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GROWING STRONG.

' THE SESAC FAMILY IS PROUD OF OUR WINNERS & NOMINEES!

THIS YEAR'S SESAC GRAMMY WINNERS INC_UDE

/

v 4
BOB DYLAN NATE “DANJA™ HILLS

BEST ROCK YCTAL PERFORMANCE, “SOMEDAY BEST R&B 3CNG, “BE WITHOUT YOU" RECORDED BEST CO*ITEMPORARY R&B ALBUM, DAY, BEST GOSPEL PERFORMANCE, “VICTORY”,

BABY" // BESTCONTEMPORARY FOLK/AMERICANA  BY MARY J ELIGE // BEST R&B ALBUM, THE RECOF DED EY BEYONCE RECORDED BY YOLANDA ADAMS

ALBUM, MODERN TIVES BREAKTHROLGH BY MARY J. BLIGE

A

KELI PRICE JOHN WEBB GREG CURTIS

BEST CONTEMPORARY R&B ALBUM, BEST CONTEMPORARY R&B ALBUM, BEST GOSPEL PERFORMACE, “VICTORY"
B'DAY. RECORDED BY BEYONCE 8'DAY. RECORDED BY BEYONCE RECORDED BY YOLANDA #DAMS

JASON PERRY, BEST R&B SONG, “BE WITHOUT YOU” RECORDED BY MARY J. BLIGE

AND OUR OUTSTANDING NOMINEES:

BRYAN-MICHAEL COX < NATE (DANJA) HILLS « JASON PERRY < BILLY MANN < BOB DYLAN < SWiZZ BEATZ
KELI NICOLE PRICE  JOHN WEBB - KENDRICK DEAN  DANIEL GLASS « MICHAEL WINANS JR.
PETER ZORA <« NICK “FURY” LOFTIN « THE GRASCALS + JIM LAUDERDALE - GREG CURTIS + LEELAND
WO0O0DY WRIGHT « ALEERT BRUMLEY < JERRY SALLEY  STEVE NELSON - DENNY JIOSA

~ [SIE[S]A[C]

FOR YOUR PERFORMING RIGHTS

WWW.SESAC CIM
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K ANDERSON; REDWALLS: PAUL NATKIN/WIREIMAGE.COM: YOUNG BUCK: JONATHAN MANNION

STONE: PAUL CONROY; ATKINS: ERI
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TOP BLUEGRASS

TOP CLASSICAL

TOP CLASSICAL CROSSOVER 67

TOP COUNTRY 62

TOP DIGITAL 68

TOP ELECTRONIC | 65

TOP HEATSEEKERS I 69‘

TOP JAZZ 67

TOP CONTEMPORARY JAZZ 67

TOP POP CATALOG 68

~Top R&B/HIP- HOP 59

TOP REGGAE 59

PAGE

TOP INTERNET 68

Billlboard

ON THE CHARTS

ARTIST / TITLE -

DAUGHTRY /
DAUGHTRY

"NICKEL CREEK /
FIEASONS_WHV (THE VERY BEEI)_
STING /

SONGS mOM_T”E LABYRINTH
JOSH GROBAN /
NWAKE

DIXIE CHICKS /
TAKING THE LONG WAV

FALL out BOY/
INFINITY ON HIGH

GNARKS BARKLEY /
l\ ST ELSEWHERE

K/
BEAT'N DOWN YD BLOCK

NORAH JONES /
i NOT TOO LATE

HARRY CONNICK, JR./
_OH, MY NOLA

" DAVEKOZ/
AT THE MOVIES

MARCO ANTONIO SDLIS/ “E
TOP LATIN l 641 LA HISTORIA COMTINUA. ”ARTE£ L

SELAH /

HIDING PLACE
ﬁ ROBIN THICKE /
TME EVDLUTION OF ROBIM THICKE
r 'DAMIAN “IR. GONG™ MARLEY /

WELCOME TO JAMROCK

ARTIST / TITLE

ADULT CONTEMPORARY | 57 [ mw oﬁ«vre:zlwonm 70 CHANGE
ADULT TOP 40 | 57 2’2‘1%’?2’352’
HOT COUNTRY 63 mfsﬁ@ﬂkégfuﬁﬂm
HOT DANCE CLUB PLAY | 65 ;‘;H%.ZI?“"“’
HOT DANCE AIRPLAY 65 e
HOT DIGITAL SONGS | 57 ! msm.i cmv M HOT
HOT 100 | 56 II'Q“.ZQWHOL _— =
HOT 100 AIRPLAY 57 Iv.él[l]VD FEATURING LIU WAYNE /
© HOT SINGLES SALES | 58 | BILY JoeL/
HOT LATIN SONGS 64 CONJUNTO PRIMAVERA /
MODERN ROCK 57 ::II:EE DAYS GRACE /
B 5052 00 ) 58 jvlfqirt Is':)gs"::(mlbil('%(/lg ARDUND
POP 100 AIRPLAY | 58 SR
HOT R&B/HIP-HOP TR

HOT R&B/HIP-HOP AIRPLAY 60
R&B/HIP HOP SINGLES SALES & 60

F61* t

LOST WITHOUT U
= ROBIN THICKE /
LOST WITHOUT U

CRYSTAL DOVE STARR_ING DICE GAMBLE /
UNTIL YOU COME BACK TO ME _

'R&B/ADULT Ieo
RHYTHMIC 60

HOT RINGMASTERS § 18

[
69

TOP DVD SALES

TOP TV DVD SALES = 69

VIDEO RENTALS 69

GAME RENTALS | 69

THIS WEEK ON .blz I

TOP BLUES J #1

"ROBIN THICKE /
LOST WITHOUT U

MIMS /
THIS 1S WHY I'M HOT

MIMS /
THS 15 W 1M HOT

TITLE

FLUSHED AWAY

FAMILY GUY: VOLUME FOUR

THE DEPARTED

X360: CRACKDOWN

ARTIST /TLE

SOUNDTRACK /
BLACK SNAKE MOAN

TOP CHRISTIAN 1

TOBYMAC /
{PORTABLE SOUNDS)

TOP GOSPEL #1

VARIOUS ARTISTS / o
WOW GOSPEL 2007

B.G. AND THE CHOPPER CITY B(]YZ'

TOP INDEPENDENT #1

TASTEMAKERS #

TOP WORLD #1

TOP MUSIC VIDEO SALES § #1

TOP VIDEO CLIPS

WE 60T THIS

THE SHINS /
_WINGING THE NIGHT AWAY

CELTIC WOMAN /

A NEW JOURNEY

NINE INCH NAILS/
'BESIDE YOU i TIME

LLOYD FEATURING L WAYNE}
YOU

LATIN

Toby Love, DJ Nelson,
Calle 13 and Mariano
Barba are ccnfirmed to
participate in the
Billboard Latin Music
Conference & Awards, set
for April 23-25 in Miami.
For more info, go to

5

10

12
16

24

29

33

43

44

R&B/HIP-HOP

Returning to Atlanta

Sept. 5-7, the Billboard
R&B/Hip-Hop Conference
& Awards features savvy

speakers, hetworking

opportunities, educational

sessions and exciting

performances. More info

at

www americanradiohicetorv com

UPFRONT
LINING UP THE
LINEUPS Summer rock
festivals wind down
their talent search.

6 Questions: Whoopi
Goldberg, The Indies
Global

Latin

FEATURES

17
18
19
20
22
23

Garage Rock

Digital Entertainment
Retail Track

On The Road

The Publishers Place
Q&A: Grandmaster
Flash & Mele Mel

SHE’S EVERY WOMAN Martina McBride is a

mom, a wife and a homemaker. She has also sold 12
millicn records, and has a new set of hits on the way.

SAL BONAFEDE 71h

longtime friend.

e touring business loses a

INDIES TAKE AUSTIN south by Southwest

confab tests the marketing mettle of independent labels.

MUSIC
INTRODUCING JOSS’
VISION On her third
album, a young old-
school singer comes
into her own.

Now Hear This

46 Nashville Scene,

Rhythm & Blues
48 Global Pulse
49 6 Questions:
Isaac Brock
50 Classical
Score,
Higher
Ground

51 Reviews

MIEE LIVE

Billboard’s ME Live
{formerly MECCA)—the
official mobile enter-
tainment conference at
CTIA—takes place March

educational sessions and
networking parties. More
info at 1 >

MARCH 17,
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26, with industry keynotes,
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4 Opinion

53 Over The Counter

53 Market Watch

54 Charts

71 Marketplace

73 Backbeat

74 Inside Track,
Executive Turntable

ON THE COVER: Belt Buckle illustration

by Daniel Pelavin. RON SEXSMITH: RICHARD
D: MENOMENA: ALICIA J. ROSE: CHRISTIAN
COURTESY OF ¢ RD RECOF

THE WATSON TWINS: DARIN NOBLE; GEORGIE

JAMES: SHERVIN LAINEZ: CECI BASTIDA.

YVONNE VENEGAS

THE JADED INSIDER
Which “American idol”
contestants have talent?
Which competitors are
somewhat bearable on
“The White Rapper
Show”? Get an honest
take on these shows and
more at the Billboard
blog,

2007 | v {.L 3
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‘Double Dip’ Dilemma?

Digital Download Not A Public Performance

BY JONATHAN POTTER

In a November 2000 joint hearing of the
U.S. Copyright Office and the Department
of Commerce, BMI general counsel Mar-
vin Berenson, speaking for ASCAP and
BMI, made an eye-popping claim—that a
digital song file e-mailed from one person
to another but not opened by the recipient
or ever heard by human ears is a “public
performance” under the law and may re-
quirea royalty to music publishers. A sen-
ior Copyright Office official responded
quizzically, “You realize how intuitively
that seems to be absolutely wrong?”

The idea that an unperformed musical
work could somehow qualify as a public
performance surprised most observers
then, and it still seems absurd today. On
Feb. 28, in federal courtin New York, music
industry stakeholders filed briefs in a case
that will finally determine whether Beren-
son was right. A ruling is likely by May.

This court case is significant for pro-
ducers, distributors and retailers of all
media that involve music, including mo-
tion pictures, TV programs and video-
games. ASCAP’s biggest concern and its
greatest opportunity is not the perform-
ance rightin distributed sound recordings,
but rather the phantom public perform-
ance right in the aforementioned formals.
ASCAP is notentitled to a public perform-
ance payment when a movie is rented ata
Blockbuster or received from Netflix, but
is maneuvering for payment when that
movie or a TV program is delivered over
the Internet for the same purpose.

Since the Digital Media Assn. (DiMA)
formed in mid-1998, we have challenged
the idea that digital downloads of musi-
cal works—in addition to being reproduc-
tions and distributions that our member
companies license and pay royalties on—
are also public performances. “Double
dipping,” we claimed, makes no sense.
Surely the law must reflect logic and par-
ties’ intentions—that a download deliv-
ersa possessory experience (and therefore
implicates reproduction and distribution
rights like those ina CD and a DVD), and
astream is a fleeting listening experience
that implicates only the public perform-
anceright. It matters notifthe download
is permanent or temporary, or if the
stream is preprogrammed or on demand.

Nonetheless, unsophisticated compa-
nies fearful of potential infringement law-
suits agreed to pay ASCAP and BMI for
“public performances” that purportedly

FOR THE RECORD

In the March 10 issue, the Up-
front piece “Patent Impact”
should have identified eMusic’s
CEO as David Pakman. I

4 | BILLBOARD | MARCH 17, 2007

exist in song downloads. Some ringtone
providers reportedly pay 4% or more of
their revenue for a license to exploit phan-
tom performance rights. Even after the
U.S. Copyright Office ruled in 2006 that
ringtones are distributions, ASCAP and
BMI insist that ringtones are also public
performances, and some companies con-
tinue paying.

Finally, and thankfully, a federal court
will decide this issue, and stakeholders
have presented their definitive legal argu-
ments, which are worthy of examination.

DiMA—along with the RTAA; the cell
phone industry; music, videogame and
game store associations; and the con-
sumer electronics industry—make a sim-
ple argument: to qualify as a public
performance the song must at least actu-
ally be performed. And a song is per-
formed only when it is actually heard by
human ears, or at least rendered percep-
tible to human ears if there is anyone in
proximity capable of hearing the song.

In contrast, ASCAP, BMI, songwriter
groups and their Canadian friends at
SOCAN offer tortured legal interpreta-
tions and policy arguments to justify their
bold legal claims: “A download is intended
to be performed, so of course it creates a
performance right obligation.”

But if this were true, then CDs and
DVDs would implicate the performance
right, because packaged media (like down-
loads) are acquired with the intention of
future performance. Moreover, post-
purchase performances are private, and
copyright extends only to public perform-
ances, so thisargument fails completely.

It is not the download itself that is con-
sidered the public performance, ratheritis
the transmission of the download, because
the Copyright Act defines performances as
including all transmissions of perform-
ances regardless of the means of transmis-
sion or means of receiving the transmission.

Here the performing rights organiza-
tions argue that the transmission isitself a
performance regardless of whether the
transmission is of a performance. Likewise,
performing rights organizations claim that
every transmission of the work is a trans-
mission of a performance. Butifa distribu-
tion of a work is itself a performance, how
does this differ from when the bits are em-
bedded physically on a plastic disc and the
disc is transmitted by U.S. mail from a re-
tailer to a consumer? Again, this suggests
that performance occurs even if the work
is never performed, which defies logic.

