{

I Ngrooves®opens its music & video
distribution platform to the masses

EXPERIENCE THE BUzz ADVERTISEMENT "\

2C07

- ONE Digital Distribution

"~ links physical media to over
- 300 online and mobile outlets

WITH FEES AS LOW AS $1 AND 1%, ONE DIGITAL
EMPOWERS MUSIC & VIDEO OWNERS WORLDWIDE

.

j

:

E www.bilboard.cam
: www.bilboard.biz

E US $£6.99 CAN se 99 UK £5.50 *

£6.99US $8.

wF 195 i { fomccc sernsomesens sessenscH '3 EIGIT T <07
| | ‘ l I www_theoned|g|ta! Ul |,..|..|.||..,l...l..n..l..m antldlinll .
: ‘ ! 3740 EL 0 0 o 001515
flLL B www.INgrooves.c il

é._ | L i AL wwwW americanradiohistorvy com


www.americanradiohistory.com

soothing décor

flawless design

sublime amenities

what can we do for you?

overnight or over time

203 impeccable guest rooms and deluxe suites
interior design by David Rockwell

flat-screen TVs in all bedrooms

bathrooms & living rooms

24-hour room service from Riingo® and

award-winning chef, Marcus Samuelsson

The Alex Hotel 205 East 45th Street at Third Avenue New York, NY 10017
212.867.5100 www.thealexhotel.com

“I'he‘Jeading"Hotels of the"World
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| 4 drummers. 3 labels.
2 gold records.
And 1 bank.

Making a living in music is tough enough without having to worry about finances. That’s why it pays to have
a dedicated financial partner who's been around the block, and knows the music industry from the inside out.
From artists, to producers, to labels, we create customized solutions so our clients can focus on what really
matters: making music.

To see how we can help you realize your dreams, call: Thomas Carroll, Senior Vice President,

Sports and Entertainment Specialty Group, SunTrust Investments Services, Inc. at 404.724.3477. .
/7 .
Royalty Lending Tour Financing Financial Planning Investment Management Seeing beyond money

Securities and Insurance Products and Services: -Are not FDIC or any other Government Agency Insured *Are not Bank Guaranteed *May Lose Value

SunTrust Sports and Entertainment Specialty Group is a marketing name used by SunTrust Banks, inc., and the following affiliates: Banking and trust products and services are provided by SunTrust
Bank. Securities, insurance and other investment products and services are offered by SunTrust Investment Services, Inc., an SEC registered investment adviser and a member of the NASD and SIPC.
©2007 SunTrust Banks, Inc. SunTrust and Seeing beyond money are federally registered service marks of SunTrust Banks, Inc.
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ON THE CHARTS

ARTIST / TITLE

AVRIL LAVIGNE /
THE BEST DAMN THING

| RICKY SKAGGS & BRUCE HORHSBY /

RICKY SKAGGS & BRUCE HORNSBY
JOSHUA BELL

JOSN GROBAN /
AWAKE

CARRIE UNDERWOOD /
SOME HEARTS

ARCTIC MONKEYS /
FAVORITE WORST NIGHTMARE
TIESTO /

ELEMENTS OF UIFE
NORMAN BROWN /
STAY WITH ME

NINE INCH NAILS /
YEAR ZERO

JANE MONHEIT /
SURRENDER

NORMAN BROWN /
STAY WITH ME

CALLE 13/
RESIDENTE O VISITANTE
JOSH GROBAN /
CLOSER

JOE/

AIN'T NOTHING LIKE ME

STEPHEN MARLEY /
MIND CONTRGL

JOHN MAYER /
WAITING ON THE WORLD TO CHANGE .

NICKELBACK /
IF EVERYONE CARED

" RASCAL FLATTS /
SIAND

BEYONDE & SHAKIRA/
BEAUTIFUL LIAR

THE KILLERS /
READ MY MIND
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MAKES ME WONDER

MAROONS /

MAKES ME WONDER
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WHAT I'VE DONE _
MAROONS /
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BUY U A DRANK (SHAWTY SNAPPIN)
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CRYSTAL DOVE STARRING DICE GAMBLE/
§_UNTIL YOU GOME BACK TO ME

i HOBIN THICKE /

LOST WITHOUT U

T-PAIN FEATURING YUNG JOC /
BUY U A DRANK (SHAWTY SNAPPINY

RASCAL FLATTS /
WHAT HURTS THE MOST

TITLE
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THE VENTURE BROS.: SEASON TWO
SMOKIN' ACES
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ANYTHING WORTH SAYING
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Merchandisers
mixed about
environmental
packag ng initiatives
introduced at NARM,
The Indies, 6
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Chiccarelli, Retail Track

On Th= Road

Touring

Making The Brerd
The Publishers Place

Latin
Globa

Digita Entertaism2ant
Q&A: Ernie Lake 8

Josh Katz

FEATURES

COVER STORY

A bold new marketing partnersnip

"

¥
o

ensuras Rihanna’s upcoming release w Il be in th2
spotlight. Not that she ever lef:.

Seven ways for musicians

to wcrk the Web for dolars.

Tight inventory, oncoing

demand mark high-end realty market.

MUSIC

Collabo-ations,

online apportunities

aim to reverse the
off-kilter artist’s
downward sales
trend.

Higher Ground
Rhythm & Blues,
Global Pulse,
Nashuill2 Scene

6 Questions: Patti
Smith, CIassncaI
Score

Reviews

REGIONAL MEXICAN
The only evert dedicated
to this top-seiling genre
returns to Los Ageles
Oct. 1-3. Now in its second
year, this two-day summit
will focus on the latest
radio, touring digital and
publishing trencs. More at
billboardevemrts.com.

IN EVERY
ISSUK

Cpinion

R&B/HIP-HOP
Returning to Atlanta Sept.
5-7, Billboard’s R&B/Hip-
Hop Conference & Awards
features savvy speakers,
networking opportun ties,
educational sessions ard
exciting performances.
More at
billboardevets.com.
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MARCETING TO MEM
Mearketing toMen 18-34 is
the definitive conference
for professionals trying to
rea=h elusive Nale
co-sumers. This year’s
evant takes plece Aug. 8
at tie Altman Building in
New York. For nore, see

bil boardevents.com.
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THE JADED INSIDER
102-degree heat, mo\ie
stars and some of the
world’s biggest bards
all at the Coachelia
Valley Music & Arts
Festival For extensive
show recaps, visit the
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Disc,Go

The End Is Here

BY ANDY HURWITZ

This year, my partners and [ decided that
we were done with CDs. While all three
of us still collect vinyl, we didn’t have any
use whatsoever for those little, shiny
metal things. CDs took up too much
room, were overpriced and had become
impossible to find even if we did want
them since all of our favorite “record”
stores closed down.

All this would have been fine if we were
workingin any other industry, but for us,
this revelation hit hard—we were in the
business of selling these things.

If three 40-somethings no longer had
the need for CDs, how did we think our
“generation we” fan base felt? So, we asked
them via a survey on our Web site. The
response was staggering. More than 90%
of our fans said they hadn’t purchased a
legal CD from a record store in more than
12 months, while more than 75% indi-
cated that they had purchased new music
viaiTunes within the past 30 days. It's not
like we were surprised by our findings,
but it did make our decision easier—al-
most no more CDs for Ropeadope.

The new model was devised based on
common sense. We sign artists to an ex-
clusive digital license with a reasonable
term, we share all profits equally with

HIP-HOP NEEDS CLEANING UP

I have to say that | disagree with most of
Hillary Crosley’s comments about the
Oprah Winfrey “Town Hall” discussion
(“Oprah’s Omissions,” Billboard, May 5).
We can discuss why Don Imus said what
he said for years, but we need to clean our
own backyard first.

My problem with hip-hop has nothing
to do with the words “bitch” or “ho.” Be-
cause I'm grown, intelligent and have a
sense of who | am, I can dismiss that
crap. However, niy 10-year-old daughter
doesn’t have the maturity to understand
this is a “business” and these guysand/or
gals would sell their soul to the devil for

artists, we account (and pay) monthly,
and we pay no advances. The artist is free
to press CDs on their own to sell at shows
and on his or her Web site, or even to sign
a deal with another label to put out the
same recording or future recordings. Our
Web site has always been a priority for
Ropeadope, where we build our traffic
via podcasts, daily content and a great
store that sells our line of branded cloth-
ing in addition to exclusive merch for
like-minded labels such as Giant Step,
Ninja Tune, Blue Note and others. So,
under this new model we get new fans,
new traffic and new income. The artist
gets tremendous exposure, a solid mar-
keting and publicity push, street-team
support and one giant step forward in
their dream.

This decision makes sense on every
possible front for a niche label like ours.
Economically, by eliminating large artist
advances, manufacturing costs, design
fees, retail spends, no! to mention the
massive headache that is returns and re-
serves, we are now basically in the black
the second we sell our first download on
any given artist. From a creative angle, it
finally allows us to get back to what we
loved about the music business in the first
place—finding great music and putting
it out, regardless if it sells 10 or 10,000

copies. But really, from a practical per-
spective, who buys CDsanymore? That's
the question we put to our fans, our em-
ployees and ourselves. And the answer?

HURWITZ

Not enough folks to justify the enormous
amount of time and resources we put into
making, marketing and selling them. To
us it was a no-brainer. Is this the future?
Shit, we feel like it’s the present. The disc
is dead. Long live the music. aee
Andy Hurwitz is president of Philadelphia-
based indie label Ropeadope Records.

~— FEEDBACK

and Snoop Dogg—send their kids to a
public school in the hood. Why? Because
they don’t have to, and they want their
kids to enjoy and have what we all want
for our kids: safety, the best education
money can buy and to be well-rounded
adults. They should think before they do
a song as to whether they would let their
child listen to it unedited.
LaShawn Lindsey
New York

NEXT-GEN PUBLISHERS
PUSHING BOUNDARIES
1 read Little Steven’s “Underground
Garage” column (Billboard, May 5) with

next-generation publishing community
is doing was surprising, to say the least.

There is a fresh crop of innovative,
savvy street publishers who are commit-
ted to developing new writers and aggres-
sively promoting and placing their music.
I am aware of a growing handful of smart,
artful, well-connected young publishers
who understand new music, older music,
lder marketing and,
above all, how to develop and represent
writers to their best potential.

Given the radical sea changes in our
music landscape, [ am proud to be part
of this new face of music publishing, and
I remain excited about the prospects that

new marketing, o
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cause she’s black. I'm black, | don't like T A, .
all hip-hop—and I am a product of my
environment that saw the good, bad and
ugly of hip-hop.

On another note, none of the artists—
such as Ludacris, 50 Cent, LL Cool |, T.1.
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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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>>>PANDORA
BLOCKS USERS
Personalized Inter-
net radio site
Pandora.com began
blocking users
outside the United
States May 3. The
company cites the
tack of compulsory
licensing for net
usage in countries
outside the States as
the reason behind
the move. Founder
Tim Westergren told
online tech journal
The Register that he
had been under
pressure from rec-
ord labels for
months to establish
direct licensing
deals, and that the
company is close to
doing so in the
United Kingdom and
Canada.

>>>SIRIUS
GRABS
MAJORITY OF

SUBSIN Q1

The majority of new
subscribers to
satellite radio during
the first quarter of
2007 signed up with
Sirius, according to
Sirius CEO Mel
Karmazin. The
satcaster nabbed
66% of the
consumer market
signing up for
satellite radio for the
sixth consecutive
quarter, while taking
76% of the retail
market and 62% of
the new vehicle
market, according to
Karmazin.

>>>REAL-
NETWORKS
REVS UP IN Q1
RealNetworks
reports that its first-
quarter digital music
revenue increased

18% year over year
to $34.1 million. The
company also added
more than 1 million
total music
subscribers versus
the same time a year
ago, hitting a new
high of 2.7 million.
Real’s music
numbers comprise
products including
Rhapsody,
Rhapsody Radio and
mobile music
offerings via its
newly acquired
subsidiary
WiderThan.

RETAIL REVCLT

LABEL MOVES

B Sony Sales, the shared-
services departrment that repre-
sents Columbia and Epic, was
touting three different packages
for every new release, a retail
source says. The eco-friendly “a-
perlack” version would feature
either a one-page card or, atmost,
four pages of liner notes, and re-
tail for between $9.99 and $11.99,
the source says. In addition, a
standard package would list at
$18.98 and a deluxe version for
$19.98-$21.98.

The latter package, a digital
and physical hybrid, would
allow users to access ringtones,
wallpapers and other down-
loads, all of which would be
priced accordingly. But refail ac-
counts could only order the pa-
perback version in conjunction
with one of the other packages.
Initial releases in the triple for-
mat are expected in Julv.

B Virgin Entertainment Group
North America VP of marketing
Dee Mclaughlin revealed at
NARM thatthe chainis convert-
ing all its shopping bags and
point-of-purchase material to re-

JEEP DATE

BY ED CHRISTMAN

FESTIVAL FAVORS

NO SWEAT
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it’s Not Easy
Being Green

Merchandisers Mixed About Environmental

Packaging Initiatives Introduced At NARM

When talk at this year's NARM convention fo-
cused on new environmental packaging, as it
did in a closed-door meeting attended by lead-
ing accounts and major distributors and in the
bars afterward, the discussion wasn’t just geared
toward stimulating CD sales—it was also a cen-

terpiece of a developing indus-
trywide “green” movement.
Artists clearly appear to be
backing green innovations—
on May 29, Perry Farrell’s new

cycled stock. Company owner
Richard Branson has beenat the
forefront of the green movement.
B Warner Music Group, which
has launched a companywide ini-
tiative to reduce or offset green-
house gas emissions, reported at
NARM thatit has also been using
ecologically enhanced paper for
the last month.

B Universal Music Group has
reissued its Millennium great-
est-hits series in eco-friendly
packages that replace the CD
booklet with a single card, fea-
turing only the cover of the
album on the front. On the
back, a small notice directs the
buyer to a Web site to obtain
complete liner notes.

B Montreal-based catalog reis-
sue specialist Madacy Entertain-
ment, meanwhile, has experi-
enced a fourfold increase in
sales since it began issuing
product in recyclable “tin can”
containers last fall, according to
Madacy CEO Amos Alter. Tins
used for Madacy’s 30-title Col-
lector’s Series hold as many as
three discs, each with generic

ILLUSTRATION BY PETER GRUNDY

packaging. Such releases are
available at varying price points.
The budget version, for in-
stance, contains a single disc re-
tailing for $5.99 and features 12
tracks plus a bonus ringtone val-
ued at $2.99, Alter says.

RETAILER REACTION

While retailers as a whole sup-
port going green, some larger
accounts anticipate significant
retrofitting costs when they
transition into carrying the
newer configurations. And
with music manufacturers

wwwW americanradiohistorvy com

Columbia album with his band Satellite Party,
“Ultra Payloaded,” will be issued in a recy-
cled-paper Digipak; the carbon dioxide used
to make and ship the disc is being offset with
contributions to renewable energy projects.
But labels and retailers are onboard as well. At

NARM, held April 30-May 2in
Chicago, budding initiatives
by nearly every major label
were either introduced or
widely debated.

considering streamlined CD
packaging, rackjobbers worry
that modifying or replacing an
estimated $100 million in in-
ventory sortation equipment
would also be costly.

“The rackers don’t want the
new green package too thin or
too light,” one retail source
says. “But that could translate
to additional savings in ship-
ping and trucking costs.”

