EBXNOTCC #wssasnmmicntsrssess S CH 3-DIGIT 907
“Il IIIIIIIIIIl|IIII|IIIIIll“lIII]II"IIIIIII”III"
#¥BL2108®43#~ APRO6 z

CONTY GREENLY

740 ELY AVE # A

LONG BEACH CA 90807-3402

OoCT

Prime-Time
Dramas
Champion
New Artists

$6 79J5 $8.G9CAN

1
L‘L |

‘ l
! 0%02552""8 l
US $€.99, CAN $8.99, UK £5.50, EURCPE €8.95, JAPAN ¥2,500

41>

FOR MORE THAN 110 YEARS

‘We’re Here To
Destroy The

World’ >p.24

Country Music
Brings In Big
Bucks >p.29

Hot University
Venues >p.25

FIONA APPLE

FRANZ
FERDINAND

MY MORNING
JACKET

NICKELBACK
KIRK FRANKLIN

www.billbocard.biz

®


www.americanradiohistory.com



www.americanradiohistory.com

OH HELLYES.

Forty sold-out shows. Over 750,000 happy, singing fans. One legendary band just
getting warmed up. Congratulations to Tom Petty and the Heartbreakers on their brilliant
Summer 05 Tour, from all your friends at Clear Channel. We can’t wait for the encore.

CLEARCHANNEL

ENTERTAINMENT
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“Tom Petty is rock aristocracy.”
- San Francisco Chronicle

“Petty burned through his songbook and made a
powerful claim to be at a career performance peak.”
- Rolling Stone

“It would be tough to find a group of rock-"n’-roll musicians as
in sync with one another as these guys (the Heartbreakers).”
— Reuters Wire/Billboard

“...one of the very best in the business in both skill and spirit.”
— Portland Oregonian

“The concert was a testament to 30 years of fine songwriting and superb musicianship.”
- Hollywood Reporter/Reuters

“...they endure as rock icons. It just never gets old when it’s that good.”
- San Jose Mercury News

“Tom Petty can do no wrong...a dynamic live performer.”
— Miami Herald

“There are good reasons why Petty has remained relevant over his long career...”
- New York Post

“I'm not sure I've ever seen a crowd so enamored of an artist”
- Las Vegas Review Journal

“...aflawless show...one of the most rousing, passionate and
consistently excellent rockers working today.”
— Buffalo News

“...more hits than 15 rounds of heavyweight boxing.”
— Kansas City Pitch

“...one of rock’s most potent bands.”
— Nashville Tennessean

“...the Heartbreakers have never sounded better”
- Atlantic City Press

“...the best live band on the road in 2005.”
“One of the best writers of the rock era.”
— Rocky Mountain News

EVERYONE'S SINGING THEIR PRAISES.

This summer, everyone was singing the same tune — namely, Tom Petty and The Heartbreakers rocked.
No matter what show on the Summer '05 Tour people saw, Tom and the boys were hailed for their
musicianship, song writing and uncanny ability to remind us why we love rock n’ roll in the first place.
Rolling Stone said “Petty rules the road.” We agree and are proud to have been a part of it,

California Mid-State Fair | Fantasma Productions | Jam Productions | House of Blues Concerts
Merriweather Post Pavilion | Another Planet Entertainment | Chippewa Valley Music Festival
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AD EXECS’ BAD PITCH

Let’s get this straight. A German
carmaker and its advertising agency are
the targets of a suit that claims they used
a sound-alike singer for a TV spot that
aired in Germany and Scandinavia. The
plaintiff? His name is Tom Waits.

Tom Waits? He of the gravelly voice
and hobo’s wardrobe? The same Tom
Waits who won a much-publicized sound-
alike case against Frito-Lay in 1992?

Yes, the same Tom Waits.

Are we missing something here? We
agree that Waits is a great talent who has
created many memorable recordings. But
his vocals? We have heard chalkboards

BY VINCE BROADY

Looking for the catalyst for a true revolu-
tion in home entertainment?

There is no shortage of possibilities:
high-definition TV, TiVO, BitTorrent, video
on demand, smart set-top boxes and more.

All are perfectly reasonable suggestions,
but small potatoes compared with the real
answer, which is a state, not a technology.

To be precise, the catalyst for radical
change in entertainment is the state of

BROADY

being connected to the Internet while con-
suming media that is aware of that con-
nection. In other words, it is the “connected
consumer.”

The first steps into this brave new world
are about to take place—where else?>—in
videogames.

Imagine this not-so-distant scenario:
Someone is playing a basketball game, and
in the background a major-label song is
playing. This actually happens now in EA
Sports games, with the name of the song
and artist displayed onscreen.

Today, that is where it ends. But in our
connected world, things will be different.

6 | OCTOBER 8, 2005
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KEN SCHLAGER
Co-Executive Editor
Billboard

with a greater sonic appeal.

Still, the folks at McCann Erickson
Deutschland justcould not help themselves.
They were charged with creating a spot for
the Opel Zafira, and that little creative light
started flashing: Tom Waits! Tom Waits!

The Zafira, by the way, is Opel’s new
sport utility vehicle. And nothing conjures
up the great outdoors like a nice boozy
Tom Waits ballad.

Waits says he turned down the agency’s
request to record music for the commer-
cial. So, apparently at a creative loss, the
agency allegedly enlisted a sound-alike to
replicate Waits’ unique incantations.

Coming To A Home Near You:
The Connected Consumer

The player will be able to press the “pause”
button on his game, select the song name,
then instantly watch the music video. From
there, he will be able to click again to get
more information about the artist, in-
cluding recent appearances. Another click
of a button, and he can select a recent tel-
evised performance, then watch and record
it—probably for a small fee.

This type of experience changes enter-
tainment from an end unto itself to a ve-
hicle for selecting from an almost infinite
variety of paths. A movie, TV show or
game is no longer just a destination, it is
also a gateway. It is a starting point, not
an end point.

Let us examine the notion of being a con-
nected consumer with an unexpected com-
parison—the workplace. Some of you
remember a time when you had a com-
puter, a printer and a phone in your office,
but no connection to the Internet. You
wrote your documents, printed them out,
maybe checked your voice mail and went
on to the next document. And that was
pretty much that.

Then your persistent connection to the
Internet came along, and eventually so did
software that took advantage of that con-
nection. Suddenly, you were no longer fo-
cused solely on your work, because at any
moment a voice might chime in, “You've
got mail.” Then came the endless stream
of meeting reminders, sign-on/sign-off
messages and instant messaging. What-
ever your level of focus on the task at hand,
you are now constantly aware of the greater
world of messages, alerts and buddies that
surrounds you.

Think of your current cable box, HD TV
and DVD player as the equivalent of that
old office setup. You watch your movie or
TV show then go about your business. This
is all going to change when your enter-
tainment system has a persistent connec-

Perhaps the agency execs are too young
to know about the Frito-Lay case. Or per-
haps they just are not educated enough
in vocally challenged pop stars.

Take Bob Dylan. It is no secret that he
is available for commercial work. Joe
Cocker is probably not too busy these days.
How about Kris Kristofferson, Lemmy
Kilmister, Leonard Cohen or Leo Kottke,
who once likened his own voice to “geese
farts on a muggy day”? That would work.

Certainly, there is no lack of creaky vocal
cords on today’s scene. But creativity on
that Opel campaign? That appears to be
another story. .

tion to the Internet and you are consum-
ing media that is aware of that connection
and able to take advantage of it

In the near future, this type of exper-
ience will occur when you are watching TV
or playing games. Microsoft has taken a
step in this direction with its Xbox Live
service, which can notify you while you are
playing that your favorite show is about to
come on, for example.

Videogames will lead the way in this new
era because: 1) they are the first form of
entertainment to be widely consumed
while maintaining a persistent connection
to the Internet (as is required by almost all
forms of multiplayer gaming), and 2)
among all media types, videogames are the
most “lean forward.” Gamers expect to be
able to control their experience, taking it
in whichever direction they choose.

Finally, among all media types, video-
game consumers and creators have the
most symbiotic relationship. Game cre-
ators invent new paradigms for consumers
who are willing to try out these innova-
tions and give the best ones a huge fi-
nancial payback.

Videogamers will get there first, but the
rest of us are sure to follow. Once we do,
there will be no turning back. (Do you not
believe me? Try unplugging your Inter-
net connection at work and see how long
you can last!)

In the meantime, anyone involved in
creating or delivering entertainment media
should keep the connected consumer in
mind at all times, particularly for product
development. Start thinking about build-
ing intelligence and the potential for inter-
action into your shows, movies and music
so that when consumers plug in, you will
be ready and waiting. ..

Vince Broady is senior VP of games and
entertainment for CNET.
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LATEST

NEWS
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>>>MUSICGIANTS
LAUNCHES

The MusicGiants
Network launched its
new digital music
service, featuring
high-definition,
uncompressed files
for download. The
service includes the
full libraries of all four
major labels. Tracks
are formatted in
Windows Media
Audio Lossless files
for CD-quality sound.
Besides the $1.29-
per-track price,
customers must pay a
$50 yearly
membership fee.

>>>DADDY
YANKEE GETS
RADIO SHOW
Daddy Yankee is
slated to host a weekly
radio show that will be
syndicated by ABC
Radio Networks. The
two-hour program is
expected to run
Saturday evenings
beginning this fall. The
Daddy Yankee deal is
the latest in a series of
moves by ABC to
appeal to Hispanics.

>>>WARNER,
MTV MAKE
MOBILE DEAL
MTV Networks and
Warner Music Group
on Sept. 26 unveiled
what they describe as
“an unprecedented
global licensing
agreement” covering
the use of WMG’s
music videos on
MTV’s global mobile
platforms. The
agreement allows
MTVN to create and
distribute new short-
form video content
for mobile devices
containing WMG
repertoire. Both
parties claim this is
the first global
agreement of its kind
between a media
company and music
label dealing with
programming on
mobile networks.

>>>HMV SHARES
FALL, AUSSIE
STORES DUMPED
Shares in HMV fell
10% after the British
entertainment
retailer reported
Sept. 28 that U.K.
sales have sufferedin
the past four months

continued on >>p8
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Artists Vs.

Top Acts Frustrated By Copy-Protected Releases

NEW YORK—Major labels Sony BMG and EMI
are releasing more and more new CDs that block
fans from dragging their tunes to iPods. Now, in
the most bizarre turn yet in the record industry’s
piracy struggles, stars Dave Matthews Band, Foo
Fighters and Switchfoot—and even Sony BMG,
when the label gets complaints—are telling fans
how they can beat the system.

Sony BMG Music Entertainment now regu-
larly releases its new U.S. titles on CDs protected
with digital rights management that dictates
which file formats consumers can use to digitally
copy the music. MP3 is not one of those formats.
The DRM also limits how many copies of the files
consuiners can make.

EMI Music is testing a similar initiative for
wide-scale use by 2006.

But these decisions are not sitting well with
some of the artists whose CDs have been secured.
A number of leading acts are using their Web
sites to instruct fans on how to work around the
technology. (Others, including Jermaine Dupri,
have expressed support for anti-copying efforts.)

For now, the copy-protected discs work only
with software and devices compatible with Mi-
crosoft Windows Media technology. Apple—the
dominant player in digital music—has resisted
appeals from the labels to license its FairPlay DRM

BY EMMANUEL LEGRAND |

Sanctuary Ch

Despite Profit Warning

LONDON—Sanctuary may be going through rough times, but the management of the
debt-laden British independent group is confident it can weather the storm.

After announcing a third profit-warning for the year, the group announced it has -
withdrawn from all potential buyout discussions with third parties to concen-
trate on its core businesses as a stand-alone company. Following the news,
the company’s share value dropped 16%, amid concern about its long-

term prospects.
Sanctuary Group executive chairman Andy

pany is reviewing its operations and preparing a cost-cutting plan
that will affect all of its businesses on both sides of the Atlantic.