Alternatively, the performing rights or-
ganizations and SOCAN argue that the
U.S. performance right is equivalent to
the Canadian “right of communication,”
which has been interpreted to be a right
of transmission that justifies a royalty
when downloads are transmitted.

POTTER

But the United States does not have a
Canadian-style right of communication,
just as we do not have European-style
moral rights or artistic rights, or a “mak-
ing available” right. The Copyright Act
defines very explicitly the six rights within
copyright, and if the Harry Fox Agency or
the publisher has licensed the right of re-
production and distribution, there is no
additionally imputed transmission right
or making-available rightin U.S. law that
justifies imposing a second royalty just
because the distribution is electronic.

As broadcast, cable and satellite distri-
bution decreases and direct-to-consumer
digital distribution of media increases,
true public performances occur less fre-
quently, and private distribution and
private performances increase. For con-
sumers this isa great opportunity to per-
sonalize media consumption, which they
have proved willing to pay for.

For music publishers this transition
should be positive or neutral, as lost pub-
lic performance royalties will be offset by
increased synchronization revenue. For
ASCAP and BMI, however, disruptive and
dynamic business models are quite threat-
ening. But law rather than fear will pre-
vail if the judge remembers two simple
propositions: Performances must actu-
ally occur, and they must actually be pub-
lic performances to justify a royalty. «--

Jonathan Potter is executive direcior of
DiMA (digmedia.org).

WRITE US. Share your feedback with Billboard readers around the world.
Send correspondence to letters@billboard.com. Include name, title, address and
phone number for verification. Letters should be concise and may be edited. All
submissions published shall become the sole property of Billboard, which shall own
the copyright in whole or part, for publication.
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>>>UNIVERSAL
FRANCE TESTS
DRM-FREE
MUSIC

Universal Music
France is quietly
testing the sale of
digital rights
management-free
digital music with
“L’Olympia,” the first
live album of French
singer/composer
Emilie Simon. The
album was issued
digitally Feb. 28 and
at physical retail
March 5 through
Universal France’s
Barclay imprint. The
atbum is available in
MP3 and WMA
formats for €9.99
($13.12) on Simon’s
Web site.

>>>STRAIT
LEADS ACM
NODS

George Strait, whose
first single hit
Billboard’s Hot
Country Songs chart
in 1981, leads all
nominees for the
Academy of Country
Music Awards with
eight, including
entertainer of the
year. Brooks & Dunn
earned seven
nominations,
including entertainer
and album of the
year, while the duo’s
Ronnie Dunn picked
up an additional nod
in the vocal event
category for “| Don’t
Want To,” on which
he appeared with
Ashley Monroe. The
42nd annual awards
will be held May 15 in
Las Vegas and will air
on CBS.

>>>PROMO
ONLY, DESTINY
MEDIA SPLIT
Promo Only and
Destiny Media have
ended their
partnership to deliver
digital versions of
promotional singles
to radio DJs and
other industry
professionals.
Destiny Media will
continue to operate a
service under its own
brand, now calling it
Play MPE and has
signed Universal
Music Group, which
had been testing the
Play MPE systemin a
pilot program for the
last two years.

>>> continued on p6
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LINING UP THE LINEUPS

STRATEGIES AT SXSW

10

Summer Rock Festivals Wind Down Their Talent Search

After a feverish run of talent
buying, this summer’s major
U.S. rock festivals are finding
the acts they’re looking for.

The headliners alone areim-
pressive. Coachella (April 27-
29, Indio, Calif.), has Red Hot
Chili Peppers and a reunited
Rage Against the Machine. Bon-
naroo (June 14-17, Manchester,
Tenn.) boasts the Police, Tool
and Widespread Panic. Lolla-
palooza (Aug. 3-5, Chicago)
doesn’t announce its lineup
until April, but published re-
ports already put Pearl Jam on
the bill. The Austin City Limits
fest (Sept. 14-17) won’t be an-
nounced until this summer.

1t’s a process that begins
before Christmas. “Lolla is
over in August, and we start
booking the next one in Oc-
tober,” says Charles Attal,
president of Charles Attal
Presents {with Capital Sports
& Entertainment), and talent
buyer for Lolla and ACL.
“About this time of year we're
pretty much finished.’

The festival market is ar-
guably the healthiest partof the
U.S. concert business, a trend
that has held forth in Europe
foryears. “The festival market-
place is extremely robust
around the globe,” says William
Morris agent Kirk Sommer,
who works for such acts as the
Killers and Paolo Nutini. “Many
of them are blowing out on on-
sale, some even without a dis-
closed lineup.”

So when the heavy buying
begins, the heavyweight buy-
ers start bumping into each
other. “This year more than
years past there were more con-
flicts with scheduling with Eu-

ropean festivals that happen in
May and June,” says Jonathan
Mayers, president of Superfly
Presents, co-producer of Bon-
naroo with A.C. Entertainment.
“Between us, Coachella, Lolla-
paloozaand ACL, we're spaced
out enough where you can have
your own unique lineups.

With nearly 400 acts among
the four festivals, though, some
overlap is unavoidable. “Exclu-
sivity is always preferred, but
it’s probably just promoter
ego,” says Paul Tollett, presi-
dent of Goldenvoice, producer
of Coachella. “Lolla and Bon-
naroo are thousands of miles
away [ from Coachella], the ex-
clusivity doesn’t matter much
to the fans.”

Each festival is relatively
aware of what the others are
doing via the concert-biz
grapevine. “This is such a small
business, so through the
agents, managers and other
promoters you get a sense of
key acts playing other events,”
Mayers says.

There have been instances
where bands have played all
four festivals. So far, though,
there hasn’t been much dupli-
cation of headliners. “There are
only so many bands, so we may
end up overlapping headliners
one day,” Attal says.

Attal adds that the producers
of the “big four” are friendly,
“even more than most concert
promoters are friendly.” But
that doesn’t mean they tip their
hands about who's doing what.
“We talk all the time on the
phone about strategy and proj-
ects, but we don’t talk about
what we're doing with our own
festivals. After it's done and

booked, then we get on the horn
and laugh at who was playing
the poker hand and what they
were trying to book.

“Ifthe festivals weren’t doing
well, it might be a different
story,” Attal says. “But all of
them sell out.”

Each festival strives—and
so far has managed—to keep
its own musical identity. For
Coachellaand particularly Lol-
lapalooza, that means being
as cutting edge as possible.
“We have to keep to our model,
the core of the music festival,
which is the niche-ier bands,”
Attal says. “If we start chasing
headliners, then we’re going
to be in trouble.

“We don’t build from the
top down, we build from the
middle up,” he says. “So by the
time we've got our headliners,
we have 30 or 40 bands in the
guts of it.

Bonnaroo, now in its sixth
year, has gradually shifted away
from what began as a jam/roots
bill. With a growing softness in
the jam-band scene in 2005
Bonnaroo went with a more
mainstream/indie-rock bill. Tt
was a calculated risk that paid
off with an advance selloutin
2006. “We felt we took a re-
ally good step last year, and
we wanted to continue to
open up thelineup, so yeah,
that was a conscious deci-
sion,” Mayers says. “We set out
to create a music festival, notany
one particular genre of festival.”

And, as with the other big
fests, the lineup is being re-
warded at the box office. Bon
naroo tickets are selling strong
out of the gate, up 20% over
this time last year, and the Po-
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lice seem to have added real
juice to the bill.

Coachella added another
day to its run this vear and is
already sold out. “This is the
fourth year in a row of selling
out. but it’s usually the week
of the show,” Tollett says.
“We've never sold out two-and-
a-half months in advance.

At Austin’s Zilker park,
ACL is a perennial sellout.
And in Chicago, Lolla-
palooza the rock festival has
supplanted Lollapalooza
the failed tour in con-
sumers’ minds. The event
drew more than 166,000
inits second year, up from
60,000 the firstyear. <.«
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>>>HAWTHORNE
HEIGHTS WINS
PARTIAL
VICTORY

A federal judge in
Chicago handed
Hawthorne Heights a
partial victory over
Victory Records March
1. Judge James Moran
held that Victory
Records does not hold
exclusive rights for the
band’s recording
services. Simply put, it
means the band could
record for any label.
Band members sued
Victory last August,
asking the court,
among other things, to
declare that their
recording contract with
Victory was
nonexclusive.

>>>LABELS SUE
YAHOO CHINA
Eleven record
companies, including
the four international
majors, are suing
Beijing-based Yahoo
China operator Alibaba
for violating
copyrights. The lawsuit,
which seeks damages
of 5.5 million yuan
($711,288), was filed in
Beijing No. 2
intermediate People’s
Court in early January,
according to IFPI Asia
regional director
Mayseey Leong. She
says the IFPI, which is
representing the 11
companies, waited for
the court’s official
decision this week to
hear the case before
going public with the
labels’ decision to sue
Alibaba. Yahoo China is
accused of providing
“deep links” to Web
sites offering such
unauthorized content
as MP3 downloads,
lyrics and ringtones.

>>>VIDEOGAME
CONSOLES
FLOOD HOMES
The number of U.S.
households with
videogame consoles has
jumped 18.5% since
2004, according to
research from Nielsen
Wireless and Interactive
Services. In fourth-
quarter 2006, there
were 45.7 million homes
with videogame
consoles, a penetration
of 41.1%, compared with
39.1% from the same
period in 2005 and
35.2% in 2004.

>>> continued on p8
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More Airplay For Indies?

Labels Cautiously Optimistic About FCC Radio Agreement

Top independent labels are expressing
optimism, albeit skeptically, in reaction
to news that the nation’s largest radio
chains may now be required to devote
thousands of hours to independent con-
tent. The ruling is part of a tentative
March 5 payola settlement between the
FCC and the broadcast companies, which
also agreed toa $12.5 million penalty.
The American Assn. of Independent
Music helped broker an agreement with
the four major radio chains—Clear
Channel Communications, CBS Radio,
Entercom Communications and Citadel

had not yet been signed by the broadcast
companies, but AAIM board member
Peter Gordon assures that such a devel-
opment would happen in the coming
days. A March 7 press release from the
AAIM outlined the Rules of Engagement,
and AAIM president Richard Bengloff
said the statement had been approved by
the four broadcast companies prior to
being distributed to the media. Gordon
says the document has been agreed to in
principle, and it will be largely up to the
broadcast companies to determine the
stations, times and formats for the inde-

pendent-focused segments.

“Right now, 8,400 is a starting point,”
Gordon says. “We have to see where it
goes from there.

Indie labels reacted positively to the
news, but expressed some hesitation.
Brent “Siddiq” Sayers, co-founder of
indie hip-hop label Rhymesayers Enter-
tainment, says the company haslearned
to survive without the support of radio
and isn’t counting on the 30-minute
blocks to break the formulaic constraints
of commercial radio.

“Major radio stations blocking out

time for independent play? Everyone
will find that interesting,” he says. “How
it gets implemented and how it all plays
out is another thing.

At Merge Records, which is working
an anticipated album from the Arcade
Fire, head of radio promotion Christina
Rentz says she doubts the time commit-
ments will make scoring airplay easier.
“Itwill be really hard to cut through the
number of indie labels and indie bands
trying to get these slots,” she says. “Then
it comes down to whether our bands
sound like they could go on that station.

Broadcasting—in which indie label con-

tent would be showcased on stations in Time will tell
8,400 30-minute segments between the whether you'll
hours of 6 p.m. and midnight. The com- hear Merge

N prm=an ght: m Records’

promise is part an eight-point “Rules of
Engagement,” which the AAIM devel-
oped with the support of other music
industry lobbying groups such as the
Future of Music Coalition and the
Recording Artists’ Coalition.

A statement from Clear Channel ex-
ecutive VP/chieflegal officer Andy Levin
says the company is “reaffirming our
commitment to new and emerging

station.

artists by committing a significant
amount of airtime to music performed
by unsigned artists,” but did not refer
directly to the Rules of Engagement. The
other three companies did not return
calls for comment.

At press time, the Rules of Engagement

DIGITAL

BY SUSAN BUTLER and ANTONY BRUNO

ARCADE FIRE on
your local rock

WEBCAST WOES

New Royalty Rates Could Put Small Internet Radio In Jeopardy

Small webcasters are crying foul over new royalty
rates they must pay for streaming recordings. After
atwo-year proceeding, the Copyright Royalty Board
(CRB) has set rates for commercial and noncommer-
cial webcasts and Internet simulcasts, which some
executives say will put them out of business.

“This is going to be a major problem for the little
guys,” says Robert Kimball, senior
VP/general counsel for RealNet-
works. “For small webcasters and
companies that have built their mod-
els around free ad-based radio, it’s
going to be an absolutely massive in-
crease in royalties owed.”

