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Put on your Thinking Cgp_sj

—e Walt Dismey Records 50th Anniversary Triviae—

2]

Which one 27 these “performers” is incluced in the list
of 20 mocst recorded songs in American popular music?
A. Elvis B. Neil Diamoné C. Jiminy Cricket

In 1964, whizh of these artists outperformed the

other two by spending 72 weeks on the B:llboard charts,
including 14 weeks at #1?

A. B5b Dylan B. The Beatles C. Mary Poppins

What was th= title of the hit song that convinced

Disney to ereate its own record label?

A. “Zip-A-Dee-Doo-Dah” B. “It’s a Small Werld”

C. "The Ballad of Davy Crockett” D. “Cinderella”

Who wes Walt Disney Recards’ original “pop princess”?
A. Annette Funicello B. Hilary Duff C. Britney Spears

© Walt Disney Records has earned numerous album certifications

over its 50 year history. Which number reflects the total number
of Mutlti-Platinum, Platinurm, and Gold Albums certified to date?
A.42 B. 112 C.275

For more facts, nussic, and videos visit www.disneyreeords50th.com @
For more orivia vis:t the EMP Exhibit: “
Disney: The Music Behind the Magiic in Seattle. www.emp.org @g@_[-g

© Dismey TR
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Oliver Stone and Craig
Armstrong will hest a
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Hollywood Reporter/
Billboard Film & TV Music
Conference Nov. *4-15 in
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information, go tc
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7

16

32

35

39

49

75
76
77
78

60 81

BACKSTAGE PASS
Check out live
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Billboard’s 2006 R&B/Hip-
Hop Awards in Atlanta,
now available exclusively
though Clear Channel
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clearchannelmusic.com.
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Read The Fine Print

For Artists, Bypassing Traditional Gatekeepers Has Its Own Pitfalls

BY BILLY BRAGG

No one in the music industry can fail to
have noticed that the climate is changing.
The arrival of the Internet and its incred-
ible potential for reaching people through
social networking sites is already chang-
ing the shape of the business. In the past,
artists had no option but to sign up to
record companies in order to reach an au-
dience. By the time you made your debut
on the radio or TV, you already had a pub-
lisher, a manager, a lawyer and a record
label that owned the rights to your mate-
rial. The Internet is challenging that model.

Now it is possible to record a song in
your bedroom and upload it onto your My-
Space site, making it instantly available to
more than 100 million fellow members.
The potential for the fledgling artist is un-
precedented—the ability to bypass the tra-
ditional structures that have acted as
gatekeepers for mainstream culture by cul-
tivating an audience online via a commu-
nity of “friends.”

Yet there are pitfalls. The vast majority
of artists posting material on social net-
working sites are “unsigned”—conse-
quently their first legal agreement
regarding the rights of their material is with
the company that hosts the site, an agree-
ment entered into when the artist accepts
the terms and conditions of the site as part
of the process of posting their first song.

How many have a lawyer sitting beside
them as they click to accept these terms?
Eager to get their first song up there in cy-
berspace, do any even bother reading the
small print? Recent developments suggest
they should.

This summer, MTV launched its own so-
cial networking site in the hope of creating
arival to MySpace. MTV Flux invites users
to post content on their site in the hope of

seeing it broadcast on the MTV network.
This link to the TV network is a huge induce-
ment to young artists, butit comes at a cost.

The content submission conditions of
the MTV Flux site state that anyone post-
ing user-generated content surrenders own-
ership of their material to MTV: “You agree
that MTV has the right and license to trans-
mit your material on the MTV channels
worldwide in perpetuity and gratis. MTV
also has the right to commercially exploit,
host, store, copy, distribute, modify, edit,
incorporate into other material and /or oth-
erwise treat in any way your material at its
discretion without payment to you.”

MTV has not been quite as brazen about
its intentions as Robert Amlung, head of
technology at German broadcaster ZDF,
who, ata recent industry gatheringin Am-
sterdam, said, “We want to own the rights
[to user-generated content), so if someone
puts images up on our site, they are giving
their rights away.”

However, unlike MySpace, MTV Flux
has no termination clause by which re-
moval of material from the site ends the
agreement. Nayeem Syed, VP of legal for
MTV Networks, recently admitted that
artists who upload material onto MTV Flux
forfeit payment and relinquish their rights
“in perpetuity.” In other words, forever.

When I confronted MySpace over this
issue earlier this year, the mega-site moved
quickly to clarify its terms and conditions,
altering its proprietary rights clause to state
clearly that, while MySpace required a
worldwide license in order to disseminate
material throughout its system, all owner-
ship rights in that material are retained by
the artist.

Unfortunately, not all social network-
ing sites are willing to operate in the spirit
of freedom that has helped the Internet to
thrive. MTV’s claim to own residual rights

in everything that appears on its site is part
of an ongoing trend among Internet oper-
ators to silently harvest the intellectual
property rights of unsigned artists.

The great attraction of the social net-
working sites is the sense of community
that users get from placing their material
oul there for everyone to appreciate.

As a result, they are happy to provide
the user-generated content that attracts
millions of viewers. If people begin to
feel that they are being unfairly exploited
by companies whose only interest is to
make money, none of which is passed on
to the content creators, then this com-
munity is savvy enough to take its mate-

rial to a place beyond the reach of *

corporate exploitation. vees

Billy Bragg is a U.K. singer/songwriter
signed to Cooking Vinyl Records and has
Jjust published his first book, “The
Progressive Patriot—A Search for
Belonging” (Bantam Press), and, on Dec. 1,
launches a series of trade union-sponsored
U.K. concerts in support of five leading anti-
fascist organizations. He is also a leading
exponent of musicians’ rights in the rapidly
evolving world of digital music.
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Welcome

BY RAY WADDELL

For those of you in New York for the third
annual Billboard Touring Conference &
Awards, thanks for coming. For those of
you reading this somewhere else, you'’re
missing out.

After a bloodletting in 2004 that got
the attention of the entire industry, tour-
ing held tough in 2005 and has re-
bounded to an exciting degree this year.
Box-office dollars worldwide—driven by
mega tours from the Rolling Stones, U2,
Madonna, Bon Jovi, Tim McGraw/Faith
Hill, Kenny Chesney, Coldplay, Elton John
and Billy Joel—have been up by double-
digit percentages all year. And atten-

6 NOVEMBER 11, 2006

dance is not down. Those in the indus-
try know this is no small feat.

Superstars are delivering, but what is
perhaps more exciting is the proverbial
“next level” that acts like Rascal Flatts,
Nickelback, Tool and the Black Eyed Peas
are finding. Seasoned veterans, too, con-
tinue to resonate with fans. And best of
all, the industry is breaking new acts. Inde-
pendent promoters are involved in break-
ing these acts, and creative, innovative
agents and managers are building solid
foundations. The way they used to.

Yes, the industry still has its issues. Yes,
we need more arena-level headliners. Yes,
there are still some stiffs out there. But
when a show does not sell, there is almost

To World Of Touring

always a definable reason why. Wrong :

venue, wrong ticket price, wrong timing,
misguided strategy.
As much of the music business as we

have known it lurches toward relic status,

touring is better than OK. Live music can
never be replaced. No one could accu-

rately predict what the rest of the music |

business will be like in 20 years. But | can
guarantee you, with near certainty, that
20 or 100 years from now, musicians will
be playing live, in front of people. And the
people will rock. .

Ray Waddell is Billboard executive di-

rector of content and programming for

touring and live entertainment.
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>>>UNIVISIONM
COMPLETES DISA
ACQUISITION

As expected,
Univision
Communications has
purchased the
remaining 50% o~
Mexico-based Disa
Records and
Edimonsa Publishing.
Univision purchased
50% of Disa from the
Chavez family o®
Monterrey, Mexico, im
June 2001 with the
provision to purchase
the remaining 50% im
fiva years. Univision
oricinally paid $75
million for the firs:
5C% in 2001. But,
under terms of the
deal, strong earnings
for 2005 pushed the
salance for the
remaining 50% to
approximately $120
millior.

>>>ITUNES
LAUNCHES LATIM
OFFERING

Apple Computer
o2ened a new mink
store Nov. 1, dedicated
to Latin music and
entartainment, within
the U.3. version of the
iTunes Music Store.
iTures Latino features
~op Latin music,
videcs, TV shows,
audiobooks and
podcasts. Apple says
it has a catalog of
hundreds of
thousands of Latin
and world musiz:
songs. Additionally,
Apple 1as inked a dezl
with Telemundo to
feature TV
programming.

>>>WMG, VIRGIM
MOBILE USA
ENTER PACT
Warner Music Group
has licensed
hundr2ds of tracks t
be sold as “alert
tones” for Virgia
Mobile USA. Virgin 5
mar<ezing the servic2
as “text tones” tob2
played when thewr
subscribers receive 3
new text message.
Alert tones arz
shorter than
ringtones, typically
about five to 19
seconds long, thet
mokile phone users
can assign to plasy
when they receive 3
new text messagecr
voicemail.

continued on >>p8
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New bands making
less from ad music?

RADIO BY KEN TUCKER

CLEARIN
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Jingle Bell Shock
500,000 Trans-

AIR

Would Clear Channel Privatization
Free Up Radio Playlists?

Right or wrong, as the largest
radio station owner in the United
States, Clear Channel Commu-
nications is often painted witha
broad stroke by critics who decry
the entertainment behemoth’s
lack of programming diversity.
When news broke Oct. 24 that
Clear Channel had retained
Goldman Sachs & Cc. to “eval-
uate various strategic alterna-
tives to enhance shareholder
value”—read: “going pr.vate”—
questions arose about what that
move might mean “or Clear
Channel’s programmirg.
Asin any creative Dusiness,
Wall Street expectations and
niche targeting don’t generally
jive. It's as true in radin as it is
in the movie business. But if
the sale does go threugh, will
Clear Channel’s programming
become more interesting? It
depends on who you ask.
Most radio company heads
will tell you that Wall Street
doesn’t understand the radio
business, and Greater Media
president/CEO Peter Smyth is
among them. And even though
he runs a private corapany, he
has strong opinions about Wall
Street’s quarterly mentality.
“We kind of got hijacked by
Wall Street in the '9Cs, and we
just never came back,” he says
of the radio business. “We
don’t sell radio anymore, we
sell Wall Street on why we can’t
do this, why satellite is bad,

why this is no good, why this
company’s no good.”

Wall Street’s expectations
are unrealistic, according to
Smyth and others. “Find me
any business in America that
could do 20% growth every
year, and everyone would be in-
vesting in it,” he says. “If you
can get a 20% growth rate mak-
ing widgets, go doit.”

Being a private company al-
lows you to have “a longer-term
horizon,” Smyth says.

Going private would give
Clear Channel “an incredible op-
portunity to have thetime to in-
vestin this massive platform that
they have to the betterment of
themselves, for the betterment
of their listeners and their ad-
vertisers,” Smyth believes. “They
wouldn’t have to be constantly
under the guise of, “You're two
cents off this month.” It would
give them the flexibility to invest
in products, to invest in talent
and to bring numerous differ-
ent formats to the marketplace
withoul having to worry about
this scourge of Wall Street.”

Another highly placed in-
dustry source concurs. Going
private will allow Clear Chan-
nel “to take the long-term
view,” he says. But that does
not free it from scrutiny. “We
all answer to somebody,” the
source notes, explaining thata
private company still has a
board of directors and, in some
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Siberian tickets so far

Indie Incentive

AOL and Microsoft
target hipsters

cases, third-party investors that
have earnings expectations.

One former senior radio
executive says that because
debt-laden companies tend to
become more conservative
and scrutinize every market-
place move against financial
results, Clear Channel won’t
open up anytime soon. “Finan-
cials always affect program-
ming,” he says. “The pressure
on ratings is enormous, so they
tighten playlists.”

Either way, going private in
itself wouldn’t result in more
adventurous programming.
“The reality is that Clear Chan-
nel programmers haven’t been
risk-takers,” he says.

One former Clear Channel
programmer sees the potential
move as a good thing. “It may
be the only path to getting back
to having a superior product,”
he says. “The programming
has gone in the back seat.”

Interestingly, a veteran
record-promotion executive
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Goldfrapp Gold Rush

Target tops Brit duo's
pranding wins

//

sees the recent consolidation of
Clear Channel programming
positions at country stations
between Baltimore and Wash-
ington, D.C., and between
Charlotte and Greensboro,
N.C., as a sign of things to
come. “If they’'re saying that
they don’t need a program di-
rector in each of those stations,
then they can do it anywhere,”
he says. “I look for more ho-
mogenous playlists, not less.’

