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SHAKIRA Z7

ORAL FIXATION VOL.1AND VOL.2 il

« 7 MILLION ALBUMS
« 3.8 MILLION RINGTONES

3.6 MILLION SINGLES

*1 SINGLE IN 16 COUNTRIES - “LA TORTURA" FEAT. ALEJANDRO SANZ
« "1 SINGLE IN 18 COUNTRIES - “HIPS DON'T LIE” FEAT. WYCLEF JEAN
« *1 SINGLE SALES IN iTUNES HISTORY (WEEKLY) - “HIPS DON'T LIE” FEAT. WYCLEF JEAN
- *1 MOST PLAYED SONG EVER AT TOP 40 RAD|O (WEEKLY) - “HIPS DON'T LIE” FEAT, WYCLEF JEAN
- 6 LATIN BILLBOARD AWARDS

5 LATIN GRAMMY® AWARDS

« 2 PEOPLE’S CHOICE NOMINATIONS

« 2 ALMA AWARDS

« GRAMMY® NOMINATION

« AMERICAN MUSIC AWARD
- MTV VIDEO MUSIC AWARD
- MTV EUROPE AWARD

+ SOLD OUT WORLD TOUR
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Conferences
MIDEM

Nearly 10,000 music pro-
fessionals from almost 100
countries will meet to do
deals, network, learn and
check out hot new ialent at
MIDEM 2007, taking place
Jan. 21-25 at the Palais des
Fastivals in Cannes. More
information at midem.com.
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MUSIC & MONEY
Billboard’s 2007 Music &
Money Conference, set for
March 1 at the St. Regis
Hotel in New York, is the
premier event for the music
industry’s decision-makers,
entrepreneurs and compa-
nies. For more information,
go to biliboardevents.com.
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Billboard.biz, the 24/7
extension of Billboard mag-
azine, covers every aspect
of the entertainment space
as it pertains to everyone
from brand marketers and
ad agencies to record labels
and cell phone carriers. For
more visit billboard.
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Market Watch
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THE JADED INSIDER
Citizen Cope busking on
the subway? Queens of the
Stone Age slumming itina
small club? EMF in a
cheese commercial?
Unbelievable! Get those
scoops and much more on
the Billboard blog, only at
jadedinsider.com.
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.2006. a year we'll never forget

AIMP-NEW YORK BMI POP AWARDS : o 2

CHAPTER INDIE AWARD: Son of THe Yea: “She Will Be Loved” i
Nicholas Firth * . SONGWRITER OF THE Year: Maroon5 2
PERFORMANCE AWARDS:
SACEM GRAND PRIX: “Breaking the Habit” “Don’t Phunk With My Heart”
Stéphane Berlow = “Drop It Like It's Hot” “Let Me Love You” B M G
“Move Ya Body” “She Will Be Loved”
' ~ ASCAP U.K. PUBLISHER “Sunday Morning” “Sunshine” PY
5 y OF THE YEAR: “This Love” | ‘

BMG Music Publishing

ASCAP U.K. AWARDS

. GRAMMY AWARDS SoNG of THE Year: “Speed of Sound” L : B E RT E LS MAN N . ]

_ Best Femare Por Dance Awarp: “I Like The Way”
*VocaL PERFORMANCE: g s s
“Since U Been Gone”
Best Pop PERFORMANCE By Duo OR GROUP WITH VOCAL: ARIA AWARDS <
" 4 . o "
This Love [Live] . ey Best Mate Artist: Bernard Fanning v

Best R&B Sonc: “We Belong Together”
Best URBAN/ALTERNATIVE PErFORMANCE: “Welcome to Jamrock”
Best Rap PERFORMANCE BY Duo or Grour: *

“Don’t Phunk With My Heart”

Best RaP/Sunc Cottasoration: “Numb/Encore”

Best TRADITIONAL SoulL GOsPEL ALBUM:
“Psolms, Hymns, Spiritual Songs”

AwBum OF THE Year: “Tea & Sympathy”

SOUL TRAIN MUSIC AWARDS .
Best R&B/SouUL SINGLE (Femate): »
“We Belong Together”

Best GospeL ALsum:

“Psalms, Hymns & Spiritual Songs”

o - »

Best COUNTRY SonG: “Bless The Broken Road” :
1 Best ReGGaE Ateum: “Welcome to Jamrock” Stevie WonDer Awarp Winner: R. Kelly ‘
 _Best OPERA RECORDING: “Folstaff” ' £ -
| . . PERFORMANCE AWARDS: ! A MULTISHOW AWARDS
. BRIT AWARDS . "Clocks” “Forever And For Always” e v Best Sona: “Ai, Ai, Ai” .
. Best Ateum: “X&Y” o “It's My Life” “Somewhere Only We Know” _ . -
; BEST SINGLE: ”Speed of Sound” “Sweet Dreams....” “You're Still The One” APRA AWA.RDS :
. OUTSTANDING CONTRIBUTION TO Music: Paul Weller “American Idol” Theme SolowkiTeR OFFHe Year: Bernard Fonning v
‘ * SonG oOF THe Year: “Catch My Disease”
LES VICTOIRES DE LA MUSIQUE BMI URBAN AWARDS 5 '
BEST SONG z D - BiLieoarp #1 Awarp: “So Sick” 3

Top UrsaN Prooucers: Cool & Dre
PERFORMANCE AWARDS:
. "Get It Poppin’” “Hate It Or Love It”
“Let Me Love You”  “Wonderful”
y 9

OF THE LAST 20 YEARS:
“Foule Sentimentale”
. BEeST FEMALE ARTIST
oF THE LAST 20 YEARS:
Myléne Farmer
" Best MaLe ARTIST &
OF THE Last 20 Y:Ansa i
Jean-Jacques Goldmoii, J \
CLaSSICAL COMPOSERM :
OF THE YEAR: b
p Philippe Hersant 1

MTV VIDEO MUSIC AWARDS
Best Groupr Vipeo: “Move Along”
MTV2 Awaro: “The Kill”

RINGTONE OF THE Year: “"Where'd You Go”

ASCAP R&S AWARDS

ECHO AWARDS o : PERFORMANCE AWARDS: a
. BEsT MALE ARTIST (lmERNAnoNA‘) Robb|e ‘Williams : “Give Me That” “My Boo”
1 Best Femate ARTisT (Nanonad): Christina Stiirmer "0 “We Belong Together” , v

Best Group {Internationas): Coldplay o ‘ '

