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FOR THE RCA MUSIC GROUP
IT'S A DECEMBER T0 REMEMBER!

1. THE LARGEST SALES WEEK OF THE YEAR IS CHRISTMAS WEEK.
THE RCA MUSIC GROUP WAS #1 WITH A 9.3% MARKET SHARE.

2. JAMIE FOXX'S UNPREDICTABLE ALBUM DEBUTED AT #2 WITH 597,000 UNITS SOLD.
IT THEN SOARED TO #1 ON BILLBOARD'S TOP 200 ALBUM CHART TO CLOSE THE YEAR!

3. CARRIE UNDERWOOD'S DEBUT ALBUM SOME HEARTS SCANNED 1,616,000 UNITS IN 6 WEEKS
4 MAKING IT THE LARGEST SELLING NEW ARTIST ALBUM OF THE MONTH OF DECEMBER AND THE
| #2 ALBUM OVER-ALL FOR THE MONTH.

4| 4. KELLY CLARKSON'S BREAKAWAY ALBUM HAS SOLD NEARLY 8 MILLION ALBUMS WORLDWIDE IN
| THE FIRST YEAR OF RELEASE, SELLING NEARLY 700,000 UNITS IN THE U.S. IN DECEMBER ALONE!

5. ALICIA KEYS' MTV UNPLUGGED ALBUM RELAUNCHES THE FRANCHISE BECOMING THE FASTEST
SELLING UNPLUGGED ALBUM IN OVER 10 YEARS, WITH SALES OVER 1,500,000 WORLDWIDE AND CLIMBING!

6. ROD STEWART'S GREAT AMERICAN SONGBOOK SERIES HAS SOLD OVER 16,000,000 TOTAL
UNITS WORLDWIDE. VOLUME 4 1S THE 4TH CONSECUTIVE PLATINUM ALBUM IN THE SERIES,
WITH OVER 2 MILLION SOLD WORLDWIDE IN JUST THE FIRST TWO MONTHS OF RELEASE!

| 1. THE BO BICE DEBUT ALBUM THE REAL THING SELLS 433,000 ALBUMS IN JUST 3 WEEKS,
“# WITH THE FIRST SINGLE IMPACTING NEXT WEEK!

B 8. SANTANA'S ALL THAT | AM WORLDWIDE SALES AT NEARLY 2,000,000 SOLD IN JUST THE FIRST
S TWO MONTHS OF RELEASE!

oo g 9. FOO FIGHTERS ALBUM IN YOUR HONOR BECAME THE BEST SELLING FOQ'S ALBUM IN HISTORY
48! AT OVER 2,900,000 UNITS WORLDWIDE AND IS NOMINATED FOR FIVE GRAMMYS!

ArisTa 0
records<
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Why DRM Everything?

A Sensible Approach To Satisfying Customers

BY DAVID PAKMAN

Worldwide recorded-music sales are
down more than 25% during the last five
years. The music industry contends the
primary culprit is file sharing and other
forms of piracy. Let’s leave that debate
for another time.

In general, the major-label response to
digital piracy falls into three categories:

1) Educating consumers, predominantly
by using lawsuits to bring to parents’ and
kids’ attention that file sharing is stealing.

2) Widely licensing their catalogs only
in copy-protected, restricted digital formats.

3) Locking down the CD, often pre-
venting personal copying, thereby stop-
ping a congressionally immunized activity.

At a time when potential music buyers
have more entertainment choices than
ever and have demonstrated a reduced in-
terest in purchasing recorded music, does
it make sense to take away functionality
and limit customers’ ability to enjoy the
music they purchase? Is it prudent, when
piracy still abounds, to make the legally
purchased product inferior to the pirated
(and free) one?

1 sympathize with the plight of recorded-
music companies. Dimensional Music
Publishing owns or controls more than
15,000 music copyrights and derives rev-
enue from their commercial exploitation.