The promoter predicts that
Clear Channel won’t stay pri-
vate for long. “They will take it
private, cut costs, not worry
about quarter-to-quarter re-
sults, show huge gains and
then go public again in three
years,” he predicts.

Whether Clear Channel ac-
tually will make a move is still
unknown. The company said
in a release that there could be
“no assurances that this
process will result in any spe-
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The Good Life

Tony Bennett's latest
shows staying power

cific transaction.” However, it
only need look as far as its
2005 deal that spun off Clear
Channel Entertainment, its
concert promotion arm, for
potential benefits.

Now known as Live Nation,
the world’s largest promoter
has done well as a free-
standing, independent com-
pany under the steerage of
CEO Michael Rapino. The
company has divested itself of
what Rapino calls “non-core”
businesses—a sports represen-
tation arm and a trade show di-
vision, for example-—while at
the same time aggressively ac-
quiring parts or all of busi-
nesses that fit his master plan,
including House of Blues En-
tertainment, Concert Produc-
tions International and Music
Today. At press time, Live Na-
tion stock was at $21.37. ...

Additional reporting by Ed
Christman in New York and
Ray Waddell in Nashville.
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>>>REALNETWORKS
PRESSES BUTTON
OMN REALAMPLIFY
RealMetworks launched
RealAmplify Mow. 1, an
ad-free streamed
online-music radio
technology for
consumers and Web-
based businesses to use
on Web sites.
Realadmplify is a plug-in
software that
CONSUMErs can
download from
realamplify.com to
create a radio player
that can be embedded
in their own personal
Web sites or personal
pages on such social-
networking services as
MySpace. It is currently
available only in the
United Kingdom, but
there are plans for a
European expansion.

>>>S5C0ORSESE
FILMS STONES
Paramount Pictures
acquired North
American rights Now. 1
to Martin Scorsese’s
long-planned Rolling
Stones documentary.
Scorsese started filming
the untitied film Oct. 30
In Mew York at the
Stones’ performance at
former Presicdent Bill
Clinton's celebrity-
packed birthday bash at
MNew York’s Beacon
Theatre, The filrm will
focus on two shows
from the group’s
current Bigger Bang
touras well as historical
and contemporary
behind-the-scenes
footage and interviews.
Paramount plans to
release the film in
fourth-quarter 2007,

>>>STRAIT SETS
SIGHTS ON

WINTER TOUR
Country Music Assn.
Hall of Fame inductee
George Strait will
embark on a winter tour,
beginning Jan, 11 at the
Cajundome in
Lafayette, La. Twenty
dates have been
unveiled as a first leg,
concluding March 3 at
the Pepsi Arenain
Denver,. This would be a
typical Strait strateqgy;
last year, he grossed
more than $15 million
from just 18 arena dates
that sold 264,517
tickets, according to
Billboard Boxscore,
Strait holds more than
20 attendance records
at venues nationwide.

continued on >>pi0
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TOP PUBLISHING EXEC SPLITS EMI

Bandier’s Departure Sure To Mark A Cultural Shift

The world’s largest music publisher is
about to experience a cultural shift. With
Marty Bandier’s official resignation as
EMI Music Publishing chairman/co-
CEO effective in April 2007 (if not be-
fore), president/co-CEO Roger Faxon will
step to the helm. With the shift comes
an inevitable change in business styles.

“The people who are starting to run
these [publishing] companies are much
more accountant-oriented,” says attor-
ney John Eastman, who counts Paul
McCartney and Billy Joel among his
(and EMI’s) clients. “Marty is an old-
fashioned creative publisher.”

Faxon has been with EMI1 Group for
12 years, serving in chief financial ca-
pacities for six years before being
named president/COO of the publisher,
now president/co-CEO.

Bandier first joined EMI when the
company acquired SBK Entertainment
World in 1989, which Bandier co-
founded. SBK “now forms the core of
our music publishing business,” accord-
ing to EMI Group’s 2006 annual report.

“He brought an activist culture to EMI,”
Eastman says. Despite Warner/Chappell
Music’s old Chappell catalog being sub-
stantially larger and more powerful than
SBK, “Marty built EM1 into the leading
publisher through his activity—the way
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BANDIER

he dealt with the business.”

“EM| is very proactive,” says manager
Jon Landau, whose clients include Bruce
Springsteen and Train (signed to EMI).
“They help to stimulate songwriting.
Marty is just a great manager.”

EMI publishing numbers bear this
out. Most notable is the company’s syn-
chronization revenue growth, where
publishers primarily drive the licensing
by pitching songs for placement in
movies and TV commercials. EMI’s
synch revenue increased 31% in the last

Paydays GoB

Emerging Acts Placing Music in Commercials:

A Goldmine No More?

five years, from £54 million ($103 mil-
lion) to £71 million ($135.4 million).

Bandier also instilled a competitive
spiritin his team. “When I first got here
some 17 years ago, everyone who
worked in music publishing used to look
at their shoes,” Bandier says. “You
would have a conversation with them,
and their eyes were sort of down on the
ground because they felt like they were
the stepchild of the record company-

a dumping point for old record execu-
tives. That was the first thing I changed.”

Berry Gordy adds, “Marty was more
interested in developing the people than
making initial money. [tisn’t about his
ego or company politics, it’s about get-
ting the product right and working with
creative people.”

Attorney Allen Grubman, who rep-
resents Bandier and other top industry
executives, agrees. “Marty is the finest
music publisher of the last quarter of
a century in terms of his expertise and
the way he ran and built his company.

“Every executive creates his own re-
lationships,” Grubman adds. “When
one executive leaves and a new execu-
tive comes in, that new executive has
his own relationships, very often some
of the same as the previous CEO.”

“Roger will evolve his own style,” says

attorney John Branca, who represented
Gordy in the sale of Jobete Music to
EMI. “Marty’s style is somewhat
unique. He’s befriended a lot of peo-
ple, and yet he is a tough, business-
minded guy. Marty succeeded in
figuring out a way to say ‘no’ to people
without pissing them off.”

Faxon says that there is a difference
in styles, but they have the same drive.
“The reason that Marty and [ have always
worked so well together is that we have
the same aims and energy for driving the
business forward,” Faxon says. “Those
shared traits and values will persist.”

What will change is the negotiating
style. “Marty is the old style, cigar-
chomping businessman,” a record ex-
ecutive says. “He never tells you what
he’s thinking. He always keeps his cards
close to the vest.”

By comparison, “Roger is analytical.
He can get into the weeds if you want,
then he backs up and gets into the big
picture,” the executive says. “He will be
a very good leader for EMI.”

As for Bandier’s future plans, “It
would be better to say, ‘Stay tuned,” ”
he says. “I've got to give myselfa minute
to digest all of the things that have come
across the table.” Billboard will be call-
ing him back in two minutes. .

Since Dirty Vegas’ “Days Go
By” turned a Mitsubishi spot
into a Billboard Hot 100 hit for
20 weeks a few years ago,
nothing has signaled an easy
and immediate payday for
small or indie acts like land-
ing a song in a commercial.
But as the relationship be-
tween labels and advertisers
continues to evolve, it seems
the sun is starting to set on
that payday—ever so slightly.
As attitudes toward the
placement of pop, rock and
especially classic rock songs
in commercials have shifted
dramatically among artists
and consumers, the business
of cherry-picking songs for
commercials has boomed in
recent years. But if ad budgets
began to bulge as a result, the
belt is now getting tighter.
“Most [advertisers] are be-
ginning to say, ‘Fees aren’t
what they used to be, budg-
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ets aren’t what they used to
be, ” says Nashville-based
lawyer Elizabeth Gregory,
who represents lauded under-
ground acts like the Black
Keys and Bobby Bare Jr.

In the wake of such potent
spots as iPod’s use of Jet’s
“Are You Gonna Be My Girl”"—
which virtually broke the Aus-
tralian band in the United
States on its own—labels are
not only courting advertisers
and ad agencies like never
before, but they’re looking to
cut deals.

“The labels realize that
whether it’s a new band or an
established band that has a
new album out, instead of li-
censing the track outright and
getting what they would typi-
cally get, they’d rather have a
multimillion-dollar media buy,”
says Ryan Schinman, president
of Platinum Rye Entertain-
ment, a music consultant for

Fortune 500 companies.

“Does it mark a shift of
power?” asks Eric Korte, VP/
music director at Saatchi &
Saatchi, whose clients include
General Mills and Proctor &
Gamble. “I thinkit’s just an open
awareness that music in ads is
another form of exposure, an-
other form of getting the music
andthe artist in front of people.
The two feed off each other.”

Ifinrecent years word of an
advertiser’s interest in using
an artist’s song in a commer-
cial filled that artist’s head
with visions of Range Rovers
and buiging bank accounts,
today it can more accurately
translate to the extension of
a career—or just getting one
off the ground.

“In some cases, an adver-
tiser would rather get music
from an unknown entity,” Is-
land Def Jam VP of strategic
marketing Jeff Straughn says.

www americanradiohistorv. com

THE BLACK KEYS

“In cases like that, it’s truly a
team effort, where the artist
is going to be absolutely
grateful for the opportunity.
The fee won’t be gratis, but it
won’t be a huge number.”

Despite shrinking budgets
for lesser-known acts, the in-
come will still be considerable
for most emerging artists, Gre-
gory says: “We’re still talking
about fees that are commonly in
the range of $35,000-$100,000
for a major product. And for
some of these artists, espe-
cially indie artists, they’re re-
couping their entire recording
fundin one license.”

A case in point is raunch-
blues duo the Black Keys. Gre-

gory recently licensed the
band’s music to Ericsson and
Victoria’s Secret. After Gregory,
the government and the band'’s
label, publisher and manager
were paid, the actual dollar fig-
ure that drummer Patrick Car-
ney and vocalist/guitarist Dan
Auerbach received was rela-
tively small, but still more than
enough to cover their record-
ing expenses. “Evenif we get,
like, a minuscule sliver of it, it
still doesn’t matter,” Carney
says. “We recorded those
songs in our basement.”
Auerbach adds, “It all comes
down to just the state of radio
and MTV. Commercials are like
the new MTV.” .

THE BLACK KEYS: MICHAEL WILSON
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BY MITCHELL PETERS

>>>YAHOO MUSIC
TEAMS WITH
NISSAN

Yahoo Music has
entered into a
multimillion-dollar
sponsorship deal with
Nissan North America
to create a new music
program for both the
Web and TV called
“Nissan Live Sets on
Yahoo! Music.” The
show will be taped in
front of a live audience
of about 300 fans and
run on Yahoo twice a
month. The show kicks
off Nov. 15 with a
performance by RCA’s
Christina Aguilera.
Nissan will be the sole
sponsor of the program
and integrate online
advertising such as
streaming video, flash
animations and game
units into the program.

>>>PRINCE
ROLLING THE DICE
IN VEGAS

Prince is setting up
shop in Las Vegas,
performing twice a
week at a hotel
nightclub on the Strip.
The artist will perform
on Fridays and
Saturdays at ajazz club
inside the Rio Hotel for
an indefinite period,
joining big names like
Celine Dion, Barry
Manilow and Elton John
who have taken up
semipermanent
residence in the desert
gambling and
entertainment resort.
The club is named 3121
Jazz Cuisine, after
Prince’s latest album
“3121,” released in
March. His first
performance will be
Nov. 10. Ticket prices
start at $125.

>>>REDMAN,
RAEKWON LEAD
TOUR

The hip-hop-centric
Rock the Bells festival
will branch off into a
club tour this fall,
beginning Nov. 21in
Washington, D.C.
Redman, Raekwon,
Keith Murray,
Supernatural and DJ
Kool will be on the bili
for the trek, which will
run through Dec. 22 in
Anaheim, Calif.

Compiled by Chris M.
Walsh. Reporting by
Antony Bruno, Jonathan
Cohen, Brian Garrity,
Juliana Koranteng, Ray
Waddell, The Hollywood
Reporter and Reuters.