Best Hip-Hop Group (Nationat): Fettes Brot . IVOR NOVELLO AWARDS ’ i
. Best Rock/ALTERNATIVE GROUP (Nationat): Rammstein THE ACADEMY FELLOWSHIP: 9 - ' -
* Best Newcomer (Nationat): Tokio Hotel Robin & Maurice Gibb of The Bee Gees . ; :

Best-SewinG U.K. Sincie: “That's My Goal” . v . o
4 STELLAR AWARDS

WORLD SOUNDTRACK

AWARDS BMI NASHVILLE

COMPOSER OF THE YEAR: AWARDS Artist Of THE Year: Donald Lawrence

Alberto Iglesias SONGWRITER OF THE YEAR: PrRODUCER OF THE Year: Donald Lawrence
¥ Ed Hill CD of tHe Year: “I Speak Life”

MTV EUROPE AWARDS PERFORMANCE AWARDS:
Best Femate: Christina Aguilera  “Drugs or Jesus”

Best Made: Justin Timberlake ~ “Georgia Rain® =

Best Pop: Justin Timberlake “My Old Friend”

Best Sonc: “Crozy” “Somebody’s Hero”

“Songs About Me”

ASCAP POP AWARDS “Who You'd Be Today”

FOUNDERS AWARD:

Annie Lehnox GRAMMIS AWARDS

SONG OF THE YEAR: & Best COMPOSER OF THE YEAR:

“We Belong Together” v Klas Ahlund & Robyn
PerFORMANCE Awarps: "My Boo” BesT SONG OF THE YEAR:
“My Place {Come On Over}” “Over and Over” “Money for Nothing”
“She Will Be Loved” “Speed of Sound” Best Atum OF THE Year: Robyn -
“This Love” »  “We Belong Together” Best FemaLe ARTiST OF THE Year: Robyn
“1985" “Behind These Hazel Eyes” Best Rock Act of THE Year: Kent
“Goodies” “Since U Been Gone” Best RINGTONE OF THE YEAR: “Step up”

e .

;. . . &
wwWwW americanradiohistorv com 'Y
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ALIVE AND KICKIN’ BUTT ALL OVER EUROPE

THAT'S ONE F£2 2222 INCREDIBLE TOUR P!NK

ROGER, LAURA, BILL, NICK, JIMMY

THE BAND, THE CREW

AND ALL OUR EUROPEAN PARTNERS
THANK YOU FOR MAKING IT HAPPEN AGAIN

FROM ALL YOUR FRIENDS AT

Marshell Aves

International Agency and Concert Presentations

Leeder House, 6 Erskine Road, London NW3 3AJ, England Tel + 44 (0)207 586 3831 email info@marshaill-arts.co.uk www.marshall-arts.co.uk
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THE TOP 10 DIGITAL DUDS

RADIO AWAKENING

Terrestrial broadcasiars
face their future

SELLING WHAT’S HIP

Alternative Distribution
Alliance’s Andy Allen

Shop Talk

With Five Fridays, Five Saturdays And Five Sundays Bringing Buyers
To Stores This Season, Retailers Are Still Wishing For A Flat Christmas

Even though sales appear slightly off last year’s pace in the first
three weeks of the holiday selling season, music merchandisers
say it still might outpace 2005.

In particular, they cite a favorable calendar—which as H.L.
Distributors owner Hinsul Lazo puts it, this year generously pro-
vides five full weekends of shopping before Christmas Day. That’s
five Fridays, five Saturdays and five Sundays. This December is
the only such month this year, and the next time it will occur is
in August 2008.

For the first three weeks of the holiday selling season—Nov. 20-
Dec. 10—U.S. album sales totaled 50.6 million, a 2.2% decline
from the 51.8 million units scanned in the corresponding period
in 2005, according to Nielsen SoundScan. Merchants are upbeat
because the slight decline in sales leaves them within striking dis-
tance of reaching flat sales, which would be good news after last
year’s disastrous season.

Last year, sales were down 8.3% during the five-week period,
and Thanksgiving week itself suffered a Nielsen SoundScan-
era record decline of 12%. This year, when Thanksgiving week
held steady at 17 million units, merchants considered that a
good start.

8 |

DECEMBER 23, 2006 | YEAR-END DOUBLE ISSUE

Moreover, merchants point out that people are shopping for
Christmas later and later every year. So far, “we are on plan, which
means we are slightly down with a low-single digit comparable-
store sales decline,” Value Music president Rob Perkins says. He
expects a big sales boom at the end: “With Christmas on Monday
this year, that gives you a full shopping day on
Saturday, so that should be a huge day for us.”

However, some music manufacturers area €95 75 1.
little Jess optimistic than merchants. e it .

“The season so far seems to be new-release o S
driven, event-driven and price-driven, but when =
you read stories about Wal-Mart being down, it's
disturbing and troubling,” one senior distribu-
tion executive says. Wal-Mart warned that it ex-
pects holiday sales to be disappointing.

But not everyone is down. Hastings Entertainment
chairman/CEO John Marmaduke says the Amarillo, Texas-based
chain’s holiday selling season is off to a decent start. “It looks
like some customers came back to music who had abandoned it
in July and August when no major releases came out,” he says.

Other merchants are more worried about profit margins than

SNoOj

wwWwW americanradiohistorvy com

HE AND HIS GANG

Jay DeMarcus on
Rascal Flatts' big year

PIRACY PROGRESS
Biz makes advances in
the LLS. and abroad

sales. Those worries began when Black Fri-
day kicked off with Minneapolis-based Best
Buy touting four hitalbums that day at $5.99
and Richmond, Va.-based Circuit City push-
ing eight albums for $6.99. Since then, hit
pricing has mostly slipped back to the $9.98
level ($9.72 for Wal-Mart), with the occa-
sional $6.99 or $7.99 hit. But the bottom line,
according to one merchant, is that among
all the big-box advertising circulars there is
a wide spread of hit titles for sale at loss-
leader prices.

In fact, because of falling profit margins,
Newbury Comics CEO Mike Dreese describes
the holiday season so far as “disappointing.
Unit volume is doing OK, but margins are
really challenged. On a typical day, [compa-
rable store] sales are down 4%, but margins
are down 10%.”

While traditional stores so far are slightly
down since the holiday selling season began,
the nontraditional sector—which includes
digital downloads, Amazon, Starbucks and
albums sold at concerts and through TV
commercials with 800-numbers—initially
put some big numbers up on the board be-
fore slacking off. During Thanksgiving
week, sales were up 53% in that sector,
which is ahead of the 47% year-to-date pace
it has generated, as of the week ending Dec.