It is the right of content owners to de-
cide on what terms their content should
be sold. If record companies choose tolock
down the CD and the digital download in
an attempt to prevent piracy, that is their
right. But two problems have arisen as a
result: First, the record companies are
using technology to limit what was other-
wise a protected fair use: Namely, the abil-
ity of the consumer to freely make
personal, noncommercial copies. And sec-
ond, customers do not like it.

At this critical moment, the music in-
dustry needs to cultivate new customers,

not drive away potential buyers by making
the music inconvenient, restricted or, even
worse, invasive—as was the case with the
recent Sony BMG rootkit fiasco.

Understandably, recorded-music exec-
utives may be petrified by free market
forces, especially the customers’ ability to
shape the commercial marketplace. But
why do their tactics have toapply to the en-
tire music catalog?

The industry has experimented with vari-
able pricing for many years, making back
catalog titles available at a lower price, so
it should recognize that, like higher prices,
limitations in functionality and incom-
patibility with the most widely used play-
back devices also are disincentives to buy.

With this awareness, the majors should
experiment with easing restrictions on
some portions of their catalogs. For ex-
ample, it might be essential to apply digi-
tal rights management to the newest
Eminem download. But why must those
titles that sell poorly also be restricted?
Wouldn't it make sense to offer portions
of the catalog as unrestricted MP3 files?

Fortunately, the answer to that question
is already available. AteMusic—the world’s
No. 2 digital music retailer, selling more
than 4.5 million songs per month—we
offer a catalog of 1 million songs from the
world’s largest 3,800 independent record
labels. The entire catalog is available as un-
restricted, no-DRM, high-fidelity MP3s.
These files download without hassle, never
expire and play on every hardware and soft-
ware digital music device ever created, in-
cluding theiPod. (In other words, they are
not inferior to the CDs consumers have
been buying for years.)

When compared with a restricted buy-
ing experience, individual customers con-
sume far more music from eMusic than
from digital stores like iTunes. At iTunes,
customers average between one and three
song purchases per month. At eMusic, the
average customer purchases between nine

and 31 songs monthly. What's more, eMu-
sic customers purchase music that does not
sell elsewhere, including hard-to-find cult
titles and deep catalog in traditionally under-
selling genres like blues, jazzand classical.

There are other differences between
the services (eMusic is a subscription
service where customers pre-pay for their
downloads}), but a major reason cus-
tomers subscribe to eMusic is because
the songs are not restricted in any way—
and play everywhere.

The majors should abandon the idea of

locking down their entire catalogs. They
e

PAKMAN

should experiment with selling their jazz,
blues, classical, classic rock, comedy and
more obscure titles in unrestricted for-
mats. A good place to start might be the
out-of-print titles and those portions of
their catalogs that have sold 10 or fewer
times on iTunes. Clearly those titles have
limited commercial appeal.

If the majors would undertake such a
strategy, it would have the added benefit
of actually offering consumers what they
want: a product not inferior to the free pi-
rated copy—and available in seconds with
a click of the mouse. e

David Pakman is managing director of
Dimensional Associates and
president/CEO of emusic.com.
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SATELLITE RADIO IS MUSIC’S FRIEND

There have been a lot of accusations fly-
ing around the industry and the pages of
Billboard about satellite radio. Folks have
said we need a victory over satellite radio
to preserve the future of the business.

Well, we already have had that victory,
and now is the time to understand it and
take better advantage of it rather than try
to vilify the satellite radio companies as
something they are certainly not: the non-
paying, pirate-promoting bogeyman that
the peer-to-peer services have been
through the years.

We passed a public performance right
law in 1995, precisely because we knew

6 | JANUARY 21, 2006

that the future was going to encompass
new ways to deliver music that would be
different from our core distribution busi-
ness. It was not perfect, because it did
not cover terrestrial radio. But it did cover
XM and Sirius, and now, those compa-
nies are the largest payers of public per-
formance rights to artists and record
companies. Their customers are music
buyers, and they are buying radio! That
is something the traditional broadcast-
ers have told us could never happen.
Now the satellite companies have had
some success, and the rate, as per the law,
will be renegotiated this year. Isn’t that

what we want in the music business?
Successful companies that keep paying
more to the music industry as they grow?