Winter Wonderland

Trans-Siberian Orchestra Sells A Half-Million Advance Tix

Members of the Trans-Siberian Orchestra are
celebrating the holiday season a little earlier
this year. Ahead of the Nov. 2 launch of TSO’s
annual winter tour, 500,000 tickets had already
been sold for the eight-week arena jaunt.
“We're kind of in shock,” TSO creator/pro-
ducer/lyricist/primary composer Paul O’Neill
says, adding that sales won’t stop there. “This
year itlooks like we’ll [sell] between 900,000 and
1 million tickets” before the 118-show tour ends
Dec. 30. Tickets range from about $35 to $45.
“It's like Mannheim Steamroller meets Metal-
lica,” suys Brock Jones, senior director of book-
ing for Nashville’s Gaylord Entertainment Center,
which hosts TSO Nov. 10. Sales have nearly dou-
bled compared with last year’s TSO visit to
the venue. “Because of ticket sales, we've
opened up the third deck, which we don’t

normally do.”

The 2005 outing grossed $25.4 million
and drew more than 666,000 peoptle to 88
concerts reported to Billboard Boxscore,
and Marc Geiger, the band’s agent at the
William Morris Agency, says the winter tour
consistently delivers each season. “We've
seen a 30%-40% growth year afier year,” he
says. “There aren’t many things like this
that grow at an almost linear rate.”

Jones says it takes people a while to grasp
the concept of TSO, “but once they get it,
they want to go back every year.”

TSO first hit the road in 1999. This year’s
holiday jaunt is said to be the band’s largest
production yet, featuring a string section,
a full rock band, multiple vocalists, a nar-
rator, pyrotechnics, a laser/light show and

Merck Mercuriadis’ expected
resignation from the Sanctu-
ary Group, effective Oct. 31,
means he no longer will co-
manage Elton John. But Mer-
curiadis will continue to
work with Guns N’
Roses and Axl Rose,
as well as Morrissey.
As a result of the
move, creative man-
agement for John will be
handled by Johnny Barbis
in the United States and Clive
Banks in the rest of the world.
John turned to Mercuriadis
—formerly CEO of Sanctuary
Records—to manage the cre-
ative side of his career after the
artist and his partners sold
Twenty-First Artists to the Sanc-
tuary Group for $30.1 million
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MerckMovesOn

Mercuriadis Splits With Elton John; Keeps GNR, Morrissey

minute show.

(Billboard, April 16).
John co-founded London-
based Twenty-First with Frank

Presland and Keith Bradley.
Presland was appointed CEO
of Sanctuary Group follow-
ing Andy Taylor’s dis-
% missal from the poston
May 26.
With his Sanctuary
ties severed, Mercuri-
adis can focus on his next
move, which many have
speculated might be to Front
Line Management, the Los An-
geles-based management firm
headed by Irving Azoff and
Howard Kaufman.
Mercuriadis declined to com-
ment on his future plans, but
did say he is excited about mov-
ing forward with Rose and Mor-

snowfull in the course of a two hour-and-45-

TSO consists of more than 60 members, but
to extensively cover venues throughout North
America in eight weeks, two 30-plus-member
touring troupes perform simultaneously.

In numerous markets, TSO performs a mati-
nee and evening show on the same day. Michuel
Belkin, president of the Ohio Valley region at Live
Nation, which is producing 90% of the dates, says,
“The pattern this year has been that the matinee
will outsell the evening initially.

“Eventually, the evening will catch up and sell
out,” he continues. “It goes to prove that fami-
lies have really embraced this project.” oee

k
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rissey. “It's no secret that I have
been in negotiations with Sanc-
tuary for several months to
leave,” Mercuriadis says. “That
has now come to fruition and |
am able to get on with complet-
ing my plans for the future.”
He continues, “I'm very ex-
cited to be bringing Guns N’
Roses and Morrissey with me,
but it is still difficult to be leav-
ing Sanctuary after 20 years.
There are many wonderful art- '
ists and people that I’'m leaving
behind, particularly Elton, which
has been heartbreaking for me.” '
Guns N’ Roses are in the
midst of a North American |
arena tour; their long-brewing

new album, “Chinese Democ- |

racy” is reportedly due before
the end of the year. .
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such acts as SPOON.

AOL’s new weekly podcast series ‘The Interface’ will focus on

BY BRIAN GARRITY

COURTING
THEHIPSTERS

AOL, Microsoft Try To Win Over
The Indie-Rock Crowd

OL and Microsoft
are wooing indie-
rock fans to
help solidify
their digital
music strategies.

Corporations seeking indie
cred are nothing new. But
both bids come at critical
times for the technology
giants.

AOL, in the midst of shift-
ing from an Internet service
provider model to an adver-
tising-driven business, is
looking to expand its audi-
ence at the margins by
stretching beyond the pop
crowd with new program-
ming aimed at hipsters.

Microsoft, meanwhile, is
trying to make inroads with
its new Zune digital media
player by winning over the
same group of tastemakers
that first embraced Apple
Computer’siPod.

As part of AOL’s indie
strategy, the portal on Oct.
26 launched a weekly Web-
only video show called “The
DL,” hosted by Sara Schae-
fer of the comedy troupe
Upright Citizens Brigade. It
also plans on launching are-
vived version of its Spinner
radio brand with special
channels dedicated to indie
music. Additionally, the
company is already up and
running with a new weekly
podcast series called “The
Interface” that focuses on

| acts like Spoon.

Microsoft, on the other
hand, is targeting the indie
community with heavy pro-
motional activity around
music festivals like CMJ,

which runs through Nov. 4.
CMJ is working with Mi-
crosoft to identify as many
as 300 music-savvy stu-
dents aged 18-22 to assist
with on-campus and online
promotions, as well as
feedback for the Zune,
which is expected to hit
stores Nov. 14.

The company has already
been courting the blogger
community. Microsoft made
headlines this summer for
flying big-name music blog-
gers including Coolfer and
Stereogum out to its head-
quarters in Redmond, Wash.,
to test the Zune on a first-
look basis. Zune ads are also
being run across leading
blogs, and the device is
coming preloaded with mu-
sic and video from Sub Pop
Records, Astralwerks, V2,
Ninja Tune and Quango Mu-
sic Group.

Bill Wilson, senior VP of
programming for AOL, says
the indie-rock community
is a natural fit given its
strong involvement with
digital music.

But corporate brands
may not resonate with
more discriminating rock
fans, which is in part why
both companies are culti-
vating new brands that can
be promoted.

In the case of AOL, it also
hopes to sidestep the issue
by letting user-generated
content have abig presence
in its strategy.

Wilson adds, “We’re great
top-down programmers. What
you don’t see [right now] is
the users’ voice.” .
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FOR YOUR GRAMMY CONSIDERATION

"ONE OF THE MOST ORIGINAL. B

- ENTERTAINMENT WEEKLY RECORDS OF THEEARSS: <

"Her majestically outsize voice

iS one of nop music's best." F 4 S -NEW/YORKMAGAZiNE
, . . "EERIE, IRRESISTIBLE AND
"NEKO CASE SINGS LIKE A 50°S TORCH R STRANGELY HUMOROUS

SINGER WHO WANTS T0 BURN DOWN

THE RECORDING STUDIO.” ALL AT ONGE."- usa rooay
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A CINGULAR STRATEGY

Wireless Partnerships Hope To Rescue Music Subscription Services

On Nov. 6, Cingular Wireless will become the first U.S. opera-
tor to provide mobile access to online digital music services such
as Napster, eMusic and Yahoo Music.

Unlike rivals Sprint and Verizon Wireless, which operate their
own branded 4 la carte download stores, Cingular is instead tak-
ing a partnership approach with subscription music services as
the cornerstone of its mobile music strategy.

It’s a risky move that the operator believes will rescue music
subscription services from their current relative obscurity by solv-
ing two major market impediments: the lack of a popular portable
subscription device and consumers’ reticence to “rent” their music.

“We can double their base in the next 12 months,” Cingular
senior VP of consumer data services Jim Ryan says. “I think we
have a shot at actually offering a service experience that rivals if
not exceeds what you get with an iTunes.”

This strategy will be executed in two phases. For starters, in
an industry first, Cingular is adding digital rights management
technology from Microsoft—known as PlaysForSure—into five
models of mobile phones, allowing users to transfer tracks from
subscription services to the phones just like any other portable
subscription device, all at no charge. This includes music down-
loaded from every music service using Microsoft’s subscription
DRM technology—AOL Music, Napster, Rhapsody, Urge and
Yahoo Music.

Additionally, Cingular is working with the services individually

BY GEOFF MAYFIELD

to offer wireless access to their various account services, the ex-
tent of which differs by the partner. Napster, eMusic and Yahoo
Music subscribers, for instance, can access their account, browse
their respective libraries, and tag which songs they want to later
load onto the device when synced with a PC, all from a Cingular
phone. Napster subscribers have the added benefit of being able
to listen to 30-second clips, buy songs 4 la carte for 99 cents each,
and identify songs heard on the radio using Cingular’'s MusicID
service to then acquire via Napster. AOL Music, Rhapsody and
MTV’s Urge services, meanwhile, are not yet accessible through
Cingular, and won't be until those companies develop a wireless
portal, something that is in various stages of development.
What's missing from all this is the ability to download tracks
over-the-air directly to the phone. Ryan says he expects to add this
capability during the next six months and points to eMusic as the
likely first to go live. Once Cingular can deliver music right to the
phone, the second phase of Cingular’s strategy would go into ef-
fect. Ryan says he then wants to integrate the monthly music sub-
scription fee into the Cingular phone bill and split the revenue
with its partners. Exactly what the revenue split would be or how
the deal would be structured is not something Cingular or its part-
ners are discussing at this time, but the interest is certainly there.
Convincing customers to pay for music as a service instead of
as a product has proved a significant challenge for music sub-
scription service providers. Cingular believes wireless customers

used to paying a monthly bill for phone services—increasingly
including entertainment content—will be more open to the con-
cept if presented with it on their wireless phone. Additionally,
consumers who have been slow to buy portable subscription de-
vices may be more willing to experiment with them if they were
compatible with a device they already own, like a mobile phone.
The marketing campaign supporting the overall service comes
at the start of holiday advertising season, and is expected to be the
company’s primary content-related advertising push. Company
sources say the marketing campaign—including in-store music
kiosks, in-box promotions and a 60-day free trial for the Napster serv-
ice—is the biggest they've seen in their time at the company. -+

Tom Noonan, 78

From Vacation Replacement To ‘Mr. Billboard’

He wrote few articles during a
tenure that spanned three
decades, but for many readers
and colleagues, Tom Noonan
was “Mr. Billboard,” as much a
part of the magazine as the col-
orful dots in its logo.
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Noonan, the father of The
Billboard Hot 100, died Oct. 29
in Los Angeles after a yearlong
struggle with bladder cancer. He
was 78, and is survived by sister
Eileen Durning, daughters
Kerry and Kristie and four

grandchildren.

“Tom was passionate about the
business and uniquely imagina-
tive,” says Jerry Hobbs, former
group publisher, now managing
partner at Boston Ventures. “He
combineda great sense of humor
with a solid humanity.”

“When [ wrote Inside Track,
he gave me more news tidbits
than the rest of the staff to-
gether,” says longtime Billboard
mainstay John Sippel, who re-
tired in 1986. “He really had his
ear to the ground.”

Noonan began working as a
vacation replacement at the
magazine’s New York head-
quarters in 1949, becoming full
time in 1952. He wore many
hats early on, including secre-
tary to publisher Bill Littleford
and cub reporter.

Noonan also assisted the
charts department, earning
enough confidence to be ap-
pointed head of the department
at the tender age of 25. Among
those who Noonan influenced
was a young Seymour Stein, who
went on to field Sire Records.

“When I was just 13 and ar-
rived unannounced at the recep-

tion area of Billboard magazine,
it was Tom Noonan who allowed
me to research the charts and
news items in back issues,”
Stein says. “Tom would set me
up at a spare desk and often buy
me a hamburger and Coke.”

In the Nov. 12, 1955, issue,
Noonan introduced the Top
100—the longest Billboard chart
to that date—which wed data
from Best Sellers in Stores, Most
Played in Juke Boxes and Most
Played by Jockeys.

“The other trades jumped on
it, and since they called theirs
the “Top 100,” we knew we had
to change the name,” Noonan
recalled in Billboard’s 100th-
anniversary issue in 1994. “So,
we not only changed it to the Hot
100, we copyrighted the name.”

The newly christened chart—
launched in the Aug. 4, 1958,
issue—merged sales and radio
data, a formula that still guides
today’s Hot 100.