Other retailers are concerned
that one-card packaging could
cut into sales. Without liner
notes, says Brian Faber, direc-
tor of operations for the eight-
unit, Phoenix-based Zia chain,
such a product could be mis-
taken for a burned CD. “Pack-
aging absolutely matters,”
Faber says. “It’s part of the per-
ceived value of the CD.”

Another merchant ex-
pressed concern that, when
store customers are directed
to a Web site for liner notes,
they might also make pur-

KIND OF BLUE
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chases there from the label,
which could hurt physical re-
tail. “I hope the labels. under
the guise of green, don’t use
this effort to increase direct
sales to consumers,” the mer-
chant says.

‘My fear,” one account fa-
miliar with NARM’s closed-
door meetingsays, “is that the
logistics people will win out
over the visionary green guys.”

Still, retailers largely wel-
come the changes and acknowl-
edge that they’ll have to adapt.

“The green issue is like the
longbox all over again,” New-
bury Comics CEO Mike
Dreese says. “There are two
stances the industry can
take—we can do nothing and
wait 18 months and reacttoa
coming negative attack from
environmentalists, or we can
be truly proactive. The ques-
tion is: Are we going to man
the dykes or build a new bridge
to the future?” :

b- MOBILE: For 24/7 news and analysis on your cell phone
DIz or mobile device, go to: mobile.billboard.biz
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>>>TOUCH & GO
LAUNCHING
DIGITAL STORE
Famed Chicago indie
Touch & Go Records
will unveil a digital
download store this
summer. Label founder
Corey Rusk tells
Biliboard that the site
should launch in June
and will carry music in
the non-digital rights
management MP3
format. He adds that
the site will sell singles
and full albums, and
pricing will be on par
with digital standards
of 99 cents per song
and $9.99 per album.

>>>RIAA
PRE-LAWSUIT
LETTERS REACH
1,620

The RIAA has sent its
fourth wave of letters to
universities, asking
administrators to
forward the 402 pre-
litigation settiement
proposals to individuals
illegally sharing music
files on campus
networks. The letters
went to 13 universities
including Brandeis,
Duke, the Massachusetts
institute of Technology,
Syracuse, the University
of Georgia and the
University of Southern
California. As part of the
deterrence and
education initiative,
begun in February, the
RIAA plans to send
hundreds of pre-lawsuit
letters each month. If
the individuals do not
resolve the claims within
20 days, the major
labels intend to file
lawsuits, according to an
RIAA rep.

>>>MIDLER TO
REPLACE DION IN
LAS VEGAS
Veteran entertainer
Bette Midler has signed
atwo-year deal to
replace Canadian music
star Celine Dion in
February as the
resident performer at
the Colosseum,
Caesars’ 4,100-seat
theater. Opening Feb.
20, 2008, her shows will
run 90 minutes, with
ticket prices ranging
from $95 to $250 a
seat, organizers say.
Dion’s show has
grossed more than
$500 million since it
began in March 2003,
according to reports.

FLEE MUSI

bels Plan To
Pull Out Of Digital Sgrvice

At Least Six L

handful of independ-
ent record labels are
poised to launch
what they are call-
ing a “revolt”
against digital subscription
service eMusic, citing unhap-
piness with the company’s pric-
ing model as their core concern.
Billboard has learned of at
least six specific eMusic part-
ners—three of whom were
listed among eMusic’s top 60 la-
bels this week—that plan to ei-

ther pull their catalog from the
service entirely or limitcontent
to back catalog tracks when their
current licensing deals expire.

Several representatives of
these labels, attending the
NARM annual convention in
Chicago, told Billboard they feel
eMusic is trying to pad its sub-
scriber base to make itself a
more attractive acquisition tar-
get. Unless the service raises
prices and, in turn, the com-
pensation provided to labels,

Busting

The Cluster

Retailers Zero In On
Unbalanced Release Schedule

R

c?

BAYSIDE’S label
Victory pulled its
g catalog from

eMusiciin April.
they intend to withdraw their
music in protest.

‘We've been partners with
eMusic since the very begin-
ning, and it is a great way for
our customers to discover
music,” says the head of one of
the larger such labels who
asked not to be identified. “I
hope they can make it a better
value proposition for the labels.
But if they don’t, we are plan-
ning on pulling out.

Victory Records’ Tony Bruin-

mel first raised the issue in
early April when he pulled his
catalog from the service after
eMusic introduced the new
Connoisseur Plan, which of-
fers existing customers 300
downloads a month for $75—
or about 25 cents apiece. The
most eMusic subscribers pay
per track is 33 cents under its
$10 per month for 30 down-
loads plan.

After factoring in distribu-
tion costs and other expenses,
some labels receive as little as
12 cents per song in profit,
sources say, tar less than the 60
cents-65 cents per track re-
ceived from iTunes.

The service counts more than
13,000 indie labels as partners,
and, atthe moment, complaints
about the revenue share seem
constrained to a disgruntled few.
But even independent labels that
supporteMusicsay they under-
stand the growing concern.

“I'm a subscriber of eMusic,
and I love it,” says Rian Mur-
phy, head of digital sales for
Chicago-based Drag City, who
says he has no plans to leave the
service. “But from the point of
view of the label, the profit mar-
gin is greatly constricted, and

it's a concern toanyone selling
records. They would be better
off being more equitable, or
they will probably lose some li-
bels. Everyone has to live.”

eMusic CEO David Pakman
last month denied the company
was seeking a buyer. He de-
fends the company’s pricing
and compensation structure,
pointing out the average eMu-
sic customer acquires 20 songs
a month from the service, and
he pays labels an average of $6
a month per subscriber. Com-
pared to the average of 10 songs
a year bought on iTunes, Pak-
man says the lower price ulti-
mately results in more revenue
through greater volume.

“There’s no question that
eMusic pays less on a per-track
basis than other a la cart digi-
tal service,” Pakman says. But
“it’s not clear that 99 cents a
song is the right price . ..
Music is an elastic good. If you
lower the price, you'll sell
more, and if you raise the
price, you'll sell less.”

eMusic surpassed 300,000
subscribers in April. IRE
Additional reporting by Ed
Christman in New York.

Second-
Hand Woes

Used CD Merchants Shaken
By New State Laws

Retailers have long been stymied by an uneven
release schedule that clusters potential hit al-
bums into the second half of the year, but at
the NARM annual convention, they again pre-
sented a case that more major releases should
be scheduled for the first half.

During his opening address at the conven-
tion, held April 30-May 2 in Chicago, NARM
president Jim Donio reminded attendees that
at last year’s meet, Hastings Entertainment CEO
John Marmaduke predicted the industry was
flirting with “‘seasonal suicide” because so many
key releases were logjammed late in the year.

This resulting lost revenue opportunity affects
everyone from artists to the label, distributor and
retailer, Donio said. And this year, data from
Nielsen SoundScan backed up his assertion.

During a SoundScan analysis seminar on the
industry’s sales numbers, Nielsen Entertain-
ment director of retail relations and research
services Chris Muratore noted that, in six of the
last seven years, the year’s No. 1album was re-
leased no later than May.

What's even more startling, according to
Muratore, is that even though high-profile artists
continue to prefer late-year release dates, sales
of fourth-quarter titles dropped nearly 50%
from 60.2 million scans in 2000 to 31.1 millionin
2006. That’s twice as severe adrop asthe U.S.
industry’s 25% overall decline during that pe-
riod, from 785 million to 588 million.

In the opening state-of-the-industry panel,
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Drop in scans for fourth-
quarter releases between
2000 and 2006

however, label
and distribution
executives said
the release schedule has begun to change. Sony
Music Entertainment U.S. Sales president Jor-
dan Katz pointed to new albums by Modest
Mouse and Martina McBride arriving, respec-
tively, during the first quarter and at the begin-
ning of the second quarter this year.

SoundScan data suggests that if just 15 of
the third- and fourth-quarter releases were
spread out during the first and second quar-
ters, those albums would have a longer life
cycle that could generate additional sales,
Donio said.

“| think the labels need to take that informa-
tion back to the artists and managers,” said Rob
Perkins, president of the 70-unit, Marietta, Ga.-
based Value Music chain, “so that they can see
that it’s worthwhile to issue potential best-
selling product during other times of the year
bhesides the fourth quarter” —Ed Christman

www americanradiohistorv com

Independent merchants selling and buying used CDs across
the United States say they are alarmed by stepped-up pawn-
broker-related laws recently enacted in Florida and Utah and
pending in Rhode [sland and Wisconsin.

In Florida, the new legislation requires all stores buying
second-hand merchandise for resale toapply fora permitand
file security in the form of a $10,000 bond with the Depart-
ment of Agriculture and Consumer Services. In addition, stores
would be required to thumb-print customers selling used CDs,
and acquire a copy of state-issued identity documents such as
a driver’s license. Furthermore, stores could only issue store
credit—not cash—in exchange for traded CDs, and would be
required to hold discs for 30 days before reselling them.

At least one Florida town has enforced the law, resulting
with the cited merchant pulling used CDs from its store.

The law in Utah and the legislation pending in Wisconsin
and Rhode Island are also harsher than typical pawn-shop
laws, NARM outside counsel John Mitchell says.

Brian Faber, director of operations for the eight-store,
Phoenix-based Zia chain, says that while the rules sound more
onerous and could devalue the used CD market, “we would
comply and the market would ultimately adjust itself.”

Faber says about 40% of his chain’s volume comes from
used CD sales, paying out 80% cash and 20% store credit. If
retailers could only pay out credit, he says, it could negatively
affect product flow. The used CD business’ low pricing, he
adds, is already being devalued by falling prices of new CDs.

Meanwhile, NARM says it will try to help shape the pend-
inglegislation. In Florida, retailers selling previously owned
videos and videogames managed to carve out a partial excep-
tion from the law, so they do not need a permit, and only have
to wait 15 days before reselling the merchandise. —EC

DE

BAYSIDE' DAVID SCHROT
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The following clubs congratulate you on your 40" anniversary in the
world of music. For us, you are still, and always will be,
second to none, the voice of the century.

The hours of your music you have given us in concert, and recordings
have given us so much pleasure through these years, we sincerely thank you.
We look forward to many more years of the same.

We are proud to congratulate you on this special year, it’s hard to believe
it is your 40" anniversary... and you look so young!

Engelbert...We Believe in You
Englebert - Just The Way You Are
Englebert’s “Goils”

Engelbert Romance in The Rockies

A Little In Love With Engelbert
Enge, A Romantic Legend

Musical Melodies of Engelbert

Enge’s Ladybugs

Engelbert’s Louisville Kentucky Chapter
ENGEjoyable Fan Club

Unforgettable Incredible, Enge
Engelbert’s Friends in Buftalo
Engelbert, Our “Secret Love” Fan Club
Engelbert... And His Music

Enge’s Love Sparks

Enge’s Happy Faces

United By Enge Fan Club

Enge’s Royal Canadians

Our Travelin’ Boy Enge, Fan Club
Engelbert’s Texas Bluebonnets
San Diegans For Engelbert
Engelbert’s Gold

Engel Family

Swingin on a Star

We Fell In Love With Enge Fan Club
Engelbert’s Big Apples
Engelbert’s Love Boat Fan Club
Engelbert Still # 1

Essence of Enge

Enge’s Precious Loves
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>>>RHAPSODY,
DISCHORD INK
DEAL

Digital music
subscription service
Rhapsody has finalized
a music licensing deal
with indie label
Dischord Records,
marking the first time
the company’s catalog
has become available
on a subscription basis.
Dischord is home to
such acts as Minor
Threat, Fugazi and
Shudder to Think.

>>>AAIM’S
MEMBERSHIP UP

American Assn. of
Independent Music
president Richard
Bengloff says the indie
trade body has
increased its
membership to 121
labels. He revealed a
stew of recent label
additions at the annual
NARM convention in
Chicago. Among the
labels that have
recently pledged to join
the group are hard rock
label Century Media,
hip-hop imprint Stone’s
Throw, soundtrack-
heavy label Lion’s Gate
Music, metal label the
End and label/
management firm
Nettwerk Music Group.

>>>GOLDBERG
JOINS VC FIRM
Former Yahoo
VP/Yahoo Music GM
Dave Goldberg is
joining Benchmark
Capital, a Menlo Park,
Calif.-based venture
capital firm, as an
entrepreneur in
residence. Goldberg
will evaluate potential
Benchmark investments
in music, video and
digital content. He also
will provide advisory
services to existing
Benchmark-funded
companies. Goldberg
co-founded
Launch.com in 1994 and
led the company until it
was acquired by Yahoo
in 2001 and became
Yahoo Music.

Compiled by Chris M.
Walsh. Reporting by
Antony Bruno, Susan
Butler, Brian Garrity,
Todd Martens and
Reuters.

For 24/7 news and
analysis on your
mobile devlce, go to:
mobile.billboard.biz.
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BY WADE JESSEN

Irving
Waugh
Jr., 94

Broadcasting
Pioneer Put Country
Music On TV

Irving Waugh Jr.—veteran broad-
caster, TV pioneer, country music vi-
sionary and one of the architects of
the Country Music Assn.—died April
27 following an extended illness. He
was 94.

“Irving Waugh truly had an
indelible impact on CMA,”
longtime CMA executive Ed
Benson says. “His important
contributions to the organiza-
tion are perhaps unparalleled.”

Waugh was born Dec. 8,
1912, in Danville, Va. He stud-
ied acting and joined CBS
Radio in New York on “The
March of Time,” a dramatiza-
tion of the news of the week.

Following a stint at
Nashville’s WSM radio in the
early "40s, Waugh served as a
correspondent for NBC Radio
during World War II, broad-
casting from the Philippines,
Okinawa and Japan. After the
war, Waugh returned to
WSM, and in 1950
launched Nashville’s first
TV station, WSM-TV (now
WSMV). In 1952, Waugh
started the Grand Ole Opry Birthday
Celebration, a precursor to the an-
nual Disc Jockey Convention, Coun-
try Music Month and the CMA.

That same year, he brought 30-
minute segments of country music
performances to NBC’s “Kate Smith
Show,” which marked the collective
network TV debut of Nashville’s coun-

§
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-

-

try music stars.

In 1955, Waugh brokered a deal
with Ralston-Purina to sponsor one-
hour Grand Ole Opry segments on
ABC-TV, marking the network TV
debut of the WSM Grand Ole Opry.

Sponsored by Kraft Foods starting
in 1968, the CMA Awards became
the first music award show of any
kind to be nationally televised.

In 1968, Waugh became president
of WSM Inc. In 1972, after he set his
mind on designing an event specifi-
cally for fans, the annual International
Country Music Fan Fair (now the
CMA Music Festival) was born. After
retiring as president of WSM Inc. in
1977, Waugh was appointed commis-

sioner of tourist development for the
state of Tennessee, a post he held for

WAUGH and DOLLY
PARTON embrace in 1983.

- Inset: Waugh in the 1950s.

two years. Awarded an Emmy
in recognition of his pioneering
efforts, Waugh served as a longtime
board member of the CMA and the
Country Music Foundation, and also
as a member of the International Radio
and Television Executive Society and
the Hollywood Radio and Television
Executive Society.
A memorial service was held May
1in Nashville.

=
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BONE THUGS-N-
HARMONY, in a still
from ‘I Tried.