I have worked as a consultant to XM
Radio for a few months now. I have found
agroup of creative people, dedicated to their

music programming and dedicated to the |

business model of paying for their content
and sincerely interested in being a pro-
ductive partner of the music community.

Hilary Rosen

Former chairman/CEO

Recording Industry Assn. of America
Washington, D.C.
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>>>UMG,
NIELSEN

FURTHER DEAL

Universal Music Group
has re-upped its deal
with Nielsen Music.
The major label has
entered into a
multiyear agreement
with the data service
provider that covers
access to information
from Broadcast Data
Systems and Nielsen
SoundScan, as well as
Nielsen Mobile and
Nielsen SoundScan
International.
Financial terms were
not disclosed. Nielsen
Music is owned by
Billboard parent
company VNU.

>>>DOES ITUNES
INVADE PRIVACY?
A new version of
Apple Computer’s
iTunes software
released Jan. 10 that
makes purchase
suggestions based on
user listening habits is
raising privacy
concernsin the
computer security
blogosphere. A
number of
technology- and
Apple-focused Web
sites—including
since1968.com, Boing
Boing, Slashdot and
Macworld—were quick
to flag the issue,
complaining that the
feature identifies and
makes purchase
suggestions on songs
that were not
necessarily bought
through iTunes.

>>>SPITZER
SPAWNS
SCRUTINY

The major labels’ use
of “most favored
nation” clauses in
deals with download
and subscription
retailers is receiving
increased industry
scrutiny in the wake of
New York State
Attorney General Eliot
Spitzer’s probe into
digital music pricing.
Digital music service
operators are
privately complaining
that the clauses are a
tool for de facto
collusion by the
record companies.
Buzz about MFNs
began swirling after
venture capitalist
Sean Ryan, a former

continued on >>p10

Sound Investment

Live Nation shares
revenue with Korn

10

IS evLeiLA coBo |

Digital sales of Latin music,long hampered by lim-
ited catalog and lack of Internet access among
Latins, will get a fresh push in 2006 with the launch
of elatinmusic.com.

The Spanish-language site is the first Latin-cen-
tric Web outlet in the United States to sell music from
the major labels.

Miami-based Elatinmusic formally opens Jan. 25,
but s already selling music from Warner Music Group.
EMI content should be available shortly, and a deal
with Universal Music Groupisinthe works. Negoti-
ations with Sony BMG are slated to begin this month.

Emergent digital music stores face significant
hurdles before launch. Every major label has different
technical and security standards for digital down-
loads, and it is difficult and expensive for smaller re-
tailers to fulfill those requirements. Plus, major labels
have more incentive to give their catalogs to bigger
digital retailers than to cut dozens of smaller deals.

Elatinmusic was able to overcome these obsta-
cles, sources say, in part because two of its partners
and top executives—directors Jose Antonio Asuaje

BY MICHAEL PAOLETTA |

Joe DiMuro helped re-brand Elvis Presley four years ago
with the chart-topping “Elvis: 30 #1 Hits.” Now, the ex-
ecutive VP of Sony BMG Strategic Marketing Group has
his eyes set on doing the same thing with other veteran
artists via a new imprint, Burgundy Records.
Burgundy, distributed through Sony BMG, will focus
¢ onreleasing new music from still-active, multiplatinum
8 artists who have a strong consumer affinity and a body
& of work that is still relevant and appreciated.
Multiple Grammy Award winners Chaka Khan and
Aaron Neville are the first two artists signed to Burgundy.
New albums from each are due later this year. Khan'’s
disc of original material will find her returning to her
© raw and gritty Rufus-era funk roots. For his CD, Neville
2 will reinterpret soul standards made famous by the likes
Z of Sam Cooke and Otis Redding.
d Key to each Burgundy release will be nontraditional
marketing. For known artists like Khan and Neville,
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and D’aldo Romano—are Latin label veterans whose
involvement added credibility to the operation.