Under copyright law, owners of
sound recordings must license their
music for noninteractive webcasts
and simulcasts. Webcasters and broadcasters may
negotiate an individual rate directly with copyright
owners or they may obtain the statutory compulsory
license from government-designated agency Sound-
Exchange at a set rate. SoundExchange must pay
50% of the royalties to the copyright owners (typically
labels), 45% to featured artists and 5% to a union fund
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New royalty rate per stream
for commercial webcasts
and simulcasts

set up to pay background musicians and singers.
The last time rates were set in 2002 by the Librar-
ian of Congress, broadcasters and the RIAA privately
agreed that ad-based commercial services had the
option to pay a fraction of a penny per stream or per
aggregate tuning hour (the average number of songs
played per hour, or ATH), multiplied by the number of
users. Noncommercial broadcast-
ers, like National Public Radio
(NPR), would pay an annual flat fee
between $500 and $2,500.
Meanwhile, Congress enacted the
Small Webcasters Settlement Act,
which essentially let the little guys
pay a percentage of revenue. That
law expired in 2005. With the CRB
now deciding new rates for 2006-
2010, commercial webcast.and simulcast rates are
$0.0008 per stream (up from about $0.0007), witha
minimum of $500 annually per channel or station.
The hardest hit by the decision may be aggregators.
SoundExchangereports that Live365 aggregates up
to 5,000 stations, which may mean a minimum pay-
ment of $500 for each station. Boston-based Loud

www.americanradiohistorv.com

Future of Music Coalition policy di-
rector Michael Bracy is focusing on the
Rules of Engagement themselves. The
agreement, he says, is a reaction to radio
consolidation and accusations of pay-
ola, and will force stations to publicly
acknowledge that there is no economic
barrier to receive airplay. For instance,
the document states thatan act will not
have to appear at a radio station concert
to receive airplay.

“Alot of this is stuff that the broadcast-
ers probably argue is already their pol-
icy,” Bracy says. “Assuming it gets signed,
what you have isa public statement from
these radio heads saying, “This is the way
our companies operate.” So if you work
for a record label and you don't feel the
broadcasters are playing by those rules,
you'll know what to do. You can call the
FCC or call the AAIM. oo

City, with two full-time employees, offers 500 chan-
nels, according to its Web site.

“It kills off opportunities for artists and small broad-
casters to be heard,” says Mark Lam, CEO of Live365.
“It’s a very onerous decision that will impact our busi-
ness and would take out most of our stations.”

In the 115-page opinion released March 5, the judges
emphasized that they cannot guarantee a profit to
everyone who enters the market. “To allow inefficient
market participants to continue to use as much music
as they want and for as long a time period as they
want without compensating copyright owners on
the same basis as more efficient market participants
trivializes the property rights of copyright owners.”

The judges found that, though noncommercial
broadcasters used to have limited geographic reach,
on the Internet, they can compete with commercial
services. So above the average NPR ATH, they must
pay commercial rates.

Ruth Seymour, GM of NPR-member station KCRW
in Santa Monica, Calif., estimates the station will be on
the hook for $216,000 in payments this year under the
new rates. “We operate in the basement of a com-
munity college, so this is a big bite,” she says.

The bargaining table seems like the next stop for
webcasters. “We are discussing with our member
companies direct licensing alternatives,” says
Jonathan Potter, executive director of the Digital
Media Assn. e

ARCADE FIRE: DAVIDA NEMEROFF
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54 GRAMMY Nominations.

24 GRAMMY Awards.
1 Bank.

Congratulations to all of our clients who were honored this year at the GRAMMY Awards.

It takes an enormous emount of talent and dedication to make it to the top, and we're
proud to have been with you every step of the way. To see how we can help you realize
your dreems, call: Thomas Carroll, Senior Vice President, Sports and Entertainment Banking,
SunTrust Investment Services, Inc. at 404.724.3477.
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SunTrust ports and Entertainment Barkinj Group is a marketing name used by SunTrust Banks, Inc., anc the following affiliates: Banking and trust products and services are provided by SunTrust Bank.
Securities, insurance and othe- ir vestment srocucts and services are offered ty SunTrust investment Serv ces, Inc., an SEC registerec investment adviser and a member of the NASD and SIPC.

© 2007 SunTrust Banks, Inc. SurTrust end S=2eig beyond money are federally registered service marks of SunTrust Banks, Inc.
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>>>MTV
EMBRACES NEW
WEB STRATEGY
MTV Networks is pushing
anew Web strategy to
win back young viewers
from the likes of YouTube
and MySpace. The
network, which already
has 150 Web sitesin 162
countries, plans to build
literally thousands more,
hoping to draw viewers
by letting them watch,
contribute and even re-
editits TV shows. It aims
to build Web sites related
to every personality and
aspect of its shows,
hoping to catch viewers
on the Internet and on
mobile phones.

>>>ASCAP
REPORTS
RECORD
REVENUE

ASCAP has reported
record revenue of $785
million for 2006, royalty
payments to members of
$680 million and an all-
time low operating
expense ratio of 12%, the
performing rights
organization revealed
March 6. Revenue
exceeded 2005’s by $37
million, showing a 5%
growth. Total royalty
distributions to members
also increased from the
prior year by $34 million.
Overallin 2006, revenue
from Internet and
wireless license
agreements grew more
than 70% to $13.8 million.

>>>McGRAW,
HILL REVISE
SOUL2SOUL
Country superstar couple
Tim McGraw and Faith Hill
will reprise their
Soul2Soul tour on a 33-
date summer trek
beginning June 6 in
Omaha, Neb., and
wrapping Aug. 10in
Anaheim, Calif. This year’s
arena jaunt includes first-
ever Soul2Soul
performances throughout
Canada. Tickets for Jeep
Presents Soul2Soul Tour
2007 will go on sale March
16 in Canada and March 17
in the United States.

Compiled by Chris M.
Walsh. Reporting by
Antony Bruno, Susan
Butler, Steve McClure,
Mitchell Peters, Aymeric
Pichevin and Ken Tucker.

For 24/7 news and analy-
b- sls on your cell phone
JOIZ or moblle device, go to:
mobile.billboard.biz
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Joel
Brodsky

Music Photographer,
1939-2007, Shot Some Of
Rock’s Most Iconic Images

Music photographer Joel Brodsky, 67, whose
sexy, shirtless images of Doors lead singer
Jim Morrison have taken on iconic status
died March 1 of an apparent heart attack at
his home in Stamford, Conn.

Brodsky shot more than 400 album covers
throughout his career, including Van Morri
son’s “Astral Weeks,” Isaac Hayes’ “Black
Moses” and Kiss’ self-titled 1974 debut. His
images of the Doors graced the group’s first
two albums, 1967’s “The Doors” and “Strange
Days,” as well as 1969’s “The Soft Parade.

Brodsky, born Oct. 7, 1939, in Brooklyn,
N.Y., followed his graduation from Syra-
cuse University with service
in the U.S. Army in the
early 1960s.

In 1966, he opened a
photo studio in New York,

where he would soon take

Morrison. Images from this
session are among the most widely circulated
photos of the Doors and have been usedon a
plethora of releases including 1985's “The
Best of the Doors.”

In a 1981 interview, Brodsky said of that
first encounter with the Doors: “I always
thought it was sort of funny that the pictures
of Morrison from that session were the most
used. Jim was totally plastered.

The shoot was later re-created by director
Oliver Stone for “The Doors,” though the pho-
tographer character was based on Sixteen
magazine editor Gloria Stavers.

Other artists that sat for Brodsky’s camera
include Joan Baez, James Brown, Harry
Chapin, Judy Collins, Aretha Franklin, Buddy
Guy, John Lee Hooker, Iggy Pop and the
Stooges, the MC5 and Tom Waits.

Later in his career, Brodsky photographed
advertisements [or Avon, Revlon, Blooming-
dale’s and Paul Stuart. He also directed TV
commercials for Revlon.

Brodsky is survived by his wife Valerie,
three daughters, a sister and three grand-
daughters. In lieu of flowers, the family re-
quests donations be made to the American
Diabetes Assn. L

the famous photographs of

Clockwise, from top: JIM MORRISON, 1968; THE DOORS, 1966; ISAAC HAYES, ‘Black Moses’ photo
session, 1971; VAN MORRISON, ‘Astral Weeks’ photo session, 1968; JUNIOR WELLS, 1966.

Cindy Mata has been named director
of business development/Eastern
sales for Billboard. In her new role,
she will develop new and strategic
business partnerships for the Bill-
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board brand. Mata will also continue
to serve as East Coast advertising
director for Billboard, handling en-
demic business for Billboard’s print,
online and event sales including
record labels, music publishing,

www americanradiohistorv com

music TV and radio.

Matais based in New York and re-
ports to Billboard VP/associate pub-
lisher Brian Kennedy.

Prior to joining Billboard, Mata
was regional marketing/promotion
manager for Elektra Entertainment
Group in Miami, where she managed
radio promotion and marketing of

artists. She began her career at Co-
lumbia Records in New York.
“Since joining Billboard, Cindy
has had a stellar track record as a
leader in advertising sales handling
a wide variety of clients,” Kennedy
says. “Cindy’s skills, experience and
knowledge of the business make her
an industry leader.” ace
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HONORS

Honoring individuals and organizations whose outstanding achievements and contributions

have significantly enriched the music community and our culture.

CHICAGO

Common

Jam Productions co-founders
Amy Granat & Jerry Mickelson

Chaka Khan
Les Paul

FLORIDA
Backstreet Boys
Iggy Pop
Ednita Nazario

Roger Nichols

LOS ANGELES
MySpace co-founders
Chris D2Wolfe & Tom Anderson
Lalo Schifrin

Snoop Dogg

MEMPHIS
Craig Brewer
Isaac Hayes & David Parter
Justin Timberlake
Radio Station WDIA

NASHVILLE

Alison Krauss
Tim McGraw
Earl Scruggs
BeBe & CeCe Winaris

NEW YORZX
Mariah Carey
Jay-Z
Yoko Ono & John Lennon
Howard Shore

PACIFIC
NORTHWEST
Kate Becker
The Kingsmen

Julian Priester

Sub Pop Records

=

Kenny Gamble & Leen Huff
Larry Magid
Philadelphia Orchestra
Scott Storch

FRA RO |

14

Dave Brubeck
George Duake
Green Day

San Francisco Blues Festival
founder Tom Mazzolini

TEXAS
Yolanda Adams

South by Southwes: co-four.ders
Nick Barbaro, Louis Black
and Roland Swenson

SWISHAHOUSE
ZZ Top
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QUESTIONS

with WHOOPI GOLDBERG

y by CHUCK TAYLOR

Whoopi Goldberg surrounds herself with little formality, so the conversational, down-to-
earth bent of her nationally syndicated radio morning show, “Wake Up With Whoopi,” is what
fans have come to expect. The show, distributed by Clear Channel-owned Premiere Radio
Networks, airs in 12 markets, including four of the top five.

The Grammy, Academy, Tony, Emmy and Golden Globe Award winner has been a public
figure for more than 20 years, but she obviously regards her new gig as seriously as anything
she has ever taken on. Since the show launched last August, individual stations have seen
overall audience growth of more than 30%, while the total number of listeners 12+ has
swelled 30% to 1.55 million, according to Arbitron.

During a face-to-face interview, she guided this reporter into the cement stairwell 20
paces from her radio studio on the 18th floor of a midtown Manhattan skyscraper, where she

could steal the occasional smoke.

Who do you aim to reach with your show?

[ don’t listen to talk about demographics. It
doesn’t have anything to do with the reality of
the moment. I don’t know who the audience
is, but somebody’s listening because people
keep calling. That's all 1 depend on. My jobis
to talk for four hours and try to be amusing.

What sort of reaction have you gotten
from listeners?

People stop me on the street and say it’s nice
to hear a show their kids can listen to. They
know now that I’'m not going to bamboozle
them and throw something in that’s going
to make them uncomfortable driving with
their kids.

How has the radio industry perceived you, as
one of few women taking on the medium—
and a celebrity—dipping into broadcasting?
I know that there’s been very little faith, ex-
cept with [Clear Channel senior VP] Jim Ryan
[who hired Goldberg and placed her on WKTU
New York] and the folks at Clear Channel. Peo-
ple have their idea of what celebrities are and,
unfortunately, I'm kind of painted with a
celebrity brush.

10

Obviously, your extemporaneous skill as a co-
median must lend itself to broadcasting.

1 don’t come from just the world of films. I'm
from the stage, where [ communicate as one
person to a group of people out there. I'm
writing my stuff, and if things go wrong, you
handle it.

Tell me about your history with the radio busi-
ness, as well as the competitive landscape
that you’ve already come face to face with.
I've always held radio people in very high es-
teem. Back in the day you listened to [R&B]
WWRL [New York] and then went over to [top
40 WINS] 1010 before they went to news.
Everybody listened to music because we all
carried a transistor.

There’s this small contingent out there
that feels I’ve infringed on their space. I've
been a star for 20 fucking years. I don’t need
to prove that or compete with anybody. I
wasn’t prepared for the negative, the nasti-
ness. I've loved Howard Stern for years, but
he made a comment on his show, and I wrote
him and said, “I haven’t worked in three
years. Do you realize there is no safety net
for me? You have satellite, but I didn’t have
anybody, so, yeah, 1 am glad to have a job,
honey. What's the matter with you?” And he
went on-air the next day and said, “You know
what? [ got a note from Whoopi, and I’'m re-
ally glad she’s doing this.”

What’s your response to those who question
your long-term commitment to getting up at
4 a.m and sitting in the studio all morning?
This is my job. Why would I take itany less
seriously than anythingelse I have
done? I have to prove myself
overagain, and that's fine.
That's what I signed on
to do. There’s no other
singular female voice
in the morning, so
we have our niche.
Hopefully, we’ll be
able to make it last
a little while. <.«
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TalkingItOut

Labels Set To Compare Notes On New Biz Models At SXSW

On March 14, more than 15 independent labels
are having showcases on the first night of the
South by Southwest music conference in
Austin (see story, page 33). By the time SXSW
is scheduled to conclude March 19, about 80 in-
dies will have sponsored an evening showcase.