Taylor will not elaborate on the number conti
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DRM

for use on the copy-protected discs.

The DRM initiatives are generating com-
plaints from fans, many of whom own iPods.
The message boards of artist fan sites and on-
line retailers are filled with complaints from angry
consumers who did not realize they were buying
a copy-protected title until they tried to create
music files on their home computers.

One solution artists offer to iPod usersis torip
the CD into a Windows Media file, burn the tracks
onto a blank CD (without copy protection) and
then rip that CD back into iTunes.

Columbia Records act Switchfoot, whose lat-
estalbum, “Nothing Is Sound,” is copy-protected
—and debuted at No. 3 on The Billboard 200 the
week of Oct. 1—recently took copy-protection de-
fiance one step further. Band guitarist Tim Fore-
man posted on a Sony Music-hosted fan site alink
to the software program CDEX, which disables
the technology. The post has since been removed.

“We were horrified when we first heard about
the new copy-protection policy,” Foreman wrote
in the Sept. 14 post. “It is heartbreaking to see
our blood, sweat and tears over the past two years
blurred by the confusion and frustration sur-
rounding new technology.”

Toadd some minor injury to insult, EMI Chris-
tian Music Group had tore- continued on >>p8
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TIM FOREMAN of SWITCHFOOT
posted a link on a label-sponsored
Web site to software that disables
the copy prctection found on his

Taylor says his com- band's new CD.

nued on >>p8
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following the terrorist
bombings in July. In the
21 weeks since May 1,
total sales at HMV UK &
Ireland fell by 3.7%.
Overall, group sales
were flat for the period.
Sales rose 10.6% at
HMV’s operations in
Canada for the period.
At HMV Asia Pacific,
sales grew by 10.1% at
constant exchange rates
in the first 21 weeks. In
related news, HMV
Australia sold 32 stores
to Sydney-based
entertainment and
lingerie company Brazin
for $4 million Austrailian
($3.08 million). The deal
is effective Oct. 2.

>>>MICROSOFT,
INTEL BACK

HD DVD

In the next-generation
format war between HD
DVD and Blu-ray,
Microsoft and Intel
announced they were
backing Toshiba’s HD
DVD format. HD DVD,
which is also supported
by NEC and Sanyo, will
not reach the U.S.
market by the holidays,
as originally planned,
but has been delayed
until February or March,
according to Reuters.
Sony’s Blu-ray, which is
backed by a consortium
including Dell, Hewlett-
Packard, Panasonic,
Philips, Pioneer,
Samsung, Hitachi, JVC,
LG, Mitsubishi and
Sharp, is also expected
in the marketplace in
early 2006.

>>>CAMCORDER
PIRATE CONVICTED
A 19-year-old movie
theater cashier is the first
person to be convicted
under the Family
Entertainment and
Copyright Act. Curtis
Salisbury pleaded guilty
to two federal charges
Sept. 26 in San Jose,
Calif., admitting that he
used a camcorder to
copy “Bewitched” and
“The Perfect Man” from
a St. Louis projection
room after hours. He
uploaded copies to
internet servers located
in northern California,
where undercover FBI
investigators identified
him. He faces maximum
penalties of five years’
imprisonment and
$250,000 in fines for
each offense.
Sentencing will take
place in February.

continued on >>pl0

_ UplFront

PROTECTION (cont)

from >>p7
call copies of “Nothing Is
Sound” that were shipped to
Christian retailers. Under an
agreement with Sony BMG, the
EMI imprint handles manu-
facturing and distribution of
Switchfoot to the Christian mar-
ket. The EM1 discs have incor-
rect DRM settings that do not
allow consumers to rip or burn
secure tracks.

Switchfoot 1s not the only
band upset by copy protection.

“I'm completely frustrated,”
says Jason Brown, president
of Philadelphonic, a manage-
ment company that represents
Tristan Prettyman. The artist’s
Virgin Records debut, “Twen-
tythree,” is among the albums
in the EMI copy-protection
trial. “Copy control as it stands
right now is in its 1.0 phase.
It was rushed through and
into a system that wasn’t pre-
pared for it.”

Sony BMG says it is not try-
ing to prevent consumers from
getting music onto iPods. Fans
who complain to Sony BMG

about iPod incompatibility are
directed to a Web site (cp.sony
bmg.com/xcp) that provides in-
formation on how to work
around the technology.

The company, which has
sold more than 13 million
copy-protected discs to date. is
urging people who buy copy-
protected titles to write to
Apple and demand that the
company license its FairPlay
DRM for use with secure CDs.

EMI is not quite so helpful.
A source says the company
will not instruct consumers
on how to work around copy-
protected discs.

Sony BMG, EMI and Apple
officials all declined comment.
However, both majors have
said that increased CD burn-
ing has forced their hands on
copy protection.

But artists and consumers
are bristling at the notion of
being caught in the middle of
this test of wills. Some man-
agers express doubt about the
Sony BMG and EMI strategy in

SANCTUARY (cont.)

from >>p7

of jobs to be cut, refusing to
confirm the previously reported
figure of 100 layoffs. “It is not
finalized yet, but it will be across
the group,” he says.

Taylor also dismisses rumors
that the company is not meet-
ing its payroll. “There’s been
rumors but we are trading
solidly and we have the sup-
port from our banks,” he says.

Taylor is adamant that the sit-
uation will not affect the com-
pany’s “360-degree” model.
“Our core businesses remain
the same-—recording, manage-
ment, agency and merchandis-
ing—but they will be stream-
lined,” Taylor says. “We have
solid businesses. What we’lldo
is some tidying up in terms of
cost structure.”

It remains to be seen how
Sanctuary’s new strategy will
work, but one thing certain is
that its decisions are its own.
Reflecting on the announce-
ment that it ended potential
buyout discussions, Taylor says
the company’s goal was “to
find a partner that would pro-
vide further funding for our
growth. That search is over.”

An executive from a major
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company who has had alook at
Sanctuary in the past few
months tells Billboard that the
mainissue with the company is
its debt level, estimated at £120
million ($211.6 million). Any deal,
the executive says, would have
been crippled by the debt.

“Hypothetically let’s say we
pay £120 mitlion for the com-
pany,” the executive says. “All
it will serve to dois to pay the
debt. It will not be able to ad-
dress the issue of financing
the growth.”

Looking back at the com-
pany’s woes, Taylor admits
that its rapid expansion is
partly responsible for its fi-
nancial troubiles.

“We’ve grown twentyfold in
five years with money from the
market,” he says. “We still have
a growth model—it simply
needs to be consolidated, and
that’s what we are going to be
doing in the next couple of
years, so that we can get back
to a position of solidity.”

He adds that the company
is not looking at the disposal
of assets affecting its core
businesses. The company al-
ready sold its books division

dealing with Apple.

“Anything that smacks of

corporatism, people don’t
like,” says Jamie Kitman, pres-
ident of the Hornblow Group
USA, manager for Capitol
Records act OK Go, which was
considered for, but ultimately
left out of the EMI trial.
“There’s no doubt this has the
whift of punitive activity.”

What is more, artist man-
agers are upset that the secu-
rity is so easily beaten—in the
case of Sony BMG, with the
company’s assistance—that it
makes a mockery of content
protection.

Warner Music Group and
Universal Music Group are tak-
ing a wait-and-see approach to
copy protection. Neither has an-
nounced plans for secured U.S.
commercial releases

“The bad thing is that you are
almost promoting what you are
trying to protect against,”
Brown says. “You are upsetting
the fan that went out and pur-
chased the record.”

TAYLOR

and shuttered its urban rec-
ords unit.

He considers the label busi-
ness solid with new releases
from Status Quo and Simple
Minds doing well. Nationwide
Mercury Prize winner Antony
& the Johnsons’ album “I Am
a Bird Now” on Rough Trade
has achieved gold status in
the United Kingdom for more
than 100,000 shipments. La-
belmate the Arcade Fire’s
“Funeral” has U.K. sales in ex-
cess of 200,000.

Morrissey has recently re-
signed with Sanctuary Rec-
ords and a new album is
planned for early next year.
The artist’s 2003 album “You
Are the Quarry” has moved
more than 1 million units
worldwide. .
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Bringing Billboard Mobile to MECCA are, from left

, Billboard

president/publisher JOHN KILCULLEN, Cingular director of
premium and entertainment services MARK NAGEL and
mForma president/GM JOHN ROUSSEAU.

ingular Wireless

and Billboard have

joined to offer
ﬂthe new Billboard

obile wireless mu-
sicapplication to Cingular sub-
scribers exclusively through
Oct. 25.

Billboard Mobile, created
in partnership with mForma,
is a multimedia music dis-
covery, preview and ringtone
download application. It in-
cludes real-time access to
news, reviews and charts from
billboard.com.

Features include personal-

ized content delivery, music
and artist news, album re-
views, tour itineraries and
ticket information and artist

and album information. All of

the content is written and com-
piled by the Billboard global ed-
itorial team. The service also
includes an image gallery,
music samples and music-
related games and trivia.

The service allows users to
fully customize their experi-
ence. For example, users can
request a weekly short mes-
sage service alert with a list-
ing of the top five songs of the
week, with links to buy the
ringtone for each. Ringtones
are searchable by artist, genre,
song or album name. Users
also can select songs directly
from the Billboard charts.

“Billboard Mobile provides
an incredibly fun and useful
way for our customers to truly
experience the world of music

Billboard Mobile
Gets Exclusive
Cingular Launch

directly from their Cingular
phone,” says Jim Ryan, VP of
consumer data services for
Cingular Wireless.

Users can download u free
version of the Billboard Mobile
application to browse the most
popular Billboard charts and to
sample and purchase ring-
tones. Polyphonic and master
ringtones are available for $2
and $3, respectively. The full-
featured application—with
news, artist info, tour-date
finder, games and other serv-
ices—costs $4 per month. Cin-
gular customers can text-message
“Billboard” to FUN (386) from
their handsets to download the
application.

Cingular will promote the
new service with prominent
placement on its mobile phone
service portal. Billboard will use
its online, print and other
media interests to further the
promotional efforts.

‘Our collaboration with
mForma has yielded an incred-
ibly rich, fan-driven multime-
dia music service that we are
very proud to have our name
on,” says John Kilcullen, presi-
dent/publisher of Billboard.

Billboard Mobile will even-
tually include the ability to buy
and download full songs to the
mobile phone, once carriers in-
troduce these services. Billboard
is working with mForma and
other wireless carriers to extend
the service to additional wire-
less subscribers once the Cin-
gular exclusive ends. e


www.americanradiohistory.com

We we@oa—w\,e that %egdwg 4)@52(:1(@ You even aYYLve

C)wgr:v(m(,wg works 4 avt fe,ve,ov@ecl, onro—ow»cL every covney
The countentment off being exactly where you need. to be

g&tﬁ%ﬂg reinvented, at a %emfge,to—ww (aindmark

(/\%\at W(M you femem'))ef?

FouR SEASONS HOTEL

PreEMiIER RoOOM RATES
BEGIN AT CONTACT YOUR TRAVEL CONSULTANT,
VISIT WWW.FOURSEASONS.COM

$575 OR CALL THE HOTEL DIRECTLY AT 1-202-342-0444.

www americanradiohistorv com


www.americanradiohistory.com

>>>RIAA WORRIED
ABOUT SATELLITE
PORTABLES

The Recording industry
Assn. of America has
expressed concern to
satellite raclio giants XM
and Sirius over new
portable receivers to be
unveilec this fall. The
devices will allow listeners
to record and store songs,
according to a source. The
RIAA declined to
comment, but an industry
insider says the RIAA is
concerned that the new
players allow broadcast
tracks to “become
unlicensed downloads” by
allowing listaners to “file
them away in their

own libraries.”