Bone Thugs-N-
Hollywood

Studio Initiates New Revenue
Stream With Rap Group’s DVD Movie

“l Tried,” a feature film starring
Bone Thugs-N-Harmony, will inau-
gurate a new music business model
designed by African-American-owned
film studio Codeblack Entertainment.
The idea is to leverage record labels’
existing promotional budgets tocre-
ate an additional revenue stream.
The Codeblack concept centers on
the lucrative DVD market. The com-
pany will shoot a full-length feature
film starring the label’s recording artist
while concurrently producing that

artist’s music video. Then Codeblack

and its label/artist production partner
will release the movie on DVD. These
films will be produced in much the
same vein as TV/cable network
movies, whose budgets range be-
tween $750,000 and $1.5 million.
Scripts will involve no more than five
main characters and locations.

Jeff Clanagan, president/CEO of
Los Angeles-based Codeblack, says
the new model addresses the twin
concerns of declining record sales
and digital piracy.

“Creating this piece of product with
already allocated marketing dollars
for key album releases is a way for
record companies and artists to cre-
ate and generate incremental rev-
enue,” Clanagan says.

“I Tried” will bow in September. Pre-
ceding it is the May 8 release of Bone
Thugs-N-Harmony’s new album,

. BY ANTONY BRUNO

——

WORD SEARCH

Yahoo's New Lyrics
Service Negotiates
Licensing Logistics

A new music lyrics service launched by
Yahoo illustrates the potential and the
challenges of inlegrating lyrics into dig-
ital music products today.

While the demand for searchable
music lyrics has always been high, the
process of licensing these lyrics from
the complicated maze of music publish-
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ers and songwriters has limited such
sites to unauthorized, and often inaccu-
rate, rogue sites.

Yahoo's partner, Gracenote, began the
task of navigating the process last sum-
mer, and has succeeded in striking li-
censing and payment agreements with
such publishers as BMG Music Publish-
ing, Universal Music Publishing, Sony/
ATV Music Publishing and various other
entities representing more than 10,000
rights organizations. Gracenote will re-

www americanradiohictorv com

ceive ashare of the adver-
tising revenue gained
from the lyrics service and
pay rights holders directly.

The service at launch
supports 400,000 tracks.
Gracenote says it will add to the data-
base on a regular basis as it clears addi-
tional rights.

Yet at Yahoo and elsewhere, lyrics re-
main a notable omission from digital
music files either purchased or acquired
through subscription models. Not only do
consumers not receive song lyrics with
their download, they can’t search for songs
by lyrics within Yahoo Music Unlimited

“Strength & Loyalty,” on Full Surface/In-
terscope Records. Lead track “I Tried,”
featuring Akon, is No. TK on the Hot
R&B/Hip-Hop Songs chart this week.

The film “I Tried” is in postproduc-
tion. Its plot concerns what life would
have been like if the late Ruthless Rec-
ords founder and rap icon Eazy-E had
not discovered the group. The film stars
Hassan Johnson of “The Wire” and act-
ing vet Chris Mulky, as well as Bone
Thugs-N-Harmony members Layzie,
Krayzie and Wish Bone. Prior to its DVD
release, BET will premiere the film on
abroadcast date yet to be determined.

The BET alliance takes into account
another industry reality: The cable
channel, like sister MTV, is opting for
more original programming.

“You’re not going to get as much
video play these days,” Codeblack ex-
ecutive VP/GM Quincy Newell says.
“So being able to promote and then
premiere a film on a video channel like
BET is the equivalent of having heavy
video rotation.”

For the time being, Codeblack plans
to pursue the broadcast outlet/DVD
route, with the former contingent on
the target demo for each project.
However, Clanagan and Newell don’t
rule out the possibility of future the-
atrical releases. In the meantime, the
pair is in discussions with more Uni-
versal labels as well as other record
companies. eoe

or any other digital music
service including iTunes.

The cost of including
the lyrics to these files—
primarily due to the li-
censing fee—would either
force digital retailers to increase the
cost of their service or accept less of
an already-thin margin.

But Yahoo and Gracenote say these is-
sues will be resolved over time once pub-
lishers begin realizing the added revenue
that lyrics bring them. Gracenote CEO
Craig Palmer estimates lyric license fees
could resultin as much as $100 million
in annual revenue within 10 years. -

AND MUSEUM

JOHN E HOOD/COURTESY OF COUNTRY MUSIC HALL OF FAME
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Jeep Thrills

Tim McGraw And Faith Hill Expand
Their Automotive Partnership

Tim McGraw’s first car was a Jeep. Years later, when McGraw and
Faith Hill decided they wanted to take their relationship to the

come reasonable to the audience we're going after. It makes
sense to our consumer.”

In addition to Jeep signage—including footage of the artists
on LED screens—at every tour stop, McGraw and Hill's “date Jeep”
will be on hand, as will a special edition Soul25oul 2007 Jeep
Wrangler Unlimited. The latter will be auctioned off to benefit
Neighbors Keepers, a foundation the couple runs to benefit com-
munity charities. Kuhnie says Jeep will be “appropriately
visible, without being too gratuitous” throughout the tour

and accompanying print and TV ad campaign.

McGraw and Hill will also be on hand for a VIP performance
at every show for Jeep dealers and radio contest winners. On July
26, McGraw will perform at Camp Jeep’s 13th anniversary in Vir-
ginia; the annual event is open to current Jeep owners.

As the tour travels from city to city throughout the sum-
mer. the next phase of the yearlong partnership will be un-

veiled. While details were still being ironed out at press
time. it will likely encompass prod-

next level, a red 1976 CJ6 Jeep provided the wheels for the date.
That was in 1996 the year they married. And now in 2007, their
love for each other—and for Jeep—is unwavering.

Jeep is sponsoring the couple’s 35-city North American
Soul2Soul 2007 summer trek, which kicks off June 6 in Omaha,
Neb. (billboard.biz. March 7). What began as a straight-up tour
sponsorship, Billboard has learned, is evolving into a multitiered
partnership among Jeep, Soul2Soul and its stars.

RPM Management’s Scoit Siman, who oversees McGraw’s ca-
reer, calls it one of the biggest tour endorsement deals ever in
country music—beth on the financial and programming sides.
“It comes at a challenging time for the automotive and music in-
dustries,” Siman says. “But the entertainment and touring indus-
tries are doing great.”

By sponsoring Soul2Soul, Jeep aims to connect with its cus-
tomers on a deeper emotional level, build amore long-term brand
image and sell more vehicles. On average, 400,000-500,000 Jeeps
are sold each year.

“Being involved in concert tours is not great for a car manu-
facturer,” says Jay Kuhnie, director of Jeep Brand communica-
tions. “At a live event, people may miss a vehicle’s involvement.
There is often no DNA. Where is the relationship between the car
and the celebrity?”

With McGraw and Hill, the DNA is there, Kuhnie adds.
“They have an affinity for our brand. So, our messages be-

It's 2007,

Tnere are 7 noles
in the human

There are 7 continents
in the world.

There are 7 spots on
the average ladybug.

There are 7 days
in the week.

There are 7 wopders of ﬁ
the Ancient World.

this.

And now,
-year

mquity Loans
HOME 'fo% onlgr of

uct placement, exclusive content
(musicand video), special events and
online initiatives.

Creative Artists Agency—working
closely with the artists’ managers, Jeep and mar-
keting agency George P. Johnson—crafted
the deal.

According to Siman, Jeep’s participation in
Soul2Soul allows his client and Hill—who is
managed by Gary Borman—to upgrade the
show’s production. “A goal of this tour is to de-
liver to fans the most state-of-the-art production

EXCLUS

of any music format,” Siman says.

With a haul of $88.8 million, last year’s edi-
tion of Soul2Soul was the top-grossing country
tour ever in a calendar year, according to Bill-
board Boxscore.

This year’s edition has fewer shows: 44 com-
pared with 74. But it is on track to be the
biggest two-year tour run. “It will exceed $13C
million gross and 1.5 million fans for the run,
Siman predicts.

TIM McGRAW and FAITH HILL’S ‘date Jeep
will accompany them on their 2007 tour.

Introducing our new 7% APR, 7-year Home Equity Loan. So
helpful, so powerful, and so affordable, it’s almost freaky.

neades

Now, thanks t= the miraculous powers of 7, you can borrow up
tc $150,000 for 7 years at 7% APR with no application
fees. Do ycu realize what that means?

It means thct hare, where strange serendipity meets credit union,
yau can actually make your dreams come true. (This has been
verified by numerous scientists.) And thoug there are 7 stellar
objects in our solar ¢/stem visible to the naked eye, none will
skine brightzr than your outstanding 7% APR' Home Equity Loan.
Weird, too, that you' have 7 years to pay it back, and no
application fezs whaitsoever. Goosebumps, righte

It's extremely easy to apply. Stop by any branch or apply online
al www.firstent.org, and we'll quickly get everything started.

Offer ends 7/7/7.
333.300.2323 ® www.firstent.org
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An Alternative Way to Bankp,
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COINCIDENCE?

If you're reading this ad, you're eligible to join.
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*aPR = Annual Percentage Rate. 7% interest rate fixed br 7 years up to 515000 7s effective Morsh =, 2007. 84 monthly payments of $15.10 per $1,000 borrowed. Besed on: Owner-occupied property,
wih 80% loan-to-value and approved credit. No points, approisal fees, ondiclosing costs woivez or Ian amounts up ta $150,000 on owner-oczupied properfies i 2+ lien position in CA, sinde units
0aly, except fees imposed by other lenders, if any. Stancard points, fees ond losirg costs may apaly < loans not meeting these criteria. Property insurance is required. This Home Equity Loan promotion
does not apply to existing First Enterfoinment Home Ecuity Loans or Home Bquity line occounts, or <€ properties secured by a first mortgoge with a balioan poyment, negofive amortization,

monufactured homes, lecsehald properties, ar homes for sale. Ditferent ferms e available. ?lensz coll the Real Estate Lendindg Dept. tor more information on higher loon amounts or =2,
lenger terms. Interest expense incurred under the Home Equity plon moy e tox Jeductible. P=as= consult o fox advisor regording the dedutibility ok interest. Offer ends July 7, 2007. ==
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Caroline’sCrash?

Job Cuts At Indie Distributor A Hot Topic At NARM

Before arriving at the NARM convention in
Chicago, one would have thought the week
would be a time of celebrating for those in the
indie community. But the news outof the Windy
City wasn’tall good.

The announcement last week that EMI-
owned indie distributor Caroline Distribution
would be eliminating its regional sales staff
(billboard.biz, April 27) was a hot topic at
NARM, and many were eager to talk about the
fallout of such a decision.

For starters, the decision to bring Caroline’s
regional sales under the EMI Music Marketing
umbrella appears tojust be the beginning of a
large restructuring at the distributor. Multiple
sources confirmed that Caroline is drastically
trimming its label roster, planning to continue
carrying somewhere around 30 labels.

Evenafter the exodus of such labels as dance
imprint Ultra and rock/experimental label
Ipecac Recordings, a former Caroline employee
says the distributor recently carried “well over
50 Jabels.”

An EMI representative did not respond to re-
quests for comment by press time, and Caro-
line president Bill Hein did not return multiple
calls and e-mails. When cornered at NARM,
Hein was unable to go into much detail, but
stressed the distributor would soon be able to
discuss its ambitions at length, and did note
that the company is hiring in other divisions.

Label reaction ran the gambit. While some
were furious about the cutting of Caroline’s re-
gional sales staff, others took a more measured,
long-term view of the situation.

Definitive Jux head Amaechi Uzoigwe, for
instance, opts to look at Caroline’s moves as
those that reflect a company slowly adjusting
to the digital age. His label will release a hotly
anticipated album from Aesop Rock in Au-
gust, and he points to the decline in overall phys-
ical CDsales, as well as the rise of indie-centric
digital outlets such as Insound and Other
Music's download store, as the real motivation
behind the moves. In his mind, other distrib-
utors will eventually follow suit, either in 2007
or in the near future.

“The business is becoming more rational,”
he says. “There’s too many people and there’s
not enough jobs to go around. There’s too much
glutand it’s highly inefficient. | applaud Caro-
line for taking their painful medicine now in
order to be healthy down the road.”

Even the labels that confirm Caroline will no
longer be distributing their content—such as
Chicago’s Kranky Records, home to the smash-
ing psychedelic rock of Deerhunter—don’tap-
pear terribly concerned, knowing that their sales
are up and other distributors will soon be beg-
ging for their content.

Still others thought the move may eventu-
ally benefit Caroline’s remaining labels, point-
ing to EMUI’s first-quarter U.S. market share of
12%, the lowest of the four majors, according
to Nielsen SoundScan. An influx of strong indie
titles would be greeted with open arms by the
12 |
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regional sales reps for the major, they suggested,
with Caroline then putting a greater emphasis
on marketing and the online world.

But that’s little consolation to many indies
right now, especially those who had strong rela-
tionships with some of the sales reps who will
beoutofajob. Commentingon the changes, the
head of one dropped indie label says, “They're a
huge multinational company, and they’ll do what
they want to do. It's anywhere from curious to
insane, but distributors come and go.”

Indeed, the indies contacted largely believe

AESOP ROCK

Caroline’s moves were nothing more than a
precursor to a merger between EMIand Warner
Music Group, the latter of which is home to the
extremely large Alternative Distribution Al-
liance. On top of that, word is that Caroline will
be missing some July street dates, with two dis-
tributed labels confirming such news.

Chicago label Drag City, which released suc-
cessful albums in 2006 from Joanna Newsom
and the Jeff Tweedy/Jim O’Rourke project
Loose Fur, did not hold back. Head of sales
Rian Murphy expressed dismay about the depth
of the information Caroline has been giving his
label about the changes.

“They’re communicating to us about it, but
alotis along these unsatisfactory companylines,
like everything they’re doing is going to make
everything better,” he says. “Suffice to say, that’s
unbelievable talk.”

Last year, Caroline let go of its sales staff in
Los Angeles, and Murphy and multiple labels
that declined to be quoted see the latest moves
as little more than a further erosion of the com-
pany. Murphy summed up the responses of at
least four Caroline-distributed labels: “When
you get rid of your sales reps, where’s the coni-
pany? [t's a name.’

“It is bittersweet,” Uzoigwe says. “It sucks
for the employees, but I understand they need
to do this. I think it’s a healthy thing in the
long run. IU’s a natural correction, in terms of
today’s marketplace.” .oe

For 24/7 indies news

.biz and analysis, see
billboard.biz/indies.

QUESTIONS

with JOE CHICCARELLI

by TODD MARTENS

Having already worked on one of 2007’s bigger rock records in the Shins’ “Wincing the Night
Away,” Joe Chiccarelli just completed some engineering work on the White Stripes’ upcoming
“Icky Thump,” and will next tackle the Raconteurs. Chiccarelli, who got his start as an engineer
for Frank Zappa, has spent the better part of three decades jumping from mainstream to
underground fare, having produced for such adventurous acts as Qingo Boingo, the Verlaines
and American Music Club, while mixing/engineering for everyone from U2 to Elton John.

You just wrapped some
engineering work with
Jack White onthe upcom-
ing White Stripes album.
What is your take on the
new material and working
with the band?

It's all heart and emotion with
Jack. He doesn’t over-
intellectualize. It's not about
perfection. I think that’s some-
thing all of us have gotten
away from in music over the
past 20 years. It's been about
radio formats or keeping up
the trends, but the stuff that
breaks throughis the stuff that
doesn’t sound like carved rec-
ords. He took a lot of chances
on this new White Stripes
record. It’s bigger, it’s more
cinematic, and I think it’s
pretty ballsy.

Much of your production
work has been more on the
indie/adventurous side. Is
that by design, like a di-
rector moving between
blockbusters and inde-
pendent work?