Noonan left Billboard for Co-
lumbia-distributed Date Rec-
ords in 1965, the first of six label
jobs he would hold in a 10-year
stretch, including stops at Co-
lumbia, Metromedia, Polydor
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and two stints at Motown.

“He was a very, very special
man,” says BMG U.S. chair-
man/CEO Clive Davis, who ran
Columbia parent CBS Records
during Noonan's time there. “De-
spite all that he did, which was
quite substantial with his tremen-
dous work ethic, he was always
able to have that glint in his eye
that only special people do.”

Noonan returned to Billboard
as associate publisher in 1975,
first overseeing sales and mar-
keting before moving back to
the charts department in 1982.
He helped introduce the Bill-
board Information Network and
oversaw The Billboard 200, then
called Top Pop Albums, until he
retired from the magazine in
January 1990.

“As Billboard approaches its
100th anniversary, itjust brings
it all closer to home to realize
that we're all just ‘caretakers’ of
a great publication which will
sustain and go on to bigger and
better things in the future,” Noo-
nan wrote in a farewell memo
to the staff. “So, I've cared for
the ship for over 29 years and
it'stime to move on and let oth-

ers take over the wheel.”

Noonan launched New Mar-
keting in 1990, a consulting firm
that counted Michael Jackson,
Janet Jackson and Barbra
Streisand among its clients dur-
ing its five years. He continued
consulting various parties
through this year, but the post-
Billboard endeavor that pleased
him the most was an avocation
rather than an occupation:
founder and steward of the Co-
lumbia/Epic Records Alumni
Assn., which held reunions in
New York and Los Angeles and
published periodic newsletters.

“Of all the wonderful things
he did for the industry, his great-
est attribute might be the Co-
lumbia/Epic newsletter that lets
hundreds of us know what each
other is doing in retirement,”
Sippel says.

A funeral mass is scheduled
for Nov. 5in Los Angeles. A me-
morial service is planned for
Nov. 20 in New York at a yet-to-
be-determined venue.

Additional reporting by Ed
Christman in New York and
Fred Bronson in Los Angeles.
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T'he Marriage Began 1n
2005, but the Honeymoon
Continues m 2006.

2005 Concerts

* (her * Duran Durdn * Santana

* Keith Urban * Slipknot » U2

* Velvet Revolver + The Wiggles

* Maroon §  Vicente Fernandez Benefit

* Guen Stefani * Snoop Dogg * Neil Diamond
* (0ld * Beck + Mormon Tabernacle Choir
* Bruce Springsteen  Joey Harrington Benefit
* Switchfoot + Lunyrd Skunurd * Rascal Flatts
* American Idols Live  CMT Tour  Rod Stewart
* Chicago/Earth, Wind & Fire & Daniel 0'Donnell
* Ning Inch Nails * Audioslave * Pink Martini
* System of @ Down/ Mars Yolta  Green Day
* Bill Gaither Homecoming  Sheryl Crow

* (lay Aiken * Trans Siberian Orchestra

* immy Buffett # The Rolling Stones

* Steven Curtis Chapman/Mercy Me

* Kanue West  Paul McCartney

* Andre' Rieu  Kenny Chesney

* 0 Dee Messing « Weezer/Foo Fighters
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2006 Concerts

Toby Keith # Juanes

Aerosmith/Lenny Kravitz [l Divo »

Korn » Bondovi  David Gray *

Franz Ferdinand/Death Cab for Cutie »

The Who # Queen * The Wiggles *

Jammin' Cinco de Mayo Bomb  RBD =

Black Eued Peas  Curtis Salgado Benefit *
Martina McBride # Tim McGraw & Faith Hill =
American Idol Live » Bill Gaither Homecoming *
Red Hot Chili Peppers * The Fray #

The Cheetah Girls * Juan Gabriel *

Elton John * Paul Simon »

Trans Siberian Orchestra #

Bob Dylan # Andre' Rieu *

James Blunt # Brooks & Dunn

Dixie Chicks # Barenaked Ladies *

Dierks Bentley # Danic at the Disco

Cirque du Soleil * Madea Goes to Jail »

High School Musical * Dancing With the Stars s
Crossfade * Guns & Roses # so far ...

005 CONACH s

poswum Mike Scanlon at 503.963.3388 or mike.scanlon@rosequartercom « Howard Zuckerman lat 503.7979767 or houard uckerman@rosequartercom
Rose Garden | Memorial Coliseum | Theater of the Clouds | The Commons | Exhibit Hall
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BY BRIAN GARRITY

Digital’s Growing

Sales Slice

Downloads And Ringtones Generating Higher

Percentages Of Some Acts’ Revenue

Digital business accounts for a little more than 10% of the over-
all revenue the average major label generates. But for some indi-
vidual acts, downloads and ringtones are starting to play a much
bigger role in their sales.

Sony BMG Music Entertainment is publicly touting that some
of its acts are seeing as much as half of their revenue in a given
album project come from sales of ringers, tracks and song bundles.

Some major labels contacted by Billboard declined to com-
ment for this story. But sources at other majors say some of their
acts are experiencing similar digital sales trends.

Leading the pack among Sony BMG artists is Jive Records rap-
per T-Pain. About 50% of the sales surrounding his 2006 album
“Rappa Ternt Sanga” is attributed to products other than the CD,
the label says. Almost half of T-Pain’s business (43%) has been from
ringtones. The label says the ringer for the single “I'm N Luv (Wit
a Stripper)” has been purchased more than 3 million times in 2006
and ranks as Sony BMG’s top-selling ringtone of the year. Another
7% of revenue is from download sales, led by 761,000 track pur-
chases of “I'm N Luv (Wit a Stripper),” and the balance of his busi-
ness is from CDs—>544,000 units, according to Nielsen SoundScan.

In general, the digital revenue of rock bands and urban artists
shows different patterns supporting certain trends that were al-
ready being noticed in charting and sales activity. Columbia
Records rock act the Afters and | Records rapper Cassidy, forin-
stance, both generate more than 40% of their sales from digital

THREE &
MAFIA has
generated
26% of the
revenuea

= associated
with its 'Most
Known
Unknown'
project from
ringtone
Varsus for
downloads
and 70% for
CDs.

channels—but in very different ways

About one-quarter of the sales around the Af-
ters album project “I Wish We All Could Win” are
from sales of digital tracks and albums. Another
19% of sales are coming from ringtones. The re-
maining 57% of sales are CDs. Meanwhile, 38% of Cassidy’s rev-
enue comes from ringtones, while just 3% is from download sales.

Sony BMG's biggest urban releases generally tend to be more
ringtones revenue-driven than download-driven. Columbia’s Three
6 Mafia has generated 26% of the revenue associated with its “Most
Known Unknown” project from ringtones, versus 5% for down-
loads and 70% for CDs. Ditto Columbia’s Bow Wow, who has seen
31% of the revenue associated with “Wanted” come from ring-
tone sales versus 5% downloads and 69% CDs.

Another trend that’s bearing out: The major’s top-selling pop
and rock acts appear to derive more revenue from digital down-
loads than ringtones.

Epic’s the Fray has earned 24% of the revenue from its album “How
to Savea Life” from singles and digital albums versus 6% from ring-
tones and 70% from CDs. Epic’s Natasha Bedingfield is seeing sim-
ilar results around “Unwritten”—20% of her revenue is coming from
downloads versus 7% ringtones and the rest from CDs. Bedingfield
lays claim to Sony BMG’s top-selling digital single of the year, with
more than 1.3 million units sold of the track “Unwritten.”

While the revenue balance is shifting most markedly for de-

veloping acts, some superstars are starting to feel the impact of
digital as well.

One-quarter of the revenue from Shakira’s “Oral Fixation
Vol. 27 (Columbia) has come from the digital channel—17%
from ringtones and another 8% from downloads. Shakira is
among the few Sony BMG artists to claim platinum sales of a
ringtone and a download. “Hips Don’t Lie” has sold 1.9 million
units as a ringtone and 1.2 million units as a digital single.

Jive’s Justin Timberlake is also in that rarified air. The song
“SexyBack” has sold more than 1.5 million units as a ringtone
and slightly more than 1 million units as a download. The CD
has also sold 1.5 million units, according to SoundScan.

The trick facing labels now is how to best coordinate their dig-
ital marketing and promotion strategies to make the most of
download and ringtone sales potential.

“Getting that mix right is the skill of the game,” says Thomas
Hesse, head of global digital business for Sony BMG. “As we
move away from a single-product company to a multiproduct
company, we are working with artists to maximize their impact
across a portfolio of rights.” .
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360 DEGREES OF BILLBOARD

STONE, ARMSTRONG
TO DELIVER KEYNOTE
Academy Award-winning direc-
tor Oliver Stone and Grammy
Award-winning composer Craig
Armstrong are confirmed to
participate in the 2006 Holly-
wood Reporter/Billboard Film
& TV Music Conference. Spon-
sored by ASCAP, Associated
Production Music, Berklee Col-
lege of Music, Pump Audio, Elias
Arts, BMI and SESAC, the fifth
annual confab is set for Nov, 14-
15 at the Beverly Hilton Hotel in
Los Angeles.

Stone and Armstrong, who
worked together on the film
“World Trade Center,” will de-
liver the keynote Q&A. They will
discuss their collaboration and
how music helped tell the story
of Sept. 11, 2001. Billboard exec-
utive editor/associate publisher
Tamara Conniff will moderate
the session.

At the 10th annual Holly-
wood Film Festival’'s Holly-
wood Awards ceremony, held
Oct. 24, “World Trade Center”
snagged the Hollywood movie
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of the year award.

Bornin New York, Stone has
won three Oscars: for best
adapted screenplay (“Mid-
night Express,” 1978) and for
best director (“Platoon,” 1986,
and “Born on the Fourth of
July,” 1989).

Since studying piano, violin
and musical composition at the
Royal Academy of Music in the
late ’70s, Scottish composer
Armstrong has marched to his
owndrum.

Prior to scoring “World
Trade Center,” Armstrong
scored “Ray” (2004), for

ARMSTRONG

which he won a Grammy. He
has also taken home a Golden
Globe for best original score
for “Moulin Rouge!” (2001),
and has composed and
arranged music for Madonna,
U2, Massive Attack, Pet Shop
Boys and others.

The Film & TV Music Con-
ference will also feature panel
discussions focusing on the
gaming and wireless indus-
tries. For more info, go to
billboardevents.com.

FIRST AWARD SHOW
PERFORMERS
ANNOUNCED

Janet Jackson, Fergie and the
Killers are the first acts confirmed
to perform at the 2006 Billboard
Music Awards, which will air live

on Fox Dec. 4 from Las Vegas’
MGM Grand Garden Arena. Ce-
line Dion, Rihanna, Chris Brown
and “American Idol” alums
Katharine McPhee and Chris
Daughtry will also make appear-
ances. Award finalists, as well as
additional performers and the
show’s host, will be announcedin
the coming weeks.

BILLBOARD COMES
INTO VOCUS
Billboard is already the premier
source of music, video and dig-
ital entertainment news, charts,
reviews and analysis. Now,
thanks to a new partnership
with Vocus, Billboard is also a
go-to destination for entertain-
ment-related press releases.
The two companies have
launched Billboard Publicity
Wire. It is available through the
research menu at billboard.biz,
the biz tools menu at billboard
.com or at billboard.prweb.com.
Vocus is a global leader in
Web-based software for public
relations and the provider of the
PRWeb press release newswire.
Billboard Publicity Wire uses
Vocus’ specialized team of
PRWeb editors and proprietary
SEO tools to ensure that press
releases receive maximum ex-
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posure. After arelease has been
distributed, the sender can view
how many times it was opened,
downloaded and printed; which
search engines and search terms
were used to find it; and a geo-
graphic breakdown of readers.
Press releases are indexed
by major search engines and
published on myriad news and
entertainment sites, including
Yahoo News, eMediaWire and
PRWeb, and syndicated
through more than 20,000 Bill-
board Publicity Wire and
PRWeb RSS feeds that collec-
tively reach millions of con-
sumers and journalists daily.
“Billboard Publicity Wire fills
a void that has existed in the en-
tertainment industry for a highly
effective yet affordable way to
gainimmediate exposure,” Bill-
board Information Group pres-
ident/publisher John Kilcullen
says. “From the largest record,
film and consumer product
companies to the newest
emerging artists, Billboard Pub-
licity Wire provides publicity
and online visibility for all.”