>>>SENATE TO ‘DO
NOTHING’ YET ON
GROKSTER CASE

Do not expect the Senate
to introduce legislation
anytime soon that will
steer the past-Grokster
environmgant until the
lower courts review the
case. That is the message
from Sen. Arlen Specter,
R-Pa., chairman of the
Senate Judiciary
Committee. At the end of
a Sept. 28 hearing,
Specter, whose
committ2e oversees
Internet and copyright
issues, told witnesses
from the music and tech
communities: “In the
short term, Congress will
do nothing.” In the longer
term, h2 added, his
committee will take

into account
recommendations
offered by the panelists,
most of whom also called
for a marketplace rather
than legislative solution.

>>>COLDPLAY,
GORILLAZ LEAD
MTV EURO NOMS
Parlophone acts Coldplay
and Gorillaz top the
nominations list for the
MTV Europe Music
Awards 2005. The two
bands have each received
five nods. The awards
show, now in its 12th year,
will take place Nov. 3 at
the Atlantic Pavilion in
Lisbon, Portugal. It will be
broadcast live on MTV’s
various feeds in Europe,
Asia, Latin America and
the United States.

Compiled by Chris M.
Walsh. Reporting by
Antony Bruno, Susan
Butler, Leila Cobo, Christie
Eliezer, Brian Garrity, Bill
Holland, Jill Kipnis,
Emmanuel Legrand and
Todd Martens.
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CTIA Meets MECCA

Music Takes Center Stage At Mobile Conference

SAN FRANCISCO—Exotic
dancers and WAP decks. Cigar
bars and optimized Uls. The
Goo Goo Dolls and mobile
search engines.

Such was the mix at the Wire-
less 1.T. and Entertainment con-
ference hosted by CTIA-The
Wireless Assn. Some 18,000
mobile industry professionals
gathered here Sept. 26-28 to
schmooze, seal deals and try to
figure out how to make the most
ofarapidly evolving, explosively
growing industry.

The revenue potential in the
mobile world is not lost on
music executives. “This is the
music industry’s most impor-
tant conference,” Warner Music
Group chairman Edgar Bronf-
man Jr. said during his keynote
address, which was broadcast
live via satellite to WMG’s global
A&R conference in Manches-
ter, England. “Ahead of us is the
single greatest opportunity the
music industry has ever had.”

Ata Sept. 27 panel, WMG sen-
ior VP for digital strategy and
business development Michael
Nash noted, “Mobile is no longer
ancillary to the conversation . .
The generation lost through
[peer-to-peer] piracy may be
found again through mobile.”

BACKBEAT GOES TO MECCA
—PHOTOS, PAGES 80-81

Analysts and label executives
generally expect all digital con-
tent to account for about one-
quarter of music industry
revenue during the next few
years, with a significant portion
of that cotning from wireless.

The conference marked the
debut of MECCA (Mobile En-
tertainment Content, Com-
merce and Applications)—a
one-day confab created through
a partnership between Billhoard
and the CTIA. About 1,000 en-
tertainment and wireless in-
dustry executives gathered Sept.
26 to hear the insights of MTV

Networks president Van Toffler
and other speakers from the
content and carrier realms.

MECCA set the tone for the
days that followed: plenty of
news and plenty of debate over
what would, could and should
work in developing wireless
business models.

Atthe CTIA’s music-focused
mini-conference Sept. 27, for
example, Goldring Hertz &
Lichtenstein partner Ken Hertz
challenged Sony BMG presi-
dent of global digital business
Thomas Hesse. Hertz wanted
to know why Sony BMG is treat-
inga digital download as a phys-
ical sale, which yields a royalty
rate for artists, as opposed to a
licensing deal, which would give
artists a 50% cut.

“We'd be fools,” Hesse said, to
giveaway halfof a new business.

Even as people debate how
big their respective slices should
be, it is clear that the pie as a
whole is growing. The CTIA re-

BRONFMAN

ported that wireless data rev-
enue in the first six months of
2005 increased 85% compared
with the same period last year.
But only an estimated 3% of all
content available to mobile
phones is actually purchased.

The challenge now is to find
better ways to get consumers in
front of the content they may
want to buy.

One strategy is mobile
search. Just as on the WeD, a
war is brewing over who will
dominate search engines on the
mobile phone. Another strat-
egy is to integrate mobile con-
tent more directly with the
existing music retail business.
Beginning Oct. 4, 460 Sam
Goody stores nationwide are
promoting ringtones for the

artists featured on its “Most
Wanted” CD wall.

Above each artist’s CD display
will be a code that shoppers can
use to buy that artist’s ringtone.
Currently, only Cingularand T-
Mobile users can participate.

One of the big stories of the
conference unfolded behind the
scenes, as the CTIA presented its
board with a proposal for a stan-
dardized content rating system.

Carriers say such a system is
necessary for them to offer a
wider variety of content, in-
cluding songs with explicit lyrics
and other edgy material.

The CTIA’s spring confer-
ence, which will again include
MECCA, will take place in April
in Las Vegas. For information,
go to billboardevents.com. «

BY RAY WADDELL

UMG Deal Should Boost Concert CD Business

Label Is First Major To Sign Up With Clear Channel’s instant Live Service

| nstant Live’s “preferred

I provider” agreement with

Universal Music Group

|| should streamline the

[0 process for the company’s

acts to offer live CDs and

downloads immediately fol-
lowing concerts.

The UMG deal with Instant
Live is the first between a
major label and a concert CD
firm (billboard.biz, Sept. 26).
Instant Live is the live-concert
CD arm of Clear Channel En-
tertainment.

The agreement will be ad-
ministered under eLabs, UMG’s
new-media division.

The deal is expected to open
the door for smoother rela-
tionships between the tradi-
tional record business.and con-
cert CD providers. The concept
was introduced by CCE in
spring 2003.

“Now we have the stamp of
approval from the world’s
largest record company and
that means alot to us,” Instant
Live GM Stephen Prendergast
says.

Among the acts that have
already offered Instant Live
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CDs are the Allman Brothers.

Band, the Black Crowes, Hall &
Oates and developing bands
like the Dears and the De-
cemberists.

Prendergast expects more
to be onboard by next spring.
“This is the end of the R&D pe-
riod. Now we’re turning this
into a business,” he says. “Prof-
itability is within range. We
think next year will be the year
we get our head above water.”

BLUEPRINT OF A DEAL
Prendergast says UMG sees In-
stant Live as a revenue pro-
ducer and a marketing oppor-
tunity for artists.

The agreement provides a
blueprint for UMG’s labels to
customize Instant Live deals
for each act. “Each label head
can decide what terms best
suit their client,” Prendergast
says. “A mature act like U2
would certainly require differ-
ent terms and benefits than a
new act.”

Instant Live will act as a
“service provider,” Prender-
gast adds. “UMG will own the
works, though we will have

rights to them for a period of

time.”

The accounting details for
live concert CDs are compli-
cated. “There are a lot of peo-
ple in the chain: the label, the
artist, the venue, the union for
the live recording, the musi-
cian’s union, us,” Prendergast
says. “That’s why it has taken
us over two years to get to this
point.”

Under the blueprint, labels
and artists get 30%-40% of a
$25 Instant Live CD sale, which

they typically split equally, ac-
cording to Prendergast.

The remaining gross re-
ceipts are broken down as fol-
lows: 5%-10% to the venue, 10%
for packaging, varying per-
centages for sales tax, ship-
ping, production and trans-
portation costs, and perhaps
20% to Instant Live, “if we’re
lucky,” Prendergast says.

“It’s not purely a financial
play for us,” he says. “It’s a sig-
nificant artist development
play, to help us grow our rela-
tionships with the artists and
the labels.”

For the bands, Instant Live
represents another revenue
stream. “Nobody is going to
retire on this, but it’s an ancil-
lary revenue stream we don’t
have to do anything for,” All-

Price of an Instant Live CD, of
which 30%-40% will be paid to
labels and artists

wwWw americanradiohistorvy com

man Brothers Band manager
Bert Holman says. He notes
that the group’s Instant Live
sales have not cannibalized
other revenue. “Our merch
holds steady,” he says.

To reduce costs, Prender-
gast says Instant Live is mov-
ing toward a presale model
where fans can buy CDs before
the show. Eventually, Instant
Live hopes to emphasize digi-
tal delivery.

“Next year, we're going to
be looking at situations where
people will be able to take their
digital recorder, PDA or what-
ever that device may be, walk
over to someone in the build-
ing and get a digital copy
transferred to their device after
the show and walk out in
maybe 20-30 seconds.”

The UMG/Instant Live deal
will likely attract the attention
of other majors, and gives In-
stant Live a leg up on its pri-
mary competitor, Disc Live.

“There are favored-nations
provisions in this agreement
so that we’ll present similar
terms and benefits to the oth-
ers,” Prendergast says. e
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MTV2 thanks Ranye West,
Common, Paul Wall and
friends for an incredible,
unforgettable night of music.

2005 MTV Networks All nghts resetved Photo credd: MTV2Uillian Mchlley
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The Publishers’ Place

SUSAN BUTLER sbutler@billboard.com

Calling For Consensus

Register Of Copyrights Sees Hope For Licensing Reform

Complaints over digital music
licensing come from many
sources, often hitting a sour
note with publishers. But when
a veteran copyright expert like
U.S. Register of Copyrights
Marybeth Peters—who holds
a deep and genuine affection
for the music industry—gives
advice to independent pub-
lishers, the pitch sounds prac-
tically perfect.

At the Assn. of Independent
Music Publishers’ luncheon
Sept. 14 in New York, Peters
said that after 18 months of
hearings with the House Sub-
committee on Courts, the In-
ternetand Intellectual Property
and meetings among digital
media and music industry
trade groups, everyone agrees
that Section 115—containing
the Copyright Act’s mechani-
cal license provisions—is bro-
ken and needs to be fixed.

Atthe heart of the debate are
questions over the need for any
compulsory license, what the
compulsory license covers and
how the licensing process can
be fixed.

If the music industry wants
to resolve these issues through
favorable legistation, Peters
said, it must act quickly. This
means the industry and the
digital media services must
reach a consensus on a bill by
early 2006.

Noting that elections are in
fall 2006, Peters said that con-
gressional leaders who love
music—Rep. Lamar Smith (R-
Texas), Sen. Orrin Hatch (R-
Utah) and Sen. Patrick Leahy
(D-Vt.)—would probably want
to support a bill that can be
passed before then.

Generally, intellectual prop-
erty issues are not high on
congressional members’ lists
of what they bring back to
their constituents when ask-
ing for votes.

“That’s why consensus and
timing is important,” she said.
“If you have a consensus bill
[ready for vote] by August or
September, | am positive that
it would pass.”

The day before the lunch-
eon, subcommittee member
Rep. Richard Boucher (D-Va.)
told a group at the Future of
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Music Policy Summit in Wash-
ington, D.C., that he hoped
they would have a bill written
and introduced to the House
in the next two months. He,
too, said that Congress would
only pass a consensus bill.
Piecing together Peters’
comments and watching other
developments make it clear
that this will be no easy task.
The technology industry also
has substantial influence, and
talks with the Digital Media
Assn. broke down in August
over royalty rates and the scope

of publishing licenses (Bill-
board, Sept. 10).

Peters attempted to assure
the audience that legislation
harmful to their interests
would not succeed. “If you are
the beneficiaries of legisla-
tion and it does not serve you,
it will not be enacted—nor
should it be.”

Yet publishers are not the
only beneficiaries of the Copy-
right Act. Labels and digital
media services benefit from
compulsory licenses even
though the Copyright Office
“strongly opposes” them, fa-
voring exclusive rights for all
copyright owners.

And although Smith, Hatch
and Leahy sit in the right seats
to help the music industry, Pe-
ters noted that they do not
want to create enemies. Next
year is Smith’s last term as
chairman of the House sub-
committee, she said, and he
could be the next chairman of
the more powerful House Ju-
diciary Committee.