[ think that's accurate. The
artists I choose to produce
are totally unique or totally
twisted. They do something
that someone else cannot
do. There are plenty of great
rock bands out there that
make great rock music, but
historically in the long run,
1 don’t think you’ll be able
to differentiate one from the
other. After working with
people like Frank Zappa and
U2, you respect that com-
mitment to being honest to
the music.

This was the Shins’ most
atmosphericrecord. What
was your role in that?

I think [Shins lead singer]
James [Mercer] really wanted
to get back to what he did with
the first album, “Oh, Inverted
World.” I think he felt like the
second record was a little too
straight-ahead and was a lit-
tle rushed. He wanted to get
back to something that was
more layered and textural. He
had started it on his own, and
I think he felt like he needed
some fresh perspective and
someone to give him some
feedback on things. My role
was showing him options,
saying, “Here’s what you've
done so far. What if we
change the arrangement of
the song structurallyand add

« Retail Track

7“ ED CHRISTMAN echristman@billboard.com

New-Release Numbers

More Titles Didn’t Equal More Sales In 2006

The U.S. music industry issued 75,774 album
titles in 2006, ofr 15,000 more than the 60,331
albums that came out in 2005. But despite that
jump, new-release sales dropped 9.4% last year
to 220.3 million from the 243.1 million units
scanned in the prior year.

just digitally, which is more cost-effective
than having CDs manufactured. Indepen-
dent digital-only releases exploded last
year, with 21,763 titles being issued, ver-
sus the 13,645 issued in the prior year.
On the other hand,

That decline in sales is NEW ALBUM 59 major label digital-oniy
nearly double the overall RELEASES (US) : releases held steady, with
album market’s 5% drop  2000-2006 G mpy 2957 released in 2006
between the two years. Hajors versus the 2,935in 2005.

New releases were Uup W (ndies When majors do digital-

25.6% last year compared
with 2005, with most of
that figure coming from
digital-only album releases.
Last year, digital-only al-
bum releases jumped to

35,56
31,34 3,403

44,476 1
38,269 W

only releases, the labels
tend to repackage great-
est hits albums or com-
pile new digital bundles
of songs from various al-
bums within an artist’s

24,720 fromthe 16,580 re- 2000 2001
leased in 2005, according to Nielsen Sound-
Scan, which provided all data for this article.
Independent titles were the driving force
within digital-only album releases. That’s
because unsigned independent artists can
enhance the DIY mentality by issuing music

WwwWwW americamadiohictory com
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catalog, although the oc-
casional deep catalog title—Back Street
Crawlers’ “The Band Played On,” say—might
also be only available digitally.

Whether from a major or independent, dig-
ital-only new-album releases still remain micro-
scopic,accounting for 1.22 million units in sales,

|
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this?” It was about opening
the doors.

How has the accessibil-
ity and availability of
home recording/digital
equipment changed your
role?

It’s impacted me in some
wonderful ways. Artists can
now do demos of a song that
are record-like quality. There,
in many cases, is no need to
record a song for technical
reasons. There is a magic
that happens when a song is
recorded for the first time.
It's now easier to capture that
essence.

T g

///'////

Verlaines leader Graeme
Downea2s writes on his Web
site that if you had pro-
duced 1991’s “Ready to
Fly,” you would have
sacked the drummer in a
matter of days. So you’'re
tough in the studio?

That's funny. There are times
when you do have to be 1ask-
master and sometimes you
have to be the cheerleader.
Sometimes you're the musi-
cianand sometimes you're the
engineer and sometimes it’s
all the above. There are times
where I'm 90% psychologist
and 10% engineer. Other
times, it's a 50/50 split between

rom left are the .

Shins’ MARTY
CRANDALL
CHICCARELLI,
enginéer SEAN
FLORA and the
Shins’ JAMES
MERCER

musician and engineer. I try
to stay really loose about it.

Do you like to take on a
coaching role, in that you’re
playing on the record?

I realized many years ago
when I was a teenager I just
wasn’t a good enough musi-
cian. I was never going to be
an artist or a studio musician.
I always gravitated toward the
technical and producing side.
Your role is to serve the artist.
If they don’t have a clear vision
of what they want to do, they’re
not ready to make a record, and
no one should be in the studio
with them. sees

from the 35,616 titles issued in 2005.
Last year, 33 new releases—led by the “High

is

1l

K STREET

CRAWLER’S deep

ﬂ catalog tithe “The
Band Playec On!

School Musical” soundtrack and Rascal Flatts’
“Me and My Gang”—managed to hit the mil-
lion mark or beyond, up one from the 32 that
accomplished that feat in 2005. But the extra
million-seller didn’t help sales as those 33 al-
bums generated 51.1 million units versus the
57.2 million units generated by the million-
unit movers in the previous year. All those al-
bums were issued by major labels.

In total, 364 albums sold 100,000 units or
more last year, practically the same as the prior
year when 363 hit that mark. Those 364 al-
bums that sold 100,000 units or more com-

Bebel Gilberto - Momento

First week:

#169 on Billboard Top 200 Chart

#4 on Billboard World Chart
#20 o1 Billboard Indie Chart

#6 on Billboard Heatseeker Chart

#29 Soundscan - Digital Chart

‘ Rl

CéU self-titled debut album

#g | This week:
on Bil

Iboard Top 200 Chart
#2 on Billboard World Chart
#8 on Billboard Indie Chart

Peak positions:

#1 Billboard Heatseeker Chart first wezk
#57 Billboard Top 200 Chart (Greatest Gainer and

is only available
digizally. bined to generate 149.4 million scans. In other

words, less than half of 1%—0.4% to be exact—

CHICCARELLI: COURTESY OF TSUNAMI ENTERTAINMENT;
BACK STREET CRAWLER: RICHARD E. AARON/RETNA

or 0.6% of all sales generated by new releases.

Breaking out new releases by sector, major
labels—counting physical and digital titles—
issued 11,230 new albums in 2006, which was
only slightly more than the 11,070 issued in
2005. Sales from those albums dropped 9.6%
to 184.8 million from 2005’s total of 204.3
million units.

Meanwhile, indie labels continued to issue
new releases at a breakneck pace, issuing
64,544 albums last year, up from the 49,261
released in 2005. Despite that large increase
in new releases, total sales from those albums
slipped to 35.6 million units from the 38.8 mil-
lion units scanned by independent new re-
leases in the prior year.

Looking at physical only, last year the inde-
pendent sector issued 42,781 titles—up 20%

of last year’s new releases accounted for 67.8%
of all new-release sales. Independent labels
issued 28 of those 364 albums, with the bulk
coming from majors. Six of the 28 indie re-
leases topped the 250,000-unit mark.

On the other end of the spectrum, 55,516,
or 73.3% of all new releases last year, failed to
sell even 100 units. Of albums earning that du-
bious distinction, 4,364 came from the ma-
jors, and a whopping 51,152 from indies.

Excluding those titles that sold less than
100 units each, major-label new releases
last year averaged sales of 26,895 units
per title, while independent titles averaged
2,603 units.

For 24/7 retail news

HZ and analysis, see
b billboard.biz/retail.
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Venue, Date apacit
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X ELPREEE AEROSMITH, EVANESCENCE

Promoter

(12020.980 pesos, o Di

SI02/S267 . Aires aprics Corouenes AN
$2,856,473 WJH]\]Ho]Ts]\]
i $225/%175/

~ Colosseum at Caesars Palace,

20,690
Las Vegas, Apri 18-22

$127.50/387.50 five seffouts

$2,804,005

Concerts West/AEG Live

ALEJANDRO SANZ

Auditorio Nacional, Mexice City, 61

.920 ClE
" April 18-19, 21-22, 35-26, 2329 76,677 eight shows

-$118.25/$18.19

g;lé%gg,847 g BILLY JOEL

$12804/343.71 ﬁgrﬁazfgda Cenre Toronto, lziiﬁ(t) House cf Biues Canada
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$1,322,692
(14,450,912 pesos:
$91.53/$915

Palacio de Ios;)epartes. Mexico

447
City, Aprfl 27-29 55 CIE

46,359 three shows

$1,161,194 BILLY JOEL
$86/$50.50 Times Union Center, Albary, NY., 15,001

April 17 seilout
$985,186 BILLY JOEL
$86.50/$51 232"13'9"'3 B.ffalo, N.Y,, 54’833 AEG Live, Metropolitan Talent Presents
$884,155 BOB SEGER & THE SILVER BULLET BAND, STEVE AZAR
$63.25 ﬁ!rll:‘eJF»:rbe.n]% No-th Little Rock, 12)3585 e
YL Lra BOB SEGER & THE SILVER BULLET BAND, STEVE AZAR
$6i Pepsi Center. Denvar, Feb. 14 l:flgﬂte Live Nation
ITELVEEE RICKY MARTIN
$125/$45 iggllgsoCe"m Los Angeles, lgﬁggto Goldenvoice/AEG Live
$831172 BOB SEGER & THE SILVER BULLET BAND, STEVE AZAR
$65

,l:\:lwfreican Airlines Center, Dallas, 13267 Live Nation

sellout

BOB SEGER & THE SILVER BULLET BAND, STEVE AZAR
Toyota Center, Houston, Feb. 12 ;&%5(3

$810,810
565 Live Nation
$676,742

(2087.550 pesos)
$58.35/%16.21

Estadio River Plate, Buenos 19,725 CIE
Aires, April 13 000

BOB SEGER & THE SILVER BULLET BAND, STEVE AZAR

9,641
seliout

$626,665

%65 Rgse Garden, Pcrtiand, Ore., Live Nation
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$15/$35 i a){ozne Center, San Diego. 9,102

oril 22 AT Viejas Entertainment, Goldenvoice/AEG Live
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pesos) $31.04 K'Sﬁﬁ {\;Ienca, Santiago, Chile, 1228%%8
$345,631 VIVE LATINO, KEANE
(183,846,400

Club Hipico, Santiago, Chile, 17,340 CIE
April 15 70,000

THE KILLERS, HOWLING BELLS, SOLARCADE

Bill Graham Civic Auditorium, 8,866
San Francisco, Apr| sellout

PAQUITA LA DEL BARRIO

Gibson Amphitheatre, Universal 4,968
City, Calif., Apri 021

$316,195 WILLIE NELSON, MZRLE HAGGARD, RAY PRICE

$55 The Fillmore, San Francisco,
April 15-

$327,250

$3850 Live Nation
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JOHN MAYER, KATHLEEN EDWARDS

John Labatt Centre, London, 6,125
Ontario, April 2 7807

NELLY FURTADO

Pengrowth Saddledome,
Calgary, Alberta, March 27

$312,741
($351300 Canadian)
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6,758
seilout
LARRY THE CABLE GUY, RENO COLLIER

ford Center, Dklahoma City, 7,491
March sellout

LUCINDA WILLIAMS, HEARTLESS BASTARDS

Radlo City Music Hall, New York, 5,961
March 23 sellout

Live Nation

$305,258
$40.75 Outback Concerts
$303,291

$65.50/$50/$45/
.$30.50
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MSG Entertainment, Live Nation

$302,914 HEAVEN AND HELL, MEGADETH, DOWN
354,717 Canadi
?50.81/530.32@) R ot AR, 6,377 House of Blues Canada
$390,t/170/ HOT 97/CAROLINE’S APRIL FOOL’S COMEDY SHOW
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e g!h(ls:'raa:?:gc%ivxzpﬁrg“o"um' Séﬁ(?\]t Live Nation, Another Planet Entertainment
§291,882 MEAT LOAF, MARION RAVEN
{$343.290 Canad - -
$67 59/550.59m> TS A ooy House of Blues Canada
$290,374 THE POGUES, LANGHORNE SLIM, THE TOSSERS, THE HOLLOWAYS
= Satahing Bplvoom New var 5383 SCT21S, _Live Natn
$290,180 ALEJANDRA GUZMAN
SIS g e e 28
$289,489 HEAVEN AND HELL, MEGADETH, DOWN
(§335.223 John Labatt Centre, London, 5,917

‘Canadian) $5138  Ontario, March 24 sellout House of Blues Canada

$289,335 MEAT LOAF, MARION RAVEN

(8339046 Canadian) o
$76.38/$38.83 m:glﬁebrgaarch '1'5”9' g_’%"osoz House of Blues Canada

$286,763 HEAVEN AND HELL, MEGADETH, DOWN
;%%63%3837 PERgRNiiSadpiedomE: 6,054 House of Blues Canada

Calgary, Alberta, March t4 8.800

. On The Road

The relationship between agents and talent buy-
ersisa bit of a chess game, with the fact that tal-
ent is the commodity in question bringing its
own dynamic to the traditional sales equation.

Call it the favor factor. “In our business every-
body tries to end every deal with their side hav-
ing done a ‘favor’ for the other side,” says Seth
Hurwitz, presidentof .M.P., producer and tal-
ent buyer for the Virgin Fest by Virgin Mobile
at Pimlico Race Course in Baltimore.

“Never have I seen this more obnoxious than
in the festival business,” Hurwitz continues.
“I got calls from people saying, ‘I really want
my band on your festival,” and by the time it
was all over it was, ‘You owe me.” People in our

..m-_ R i
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AMY WINEHOUSE is one of several
william Morris Agency artists in this
year's Virgin Fest lineup.

business can't seem to accept that
any deal is mutual. It's got to be ‘I
did this for you."”

“Of course, it’s so they can cash in later, or
maybe it’s to keep the promoter in his place,”
Hurwitz continues. “Personally, [ don’t think
I'm guilty of that, but that’s because I actually
am doing everyone favors.”

Hurwitz says the best relationships are recip-
rocal, explaining that he’s not in a position to
book act B if he gets a good deal on act A. “We
don’t have any slots for favor bands on this show
because we have seven slots per stage and only
two stages, so there’s no room,” he says. “The
favor I can do for people is when I have two bands
of equal stature that are both available and both
want offers, I'll go with the people that have sup-
ported me. And that absolutely comes up.”

Example? “That’s one of the reasons you see
so many William Morris bands on the [V-Fest]
bill,” Hurwitz says. “Most of the agencies have
been somewhat supportive, but I have to give
William Morris the credit. I don’t have to pitch
them on playing [V-Fest].”

William Morris Agency agent Kirk Sommer
believed enough lo put the Killers on the lineup
of the debut V-Fest last year. “It’s no coincidence
that the Killers played last year and [Sommer]
has Amy Winehouse, Paolo Nutini and the
Fratellis on this year,” Hurwitz says.

With bands ranging from the Police tothe
Smashing Pumpkins, Beastie Boysand Vel-
vet Revolver, the V-Fest roster (billboard.biz,
14 |
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Festival Money

Agents, Talent Buyers And The Favor Factor

April 26) is diverse and creative, now in a class
with the Big Four: Coachella, Bonnaroo, Lolla-
palooza and the Austin City Limits Music Fes-
tival. Asked if there were bands he wanted but
didn't get, Hurwitz says, “Absolutely.”

He continues, “Some people you call up and
if they can make $25,000 more playing the shed,
that’s the offer they’ll take. I've had bands turn
gigs down over $10,000 and tell me I'm the one
who’s nickel-and-diming. When one side is
nickel-and-diming, the other side is too.”

Which brings us to the topic of festival money.
Is it really that much better than stand-alone
gigs? “I have bands that were absolutely indig-
nant about what I offered them, and then they
put a date on hold at the 9:30 Club [in
Washington, D.C., which Hurwitz
owns and books] for a quarter of the
amount,” he says.