Judging from that lineup, and taking into
account the first few months of 2007, it would
be easy for even the most casual music fan to
conclude that allindependent labels are alive
and well. Explosions in the Sky, Menomena,
the Shins, Jesu, the Arcade Fire: Indie acts are
all over the Billboard charts. But business is
far from rosy for everyone.

“If it were five to 10 years ago, we would
have sold three times the amount of records

we’re selling today,” says David Katznelson,
president of Birdman Recording Group. “lre-
ally do believe that—100%—based on the
press we get today. But maybe the indies
doing well are doing something I’'m not doing,
which is why we’re having this talk.”

Thetalk that Katznelsonis referring tois the
“Idiots Unite!” panel he’s leading at SXSW on
March 15. He’s hoping that with the likes of Jeff
Castelaz, president of Dangerbird Recordings,
home of indie band of the moment Silversun
Pickups, and Scott Booker, Flaming Lips man-
ager and co-founder of management/market-
ing firm/label group World’s Fair, alternate busi-
ness models for indie labels will be discussed.

Booker already has some polarizing opin-
ions. “l take a view that many managers argue
is probably not so good, like the idea of
streaming records and flat-out giving them
away,” Booker says. “l see it as a way of pro-
motion. | was trying to talk to Warner Bros.
to give away the last Flaming Lips record. It’s

not that they weren’t agreeing with me, but'

they just cannot doit. I think we need to give
away 20 million Flaming Lips records online
in order to sell 1 million physical copies.”

For a Flaming Lips fan, such a concept must
sound delightful. But it views the album as a
promotional tool to expand the brand of an
artist, a concept indie labels may not yet be
ready to embrace as it requires a slightly al-
tered business structure.
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COLOURMUSIC

Booker also manages some developing acts,
including British Sea Power, signed to Rough
Trade, and Colourmusic, anirresistibly melodic
psychedelic pop band signed to World’s Fair’s
newly formed.indie, Great Society. (The band
is performing March 16 at the Co-Op Bar.)

Indie labels that cringed at the idea of giv-
ing away 20 million records will be relieved to
know that Booker’s ideas for developing acts
are not so extreme. In fact, as much as he sup-
ports the streaming of music and the subscrip-
tion model, he admits they probably would-
n't work on a smaller, more indie scale.

“On the other side of it, a subscription serv-
ice would make no sense for a band that no one
knows about,” he says. “Who is going to want
to subscribe to that? You do
need someone along thelines
of aFlaming Lips, or an El-P or
an Arcade Fire—someone
who's at a level where people
will go out of their way to try
something new.”

And Booker has theories on
how to create that interest.

“Colourmusic are in a posi-
tion where we can do some in-
teresting things,” he says.
“We’ve gotten some stuff on
YouTubé, but bands have to
be creative and not just in their
music. They have to put to-
gether some resources that
are not just a bio, a photo and
a CD. The resources today have to include hi-
larious or thoughtful videos and ideas and con-
cepts. We need something visual that makes
people identify with them as a group.”

Booker notes that World’s Fair, which man-
ages such artists as indie rapper EI-P and
indie rock act Pela, aims to specialize in tak-
ing bands from zero units soid to 50,000
units. But the word “units” is open to interpre-
tation in the new Web-driven economy.

“The Web might not make things easier toget
from zero to 50,000 CDs sold,” Booker says. “It
might get you closer from zero to 50,000 things
sold, you see what I'm saying? The Web may not
be the thing that helps people sell CDs as much
as it is the thing that helps brand the band as an
entity. But then maybe a band that sells 30,000
records can make a great living, if you throw in
ticket sales and merch sales and those things.”

It's a line of thinking that sees the indie label
of the future looking more like a management
firm of today, and with Nettwerk CEO Terry
McBride—an outspoken proponent of such a
concept—also speaking at SXSW, it’s a theory
sure to be heartily debated. And for those who
worry that such a direction entails giving away
too much content, Booker offers the following
advice: “For the baby bands,” he says, “you’re
lucky if someone pays attention at all.” one

biz

For 24/7 indies news and analysis,
see billboard.biz/indies.
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CISP Y BY STEVE TRAIMAN

Disc Manufacture Confronts

The Digital Age

The 37th annual International
Recording Media Assn. (IRMA)
Conference, to be held March
12-14in Indian Wells, Calif., will
focus on the future of disc man-
ufacturing in the age of digital
entertainment downloads.
Following a keynote address
on “the evolution of DVD to
next-generation formats and
the rise of digitally distributed
content” from Warren Lieber-
farD, chairman of Los Angeles-
based consulting/investment
firm Warren Lieberfarb & As-
sociates, scheduled programs
will concentrate on challenges
companies face and opportuni-
ties available in digital delivery
and with high-definition (HD)
discs. The forum’s second day
will kick off with a presentation
by special guest Mick Fleet-
wood, who will discuss main-
taining the Fleetwood Mac
brand for more than 40 years.

The conference is being
held in an environment where
the face of disc manufactureis
rapidly shifting, judging from
research by Understanding
and Solutions. Worldwide CD
production in 2006 was 12.5
billion units, off nearly 5%
from 13.18 billion the year be-
fore. And global CD output is
expected to decline nearly 18%,
from 12.5 billion to 10.2 bil-
lion discs, between the end of
2006 and the end of 2008.

But meanwhile, last year’s
7.9 billion DVD replication total
represented a global increase
of more than 11%. The North
America region, hardest hit by
digital music downloads, could-
n'toffsetits 9% CD production
decline with its 4% increase in
DVDs; overall, discs manufac-
tured last year in North Amer-
ica dipped 2.3% t0 5.943 billion.
But during the next two years,

Heading Into IRMA Conference, Replication |

Execs Are Bullish About Their Business

the North American industry
is expected to receive most of
the initial production activity
for the new HD Blu-ray (BD)
and HD DVD formats. And the
long-range forecast for HD dig-
ital optical discs looks bright:
A new research report from In-
forma Telecoms & Media fore-
casts 151 million HDTV homes
worldwide by the end of 2011,
more than tripling the 48.2 mil-
lion at the end of 2006.

Leading North American
replicators express optimism
about the new HD discs’ role
in the music, movieand game
business. “We clearly have a
strong position in BD with our
launch of [PlayStation 3] last
year,” says Geoff Campbell, VP
of strategic business develop-
ment for Sony DADC. “Most
important, consumers see this
as a multimedia entertain-
ment device.”

“We see a lot of people buy-
ing Blu-ray players for movies,
not games,” adds JVC America
senior VP Brad Springer, whose
company manufactures HD
DVD product in Tuscaloosa
Ala. “We have accounts that will
use HD going forward and ex-
pect to take advantage of the op-
portunities that BD and HD
DVD will present.”

Disc manufacturers have
been responding proactively
to meet the digital challenge
as well. “We’re heavily into
R&D on the disc itself as an ac-
quisition medium for digital
services,” Campbell says.
“When American Eagle Out-
fitters offered 10 music down-
loads with a $75 purchase,
they used our disc for the
download access.”

“Obviously downloads are
here to stay and will probably
increase, with music most af-

EUROPE
32.0%

NORTH AMERICA

29.1%

REST OF
THE WORLD
4.2%

DISC PRODUCTION, 2006

North America’s slice represents 5.943 billion discs, which
breaks down to 2.625 billion CDs and 3.318 billion DVDs.

fected,” Springer says. “We're
focused more on games today
as one of three official Xbox
replicators, and with PC we see
a definite swing to DVD. We
don’t see a major download im-
pact on software or games.”
Ultimately, disc replication
executives are confident their
field will survive. “Some phys-
ical product features will al-
ways appeal to the consumer,
like package graphics ora
Web-enabled disc that gives
you first crack at getting con-

cert tickets,” says Andrew Da-
Puzzo, VP of the audio and
digital services marketing unit
at Sonopress. “And the gift
benefit of a physical album or
movie will always be there.”
‘Consumers still want the
highest quality level you only get
from a CD album or DVD
movie,” Cinram CEQ/IRMA
chairman Dave Rubenstein
says. “All these downloading,
video-on-demand experiences
are not that great, and we'll be
replicating for a long time.”---

 BY NYAY BHUSHAN

ROBBIE GOES
TO BOLLYWOOD

International Acts Target Indian Market

NEW DELHI, iIndia—More bhangra means more bucks—that’s
the mantra for a growing number of international acts tar-
geting the emerging Indian market via associations with the
country’s dominant Bollywood scene.

Robbie Williams—a global superstar everywhere outside
the United States—is the latest international artist to boost
his profile on the subcontinent via a remix project featuring
iconic Bollywood vocalist Asha Bhosle. Two tracks from
Williams’ back catalog—*“Rock DJ” and “Better Man”—were re-
leased exclusively as mobile downloads in late January, priced
at 20 rupees (45 cents) each.

The tracks are also beingused in TV commercials for Sony
Ericsson’s new Walkman mobile phones, which come with
the tracks preloaded, and EMI India says the remixes may end
up on a Bollywood soundtrack.

No sales figures are yet available, but insiders expect the TV
exposure to fuel sales. Leading Mumbai-based Bollywood
soundtrack composer Shameer Tandon, who composed and
produced Bhosle’s contribution, says, “This meeting of cultures
definitely widens the audience for a foreign artist.”

Mumbai-based EMI Records India managing director Suresh
Thangiah expects the remixes to also boost Williams’ album
sales. The tracks’ original versions were included on Williams’
2000 album “Sing When You’re Winning,” which the label
says has sold close to 20,000 copies in India. Williams’ lat-
est album, “Rudebox,” is certified gold in India, topping 10,000
sales since its October 2006 release.

Traditionally, international acts have found it difficult to
make headway in India. Local repertoire accounted for 93% of
12 |
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SHAKIRA performs ‘Hips "ol
Don'tLie’ atthe2006 MTV .
Video Music Awards. Inset:
ROBBIE WILLIAMS and

ASHA BHOSLE.

sales in 2005, according to the IFPI, the last year
for which figures are available. Bollywood domi-
nates sales, with best-selling soundtracks regu-
larly shifting in excess of 500,000 units.

Experts say the current trend of foreign artists working
with Bollywood started in 2004 when British boy band Blue
collaborated with Indian male pop vocalist Shaan on a remix
of their “One Love” track, which was used on the soundtrack
to Bollywood film “Rakht” (T-Series). Industry sources esti-
mate the album has sold 200,000 copies.

Another Indian success story is Sony BMG artist Shakira,
whose Bollywood-inspired performance of “Hips Don’t Lie”
at the 2006 MTV Video Music Awards in New York was pro-
duced by leading Bollywood choreographer/director Farah
Khan, and attracted huge publicity in India after a broadcast
on VH1.

Mumbai-based wholesaler Pritam Music director Aslam
Lilani says demand from regional retailers rose 25% for
Shakira’s album “Oral Fixation: Vol. 2” as a result, with a fur-
ther boost expected from her similar performance at the
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Grammy Awards, broadcast in India on the Star
World channel. The album has now sold 80,000
units, according to Sony BMG India.

Nelly Furtado recently appeared in Mum-
bai with Bollywood stars at a 15,000-capac-
ity, Nokia-sponsored New Year’s Eve gig, and
has long targeted the Indian market via remix
collaborations with Montreal-based Indian
duo Josh.

Mumbai-based Universal Music India VP
of associate marketing Sunil D’Sa attributes
Furtado’s Indian success to her re-edits of
videos for “Powerless” and “Man-
eater” that feature Josh’s remixed
versions. He notes that Indian radio
stations seldom feature interna-
tional repertoire, “so having a video
is very important, since television
has a much bigger impact.”

New artists are also getting in on
the act. Thailand-based Sony BMG
artist Tata Young was introduced to the Indian audience via the
2004 soundtrack to hit Bollywood movie “Dhoom” (YashRaj
Music), which has sold an estimated 800,000 copies.

“ ‘Dhoom’ definitely helped Tata,” Mumbai-based Sony
BMG Entertainment deputy GM Arjun Sankalia says, “which
was reflected in her 2004 English [language] debut album, ‘I
Believe,’ going gold.”

Young’s latest album, “Temperature Rising,” released March
8inIndia, features a track, “Mila Mila,” produced by leading In-
dian composer Sandeep Chowta.

Meanwhile, Bollywood execs are giving a cautious welcome
to the influx of international talent. T-Series VP of marketing
and promotions Vinod Bhanusha says the trend offers “no
cause for concern” to the local business.

“Whether these collaborations are a temporary phase or
here to stay,” he says, “will always be determined by their ac-
ceptance, both commercially and artistically.” oee

SHAKIRA: KEVIN MAZUR/WIREIMAGE.COM
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If your business revolves around optical discs,

you should know our name.

Every businaess - including yours - faces the challenge of realizing the true potential of their aroduct. ‘Nith the inveation of the first
optical disc, DVA became :he global leaderin modern optical disc tecnology. By effectively managing an expansive port-olio of over 130a
patents, DVA today leverages its versatile operations to enhance the value of its patented technologies. If your zampany is in the
business of manufacturirg or distrioiting eotical disc products, yeu should know our nam=. DVA can
help maximize your business and re.ease the value of your investment.