This made a telephone call
that Smith made to Peters no-
table. As the Copyright Office
was trying to resolve problems

recently with a proposed elec-
tronic preregistration system
that relied on Microsoft’s In-
ternet Explorer, Smith appar-
ently responded to a call from
Apple Computer by calling Pe-
ters. He was concerned that
Apple’s Safari browser was not
compatible with the system.
Apple and other major tech
companies undoubtedly have
clout on the Hill.

Although intellectual prop-
erty is not necessarily a sexy
topic at election time, the via-
bility of legitimate music serv-

ices can Dbe interesting to

parents who have read about |

lawsuits over unauthorized
file sharing. Another experi-
ence that Peters related indi-
cates that there is unusual
interest in this issue.

Atsubcommittee hearings,
only two members (the chair-
man and ranking member)
normally attend, she said. If
three or four members wan-
der in and out, itis considered
to be a good hearing.

During one Section 115
hearing when Peters was the
only person asked to partici-
pate, 11 members wandered
in and out—and seven mem-
bers asked questions.

Acknowledging the good
faith and hard work of the in-
dustry groups—especially the
National Music Publishers’
Assn.—Peters offered the
group her support.

“You need to think pretty
hard on what you want,” she
said. “We're there because we
believe in creative art and re-
ally do want to help. You have
an opportunity, and I'll be in-
terested to see what happens
in the months ahead.” -«

the infomercial business.

BY ED CHRISTMAN

|UMG Delves Deeper Into

Direct-Response Marketing

NEW YORK-—Universal
Music Group is launching a
joint venture with music direct-
response pioneer Ira Pittelman
that will bring the major into

11385 .l
RESNIKOFF

The initial project from the
new venture—dubbed Uni-
versal Music Media—will be
a 144-song, nine-CD boxed set
0f 1970s soul music. The col-
lection, priced at $129, will be
promoted with an infomercial
hosted by Isaac Hayes. Three
other undisclosed projects are
also in development.

The venture marks the first
foray by a major into music

infomercials.

“We are using television as
a medium to reach the older
demographics, the 40-plus
market, who still love music
butdon’t have time to hang out
in record stores anymore,” Pit-
telman says.

Pittelman previously was af-
filiated with Time Life, which
dominated the music infomer-
cial field for the last decade.

Although UMG has been
involved in direct-response
sales through its PolyMedia
unit, the new venture takes the
company deeper into that
sales and marketing channel,
says Bruce Resnikoff, presi-
dent of Universal Music Enter-
prise, UMG’s catalog division.

Direct-response marketing
is done in several ways. Short-
form direct-response market-
ing is used to sell greatest-hits
packages by having consumers
call an 800 phone number for
a five- or six-week exclusive pe-
riod, before the albums are re-
leased to retail.

The long-form infomercial
direct-response campaign can
run for six months or longer.
The packages are then some-
times offered to retail, but

Nielsen BDS To Measure

usually in a different form at
areduced price.

Pittelman’s first Time Life
infomercial was a classic
country package, which he
says sold more than 1 million
copies in the United States
and another 250,000 units in
other markets.

Pittelman co-founded direct
marketer Heartland in 1982
with the Welk Music Group.
Time Life purchased Heart-
land in 1996, and Pittelman
stayed on to run the company
through 1999. At that point,
he formed his own company
but remained affiliated with
Time Life.

When that deal ended, Pit-
telman. who is also a well-
known producer of Broadway
shows, says he had a couple of
offers on the table, but went
with UMG. “I have a 25-year
relationship with Bruce, and
Universal has 35% market
share on catalog and its man-
agementis not afraid to be in-
novative,” he says.

Resnikoff says the deal gives
UMG the opportunity to work
with the man “who basically in-
vented the infomercial business
as it applies to music.” .os

Subscription Downloads

NEW YORK—In response to the growth of
on-demand music subscription services,
Nielsen Entertainment’s Broadcast Data Sys-
tems will begin tracking tethered downloads
of digital music.

Nielsen Music president Rob Sisco says
Nielsen BDS is adding tethered download mon-
itoring “as a companion feature to our tracking
of digital download sales in Nielsen SoundScan.”

Tethered music downloads are digital songs
available on an unlimited basis through on-
line music subscription services. The tethered
music data will include the humber of times
U.S. consumers listen to specific song titles in
the music libraries of the tracked subscrip-
tion services.

At launch, Nielsen BDS will track tethered
downloads from MusicNet (a supplier to Amer-
ica Online, Yahoo, Virgin Digital and Cdigix),
Napster and RealNetworks’ Rhapsody.

The data will help flesh out Nielsen BDS’
tracking of other subscription activity. The
company already monitors programmed and
on-demand streaming at AOL Music and

wWww.americanradiohistorv.com

Yahoo Music. In conjunction with the launch
of tethered download data, Nielsen BDS will
add streaming data from Napster, Rhapsody
and MusicNet.

To date, information on tethered downloads
and on-demand streaming data has not been
factored into the Billboard airplay and sales
charts. Geoff Mayfield, director of charts/sen-
ior analyst for Billboard, says that ways to
make best use of the data are being studied.

Subscription services have grown signifi-
cantly in the past year, with more than 2 mil-
lion consumers now paying for monthly on-
demand music access. Jupiter Research
forecasts that music subscription revenue will
top $890 million by 2009.

Nielsen BDS projects that by the end of the
year it will be tracking more than 100 million
streams and more than 5 million tethered plays
per week.

Nielsen BDS monitors music performances at
more than 1,400 radio stations, all major music
video outlets in the United States and Canada
and satellite radio from XM and Sirius. aee
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Making The Brand

MICHAEL PAOLETTA mpaoletta@billboard.com

After Kate Moss:
Will Artists Know Better?

ate Moss is certainly getting loads of press lately. Of
course, that tends to happen in a tabloid-soaked society
when a celebrity is caught in a compromising situation. In
the case of iber-model Moss, the press blitz began with
reporis—as well as photos—of illegal drug use that
appeared in U.K. newspaper the Daily Mirror.

Days went by without a word from Moss regarding the Sept. 15
article. But then she acknowledged the accuracy of the report. In
addition to taking responsibility for her actions, Moss admitted
thatshe has personal issues that must be resolved.

The model’s actions have had a negative im-
pact on her lucrative endorsement deals with
luxury brands Burberry and Chanel, as well
as mass retailer H&M. After the revela-
tions, all three companies severed ties
with Moss.

With this news, we cannot help but
wonder what the implications are for oth-
ers—particularly those “branded” artists
and musicians who might find themselves

doesn’t get in the way of their music,” Passikoff says. “But I'm not
sure | want my favorite brand associated with that.”

FAST CAR: Wind-up Records will release Scott Stapp’s solo

keting campaign.

Beginning this month, the former Creed frontman (and cur-
rent NASCAR fan) will be featured on numerous NASCAR plat-
forms, including a co-branded TV campaign that intertwines

racing footage with excerpts from the video of the title track,
Stapp’s lead single.
The partnership peaks Nov. 20 when Stapp performs the
national anthem at the Ford 400 race at the Homestead-
Miami Raceway.

A TELEVISED REVOLUTION: Beyond dance-
floors, electronic music continues to be embraced by
creatives at ad agencies. New York-based DJ/producer
- the Scumfrog—with the help of music production house
- X\ JSMMusic—hasreworked his 2003 club hit “Music
- . y Revolution” (Effin Records) for use in a TV spot
\ \ 'g'?’ for Chevy’s new HHR utility vehicle.
\ / The track, a top five hit on the Billboard Hot
“n, E’, /

. ‘People attribute
. the behavior of

the human

being to the

\ brand.’

—ROBERT PASSIKOFF,
BRAND KEYS

in a similar situation.

Big stars are only human. The prob-
lem comes when their questionable ac- |
tivity negatively affects the brands "/ #
they endorse.

“I don’t think people are that sur-
prised by what she did,” says Robert
Passikoff, founder and president of
Brand Keys, a brand and customer loy-
alty consulting firm in New York. “But
people do attribute the behavior of the
human being to the brand.”

At the same time, consumers do
not think H&M is Moss’ drug dealer,
Passikoff says. In other words, they
realize the brand is not condoning
drug use.

Still, the fact that three respected
brands have stopped working with
Moss (at least, for the immediate fu-
ture) should send a clear warning to
marketersand artists alike: Get caught
in illegal activity and it may cost you
that endorsement contract.

Isitdifferent in the music industry,
where “Sex, drugs and rock’n’roll!”
remains a rallying cry for many?

To be sure, Moss’ admitted
drug use is illegal and un-
healthy and should be
avoided. Most enter-
tainers know better,
even if their actions do
not always reflect that
knowledge. Unfortu-
nately, such behavioramong
musical artists—and even execs
—is often celebrated.

Look at Moss’ on-again, off-again boyfriend
Pete Doherty, formerly of the Libertines, now of
Babyshambles. It has been widely reported that
he is a crack addict, which has only added to his
notoriety. Then again, it is safe to say that con-
sumer brands are not lining up to partner with J

Dance Club Play chart, has an exhilarating energy
and cutting-edge rhythms that reflect the attitude of
Chevy’s “American Revolution” campaign. The spot
was created by ad agency Campbell-Ewald.

Ghostly International Records licensed Dabrye’s
“Hyped-Up Plus Tax” for worldwide use in a Motor-
ola RAZR TV spot. According to label CEQ Sam
Valenti, the license was recently extended for an-
other year. Ogilvy & Mather huandled the spot. Ten
Musicin Los Angeles represents Ghostly music for

film and TV placement.

WHO KNEW? A new McDonald’s campaign spot-

lights celebrities and everyday people whose first jobs
were at the international fast-food chain. Created by the
Leo Burnett Chicago agency, the spot featiires recording
artist Macy Gray and others.

The Windy City agency is also responsible for three Kel-
logg’s Special K spots that feature Collective Soul’s “Better
Now,” a recent top-five hit on the Adult Top 40 chart. This
music placement was the result of Leo Burnett’s artist-in-
residence program, which was spearheaded by chairman/chief
creative officer Cheryl Berman earlier this year. oo

'y
Since the Daily Mirror in London published photos of
model KATE MOSS allegedly doing drugs, such top-shelf
brands as Chanel have cut their ties with her.

the man.
“Lots of musicians do drugs—and it
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debut, “The Great Divide,” Nov. 22. To help promote the album), |
the lubel has hitched a ride with NASCAR for an integrated mnar- ||

BY PAUL HEINE

NAB Meet Stems
Industry Blows

PHILADELPHIA—AL the Na-
tional Assn. of Broadcasters
Radio Show here Sept. 21-23,
pins were passed out that
read: “Radio: Respond, Relief,
Rebuild.” The message per-

tained as much to Hurricane

Katrina as it did to the 80-
year-old medium itself. Passed
over by Wall Street and the
press for shiny new toys like
satellite radio and the iPod,
broadcasters are looking to
sunnier digital days ahead.
The 3,789 registered atten-
dees candidly discussed how
to turn the promise of high-
definition radio into a work-
able business model, whether
Arbitron’s Portable People

I Meter will fill the need for
. faster, more accurate audience

data, and how to stop the body
blows to the industry’s image.

If there was one consensus
from the meet, it was that radio
needs to make its content
available through as many
channels as possible.

“Radio needs to get crack-
ing—the future is already here,”
Coleman Research founder
Jon Coleman said.

“If we can aggregate this tal-
ent into new technologies,
we'll killthem,” former Infinity
and Citadel executive and Fig-
Medial founder Bill Figenshu

said of radio’s new-media

competition.

In his keynote speech, au-
thor and marketing entre-
preneur Seth Godin told at-
tendees they must “be
remarkable” to stand out
from the “out-of-control!”
clutter for radio competition.

“The [more local] we sound,
the better off we’ll be,” Emmis
VP of programming Jimmy
Steal said, suggesting that no
matter how individuals choose
to consume radio’s content, “if

. you’ve got great brands” then

listeners will continue to seek
out that content.