“There’s this perception—and, un-
fortunately, I'm finding out it’s a re-
ality—where people look at festivals
and say, ‘Oh, let’s go with the festival
price,” and to some degree the eco-
nomics do support that,” Hurwitz

says. “The problem is there

are some bands that think

it's a license to print money
for themselves, and they’re
not in that position as the
bands that deserve to make
that demand.”

Thereis such a thingas fes-
tival money and rightfully so,
according to Sommer. “As of
today, it is fairly safe for one to
assume that any festival with major corporate
sponsorship coupled with a large gross poten-
tial should be able to deliver asignificantly larger
offer than a true hard-ticket market playina tra-
ditional venue,” he says.

Sommer handles William Morris’ contempo-
rary roster on a wide range of festivals. “The for-
tunate artists get overpaid, some pay to play and
others are eager for an invitation on a better day,”
he says. “Ninety-five percent of the time the artist
receives healthier pay [on a festival].”

All festival buyers have bands they desper-
ately want to book and will pay dearly for them.
“Unfortunately, once that happens, if you're the
nextone calling about that act, [agents] assume
that’s the going festival price,” Hurwitz says.

It is, after all, an agent’s duty to get the best
deal possible for the artist, which can involve
some cagey disclosure of information. “If they're
getting a lot of money somewhereelse, they're
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more than happy to tell you,” Hurwitz says. “It’s
a pretty good bet that the offer was not so great
if they tell you it's none of your business.”
Isn’t that just being a good agent? “I would
say the agents that do what [ want them to do
are good at what they do,” Hurwitz says, “and
the others are idiots.” .

" For 24/7 touring news
b|z and analysis, see
b billboard.biz/touring.
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Keep On
Trunkin’

Merch Firm Purchase Points
To Live Nation’s Future

Live Nation’s purchase of the remaining inter-
estin Trunk Ltd. fromits founder and CEO Brad
Beckerman (billboard.biz, April 27), who has
exited the company to pursue other opportu-
nities, would seem to herald the company’s
ongoing efforts to control its own destiny when
it comes to ancillary revenue opportunities.

Live Nation, the world’s largest concert
promoter and venue operator, purchased a
majority stake in Trunk, a high-end licens-
ing and merchandise firm, last July (bill-
board.biz, July 13, 2006).

“Artist merchandise,” Live Nation CEO
Michael Rapino said at the time, “represents
a new area of growth and services we can pro-
vide the artist.”

Trunk has more than 60 exclusive li-
censes, including AC/DC, Aerosmith, the
Beatles, Jimi Hendrix, the Grateful Dead,
the Doors and the Rolling Stones. Trunk

SPONSOR/TOUR ESTIMATED FEE  LEVERAGE

IEG/BILLBOARD TOUR SPONSORSHIP

products are available at 600 specialty
stores and boutiques around the world.

Still, Trunk merch is not yet in Live Nation
amphitheaters, though that move is “some-
thing we’re definitely looking at,” Live Na-
tion spokesman John Vlautin says. Similarly,
after Live Nation acquired a majority stake
last year in Musictoday, the Charlottesville,
Va.-based Web services and e-commerce
firm, it seemed a natural fit that Live Nation
would somehow integrate Trunk and Music-
today operations. But Vlautin says there are
“no current plans” to do so.

Billboard has learned that former Musicto-
day VP/chief of staff Nathan Hubbard has re-
located to Live Nation’s Los Angeles head-
quarters, so more synergy between these
related holdings seems likely.

In the wake of the departure of Becker-
man, who founded the company in 2003,
Marc Choper has been promoted to presi-
dent/CEO of Trunk, after most recently serv-
ing as executive VP/COO.

Choper says growth strategy for the Trunk
line is “to expand our lifestyle-collection prod-
uct offerings into additional apparel and ac-
cessories categories.” He adds that “there will
be links” between Trunk and Musictoday.

Meanwhile, Henry Duarte, who has de-
signed clothes for rock’n’roll and film stars
for more than 20 years, has been named di-
rector of product design at Trunk. see

DEALMAKERS

HEM 600,000 Swedish apparel retailer aligned with the inaugural multidiscipline arts festi- - High Line Festival co-founder
H&M Hennes val to demonstrate Its community involvement and play up its fashion-for-  Josh Wood and H&M
& Mauritz AB ward positioning. “The marriage of music, art and fasaion speaks to our cus-  advertising manager Steve
Title, High Line Festival, tomers, who are trendsetters,” company spokeswoman Lisa Sandberg says.  Lubomski
May 9-19, New York The retaler was also drawn to festival co-founder David

Bowie, who curated this year's event. “David is a style icon

who has had a major impact on music and “ashion through-

out the years," Sandberg says. The festival benefits Friends of

the High Line, a nonprofit working with the City of New York

to transform the 19305 ril structure into a public park.
Samsung 500,000 Samsung stepped up its involvement with Seattte’s premier Bumbershoot producer
Samsung music event with title of the festival's main stage. Samsung will  Heather Smith and VP/GM
Telecommunications use the tie to entertain emplovees and key accounts—including of strategic accounts
America wireless service provider T-Mobile USA—and gain a promotional  Johnny Hart
Stage title, Bumbershoot: platform to drive retail traffic during the back-to-school shopping
Seattle’s Music & Arts season. it also will use the partnership to tout the muitifunction-
Festival, Sept. 1-3 ality of its phones: “This sponsorship comes at a time when

mobile phones are converging and being used more and more as

music players, cameras and electronic devices,” VP/GM of strate-

gic accounts fohnny Hart says.
Verizon Wireless $300,000 Wireless service provider is sponsoring Chicago’s Aragon Viva Marketing Group CEO Luis
Aragon Baliroom, Ballroom as part of a stepped-up marketing initiative to build its  Rossi and Verfzon Wireless
(hicago presence in front of Hispanic consumers. The one-year deal manager of multicultural

affords on-site product demonstration, text-to-screen promo- marketing for the Midwest

tions, tickets, meet-and-greets and title of a Mother's Day concert

area Miguel Bassail

that will benefit Chicago’s (asa (entral domestic violence pro-
gram. It will also use the partnership to recruit bilingual employ-
ees for its focal retail and customer service centers. The tie affords
a presence at music, boxing, dancing and other Hispanic events

at the venue.

sponsorship.com

Compiled by Witliam Chipps, senior editor, JEG Sponsorship Report
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A Serbian animal rights organization called
ORCA is protesting the Rolling Stones’ plans
to play the city’s Hippodrome because the sound
and vibration will disturb the 300 horses housed
there. 1 strongly recommend that the Stones
take this seriously, because animal rights freaks
wordwide stick together and never forget. |
know, because [ am one. And there’sone more
thing to consider. Besides doing the right thing,
this may be the last chance Mick Jagger and
Keith Richards have left to duke the maitre’d,
so to speak, and get into heaven.

In a related story of potential abuse, the
Swedish government is one of the most liberal
in the world. OK, it ain’t Holland, but what is?
Sweden, however, has one bizarre law that re-
quires government approval of baby names.

FRANK ZAPPA
with wife GAIL
and daughter
MOON UNIT

Well, you'll be relieved to know Karolina
Tomaro’s seven-month fight to name her daugh-
ter Metallica has just been won. Swedish tax
authorities objected to the baby being named
after the rock band (licensing complications?)
and have the right to approve both first and sec-
ond names to protect the unsuspecting child of
being the victim of a moniker that is unsuitable,
offensive, embarrassing or just plain stupid.

[ have to wonder how they would have ruled
on a few of these interesting handles that im-
mediately come to mind. You know, like,
Dweezil (son of Frank Zappa), Moon Unit
and Diva (daughters of Zappa), Zak (son of
Ringo Starr), Doremi (daughter of Justin Hay-
ward of the Moody Blues), Dog (son of Sky
Saxon), Zowie (son of David Bowie), Apple
(daughter of Chris Martin and
Gwyneth Paltrow), Bamboo (son
of Big Boi of OutKast), Chastity
(daughter of Sonny & Cher), Fifi
Trixabelle (daughter of Bob Geldof
and Paula Yates), Hendrix Halen
Michael Rhodes (son of Zakk
Wylde named after four guitar play-
ers), god (Grace Slick and Paul
Kantner were just kidding, but the
nurse wrote it in), Jagger (son of
Scott Stapp of Creed) or—and here
I've got to go with Sweden—Jer-
majesty (daughter of Jermaine
Jackson and cousin of Prince
Michael and Prince Michael Il, sons
of guess who).

| wonder what Karolina’s second
choices would have been had Metal-
lica been turned down. Blue Cheer
Tomaro? Iron Butterfly Tomaro?
Megadeth Tomaro® Tomorrow
Tomaro? Tomaro Never Knows?
Somebodystopme. . . Twisted Sister
Tomaro . . .?

See you on the radio. oo

CQQLEST

N THE

WORLD BELIEVE
THIS WEEK Rainbow Quartz

THE CONTRAST

SAILOR’S SWEETHEART
Wicked Cool

THE LEN PRICE 3

2
5

TeenaC|de

HERO OF NINETEEN EIGHTY THREE

PEACHFUZZ

WEAPON OF CHOICE
Sony

R MY HEART IS BEATING
NP Norton

BLACK REBEL MOTORCYCLE CLUB

MARY WEISS

FREE AND FREAKY

Virgin_

7 DANCING ON THE LIP OF A VOLCANO
Roadrunner

THE STOOGES

NEW YORK DOLLS

8 IN THE MODERN WORLD
Adeline o
& OPEN EYES
Simian - — N

JESSE MALIN

THE APPLES IN STEREO

BECAUSE I'M AWESOME
Blackheart

THE DOLLYROTS

Little Steven's Underground Garage column is produced exclusively for Billboard. For more information go to
UNDERGROUNDGARAGE.COM. The opinions expressed are his own, and not necessarily those of the magazine.
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Doesn’t Smell
Like Teen Spirit

A Bodyspray Brand Enters The Entertainment World

Whether or not their personal
hygiene is suspect, Kevin Fed-
erline, Beth Hart, Sick Pup-
pies, 8mm and others are
spotlighted on rgxlife.com, the
online destination sponsored
by RGX Bodyspray from Right
Guard. The recently launched
site is equal parts men’s
lifestyle magazine and social
networking destination. But
unlike most brand-sponsored
sites that use the Web to hype
products, RGXLife is less
about the physical product and
more about gaming, sports, fit-
ness, style and music.

“The decision was made
early on to create a site that pro-
motes the values of our target
audience,” says Stephen
Koven, brand manager for
Dial Corp.’s Right Guard/RGX
brand. “We don’t feel the need
to hit 15- to 29-year-olds over
the head.”

Thessite’s music section is di-
vided into five departments:
Buzz, Brain Salad, Backstage
Pass, Sticks and Stones, and
Word. Visitors are driven to the
site via URLinfo in RGX's print
and TV ads, as well as on the
packaging for the new men'’s
bodyspray itself. Once logged
on, music fans can watch
videos, listen to musicand read
reviews and blogs. Interactive
elements include contests,
sweepstakes and advice colum-
nists. Jeff Weber is the section
leader for music at RGXLife,
while Sam Turcotte heads up
all digital efforts for RGX.

With the site, RGX strives to
give music enthusiasts behind-
the-scenes access and offer
insight on up-and-comingart-
ists, Weber says. This is partic-
ularly true of Buzz, Backstage
Pass, and Sticks and Stones.
Forexample, Sticks and Stones
follows the trials and tribula-
tions of aspiring group Fact
and Fiction.

Turtles founding members
Mark Volman and Howard
Kaylan deliver a humorous
video, “Every Band Needs a
Manager . . . Right!?,” in the
Brain Food section. It is as
sadly funny as TLC’s “Behind
the Music” episode, wherein

www americanBdiohistorvy com

8MM'’S JULIETTE and:SEAN BEAVAN |

the trio broke down its disas-
trous business dealings.

Unfortunately, this is not
original content for RGXLife,
as it arrives via YouTube. In
fact, RGXLife does not gener-
ate much original content,
compelling as it may be. (Much
of it comes from partners stu-
dioexpresso.com and re-
hearsals.com.) If RGXLife
truly wants to stand apart from
the men’s lifestyle pack online,
it would do well to feature ex-
clusive content and work di-
rectly with artists and labels.

In fact, husband/wife duo
8mm-—Juliette and Sean
Beavan—Ilearned of its inclu-
sion on the site after Billboard
contacted the pair. But the cou-
ple is cool with it. “This is
smart marketing,” Sean says.
“RGX has created a lifestyle
site that promotes a product
by promoting a way of life that
fits its target audience.”

Taking cues from MySpace
and YouTube, Juliette appreci-
ates how RGXLife is creating
a “communal environment.
The brand is havinga direct di-
alogue with consumers. There
is instant feedback.”

With RGXLife, 8mm could
find more fans, who may in
turn purchase its debut album,
“Songs to Loveand Die By ...”
(Curb Appeal Records). Sean
says that there was a sales spike
after a couple of album tracks
were featured in episodes of
“Grey’'s Anatomy” and “One
Tree Hill.” Visits to the duo’s
MySpace page jumped, too.

Here’s more good news for
8mm: Since launching, traffic
at RGXLife has doubled each
month, Turcotte says. By the
end of March, RGXLife was av-
eraging 500,000 page views per
week. In other words, the eye-
balls are there.

Still, folks like Noah Kerner
—CEO of New York-based
agency Noise Marketingand co-
author of “Chasing Cool: Stand-
ing Out in Today’s Cluttered
Marketplace” (Atria/Simon &
Schuster)—remain cautious.
He says brands should consider
three things when contemplat-
inga move into branded enter-
tainment. “First, a brand can do
agreatintegration deal withan
existing site, which usually
makes the most economic and
strategic sense,” Kerner says.
“They can also think about buy-
ing an existing entertainment
property, which would give real
ownership over an existing au-
dience base. Or they can create
their own, which RGX has
clearly done.”

So now, a deodorant brand
has entered a brand-new busi-
ness—in this instance, “one
that is really competitive and
saturated,” Kerner continues.
Before, RCX was competing
with AXE. Today, with RCXLife,
“they’re competing with the
likes of Rolling Stone, Maxim
and RadarOnline.com. That’s
atough competitive set, notone
that I would choose.” s

For 24/7 branding

{Z news and analysis, see
billboard.biz/branding.

ZAPPA: TONY FRANK/SYGMA/CORBIS; JULIETTE AND SEAN B EAVAN: HERWIG MAURER
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We mourn the loss of
our friend and colleague

The Publishers Place

DAVIS. BOB CATC

[SUSAN BUTLER sbutler@billboard.com

Miles DavisComes
ToUniversal

Renewal-Right Claims Complicate The Deal

At first, the news sounded like a typical busi-
ness transaction. Universal Music Publishing
Group (UMPG) signed a worldwide administra-
tion agreement with Miles Davis Properties,
which holds certain assets of the late Miles
Davis. But it turns out that setting up this deal
was not so easy after lawyers discovered copy-
right claims by two disinherited sons who sold
some of their rights to others.

Manatt Phelps & Phillips in Los Angeles took
over legal work for the Davis Properties last
year. Gerry Margolis, the partner in charge of
the estate, says the first step was to marshall
the assets—to figure out which songs were
written or owned, in whole orin part, by Davis
and who held those rights. During this process,
Margolis says, the firm learned that two of

Davis’ four sons were expressly disinherited
in his will. Nevertheless, they still had claims
to many songs under copyright law.