3. But in the following two weeks, sales
were only up 41% and 33.6%, with both
weeks under-performing for the sector for
the year. )

Looking at individual albums, merchants were pleased with
the first-week sales of Jay-Z’s “Kingdom Come,” which came
out Nov. 21. But its second-week sales drop of nearly 80% con-
tinues what some see as a worrying trend that seems to indi-
cate that consumers are becoming more willing to burn CDs
than buy them.

Meanwhile, Value Music’s Perkins says Young Jeezy’s “Thug
Motivation: Inspiration” is moving briskly since its Dec. 12 re-
lease, with some slight outages in its first-week availability. At
Gallery of Sound in Wilkes Barre, Pa., VP Joe Nardone Jr. says
that “Eminem Presents: The Re-Up” is off to a good start, and

X
Jl..l LY

L\ S Lll )

o Yol

C | u aiu
- o e
Mg day on Satur ay

—ROB PERKINS, VALUE MUSIC

the chain can’t seem to get its hands on Vince Gill’s four-CD
boxed set, “These Days.”

While merchants expect big things for the last week coming
into Christmas, one notes that Dec. 19’s release schedule this
year is sub-par compared with last year’s, when Mary ]. Blige,
Jamie Foxx and the Notorious B.I1.G. debuted new titles.
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The Gospel Soundtrack
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Best Gospel Performance
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IT WAS OUR YEAR TO SHINE.

MARILYN BERGMAN — PRESIDENT
& CHAIRMAN OF THE BOARD

© ASCAP 2006 Data compiled from Biliboard 2006 Year-End Charts.
Numbers based on the Top 10 of each of the charts noted.
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LENNER: JEAN-PAUL AUSSENARD/WIREIMAGE.COM; STRINGER: JAMIE McCARTHY/WIREIMAGE.COM;

HUDGENS: JOHN SCIULLI/WIREIMAGE.COM: JAGGER: STEVE GRANITZ/WIREIMAGI

The Music_
Industry Big10

From Publishing To Touring, From Radio To Retail,
These Are The Stories That Rocked The Biz In 2006

1 UMG Takes Its Cut

For Doug Morris and Universal Music Group,
2006 has been a defining year. No longer con-
tent to stand by and watch other companies build
multibillion-dollar businesses off the back of
his music catalog, UMG’s chairman/CEO has
taken a hard line with brands seeking licensing
deals. In exchange for content he wants a piece
of the action.

In perhaps the biggest negotiating coup of
the last 12 months, Morris in November
strong-armed Microsoft into agreeing to pay
UMG a royalty for every Zune digital media
player it sells. The pact marks the first time a
label is participating in the profits of MP3
player sales from a major manufacturer. But
with Microsoft in desperate need of UMG’s
music to launch its big-budget rival to Apple’s
iPod/iTunes ecosystem, it was a price the tech
giant was willing to pay.

UMG put a similar squeeze on YouTube in
October when the label wrangled a small eq-
uity stake in the viral video giant ahead of its
$1.6 billion acquisition by Google. Granted,
UMG was not the only label to collect an eq-
uity stake from YouTube, which needed sup-
port from the music business to help clear the
way for its Google deal. But Morris publicly

ILLUSTRATION BY DAVID PLUNKERT

threatening a copyright infringement lawsuit
against the company just days earlier helped
persuade YouTube that peace with the major
labels was needed.

Meanwhile, companies unwilling to play
ball will UMG have felt the company’s wrath
in court. Most notably, Universal in Novem-
ber filed suit against MySpace for copyright
infringement after the two sides failed to
come to terms on a settlement agreement for
past infringing activity by the site’s users.
Nevermind that the News Corp.-owned so-

cial networking site was in the midst of test-

ing a content-filtering solution from
Gracenote that would protect UMG copy-
rights or that UMG distributes MySpace’s
new record label. Likewise, UMG also has
targeted bolt.com, a social networking site
along the lines of MySpace, and grouper.com,
a YouTube-style viral video site, for similar
alleged copyright infringement.

While critics in tech circles have decried
UMG for bullying startups and new, untested
services into paying “label taxes,” credit Mor-
ris for reaping big, and potentially precedent-
setting, dividends from the strategy.

As Morris publicly stated at the time of the
Zune deal: “Any business that’s built on the
bedrock of music, we should share in.”

2 Vivendi Buys BME Music Publishing

Just how hot are music publishing assets? Vivendi
in September agreed to pay a record €1.63 bil-
lion ($2.05 billion) for a catalog that initial esti-
mates valued at $1billion or less. To be sure, com-
petition helped drive the price. The parent of
Universal Music Group beat out more than 15
competing bidders, many leading private-equity
names including KKR, Bear Stearns, GTCR Gold-
ner Rauner and BC Partners. But the deal, which
is still awaiting approval from the European Union,
has a big strategic upside for Vivendi. The com-
pany plans to merge the pubbery with its own
Universal Music Publishing Group. UMPG claims
this will give them top market share among
publishers. (See story, page 30.)

3 Tower Records Closes

After years of struggling to pay bills—and two
bankruptcy filings—the music retail legend could
no longer outrun creditors. The 30-plus-year-old
company was liquidated Oct. 7. (See story, page
22)) After peaking in the ‘90s with a reported $355
million value and annual revenue topping $1billion,
Tower spent the last several years stumbling. In
the end, more than 89 stores were shuttered and
more than 2,700 jobs reportedly lost.

4. [lear Channel Goes Private

Tiring of its stock taking a beating in the public
market, where investors continually questioned
terrestrial radio’s future, Clear Channel Commu-
nications decided life would be better off oper-
ating as a private company. In November, the
largest U.S. radio station owner sold itself to a
consortium of private-equity firms led by Thomas
H. Lee and Bain Capital for $18.7 billion, in the
fourth-biggest buyout deal ever.

S Viacom Splits

The years post-2000 have not been kind to media
stocks. Frustrated that the public market wasn’t
appreciating the worth of the powerhouse brands
listed under the Viacom umbrella, chairman Sum-
ner Redstone made a bold move to unlock the
company’s value—he splitit in two. In January, the
broadcast TV and radio assets were spun off into
their own separate company called CBS, and the
cable TV and movie entities were paired to com-
prise the new Viacom. While CBS’ stock thrived
under the plan, Viacom’s, the expected beneficiary
of the strategy, struggled. Viacom CEO Tom Fre-
ston was fired in September in the face of asagging
stock and a struggling Internet strategy. Redstone
has turned to Philippe Dauman and Thomas Doo-
ley to turn around the company’s fortunes.