For more information and a complete list of licensees, write to Ciscovision Associates,
2265 East 220th Street, Long Beach, CA 20310 or fax: (310) 952-3350. www.discovision.com
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Filtering The'FiIes '

Social Networking ___Sites Reach Out To Japanese Labels

>

TOKYO—Despite an ongoing beef with
YouTube, Japanese rights holders are receiving
early =ncouragement from unexpected sources
over regulating music video file-sharing on so-
cial networking sites (SNS).

Who are these apparent new allies? The net-
working sites themselves.

Tke country’s most popular SNS, Mixi
(mixi.jp), recently Jaunched a video file-sharing
servize for its claimed 8 million users. And Mixi

president Kenji Kasahara insists the company
continually vets for copyright-infringing mate-
rial. “We can’t check all the uploaded content,”
Kasahara says, “but we do patrol it.”

Mixi automatically deletes content it believes
infringes copyright, as another leading Japan-
ese service, Gree (gree.jp), also claims to do. Kasa-
hara says Mixi additionally encourages users to
report unauthorized content.

Mixi claims to account for 87% of all SN'S traf-

fic in Japan, with an average monthly total of nearly
10 billion page views. It claims to have some
132,000 music-based “communities” registered.

The Japanese Society for Rights of Authors,
Composers and Publishers (Jasrac) isamong the
rights holders negotiating with YouTube over
unauthorized uploading of Japanese copyrighted
content (billboard.biz, Dec. 5, 2006). However,
Jasrac transmission rights department manager
Satoshi Watanabe confirms it has already held
discussions with several Japan-based services
about filtering content.

“Some have started screening for unautho-
rized content manually,” he says. “And some
have even stopped
offering file-sharing @ @
services.”

Watanabe says Jasrac
closely monitors SNS
pages for possible copy-
right infringement, is-
suing removal notices
where appropriate.

But despite the claims
by Japanese SNS operators that they police their
own sites and independently remove copyright-
infringing material, none of the Japanese rights
holders contacted by Billboard were able to cite
examples of cases where this had actually hap-
pened. “We do not know the details of [Mixis]
system of checking and removing illegal con-
tent,” Watanabe admits.

According to a Mixi representative, the most
popular acts among its music communities dur-
ing February included pop acts Namie Amuro
(Avex), Kaela Kimura (Columbia Music Enter-
tainment) and Exile (Avex). Established Japan-
ese artists with dedicated pages on the Japanese
version of MySpace, meanwhile, range from
metal band Dir En Grey (Fire Wall Division) to
female pop vocalist Mika Nakashima (Sony Music
Entertainment [Japan]).

However, Japanese labels seem slow to appre-
ciate the promotional potential of the country’s
SNS operations. insiders suggest labels are re-
luctant to cede any control over their artists’ reper-
toire or image to outside operators.

Tokyo-based leading independent label Avex
launched its own SNS, Mu-Mo Friends
(sns.mu-mo.net) in October 2006. “We believe
it can be a powerful promotion tool,” a repre-
sentative says. But he adds, “It’s hard to imag-

‘We can’t check all the
uploaded Content.
But we do patrol it.

ine how much of a positive effect other SNS
services can have for artists at the present time.”
Thelocal arms of BMG, Warner, EMI and Uni-
versal have not invested in their own SNS op-
erations as yet.

Enju Tanahashi owns Tokyo-based independ-
ent label Inoxia Records, whose roster includes
drone-metal band Boris. “I hear that many people
talk about Boris on Mixi,” Tanahashi says. “That
is good for [any] band, as long as no sound or videos
are uploaded illegally.” However, Tanahashi ad-
mits he has personally never logged on to Mixi to
observe his act’s exposure.

A BMG Japan spokesman says the company
is reluctant to clear
content for these
sites because no
agreements  on
neighboring rights
royalties are yet in

place.
Also, he adds,
—KENJI KASAHARA, MIX] “SNS operators

[want] our artists to
open dedicated pages in order to secure more
views, generating more income from ads there.
However, never once have we—or our artists—
been offered a share of that increased revenue.”

A notable exception to the ambivalence is
Japanese music market-leader Sony Music En-
tertainment (Japan), whose domestic pop ros-
ter includes such names as Yui and Yuna Ito.
The label launched its own music-oriented SNS,
Playlog (playlog.jp), in July 2006, allowing users
to exchange information about music and rec-
ommend songs and videos by acts on SME] and
other labels.

Industry observers concede that the music
business’ relationship with these sites in Japan
is at an early stage. However, positive develop-
ments are expected. “Japanese SNS services
should be able to cut deals with content owners
based on a share of revenues,” sdys one indus-
try source, who anticipates this resulting in the
“same opportunities for new talent to emerge
as SNS services have provided in the U.S. and
the U.K.”

Using such sites to showcase creative work
directly to consumers, he suggests, could pro-
vide “an interesting alternative to the extremely
standardized A&R process that currently ex-
ists in Japan.” oee

>>>COMPOSERS CHASE SNS CASH

Eurcpean copyright societies have asked YouTube and MySpace
to speed up their efforts regarding back payments the bodies say
are due for unauthorized online use of copyright works.

The International Confederation of Societies of Authors and
Composers (CISAC) and European authors’ rights body BIEM—
both French-based—have written to the social networking sites
(SNS) calling on them to swiftly reach conclusions on content li-
censing and remuneration to copyright owners.

in aFeb. 27 statement, CISAC and BIEM said that the removal
of works from the SNS services does not represent the “best
long-term solution” for rights holders or the digital firms. Ac-
cording to CISAC director general Eric Baptiste, the societies’ goal
is “to initiate licensing partnerships that will enable continued
growth for these platforms.” MySpace and YouTube had notre-
spoaded by press time.

CISAC represents 217 authors’ bodies from 114 countries.
14 |
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BIEM represents 46 mechanical rights collecting societies from
43 countries. —Lars Brandle

>>>EC ORDERS TAIWANESE CD PROBE

The European Commission has launched an investigation into Tai-
wan’s alleged copying of CD technology and says it may initiate
a World Trade Organization (WTO) suit to stop what it calls un-
licensed abuse of patents.

Taiwan makes an estimated 80% of the world’s blank CDs and
DVDs, but local legislation allows domestic producers to use
patents without negotiating a licensing agreement with patent
holders like Philips.

Netherlands-based Philips claims Taiwanese regulators acted
illegally by issuing “compulsory” licenses allowing local pro-
ducers to make CD-Rs for export that Philips said are covered by
its exclusive patents. A compulsory license allows a company
to make a product without negotiating with the patent owner for

www americanradiohietorv com

permission to use the technology. But under WTO rules, those
products cannot be exported. —Leo Cendrowicz

>>>CORBETT EXITS WOOLWORTHS

Gerald Corbett, chairman of British retail giant Woolworths
Group, is exiting after six years in the role.

In 2005 (the last year for which figures are available), Wool-
worths’ 819 stores accounted for 28.5% of British consumer
spending on singles and 11.2% of albums, according to BPI figures
based on research by TNS.

Effective June 6, the date of the company’s annual general meet-
ing, Corbett will hand over the reins to Richard North. Until 2004,
North was CEO of Intercontinental Hotels Group. Previously he had
been group finance director at U.K. brewer Bass and clothing retail
chain Burton. During Corbett’s tenure, he oversaw Woolworths’
August 2001 de-merger from parent group Kingfisher and its flota-
tion on the London Stock Exchange.

biz

—Lars Brandle

For 24/7 global news and analysis,
see billboard.biz/global.
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AboveThe Border, AboveThe Radar

Valentin Elizalde Posthumously Tops The Charts

The video of Valentin
Elizalde’s single “Vencedor”
depicts him as a ghostly, dead
lover modeled after the char-
acter in “Ghost,” a movie
Elizalde loved. At the end of
the video, he visits his own
grave, marked by a tombstone
that visibly reads: Valentin
Elizalde, 1971-2006.

After the shoot, Elizalde
asked that the tombstone be
broken in pieces, deeming it
too creepy.

A few months later, on Nov.
25, he was shot dead by aband
of gunmen after playing a gig
in Mexico.

If you were a follower of
new banda music, you would
have known Elizalde as an up-
and-comer with huge possibil-
ities. On the live musiccircuit,
he was a star, known for his dy-
namic performances and
charismatic persona.

But he had never broken
the 100,000 mark or
cracked the top 20 with any
of his albums.

Now, he has 2007’s top-
selling Latin album so far,
“Vencedor,” out on Universal

Music Latino.
Since his death, six other
Elizalde albums have debuted
on the chart, culminating
with his albums oc-
cupying the No. 1
and No. 2 spots in
the March 3 issue.
That feat has been
accomplished Dby
only three other art-
ists: Grupo Bryndis
in 2001 and the late
Celia Cruz and Se-
lena, who both climbed
those heights after
their deaths as well.
(Selena actually had
the top four titles
after she was killed.)
While Elizalde’s
new success is directly
connected with his
death, there’s more to
him than that, as the
longevity of his sales
spurt clearly indicates.
“He was on the
verge,” says John
Echevarria, president
of Universal Music
Latino. “We saw
steady, steady sales,

Mun2 Gets Fresh

and a large part was the great
appeal he had playing live. He
was a man who was very en-
trenched with his people.”

InThe Fishbowl

Latin Youth Culture Hotbed Orbits
Channel’'s New L.A. Locale

When bilingual entertain-
ment channel mun2 moved
from Miami to Los Angeles
in 2005, its goal was to place
itself at the center of Latin
youth culture.

Now it has literally done
that, with the opening of its
new fishbowl studio bridging
the main thoroughfare of
CityWalk, a shopping and
dining district packed with
Spanglish-speaking teens
and families.

The 16,000-square-foot,
glass-walled production
space seats up to 60 audi-
ence members and will house
several programs including
flagship live performance/va-
riety show “Vivo,” which
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spent its last season on the
NBC lot in Burbank.

The new space “gives us
the opportunity to interact
with a lot of passing audi-
ence that we can invite for
different shows,” mun2 GM
Alex Pels says, adding that
the location allows for man-
on-the-street interviews and
shots from inside and out.
“We can make them part of
the show and make themiin-
teract with it.”

The new digs near Univer-
sal Studios were made pos-
sible by NBC Universal, which
owns mun2 parent network
Telemundo. Though the stu-
dio raises mun2’s profile in
the country’s top Latin media
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market, itis New York where
the channel has greater pen-
etration. Until therecent in-
creased consolidation of the
L.A. cable market under
Time Warner, a patchwork
of cable operators covered
the area, each distributing
NBC Universal channels
under separately hegotiated
agreements.

“It changes all the time, and
we are obviously constantly
trying to increase and im-
prove our distribution,” says
Lynette Pinto, marketing VP
of NBC Universal TV Net-
works Distribution.

Pinto would not reveal fig-
ures showing mun2’s LA,
reach, but said it is seen on

“He was one of those few
acts that could gain men’s re-
spectand women's adoration,”
adds Pepe Garza, PD for radio
station KBUE (La Que Buena)
Los Angeles.

Elizalde had a rabid follow-
ing that often fell below the
radar of mass media. But he
enjoyed heavy airplay on re-
gional Mexican stations and
was a phenomenon among a
younger generation of regional
Mexican fans.

Elizalde’s MySpace page,
for example, has nearly 1.5
million views and Univer-
sal reports more than
300,000 ringtones sold
since his death.

On YouTube, he has dozens
of videos, with several notch-
ing nearly 2 million views.

Elizalde’s Nielsen Sound-
Scan history had never been
stellar before, since much
of his product is sold in
mom-and-pop stores that
imported it from Mexico
and he never did national
TV promotion. Once he
died, atiention from mass-
merchant accounts kicked

cable and satellite in 11.4 mil-
lion homes.

Competitor MTV Tr3s,
which relaunched in Sep-
tember, broadcasts over the
air from local affiliates in
some markets and reaches
28.1million TV households.

The move to CityWalk
caps a year of milestones for
mun2, which added more
than 300,000 subscribers in
Puerto Rico last summer and
pulledin 14 new advertisers,
including Procter & Gamble
and Mercedes-Benz. The
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in big-time.

The sales have persisted,
although Universal has
taken a respectful stance and
maintained a tasteful, low-
key promotion.

Butaudiences remain avid.

Future plans call for a TV
homage and the release of a
new album timed with the an-
niversary of his death, as
Elizalde left a hefty catalog of
recorded, unreleased mate-
rial behind.

And since December, La
Que Buena has been airing
a daily, one-hour show ti-
tled “Los Inmorlales” (The
Immortals), playing only
the music of Elizalde, his
father “El Gallo” Elizalde,
Adan Chalino Sanchez
and his father Chalino
Sanchez.

All suffered young deaths.
For a generation that strad-
dles two cultures that still
yearns for men as brave as
they are romantic, they re-
main relevant. coe

For 24/7 Latin news

bIZ and analysis, see
billboard. b|z/lat|n

2
" The mun2 studios

channellauncheda TV cam-
paign last month on sister
NBC Universal channels like
Bravo and had “Vivo” picked
up for rebroadcast on L.A.
affiliate KNBC.