But these claims couldn’t just be sorted out
with the sons’ lawyers. The sons each signed
deals with individuals who bought the two

sons’ “contingent renewal rights.” These are
rights that legal heirs may hold in songs writ-
ten before 1978 when, under the old Copyright
Act, copyright registrations had to be renewed
in 28 years. If the songwriter died before the re-
newal period began (Davis died in 1991), heirs
owned those renewal rights.

Some heirs sell renewal rights (or part of
them) to individuals—often lawyers—who form
a publishing company to buy these types of
rights from deceased songwriters’ heirs. The
companies promise to assert the heirs’ legal
claims against other publishers or anyone using
those songs. Sometimes the companies opt
to hold onto rights rather than allow someone
else to administer them, which can throw a
wrench into other publishers’ hopes to stream-
line the licensing process.

While Davis’ rights were being sorted, the

Davis Properties decided to switch publishers.
GM of the Davis Properties Darryl Porter says
that, out of all the publishers they met with, he
believed that Universal had the “greatest reach”
to generate new streams of revenue for the cat-
alog, and UMPG chairman/CEQ David Renzer
has the greatest passion for the songs. Vince
Wilburn, one of Davis’ heirs, adds that he par-
ticularly liked the “youthful enthusiasm” at Uni-
versal, which reminded him of Davis.

Once they chose Universal, “the claims be-
came a very big, and somewhat complicated,
issue,” Margolis says. While he believed the
catalog could best be promoted if administra-
tion rights were all under one roof, the sons’
publishers had not yet agreed. So the lawyers
had to set up a way to move the deal forward.

The law firm set up an escrow account to hold
a portion of the advance in case either son de-
cided to be part of the deal. To come up with a
figure for an advance on future royaltiesin light
of this situation, Margolis says, the firm looked
at historical earnings for the songsin which the
sons claimed an interest. Since they could not
determine precisely what the sons’ shares will be
worth in the future, Margolis says, the lawyers
looked at historical revenue to find some ra-
tional basis for an amount. If, for example, those
songs represented 10% of the historical earn-
ings, and the two sons represented a 50% in-
terest in those songs (the other 50% belonging
to the other two sons), then 50% of 10% of the
advance could be apportioned to them.

That portion of the advance was transferred
to the escrow account. If the sons and their pub-
lishers don’t become part of the deal, the money
will be returned to Universal. Margolis says he is
not optimistic that they will agree to be part of the
deal, which would leave 30 or fewer songs out of
the exclusive control of UMPG. The entire cata-
log contains more than 250 songs.

Another part of the deal involved business
terms for the contract, handled by Manatt
Phelps partner Jeff Biederman. Certain restric-
tions prevent Universal from licensing the songs
for certain political, religious or other types of
commercials that Davis would have found ob-
jectionable, Margolis says. But there are also
contractual requirements for Universal to make
reasonable deals whenever the Davis Proper-
ties want to do a particular project.

Now, Universal is working on ways to create
new revenue for the catalog. “The marketing
council at Universal brings together our creative,
film/TV and marketing departments,” Renzer
says. “We all meet on aregular basis for a brain-
storming session. We're going to be meeting
with the Miles estate and Darryl for their input—
the inside track on their past dealings—to come
up with the marketing ideas.” .

ki For 24/7 publishing news
NZ

and analysis, see
billboard.biz/publishing.
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WindsOfChange

Teen Habits Point Labels Toward New Ways To Make Deals

It wasn’t just kids who spoke
outduring the teen panel at the
Billboard Latin Music Confer-
ence. It was also an audience
full of executives, producers,
songwriters and artists who at-
tempted to convince a panel of
young downloaders that they
should pay for the music they
getonline.

“Don’t you realize you're
hurting the very artists you
love?” one attendee asked.
“How do you think these peo-
ple get compensated?”

To which one teen replied,
“Well, if this is so important to
all of you, why is no one doing
anything to stop it?”

That was the very question
asked earlier at the RIAA panel,
where label presidents and
RIAA executives discussed
piracy rates and efforts to curb
illegal downloading.

But, as we all know, it’s not
that the industry doesn’t want

to stop people from download-
ing musicillegally; it’s that it is
excruciatingly difficult to do so.

oy

So, even as the RIAA has dra-
matically stepped upits educa-
tion and deterrence initiatives,
most Latin labels are already
changing the way they do busi-
ness, anticipating a growing
digital world and looking for
revenue streams outside of
record sales.

“I see our mission as hold-
ing the lions at bay until a
new order can come,” says
Brad Buckles, executive VP
for the RIAA’s anti-piracy
division. “Things have had to
change before.”

Now, they are changing rap-
idly. As Universal Music Latino
president John Echevarria
said, a mere two years ago, dur-
ing the president’s panel, exec-
utives expressed skepticism
over deals that include percent-
ages of sponsorships, touring
and merchandising.

Today, such agreements are
par for the course at Latin la-
bels like Universal, Warner
Music Latin and Sony BMG,
which has gone as far as estab-
lishing its own talent develop-
ment company.

“We are looking to establish
partnerships with our artists,”
Warner Music Latin America
president Ifigo Zabala said.

That means signing acts to all-
encompassing deals.

This not only reassures
artists that labels truly have a
stake in their long-term devel-
opment, but it also makes busi-
ness sense.

For example, listen to what
those downloading kids said.

Unlike more jaded adults,
these young consumers do not
divorce the business of the artist
from the business of the label.
In their minds, ifan artist tours
and sells tickets at $200 a pop,
he isn’t hurt by illegal down-
loading of $1 tracks; it's all one
big income pot.

And, as much as the record
industry gets hammered on
pricing, this wasn’tanissue for
our teens.

Those single tracks at 99
cents are deemed “expensive”
only because the exact same
product can be easily obtained
gratis via Limewire or other
peer-to-peer sites. Why pay?

However, once these young
consumers bond with an artist,
they buy into everything, includ-
ing deluxe CD sets, merchan-
dise and $100 concert tickets.

In other words, things you
can't get for free.

We would love to think that
education and awareness re-
ducesillegal downloading. Un-
fortunately, those steps have
shown limited success. What
works are punitive measures,
such as the prelitigation letters
the RIAA has been sending out.
Our teens were genuinely
shocked to hear that once they
getinto college, their file-shar-
ing and downloading activities
are much more vulnerable to
scrutiny, as the RIAA targets
university network users, who
account for a disproportionate
amount of illegal file sharing.

But until these kids get into
college, there is little to be
done, except develop those
partnerships and new busi-
ness models.

And if that means building
careers and sticking with acts
for thelong runand notjust the
quick hit, that’s a great long-
term outcome for a currently
lousy situation. oee

For 24/7 Latin news
JZ and analysis, see
" billboard.biz/latin.

SPANISH CROSS

Latin Rappers Aim For Trans-Atlantic Appeal

As Spain's hip-hop scene matures and reggaetdn broadens its
stateside appeal, urban artists are crisscrossing the Atlantic

in search of new audiences.

Spanish rapper Mala Rodriguez has seen her last two full al-
bums on Universal Spain sell a combined 130,000 copies
there, according to the label. But new album “Malamarismo”
stands to benefit from a more international approach. That
includes a June 19 U.S. release from Machete and collabora-
tions with Tego Calderon, Calle 13 and Julieta Venegas—acts
with whom Rodriguez shares a mutual respect.

“I always listened to music from all over the world,” says Ro-
driguez, who traveled this time to Miami, Las Vegas, Los An-
geles and Puerto Rico to record and mix her album. “l don’t
know if it’s because | became a mother, and it gave me an
energy I've never felt before. I'm so satisfied with every drop
of this project that | can’t stop wanting the whole world to

know it.”

Rodriguez also appears on a track on Calle 13’s new Sony
BMG album. Her international sojourn comes as the style she
pioneered in Spain is finally enjoying commercial success
there. Last November, Violadores del Verso’s “Vivir Para Con-
tar” became the first rap album to hit No. 1in Spain (Billboard,

Jan. 13).

“When La Mala came through with her first album, it was
hard to pinpoint [Latin] urban acts that were really moving
units,” Machete president Gustavo Lopez says. But now that
they have cracked their home markets, “these acts want to

be known [in Spain] as well. Anything they do with her will

EN LA RED: For 24/7 coverage of the Latin music worlg
COM Billboard has partnered withMSN. For a complete rp!ﬁllwp

In Spantsh, go to Billboard.Latino.MSN.com. /
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refiect there.”

Another act with global aspirations is Wisin & Yan-
del, who appear on a remix of labelmate David Bis-
bal’'s “Torre de Babel” and recently shot the song’s
video with the Spanish pop star.

Other Universal Music Group reggaetén powerhouses,
like Daddy Yankee, Don Omar and Rakim & Ken-Y, are
also becoming priorities in Europe, which has proved
receptive to more melodic, less chauvinistic incarna-
tions of the genre, says Jesus Lopez, chairman of Univer- |
sal Music Latin America and Iberian Peninsula.

“The social and cultural connections of young people f
are closer than people think,” Universal’s Lopez says. ‘:J' :
believe record companies need to bet on that—and bet-
ting often means taking a while to sell albums.”

In Rodriguez’s case, the U.S. approach willem-
phasize touring, the Internet and col-
lege radio, but also Spanish-language
video play and talk-show appear-
ances—avenues that were less
available to a Latin hip-hop

artist when her last album
Y. s
cameoutin 2005.

JUANES PICKS PINK

Pink Floyd’s “The Dark Side
of the Moon” is the album
that holds the record for
most weeks served—more
than 1,500—on The Billboard
200. Not surprising then,
when asked what two al-
bums he would take with him
to a desert island, Colombian
rock star Juanes chose the
Floyd classic. As a second
pick, Juanes opted for any-
thing by Brazilian icon Cae-
tano Veloso. —-LC

RINGING UP ‘ROMPE’

Daddy Yankee’s 2006 sin-
gle “Rompe” is Interscope’s
No. 3-selling
ringtone in
the label’s his-
tory, accord-
ing to the
artist’s busi-
ness manager
Edwin Prado.

According
to Prado, who
spoke at the Billboard Latin
Music Conference mobile
panel, the “Rompe” ring-
tone has sold nearly 1.6 mit-
lion downloads, beating
out songs by Gwen Stefani
and U2. Daddy Yankee’s
mobile popularity goes be-
yond ringtones.

So many people dialed
into the Cingular Sounds
Live concert with Daddy
Yankee and the Pussycat
Dolls last year that the plat-
form broke down, said Mar-
cus Owenby, Hispanic mar-
keting director at AT&T
Mobility. The company then
expanded its calling capac-
ity to accommodate future
demand. —ABY

DADEY
YANKEE

VERIZON CHIPS IN
Billboard Latin Music Con-
ference sponsor Verizon do-
nated $5,000 to the VHI1
Save the Music Foundation.
The donation will go to
restoring music programs in
public schools. In addition,
Verizon also donated for
auction three acoustic gui-
tars autographed by Latin
celebrities who attended
the conference and awards.
Those who gave their auto-
graphs included Don Omar,
Lupillo Rivera and Los
Hordscopos-de Durango.
—LC

BUCKLES: ARNOLD TURNER/BILLBOARD: DADDY YANKEE: JOHN PARRA/WIREIMAGE.COM; RODRIGUEZ: COURTESY OF MACHETE MUS!
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Compilation

BY PAUL SEXTON

Comeback

Multiple-Artist Album Sales Brighten U.K. Gloom

LONDON—The United King-
dom’s compilations market,
previously hurt by consumers’
downloadingofhitsala carte,
is fighting back.

Labels body the
BPI reports a hefty
10.2% year-on-year
rise in volume for
compilations in
the first quarter of
2007, with 6.6 million
albums sold, compared with
6 million in Q1 2006. That fol-
lowsa1.6% riseto 11.9 million
units in the fourth quarter of
2006—the sector’s first growth
for two years.

“People are bored of down-
loading,” says Brian Berg,
managing director of Univer-
sal Music U.K.’s UMTV com-
pilations unit. “It had an
effect [on compilation sales],
but after a couple of years
[consumers have realized
that], for the cost of a good
value double-CD compilation,
you can get everything you
want, well-packaged.”

The latest rise contrasts with
an 8.9% Q1 slump in artist
album sales to 25.4 million
units. The figures combine
physical and digital sales col-
lated by the Official U.K.
Charts Co. (O0OC), co-owned
by the BPI and trade body the
Entertainment Retailers Assn.
The OCC does not release
value figures.

The top Q1 compilations
were “Radio s Live Lounge”
(Sony BMG), gathered from
performances on the national
BBC pop/rock station, with
168,714 units; the “High
School Musical” soundtrack
(Parlophone/EMI) at 115,700,
and “BRITs Hits—The Al-
bum of the Year” (UMTV),
with 105,876.

Retailers and e-tailersalike
admit to cautious encourage-
ment from the numbers.

“The compilations market
obviously remains challeng-
ing,” hmv.co.uk audio buyer
Stewart Allan says, “but recently
anumber of titles have bucked
the trend a little, particularly
where record labels adopted a
more creative approach.

‘Live Lounge’ and ‘High
School Musical’ are great ex-
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amples,” he continues. “Both
performed strongly over
Christias and well into quar-
ter one. ‘Live Lounge’ pre-
sented interesting, unusual
combinations of artists

and music, [while]

‘High School Musi-

cal’ demonstrated the

power of TV-related

merchandising and

the potential of the pre-
teen market.”

“More targeted and fewer re-
leases have helped,” says Keith
Black, music buyer at national
retail chain Woolworths, “as has
the emergence of
successful TV spin-
offs in the kids’
market, such as
‘High School Mu-
sical’ and ‘Hannah
Montana.””

Those Disney
Channel sound-
tracks are licensed
to EMI in Europe.
Steve Pritchard,
co-managing di-
rector of commer-
cial marketingand
catalog at EMI

U.K. & Ireland reckons Disney
product buoyed the Q4/Q1
market, “after several years
where there have been no big-
selling soundtracks.”

Pritchard also points to the
ongoing performance of the
“Now” series, which is mar-
keted jointly by EMI/Virgin
and Universal.

“Now 65” was Q1’s fourth
best-selling compilation, ac-
cording tothe OCC, with sales
0f 95,605. “Now 66" topped the
OCC'’s compilations survey
April 8 with first-week sales of
288,000. That’s the third-high-
est opening tally for the 24-
year-old series, and compares
with 235,000 for “Now 65” last
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November, and 191,000 for last
April’'s “Now 63.”

“Now 66" is already the
year’s biggest compilation to
date, with sales of 466,000.

UMTYV continues to benefit
from its joint venture on dance
compilations with specialist All
Around the World. Two of their
“Floorfillers” series, “Anthems”
and “Club Classics,” are both
on the U.K. compilation chart.

Berg notes that “less prod-
uct being thrown against the
wall” has helped compila-

tions’ recovery, but cites two
other factors.

EMI/Virgin/
Universal’s
venerable
‘Now’ series
remains hot,

(‘ow 66’) and ’
(‘Now d »d/

‘Now 66°).

“Contemporary soft melodic
rock is back,” he says, “soyou're
gettinga much broader appeal
of [bands like] Razorlight and
Snow Patrol to a ferale demo-
graphic—traditionally a bigger
compilation buyer.”

In late 2006, he adds, “we
also did some research and the
findings were very interesting.
A big part of the compilation
market is gifting, and because
[mass merchants] have aggres-
sively used single-artist al-
bums as loss leaders, you can
pick upa chart CD for £7[$14].