B Exec Shuffle At Sony BMG

Ongoing ripples of the culture
clash from the Sony BMG merger
continued in 2006 as a power
struggle between Sony and Ber-
telsmann led to shifts at the top
of the recorded-music giant’s ex-
ecutive ranks. In February, em-
battled Sony BMG CEO Andrew
Lack and nonexecutive chairman
Rolph Schmidt-Holtz flip-flopped
roles in a bid to mollify Bertels-
mann execs unhappy with the

DECEMBER 23, 2006 |
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joint venture’s performance. Tim Bowen was
named COO, replacing Michael Smellie. Sony
Music’s two highest-ranking creative executives—
Sony Music Label Group chairman/CEO Don len-
ner and Michele Anthony, president/COO of the
division and executive VP of Sony BMG—then
left in June amid feuding with Schmidt-Holtz.
Sony BMG Music U.K. chairman/CEO Rob
Stringer—younger brother of Sony Corp. chair-
man Howard Stringer—took over for lenner in
the role of president of SMLG Sept. 1.

"7 'ligh School Musical' Dominates

The year’s top-selling album is
the soundtrack of a Disney
made-for-TV movie that noone
older than 16 had heard of when
it stormed the charts in January.
Since then, the movie and its music have become
a phenomenon. (See story, page 12.) “High
School Musical” has sold more than 3 million al-
bums, placed seven songs on The Billboard Hot
100, claimed a TV viewership of more than 60
million and landed record deals for three cast
members. Disney would use the tween-market-
ing formula it established with “HSM” in similar
successful fashion with soundtracks to “Chee-
tah Girls 2” and “Hannah Montana.”

8 Sony BME Reconsidered

As if the merger of Sony and BMG didn’t have
enough of its own problems, European Unionreg-
ulators this year added one more to the company’s
laundry list. In July, the EU reopened its review of
the legality of the combination.after an EU court
annulled a 2004 decision authorizing the merger.
The European Court of First Instance in Luxem-
bourg ruled thatthe EC, the EU’s antitrust author-
ity, had incomplete evidence and inadequate rea-
soning for approving the merger. Not only is the
fate of Sony BMG now in question, but it also has
put the brakes on a potential merger between
Warner Music Group and EMI.

S Stones Set Record Tour bross

What better for the “world’s
biggest rock band” than historic
gate receipts to back upits billing?
The Rolling Stones recaptured the
“top-grossing tour ever” mantle
from U2in 2006 by raking in $437
million on its A Bigger Bang tour. Strong sales for
the Stones reflected a big year for the touring busi-
ness ingeneral, which saw revenue jump 35% dur-
ing the last 12 months, after two consecutive flat
years. In addition to the Stones, business was
buoyed by successful treks from Tim McGraw and
Faith Hill, U2 and Barbra Streisand, among others.
‘(See story, page YE-8.)

10 U.S. Mobile Downloading Begins

Over-the-air downloading of music to cell
phones won’t. overtake the PC download busi-
ness anytime soon. But the practice began to
show early signs of life with U.S. consumers in
2006. (See story, page 16.) Sprint says it has
sold more than 8 million OTA tracks at $2.50
per song since November 2005. Meanwhile,
Verizon Wireless bowed an OTA service in_
January, selling tracks for $1.99 each, but has
declined to disclose its sales figures.

www.billboard.biz | 1
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Lessons

THE BIGGEST STARS
OF 2006: The cast of
‘High School Musical,’
of course. INSET, BELOW:
‘HSM’ merch madness.

Learned

Disney’s ‘High School Musical’ Mega-Phenomenon

If you were caught a little off guard by the explosive, literally
unprecedented success of this year’s Disney’s “High School
Musical,” well, you weren’t alone.

“I would love to say I had a crystal ball,” says Damon White-
side, VP of marketing for Walt Disney Records. “There had-
't been a musical done like this for kids in years, and we
knew the freshness would work. For the soundtrack, we knew
there was a musical movie airing in 90 mil-
lion homes on the Disney Channel and that
kids exposed to our music tend to purchase o
it. But I didn’t think we would have triple-
platinum success. We're moving towards 6
million units worldwide. It’s really the first
tween Disney product that has reached
around the world. And it’s still growing.”

The TV movie revolves around a couple of
teens who meetata karaoke contest. Once the show took legs,
the powerhouse synergy of Disney’s various sectors took over:
“High School Musical” pep rallies at the theme parks, mer-
chandise, branded magazines, soundtracks, DVDs, games
and more. “Our company knows how to maximize a fran-
chise,” Whiteside says. “This is just the biggest example of a
tween franchise that the company could get behind.”

But one of the earliest parts of the campaign may hold a
lesson for the music biz—giving away a song for free.

[n printand online advertising for “High School Musical”
that preceded the movie’s airing on the Disney Channel,

HIGH
SCHOOL
RUSICAL

ANATOMY OF A HIT sehinda Star-Making TV Show

Here’s the answer: KT Tunstall, Corinne Bailey Ray, James Blunt,
Gnarls Barkley, the Fray and Mat Kearney. If you guessed that
the question was “What artists that emerged big time in 2006?”
you’d only be partially right. Each of these stars was featured
this year on ABC’s hit TV series “Grey’s Anatomy” before they
hit big anyplace else. And each was placed in the series by
music supervisor Alexandra Patsavas, who owns and runs
Pasadena, Calif.-based Chop Shop Music.
“Television music is really coming of age,” Patsavas says.
“ ‘Grey’s Anatomy’ was nominated for a Grammy—usu-

tweens were directed to the “HSM” Web site to download a
free track. That song, “Breaking Free,” ended up being one
of the biggest hits on the album. “It was a great way to sam-
ple the music and to drive kids to the site,” Whiteside says.
“The interesting thing is the track we were giving away as the
free download ended up being the most-purchased oniTunes.”

That's no small feat considering the success of the various
tracks. Disney spawned nine Billboard Hot 100
singles, including the No. 4 hit “Breaking Free.”
No other soundtrack has ever managed the feat
of charting nine original songs on the Hot 100—
not “Saturday Night Fever,” “Purple Rain,” “The
Bodyguard” or even “Grease.”

That sort of jackpot showed the industry a
few things. For one, Disney had the top-sell-
ing album of the year with no mainstream radio
play. And, thanks to “HSM,” tweens—6- to 14-year-olds by
Whiteside’s definition—may have been the buzzword of ’06.
“We knew coming out of the holidays last year that so many
tweens had iPods, and the promotion hit right after Christ-
mas. . . [twoke up the industry overnight to the power of the

tween market.”