Pels couldn’t name any
product or brand placements
associated with the new stu-
dio yet, but mun2 is working
with CityWalk on promoting
the channel’'s new home on
the strip. Right now, Pels
says, “the main idea is to
brand mun2.”

—Ayala Ben-Yehuda

CHILEAN MUSIC FEST
MAKES MARK IN
SOUTH AMERICAN
MARKET

VINA DEL MAR, Chile—The
48th edition of Chile’s Vinia del
Mar Music Festival consoli-
dated Latin America’s longest-
running music fest not just as
a week of good shows, butasa
major platform in the TV and
Latin music industry.

The festival, which took
place Feb. 21- 26 in the sea-
side resort of Vifia del Mar,
brought together 15,000 peo-
ple every night to the Quinta
Vergara amphitheater to see
16 acts.

Vina was also the anchor
for several major South
American tours, including
those by Tom Jones and
Bryan Adams. According to
festival CEO Ricardo de la
Fuente, Vifia’s rising impor-
tance as a destination for in-
ternational artists is linked to
the coverage it gets through-
out the region.

Outside Chile, the show
aired in 25 countries, up from
13 in 2006. When reruns are
taken into account, some 35
million people are estimated to
have watched the show.

Damian Amato, director of
Sony BMG Chile, which
brought five artists to the
event, thinks success in Viiia
influences the South Ameri-
can market in general, leading
to bigger record sales and
more shows.

“For many years now, Vifa
del Mar is not just another
concert,” Amato says. “The
fact that it is broadcast and
gets so much attention from
the media, makes it the most
important musical event in
South America.

This year’s edition divided
applause equally between
Latin artists like Ricky Martin
and Gustavo Cerati and main-
stream acts like Jones—possi-
bly the biggest success of the
fest—and Adams. As is tradi-
tional, performers received
gold and silver Gaviotas and
Antorchas (seagulls and
torches), awarded according
to the applause received.

The winner in Vifa's long-
standing songwriting compe-
tition for up-and-coming
writers was Spanish trio Ma-
teria Prima for “Cuando
Quieras Volver.”

—Claudio Vergara

ELIZALDE: COURTESY OF UNIVERSAL
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As we welcome in 1962, it looks like another
banner year for singles sales so the record

business will just keep hummin’ along. Of

course we can’t help but feel a little bit sorry
for those companies still based on the album-
sales business model, but . .
that would be . . . everybody!

Whoops. Sorry. Never mind.

All seriousness aside, it is fun for us old-
school cats to see our most recent two Coolest
Songs in the World artists actually interested
in the ancient art of album making.

Robert Schneider from the Apples in
Stereo has 24 tracks on the bands “New Mag-
netic Wonder” but 11 of them are either in-
strumental or occasional vocal bits and pieces
obviously intended to serve as a bridge from
track to track.

All right, it’s not quite “Tommy” yet, or even
“The Who Sell Out,” but we’re getting therve.

Schneider is obviously channeling his artis-
tic ambitions through the band, as Pete

Cwait a tick ...

Townshend mostly does. So hopefully, with
this new lineup, Horton has found his Who.
Jesse Malin, on the other hand, has de-

MALIN

‘Wi "
worio ) IN THE MODERN WORLD
a2 THIS WEEK &Im,
OPEN EYES

; Simian -

_Z BECAUSE I’'M AWESOME

Blackheart
RUBY

1‘ Universal

Indie Music

GOODBYE ROCK AND ROLL BAND

cided to approach things from the other side.

Having been in the perfectly right rock band
at the perfectly wrong time (D-Generation
in the '90s) he has decided to live the life of
the singer/songwriter—which does seem like
good timing, the genre enjoying its biggest
commercial resurgence since the '70s.

As such, the album seems the appropriate
form to explore a more complex individual
identity that, more often than not, cannot be
revealed or explained in one three-minute
song (communicating the common ground
ofa band), but needs a collection of emotional
vigneties, cumulative storytelling if you will,
to begin to paint the more personal picture.

That is not to say singer/songwriters can’t
have hits. Bob Dylan, James Taylor, Jack-
son Browne and Bruce Springsteen (who
has a fabulous duet on Malin’s album) have
all doneit.

Anyway, we don’t like to make a habit of en-
couraging this sort of behavior (we should be
boycotting Malin until the D-Generation re-
union) but he’s outfoxed us, a la Willie Nile,
by sneaking in a few marvelous rock tracks

that we must reluctantly adinit are undeni-
ably great.

In other album news, the White Stripes
have a new album done called “Icky Thump”;
lan Gillian, lead singer of Deep Purple, has
demanded Sony BMG withdraw a just-
released live album of one of Purple’s last
gigs, stating, “It was one of our worst con-
certs ever”; and the new Todd Haynes flick
(“Velvet Goldmine,” “Far From Heaven”) will
be based on Dylan’s life and will include new
covers as well as source material on the
soundtrack and Dylan will be played by, wait
for it, Richard Gere, Christian Bale, Heath
Ledger and Cate Blanchett.

Holy Lennon on Broadway, Batman!
See you on the radio.

THE APPLES IN STEREO

THE DOLLYROTS

KAISER CHIEFS

THE CHARMS

THE NOVAKS

LONG LIVE THE WEEKEND
Adeline

5 BROKEN HEART

THE LIVING END

‘Wicked Cool

Bonnier

TEENAGE HEAD
Olde Haat

LOVE LETTER

Savage Jams

nn

UNDERG‘ROUNDGARAGE.COM

AIN’T NO KING OF ROCK AND ROLL

THE NOMADS

THE MORLOCKS

THE PAYBACKS
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I RRIEE BY ANTONY BRUNO

Charting
The Course

By Helping The Digital Market, Record
Labels Could Help Themselves

Record labels need the digital
music market to take off. So
whyaren’t they helping itany?

Physical CD sales have been
in decline for the last five years,
and according to various esti-
mates are expected to fall an-
other 15%-20% again this year.
And while digital revenueison
the rise, it is not yet reversing
the trend. Sony BMG global
digital business president
Thomas Hesse says that if
physical revenue drops by 15%,
digital revenue must rise by
60% to compensate. This year,
he expects net revenue to fall.

So what are labels doing
other than licensing their
music to digital services that
they hope will become success-
ful? According to many service
providers and industry ana-
lysts, the answer is—nothing.

“There’s no plan, no sense
of direction,” one digital re-
tailer executive says. “They’re
just hoping somebody is going
to figure all this out for them.”

To date, that somebody has
been Apple—its iTunes store
commands 70% of all digital
music sales and the iPod
around 80% of all digital music
devices. Yet, record labels are
the first to point out that Apple
can’t reverse their falling for-
tunes on its own. They need
more services selling more
music to more people. And al-
though labels have tried to sup-
port potential competitors to
iTunes, such as Microsoft’s
Zune bid, these services are
merely limping along.

The reason, operators of
such services and digital music
industry analysts say, is the

LIVE OFFSTAGE

Since live events seem to be the only part of the music
business making any money these days, the digital ex-
tension of the concert is ramping up. Virtual Venues
Network has introduced the ClubLync set-top box that
allows venues like nightclubs, theaters and college din-
ing halls to project high-resolution video of live concert
performances in a legal/licensed fashion. Both artist
and presenter share in the gross box-office receipts.
Venues can either buy or lease the projector, which
connects to the Virtual Venues Network through a propri-
etary secure link via the Limelight Net-
works content deliver network.
The ClubLync is provided free
with any subscription to the Vir-
tual Venues Network, which runs
$100 per month. —Antony Bruno
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music industry is not taking an
active-enough role. “They’re
not directly hurting services,”
one former digital service
provider says, “bul they’re not
directly helping either.”

MARKETING

Record labels are marketing
and promotion machines, and
could flex that muscle to help
drive more users to digital out-
lets. Yet most of their advertis-
ing directs buyers to either
big-box CD retailers or iTunes.

Even some label execs think
this needs to change.

“[We need to] take more re-
sponsibility for driving aware-
ness and consumption from our
ownaddollarsand impressions
rather than relying on othersto
do it for us,” Universal Music
Mobile GM Rio Caraeff says.
“We're not doing enough in my
opinion. Most of our marketing
goes towards selling CDs.”

As digital revenue con-
tributes more to labels’ bottom
lines, he says, that will change.

SLICING THE PIE

Of course, digital service
providers could spend much
more of their own marketing
dollarsif they didn't have to pay
labels'and publishers so much
in licensing fees. This is an old
argument, but one that isn’t
going away anytime soon.

Gabriel Levy, VP of labels
relations at Rhapsody, says
satellite radio providers were
able to amass millions of sub-
scribers in a relatively short
period of time because they
didn’t have to pay the same li-
censing rates that subscrip-
tion music services do, and as
such were able to devote more
money to advertising.

And that’s just the existing
services. A host of new tech-
nologies and business mod-
els are waiting to license
music to go public, but are left
waiting in the wings as labels
work to evaluate the risk po-
tential rather than the busi-
ness opportunity.

“The people in charge of
these deals are very risk-
averse,” Music Choice CEO
David Del Beccaro says.
“They're a bunch of lawyers.”

Label sources say that they
make deals as quickly as they
can and prioritize their efforts
based on which

deals will result in
) the most immedi-
ate revenue. But
even industry insid-
ers agree that, for the

long term, the dealmaking
process needs to be addressed.
“If we don’tretrofit our busi-
ness to accommodate, we're
going to miss out,” says
Richard Blackstone, senior ad-
viser to the chairman for
Warner Music Group.

INTEROPERABILITY
Perhaps the greatest obstacle
to the digital market’s growth,
though, is that music ac-
quired from any “legal” serv-
ice other than iTunes won’t
work with the iPod.

Apple famously encouraged
the labels to sell without DRM
to solve the problem, while la-
bels put the onus on Apple to
license its FairPlay DRM sys-
tem to other retailers.

“This is a technical problem
with a technical solution,” says
Thomas Gewecke, senior VP of
Sony BMG’s Digital Business
Group. “The only people that
have a problem with it are tech-
nology companies who benefit
from the situation being closed.”

Yet iflabels are serious about
forcing Apple to open up its
technology, some question why
they don’t just pull their music
from iTunes until Apple com-
plies. “If you don’tlike the way
[Apple] is protecting your prop-
erty, take it away,” dares Jon
Potter, executive director of the
Digital Media Assn.

Most digital music services
are run by executives hailing
from either the software or
consumer electronics world,
where it is not uncommon for
the mujor companies involved
to jointly set the technological
standards and other rules gov-
erning the sale and distribu-
tion of their products. The
music industry, by contrast,
so far seems satisfied to sim-
ply license its content and let
the technology industry figure
out the rest—a source of in-
creasing frustration among
those in the digital space.

How the music industry re-
sponds should prove an inter-
esting barometer for how far
along the convergence of digital
and music has come, and how
much further it has to go.

Coming March 26: Billboard’s
Mobile Entertainment Live!
conference in Orlando, Fla.,
partof the CT1A Wireless 2007
conference. Visit billboard-
events.com for more informa-
tion and registration. wee
For 24/7 digital news

and analysis, see
billboard.biz/digital.

ILLUSTRATION BY THOMAS FUCHS
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TONES FOR
EVERYBODY
FunMobility has launched a
series of ringtone categories
aimed at a variety of niche
markets and users based on
music genre. They include
RockTones, RetroTones, Lat-
inTones and ChristianTones.
The company says the rock
and Christian music cate-
gories have been selling par-
ticularly well as ringtones of
late, and led to their devel-

channel. The ChristianTones
feature was developed in
partnership with EMI Christ-
ian Music Group.

HANG 'EM HIGH

Mobile game distribution
firm Player X is teaming
with game developer Hol-
lywood Gaming and EMI
Music Publishing to create
the “Lyric EMI” game. The
game features a “hang-
man” style theme where
players attempt to fill in the
lyrics of popular songs in
the EMI catalog. Player X

TITLE
ORIGINAL ARTIST

Wi
2 1 6
BEYONCE

MAKE IT RAIN

ROCK STAR

UNK

JUSTIN TIMBERLAKE

opment as a specific sales

HOT RINGMASTERS.. ¥, Bilbeard

FAT L FEATURING LIL WAYNE

23 4 LAST NIGHT
DIDDY FEATURING KEYSHIA COLE
R 2 steP

BITS & BRIEFS

will distribute the title
through its network of 90
wireless operators world-
wide. Additional games
based on EMI’s publishing
catalog are expected to be
developed over time.