“People feel embarrassed
aboutbuyinga gift that cheap,”
he adds. “They’d rather buy
somethingelse, and at £14.99
[$33], compilations were per-
ceived to be really good value
for money.” oo

A WiIn
For WIN

Spanish Deal
Gives Indies
Global Access To
Telefonica
Services

MADRID—A breakthrough
accord on digital music dis-
tribution is giving repertoire
from independent labels
around the globe access to
the entire range of digital
platforms operated by
Spain’s telecommunications
giant Telefonica.

The deal was brokered by
Spanish indie labels body UFI
with Telefonica’s Madrid-based
digital contentarm Telefonica
Servicios de Musica (TSM).
The terms it offers are available
to UFI members and also to
members of the international
associations to which UFlis af-
filiated, namely European body
Impala and the World Indepen-
dent Network. The latter’s
membership includes U.S.
group the American Assn. of
Independent Music.

“This is a WIN win,” says
London-based WIN president
Alison Wenham, who also
chairs U.K. independent labels
body AIM. “Under the um-
brella of WIN, independent
companies throughout the
world are now being included,
rather than excluded, from im-
portant new digital platforms.”

The deal, effective imme-
diately, demonstrates “the
value of independent record
companies exercising their
collective bargaining power,”
she adds.

Labels that opt in to the
deal using the UFI template
gain access to Telefonica’s
various digital platforms and
services online, via mobile
phones, and digital TV/radio.

Neither TSM nor UFI
would confirm the agreed-on
rates paid by TSM to inde-
pendent labels for music, but
UFI/Impala board member
Mark Kitcatt says the per-
centages are comparable to
those already agreed on by

TSM with the majors.
“Ittook us a year of nego-
tiations to almost double the
rates originally offered,”
says Kitcatt, director of
Madrid-based indie Everlast-

ing Records. “It’s an enor-
mous deal—Telefonica’s
geographical reach is ex-
tremely important.”

Telefonica claims to be the
world’s third-biggest telecom-
munications company in
terms of customers (203 mil-
lion), with 2006 sales of €52.9
billion ($70.3 billion).

It has operations in 40
countries, including the
United States’ Miami-based

>>>|FPI EASES ONLINE

NEWS

LICENSING

The IFPI has teamed with European collect-
ing societies representing labels to forge a
framework agreement that is intended to fa-
cilitate collective licensing for Internet-
delivered music broadcasts.

The development will allow participating
collecting societies to license repertoire in
each other’s territories for certain Internet
and mobile streaming services, including
podcasts, to online music services/broad-
casters within the 30-nation European Eco-
nomic Area. Until now, obtaining cross-
border online rights licenses for these
services required dealing with each terri-
tory separately or approaching rights-
holders directly. —Lars Brandle

>>>EMI FRANCE IN
CANADIAN SWITCH

Montreal-based Distribution Fusion Ill has
taken over handling EMI Music France’s
French-language repertoire in Canada, ef-
fective May 28. The independent will pro-
mote, market and distribute the catalog,
which had been available through EMI Music
Canada. The EMI Music France catalog in-
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cludes product by Charles Aznavour, Re-
naud, Julien Clerc, Frangoise Hardy, Raphaél,
Diam’s, Yann Tiersen and Mickey 3D.

EMI Music France head of international
development Laurence Muller says, “We’re
confident the expertise Fusion Il has in the
market will make them the powerful link
needed to ensure the continued success of
EMI France’s artists.” —Larry LeBlanc

>>>BRUNINI TO BRANDAMP

Giulio Brunini has been appointed CEO of Lon-
don-based BrandAmp, the 50/50 joint venture
set up in September 2006 by Universal Music
Group and advertising giant WPP’s media in-
vestment unit GroupM. He was head of mar-
keting solutions at Yahoo in London, having
previously spent several years at leading U.K.
advertising agency Saatchi and Saatchi.

According to Universal Music Group In-
ternational chairman/CEO Lucian Grainge,
“We like Giulio’s mixture of client and agency
experience, but crucially his digital experi-
ence made Giulio stand out as a compelling
leader of this business.”

BrandAmp’s role is to develop music
and brand partnerships for WPP agencies
and clients. —Lars Brandle


www.americanradiohistory.com

L]

Telefonica USA. In the
United Kingdom, it owns a
leading mobile phone serv-
ice, 02, while in Spain and
Latin America it operates mo-
bile services under the Movis-
tar brand. TSM supplies
music content to all new-
media companies within the
Telefonica group.

Kitcatt says TSM first ap-
proached 43-member UFI
with a content distribution
deal in February 2006, but
when UFI suggested bring-
ing Impala and WIN on-
board, an extension of the
initial proposal was laid on
the table.

—

EHACHITO BOMBO
INFIERNO

TSM’s deal sets rates for
music from UFI, Impala and
WIN, which the indies say are
comparable to the percent-
ages already agreed upon by
TSM with the majors. “Why
should an aggregator pay less
percentage to an indie than
to a major?” UFI/Impala
board member Yann Padrén
asks. “We managed to shrink
the economic and preferen-
tial gap originally offered be-
tween indies and majors. We
asked, ‘Why is the percent-
age for rights holders of
Shakira's song higher than
that offered for [Spanish hip-
hop band] Violadores del

Verso’s, when they're both re-
cent No. 1s?’ Now they are
practically the same.”

Kitcatt and Padron were
both heavily involved in ne-
gotiating the TSM deal.

“We have been providing
music services for more than
three years,” TSM operation
director Antonio Santacruz
says. “This is one more step
in our strategy of developing
legal services. It is important
for us to give indie labels the
opportunity of our ‘display
cabinets’ to offer our clients
the best and fullest catalogs.”

One local label looking to
immediately benefit from the
deal is Barcelona-based K In-
dustria. Divector Enric Pedas-
coll hopes to use the service
to boost online exposure for
the forthcoming sophomore
album, “Visto lo Visto,” by its
Spanish pop-rock singer/
songwriter Muchachito
Bombo Infierno.

“Together the indies form
the fifth major,” he says, “and
we have much more new local
product than the majors.

“The formation of indie
label associations [interna-
tionally] over the past three
years or so means that now
we’'re well-represented and
considered seriously in the
markel by the big opera-
tors,” Pedascoll says. “It’s
about time.” .oe

BY STEVE McCLURE

DEEP COVER

Yahoo China Ruling Spurs Labels’
Battle Against Download Links

TOKYO—Fresh from its
landmark legal victory over
Yahoo China, the IFPI is
planning a renewed offen-
sive against Chinese Web
sites offering “deep links”
to unauthorized content
such as MP3 downloads,
lyrics and ringtones.

“This ruling gives us a
good basis for us to take
action against similar Web
sites,” IFP| Asiaregional di-
rector Mayseey Leong says,
noting that the IFPI’s tar-
gets include such major
portals as sina.com and
sohu.com.

\

Leong doesn’t buy that.
“They cannot hide behind
the vail of being an [Inter-
net service provider] any-
more ” she says. “The judg-
ment said they are more
than just a conduit.”

The ruling, Leong says,
makes the IFPI more opti-
mistic about winning its ap-
peal against a Nov. 17,
2006, court ruling that
found Beijing-based Web
portal Baidu not guilty of
copytight violation for pro-
viding deep links. The first
hearing in the appeal
should take place in the
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for it, due to the large num-
ber of small illegal sites
hosting MP3 files. “There
are thousands of Web sites
providing unauthorized
song files for download or
streaming,” Leong says.
The IFP1 may yet launch
an appeal seeking in-
creased damages in the
Yahoo case. The 11 labels
had sought compensation
of 5.5 million yuan

($713,000).

Regional
hailed the ruling against
Yahoo. “Obviously we were
very pleased with the

executives

- JOHN KENNEDY, IFPI

>>>WRITER CALLAGHAN
HEADS AMPAL

Sydney-based singer/songwriter Mark
Callaghan has been appointed GM of trade
body Australian Music Publishers Assn. Lim-
ited. His predecessor, Nick Hampton, retired
this year. Since 2002, Callaghan had been
GM at independent publisher Shock Music
Publishing. Prior to that, he had worked at
Sony/ATV Publishing and indie Festival
Records. He still fronts Australian pop/rock
band band GangGajang, whose hits in the
'90s included “Sounds of Then (This Is Aus-
tralia)” and “Gimme Some Loving” (both
Truetone/PolyGram).

Callaghan reports to AMPAL chairman
Norm Lurie. His replacement at Shock Pub-
lishing is Clive Hodson, previousiy head of
Warner Music Australia-distributed ABC
Music. —Christie Eliezer

>>>ANTIPPAS RISES AT UMGI

Universal Music Group International senior
VP for Central and Eastern Europe Victor
Antippas has been promoted. Effective May
1, Antippas takes the twin title of UMGI sen-
ior VP and president of Nordic, Central and
Eastern Europe.

The Zurich-based executive now adds
responsibilities for UMGI affiliates in Bel-
gium, Denmark, Finland, Norway and Swe-
den to his existing duties for companies
in Austria, Switzerland, Greece, Hungary,

Russia, Poland, Czech Republic, Slovakia
and Romania.

UMGI! executive VP of A&R and market-
ing Max Hole, to whom he reports, says An-
tippas has “made a real difference to the
success of our businesses in Centra) and
Eastern Europe, and it was logical to extend
his area of responsibility.”

Antippas has served with Universal
Music since 1983. His elevation follows the
recent departure of Theo Roos as UMGI
senior VP for the Nordic and Belgian re-
gion and Universal Music Netherlands
president/CEO. —Lars Brandle

>>>EDEL MERGES DIGITAL
ARMS

Hamburg-based German independent
music company edel is merging its two
digital distribution businesses, edelNET
and Kontor New Media. The amalgama-
tion of the two operations is due to be
completed by Oct. 1at the latest. The en-
larged digital business, which will trade
under the Kontor New Media name, will
distribute product for more than 500 la-
bels, according to edel. Current Kontor
New Media managing director Michaetl
Pohl will assume overall responsibility for
the division. —Lars Brandle

b- Fcr 24/7 global news and analysls, see
DIZ pinboard.biz/global

Representatives of those
two portals did not reply to
requests for comment con-
cerning Leong’s statement.

Inits April 24 ruling, the
Beijing No. 2 Intermediate
People’s Court sided with
11 record companies, in-
cluding the four interna-
tional majors, whichin Jan-
uary sued Yahoo China
operator Alibaba for copy-
right violation due to the
portal’s practice of provid-
ing deep links. The court or-
dered Yahoo China to pay
200,000 yuan ($27,200) in
damages to the labels and
to delete the links to the
free-download Web sites.

Beijing-based Yahoo
China has appealed the de-
cision. And until that ap-
peal is heard, the service
can continue to provide
deep links.

“An important principle
is at stake in this case,” a
Yahoo representative says.
“Search-engine operators
should not be held liable for
content posted on third-
party Web sites.”
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Beijing High Court in June.

She sees the ruling as the
first court decision to fully re-
flect the Chinese govern-
ment’s June 2006 announce-
ment of its intention to clamp
down on Internet music
piracy—including deep-link-
ing and other content.

“The court has effec-
tively called ‘time’ on this
type of mass digital piracy
in China,” IFPI| chairman/
CEO John Kennedy said in
a statement. “Now we must
see that this ruling is re-
spected by all those who
seek to profit from provid-
ing access to music online
in this way.”

Tony Hotung, director of
business development at
Music Copyright Solutions’
Asian office, notes that the
environment “is improving
in terms of enforcement,
thresholds are being low-
ered, and there is a sense
that the authorities are de-
termined to get a grip on
the piracy issue.”

Industry sources say that
the IFPI has its work cut out
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Yahoo decision,” EMI Music
South East Asia president/
COO Paul Robinson says.
“We need some time to
evaluate the judgment fully,
but it sets a good prece-
dent for protecting copy-
right in China, which is a
positive step towards our
ultimate aim, which is the
development of a vibrant
legitimate digital music
market in China.”

Yahoo China, meanwhile,
says that despite the legal
dispute, it wants to work
with record companies, not
against them.

“While we disagree with
arguments raised in this
case, Yahoo China will con-
tinue to work with the record
labels in a constructive man-
ner,” the Yahoo representa-
tive says. “Ultimately, co-
operation, rather than
litigation, is in the interests
of the record companies,
search engine operators and
China’s consumers.” oo

Additional reporting by Mark
McCord in Hong Kong.
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Creative Service

Startup Sites Work Out Their Business Model While Helping Musicians Collaborate

Christopher Short needed a
partner.

The professional sound de-
veloper normally makes acid
and ambient loop recordings,
which can be used as samples,
with his band Ma Ja Le—
something they’ve been doing
for the last 13 years.

But when he wanted to col-
laborate with a jazz guitarist
on some of his new ideas, the
Milwaukee-based musician
found slim pickings locally.

In the past, Short would
have been left with little re-
course but to place a want ad
in the usual publications and
hope someone nearby would
fit the bill. But instead he
turned to indaba.com, a
startup online music collabo-
ration service that allows mu-
sicians to post files of their
work, listen to other musi-
cians’ posts and create private
sessions through which mul-
tiple parties can collaborate on
a specific project.

Soon, Short found a kin-
dred spirit in Canada, and the
pair began collaborating on
an experimental piece titled
“Satanic Concertos for 200
Double Bass.”

The Internet has already
proved effective as a means of
distributing and promoting
music. Services like Indaba
and others are now transform-
ing it into an outlet for cre-
ation as well.

The combination of today’s
sophisticated home record-
ing products like Garageband
and Pro Tools with the ongo-
ing advancements of broad-
band Internet accessibility

and proliferation of Web-
based applications can now
provide musicians playing
different instruments in dif-
ferent areas of the country a
virtual studio.

Indaba launched the beta
version of its service in Janu-
ary and has since gained 5,000

members, primarily profes-
sional session musicians and
hobbyists. It joins a host of
other collaborative services
that have begun popping up in
recent months that include
JamGlue, Mix2r and Splice.
One of the oldest such services
—mpyvirtualband.com—was
acquired by NetMusicMakers
last September and now
counts some 20,000 members.
Most are free up to a point.
Indaba starts charging a
$10 monthly subscrip-
tion for members
who use more
than 250 MB of 4

BIRTHDAY

legs and lid.

FOR BILLY JOEL’S

Sometimes a new device comes along
that defies explanation or rationale. Gard-
ner Post’s Baby Grand Master is it.

The piano-shaped multimedia center
not only has it all . . . it has too much. Packed into the
frame of a typical baby grand piano are two Pioneer
DVE Players, three LCD monitors, a video mixer, an
Allen & Heath Xone audio mixer, four subwoofers in
varying sizes, two tweeters and a 100-watt amp.

Then comes the fun stuff. For an extra fee, buyers
can get custom paint jobs, neon trim accents, fog and
laser machine attachments, and, of course, hydraulic

Exact prices are quoted by inquiry only, but start in
the mid-$50,000 range. Contact information is avail-
able at babygrandmaster.com.

—Antony Bruno
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storage and transfer, while
NetMusicMakers charges the
same once usage surpasses
500 MB. Eventually, they hope
to become profitable through
a Web advertising model.
Some also allow profes-
sional studio musicians to
charge for their work—In-

=

Indaba.com’s TED SIEGEL, right, and DAN ZACCAGNINO

daba has a barter function that
lets members work out the de-
tails themselves and submit
payment via PayPal and even
has an eBay-like reputation
system. Indaba counis 25% of
its members from outside the
United States, while 40% of
NetMusicMakers’ user base is
international.

None, however, allow live
collaboration. They’re more
like project-management

systems optimized with
music-editing tools.