HIGH ON HD

A largely upbeat session with
leading broadcasters was tem-
pered by words of caution
from analysts regarding the
rollout of HD radio. The ana-
lysts’ general sentiment was
that HD would have a positive
long-term financial impact, but
inthe short term would require

| radio companies to deliver the

right content using the right
business model, particularly
on HD side channeis.

Jim Downey, director of

media originations for Wells
Fargo Foothill, said he believes
the rollout of HD radio will not
have a significant impact on
the marketplace until auto
manufacturers make HD-
ready receivers widely avail-
able and affordable.

“There will be hundreds of
thousands of [HD] receiversin
listeners’ handsin 2006,” iBig-
uity director of broadcast mar-
keting Don Kelly predicted. He
said 2,500-3,000 stations
would beam digital signals in
the next 18-24 months.

He added that in three to
five years a “buy” button will
be added to digital radios,
enabling listeners to pur-
chase a download of any
song they hear.

THE GREAT PPM DEBATE
CEOs took turns lobbing shots
at Arbitron during the “super
session” for group heads. Some
observers suggested the barbs
were a reaction to the 65%
price hike Arbitron plans to im-
plement for its PPM service.
The PPM’s ability to meas-
ure how audiences respond to
specific programming ele-
ments “may change our inte-
gration strategy” of putting un-
familiar music on the air, Clear
Channel regional senior VP of
programming Marc Chase said.
Giving listeners a “taste” of
new music before airing it is
something Chase said he
would like to be able to do.

POST-PAYOLA CLIMATE
Radio and recording industry
executives grappled with their
changing relationship in the
wake of the Sony BMG payola
settlement during a panel dis-
cussion on the convention’s
closing day. Moderator John
Dickey, executive VP of Cumu-
lus Media, called for an end to
the decades-old practice of sta-
tions reporting their adds to
trade publications and record
companies. (Billboard sister
publication Billboard Radio
Monitor has never pursued re-
ported adds.)

“It's the root of a lot of evil,
and somebody ought to take
astand and do away with it,”
Dickey said. “If we don’t
reshape this relationship,
somebody is already doing
that for us.” oo

Additional reporting by Scott
McKenzie, Tony Sanders and
Phyllis Stark in Philadelphia.

Photo: George Chin/Wirelmage.com
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For Italian Biz, Home Is
Where The Hope Is

Labels Bank On Ramazzotti, Pausini And Other Domestic Stars For Q4 Sales

Drop in value of Italy’s

six months of 2005

BY HOWELL LLEWELLYN

Heineken Mixing Music With
Urban Renewal Projects

MADR:D—The Spanish Medi-
terranean port of Valencia has
been chosen to launch an am-
bitious music-related project
from multinational brewing
company Heineken.

Valeacia is the first of 10
cities across four continents
to be involved in the Heineken
Greenspace program. Details
of each project will vary de-
pending on local conditions,
but wil. focus on the renova-
tion of derelict urban spaces
as venues and cultural/arts
centers.

In Valencia, three grain
warehouses in the port that
have lain derelict for 40 years
will be restored. Heineken’s
initial contribution to the
project is more than 3 mil-
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lion euros ($3.7 million),
Amsterdam-based Heineken
brand experience manager
Jeff Povlo says, with other
funding coming from Va-
lencia’s local authorities. He
says the brewer will spend
additional
Valencia during the next
decade.

The Greenspace program
will also feature cinema and
design space, with separate
buildings for each, Povlo says,
“but music is the most im-
portant area—it is the thread
that creates the vibe.” Povlo
and two other Heineken ex-
ecutives created the Green-
space initiative.

Each warehouse currently
has a 4,000-person capacity.

“millions” in

120/

music market during first

market out of decline.

wide decline.

during 2004.

MILAN—Italy’s record labels are betting on heavyweight
domestic talent during the coming quarter to punch their

Trade body FIMI’s president Enzo Mazza says Italy’s
current economic recession has pushed music sales
down even below levels that already reflected a world-

“General consumer confidence is at an all-time
low,” Mazza says. “During the first six months of
2005, sales here fell 12% in value terms and 10%
in units compared to the same period in 2004.”

FIMI has not released official January-June

2005 figures. The International Federation of

the Phonographic Industry figures show the

market fell 7.9% to $652.5 million in retail value

Since an independent label exodus reduced its
membership to 12 (Billboard, May 14), IFPI affiliate
FIMI has primarily represented Italy’s majors. Those com-

panies are now looking to revive sales by putting together the

strongest possible fourth-quarter release schedule of do-
mestic talent, including albums from Eros Ramazzotti, Lu-
ciano Ligabue, Laura Pausini, Zucchero and Vasco Rossi.

Ramazzotti’s manager Roberto Galanti suggests alack
of new breakout artists have hampered the market. “In
terms of sales, there hasn’t been a genuine new phenom-

enon since Tiziano Ferro,” he says. (Ferro released a CD
on EMIin 2001.) “New acts seem to lack staying power.”

The eventual 1,400-capacity
music venue will take up half
of one warehouse; the re-
mainder will include record-
ing and rehearsal studios.
Long term, the Valencia coun-
cil will own and operate all the
facilities, which will not be
Heineken-branded.

Before full-scale renovation
begins, the Valencia project
gets under way on-site with a
series of events and shows
Oct. 24-29.

Sonic Youth and Antony &
the Johnsons will headline
concerts Oct. 28-29, respec-
tively, supported by U.K. act
the Matthew Herbert Big
Band and Spanish acts in-
cluding La Habitacion Roja,
signed to Madrid indie Magic

Mushroom.

The project has already
aroused local music industry
intevest. “Any project that re-
generates new spaces for live
music is excellent,” says
Madrid-based Sonsoles Ar-
mendariz, international
booking director at concert
promoter/management com-
pany RLM. “Nearly every
[Spanish] city lacks enough
good venues.”

EMI Spain A&R director
Javier Linan praises Green-
space’s focus on developing
talent. “It’s a brilliant initia-
tive,” he says, “to discover new
acts and help them develop by
making available workshop
training, rehearsal space and
recording possibilities.”

www.americanradiohistorv.com

Retailers complain that a lack of strong domestic releases so
far has contributed to the 2005 sales slump.

Tiziano Foglioli is chief music, video and books buyer for
the Italian arm of French-owned retail chain FNAC. “We’ve
managed to keep our numbers up this year,” he says, “but |
have noticed a decline in Italian music [sales].”

Although successful new artists have been scarce, Foglioli
says ltalian acts’ catalogs are holding up. “With the limited
promotional budgets available, the labels are preferring to
play safe, rather than pushing new acts,” he suggests.

“Although the general economic crisis is important, there
are other factors,” adds Alfredo Conti, commercial director at
Messaggerie Musicali, which has stores in Milan and Rome.
“One is general disaffection among youngsters towards buy-
ing records; another is a lack of quality releases.”

Contireports aroughly 30% decline in value of CD sales so
far this year. He says he hopes DVD and “technologically more
exciting products” like the DualDisc will lure Italy’s youth back
to buying music.

The new Ramazzotti album, “Calma Apparente,” will be is-
sued by Sony BMG Italy in “as many formats as possible,”
Galanti says, in an attempt to win back “a generation that has
been lost to iPod and the Internet.”

The Oct. 28 release will be available as a norma! CD, a Dual-
Disc and a premium edition with a booklet and DVD. Sony BMG
Italy president/CEO Franco Cabrini predicts the album “will
sell a million units in Italy and many more eisewhere.”

Numbers were particularly poor during the summer, Warner

Laura Pausini Photo: Tony Barson, Eros Ramazzotti Photo: Daniele Venturelli/Wirelmage.com
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Music Italy president/CEO Massimo Giuliano notes.
He cites May release “Tutto Max,” a compilation by Max Pez-
zali, which topped the FIMI charts for 10 weeks. “It has sold
200,000 units,” Giuliano says. “Five years ago, that [chart per-
formance] would have produced half a million units.”

Giuliano hopes that rocker Ligabue’s Sept. 16 release, “Nome
E Cognome,” will produce that sort of figure during the next 12
months after an initial shipment of 160,000 units (double-
platinum). Warner has also scheduled a Nov. 25 release for
Laura Pausini’s “Live in Paris” CD and DVD.

At EMI, deputy GM/VP of A&R Fabrizio Giannini s finalizing a
pre-Christmas release by Vasco Rossi, whose 2004 album “Buoni
E Cattivi” is now “a few thousand short of a million units in Italy.”

Universal Music Italy’s biggest contribution to the hoped-for
fourth-quarter bonanza is vocalist Zucchero’s second vol-
ume of his successful 2004 duets album “Zu & Co” (Nov. 11).

The fourth-quarter competition is intense, Universal
Music Italy president/CEO Piero La Falce says, but he
suggests labels are “trying to spread [releases] out, so
they won’t get in the way of each other.”

La Falce adds that Universal Music Italy releases by
Carmen Consoli and Gianna Nannini have been pushed
back to 2006 to avoid “overcrowding.”

Early 2006 will also see new releases by tenor Andrea Bo-
celli on the independent Sugar label and by EMI’s Ferro.

Messaggerie Musicali’s Conti acknowledges there will
be a lot of competition for Italian consumers’ euros this
Christmas, but suggests a CD “still offers a nice pres-
ent at a good price.”

And he is keeping his fingers crossed that the big names
will bring customers back. In the year so far, Conti says, “there’s
been plenty on sale—but not a lot of good stuff.”

EROS RAMAZZOTTI, left, and LAURA PAUSINI are
among the domestic acts that Italy’s music industry is
counting on to lead it out of the doldrums.

Three grain warehouses in Valencia,
Spain, are the first beneficiaries of
Heineken’s Greenspace project,
which will ultimately create live
music venues in run-down urban
neighborhoods on four continents.

In conjunction with the
live events in Valencia,
Heineken has been running
a nationwide talent contest
since late July, promoted
through more than 1,000
music venues. The brewer’s
brand manager for Spain,
juan Casero, says around 250
acts submitted recordings by
the Sept. 21 deadline.

U.K. electronica and dance
producer/D] and musician
Matthew Herbert, who re-
cords for his own Accidental
label group, is the initiative’s
“music mentor.” He will
choose the contest winner
from 10 finalists playing a Va-
lencia venue Oct. 6.

That winner will receive
workshop classes from Her-
bert, play the Oct. 28-29 con-
certs and receive 15,000
euros ($18,450) torecord an
album. At present there is
no label affiliate to sign
talent discovered through
Greenspace.

Heineken will work with
Valencia's council to pro-
gram concerts in the desig-
nated music warehouse until
mid-2006, when conversion
work begins.

Heineken’'s long-term
commitment will see it or-
ganize 15 concerts annually
under a 10-year deal with the
council. An annual talent
contest will also be held. A
provisional shortlist of 10
cities in Europe, Asia, Latin
America and Africa to follow
Valencia as Greenspace sites
will be announced during
the October event. Povlo says
the venues will be “emerg-
ing” cities.

Heineken operates in more
than 170 countries around
the globe. The brewer’s ex-
isting Spanish music activi-
ties include sponsoring a
four-day annual festival at
Benicassim near Valencia,
which attracted some 120,000
people in August. eoe
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>>>MTV ASIA AWARDS STAY PUT

The fifth annual MTV Asia Awards ceremony will be held
Feb. 26, 2006, at Bangkok, Thailand’s Impact Arena, the
broadcaster announced Sept. 26. It will be the event’s
second straight year in the Thai capital.

A total of 19 publicly voted awards will be presented
during the show, which MTV Asia will broadcast live
regionally. Performers and presenters will be announced
in the coming weeks. —Steve McClure

>>>IFPI DENMARK PICKS PALUDAN
Universal Music Denmark managing director Jens-Otto
Paludan has been elected chairman of the Danish
affiliate of the International Federation of the
Phonographic Industry.

Paludan replaces Michael Ritto, co-CEO of the music
group MBO. Ritto stepped down to concentrate on
running MBO but continues as a board member of the
trade body.