KEEPING SCORE
Microsoft is inviting un-
signed artists to create
music-inspired Xbox 360
videogames. Participating
artists in the Xbox Sound-
tracks program will be able
to download and score
music to a variety of game
trailers in May. Completed
works will be uploaded to a
dedicated Web site and
rated by fans. Winners from
different countries will re-
ceive studio recording time
with Universal Music Group.
Although the contest does
not officially start until May,
Scissor Sisters kicked off its
promotion by reworking
their song “She’s My Man” as
inspired by the trailer for the
much-anticipated video-
game “Halo Wars.”

commensy @ @ Nlelsen
®'® Movile

THIS IS WHY I'M HOT
MIMS

2 6 DON'T MATTER
AKON
4 3 YOu
LLOYD FEATURING LIL' WAYNE
5 6 CUPID'S CHOKEHOLD
GYM CLASS HEROES FEATURING PATRICK STUMP
POP, LOCK AND DROP IT
" HUEY
5 16 m:\LK IT OUT
3 13 ON THE HOTLINE
PRETTY RICKY
WE FLY HIGH
8 16 juiones
15 8 THE WAY | LIVE

BABY BOY DA PRINCE FEATURING LIL 80OSIE
IRREPLACEABLE

10010 gckesack
28 2 OUTTA MY SYSTEM
; BOW WOW FEATURING T-PAIN & JOHNTA AUSTIN
1 8 THROW SOME D’S
AICH BOY FEATURING POLOW DA DON
CRAZY BITCH
Ve | 18 glokcrienny
22 4 GLAMOROUS
FERGIE FEATURING LUDACRIS
GO GETTA

YOUNG JEEZY FEATURING R KELLY

WHAT GOES AROUND...COMES AROUND
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Service ByThe Cup

Starbucks Expands its Music Strategy

t Billboard’s Music &
Money Symposium,
Starbucks president
of entertainment
Ken Lombard
began his keynote address by
remindingaudience members
why the merchant has aunique
status as a retailer. Not only
does the chain have 12,000 lo-
cations worldwide, butit has 44
million customers, averaging
18 visits per month, he said.
[nits most recent fiscal year,
Starbucks’ revenue totaled $7.8
billion. While musicis a small
percentage of that total—in
2006 Starbucks sold 3.6 million
album units, which by rough
estimation is about $65 million
in music revenue—it’s an im-

bucks Hear Music titles.

Starbucks plans to continue
sticking toils strategy of coffee
shops carrying 20 music titles
or fewer, Lombard said. But it
has expanded its offering to in-
clude DVDs and books. The
chain is selective in carrying
those product lines and takes
chances on titles because “our
customers expect that we will
put things in frontof them that
area little unique.”

Since the selection focuses
on discovery, all titles are mer-
chandised with signage that al-
lows customers to learn about
the music being carried. In con-
trast, Lombard noted that at
most other merchants musicis
sold merely as a commodity,

—KEMN LOMBARD, STARBUCKS

portantingredientin the expe-
rience the chain offers its
customers, Lombard said.

That’s a far cry from Star-
bucks’ beginnings in music
when Seattle store managers
merely made compilations for
customers. And the company
continues to expand its pres-
ence in music, Lombard said
during his keynote, which was
in the form of a Q&A with Bill-
board executive editor/associ-
ate publisher Tamara Conniff.
The session took place March
1 at the St. Regis Hotel.

The chain’s idea of music
programming can now be
heard 24 hours a day on Star-
bucks Hear Music digital music
channel 75 on XM Satellite
Radio. Starbucks also enables
its customers to participate in
the digital consumption of
music and movies through a
deal with iTunes, where its
Hear Music makes it the only
merchant to haveabranded lo-
cation within the Apple site,
Lombard said. In turn, iTunes
customers have the ability to
preview, buy and download a
wide variety of popular Star-

with little in the way of service.

Another thing that differen-
tiates Starbucks from other
merchants that carry music as
a smaller component of their
overall business, is that the
Seattle-based chain does not
use its music, books and
movies as a loss leader. “We
have to achieve margin,” he
said. “It has to answer to the
[profit] criteria.”

Consequently, Starbucks has
stopped plans to roll out CD-
burning kiosks to ils main
stores. Instead, it will limit those
plans to the media bars it has in-
stalled in its Starbucks Hear
Music Coffeehouse outlets—
which are music specialty stores,
combined with the coffee
chain’s usual snack assortment.
Currently, the chain has four
such locations in Miami; San
Antonio; Bellevue, Wash.; and
Santa Monica, Calif., which
carry about 5,000 titles.

With music
specialty retailers disappearing,
nowadays the game’s all about
getting your music and video
into other types of stores. Sure,

MARCH 17, 2007

labels and distributors are
scrambling every which way
they can to find new outlets. But
one wholesaler is taking thatap-
proach to the nextlevel, arrang-
ing for adistributor outside the
music realm to work for it.

In Portland, Ore., independ-
ent distributor Allegro has
partnered with Charlotte, N.C.-
based TSC Group, a sales com-
pany that sells to regional and
national chains that collectively
run more than 100,000 stores.
The agreement, which isin the
form of a 10-year strategic part-
nership, has TSC pitching
Allegro’s CDs, DVDs and au-
diobooks to its account base.
Butin addition to the independ-
ent labels Allegro distributes,

the deal can include major label
and studio product, too, which
the distributor carries through
its rack division.

Since it was formed in the
"70s, TSC has sold and marketed
hundreds of brands in general
merchandise, telecommunica-
tions, consumer electronics,
computers, videogames, house-
wares, furniture, hardware and
office products to a broad range
of retailers, including big-box
merchants, grocers, electron-
ics specialists and travel cen-
ters. The agreement between
TSC and Allegro grew oul of a
test with the Pilot Travel Cen-
ters, which caters to the truck-
ing industry.

The latest deal comes on
top of Allegro’s past efforts to
diversify beyond the tradi-
tional music and video ac-
count base. Even before this
deal, Allegro sells 50% of its
product tolibraries and other
special-market accounts, ac-
cording to Allegro chairman/
CEO Joe Micallef.

. For 24/7 retail news
| and analysis, see
billboard.biz/retail.
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Goodbye to
an incredible friend

Sal Bonafede

Xcel Energy Center.

Remembering your beautiful spirit,
with thanks for touching our lives.

We'll miss you, Sal.

Grtlg Jim and Steve

[Apavilion
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ACut-Up,CutDown

Jamie Foxx Flexes His Versatile Touring

Muscles, Flex Seating And All

It’s likely that no one would describe Jamie Foxx
as a quiet guy, but the actor/comedian/singer
has rather quietly put together what Mike Evans,
executive VP of sports and entertainment for
Philadelphia-based venue management firm
SMG, calls “the most positive tour of the year.”
Evans points out that while the industry fre-
quently talks about flex pricing. the Foxx tour is
an example of flex seating. I's playinga lot of are-
nas with curtaining systems that can move ca-
pacity up or down to suitdemand. “Everyone tried
to figure out a way to make this work, and in re-
ality what it took was a producer that wasn’t locked
into the old way of doing things,” Evans says.
Foxx’s Unpredictable tour, which began last
December and runs through the spring, is pro-
duced by Another Planet Entertainment and
Bay Area Productions. The tour is innovative
in at least three ways: It's the first national pro-
duction for Another Planet; it’s the most suc-
cessful arena theater configuration tour since

Bruce Springsteen’s Devils and Dust tour in
2005; and it makes full use of Foxx’s talents by
showcasing his singing and comedic skills.
Another Planet Entertainment president
Gregg Perloff cut his teeth in the San Fran-
cisco Bay Area under legendary promoter Bill
Graham Presents (now under Live Nation), and
eventually went independent, forming Another
Planet with longtime VP Sherry Wasserman.
APE has been successful as an independ-
ent—ninth among all promoters in gross in
2006, according to Billboard Boxscore. Perloff
says he lhad been looking for a national touring
opportunity when the Foxx tour came along,.
But the tour was tough to peg, even though
Foxx’s “Unpredictable” album has moved 1.9
nillion units, according to Nielsen SoundScan.
The tour made cautious sense in theaters, but
the five-truck production—and ultimately de-
mand—seemed to call for larger venues.
“The amazing thing with the Jamie Foxx
tour and why iU’s set up the way it is is that
Jamie can basically do 6,000 tickets or more
in virtually any market that has an urban pop-
ulation,” Perloff says. “In fact, what has oc-
curred, this is a tour that has really been a
signature tour for cut-down arenas, and the
20

BILLBOARD MARCH 17, 2007

dn o

buildings have done a phenomenal job with
these curtaining systems.”

Perloff says the tour is consistently doing
6,000 or more per night, when capacity allows.
“There’s so much more money for the artists
than going into a theater, with none of the ex-
pense of a full arena,” he says. “It has really
been a very enlightening experience for us.”

Perioff says that since arena capacities were
misleading there seems to have been a general
misconception in the business that the tour was
doing less-than-expected business.

“We were setting up these buildings for 4,500
to 5,000 capacity, and we were doing 5,500 to
6,000, selling out our original intent and adding
seats,” Perloff says. “But people were thinking
the tour was not doing well at first. Now every-
onerealizes just the opposite, the tour is doing
like 1,000 more tickets [per night] than it was
intended to, day in and day out.

There are still theaters on the route. Foxx sold
out two Aladdins in Las Vegas for a
total of 13,500 people, and “in Atlanta
we decided to do multiples at the Fox
because it's such a fabulous building.
We'll probably do 13,000 people there
in three shows,” Perloff suys.

Evans says Foxx has proved a big
draw in diverse markets, including
Seattle; Fort Lauderdale, Fla.; Orlando,
Fla.;and San Antonio. “By having the
ability to do these shows in the cut-
down situation, we were constantly
monitoring sales and being able to ex-
pand in some places,” Evans says.

[ give Gregg and Sherry credit, they
picked up the slack and came up with
a way to not only make it work but
make it work in a spectacular fashion.”

The performance itself is “unpredictable,”
with Foxx doing 35 minutes of comedy followed
by more than an hour of music, including his
own hits and songs from the movie “Ray.

“Inaddition to his Oscar, all the awards and the
stand-upcomedy, a lot of people don't realize jamie
Foxx is an accomplished musician,” Perloff says,
adding that touring dollars for an actor of Foxx's
stature hardly compare with what can be made
playing to 6,000-7,000 people per night.

“He’s absolutely doing this [tour] for the love
of doing it,” Perloff says. “The rewards finan-
cially are nowhere near his film stuftor his TV
comedy stuff.” Foxx is managed by Marcus King
and booked by Rick Greenstein at the Gersh
Agency, whom Perloff calls “quick, great with
numbers, a good guy who works for his client.”

Perloff had similar praise for Bay Area Pro-
ductions president Lionel Bea, King and Foxx.
“Itsounds likea press release, but these guysare
the most honorable people I've ever met,” he says.
“What we call in our business the ‘greed factor’
basically doesn’t come into play.” ..

: For 24/7 touring news
b|z and analysis, see
L billboard.biz/touring.
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INn Loving Memory

Sal Bonafede

19032 - 2007

From Dion & the Belimonts in the 1950s to Neil Diamond in the present,

Sal left an indelible stamp on each of us. Evervone who knew him has

a few tavorite stories. Sal was a man who cared deeply about what he

did and the people he worked with. A man with an unmatched sense
of humor and stories, oh yes, Sal had stories...

we wish to extend our condolences 1o his family.

Sal, we miss you. mg ’

www americanradiohietorv com
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People come
into your life and

touch you in many

ditferent ways.

Sal, you gave us
a special friendship
but above all you gave us

great humour.

What a wonderful gitt.

We will treasure

the memories.

Paul and Donna

NAINTY

CONSOLIDATED ENTERTAINMENT
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Are Downloads
Performances?

ASCAP Wants A Federal Court To Say Yes

The federal court case in New
York seemed like business as
usual at first: The court peri-
odically resolves disputes over
ASCAP rates for performance
licenses. AOL, RealNetworks
and Yahoo were expecting
rates to be set for the right to
stream compositions by
ASCAP members.

Then in February, ASCAP
made a surprise move. It asked
the court to declare that down-
loads also require a perform-
ance license.

Currently, digital services pay
a performance royalty for
streams and a digital phono-
record delivery (DPD) royalty
for downloads. The perform-
ance license covers the right to
“publicly perform” the recorded
composition, while the DPD li-
cense covers the right to “repro-
duce” a copy of arecorded song
and to “distribute” it digitally.

But there’s a distinct differ-
ence between digital perform-
ance and DPD licenses. The
former are negotiable, so pub-
lishers have the rightto say “no”
to a license request. The latter
are often compulsory, so pub-
lishers must grant the license if
the song has been previously
recorded and released in the
United States. Requiring both
licenses for one type of use could
increase the cost to companies
that want to offer downloads.

So the move by ASCAP,
under the leadership of CEO
John LoFrumento, is causing
quite a stir. Several interested
parties filed amicus (friend of
the court) briefs in the matter
on Feb. 28.

The decision will not be easy.
It will require a first-time inter-
pretation of copyright law on
this issue and an understand-
ing of technology.

Under the Copyright Act, to
perform a work means to re-
cite, render, play, dance or act
it, either directly or by means
of any device or process. To
perform a work publicly ineans
to transmit or otherwise com-
municate a performance of the
work to the public, by means
of any device or process,
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whether members of the pub-
lic receive it in the same place
or in separate places, at the
same time (e.g., in a public the-
ater) or at different times (e.g.,
delayed broadcasts).

Courts have already held that
streaming is a public perform-
ance. ASCAP argues that there
is little difference between a
stream and a download today.

For both, the “client” com-
puter establishes an Internet
connection with the “server”
computer. The client or server
specifies the digital informa-
tion to be transmitted from

LOFRUMENTO

the server to the client, and
the client plays or possibly
stores the information on the
client computer.

Protocols govern how the
client and the server commu-
nicate to each other. The proto-
col for downloads delivers
information as quickly as pos-
sible while correcting any er-
rors that result from the
transmission. The protocol for
streams attempts real-time de-
livery, skipping the step of cor-
recting errors. Though they are
not identical, ASCAP argues
that there is software today that
allows music to be played as it’s
being downloaded or automat-
ically played when the down-
load has completed.