For the new site, the Latin digital market offers a
unigue opportunity. Univision Music Group, for ex-
ample, the biggest-selling Latin label group in the
United States, did not have its music available
for downloads until the middle of last year.

Major-label Latin music has been avail-
able on such sites as iTunes and Napster,
but content has often been poorly organ-
ized, with Latin music often listed under
the “world” category.

And expanding the available Latin cat-
alog took some time. Not a lot of Latin
content was digitized, and many tracks
did not have publishing clearance.

Tracks on Billboard’s Hot Latin
Songs chart, which reflects radio air-
play, are stili not always available for
downloads. On this week’s chart, six of the top
20 songs are unavailable.

According to Nielsen

continued on >>p10

this is a way to track down legacy fans, and
find others likely to become new ones.

DiMuro and his team, which includes sen-
ior VP of marketing and new product devel-
opment Matt Stringer, are
aware that artists of a certain
age are not always championed
by radio and video programmers.

This is why they say they prefer
to operate Burgundy like an agency.

While not completely losing sight of
radio or video, Burgundy concentrates
on synch licensing, tour marketing,
brand partnerships, direct-response TV,
and mobile and digital applications.

This is music to the ears of Khan, who _ on hef debut @lbum
acknowledges that “I am not for everybody £ for new label : "\‘ :
—Dbutlamforalot continued on >>p10 ,,:-" Burpurwdy Rect \ \ 3
JANUARY 21, 2006 § |

e.eteran soulsipger -t
CHAKA KHAN ‘g/e
back ? her rootg

d

i

www americanradiohistorv com


www.americanradiohistory.com

NATASHA BEDINGFIELD
RELEASED 8/2/05

ince her TRL debut at the end of July

2005, she's made Rolling Stone's “Hot
List” Entertainment Weekly’s “Must List,”
and her debut single “These Words”
was one of Blender's “40 Most Popular
Songs In America.” Her Epic debut album
“Unwritten” has scanned over 210K copies.
She’s had a Platinum digital single with
“These Words,"” sold over 100K ringtones,
and performed on The Tonight Show,
Good Morning America, Carson Daly,
the Macy's Thanksgiving Day Parade
and on VH1's “Top 40 of 2005.”

Now this UK. sensation is ready for
U.S. domination, with her new single
“Unwritten,” already on over 110 Pop and
16 Adult stations. The Gold digital single
is heading toward Top 10 at Pop radio, is
Top 5 on the iTunes Pop Chart, and Top
15 overall. The video is Top 10 at Yahoo!
and in Large rotation at VHI1. She's
Cosmo Girl's "Artist of the Month” for
January. Watch for her on the premiere
episode of CD:USA, and on the CBS Early
Show, both airing 1/21. Also look for
her in the VO5 Red Hot Rising Stars
campaign in February/March issues of
Glamour, Allure, Jane, Lucky and Teen
Vogue, and as a Bond Girl in the new
video game “From Russia With Love.”
JUSTIN: VH1 - “EXTRA LARGE”

THE FRAY
RELEASED 9/13/05

efore signing with Epic Records,

The Fray earned a loyal following
through touring and airplay on Denver's
top Rock stations. The demo of “Over
My Head (Cable Car)” became KTICL's
Top 30 most played song of 2004 in
just 4 months. Now, their debut album
“How To Save A Life,” which is Top 10 on
the Billboard Heatseekers chart, has
scanned over 65K copies, with sales
increasing rapidly from a steady 6,000
copies per week to over 8,000 last week.
The single “Cable Car (Over My Head)”
is on over 75 stations, and is Top 5 at AAA
and Top 20 at Adult Top 40.

They've been featured on MTV's Advance
Warning, and the video is Top 10 most
requested at mtvU. The song has also
been featured on ER, and was iTunes
“Download Of The Week” on 11/6/05,
which resulted in a record number of
downloads: over 240K, sending the
album to #17 on the iTunes Top 100 album
sales chart. The band has appeared
on Craig Ferguson, and on sold-out
tours with Weezer and Ben Folds. Their
own headlining tour runs late January
through mid-March and is already
selling out. This is just the beginning
for this incredible band.