BILLBOARD
PROMOTIONS

Billboard staffers Leila Cobo and
Ray Waddell have been pro-

moted to executive directors of
content and programming for
Latin music and entertainment
and for touring and live enter-
tainment, respectively. “Leila and
Ray are experts in their fields,”
says Tamara Conniff, executive
editor/associate publisher of Bill-
board. “Each has excelled at Bill-
board across all of our platforms
from online to face to face.”
Cobo has been Billboard's bu-
reau chief for Miami/Latin Amer-
ica since 2000. She regularly in-
terviews guests for “Billboard
Latino,” Billboard’s branded
show on Spanish-language net-
work Azteca América. Cobo is
also in charge of programming
the yearly Billboard Latin Music
Conference and this year is
launching a new event, the Bill-
board Regional Mexican Music
Summit, set for Nov. 13-14.
Waddell has covered the live
entertainment business for 20
years. He joined the VNU family
in 1987 as a reporter for Bill-
board’s then-sister publication
Amusement Business. In 2000,
Waddell moved over to Billboard
to spearhead the magazine’s ex-
panded touring coverage. Wad-
dell also oversees the annual Bill-
board Touring Conference &
Awards in New York. .

THREE 6 MAFIA: STEVE GRANITZ/WIREIMAGE.COM
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The New York Dolls are one of those groups. (the
MCS, the Stooges, the Velvet Underground, Big
Star, the Replacements, the Chesterfield Kings
and especially the Ramones) that have had much
more influence than their level of commercial
success would have suggested. Formed in 1971,
after the Beatles hybrids had popped up all over,
the Dolls became the first real abandoned mutant
offspring of the Rolling Stones, left on the steps
of the Mercer Arts Cathedral to perish in the cold
New York winter night for their own good.

1’s true that Them, the Shadows of Knight, the
Standells, the Seeds, the 13th Floor Elevators and
the Chocolate Watch Band would all be obvious
disciples of the Lips—well, more like criminal in-
laws. The Dolls, however, would receive their
Stones influence through the warped prism
of “Performance,” becoming the band that Mick
Jagger’s character Turner would have fronted. The

COOLEST GARAGE SONGS

unholy marriage of traditional R&B as interpreted
by British effete snobs, fops and cuckolds; the gay
glam of Marc Bolan and David Bowie; the sub-
tlety of Russ Meyers; the balls of Bette Davis and
Marlene Dietrich; the romantic sensitivily of
Charles Bukowski; and the girl-group naughty in-
nocence of the Shangri-Las would end up with
the somehow heterosexual-transvestite street
hookers of the Dolls influencing everybody from
Kiss to “The Rocky Horror Picture Show” to the
entire punk movement to the ’80s glam/pop/hair
metal bands to Guns N’ Roses to the Darkness,
the Living Things and Butch Walker today.
Disproving forever Nietzsche’s theory “that
which doesn’tkill you makes you stronger,” they’ve
come back stronger in spite of being killed with
a new album, “One Day [t Will Please Us to Re-
member Even This,” and a national November
tour that you simply must not miss. ecee

COOLEST

RIDIN’ THE HOOK
Nick Records

ON
worio ) DANCE LIKE A MONKEY NEW YORK DOLLS
THIS WEEK Roadrunner . ~

SPONGEBOB & THE HI-SEAS

WRECK THIS HEART
Capitol

BOB SEGER

STRANGER IN THE HOUSE

Savage Jams

THE PAYBACKS

WANNA

Acid Jazz

THE STABILISERS

NEVER GONNA DIE

Sire

THE SHYS

PINK CADILLAC
Artist

JERRY LEE LEWIS WITH BRUCE SPRINGSTEEN

IT’'S NOT ABOUT WHAT | WANT
(IT’S WHAT YOU GOT)

ORI U NN —

THE WOGGLES

Wicked Cool -
9 PUNKROCKER TEDDYBEARS
Big Beat B
]O ZENO BEACH RADIO BIRDMAN
i Yep Roc = N

SHINE ON

Atlantic

JET

LAST MAN STANDING
Artist

JERRY LEE LEWIS

RIOT CITY BLUES

Columbia

PRIMAL SCREAM

ONE DAY IT WILL PLEASE US TO
REMEMBER EVEN THIS

Roadrunner

NEW YORK DOLLS

BROKEN BOY SOLDIERS
v2

THE RACONTEURS

ROCKFORD
Big 3 Records

CHEAP TRICK

O NSNS

SINNER JOAN JETT & THE BLACKHEARTS
_Blackheart

ASTORIA THE SHYS
Sire

& THE LET’S GO OUT TONITES
Epic

O

THE RISE AND FALL OF BUTCH WALKER

BUTCH WALKER
& THE LET’S GO OUT TONITES

ZENO BEACH

Yep Roc

RADIO BIRDMAN

Little Steven's Underground Garage column is produced exclusively for Billboard

For more information go to UNDERGROUNDGARAGE.COM.
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Filling The
Post-Tower Void

Labels Rethinking Marketing, Staffing

In Wake Of Chain’s Closure

With independent labels slowing down their re-
leases for the fourth quarter, the long-term ef-
fects of Tower Records’ closing may not be realized
for a while in the indie realm. In terms of the
major independent distributors, sources say
Tower accounted for somewhere between 3% and
6% of their business.

But that tells only part of the story.

One indie distribution executive says: “When
you look at it on a label-by-label basis, Tower can
be as much as 25% of a label’s business or 30%
of atitle that’s 10,000 units or below . . . They be-
came a relatively small player in the scheme of

BRANDI SHEARER was ©

recently signed to
Amoeba Records’ labe

things, but if you analyze it on a piece-by-piece
basis, especially on our level, there are some very
key big numbers that show up.”

One region that could be particularly affected
is Southern California, where Tower outlets be-
tween Los Angeles and San Diego would regu-
larly account for nearly 20% of a label’s sales on
a particular title. “If you have a Southern Califor-
nia-based marketing plan, it’s going to be a lot
more difficult to implement on a developing artist
without Tower,” one high-placed distribution
source says.

Other indie distribution execs say they’re al-
ready hearing from buyers at Best Buy, Borders
Books & Music and Barnes & Noble, among oth-
ers, about initiating more catalog programs.
With some estimating that the typical Tower
outlet carried 100,000 more titles than most
other stores in a region, it's a sign of hope, but
one to be viewed skeptically.

“1 don’t believe that the sum of the parts will
ever equal the whole,” says Rob Scarcello, senior
VP of sales and marketing at Koch Entertainment
Distribution. “We won'’t lose 100% of the prod-
uct that goes to Tower, but we'll lose a significant
portion of it.”

WWW americanradiohistorv.com

And some may even lose staff members. Scar-
cello says he had to cut one staffer who dealt solely
with managing Koch’s inventory with Tower. He
then relocated his California-based sales rep who
worked with Tower to the company’s corporate
offices in Port Washington, N.Y.

At RED Distribution, executive VP/GM Bob
Morelli says he shifted his Tower sales rep over
to Amazon, and the existing Amazon rep will now
assume a “secondary role.” “I get to superserve
Amazon now,” he says.

“Business in general is tough, and Tower leav-
ing makes it tougher,” Morelli adds. “I hope oth-
ers will be picking up the sales slack, but thus
far I have not really seen it. I'm bullish,
though, it will happen as the holiday season
kicks in.”

Tower’s demise might accelerate some
companies’ plans to go with a national, rather
than a regional, sales force—a tactic that
seems to be under way at Caroline Distribu-
tion (Billboard, Nov. 4). But Alternative Dis-
tribution Alliance head Andy Allen cautions
againstsuch a move and says his company is
adding a rep in Detroit.

“You can probably cover the entire coun-
try these days with six or eight people calling
on national accounts,” Allen says, “but you
lose the ability to check on compliance and
the ability to make sure the computer is in
sync with what’s in the store. It would seem
to be possible, and I'm sure some [distribu-
tors] are looking at it, but our view is still hav-
ing eyes and ears in the marketplace is the
right way to approach things.”

AT HOME WITH AMOEBA: As Los Ange-
les loses its famed West Hollywood Tower Records
locale, down the street on Sunset Boulevard, indie
retail giant Amoeba Records is making an effort
to get even closer to the city’s indie music com-
munity. With its recently launched “home-grown”
live series, the retailer is hosting a monthly show-
case dedicated to unsigned artists.

“With all the store closures and changes in the
market, it is even more important that we step up
and keep the underground/indie spirit alive,” co-
owner Karen Pearson says. “The indie stores
around the country who stay committed to that
and to providing that to their respective commu-
nities—Waterloo, Music Millennium, Twist &
Shout, Ear X-tacy, etc.—are all going strong and
have even more customer loyalty than ever.”

The outlet is also beefing up its label, having
recently inked singer/songwriter Brandi Shearer,
but Pearson notes the showcases will not be used
as A&R for the label. “We consider ourselves an
archival label, looking to release unreleased and
undiscovered gems from the vaults.” Among those
is a Gram Parsons live recording from 1969, which
the imprint will release in early 2007. voes

SHEARER: NOELE LUSCANO
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BY KERRI MASON

Goldfrapp

ct

Hits The Target ®

Chain’s Big Holiday Campaign
Will Feature British Electronic

ol ) 1, —
"
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GOLDFRAPP

Wl # i ..‘_I ! hen Americans watch the
LY 8 B snowy, rosy-cheeked visuals of
L] | I Target’s holiday TV campaign,

. 1" they’ll be hearing the music of
British electronic duo Goldfrapp, Billboard has
learned. It's the latest and greatest in the cult
act’s long string of licensing coups, which span
two albums (2003’s “Black Cherry” and this
year’s “Supernature”) and include big names
like Verizon, Diet Coke, “Grey’s Anatomy” and
“The OC.” And the.train’s not showing any sign
of slowing down.

“With some pitching and
pushing, all of the songs on ‘Su-
pernature’ have what it takes,”
says Cynthia Sexton, EMI[ Music
Marketing senior VP of market-
ing and licensing. “To the tune of a lot of money.”

In today’s changing marketplace, Goldfrapp
is helping redefine the prototype of success,
using licensing wins to drive buzz, sales and radio
play, rather than vice versa. “Our strategic goal
[with “Supernature”] was to proactively expand
the licensing support from the start, [using it]
as traditional marketing plans use radio airplay
to garner mainstream exposure,” Mute director
of marketing Nicole Blonder says.

“Radio people want a story and the story is
coming from our department,” Sexton says.
“We're driving. The drivers have switched.”

The campaignis Target’s “biggest of the year,”
according to Bruce Kirkland, president of
Tsunami Entertainment, who worked onthe deal
for the band. It consists of six spots, five featur-
ing the dreamy “Fly Me Away” and one with the

funkier “Number One,” both off “Supernature.”
Goldfrapp—producer Will Gregory and singer/
songwriter (and fashionista) frontwoman Ali-
son Goldfrapp—worked with the Target market-
ing department and ad agency PMH to create
customized “remixes” for each spot, highlight-
ing different elements of the original or adding
wintry touches like bells or chimes. The spots,
directed by Dutch designer Tord Boontje, are all
brisk, bright and typically Target, featuring
scenes of moonlit forest ban-
quets, party hosts serving from
rotating star-shaped tables
and cherubic children chilling
out with snow-white owls.
“[With the] commercials,
we’re meeting the mass market directly, mar-
rying the song with some very attractive visuals,”
Kirkland says. “Whether we can effectively con-
nect the dots between millions of people hear-
ing the music and the record itself, time will tell
We're going out of our way to make that happen.”
Consumers will be able to identify Goldfrapp
on Target’s Web site, and buy “Supernature” with
two clicks. Mute is taking “Fly Me Away” to radio
in different formats. “We have some program-
mers coming to the table,” Blonder says, but adds,
“we’re on track to achieve our sales goals with-
out major support from commercial radio.”

Just what about Goldfrapp is making marketers
swoon? While everyone has a hypothesis—“it's
European,” “modern tunes with classic influences,”
“the exciting pop sensibility”—Sexton takes the
best stab. “That breathy female vocal,” she says,

“means a lot in the music world.” o
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APY = Annucl Percentage Yield. Source: Financial institution website and/or phone survey 10/01/06. Rates subject to change without notice.
Some rates from other institutions may have additional qualifying requirements. Please check with your financial institution for current rates.