Next year, Disney will try to cash in on
its own lessons. “Jump In,” something of
a hip-hop version of “HSM,” airs in Janu-
ary. And a proper “HSM” sequel is expected
in late summer.

TOP 5 BRANDING

ally that’s more feature film territory.” Overall, it was

abanner year for music in TV. “In years past it was a

few songs an episode, and now it’s not uncommon to

see eight to 10 synched,” Patsavas says. “In the past

a song added value because the audience knew it.
Now it adds value because they don’t.”
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A Survey Of Three Great Marketing Minds
On What Did—And Didn’t—Work

GAYLE TROBERMAN. director of MSN Branded
Entertainment & Experiences

This is the year we really started to see the biggest
and most influential marketers—the Coca-Colas, Proc-
tor & Gambles, automotive companies—treat the Web
as core. It used to be more, “How do we extend our
TV campaign to the Web?”

User-generated content broke through, and you saw agencies cre-
ating content that looks user-gen. | think the “Saturday Night Live”
“Lazy Sunday” segment was the breakthrough moment when agen-
cies and creatives looked and said, “Wow.”

The Red Campaign [Bono and launch partners American Express,
Gap, Converse and Giorgio Armani launched Red to fight AIDS and
announced a series of “red”-branded products] was the best | saw in
’06. The scale at which that program came together, the integration for
marketers in cause-related marketing and the way all of those brands
actually made it real—they didn’t just write a check. They enabled con-
sumers to be a part of a cause with their purchases.

But | think there’s also this “chasing the next fad” approach, which
won’t build sustainable businesses. You hear about something new
that Brand X had a good experience with, so now every brand comes
to us and says, “We should do that!” But it may not make sense for
your brand. It has to be authentic.

JOSH RABINOWITZ, senior VP/director of music, Grey Worldwide
The Bud Select TV campaign [featuring footage from
Jay-Z’s “Show Me What You Got” video] borrows pop
superstardom cachet and connects to consumers and
certainly helped push initial sales of [Jay-Z’s] “King-
dom Come.” But the Liberty Mutual “Responsibility”
spot/campaign is smarter because the narrative of
the ad fits perfectly with the sound and the ethos of the
great song used called “Half Acre” by Hem—and a tal-
ented and not super well-known band gets an outlet for getting their
music to consumers in a way that a record label can’t, at a license fee
that gets a bigger and better ROI.

Universal Music Group teaming with the media investment arm of
WPP’s Group M to form BrandAmp [to team UMG artists with WPP
brand clients] is a great example of the shift in perception and stature
of music in the music/advertising/branding consciousness. WPP is
likely enticing a trend: Advertisers sharing in profits in royalties of
songs used in their advertising, and the augmented role of the adver-
tiser in the distribution and delivery of music to consumers. “Brandown-
able” vs. “brandrentable” music will be a big part of the evolving music
business in years to come.

The record business and Microsoft’s Zune were
the two mongo flops in '06. They are examples of
two forces that defined, literally, their businesses,
music and technology, that have lost at their own
games. There are real opportunities as the music

business evolves out of a “record” business.

DAMON WHITESIDE, vp of
marketing, Walt Disney Records
The emergent technologies are
pretty exciting, but probably the
biggest example of what | saw out
there working for the music indus-
try in’06 was “American ldol.” Look at Carrie Under-
wood—it’s one of the best-selling albums of the year,
and it was created overnight by a TV show. 'min awe
of that. Look at Kelly Clarkson this past year. That
was all driven from this TV show. It may not be rele-
vatory in the sense of new media and the YouTubes
of the world. But you look at what “American Idol”
has done and what it continues to do . . . It’s lever-
aging the power of television with kids and tweens
and teens and even adults and creating superstars.

24/7 BRANDING NEWS GO TO BILLBOARD.BIZ/BRANDING

H. 5. MUSICAL AND GREY'S ANATOMY COURTESY OF DISNEY
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CONGRATULATIONS. ..

COLDPLAY 3X PLATINUM GRAMMY® NOMINEE

CORINNE BAILEY RAE PLATINUM 3X GRAMMY® NOMINEE
PAUL MCCARTNEY GOLD GRAMMY® NOMINEE

OKGO GRAMMY® NOMINEE

ROSANNE CASH GRAMMY® NOMINEE

BOB SEGER PLATINUM

LETOYA PLATINUM

CHERISH GoLD

CHINGY GOLD

WE ALL SHINE ON
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Telephone Tunes

Cingular, Verizon And
Sprint Tested The Waters
Of Subscription And

A La Carte Services

commence.

pected early next year, the true test of whether a sub-
scription or a la carte model works best on wireless will

Cingular VP of consumer data services Jim Ryan

believes wireless will rejuvenate the struggling music-

This year marked the beginning of a revolutionary ex-
periment to sell and distribute digital music to and
from mobile phones. The stage is only just being set,
with the business models,
pricing and marketing is-
sues still evolving.

Sprint and Verizon
Wireless jumped in early
with a la carte music serv-
ices that let users down-
load full tracks right to
their phones, with a copy
sent to their PCs. Sprint
charges $2.50 per track,
while Verizon charges $2.
As of Dec. 4, more than 9
million songs had been
downloaded via the Sprint
service. Verizon has not yet
disclosed sales.

In October, Cingular Wireless introduced a subscrip-
tion model, providing mobile access to existing serv-
ices like eMusic, Napster and Yahoo Music. Customers
can’t wirelessly download music yet, but they can trans-
fer subscription tracks from their PC to their phones.

Once Cingular adds over-the-air downloading, ex-

HANDSET HEAT

JIM RYAN thinks wireless will spark music
subscriptions, while ALANA MULLER says
that creating awareness of such devices’
capabilities is a challenge for operators.

effort as well.

subscription model. “We can double their base in the
next 12 months,” he says.
Sprint executives, meanwhile, seem content with

the a la carte model, but
haven’t ruled out a sub-
scription element in the
future.