JUSTNAMED : VH1“YOU OUGHTA KNOW”
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LYFE JENNINGS
RELEASED 8/17/04

e spent 10 years in prison honing

his craft and overcoming his past,
and is a record-breaking 5-time winner
on Showtime At The Apollo. His Col/SU
Certified Platinum debut CD has been
on the Top R&B/Hip Hop Chart for 71
weeks and the Top 200 for 53 weeks,
fueled by the singles “Stick Up Kid,
“Hypothetically” and the Top 5 Urban
hit “Must Be Nice.” He’s sold over 750K
ringtones. A two-time #1 Billboard
Heatseekers album, “Lyfe 268-192” has
established the poetic artist as an
aesthetic force of nature with main-
stream and underground support.

Lyfe has been featured everywhere,
from BET to iTunes and Vibe to Rolling
Stone (3 Stars). He's appeared on Jimmy
Kimmel Livel (11/22/05). He spent the
summer of ‘05 on tour with John Legend,
and recently completed headlining
his highly successful “Lyfe Experience”
tour, with Goapele and Vivian Green.
He also made the cover of Billboard at
the end of 2005, with a detailed story
of this very real, very dedicated and
very talented artist. Coming up: A new
version of the Curtis Mayfield classic
“People Get Ready” recorded with
Alicia Keys for the upcoming Jerry
Bruckheimer film “Glory Road.”
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MIRANDA LAMBERT
RELEASED 3/15/05

F rom Nashville Star to nationwide
phenomenon, Miranda Lambert is
a force to be reckoned with. Her Epic
Records debut “Kerosene” is Certified
Gold, entered the Billboard Country
Albums Chartat #1, and debuted Top 20
on the Billboard Top 200. She's appeared
on The Today Show, The CMT Awards and
The Tonight Show with Jay Leno. The New
York Times calls “Kerosene” “excellent”
and “impressive.” Entertainment Weekly
calls Miranda'’s tunes “killer” The Village
Voice calls her “hot stuff.” And Rolling
Stone has just named her Top 20 single
“Kerosene” #4 on their list of Top 10
Country Singles in their 12/29/05 issue.

She's recently toured with Keith Urban on
his “Alive in ‘05" tour, and is now support-
ing George Strait on his 2006 arena tour.
And to top off her many TV appearances
and award nominations, Miranda has
also performed at the 2005 CMA's (she
was also a “Horizon Award” nominee).
Keep an eye on Miranda Lambert. This
talented young woman is just getting
started. “Kerosene” video Top 10 in
Heavy rotation at CMT.

JOHN LEGEND
RELEASED 12/28,04

irst he worked with music’s elite, in-
F cluding Lauryn Hill, Kanye West, Jay Z,
Janet Jackson and Alicia Keys. Now,
John Legend’s Col/SU/G.O.0.D. solo
debut album “Get Lifted,” featuring the
Top 5 hit “Ordinary People,” is Certified
Double Platinum, and has sold over
1 million copies outside the U.S, becoming
one of the year's biggest success stories.
Rolling Stone gave it 4 stars, and Vibe
called it a “certified classic”

2005 was an amazing year for John. He
was a BET Award winner for Best New
Artist, and he won the MOBO (Music Of
Black Origin U.K.) for Best R&B Male. He
was featured in a high profile GAP ad
campaign. He completed a sold-out
nationwide tour. And most recently, he
received an outstanding 8 Grammy
nominations, including “Best New Artist”
and “Song Of The Year” for “Ordinary
People” Coming up: a Superbowl pre-
show with Stevie Wonder on 2/5, and
of course, the Grammy Awards on 2/8.
Don’t miss his performance.