Certificates a-e subject to early withdrawal fees and peradities. First Entertainment deposits insured up to $100,000 by the NCUA. Other institution

insured up te $100,000 by the FDIC. Bank of America, Wells Fargo, Washington Mutual and Citibank are registered trademarks.
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You're eligible
to join today!
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mmmm Credit Union

An Alternative Way to Bank.
888.800.3328 www.firstent.org

Your savings federally insured to $100.000

NCUA

National Credit Union Administration.
a U.S. Govermiment Agency.
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A Tale Of Two Cities

Are Social Networking Sites A Threat To Music Subscription Services?

The ongoing success of social
networking communities like
YouTube and MySpace raises
questions about the best way to
distribute music online.

The digital music landscape
today suggests a tale of two
cities. Subscription and author-
ized peer-to-peer music services
like Napster and Rhapsody have
struggled to attract members de-
spite offering unlimited music
for a flat monthly fee and spend-
ing millions on marketing.
Napster has about 500,000 sub-
scribers and Rhapsody slightly
more than 1 million.

Meanwhile, MySpace and
YouTube have built a critical
mass of like-minded members
interacting and sharing content
online, at 116 million and 70
million members, respectively,
with nary a dollar of advertis-
ing spent. While not specifi-
cally designed to promote
music, much of the content on
both services is music-related
and record labels have there-
fore taken interest.

On the surface, it seems
like an apples and oranges
comparison—music retailers
and social communities are
two completely different
things. But to record labels,
they are both sources of music
discovery, income and poten-
tially, acquisition.

“It’s important to go to where
the consumers are with busi-
ness models that enable them
to have the experiences they
want,” says Michael Nash,
Warner Music Group (WMG)
senior VP of digital strategy and
business development. “When
you're promoting discovery,
you're going to be creatinga lot
of subsequent transactions.”

Google’s recent acquisition

of YouTube for $1.65 billion,
preceded by MySpace’s sale to
NewsCorp for $580 million,
speaks to the potential for these
Web 2.0 properties to become a
major resource of content dis-
covery and delivery. MySpace
already has implemented a sys-

not and will not release any
subscriber numbers, but the
prevailing view is that its digi-
tal music service has not lived
up to expectations.

Analysts predict MySpace or
YouTube would face similar
challenges should they attempt

"We're not trying
to turn YouTube
into Launch or
MSN Video.’

—MICHAEL NASH, WMG

tem to allow indie bands to sell
music and ringtones directly
from their MySpace pages, and
YouTube has forged deals with
every major record label save
EMI Music Group to market
their assets in new ways.

But just like anyone else sell-
ing music online today, these
services will find competing
with Apple’s iTunes a tough row
to hoe. There are multiple vari-
ables at play that take much
more than just a large base of
members and a little media
buzz to overcome.

Just ask Yahoo. Despite
being the largest Internet por-
tal in the world, with hundreds
of millions of members using
any one of its many Internet
sites, the Yahoo Music service
has struggled to make an im-
pact in the digital music game
despite high expectations
going in. Yahoo has

- @

RADIO AT YOUR
FINGERTIPS

ADS Tech’s Instant FM

packs a lot of functionality
into a small package. The 3-
inch USB drive contains soft-
ware that, when plugged into a PC, can record and
retrieve information on any song played via FM or
Web radio. Users can record a station’s entire
playlist, separate and store individual songs,
schedule specific radio programming recordings
and identify the artist, album and other informa-
tion about any given track. Recorded music is for-
‘ matted in unprotected MP3, allowing users to !
transfer tracks to any MP3 player of their choice. It
also provides links to buy CDs or download digital
@ tracks. it even has its own FM antenna to turn any
PC into an FM radio. The Instant FM is available at
® various electronic retailers for $40. —Antony Bruno

.___
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to add music subscriptions to
their offerings.

“It makes perfect sense for
MySpace to think about
whether it wants to offer a va-
riety of music content and
music-related services,” Jupiter
Research analyst David Card
says. “But | don’t think My-
Space is amazingly better po-
sitioned than Yahoo was. The
same business conditions and
consumer behavior exists.”

Subscription music services
are hindered by several fac-
tors. First, they all have to pay
steep licensing fees to the la-
bels, which the CEO of one
such service compared to
“having a jackboot at our
throats.” In their initial
growth spurt, MySpace and
YouTube paid labels nothing.

Second, subscription services
charge a monthly fee,

which automatically
limits its base to a)
those who want to pay
and b) those who havea
credit card. MySpace and
YouTube are free.

Third, and perhaps most sig-
nificant, none of the subscrip-
tion services work with the
iPod, which clearly dominates
the portable music field. As
digital music becomes more of
an in-home experience, that
burden may ease. But analysts
say most consumers will balk
at the idea of paying $15 per
month for music they can’t
tuke with them on the device
they already own.

e DIGITAL ENTERTAINMEN |

So in their compensation ne-
gotiations with YouTube, record
labels didn’t push to apply the
existing subscription or a la
carte sales model to the com-
pany, but rather demanded a
cut of a completely different
revenue stream—advertising.

Turning Web 2.0 sites into
thinly disguised subscription
services would only serve to
move the same money around
and pull the rug from under ex-
isting partners, rather than
build new revenue streams,
WMG’s Nash explains.

“We're not trying to turn
YouTube into Launch or MSN
Video,” he says. “We want to
make sure we don’tcreate a sit-
uation where we’ve enabled a
form of content consumption
that’s going to cannibalize a
much better marketplace op-
portunity. So we're working
with our deal structures to en-
sure a complementary nature
and protect the opportunity for
the transactional businesses.”

According to the Internet Ad-
vertising Bureau, U.S. Internet
ad revenue for the first half of
2006 was about $7.9 billion, of
which the music industry wants
a cut of to add another source
of income to their bottom lines.
Ultimately, the hope is that the
exposure and discovery of
music on Web 2.0 sites will
drive additional traffic to legit-
imate digital music services and
raise the exposure of digital
music in general.

“Legitimizing these new
players and putting them into
business models that make
sense will support the incum-
bents,” Nash says. “We're
trying to establish a comple-
mentary set of relationships
and put everybody on a level
playing field.” soe

WWW . americanradiohistorv.com

BITS & BRIEFS

DIGITAL
RESTRICTIONS
TARGETED

A number of trade groups and
technology companies have
formed the Digital Freedom
Campaign, designed to fight
legislative attempts to limit
how consumers use digital
entertainment. The cam-
paign’s backers include the
Consumer Electronics Assn.,
Public Knowledge, the Elec-
tronic Frontier Foundation,
the Media Access Project and
the New America Foundation.
Specifically targeted are pol-
icy initiatives of the RIAA and
the Motion Picture Assn. of
America, created, the groups
say, to “place crippling re-
striction or impose excessive
fees on technologies that
allow individuals to enjoy
lawfully obtained music,
video and other content.”

MOBILE MUSIC
FORECAST

According to research firm In-
forma Telecoms & Media, the

mobile music market is ex-
pected to reach $13 billion
worldwide by 2011. Ringtones
will contribute the lion’s share,
withringback tones and, later,
full-track downloads contribut-
ing as well. The Asia-Pacific re-
gion will account for 56% of
this total, according to Informa,
with Japan in particular con-
tributing 46% of the region’s
total in 2006, and China
emerging over time to con-
tribute 25% to the region’s total
by 2011.

RIVAL VOLUME

Sega has unveiled the sound-
track to PlayStation 3 launch
title “Full Auto 2: Battlelines,”
scheduled to ship Nov. 14 when
the PS3 console debuts. Each
main rival in the game has a
dedicated song assigned to it,
which players will hear in
greater volume as they ap-
proach their prey. Acts cen-
tributing to the soundtrack in-
clude We Are Scientists,
Megadeth, Wolfmother, Sum
41 and the Used.

40 radio.
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 TOYAL MONTHLY STREAMS  *
Top Songs

As “I Wanna Love
You’ (which 1J0JO
features Snoop
Dogg) climbs the
R&B charts, his
song with
Eminem, “Smack 4 DIDDY
That,” is huge at
mainstream top

2 JIBBS

& HINDER

Change Me J 118,727
« 10 AKON v o .
t Wanna Love You SRC/UNIVERSAL MOTOWN 116,745
His performance Top Videos
of the tune on “The
1 JOJO
Ellen DeGeneres Too Little, Too Late " UNIVERSAL MOTOWN 996,543
Show” was also 2 DANITY KANE
showcased at Show Stopper BAD BDY/ATLANTIC 686,210
AOL Music and 3 FERGIE
was merged with London Bridge A&M/NTERSCOPE 681,105
4 CHRIS BROWN
E:Ssﬁtca\?igaegd Say Goodbye JIVE 654.415
b . 5 BEYONCE
: Ring The Atarm** COLUMBIA 642,973
'4 6 JUSTIN TIMBERLAKE It
> SexyBack*™* JIVE L 600,625

8 CIARA

9.JIBBS

tt AOL Sessions

Too Littie, Too Late " UNIVERSAL MOTOWN

Chain Hang Low GEFFEN

3 EVANESCENCE
Cail Me When You're Sober * WIND-UP

|
Telt Me BAD BOY/ATLANTIC

5 JUSTIN TIMBERLAKE
My Love** JIvE

Lips Of An Angel UNIVERSAL REPUBLIC

7 WEBSTAR
Chicken Noodle Soup UNIVERSAL REPUBLIC

8 BOW wow
Shortie Like Mine COLUMBIA

9 RUBEN STUDDARD

7 EVANESCENCE
Call Me When You're Sober * WIND-UP

I
Get Up LAFACE/AJIVE

Chain Hang Low GEFFEN
10 JESSE McCARTNEY
Right Where You Want Me** HOLLYWOOD

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

296,676

262.436

195,733

190,655

188.313

160,682

146,526

137,162

543,835

460,104

404,298

390,059

Source: AOL Music for the faur weeks ending Oct. 27
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THECHINASYNDROME

Festivals Fight To Gain Far East Foothold

HONG KONG—Promoters face
an uphill struggle in their at-
tempts to create a viable festival
culture in Asia despite a busy
2006 outdoor events schedule.

This year’s Rockit Festival, an
annual Hong Kong event that
took place Oct. 14-15 in the city’s
Victoria Park, proved sympto-
matic of the problems facing fes-
tivals in the region.

Rockit organizer Matrix Enter-
tainments Group savs thisyear’s
event was the best-attended since
the inaugural Rockit in 2003.
Even so, just 6,000 people filled
the 10,000-capacity venue over
two days to see acts including for-
mer Stone Roses frontman lan
Brown. Weekend passes cost
$420 Hong Kong ($54).

Matrix chief executive Nimal
Jayawardena, while terming
Rockit a success, conceded the
event will likely record a loss for
the fourth straight year. Matrix
says it has yet to decide if the fes-
tival will return in 2007.

Elaine Ng, marketing and

product manager ot Love Da
Records, the Hong Kong li-
censee for such independent
British labels as V2 and Beggars
Banquet, says the Hong Kong
market is too small to handle a
European-style festival.
“There really aren’t a lot of

placethis summer. Among them
was Fuji Rock (July 28-30), which,
since introducing the multiday
festival concept to Japanin 1997,
has become one of the interna-
tional concert scene’s premier
events. This year’s festival featured
Red Hot Chili Peppers, the Strokes

the July 28-30 event to see inter-
national acts including the
Strokes, Placebo and the Black
Eyed Peas. A three-day pass cost
150,000 won ($155). Steven Kim,
president of Seoul-based pro-
moter and Pentaport organizer
Yellow Nine Entertainment, says

‘The rest of the market is catered
to by local pop stars who will

never play these events.’
—ELAINE NG, LOVE DA RECORDS

people here who are into the
kinds of bands that play the fes-
tivals you have overseas,” Ng
says. “The rest of the market is
catered to by local pop stars who
will never play these events.”
The one place in Asia where
the festival concept has succeeded
is Japan, where some 25 large-
scale outdoor music events took

and Franz Ferdinand and attracted
131,000 fans, with three-day tick-
ets priced at 39,800 yen ($335).
Meanwhile, in Incheon, South
Korea, this summer’s Pentaport
event—the first major rock fes-
tival in the territory in seven
years—was a qualified success.
Despite torrential rains on the
first day, 25,000 people attended

that despitelosing money ir 20006,
theeventis “on track for nextyear.
The city is still supporting us.”
Matrix’s Jayawardenaz says
that sort of support is in short
supply in Hong Kong, claiming
the local government has placed
increasingly tough noise restric-
tions on each successive Rockit.
The festival has also struggled

to secure sponsorship deals.