The Copenhagen-based IFPI role is “a great task and
an important one,” Paludan says. “We’ve seen structural
changes in the media and entertainment...so IFPI’s
role can be used in many capacities, to maintain
existing sources of revenue and seek new ones.”

—Charles Ferro

>>>AUSSIE AWARDS TO MELBOURNE
Australia’s APRA-AGSC Screen Music Awards ceremony is
moving from Sydney to the BMW Edge Theatre in
Melbourne. The event is now in its fourth year.

The awards honor Australian composers of music for
film and TV. The event is jointly organized by the
Australasian Performing Right Assn. and the Australian
Guild of Screen Composers. Judges come from the music,
film and TV industries.

The 13 categories include best compositions for
documentary, short film, miniseries and children’s TV
programming; jingle; and feature film score. Nominees
were announced Sept. 28, and the ceremony will take
place Nov. 7.

APRA CEO Brett Cottle says the awards reflect that
“it’s no longer true to say that screen composers are
the unsung heroes of the celluloid world.”

—Christie Eliezer

>>>EX-MINISTER MORRIS JOINS PRS
Former British government minister Estelle Morris has
joined the board of U.K. authors’ rights body the
Performing Right Society as an external director.

The London-based PRS board comprises 22
composers, songwriters and music publishers plus
two external directors. The board guides the
organization on matters relating to rights and
royalties for music creators.

Morris stepped down from Parliament at the
general election in April. She was named Baroness
Morris of Yardley by the Labor government in May.
That position gives her a seat in the United
Kingdom’s nonelective second legislative chamber,
the House of Lords.

Morris’ government career included periods as schools
minister, secretary of state for education and
employment and, most recently, minister for arts.

—Tom Ferguson

>>>NO FUN AT BMG JAPAN
Sony BMG Music’s Tokyo-based affiliate BMG Funhouse is
changing its name to BMG Japan, effective Oct. 1.

In 1996, the then-BMG Victor bought the independent
Funhouse label, which changed its name to BMG
Funhouse in 1999 with the merger of the two companies.

Funhouse founder Kazunaga Nitta left BMG Funhouse
to start the Dreamusic record company in June 2001. He
had been a BMG Funhouse board member as well as head
of Funhouse and the RCA domestic division.

The Funhouse imprint continues to exist, despite the
parent’s name change.

A BMG Japan representative says the new name “has
more clarity and focus as the local BMG [or Sony BMG]
unit in Japan.” —Steve McClure
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DAMIAN MARLEY'S
‘Welcome to
Jamrock’ sold
86,000 copies in its
first week.

-
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Marley’s Universal Ap

peal

After Label Bidding War, Legend’s Son Notches Highest Debut For A Reggae Album

Damian*“Jr. Gong” Marley took
The Billboard 200 by storm in
the Oct. 1issue, nabbing the
highest debut of a reggae re-
lease on the big chart in the
Nielsen SoundScan era when
“Welcome to Jamrock” bowed
at No. 7.
Marley already has a Grammy
Award for best reggae album
for his 2003 effort, “Halfway
Tree,” on Universal’s Mo-
town Records. Yet the al-
bum failed to produce a
radio hit, and has sold
only 92,000 copiesin the
States, according to
Nielsen SoundScan.
After “Halfway Tree,”
Motown dropped Mar-
ley fromits roster. But his
Universal status changed
with the title track to
“Welcome to Jamrock.”
Christy Barber, president of
Kingston, Jamaica-based Tuff
Gong—the label started by the
young artist’s father, Bob Mar-
ley, in 1965—serviced the
song to U.S. radio in March.
After securing play on R&B/
hip-hop WQHT (Hot 97) New
York and placing the video
on BET, Barber found that

[ R
TODD MARTENS tmartens@billboard.com

Universal was looking to rekin-
dle its relationship with Tuff
Gong and Marley.

“He was on Motown,” Bar-
ber says, “and he was—what’s
the nice word—released? But
he was still onthe family label.”

Barber says the Tuff Gong-
affiliated Ghetto Youth imprint,
which was founded by Marley’s
older brothers Ziggy and
Stephen, maintained its joint
venture with Motown. The la-
bels were prepping the solo
debut from Stephen, a co-pro-
ducer on “Welcome to Jam-
rock,” when Damian’s song
started to take off at radio.

“We had every major label
inabidding war,” Barber says.
“We chose Universal because
we felt like we wanted to keep
the family under one umbrella.
Damian did feel a little reluc-
tant, but Bob’s catalogis there,
and Stephenis there, and there
were enough good people
who cheerleaded for us, so it
made sense.”

It appears to have paid off,
with a top 10 debut and
86,000 units sold. Marley also
set a family record, besting the
No. 8 high posted by his fa-

WU-TANG CHECKS IN WITH THE
UNDERGROUND ON NEW COMPILATION

ompilations rarely get

labels or retailers ex-

cited these days. Yet

’ when Babygrande Rec-
oras founder Chuck Wil-

son received a pitch on an album
that combines the production
talents of Wu-Tang Clan mem-
bers with hip-hop’s under-
ground stars, he could not resist.
“Wu-Tang Meets the Indie
Culture” is due Oct. 18. First
single “Biochemical Equation,”
which pairs RZA with critics’
darling MF Doom, was re-
leased exclusively toiTunes in
September. Other contributors
include Del Tha Funkee Ho-
mosapien, the reunited Can-
nibal Ox (featuring Definitive
Jux label head EI-P), C-Rayz
Walz, Planet Asia, J-Live,
Casual and Aesop Rock. In
addition to RZA, Wu-Tang
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members who lent their vocals
or beats include GZA, Masta
Killa and U-God.

“I'm really surprised some-
thing like this hasn’t been done
before, but RZA didn’t even
know who MF Doom was,” Wil-
son says. “With the crazy na-
ture of the business right now,
I think we'll see more collabo-
rations like this going forward.”

The gap between main-
stream and underground hip-
hop acts has been getting
narrower since D] Danger
Mouse combined Jay-Z and the
Beatles for his 2004 Web-only
hit “The Grey Album.” Wil-
son’s Koch-distributed label,
for instance, is a mixture of
veteran artists like GZA and
such up-and-comers as Law-
less Element and Jakki the
Motamouth. It just lost flag-

ship artist Jean Grae to Talib
Kweli's new Warner imprint,
Blackstar Records.

“Wu-Tang Meets the Indie
Culture” was the brainchild
of Dreddy Kruger, who was
previously signed to Wu-Tang
Records. Kruger compiled
and mixed the album but was
rebuffed a number of times
before he found Wilson.
Kruger created the Think Dif-
ferently Music Group brand
for the release, and plans to
issue two more albums with
Babygrande.

In a busy holiday season,
Wilson is hoping the assort-
ment of hip artists will make
the compilation stand out. Ad-
ditionally, the album features
between-song commentary
from indie filmmaker Jim Jar-
musch, who collaborated with

RZA on his soundtrack to Jar-
musch’s “Ghost Dog: The Way
of the Samurai.” Wilson says
the director has also recorded
voice-overs for TV spots.

“A lot of labels turned this
project down,” Wilson says,
“but from the moment Dreddy
told me about it, | was like
‘Dude.’ Tt just all made sense.
Compilations are like sound-
tracks these days; it's just a
knee-jerk reaction. But if you
take the time and really look at
the project, it can work.”

Kruger adds, “As an inde-
pendent company, I told
Babygrande this is what
they're supposed to be doing.

Major labels can’t get stuff

done like this.”

BITS: Amoeba Music’s three
locations—in San Francisco,
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ther’s “Rastaman Vibration”
in1976.

Reggae artists have not
been strangers to The Bill-
board 200 in recent years,
with albums charting by
Sean Paul, Shaggy, Beenie
Man and Elephant Man,
among others. With Paul’s
“The Trinity” (Atlantic) hit-
ting store shelves Sept. 27,
retailers are counting on reg-
gae to be a consistent seller
this holiday season.

Marley’s new release “is not
a straight-ahead reggae al-
bum,” says Ernesto Sayson, a
product manager for Tower
Records in San Francisco. “It’s
like reggae with a rap edge.
This will have legs. With a new
Sean Paul, that will only spark
more interest in Marley and
keep the vibe going.”

Barber began setting up
Marley’s third full-length in Oc-
tober 2004, when Tuff Gong
released a 7-inch of the single.
A video was shot in December,
and Barber worked the songin
Jamaica before submitting it
to Bobby Konders’ radio show
on WQHT.

“They really jumped on it,”

WILSON

Los Angeles and Berkeley,
Calif.—have inaugurated Sat-
urday charity auctions. At 4
p.m. on upcoming weekends,
the stores will offer memo-
rabilia, concert tickets and
promo items for auction and
will match all contributions
of up to $1,000. Proceeds will
go to Hurricane Katrina re-
lief efforts.

Speaking of charitable causes,
Omaha, Neb.-based Saddle
Creek Records has compiled a

Barber says. “They’re not really
a key station in breaking reg-
gae. It usually comes out of
Boston or Miami.”

Tuff Gong hired an inde-
pendent promoter to help work
the single, and soon had a clip
on mtvU and BET. What fol-
lowed was a three-month bid-
ding war to sign Marley.

“l was actually getting mar-
ried when | was in the middle
of negotiating this,” Barber
says. “l wasn’t even at my own
rehearsal dinner. | was in the
parking lot on my cell phone.
On the day of my wedding, |
had my cell phone off for the
ceremony, but had it on during
the reception.”

Barber was married June 25,
and the new deal with Univer-
sal was closed in early July. in
November, Marley will open for
U2. “They came to us,” Barber
says. This month Marley will be
a guest on “MTV Unplugged:
Alicia Keys.”

With his crossover appeal,
success in the United States
was not entirely a surprise. But
Barber will not deny an advan-
tage. “The Marley name always
helps,” she says. oo

13-track album fea-
turing Bright Eyes,
the Faint, Cursive,
Broken Spindles and
others, with pro-
ceeds going to the
Red Cross. The label
hopes to have the
album in stores mid-
October, and is tak-
ing pre-orders via its Web site.
Saddle Creek completists can
access the songs how on iTunes.

Epitaph recording artist
Sage Francis has launched
knowniore.org, a consumer-
awareness search engine.
Francis explains, “You can type
in a company’s name and it
will tell you who they are
owned by and what their busi-
ness history is. ‘You mean
there’s more than porn on-
line?’ “Yes, Dad.” ” ees

> 4
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Best Buy Slows Rollout Of
New Inventory System

est Buy’s switch to

vendor-managed in-

ventory is not moving

as quickly or aggres-

sively as planned,
according to sources, but la-
bels and distributors say that
in the long run, this may be a
good thing.

Initially, the Minnesota-
based merchantaimed to close
its warehouse and have shelf-
ready product shipped directly
to stores, with vendors assist-
ing in inventory management
using a system developed by
Detroit-based Vision Informa-
tion Services.

Best Buy postponed the first
half of that plan because it could
not agree with the majors about
who would assume what costs.
Odd-lot pricing (which can be
as much as 25 cents more per
unit than box-lot pricing) makes
it just too expensive to provide
shelf-ready product without
maintaining a warehouse, so
Best Buy is considering other
ways to achieve that objective.

On the other front, the chain
has run a test in which the
majors and some independent
labels oversaw inventory in a
small number of its stores.
While the majors are said to be
ready to implement this part of
the plan, Best Buy is beginning
with the indies.

That decision has caused tur-
moil in the indie marketplace.
Sources say Best Buy is dealing
directly on its vendor-managed
inventory with six entities:
Koch Entertainment Distribu-
tion, TVT Records, Navarre and
all the major-owned inde-

Best Buy Photo: ar/Wide world Photus

pendent distribution compa-
nies except Caroline. To qual-
ify, vendors must have annual
sales with Best Buy of about $7
million, and strong inventory-
replenishment systems with
high fill rates on orders and sig-
nificant electronic-data-inter-
change capabilities.