MATISYAHU
RELEASED 4/19/05

F rom a clip on Jimmy Kimmel Live! to
a buzz that grows stronger every day,
Matisyahu is truly an artist on the move.
His debut live album “Live At Stubb’s” has
scanned over 227K copies (40K Christmas
week alonel). The album has jumped
from #96 to #60 on the Billboard Top 200.
The single “King Without A Crown” is #1
most requested at KRO@LA, and is cur-
rently Top 10 at Alternative radio. The
video has been #1 on mtvU’s “Dean’s
List” for 12 weeks straight. He was also
included in MTV'’s “10 Spot Drop” and
Advance Warning.

Matisyahu has been featured in pub-
lications everywhere, including the New
York Times twice. He completed a sold-
out 55-city tour in 2005, with stops at major
summer festivals including Bonnaroo. He
is currently headlining his own tour. His
highly anticipated debut studio album
“Youth,” which will feature a studio
version of “*King Without A Crown,” is in
stores 3/7/06.
JUSTIN: MTV2 — “ELITE 8”

MTV - “BIG TEN”

SONY MUSIC LABEL GROUP. THE ART OF ARTIST DEVELOPMENT.
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i, UpFront

listen.comand
RealNetworks executive
who ran the Rhapsody
subscription service,
raised the issuein a
recent post on his bilog.

>>>BLUNT, KAISER
CHIEFS LEAD BRITS
With five nods each,
newcomers James Biunt
and Kaiser Chiefs are the
front-runners heading
into the Brit Awards
2006, to be held Fek. 15
at London’s Earl’s Court.

>>>MUSICLAND
FILES CHAPTER N

As expected, the
Musicland Group filed
for Chapter 11 protection
Jan.12in the U.S.
Bankruptcy Court for
the Southern District of
New York. The chain has
been experiencing
financial difficulties
since the banking
consortium providing its
revolving credit facility
stopped allowing the
company to freely
access funds and cash
from the facility in early
December. Suppliers did
not get paid that month,
and began forcing the
chain to pay cash
upfront for all product
purchases.

>>>UMG LICENSES
VIDEOS TO MOBITV
Universal Music Group
has licensed more than
1,100 music videos to
MobiTV. The mobile video
provider has introduced
four new channels to its
service: the Mic, focused
on rap and hip-hop; V40,
a pop and top 40 station;
Shift, for alternative rock;
and Chaos, a blend of rap,
grunge and heavy metal.
MobiTV is available from
Alltel, Cingular and Sprint
in the U.S. for $9.99 per
month. There is no per-
video download fee.

>>>BURST.COM
COUNTERSUES
APPLE

Burst.com will file patent
infringement claims
against Apple Computer
within the next 30 days,
an attorney for Burst
says. The claims will
counter the lawsuit filed
Jan. 4 by Apple
Computer over methods
of handling audio and
audiovisual information.
Apple asked the court to
declare that it did not.
infringe any patents and
that three burst.com
patents are invalid.

continued on >>pl2

DIGITAL (cont.)

from >>p7

SoundScan, of the 16.2 million digital albums
soldin 2005, only 124,000 albums—.07%—were
Latin.In comparison, Latin music accounted for
6% of all U.S. sales for the same time period.
Overall, Spanish-language music sales have shot
up while sales of music in general are down.

An additional hurdle for Emusiclatin may liein
the target demographic. Data in “The U.S. His-
panic Market,” a report published in October by
Packaged Facts, a publishing division of mar-
ketresearch.com, indicate that only half of Latino
parents own a PC, compared with 80% of non-
Latino parents.

The digital divide narrows for Latino kids and
teens, who have access to computers in school.
But, perhaps because fewer of them have com-
puters at home, they are less likely than their
non-Hispanic counterparts to download music.

However, the digital divide is fast closing. “If
it hasn’t caught up, it will very soon,” says Ser-
gio Lopes, VP of marketing/digital develop-
ment and distribution for EMI Latin. EMI no
longer releases an album in the physical realm
if it is not also available digitally, Lopes says.

Digital sales, he adds, have increased every week
for the past year.

Sites like iTunes, he says, were always in-
terested in Latin content, but have become
increasingly so thanks to rising sales.

