I'VE DONE
LINKIN PARK (MACHINE SHOP/WARNER BROS.) |

g BIG THINGS POPPIN’ (DO IT)

TI. (BRAND HUSTLE/ATLANTIC)

54 BUY U A DRANK (SHAWTY SNAPPIN')
T-PAIN FEAT. YUNG JOC (KONVICT/NAPPY BOY/UIVE/ZOMBA)

ROCKSTAR

NICKELBACK (ROADRUNNER) - |

CRANK THAT (SOULJA BOY)

SOULJA BOY (COLLIPARI'JINTEC_OP':)

THE GREAT ESCAPE

BOYS LIKE GIRLS (COLUMBIA)

"WAIT FOR YOU

ELLIDTT YAMIN (HICKORY) |

MAKE ME BETTER

FABOLOUS FEAT. NE-YO (OESERT STORM/DEF 'AM/'DJMG!

WHINE UP

KAT DELUNA FEAT. ELEPHANT MAN (EPIC

WHAT TIME IS IT

HIGH SCHOOL MUSICAL 2 CAST (WALT DISNEY)}
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TITLE

ARTIST (IMPRINT / PROMDTION LABEL)
SUMMER LOVE

JUSTIN TIMBERLAKE (JIVE/ZOMBA)

LIP GLOSS

LIL MAMA (JIVE/ZOMBA)

FIRST TIME

LIFEHOUSE (GEFFEN)
GLAMOROUS

FERGIE FEAT, LUOACRIS (WILL | AM/A&M/INTERSCOPE)
POP, LOCK & DROP IT

HUEY (HITZ COMMITTEE JIVE 20MBA)

WHEN YOU’'RE GONE

AVRIL LAVIGNE (RCA4 RMG

LEAN LIKE A CHOLO

DOWN A.KA. KILD (SILENT GIANT/MACHETE)

THE SWEET ESCAPE

GWEN STEFANI FEAT, AKON (INTERSCOPE
BEFORE HE CHEATS

CARRIE UNDERWOOD (ARISTA ARISTA NASHVILLE)
LIKE THIS

MIMS (CAPITOL)
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