A couple of indie distribulors
like Caroline and Select-O-Hits
believe they will qualify once
they enhance their systems.

Until that happens, they have
to join the rest of the indie dis-
tributors and go through Han-
dleman (some of the smaller
ones already have a qualified re-
lationship with one of the six
indie distributors for getting
into larger accounts and expect
to use it in this instance). Some
were supposed to begin the
switch to Handleman last
month, with the rest slated by
year's end or early in 2006.

Clearly, one goal of the Best
Buy initiative is to greatly reduce
the number of vendors it buys
from directly, but the chain has
gone out of its way to tell indie
labels and distributors that it
still wants relationships with
them, even if these relationships
are only marketing-based.

The Handleman route into
Best Buy causes concern for
some indie labels and distribu-
tors, but presents opportunities
for others.

On the plus side, labels and
distributors already selling to
Handleman have an edge on get-
ting into Best Buy. Even indies
without a previous Handleman
relationship could see an upside:
The new partnership could

result in their records getting
into such accounts as Wal-Mart
and Kmart for the first time.

Because Handleman will be
cutting the purchase order,
however, it becomes yet another
player involved in deciding an
indie label’s destiny—especially
on the back end, when itcomes
time to return product. Most
indie labels have a hard enough
time fighting for the attention
of the distributor as it is, with-
out adding another layer be-
tween them and the retailer. It
also adds an incremental cost
because of the extra layer.

Distributors that now have to
go through the Handleman
interface have their own worry:
Will they lose their big labels to
one of the six indie distributors
selling to Best Buy directly?

In the meantime, those dis-
tributors not involved in the ini-
tial shift say it is a blessing in
disguise because the rollout is
having the expected startup
problems.

The majors are supposed to
begin implementing the new sys-
tem in November, but since that
is the heart of the holiday selling
season, some wonder if that will
be moved back to January.

Beyond that, when Best Buy
finally gets itself and every one
of the four majors, sixindie dis-
tributors and Handleman up to
speed on the buying and in-
ventory-management part of the
process, it is expected to turn its
attention once again to the ful-
fillinent issue.

Best Buy and Handleman
did not return calis for
comment. |
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BY ANTONY BRUNO
In A Flash, Hard-Drive Memory Fading

When Apple Computer CEO
Steve Jobs introduced the iPod
Nano Sept. 7, he predicted it
would be the best-selling iPod
model ever.

That is a strong statement,
considering the Nano is only
Apple’s second device to
incorporate flash memory
instead of a hard drive. It is
an even stronger endorse-
ment of flash-based technol-
ogy from a company that until
this year declined to use it in
a single product.

Jobs’ newfound enthusiasm
for the memory format indi-
cates the extent to which the
digital music industry has
pinned its hopes for mass-
market appeal on flash-based
players. Though hard-drive
and micro-hard-drive devices
have dominated the MP3
player market, flash-memory
performance, price and popu-
larity are all improving at such
a clip that some analysts be-
lieve it will overtake the hard
drive in the very near future.

Flash-based devices store
content on a chip, which un-
like a hard drive contains no
movable parts. This means
flash players use less battery
power—30 times less—than
hard-drive players, plus they
are much smaller and ex-
tremely durable.

The trade-off is that flash
memory chips have a limited
storage capacity and a
higher price than their hard-
drive counterparts, which
boast 10 times the capacity

at half the cost.

However, flash costs are
dropping dramatically. Ac-
cording to semiconductor re-
search firm iSuppli, the
price-per-megabyte cost for
flash memory has fallen 56%
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in the last year. The firm proj-
ects the price will fall an ad-
ditional 47% by next year and
then another 33% by 2007.
Memory capacity also is
improving. Samsung plans to
begin mass-producing 16GB
flash-memory chips by the end
of nextyearand pointstoa 32GB
prototype on the horizon.
This improvement in flash
technology is one reason
Apple replaced the micro-hard

—

ROCK THE FLASHMIC

digital format.

HHB Communications has introduced a digital
recorder microphone called the FlashMic. Designed
for podcasters and other broadcasters, the device
captures audio using a professional-grade
Sennheiser microphone and saves the recording in

The FlashMic features 1GB of flash memory to
store 18 hours of recorded audio, which can be
saved in WAV or MPEG-2 files. Each stored file can
have a date and time stamp added by the Flash-
Mic’s internal clock. Users can transfer files to a PC |
or Mac through a USB connection.

A backlit LCD screen displays time, storage
capacity, battery life and other status infor-

drive-based iPod Mini with
the flash-based Nano.

The Minicame in 4GB and
6GB models for $200 and
$250, respectively. The Nano
offers 2GB and 4GB models
at the same price points.

‘Flash gives us
more room
for design

and for

making the
products

more

portable and
smaller.’

—PETER WEEDFALD, SAMSUNG

“We don’t look at it from a
standpoint of hard drive and
flash,” says Stan Ng, director
of iPod product marketing.
“We try to look at the whole
lineup to bring a lot of new
customers in. We're trying to
innovate in both spaces.”

Analysts believe the falling
flash prices are key to the evo-
lution of the MP3 player as a
mass-market device. Jupiter
Research estimates there will
be 56 million

MP3 players
in the
world by

2010, and

more than

half will be flash devices that
hold 1,000 songs or less, with
about 5GB.

“Flash-device sales will sur-
pass hard-drive sales,” Jupiter
Research analyst David Card
says. “But the technology is
not important. What's impor-
tant is reaching a certain ca-
pacity at a certain price point
at a certain size.”

Research suggests that

e DIGHAL ENTERTAINIVIEN |

users have more than 1,000
songs on their players. No
surprise then that MP3 device
manufacturers, including
Apple, are counting on
smaller and cheaper devices
to drive the digital music

player market forward.

“Apple changed its product
strategy more rapidly than we
thought it would,” Card says.

Sony is also using flash in
its well-received Walkman
Bean MP3 player line, offer-
ing 1GB of storage for about
$180, and flash is widely fea-
tured in its Network Walkman
line. Samsung says it is mak-
ing flash-based devices the
centerpiece of its digital strat-
egy going forward.

“Flash gives us more room
for design and for making the
products more portable and
smaller,” says Peter Weedfald,
senior VP of sales and mar-
keting for Samsung’s Con-
sumer Electronics group.

These size and design ben-
efits must combine with low
price if portable digital music
devices are ever going to
trump portable CD players,
analysts say.

“If you could get a device
that had enough capacity to
be interesting, with good bat-
tery life and cool form factor,

BITS & BRIEFS

LIVE AND LOCAL

PassAlong Networks’ new On-
Tour program scans a user’s
digital music library and pro-
vides local concert informa-

| tion on each act. Available for

Mac or PC, the free program
lists relevant concerts as avail-
able and provides links to
Ticketmaster’s site to pur-
chase tickets and to the full
calendar for each venue.

Additionally, the service will
suggest concerts by artists not
in the user’s library, based on
arecommendation engine.

In other PassAlong news,
the digital music network now
supports the Orchard label.
The agreement adds more
than 200,000 tracks to the
service.

RINGTONES FROM
SCRATCH

Sprint customers can create
their own ringtones on their
mobile phones through a new
service called ToneMaker DJ.
The application includes thou-
sands of interchangeable mu-
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sic clips from a variety of gen-
res, plus custom clips by
celebrity artists, producers and
DJs. Users can upload their cre-
ations to the “DJ Lounge,”
where others can sample, rate
and purchase them. Addition-
ally, users can request to be
alerted via short message serv-
ice whenever ringtones are
added by their favorite authors.

CAN YOU HEAR ME
NOW?

NMK, the company behind the
411-SONG mobile-phone music
recognition service, will soon
allow customers to search for
ringtones by speaking the art-
ist’s name. Customers can call
an 800 number and say the
name of the artist to receive a
catalog of available ringtones
to sample and purchase. NMK
says the service will launch be-
fore the end of the year. The
company plans to add full-
song downloads, concert tick-
ets and other music-related
merchandise to the service
soon afterward.
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Biloxi Down But Not Out
After Bout With Katrina

ill Holmes, executive
director of the Mis-
sissippi Coast Coli-
seum & Convention
Center in Biloxi, says
his city, his entertainment mar-
ket and his arena are badly bent
but not broken.

With Hurricane Katrina’s
wrath nearly flattening the city,
now the MCCCC and Biloxians
at large are putting the pieces
back together. “We don’t smell

Holmes says the MCCCC
had 51 inches of water in the
building. “When Katrina left
and the water receded, it was
about knee-deep,” he says.
“From about four feet down,
all of our equipment, all of our
electric, the chairs, the tables,
the carpet, the dancefloor—all
gone, wasted.”

The President casino barge
broke loose from its moorings,
floated across the highway,

he says. “It’s like opening up
a brand-new building that’s
got to be rewired and needs
new windows.”

Many of the venue’s staff lost
their homes and belongings, in-
cluding arena assistant exec-
utive director Matt McDonnell.
“I'had alot of friends who ended
up swimming out of their
houses,” Holmes says. “They’re
waiting for trailers now. I've got
four families living with me.”

‘We've ot a tremendous spirit,

and We e gom
bigder an

to come back
better than ever.’

—BILL HOLMES, MISSISSIPP! COAST COLISEUM & CONVENTION CENTER

too good right now, but we're
coming back and we’re com-
ing back strong,” Holmes says.
“We've got a shell. We've got a
tremendous spirit, and we're
going to come back bigger and
better than ever.”

The coliseum was a shelter
of last resort as Katrina rolled
in. “We only had about 50 peo-
ple in the building when the
storm surge started coming,
and it came so quick and the
wind was so furious, the po-
lice and support crews had to
evacuate north,” says Holmes,

£ who stayed in the arena witha
few “storm chasers.” “Once
the storm surge came in, it
looked like you were out in the
ocean the way the water was
swirling around.”

Photo: StormVideo.col

wiped out the MCCCC'’s stately
oak trees and took out the fa-
cility’s marquee before settling
on the nearby Holiday Inn,
according to Holmes.

“Biloxi looks like the movie
‘The Day After,” " he says. “You
look across the city and there’s
nothing more than three feet
high. The whole east end of
our city is leveled from the fury
of the wind, the rage of the
storm surge and then the enor-
mity of the storm itself. It just
ate up everything.”

Even so, Holmes, ever the
optimist, believes the MCCCC
will be open for business by
next spring at a cost of about
$20 million. “I think proba-
bly within six to eight months
we could be up and running,”

Humricane Katrina

ficoded the parking

of at the Mississipp

Coast Coliseum &
tion Cent

Ironically, Biloxi and the
rest of the Mississippi Gulf
Coast had been riding a
decadelong crest of prosper-
ity. “We were absolutely on the
top of a wave,” Holmes says.
“We had shows in the build-
ing, conventions coming in.
We went from 1,600 hotel
rooms in 1992 to 18,000 in the
county, soon to go to 25,000.
A ton of talent was running
through here, and it was all
coming together.”

Now that the region has
proved itself, Holmes thinks
developers will be hot to
rebuild. “Because of the dev-
astation, political leaders and
the private sector are coming
together, and they’re going to
bring in master planners to
plan a beautiful community,”
he says. “And we’ll rebuild big-
ger and better bridges, beauti-
ful hotels, and we’ll be back.
We’ll have an economic ren-
aissance and come back bigger
and stronger. There’s no ques-
tion in my mind.”