At an independent level, “There’s certainly
anincrease in the interest,” says Ray Farrell, VP
of content acquisition for eMusic, a subscription
download service that works with independent
labels. “But in order to start garnering more of an
audience we have to start bringing in more la-
bels. That is my campaign.”

Sales of Latin music on eMusic, nearly neg-
ligible in 2004, now account for 10% of the
site’s total monthly downloads, Farrell says.

Part of the growth is fueled by digital dis-
tributors like the Orchard, which has made a
concerted effort in the past year to sign inde-
pendent Latin labels worldwide.

Elatinmusic president Miguel Sierraltaisin
conversations with companies in Colombia,
Chile and Mexico to launch local Elatinmusic
sites. The formal launch of Elatinmusic fol-
lows the opening last year of digital stores in
Brazil, Argentina and Mexico with content
from major labels.

In the United States, the first Latin digital
labels have started popping up, including
voymusic.com, a site that functions as an e-label,
online store and Internet radio source; and e-
label Nacionale, a sister imprint to alternative
label Nacional. Its roster includes the Nortec
Collective and Aterciopelados frontwoman An-
drea Echeverri, for whom at least 20% of sales
are derived digitally. Three of Nacional’s re-
leases have hit No. 1on iTunes’ Latin albums
chart in the past year.

“When you're an indie label and you’re deal-
ing with left-of-center artists, you have to find
all marketing possibilities,” president Tomas
Cookman says. “The online avenue is a way of
leveling the playing field.” oce

BURGUNDY (cont.)

from >>p7

of people.”

With Burgundy’s 360-degree
approach to marketing, Khan
says her music “will have the
opportunity to reach outside
the mainstream.”

But unlike some companies
thatact as middlemen between
band and brand, Burgundy
owns the content. “We know
there is an audience for this
music,” DiMuro says. “We will
propagate [it] to other areas. We
will monetize it.”

DiMuro notes Burgundy is not
starting from square one. “We
are bringing successful artists-
global brands—to the label.”

This is similar to what Def
Jam and UME have done with,
respectively, the Def Soul (Patti
LaBelle) and New Door (Tears
for Fears) imprints.

10 | JANUARY 21, 2006

Still, recent collections from
Khan and Neville, as well as La-
Belle and Tears for Fears, have
not been as commercially suc-
cessful as earlier sets.

Nielsen SoundScan figures
for LaBelle’s “Classic Moments”
(2005) and Tears for Fears’
“Everybody Loves a Happy End-
ing” (2004) stand at 152,000 and
95,000, respectively.

Khan's last studio album on
a major label, “The Woman I
Am” (Warner Bros., 1992), has
sold 197,000 copies, according
to Nielsen SoundScan. “Epiph-
any: The Best of Chaka Khan,
Volume One,” from 1996, has
scanned 665,000. But 2004’s
“Classikhan” (AGU/Earthsong/
Sanctuary Urban) has sold
46,000, while 1998’s “Come 2
My House” (NPG) has scanned

76,000 copies.

Neville’s previous albums,
“Nature Boy: The Standards
Album” (Verve) and “Believe”
(Tell 1t/EMI Gospel)—both is-
sued in 2003—have sold 66,000
and 89,000, respectively. “De-
votion” (2000), also from EMI
Gospel, has sold 130,000. Of
Neville's two A&M sets from the
'90s, “Tattooed Heart” has sold
405,000 and “To Make Me Who
[ Am,” has moved 161,000.

Retailers say marketing is
key for Burgundy. “A recogniz-
able name is not enough in
today’s market,” says Jerry
Suarez, divisional merchandise
manager for music at Virgin
Entertainment Group. “These
artists need new opportunities
to get exposure and revitalize
their careers.” .

www americanradiohistorv.com

‘ y
|
‘ l

[

w
&

BY RAY WADDELL

Korn Is Open
| For Business

Signs Deal With Promoter Live Nation

A new deal that connects Korn,
EMI and international concert
promoter Live Nation makes
partners out of those who his-
torically pursued distinctly sep-
arate agendas.

Unveiled Jan. 11, the deal is
unique in that itallows Live Na-
tion to invest in 