China’s biggest music festi-
val is Midi, which was estab-
lished in 2000. The 2006 edition
featured 50 mainly domestic
bands and attracted 60,000
music fans May 1-4 in Beijing,
according to organizers. A four-
day pass cost 100 yuan ($12.66).

Most Chinese rock festivals,
however, have struggled to survive
toa second or third year. Even Midi
has encountered difficulty secur-
ing performance permits and cor-
porate sponsorship in China’s
still-conservative climate.

Cne of the few events to es-
tablish itself is the Shanghai-
based Jinshan Pop Festival,
which claims to have attracted

Mront

50,000 music fans to this
year’s event on July 8,
which featured 25 mainly
domestic acts.

Harvey Goldsmith,
CEO of London-based
Artiste Management Pro-
ductions, says the biggest
challenge facing the inter-
national concert business is how
to work in China.

“All the big Western artists
want to play in China, but I'mnot
sure that the Chinese are ready
for most of these acts,” Gold-
smith noted at the Music Matters
trade conference in Hong Kong
earlier this year. “They do not like
our style of American and British
music. They don’t particularly
like the sound of it, and they cer-
tainly don’t know the main artists.
I'm sure this will change, but pa-
tience is required.”

Additional reporting by Steve
McClure in Tokyo, Lisa Movius
in Shanghai and Mark Russell
in Seoul.

You strive for excellence onstage. Reunion Blues
delivers it backstage. Eor more than 30 years, our
instrument bags have upstaged the rest with luxury
and functionality you won’t find anywhere else.
Visit us today at www.reunionblues.com.
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College S

New Tariff Threatens Online quadcasts, NewRist Exposure

TORONTO—Canadian college radio could be under threat, with
anumber of stations saying they will be forced to pull their online
feeds if a tariff proposed by Canada’s performing rights society
comes into force next year.

Under Tariff 22, proposed by the Society of Composers, Authors
and Music Publishers of Canada (SOCAN}), noncommercial radio
stations would be required to pay a total of 7.5% of their gross an-

of QECIET®

W
.

nual revenue, or $200 Canadian ($177) per month, whichever is
greater, for a license to broadcast online.

A public hearing before the Copyright Board of Canada is
scheduled for April 17, 2007, in Ottawa to set the rate and terms
of the tariff.

Ottawa-based National Campus and Community Radio Assn.
{NCRA) will argue at the hearing before the federal regulator that

the proposed tariff will prevent its 100 campus and community
radio station members—about 80% of which are also online—
from broadcasting over the Internet. It will ask to have the tariff
lowered or repealed.

“A number of our stations are concerned about the fee,” says
Melissa Kaestner, national co-coordinator of NCRA. “They are in-
dicating that if it goes through as proposed they will shut down
their feeds.”

SOCAN general counsel Paul Spurgeon counters: “If you are
adopting a new business operation that uses copyright then you
have to pay for it. College radio traditionally does not want to pay
or wants to pay as little as possible for these rights.”

SOCAN is the Toronto-based copyright collective that adminis-
ters the performing rights of its 80,000 composer, lyricist, song-
writer and publisher members. Its revenue in 2005 totaled $204.2
million Canadian ($181.45 million) from domestic performances
and international sources.

Tariff 22 was first proposed and filed by SOCAN in 1996 and has
been filed every year since without securing a full hearing by the
Copyright Board, although a hearing did take place in 1998 that
determined certain legal and jurisdiction issues. Certain aspects
of the Copyright Board decision were subsequently reviewed by
the Federal Court of Appeal and the Supreme Court of Canada re-
sulting in a 2004 decision for the Copyright Board to finally hear
the matter in 2007.

The hearing, sources say, could result in the proposed tariff
being lowered or moved to a sliding rate, adjusted to the size and
budgets of the noncommercial stations. And while the proposed
tariff is retroactive, the Copyright Board may phase in the retroac-
tive tariffs on an equitable basis.

Pierre Malloy, station manager at CHMA in Sackville, New
Brunswick, argues that many college stations don’t have the rev-
enue to pay for a streaming service and its terrestrial counterpart,
which is already under a SOCAN tariff. “The amount SOCAN is
seeking would be more than what we are paying it for our regular
station fee, about $1,200[$1,066] a year,” he says. “We'd be paying
twice as much.”

Malloy indicates that CHMA could be forced to stop the online
broadcasting that it began in 1995. “We are a noncommercial sta-
tion,” he says. “Our Internet service is provided free. If it costs
$2,400[$2,132] ayear, we'd have to say, ‘We can’t do this anymore.” ”

The sector—growing more influential as former students and
listeners from outside the local area tune in via the Internet—is
credited with boosting the careers of such key Canadian acts as
Death From Above 1979 (Last Gang), the Sadies (Outside) and Bro-
ken Social Scene (Arts & Crafts).

“Records exist because of college radio supportin this country,”
says Kevin Beesley, co-owner of Vancouver-based alternative label
Mint Records. “College radio was key in us getting the word out
on the New Pornographers.”

eiee
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>>>SPAIN OKs VALE MUSIC SALE

The Spanish government approved Universal Music
Spain’s purchase of the country’s largest independent
label Vale Music on Oct. 23, when the Economy
Ministry’s competition tribunal ruled there was no
reason to oppose the acquisition. The purchase, at an
undisclosed price, was originally announced June 22,
but was subject to approval by the tribunal. According
to labels body Promusicae, Vale Music had an 11%
recorded-music market share in 2005, just nine years
after its creation as a dance music compilation
specialist. Universal had a 17% share in 2005, and the
combined entity would have been the market leader
with a 28% share ahead of Sony BMG with 27%.

Vale had massive success in Spain with CD releases
based on reality TV show “Operacion Triunfo.” The show
launched the career of vocalist David Bisbal (Billboard,
Oct. 7), whose third album “Premonicién” (Vale Music)
went straight to No. 1 on Spain’s Promusicae/Media
Control charts when released on Oct. 3. The album has
shipped more than 500,000 units domestically,
according to Vale. —Howell Liewellyn
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>>>KOIKE RISES AT UNIVERSAL JAPAN
Kazu Koike has been named president/COO of Universal
Music Japan, effective Jan. 1,2007. He was managing
director of the Tokyo-based company’s Sigma label,
previously named Def Jam Japan.

Koike’s appointment follows the recent promotion of
president/CEO Keiichi Ishizaka from the position of
president/CEO to the new position of chairman/CEO.
Koike, who will report to Ishizaka, will be responsible for
domestic labels Nayuta Wave, Universal Sigma and Far
Eastern Tribe, as well as overseeing the international,
classics and jazz and strategic marketing divisions.

In a statement, Ishizaka described Koike as “the best
of a new generation of music industry talent.”

—Steve McClure

>>>ARIA WINS FOR WOLFMOTHER
Australian hard rock band Wolfmother won in three
categories at the annual Australian Recording Industry
Assn. Awards held Oct. 29 at Sydney’s Accor Stadium. The
band was named best group and breakthrough artist,
while its self-titled debut for Modular/Universal was
named best rock album. Powderfinger frontman Bernard
Fanning was a double winner, taking male artist and best
album for his solo debut “Tea and Sympathy” (Dew

www.americanradiohistorv.com

Process/Universal). Mushroom/Warner Music Australia rock
act Eskimo Joe took the trophies for best single (“Black
Fingernails, Red Wine”) and music DVD (“Eskimo Joe”). The
majority of the 28 awards are chosen by a 1,300-strong
voting academy. Two awards (the year’s highest-selling
Australian album and single) are sales-based.

Now-defunct political rock act Midnight Qil was inducted
into the ARIA Hall of Fame at the event, which was
broadcast live nationally on the free-to-air Ten Network.

—Christie Eliezer

>>>BACS HANDS OUT GOLD BADGES
U.K. national AC station BBC Radio 2’s controller Lesley
Douglas was among the honorees at the British Academy
of Composers & Songwriters’ annual Gold Badge Awards
Oct. 25 at the Savoy hotel in central London.

The event, sponsored by authors body the Mechanical-
Copyright Protection Society, acknowledges outstanding
services to songwriting and assistance given to
songwriters. Winners are chosen by a committee of BACS
members. In total, 13 awards were presented. Other
honorees included 1960s hitmaker Chris Farlowe, former
Fleetwood Mac member Christine McVie, record producer
Rhett Davies, broadcaster/comedian Phill Jupitus and
guitarist/songwriter Johnny McElhone from Scottish
band Texas. —Lars Brandle

NEW PORNOGRAPHERS: STEVEN DEWALL
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Pirates Of The
European Union

IFPI Fears New Wave Of Fake CDs
As Romania, Bulgaria Join EU

BRUSSELS—With just two months to
go before Bulgaria and Romania join 48
the European Union, there are still b
serious fears that neither country |
does enough to clamp down on |
music piracy.

The music industry warns that national \
and local authorities have been ineffectual
in staunching the production and export of pirate
CDs and movies ahead of the Jan. 1, 2007, ex-
pansion of EU membership.

“They are not yet compliant with EU stan-
dards and won’t be by the time they become
EU members,” IFPI deputy regional director
Stefan Krawczyk says.

The two countries have long been
warned by the European Commis-
sion (EC), the EU’s executive au-
thority, about their notorious black
market and illegal CD and DVD-
making plants. The IFPl is concerned
that, upon joining, when border con-
trols are lifted, pirated music and movies
will be freely distributed to the rest of the
EU.

They also fear that in the rush to sweep
the countries into the EU piracy issues will
be sidelined, and in turn, Bulgaria and Ro-
mania will treat complaints about anti-piracy
enforcement as among their lowest priori-
ties before membership.

“This type of fraud can generate huge profits
at relatively low costs and low prosecution risks,”
EU tax and customs commissioner Laszlé Kovacs
says. “A kilo of pirated CDs generates more
money than a kilo of cannabis.”

Pirated international CDs can cost as little as
€1.50-€2.00 ($1.90-%$2.53) in Bulgaria and Ro-
mania, while legit imports retail at around €14
($17.73) in Romania and €12 ($15.20) in Bul-
garia. Record shops are fast disappearing from
the retail tandscape in both countries, with
most sales relegated to supermarkets or gas
stations.

Even if Bulgaria and Ro-
mania succeed in tackling
their piracy problems, they
will still have to prevent pi-
rate music passing through
from Russia, Ukraine and
Belarus, three countries that
have become a notorious
source of counterfeit mate-
rial in recent years. EU offi-
cials are concerned that cus-
toms services are not yet up
to the task of defending
what is supposed to be-
come the EU’s external bor-
der.

Romania, once the worst
offender when it came to pi-
rate movies and music, has

trols considerably during the past two
years and banned open-air sales. Ac-
cording to the IFPI, the legitimate
Romanian music market was worth
$34.6 million in 2004 on 18.8 mil-
lion unit sales. The piracy rate is es-
timated at 50%-55%, compared with
10%-20% in the rest of the EU. Nonethe-
less, the climate has improved enough for
Universal Music to set up an affiliate in Roma-
nia and launch the “special action price line”
promotion, which sees CDs from such acts as
the Black Eyed Peas and the Pussycat Dolls
retail for around €10 ($12.67).
In Bulgaria, the IFPI says the piracy level
is around 70%, in a market worth $5.2
million in 2004 on sales of 900,000
units. Stanislava Armoutlieva, CEO
of Virginia Records and Animato
Music—respective licensees in Bul-
garia of Universal Music and EMI
Music—paints a vivid picture of rampant

.~ piracy in Sofia’s central Slaveikov Square.

“Point to a picture [of album artwork], pay
€5[%$6.33] and in 10 minutes a boy arrives
with product in hand, often within full view
of police,” she says. “Very few people have
been convicted.”

A Bulgarian government spokeswoman
claims the country is combating the problem.
“Since 2004, [piracy] has diminished a lot, and
we are winning against the pirates,” she says,
adding that new law enforcement structures
were already reaping results.

The EC last month announced that Bulgaria
and Romania face unprecedented sanctions
if a series of goals are not met, including those
on piracy and intellectual property protec-
tion.

But Krawczyk says any improvements are
likely to be slow. “As long as there are pirate
stalls on Slaveikov Square, more efforts will
be needed.” .

improved its border con-

Pirate product in underground storage, following Bulgarian
police action against piracy in Slaveikov Square, Sofia.
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EVEN WITH ALL THIS PRAISE,
THE ALBUM SPEAKS FOR ITSELF.