And the main attraction,
Biloxi's sugar-white beaches,
will thrive again, Holmes
believes. “The beach is still
there. It’s eroded and the
boardwalks are in my lobby,
but it’s there.”
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indussry executives, hanars will be recognized
wizh 22 awards in B categories including:

MUSIC » FILM ¢« TV & VIDEO - GAMES ¢ BEST IN SHOW

DEADLINE FCR SUBMISSIONS: OCTOBER 15, 2005

For submission forms, rules & criteria,
list of judges, and ticket information

WWW.DEMYAWARDS.COM

Sponsorship Oppoartunities:
Karl Voatz 415.738.0745

Tickets & Tab e iInformation:
Mictele Jacangelo 646.654.4625

Awa~ds Information:
Ned Sherman 323.82.0936

DIGITA . ENTERTAINMBENT & VEDIA
De=M _ —C

CONFERENCE ! ESFD ¢ AVARDS | 205

The DEMY Awards is the grand finale of the 2-day DEMXPO,

an exposition anc con“erence program with ove~ 1500 attendees, developed

by Adwee< Magazines, Billboa~d, and The Hallywood Reporter,
wth research from the Nizlser companies.
For more inTormation visit: waw.demxpo.com
or call Andrew Q. Kraft 646.654.7672
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Upl-ront —

t is 2:30 in the afternoon and Moétley Crile bass player Nikki
Sixx is just getting up. He lights his first cigarette of the day.
Telephones are ringing in the background.

Sixx says that, in general, his life is loud, though he is not complaining. in fact, he is psyched that
Métley Crile’s comeback tour is proving scores of rock’n’roll naysayers wrong by grossing $19 mil-
lion through the first half of the year, according to Billboard Boxscore. In addition, a new two-disc
greatest-hits collection, “Red, White & Criie” (Métley/Beyond), has reached No. 6 on The Billboard
200, selling 425,000 units, according to Nielsen SoundScan.

Though Métley Crie has had its share of lineup changes, drug scares and scandals in its almost
25-year career, the act is demonstrating that it has a strong business sense.

The current tour—which features original members Sixx, vocalist Vince Neil, guitarist Mick Mars
and drummer Tommy Lee—was so popular in its first leg this spring that the group announced an
additional 57 North American arena and amphitheater dates. That brings its number of tour stops
this year domestically and abroad to more than 100. Métley Crie initially financed its own shows,
though a range of major promoters—including AEG Live, Clear Channel Entertainment, Jack Utsick

Presents and Frank Brothers—eventually signed on.
Sixx says music fans want shows featuring more theatricality, which M&tley Crile delivers with a
circus-tent set, pyrotechnics galore, a fire-breathing midget and aerialists, on top of such hits as “Girls

Girls Girls” and “Dr. Feelgood.”

The shows have spawned a two-disc, high-definition DVD set, “Carnival of Sins,” due Oct. 25
from Clear Channel/Ventura. It will be the band’s first DVD with its original lineup.

Q: Whydid the band come together
for the reunion tour?

A: Over five years ago, we said,
“We've been doing this fora long
time. Let's just take a break.” It
was time to get everybody’s
schedules cleared and get back
to the mother ship, so to speak.
That was a bit difficult. With
Métley Criie, we have a manager
with [10th Street Entertain-
ment’s] Allen Kovac, but Vince
had his own manager for his
solo stuff, and Tommy had his
own manager for his solo stuff.
The core of it was, we either
wanttodoitorwe don’'t wantto
do it. Once we got to that place,
it sort of took on a life of its own.

Q: Did you expect the tour to be
50 successful?

A: None of us had a crystal ball.
We knew the band would have
an insane show. When tickets
went on sale, would it be 1,000
or 2,000 people, or the num-
bers that it ended up being? We
didn’t know. We were blown
away. [ forget what the first date
was, but Madison Square Gar-
den was one of the earlier ones.
The band’s never been over-
the-top huge on the East Coast,
and some of those first shows
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went clean in a very short
amount of time.

Q: What did you do when promot-
ers originally were not interested?

A: Alot of the promoters didn’t
jump onboard. We rented the

HIGHLIGHTS

MIKK] SIXX

1981 Mdrley Crie
relegses its first album,
“Too Fast for Love" on
the modepandent
Lethur Recards label,

1983:; Elzkira Recoros
signs the band

19B5: The group scores
its first big kit with
“Smokin' in the Boys
Room." which reackhes
Moo 1&on The Billboard
Haot 100

1989: The aloum "D

Feclgaod” is Ma. 1on
The Billboard 200 for
two weeks

1997; Matley Crae
crealtes (1s own label
Mitley Records, and
signs anew 525 mullian
contract with Elekira
1998: Mdatley Records
becomes affiliated with
lhe Beyand label, and
the band acguires
reghls 1o 15 calalag,

buildings ourselves. So, later,
when they wanted us to come
back, we said, “Well, it's going to
cost you, because we just made
allthe money and why would we
give any to you now?”

If we did what everybody said
we should do, we would have
had a technology-driven, sort of
clean, safe, PC rock show. That's
just not who we are. Our show
is over the top, and our banter
is over the top.

Q: What has changed in the in-
dustry since you last toured as a
band?

A: One of the first things I no-
ticed is, all the people that were
hired on as our crew or [for] the
overall project said, “Oh, my
God, I've been so bored for the
last 10 years. I am so excited to
be on a Métley Criie tour.” We
were like, “What do you mean?”
They were like, “Dude, we've
been out doing these safe tours.”
We met with pyro companies
and said, “OK, we want to blow
the bass player up, we want the
drummer to fly, drums to ex-
plode in the air,” and everybody
islike, “Thank you.” We're like,
“What are you talking about?”
They go, “Well, you know, the

BY JILL KIPNIS

NikKki Sixx

last 10 years we've been doing
tours and for the grand finale
bands would say, ‘OK, we want
some sparks.’” You guys in one
song have more than 10 bands
have in their show.”

Q: Was it a challenge to get those
production elements together?

A: No, for us it was hard con-
taining [ourselves]. In other
words, there was 100 things we
wanted to do that financially—
and some of them physically—
were not possible. We sort of
go all the way to the outside at
first. Like, “OK, if we had a 36-
truck tour, we’d each have to in-
vest $4 million out of our
pockets just for the first leg.”
So, you know, for us, it’'s a bal

ance between being smart
[about] business and being not
smart [but] creative.

Q: How do you balance the fi
nancials of putting on a show and
maintain a reasonable ticket price?
A: You realize that adding
three trucks, you have to add
$6 to the ticket, let’s

say. Then you're

like, “Those three S
trucks could be
condensed if
they're not hard
goods but soft
goods.” So you
start to go, “If we

do this, this can
affect the ticket
price and this looks
just as big, so why
don’'t we do that and
keep the ticket price
reachable?” We also knew
we had ayounger audience
that was coming to see the
band for the first time,

Q: When did you decidetodoa
DVD based on the tour?

A: We knew once we got out
onthe road and people said
it’s one of the best rock
shows they’ve ever seen
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that it was something that
needed to be documented.

Q: How involved were you in the
creative process for the DVD?

A: We're involved in everything,
all the way down to what our lug-
gage tags look like. We drive peo-
ple crazy. We are so thorough.

Q: What are some of the challenges
of re-emerging in the record busi-
ness today?

A: The industry needs to be run
by artists, because we are the
only people that care about art.
We own our masters, we all own

our publishing, we license our
music to businesses who we
think can work with us to cross-
market to make it the most suc-
cessful and reach the fans. But
in the end, we get our music
back and we get to do with it
what we want to do in the
future. We are so grateful that
we are able to do this.

Q: What's going on with the movie
based on the band bio “The Dirt”?
A: We had David Fincher to be
the director, but Paramount
needed him to do a very huge
movie and wanted us to wait. In
the meantime, we are now
meeting with other directors. It
will get made, and it will get
made right. The project has to
be gritty. It's going to be like
“Goodfellas,” the feeling of
“Layer Cake.” It's going to have
an underbelly to it.

Q: What's next for the
band?
A: We're here to de-
stroy the world like we
were in the beginning,
February, we go back
out. We're going to play
small markets that rock
bands don’t usually
go to, and then we'll
make a record after
that. Brand-new.
What it’ll sound
like, 1 don't
know. I still
don’thavea
crystal
ball
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Kanye West will
perform Oct. 13
at the University
of F arida's
O’Connell Center.

BY RAY WADDELL

With new venues in secondary and tertiary mar-
kets popping up across the country, universities
are finding the competition for concert bookings
tougher than ever. Therefore, more university
venues and student-run committees are taking
control of their own destiny by buying talent in-
stead of waiting for promoters to come calling.
Campus entertainment committees are in-
creasingly proactive in making sure their arenas
and theaters are in the loop when
"\ tours are being routed.
John Graham, executive direc-
tor of the Erwin Center at the Uni
| versity of Texas in Austin, says his
arena has become more active in
| | buying talent than in the past.
“We go after everything that we
can, whether we are working with
{ co-promoters or buying the show
" ourselves,” Graham says. “We do
| the marketresearch and thentry to
1 match that demographic [and] sales
i
]
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potential with the offer.”

Marty Kern, director of major
B'”b.crd events at Clemson (S.C.) University,

) says she and her staff became more

involved in buying talent aftera $32
’ million renovation of the univer-
sity’s Littlejohn Coliseum.
“The renovations made it possible
to manage the facility as a multipurpose venue
of choice in our marketplace and to work to at-
tract a variety of events, including concerts, trade
shows, conferences and expos,” Kern says.
“As we establish ourself in our marketplace,
we have had to risk more by self-promoting a ma-
jority of our shows,” she continues. “In time, we
believe our ability to deliver solid ticket sales, ex-
cellent production values and top-notch service
will win over promoters who have traditionally
thought of us only as a ‘college’ venue.’
Kern says she battles a perception that the col-
lege market is the bulk of the draw at Clemson.
“We do not produce private concerts,” she says.
“Itis critical to our success that the community feel
involved and welcome at our facility. However, we
do offer some nice incentives for the students and
utilize student groups to make the events more dy-
namic. | think the student involvement gives our
events an edge over the competition.”
At Michigan State University in East Lansing,
Scott Breckner, director of MSU’s Breslin Events
Center, says he has upped his involvement in pro-
moting and co-promoting just to generate traffic
through his market.
“We look at the show, consider its viability and
decide then,” Breckner says. “If it makes sense
financially, we will move on it.”
At the University of South Carolina in Colum-
bia, Colonial Center director Tom Paquette de-
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scribes the student concert committee as “fairly
active” in buying shows.

“We work very hard to sell tickets for our shows,
which [ think is the most important service a
building can provide to a promoter,” Paquette
says. “Because of that effort and success we have
not had to risk money very often. We are always
willing to look at all options to bring a show to
the Colonial Center, but you have to do your re-
search and be smart about it.”

Lionel Dubay, director of the O’Connell Center
at the University of Florida in Gainesville, says that
his arena has always looked for good opportuni-
ties, with “good” being the operative word.

“Obviously, you hope to minimize your down
side and first turn to your local promoters to en-
courage them to rent the venue or co-promote a
show with you,” Dubay says.

Xen Riggs, director of the Schottenstein Cen-
ter at Ohio State University in Columbus, says
his venue has always been proactive when it
comes to concerts.

“We are very active in buying talent, and always
have been,” he says. “| wouldn’t characterize our
current efforts as either greater or less than in re-
cent years.”

Riggs notes the arena is always prepared to take
the financial hit if a show does not work, though.

“The Schottenstein Center must be 100% self-

‘Student
involvement
gives our events
an edge.’

—MARTY KERN,
CLEMSON (S.C.) UNIVERSITY

supporting, meaning that we get no dollars of
any kind from the state of Ohio, the university
or students,” he explains. “In fact, we actually
pay more than $500,000 back to the university
in the form of overhead. This being said, every
dollar we risk on events comes from the operat-
ing budget of the facility.”

The process of buying talent is admittedly hit
or miss, according to Erwin Center’s Graham.
“Sometimes it comes together, and we do the
show,” he says. “Sometimes it does not, and we
don’t do the show. We have found that saying no
and moving on is OK, as it usually means we
would have lost money. And the loss would not
have been made up by [concessions] sales.”

Riggs adds that part of the Schottenstein Cen-
ter’s function is to provide a diverse calendar of
events that will support the academic and research
missions of the university. continued on >>p28
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