The more immediate
goal for 2007 is to raise
awareness of both models.
Only 3% of mobile users
say they’ve listened to
music on mobile phones,
so the wireless industry
hopes that offering a broad
portfolio of mobile-music
services (see list, below)
will spark consumer inter-
estin 2007. A pending mo-
bile-music service from

mobile-phone manufacturer Nokia could aid in that

“That’s one of the biggest challenges for wireless op-
erators—generating awareness of the capabilities of
their particular device,” Sprint director of entertain-
ment product marketing Alana Muller says. ccee

Roughly one of every eight phones sold in the United States this year through October can store and play music
files like an MP3 player, according to data from the NPD Group. So which ones ruled the 06 roost? It depends on
your parameters. Below, we present the five music phones that shined in terms of raising the bar of functionality
and the five that sold the best. Some came close to both: The LG Chocolate came in 11th and the Fusic 16th. The
Sync came too late for sales to be tracked, and the N91and XpressMusic aren’t yet available from U.S. operators.

SHINED
LG CHOCOLATE

LG’s Chocolate offered by Verizon Wireless. Fea-
tures an iPod-like design, WMA support and up to
2 GB of storage with a removable memory card.

SAMSUNG SYNDC

Samsung’s Sync offered by Cingular. Newest on
the block, it contains Microsoft’s digital rights
management technology, allowing it to play sub-
scription-music tracks, as well as a 2-megapixel
camera and Bluetooth.

LG FUSIC

LG’s Fusic, offered by Sprint. Contains the first
internal FM tuner of any U.S. phone, dedicated
music-player buttons and external stereo
speakers.

NOKIA NS

Nokia’s N91. Not yet offered by any U.S. operator.
Features 4 GB of memory for up to 3,000 tracks,
WMA support and music-management software.

NOKIA XPRESS MUSIC

Nokia’s XpressMusic, features 1 GB of expand-
able memory, USB 2.0 support for PC music
transfer and built-in integration with various
Yahoo Web services like e-mail and messaging.

16 | DECEMBER 23,2006 | YEAR-END DOUBLE ISSUE

wwWw americanradiohistorvy com

SOLD
1.LG vX8300

1.13 million
(U.S. units sold)

Z.MOTOROLA
RAZR V3M

1.01 million

4. MOTOROLA
E8IS
810,000

SONY-
ERICSSON
Z520A
700,253

5. LG vX8100
569,000

SOURCE: NPD Group / US.
handset sales May-October 2006

_ ringtone market.

THE PUSSYCAT DOLLS

BEYOND THERINGTONE

Four Mobile Applications Unto Their Own

Looking to raise the volume of the
mobile-music message, wireless
operators are creating a broad
range of music-related services in
an attempt to recast the mobile
phone as an entertainment hub.
Below are just a few of the music-
related services and applications
that gained prominence during the
course of this year:

STREAMING RADIO

Sirius and XM Satellite Radio stations
now stream multiple channels over
such wireless networks as Sprint, Cin-
gular and Alltel for a monthly fee.
Others like MobiRadio and MSpot
offer programming as well.

STREAMING CONCERTS
Wireless operators have sponsored
and hosted live performances by
such acts as the Fugees, Josh Turner
and the Pussycat Dolls and made
them available for download or, in
some cases, streaming live exclu-
sively to subscribers.

CONCERT TICKETS
Wireless leaders like Nokia and Ver-
izon Wireless have begun experi-

TOP 5 MOBILE
STORIES OF ‘06

\/ F r".!l’_"

F"Iastlrc':rmgeonesl‘
increase to 80% of

menting with using mobile phones
as a means to enter live events. Trials
are under way that let fans buy their
tickets via the mobile phone and re-
ceive a unique bar code sent to the
phone’s screen that can be scanned
like a paper ticket.

LIFESTYLE PORTALS

Not content with letting wireless
operators dictate how ringtones
and other music content is offered
to wireless users, lifestyle icons like
Kevin Lyman and Tony Hawk are
creating their own mobile-content
portals focused solely on content
of interest to their core audience.

PUSSYCAT DOLLS: STEVE JENNINGS/WIREIMAGE.COM: LYMAN: EUGENE GOLOGURSKY/WIREIMAGE.COM: HAWK: ALBERTO E. RODRIGUEZ/WIREIMAGE.COM
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.~ #I NEW R&B/HIP HOP ARTIST - NE-YO

- (DEF JAM/IDIMG)

#1 ARTIST - Duo,/Group - NICKELBACK

OADRUNNER/IDIMG)
#1 HOT 100 ARTIST - Duo,/Group - NICKELBACK

[ROADRUNNER/IDIMG)

#1 ARTIST - Female - RIHANNA

SRP/DEF JAM/IDIMG]

] HOT 100 ARTIST - Female - RIHANNA

" (SRP/DEF JAM/IDIMG]

#I1 POP 100 ARTIST - RIHANNA

 (SRP/DEF JAM/IDIMG)

#1 HOT DANCE AIRPLAY - "5.0.5." - RIHANNA

(SRP/DEF JAM/IDIMG)

#1 HOT 100 LABEL - IDJMG
#1 POP 100 LABEL - IDIMG
#1 R&B/HIP-HOP ALBUM IMPRINT - DEF JAM
#1 R&B/HIP-HOP LABEL - IDIMG
#1 HOT R&B/HIP-HOP SONGS IMPRINT - DEF JAM
#1 HOT R&B/HIP-HOP SONGS LABEL - IDJMG
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STUDIOSS

Studio 88, owned by Chicago Bears
Tight End Desmond Clark, is a state-of-
the-art, 32-track, sound proof recording
facility, located in Lakeland, Florida.

YOUR ONE STOP SHOP
FOR ALL YOUR MUSICAL NEEDS

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

501 W. 2ND STREET LAKELAND FL, 33805

www.thestudio88.com

EQUIPMENT

» {so booths
» Triton Keyboard
» MPC 2000XL

Console
» Sony Mics
» Rode Mics

» 32-Track Song/MCl

» Quested Power Monitors

» Power Mac G5 Computer

» Protools HD for recording

» Logic/Sound Forge Gold
Wave and Audition

International ,s
Guide _

2006z

A6BG18
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Order online: www.orderbillboard.com
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IWin

Chalk up another victory for the
status quo. When it comes to com-
petition in the digital music mar-
ket in 2006, Apple Computer
obliterated the competition. Again.
As much as the world is ready for
another story, talk of iPod killers,
unlimited subscription services and
OTA downloading—or at least sub-
stantial success for-any of them—
will have to wait another year. Steve
Jobs and company easily trumped
all comers in the music space over
the last 12 months. Now comes the
piling-on: Piper Jaffray analyst
Gene Munster is forecasting that
the company could ship a record
16 million iPods during its Decem-
ber quarter. And as market-share
data from NPD group illustrates,
Apple is on pace to improve its
dominating performance in 2005.