Ultimately, ASCAP argues,
there is no other reason to
download music than to play
the music—so when a service
first transmits a download, that
transmission is a public per-
formance of the music.
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AOL, RealNetworks and
Yahoo argue that transmitting
a download is more akin to
sendinga CD to the recipient’s
home—the download delivers
acopy rather than performs the
music. They say this is a distri-
bution, not a performance.

The RIAA is aligned with the
digital services, arguing in an
amicus brief that a transmis-
sion is not a performance un-
less it’s capable of being heard
during transmission. The
group refers to the court deci-
sion in the original Napster case
that indicated that users who
upload files violate the distri-
bution right, while users who
download violate the reproduc-
tion right. There was no men-
tion of a performance right.

In its amicus brief, the Dig-
ital Media Assn., NARM and
others argue that ASCAP’s po-
sition would give CD and
DVD distributors an unfair
advantage over digital services
since they do not pay a per-
formance royalty.

But the Assn. of Indepen-
dent Music Publishers, Church
Music Publishers Assn., Nash-
ville Songwriters Assn. Inter-
national and the National
Music Publishers’ Assn. are
aligned with ASCAP, empha-
sizing that rights holders may
license each right (distribution,
reproduction, performance)
separately—and generate rev-
enue from each right—under
copyright law.

And BMI explainsin a brief
that separate licenses are not
unusual. For example, music
for a TV broadcast requires
two licenses: a synch license
to reproduce the song in syn-
chronization with a visual
image plus a public perform-
ance license for broadcasting
it to the public.

As more TV programs are
offered as downloads, a per-
formance fee for those deliv-
eries would certainly ensure
continuing revenue streams
to the societies. .

biz
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GRANDMASTER FLASH & THE FURIQUS FIVE: EBET ROBERTS, GRANDMASTER FLASH ARNOLD TURNER/WIREIMAGE COM

You could spend the better part of a day listing the things Grandmaster Flash & the Furious
Five did first: In the embryonic days of the New York rap scene, they were among its first
superstars, they helped pioneer the freestyle battle and Grandmaster Flash was instrumen-
tal ininventing the art of break-beat DJ’ing. Legend also has it rapper Mele Mel was the first
to dub himself an “MC”; fellow rapper Cowboy is credited with coining the term “hip-hop.”
Sait makes perfect sense to add another first to the list: On March 12, Grandmaster Flash
& the Furious Five will become the first hip-hop act inducted into the Rock and Roll Hall of
Fame. It was 25 years ago that their groundbreaking single “The Message” helped hip-hop
kick down the door into a world of bigger audiences, and in their third year of eligibility, the
act—comprising Grandmaster Flash, Kid Creole, Mele Mel, Scorpio, Raheim and the late
Cowboy—will join a class that includes R.E.M., Van Halen, Patti Smith and the Ronettes.
And though the Hall of Fame has traditionally played around with the definition of “rock-
'n’roll”—just last year, Miles Davis became a member—it’s yet to embrace hip-hop. Part of that
is strictly timing: Artists become eligible 25 years after their first recording, which, inthe case
of Flash & the Five, was 1979’s “Superrappin’.” But there’s a satisfying time element to the 25-

Two of hip-hop’s founding fathers

on the eve of becoming part of the
first rap act in the Rock and Roll
Hall of Fame.

year anniversary of “The Message,” the group’s seminal track, which, with its dark, ingratiat-
ing hook—“It’s like a jungle sometimes/It makes me wonder how | keep from going under”—
sold half a million copies in a month and established hip-hop as a commercial and cultural

force in the mainstream.

Billboard spoke with Grandmas-
ter Flash and rapper Mele Mel on
the eve of their induction.

How did you hear about the
induction?

Mele Mel: I sleep with the TV on,
so actually in my sleep I heard the
woman reporting it. She an-
nounced Van Halen and R.E.M.
while I was dreaming, and then
I woke up to hear her saying, “Rap
group Grandmaster Flash & the
Furious Five also made the cut.”
Grandmaster Flash: There had
been two false alarms on it, so
when somebody called my house,
I didn’t take it too serious, to be
honest. But when they told me, |
just looked at the phone, hung up
and went on my merry way. The
next morning I started getting a
lot of calls, so I just said, “Note
to self: This is it.” But it's won-
derful, wonderful, wonderful.
Later than sooner still beats
never. {laughs]

What does it mean to be the
first hip-hop artists inducted?
Mele Mel: It validates all we put
in as far as pioneering rap music
and making it a global thing.
We're overlooked because we
started so early in the game, be-
fore it got corporate and commer-
cial, but being inducted makes
people take a second look at who

we are. People still know our
music, but for some reason these
young rap cats and the industry
don’t really think we’re as impor-
tant as we are. The Rock Hall
solidifies it.

The main thing that the in-

duction would do for the indus-
try is force it to grow up. They're
trying to make it a little too ju-
venile, a lot too ghetto. Every-
body understands the dope part
of it, the violent part of it, so
now let’s get back to the music
part. This forces everybody to
put a different face on hip-hop
as a music-driven culture: [t can
be a teacher, a star of the com-
munity, instead of just an act on
the corner.
Grandmaster Flash: So many of
the other prestigious associations
have embraced hip-hop, but this
had been one that sort of hadn’t.
Andas a DJ, it’s pretty important.
[ go in with some of the greatest
keyboard players, drummers,
guitarists, bass players, horn
players, and I go in with my in-
strument, which is the turntable.
So although on one side it’s sort
of a sore thumb, on the other I'm
going in as a special situation.
This isn’t just Flash & the Furi-
ous Five; this is hip-hop going in,
the breakdancers, the MCs, the
graffiti artists. So it’s cool. It’s
kind of nifty.

Does this lend a validation or
acclaim to hip-hop music that
it maybe didn’t have before?
Mele Mel: It does, but I'm not
going to say it’s for “hip-hop
music.” What we could call hip-
hop and what itis now is not ac-
tually the same music. [ think it
validates the fact that pioneer-
ing groups, traditional groups
are the most important ones, the
ones that to this day can move
hip-hop forward.

Today’s music is more stag-
nant—they’ve been doing the
same thing, saying the same
thing, for years. It’s not going
anywhere. 50 Cent may be in the
Rock and Roll Hall of Fame one
day, but he won’t deserve it. All
he did was just make records, and
the records made money. He
wasn'’t as influential as Grand-
master Flash & the Furious Five
or Run-D.M.C., or Kurtis Blow or
Public Enemy. These are the in-
fluential groups in hip-hop.
That’s the bigger movement and
the bigger story about what hip-
hop is.

Grandmaster Flash: Let’s just
say that it’s the cherry to the val-
idation. I can remember when
you couldn’t see a hip-hop video
anywhere, when other music or-
ganizations thought [hip-hop]
was just a ship passing through
the night. [t makes me go back to
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Grandmaster
Flash & Me

H0 Cent
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buthe
won't

deserve
it.
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my humble begin-
nings. As an inven-
tor, sometimes you
invent something
and the people say,
“No.” So thank God
they said, “OK,
maybe this could be
something.”

What lessons
have you learned
from your years in
music?

Mele Mel: That the
business is the
major part of it. We lost a lot of
opportunities and chances
because we weren’t as well-versed
in the business side. We were just
too busy being the creators and
living the life of stars. It never got
in the way of my talent, butit got
in the way of moving forward as
a group.

Grandmaster Flash: That | con-
tinue to love this. In some cases,
I'm called an icon, but I look at
myself as a servant. It's allowed
me to go from this little candy
store that I made to a huge Wal-
Mart-type of candy store, where
I've got so much music to play
and so many audiences to play
in front of—whites, blacks, peo-
ple overseas, audiences half my
age. The lesson is that when you
love what you do and you stick
with it, it will take care of you.
Hip-hop has taken care of me all
my life.

What are you working on now?
Mele Mel: “We're doing promo-
tion on [“Muscles,” his first solo
record]. [Wrestling’s] always had
that hip-hop twistto it,and I'ma
part of that.

Grandmaster Flash: | have an
album deal I'm just about to close
on. And I'm writing the story of
my life, with the guy who wrote
the Ray Charles biography, David
Ritz. I'm really into these digital
D] applications, these sounds that
used to be on the keyboard but
are now on CDs. I'm a technol-
ogy fiend. .
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artina McBride is bo

Everywoman's superstar. A 40-year-old
mother of three from Sharon, Kan., who has
been married to husband John McBride since
1988, she is her audience. That may be one
of the reasons that McBride—whose new album, “Wake Up
Laughing,” is due April 3—has been one of country music’s
most consistent stars during her 15-year career.

Sony BMG Nashville chairman Joe Galante, who signed
McBride to RCA Records Nashville and calls her “the best singer
in the format,” says she has a unique connection with her fans.
“She’s the wife, she’s the mom, she’s the executive, she’s the
star, she’s the homemaker. She’s very much the audience, and
I do think that grounds her, but it also keeps her in touch with
everything,” he says.

Jon Elliot, VP of marketing and artist development for RCA
Nashville, says McBride’s median demo is females in their late
30s. “She probably skews higher female than any other artist
on our roster and probably any other artist in the format. She
very much is her demo, and I think that’'s why she’s able to do
what she does, because she knows how to relate to those peo-
ple who buy her records.”

McBride also has a “laser focus,” Galante says. “Even though
she’s surrounded by all the stuff that she’s dealing with, she’s
able to focus on what she needs to do. She could have been a
mom five seconds ago, but when she’s onstage, she’s the star,
and she’s giving it all to her audience.”

There are few artists in any genre who can claim a career as
consistent as McBride's. Every one of her albums, except for
her first, has been certified either platinum or multiplatinum
by the RIAA. She has sold 12 million records, according lo
Nielsen SoundScan.

[n an amazing testament to her career growth, every album
she has released—save one, a Christmas project—has outper-
formed the last when it comes to first-week SoundScan sales.
Her most recent, “Timeless,” sold 185,000 copies in its first
week. By contrast, “The Time Has Come,” her first record, sold
1,000 units the week of release.

She’s won multiple awards from the Country Music Assn.
and the Academy of Country Music, as well as from the Record-
ing Academy. From an airplay standpoint, she’s scored 19 top
10 singles, including five No. 1s on Billboard’s Hot Country
Songs chart. She’salso had crossover success. “Valentine,” with
Jim Brickman, was her first AC hit in 1997 (see chart, right),
and she’s reached the top 10 four times in the format. Her last
proper album, “Martina,” released in 2003 on RCA (“Timeless”
was an album of cover songs), spawned her biggest crossover
success to date, including a nine-week run at No. 1 with “This
One’s for the Girls,” and “In My Daughter’s Eyes,” which spent
50 weeks on the chart.

“Martina McBride is highly relatable to a country listener,”
says Beverlee Brannigan, PD for couniry KFDI Wichita, Kan.
“She’s an amazing balance of artist, business savvy, mom,
smarts and beauty—and never in a threatening sort of way for
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Radio hasem™ rfom “Wake U8
ing.” “Anyway”—the’ cBride has written or co-
wrilten in her career—is No. 6 on Hot Country Songs and is
simmering below the AC radio chart, though the song has yet
to be actively worked at the format. McBride co-wrote three
songs on her new project.

Gregg Swedberg, PD for country KEEY Minneapolis, is an
admirer. “You get the impression that she is in complete con-
trol, she knows what she wants to do and she doesn’t compro-
mise doing it.”

There's major media push around the release of the new
record. McBride will appear on NBC’s “Today,” ABC’s “The
View,” Fox’s “American Idol” and the 2007 CMT Music Awards,
among other outlets. “We’re going to have three solid weeks on
Martina before we even get going,” RCA’s Elliot says, noting
that her album is in stores during a prime buying period, Easter
week, and that Mother’s Day is not far behind.

Brian Smith, VP of store operations for Value Music Con-
cepts, expects big things from McBride's new record. “The
buzz is cerrainly there for her upcoming CD. The single
impacted very quickly, and we’ve had fans asking about a
release date earlier than most new projects | have seen
lately,” he says.

Although McBride has had AC radio success in the past, she

Platinum Plated

McBride’s upcoming album follows
six straight million-sellers.
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Jul agree that she’s right where she wants and needs

¥ Vaybe getting a little additional exposure at AC radio

help us generate awareness for who Martina is and remind

people that she’shad some success at the AC format, but at the

end of the day she’s a core country artist,” Elliot says. “That’s

what she believes, and that's where her heart is, and she has no
intent of doing anything else.”

McBride, who had the No. 10 grossing country tour in 2000,
according to Billboard Boxscore, will kick off a headlining arena
tour with rising stars Little Big Town and Rodney Atkins April
12 in Kansas City. The show will feature state-of-the-art tech-
nology and a stage setup thatallows McBride to be closer to her
fans than ever before. McBride and her team believe the show's
production is a big step forward. “I think people that come see
the show will really feel that,” she says.

While McBride laughingly says that she wanted to call the tour
“A Guy, a Band and a Chick,” it will likely incorporate the name
of her new album, although a final decision hasn’t been made.

Keeping in line with her role as a wife and mother, McBride
will tour only on the weekends so that she can be home with
her family during the week.

On the sunny March day that Billboard talked with McBride,
she was in mom mode—winding her way through the streets
of Nashville to pick up two of her three daughters at school.
She spoke of her long career, producing her own records and
trying her hand at songwritin<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>