%% %%k — Rolling Stone

* %%k — Blender

* %%k — New York Post

*kkk — Miami Herald

*% %% “You will be blown away” — People
— Newsweek

“...the best work Diamond has done...”

‘A’ “One of the best albums of the year.”
— Entertainment Weekly

One of the most critically acclaimed records of the year features 14 original tracks from

Neil Diamond at his best, returning to his earliest musical roots in song writing. These artfully
crafted songs delivered in Diamond's true voice with producer Rick Rubin's sparse and
soulul production gives us an album that stands out as one of the year's very best.

NEIL DIAMOND

12 SONGS

Limited Edition
2 DISC Set

Disc 1: 12 Songs
Special Release

with two additional

" songs Including

“ Delirious Love with
\ Brian Wilson.
Disc 2: 12 Sketches

Artist's Cut

alternates, demos and
early takes from the
Rick Rubin sessions.

In stores December 12

HEAR IT NOW oniine at neildiamond.com
and myspace.com/neildiamond

words and music by Nell Dlamond
produced by Rlck Rubin
neildiamond.com columbiarecords.com
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SONY BMG MUSIC ENTERTAINMENT

EQUIPMENT |

S TUDIOoESE

Studio 88, owned by Chicago Bears > lIso booths

» Triton Keyboard
» MPC 2000XL
» 32-Track Song/MCl

| Tight End Desmond Clark, is a state-of-
| the-art, 32-track, sound proof recording
facility, located in Lakeland, Florida.

Console
YOUR ONE STOP SHOP » Sony Mics
FOR ALL YOUR MUSICAL NEEDS Rode Mics

Quested Power Monitors
Power Mac G5 Computer
Protools HD for recording
Logic/Sound Forge Gold
Wave and Audition

501 W. 2ND STREET LAKELAND Ft, 33805

Py . Y 2 %

(863) 255-6810 (P) or (863) 683-5392 (F)

www.thestudio88.com
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Crosstown Songs will
now own portions of
songs penned by such
writers as PONTUS
WINNBERG (aka
Avant), left, and
CHRISTIAN
KARLSSON (aka
Bloodshy).

SUSAN BUTLER sbutler@billboard.com '

m

Ringtone Balancing Act

Will German Or Canadian Rates Lead The Market?

“Ringtones are the bane of fu-
neral parlours, theatres, court-
houses and hearing rooms,” the
secretary general of Canadua’s
Copyright Board wrote last
summer. “They are also ex-
tremely popular.”

Nokidding. Jupiter Research
predicts $6.6 billion in global
ringtone revenue by the end of
this year. Ringtones are also the
hottest music publishing topic
today. The stakes are so high
over rights and rates that none
of the principal players want to
talk publicly right now. In fact,
very few of them will even whis-
per privately.

A primary reason for the ret-
icence is the fear—or hope, de-
pending upon one’s position
—that each negotiation, con-
tract, legal decision and settle-
ment in one country will lock
down rates in another territory.
Low rates negotiated in the
United Kingdom might lead
judges to set low rates in the
United States. One copyright
tribunal may rely on foreign
rates to set local rates that are
then used as benchmarks for fu-
ture digital uses. And whether
a ringtone in one country trig-
gers a reproduction rightand a
performance right—with two
separate royalties—while trig-
gering only a reproduction right
in another country is open to
interpretation.

When it comes to ringtone
rates, the latest hot spot is Ger-
many, where GEMA is the sole
collective rights society.
BITCOM, a trade group whose
members include about 97% of
Germany's ringtone providers,
challenged GEMA’s ringtone
rates. An arbitration board in
late October decided that ring-
tone royalty rates (aka tariffs)
for all rights should be 10.45%
of the net retail price, but no less
than €0.0875 (11.1 cents). Retail
prices range from about €0.99
($1.26) t0 €2.99 ($3.81).

Under a previous agreement

WwWww . americanradiohistorv.com

with GEMA, BITCOM mem-
bers also geta 20% discount (or
rebate). Sources say they believe
the rebate accounts for promo-
tional and other free products
where no revenue is generated,
but specific details were unavail-
able at press time. This rebate
muakes the effective net ringtone
rate 8.36% of net retail, but no
less than €0.07 (8.9 cents). At
current prices less 16% VAT, this
means €0.07 (8.9 cents) to €0.22
(28 cents) in publishing revenue
—less than current U.S. market
rates. And then there’s the spe-
cial 5% deduction from the gross
royalty rate for BITCOM mem-
bers. This is related to infringe-
ment claims by authors who
assert that ringtones are adap-
tations, requiring their consent
and negotiated compensation.
Sources did not yet have a clear
understanding of the specific de-
tails related to this deduction.

GEMA and BITCOM may ei-
ther accept these rates in a new
agreement or appeal the deci-
sion by proceeding through the
court system. If appealed, the
court’s decision would be bind-
ing on the parties.

Canadian rates are nearly
three times higher. In August,
the Canadian Copyright Board
set ringtone rates for commu-
nication rights (similar to pub-
lic performance rights). Rates
for ringtones and master ring-
tones are 6% of the price paid
by the subscriber. Prices range
from about $2 Canadian ($1.79)
to $4 Canadian ($3.58).

For 2004-2005, minimum
rates were 6 cents Canadian (5.3
cents). The board did not set
minimums for later years.

Rates for reproduction rights
are privately negotiated by the
Canadian Musical Reproduction
Rights Mechanical Rights
Agency and publishers. But the
arbitration board noted in its de-
cision thatsuch agreements had
an average effective ringtone rate
of 12%. This puts the average

ringtone rate for all rights at 18%.

At current prices, this trans-
lates to 36 cents Canadian (32.2
cents) to 72 cents Canadian (64.3
cents) in publishing revenue per
ringtone. While the Canadian
board did not use foreign rates
as a benchmark, it did review
nearly 50 domestic and foreign
commercial contracts submit-
ted into evidence. It also
compared deals made with ter-
restrial radio stations. The Ger-
man decision was unavailable
at press time to determine the
method used to set rates.

Meanwhile, a Copyright Roy-
alty Board proceeding is under
way in the United States. Prob-
ably sometime next year, the
judges will adjust rates for com-
positions subject to a compul-
sory license, including ringtone
rates. Nevertheless, anyone who
wants to create ringtones may
negotiate deals directly with
publishers. First-time use of
compositions and ringtones that
add material or create a deriva-
tive work of the compositions
must be negotiated individually
with each publisher.

DEAL-MAKING: Crosstown
Songs, helmed by Robin God-
frey-Cass, inked a multimillion-
dollar deal to acquire Sweden’s
Murlyn Songs catalog. Murlyn,
co-founded by managing direc-
tor Christian Wahlberg, will
continue to manage songwrit-
ers under contract. Crosstown
will own portions of songs (sub-
ject to certain admin deals)
penned by such writers as
Christian Karlsson and Pontus
Winnberg (known as Bloodshy
& Avant) and Henrik Jonback,
who co-wrote Britney Spears’
“Toxic” and Madonna’s “How
High” and “Like It or Not.”

Sean “Diddy” Combs signed
a new long-term agreement
with EMI Music Publishing. It
covers his songwriting and that
of writers signed to his Bad Boy
Music Publishing.
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BY JIM BESSMAN

TONY’'SLONGHAUL

Strategic Partnerships Fuel Big Sales For Bennett’s ‘Duets’ Album

Tony Bennett established a career best when his new album de-
buted at No. 3 on the Oct. 14 Billboard 200 alongside new releases
from Ludacris, Janet Jackson and Alan Jackson.

But the 80-year-old Bennett’s star-studded RPM/Columbia entry,
“Duets: An American Classic,” has shown more staying power
than his much younger competitors.

Indeed, Bennett’s album was the only one left standing in the
top 10 as of Nov. 4, when it ranked at No. 9.

According to Bennett's manager and son Danny Bennett, the
planning for what looks to be his iconic father/client’s biggest
album success actually dates back to Bennett’s 75th birthday, using
prior Frank Sinatra and Ray Charles duets albums as templates.

“The first thing was to make the best possible product with the
best possible artists and Phil Ramone producing, [such that] every
artist on it would be as relevant in 50 years as Tony is now,” Danny
Bennett says. “Then we wanted to find companies that understood
our vision, and come up with a high concept for a network TV spe-
cial before the holiday season.”

Rather than front-load promotional activities around release
date, the idea was to continue “pushing the envelope” of Bennett's
extraordinary late-career trajectory with long-running campaigns,
Danny Bennett says. On the alternative retail front, a Starbucks
deal was struck “not just for this record but the entire year cele-
brating Tony’s birthday, starting with his Kennedy Center honors
last December.

Bennett sang at Starbucks’ stockholders meeting in February.
The coffee maker then issued a heavily advertised “Through the
Years” best-of set as part of its Hear Music Opus Collection, a con-

VP John Remington says. “It’s resonated extremely well
with our guests and allowed us to deliver on our ‘Expect
1 More—Pay Less brand promise.”

Colurabia GM Tom Donnarumma says the Target
commercial, which featured Bennett birthday greetings
from pa-ticipating “Duets” artists, “didn’t just sell us

Target records but sold everywhere else and really helped
us get the message out.” Danny Bennett further cites an
online presence with Yahoo, iTunes and Amazon for fuel-
ing iritial sales and maintaining such momentum
that the album, according to Columbia senior
VP of adult marketing Jay Krugman, has
now shipped platinum.
“Every week something’s happening.”
Krugman adds, pointing to Bennett’s cur-
rent promotional activities in Londen,
the NBC special, the presentation of his
Century Award from Billboard during
December’s televised Billboard Music
Awards and additional marketing ef-
forts slated through Valentine’s Day.
“It's a testament to the quality and

sistent sell-through, Danny Bennett says.

But the “Duets” promotional centerpiece remains
its ongoing Target commitment.

“Normally they do a two-week campaign, but they
saw exciting opportunities for their dedicated con-
sumers,” Danny Bennett says. Sure enough, Target
sponsored Bennett’s 80th birthday gala Aug. 3 at New %’
York’s Museum of Natural History; intensively her-
alded the CD release (trumpeting its exclu-
sive  bonus  tracks and
behind-the-scenes DVD footage)
with TV spots; and is behind
NBC special “Target Presents
Tony Bennett: An American
Classic,” which airs Nov. 21.

Still forthcoming is a Tar-
get ad in December’s Van-
running 10

ity Fair,
consecutive one-third pages
of sheet music accompa-
nying a feature on Moby’s
remixof Bennett’s “I'll Be

Home for Christmas,” to integrity of Tony’s work throughaut
be made available by Tar- his career, and the kind of relation-
getasan MP3 download on ships and trust forged with people who
Bennett’s Yahoo Music page. et involved with him,” Danny Bennett says.

“I’s a real ‘one plus one equals “And it’s great to see him sandwiched between
three,” ” Target communications BENNETT the Killers and Ludacris.” oee
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REGISTER EARLY & SAVE $5O

BURNING DOWN THE HOUSE The latest trends in venues, naming rights,
creative negotiating in rental and merch fees, the 1ext building boom, interacton
w th agents and promoters, capacity cartroversy and talent buying.

SECRET AGENT MAN The evcivi~g role of the agent in the modern concert
business, touching on national/international touring, the agents' responsibility in
ticket pricing, venue relations and ths art of the dzal.

REBIRTH OF A REGION

Join executives trom differert areas of the industry for this exclusive
keynote Q&A about how brirging concerts back to the Gulf.

WIRED The growing interweaving of technology and live music, including craative
relationships between wireless netwerks and promoters, ultra-wired buildings, digital
delivery of live music, and cell phone tizketing.

| WILL SURVIVE Have the dowrsizing and restructuring of corporate promoters

opened the door for regional guys? Have guarantees become more favorable? Are

agents cooperating? How do you tak= advantage of this situation?

LOUIS MESSINA

ocalis President.
3 Doors Down TMG/AEG Live

MATT MCDONNELL
Assistant GM
Mississippi Coast Coliseum

MODERATED BY
BILLBOARD'S RAY
WADDELL

I CAN HELP See how creative deals and innovative marketing between latels, radio,
television, venues and other players 2 C in artist development and sustain careers.

WISH YOU WERE HERE The bigzest tourinz success stories of the past year,
with artist handlers that helped makz it happen.

THE FUTURE IS NOW Top execs i the conzert industry discuss business in
2006. Has the business turned a corner? is there a new dea