SOURCE: The NPD Group

Apple
74.6%

Samsung * Sony

2.3% 1.7%

Creative Labs

4.1%

Other
7.7%

18

WARNER MUSIC
LATINA

Laura Pausini,

REYES RECORDS INC.
MUSIC DISTRIBUTORS

140 N.W. 22 Avenue
Miami, Florida 33125

(305) 541

the talented Italian

singer/songwriter, delivers
two new albums: one in Spanish
and one in ltalian entitled,

“Yo Canto and 10 Canto” respectively.
hitp.//www.reyesrecords.com E-mail: reyesrecords@reyesrecords.com
TODO EN.MUSICA # EVERYTHlNG YOU NEED IN MUSIC
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The Year That Wasn’t

Dashed Hopes And Expectations, From Zune’s
Music Revolution To Amazon.com’s New Store

When it comes to digital
business, 2006 is as notable
for what didn’t happen as
what did.

Exemplifying the trend
was Microsoft’s Zune, which
didn’t turn out to be any-
where close to an iPod killer,
despite a big-budget market-
ing campaign heralding its
release and months of press
hype anticipating its arrival.
In fact, for all the hoopla, Mi-
crosoft says it is aiming to
sell only a modest 1 million
Zune units by the end of its
fiscal year, June 2007.

Not helping matters: Early
reviewers of the product are

underwhelmed, finding fault with everything
from its deliberately hamstrung wireless shar-
ing capabilities and its oversized, boxy design
to its price tag, which at $249 for 30 GB costs as

much as the slimmer, more
feature-rich 30 GB iPod.

By no means should Mi-
crosoft be counted out of the
digital music space. But for
those waiting for a magic-
bullet answer to the iPod
this year, Zune wasn't it.

Then again, neither were
any of the other products and
services from Apple rivals.

MTV stumbled badly
with its Urge music service
and preferred music player,
the underrated but little-
purchased iRiver Clix. Its ef-
fort was largely undercut
when technology partner
Microsoft opted to not make

vvvvvv,americanmldinhismrv,mm

Hrowr

tuires »
vetings

Backiight

%@
Enas
o))

E]...._

nmmo«mﬂooe
mnnmnmmmmn
CR N N

- Bl

The iPHONE was just one of the

much-discussed devices from

Apple’s product-development
front that never saw light in '06.

TOP 5 DIGITAL
STORIES OF ‘06

Viral video takes off;
Google buys YouTube for
$1.6 billion.

Apple continues
dominance of digital
music market.

DOJ probes majors on
digital pricing.

Microsoft launches
Zune; “Plays for Sure”
alliance splinters.

MySpace, Yahoo back
MP3; majors back away
from CD copy protection.

the Zune compatible with
other existing Microsoft dig-
ital music services.

And Real Networks didn’t
win legions of new fans of
portable subscription serv-
ices with its new branded
digital device, the Sansa
Rhapsody from San Disk, de-
spite a high-profile alliance
with consumer electronics
giant Best Buy.

Other so-called Apple ri-
vals never even made it to
market.

Neither Amazon nor Tar-
get launched new services,
contrary to expectations.

New services like Spiral-

Frog, Mashboxx and Qtrax have generated
plenty of press ink and Web chatter in the last
year, based on promises to convert peer-to-
peer users into legitimate consumers with

free ad-supported music.
But they too are yet to
launch. All three services
remain mired in content-
licensing negotiations with
the major labels.

Even Apple turned out to
be largely a non-story on
the product-development
front. For all the talk of
touch-screen video iPods,
iPhones and Apple flat-
screen TVs, not a one saw
daylight in 2006.

The good news, of
course, is all these non-de-
velopments leave plenty of
room for continued specu-
lation in 2007. .

IPHONE: CONCEPT ILLUSTRATION CORTSEY TOBIAS HILDEBRANDT/EYECANDY.AT
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 The Year

In Music & Touring |

Maobile
games
Such acts as
Gorillaz,
Destiny’s Child,
Beyoncé, Bob
Marley and 50
Cent have all
created games
for mobile
phones that
feature their
likenesses
and music.

Saints Row
(THO),
Xbox 360
Soundtrack
features 130
songs. Additional
tracks untocked
by purchasing
them from in-
game record
stores. Character
carries an MP3
player that lets
gamers create
custom mixes.

Scarface:
The World s
Yours (Vivendi
Universal
Games). PS2
and Xbox 360
There are 120-plus
songs, from the
original movie
score to modern
hits. Genre-
specific playlists
span from rock to
reggaeton.

Guitar Hero !l
(RedDctane),
PS2
Gamers keep pace
with 40 songs
(from Aerosmith
and Nirvana to
Lynyrd Skynyrd)
using a guitar-
like controller.
Activision bought
developer
RedOctane

partially to getits -

hands on this title.

THE SOUND AND THE FURY

Videogames Raise The Bar In ’06 On Integrating Tunes

Madden
NFLO7 (EA),
Xbox 360
(all platforms)
Soundtrack nearly
doubled this year
to 35 hit songs.
The series
traditionally
works with labels
to place songs on
the soundtrackin
advance of their
albumrelease as a
promotional tool.

Console Wrap-Up

With Sony’s PlayStation3, Nintendo’s
Wii and Microsoft’s Xbox 360 now all in
the marketplace, the battle for next-gen-
eration videogame console supremacy
has officially started. Sony still holds the
lead with a 60% market share, followed
by Microsoft and Nintendo’s 20% each.

But with the intro-
duction of the next-
generation consoles,
the slate is effectively
wiped clean. Sony has
the most to lose be-
cause of its leadership
position, but also be-
cause the PS3 is the
most expensive, the
most difficult to
mass- produce and,
frankly, because Sony
has bungled every
product release in re-
cent memory. Mi-
crosoft has gained
ground with the supe-
rior networking capa-
bilities of the Xbox,
positioning it as a

TOP 5 GAMING
STORIES OF ‘0B

hub. But Nintendo, with its bargain-
basement pricing, laser-focus on gam-
ing and innovative controller seems to
be making the biggest strides. Early re-
ports saw Nintendo’s Wii seizing the
market-share crown in November.
Battle lines could shift if game con-
soles become the de
facto center of the liv-
ing room entertain-
ment experience by
virtue of their high-
speed Internet con-
nection, large-
capacity hard drive
and high-definition
video output. Micro-
soft is already selling
movies and TV
shows digitally via the
Xbox 360, with music
on the way. Sony has
a similar network
store limited to games
and is expected to pro-
vide access to more
media via the Sony
Connect store in the
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Double-Time Growth

Second Life And Social Networks Explode Onto The Scene

Linden Labs’ Second Life (secondlife.com) emerged
late in 2006 as a social network of real promise. Mem-
bers tour the virtual 3D world using digital replicas
called avatars, buy land and buildings, and pay real .
money to purchase fake clothes and weapons and—in-
creasingly—music. Membership has skyrocketed from
100,000 at the beginning of 2005 to more than 1.5 mil-

MOG

lion by press time. Growth continues at a monthly rate

0f 10%-12%, but some analysts predict 9 million mem-

bers by June.

Just as corporate America flocked to MySpace as a
marketing bonanza, so is it now to Second Life. Adi-
das, American Apparel, Dell Computer and Toyota have
all established a presence, Sony BMG opened a Media
Island where visitors can stream music and most music
labels are now preparing Second Life strategies.

Other targeted social networks are popping up on

the Web as well, catering specifically
to a music niche. A few notables:

LAST.FM
What it is: Free streaming Internet
radio and music-tracking service that
recommends music and matches
like-minded members.

Target demo: A global audience of
15 million music buffs who mix and
match other links to sites like Flickr
and MySpace to create custom pro-
files and services.

Music moment of 2006: The prima-
rily European phenomenon made
abig splash in the U.S. this year.
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What it is: Software reads all digital tracks on mem-
bers’ hard drives and lists what each has played lately.
Lets other members listen to 30-second samples.
Target demo: Music geeks and know-it-alls.

Music moment of 2006: Attracted indie icon Frank
Black as an early beta blogger.

BUZZNET

What it is: A more structured version of MySpace,
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supporting upload of photos and video from all
sources, including mobile phones.

Target demo: Older, more tech-savvy users not inter-
ested in the hook-up heavy MySpace scene.

Music moment of 2006: Built and operated an online
community for the Coachella music festival that only
the event’s ticketbuyers could access.

TAGWDRLD

What it is; A music-focused My-
Space that lets members create
custom playlists from participat-
ing acts, tracks the number of spins
each song receives and provides
usage data for artists.

Target demo: Musicians who want a
less crowded scene than MySpace
and fans who want to post music.
Music moment of 2006: Unsigned

acts Captain Ahab and Louden -

Swain win virtual contest to land
a song on the “Snakes on a Plane”
soundtrack.

home entertainment

future. —_—
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THE REMIX GENERATION
Users Mold Content, Marketers Buy In: 2006’s
Top Five User-Generated Music Marketing ldeas

Janet Jackson album-cover contest. Fan contest to design the
album cover of Jackson’s hew album results in her changing the
name from “20 Years Old” to “20 Y.0.”

Lil’ Jon’s “Snap Yo Fingers” video remix. Crunk King produces a col-
lage of user-submitted videos of fans dancing to the hit single;
generates almost as many streams on Yahoo as the studio version.

OK Go's videos. Filmed with a hand-held camera and decidedly
low-tech production values, thousands of fans remake OK Go’s
videos and and post them to YouTube, resulting in a massive viral-
marketing force.

TagWorld’s “Snakes on a Plane” soundtrack contest. Producers
hold a virtual “battle of the bands” on the music-focused social
network. Winner Captain Ahab gets coveted spot on cult-movie
soundtrack.

Beck’s interactive album cover For the album “The Information,”
Beck does not release static album art, but a collection of art el-
ements that fans can cobble together to create their own custom
album cover, which many posted to sites like Last.FM.
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FOR 24/7 DIGITAL NEWS GO TO BILLBOARD.BIZ/DIGITAL

BECK COVER ILLUSTRATIONS BY (FROM LEFT): KRISTINA TUNZI, ERIN PARKER. COURTNEY MARKS.
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FOXW00DS.COM

FOX THEATRE ENTERTAINMENT

HOT ON THE GHARTS

Howie Mandel . Alicia Keys . Chris Rock . Sheryl Crow . Ashanti . Norah Jones . Seal . Train . Jewel . Bob Dylan
John Legend . Clay Aiken . Babyface . Rihanna . 112 . Bonnie Raitt . LL Cool J . Juanez . Common . Lyfe . Carrie Underwood
Jon Stewart . Wyclef Jean . Mary J Blige . Alanis Morissette . Josh Groban . Fabolous . George Carlin . Gipsy Kings
David Copperfield . Leann Rimes . Los Lonely Boys . New Edition . Sean Paul . The Wreckers . Toni Braxton . Tyler Hilton
Nick Lachey . Mariah Carey . Trisha Yearwood . Steve Winwood . Ginuwine . Staind . Celtic Woman . Ciara and many more!

£4 FOXWADDS

Mashantucket Pequot Tribal Nation

Call 1.860.312.4500 . Thomas L. Cantone, Vice President Entertainment & Marketing

Conveniently located off 1-95 in the Mystic Country region of southeast Connecticut.
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In The Wake of Tower and Musicland’s Closing,

tes

Niche Genres And Indie Labels Search For Plan Bs.

While the demise this year of Tower Records and Musi-
cland were serious body blows to record labels, music
suppliers are hopeful that the nearly 800 store closures
will help prop up the remaining retail account base.

Musicland, which started the year with about 1,000
stores, filed Chapter 11 in January and its liquidation
was completed by March, with Trans World picking up.
330 of those outlets and the remainder shuttered.

The 89-unit Tower filed for Chapter 11 protection in
August, and in October Trans World lost a bidding war

to a consortium of liquidators. At

press time, about 85 stores were still g 4 ' Tup 5 RETA"_ l“_
7 ‘

STORIES OF ‘06

open, butall are expected to be shut-
tered by Dec. 22.
Independent labels are running

scared due to the demise of Tower, Tower Recordsis

one senior independent distribution liquidated, marking the
executive says. In particular, the rock- end of an era. i

oriented indie labels are worried Musicland files for

about their ability to break new artists Chaptér n @dkﬁqdd?ted:] Li
because the West Sacramento, Calif.- asmost storesclose.
based chain—which overall ac- | Bake_r__&Taon'rioja to £
counted for a 2.5% market share but Castle Harlan for $455 §
had about a 4.5% market share for ‘million. A

indie labels—could comprise 30% of : _S_purg.j_'é Interlink

8

the initial retail buy-in for baby rock leaves company aft >
bands, Alternative Distribution pres- floundered attempt to go
ident Andy Allen says. private.

The majors’ indie .
distribution infatuation
blooms as WMG buys Ryko i
Distribution, EMl re-invests
inCaroline, andFontana
makes its impact, all
f