Enter JamNow—another
startup poised to launch its
beta service in late May.
The service will allow

artists to jam to-

gether privately, in-

vite others to listen in

and even charge tick-
ets for virtual “concerts.”
All sessions are recorded
into files that musicians
can then mix, mark and
save as master files.

This isn’t the first attempt
at virtual jamming. A company
called eJamming AUDIiiO is
operating in beta mode, charg-
ing $15 per month, per per-
son. One of the principal
founders, Alan Glueckman, is
the cousin of Aerosmith drum-
mer Joey Kramer.

The risk with live jamming
services like eJamming and

JamNow is that Internet con-
nections can still be dicey, caus-
inga lag in audio streams that
would basically ruin the expe-
rience with pauses and skips.
Anyone using Internet phone
services like Skype or Vonage
know the drill.

The founders of eJamming,
for instance, warn against
using the service if members
are further apart than a few
hundred miles. Another live
jamming service, NINJAM,
limits the “live” jam to just a
measure at a time.

Lightspeed hopes to get
around this problem by
building its own network,
backed by such tech heavy-
weights as Schuyler Quack-
enbush (chairman of the
MPEG audio subgroup and
contributor to the MP3 and
AAC formats) and network-
ing expert Ted Darcy.

Eventually, all these serv-
ices—both live jamming and
not—hope to convert their sys-
tems into a consumer busi-
ness as well. NetMusicMakers
already airs several Internet
radio stations exclusively fea-
turing the music created by
members, while Indaba and
JamNow give artists the op-
tion to open sessions to fans
at their discretion.

The idea is to offer emerg-
ing acts aforum to gain an au-
dience, while more established
acts can give fans a peek inside
their development process.

“All the other [services]out
there focus on a finished
product to promote,” Indaba
founder Ted Siegel says.
“One of the things we think
is really unique about our
product is that you can actu-
ally engage with musicians
as they’re creating things.”

Will virtual collaboration
ever replace the traditional con-
cept of live collaboration? Un-
likely. But for hobbyists to
aspiring musicians to profes-
sional artists, these services are
slowly establishing themselves
as yet another digital resource
redefining today’s music in-
dustry landscape. ore

For more on musicians
making money from the Web,
see “Cashing In,” page 28.

i For 24/7 digital news
blz and analysis, see
1 billboard.biz/digital.
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WINNING WITH
WIDGETS

To promote its Cingular

access to breaking artist
news, Billboard charts,
concert dates, reviews and
artist profiles. Subscribers
can opt to receive text-
message notifications
about local concerts and
other live events coming to
their areas. The service
costs $2.50 per month,
with a 14-day free trial.

Sounds mobile music serv-
ices, Cingular has created a
user-generated music con-
test with partner Freewebs.

The promotional cam-
paign is asking users to de-
sign multimedia “widgets”
—or mini Web applications
that can be embedded in
Web sites and blogs—con-
sisting of remixed music,
self-created dance videos,
karaoke recordings and
more inspired by Ne-Yo
and other artists promoted
via the Cingular Sounds
program.

Freewebs will post the
best submissions on its
Web sites and award the
top three $500.

THEY NEVER HEARD
OF YOU EITHER

Game publisher Electronic
Arts, along with MySpace,
Virgin Records and Epi-
phone, have named the
winners of its second
Burnout Bandslam con-
test. With more than
7,000 entries and 2.5 mil-
lion MySpace user votes,
a band named Never
Heard of It won the U.S.
contest, while Showing
Off to Thieves took the Eu-
ropean prize. Bothreceive
a demo recording deal
with Virgin Records and a
chance for their songs to
be featured in an upcom-
ing Burnout videogame.

Billbeare

® Nielsen
Mobile

MOBILE MUSIC MAG

Wireless operator Virgin
Mobile USA has launched
a new interactive music
magazine for mobile
phones called Headliner.
The downloadable appli-
cation delivers on-demand
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Part of Josh Katz and Ernie Lake’s job is to eat expensive meals at fancy restaurants in the
Hamptons. Their busy schedule is occupied by stays at some of the finest and most exclu-
sive hateals in Las Vegas, New York and Los Angeles. They’ve had to endure treatments at the
Cornelia Day Resort Spa and meals at Tao, Mistral and Barna, as well as work with clients in

Dublin, Jamaica and Puerto Rico.

“| swear our job really is very hard,” says Lake, co-founder of El Records. “We strive to

Ernie LLake

Josh Kk

By working with tastemaking
hotels and restaurants, the men
behind El Records are changing
the very concept of what it
means to be a record label.

deliver the perfect product. Our future projects depend on it.”

Lake says this from the lounge situated atop New York’s Hotel Gansevoort. The hot
spot—located in the trendy Meatpacking District—is one of many hip establishments that
has tapped these self-described “music stylists” for custom CDs and music programming.
Since 2001, the pair and the El Records team have met with businesses to develop music
maps and playlists for patrons at, among other places, Warren Tricomi Hair Salons and the

Hard Rock Casino.

A remixer/producer since the early ’90s, Lake’s skills as a dance/electronic artist extend
directly into El Records’ extensive catalog. His music is heard in lobbies, bathrooms, lounges
and poolsides of various establishments. Some of the music makes its way to branded CDs,
which are sold directly to the patrons of the establishments as a keepsake of their visit. Katz,
meanwhile, has marketed projects for Jive, Arista, BMG Distribution, Rebel Waltz Manage-

ment and other companies.

What kind of business is El
Records?

Ernie Lake: [t's a two-tier com-
pany. First, we have CDs, and then
we’ve got the programming side.
For either side, it’s about captur-
ing the essence [of | what a space is
about. Much like an interior de-
signer, we're music stylists. We
come in and assess the environ-
ment—whether it’s for shopping,
eating or lounging. We need to
know the customer’s lifestyle. They
might be coming in from a busi-
ness meeting, or they might be
coming in from a photo shoot. On
the back end, the CD side, we're
more geared toward extending the
brand. When they take the CD out
of the environment, it’s going to
remind them of their stay, of this
environment. It’s like buying the
robe from the hotel.

How much does each project
cost the client?

Josh Katz: That depends on the
size of it. With any kind of space,
you need to assess how many zones
there are—bathroom, lobby, out

front, patio, main space, private
rooms, whatever. For instance, with
the Borgata [Hotel Casino & Spain
Atlantic City, N.J.], you're talking
26 zones of music. Then you have
to figure in the scheduling for the
space. The music for afternoon
lunch, for example, is very differ-
ent from a Saturday night dinner.

We don’t go in and say, “What's
your budget?” We create a custom
plan. We say, “Here’s what it’s
going to take to make this work the
way it should.” The client can then
subtract or add to that. We set min-
imums on the CDs and work off
that minimum. Our first question
going in is, “How many seats?” or
“How many rooms?” We don’t
oversell the CDs. It’s about how
many we realistically think we and
they can move.

Have you considered selling
your albums through traditional
retailers like Target or Virgin?
Katz: Partof our strategy and what
makes our projects special is that
they’'re only available on-site.
Whether the hotel leaves them in

a patron’s room, or the CD is sit-
ting on the desk at reception, peo-
ple will feel it was exclusive to their
experience. That hasn’t hurt us
much, though. A couple of our ti-
tles have sold or been distributed
over 100,000 copies. Our clients
ask for something unique and
original and that’s what we pro-
vide them.

Do you use original and/or li-
censed music?

Lake: Around 90% of the music
we put onto CDs is music we
make or own. The other 10% is
newer artists we like to use. Re-
cently, it’s been songs by Slow-
runner, Andrew Bird, Rachael
Yamagata, Maximo Park, Aqua-
duct. Sometimes [brand] man-
agers already know what artists,
or what kind of artists, they want
to represent their property.
Katz: Owners want to feel like
they’re introducing somebody
new to their patrons, or at least
feel like they’re giving them some-
thing fresh. They may not be
mega-stars today. A good exam-

LAKE, left, and KATZ

ple is Citizen Cope. We featured
him on one particular disc. After
that happened, he came up to me
and told me he received more
recognition off that compilation
than from his own discs. It’s be-
cause we distribute the CD to a
specific audience.

What pitfalls do business and
brand managers fall into when
it comes to music program-
ming today?

Lake: One of the biggest com-
plaints youw'll hear about an estab-
lishment is that the music is too
loud or too aggressive or didn’t
make people feel good. Music is so
core to people’s lifestyles.

Katz: Managers alsc don’t want to
just let anybody throw on some
music. There needs to be a stan-
dard. You may really love a band
and want to listen to them all the
time, but that doesn’t mean that
that’s what your customers should
be listening to. You have to know
what people want to hear without
it inhibiting them from what
they’re enjoying.

In what ways are you
trying to expand the
El Records brand
and business?
Lake: First, it's been
important for our of-
fice to have a studio.
We get hotels wanting
more than just an al-
bum’s worth of music.
They'll want a whole
day’s worth of exclu-
sive music. So we need
to turn that stuff
around and be able to
record with artists on
the spot.

Katz: We're also start-
ing to be more vocal
about licensing oppor-
tunities. We've already licensed
[music] to Warner and Rhino for
some nontraditional uses, partic-
ularly around the holidays. We are
growing our own catalog. A good
amount of stuff Ernie’s put to-
gether was used during the Win-
ter Olympics a couple years back.
E!, Access Hollywood, VH1 and
other TV opportunities have
opened up, too.

Lake: We've done tons of restau-
rants and hotels, but we wouldn’t
be opposed to working with a gro-
cery store or something like that.
We've already worked places like
Citarella and Bank of America. But
whatever the business is, there
must be a need for the brand to
have a sound.

What you have doesn’t sound
all that much like a record label,
yet you call the company El
Records. What gives?

Katz: [Laughs] We’re not, not re-
ally, in the music industry—that
is, in traditional sense of a label.
Maybe we're what labels will look
like in five years. .

We comein and assess the environment—

whetherit’s for shopping, eating or lou
We need to know the customer’s lifes
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>>>And that's no Muzak in
the background. 4 1t is
“Umbrella,” the first single
from Rihanna’s new
album, “Good Girl Gone
Bad,” due June 5. ¢ Island
Def Jam Music Group
(IDJMG) is surely hoping
the added exposure
from CoverGirl will help
elevate its star pupill

into the upper levels

of pop’s stratosphere.
The multiyear and
multiplatform business
deal with CoverGirl
debuted April 26 when

the beauty brand

presented the exclusive
video premiere and free
video download of
“Umbrella” (featuring Jay-2),
at thisisrihanna.com,
with a direct link to
coverg|rl com. The text

“oresented by CoverGirl”
appears at the beginning
of the video download
for a brief moment.

Rapid

With Her Third Album In Two Years,
Rihanna’s Approach Is Old School

Release

The partnership kicks into high gear in mid-June
and early July—just after the album is released—with,
respectively, print and TV campaigns for CoverGirl's
new lip gloss, Wetslicks Fruit Spritzers. The TV spot
was lensed on the set of the song’s video shoot, both
helmed by director Chris Applebaum. Video footage
has also been integrated into the TV ad, which includes
a chyron identifying the artist, song title and album.

The campaign is based on a foundation of mutual
admiration. “I always wanted to be a CoverGirl,” Ri-
hanna says. “Every little girl wants to become one.
CoverGirl has worked with other music artists, and
the brand itself is about makeup. What's not to like?
It's a natural fit for me.”

Indeed, CoverGirl marketing director Vince Hud-
son says, “Rihanna’s natural beauty and musical tal-
ents make her a perfect fit for CoverGirl.” Hudson calls
Rihanna a “strong, successful woman” and a “confi-
dent, talented performer who exemplifies the Cover-
Girl ideas with her fresh beauty and upbeat personality.”

Rihanna follows in the footsteps of Queen Latifah,
Faith Hill and Brandy, among others, who have each
partnered with CoverGirl in varying degrees through
the years.

“We were always looking for the right beauty endorse-
ment,” says Rebel One Management's Marc Jordan,
who, along with Christa Shaub, oversees Rihanna’s ca-
reer. “But the timing had to be right . . . CoverGirl gets
a hot artist who could potentially boost their sales well
into the future. Rihanna, meanwhile, will be introduced
to people who may not be aware of her. They have a new
product. We have a new album. We all benefit.”

The timing for this partnership was particularly
strong because Rihanna was in the process of giving
her image a more mature makeover. “My new look is
purposely adult,” she says. “I did what felt natural.
As for the album’s title, consider it Rihanna's way of
breaking out of her innocent shell. “I wanted to show
growth as a person and artist. But for me, ‘bad girl’
does not mean ‘wild girl.” It's more about taking
chances, trying new things—visually and musically.”

Those paying close attention to Rihanna’s two years
in the spotlight have witnessed artist development in
action. Gone are the cotton T’s, sweatshirts and hip-
slung jeans, replaced with stiletto heels and leather en-
sembles. Musically, she has gone from a booty-shakin’
teenager (her first hit, “Pon De Replay”) to a singer of
heartfelt emotion (last album’s “Unfaithful”).

And this album? “Rihanna wanted to take a step for-
ward—to grow and evolve as an artist,” Jordan says.
“She wanted to have her own edginess, but still be re-
spectable. A classy edginess, nothing too trashy. The

THE G
TEMPTATIONS SUPREMES

album reflects this.”

Rihanna and CoverGirl
“both have the same de-
mographics and the same
sexiness,” Def Jam VP of
strategic marketing Jeff
Straughn says. “Don’t let
the ‘Good Girl Gone Bad’
title fool you. She’s push-
ing the envelope, but not
too far.”

Rihannadescribes her-
self as “very green” with
her firstalbum, “Music of
the Sun,” released in Au-
gust 2005. “I had just
moved to America [from
Barbados]. Everything was
new. It was all a learning
process,” she says. With
her second album, she
was more prepared. Now,
with “Good Girl Gone
Bad,” Rihanna says she
knows where she wants to RIHANMA at the
goand that she’s more in- CoverGirl party at the.
volved withsingles, video & Hajtatey and

! ragrance Assn.'s
treatments and her image. annual meeting Feb, 28
“Bad girls take risks,” in Florida,
Rihanna says. “We tried
things on this album that we never tried before.”

“Good Girl Gone Bad” is evenly split between dance
grooves and hip-pop jams. “Push Up,” “Don’t Stop the
Music” and “Breakin’ Dishes” are decidedly uptempo
and recall Latin freestyle and electro sounds of the "80s.
The new wave-leaning “Shut Up and Dance” is rooted
in the same decade.

Ne-Yo penned three tracks (“Questions Existing,”
“Hate That I Love You,” the title cut), while Justin Tim-
berlake wrote “Rehab.” And Rihanna worked with a
handful of producers, including Timbaland, Stargate
and Jonathan “J.R.” Rotem. C. Tricky Stewart produced
lead single “Umbrella.”

If Rihanna’s previous album sales are any indica-
tion, “Good Girl Gone Bad” is poised to sell big. “Music
of the Sun” and last year’s “A Girl Like Me” have sold
539,000 and 1.2 million units, respectively, according
to Nielsen SoundScan.

In slightly less than two years, Rihanna has also sold
4.1 million digital songs, with “S.0.5.” accounting for
1.3 million.

Last year, Rihanna scored a No. 1 hit with “S.0.5.,”
and follow-up “Unfaith-
ful” went top 10. At the
2006 Billboard Music
Awards, she picked up
four top honors, includ-
ing female artist of the

ating an album and more
time between albums.”
By the mid- to late’80s,
the breakthrough of al-
bums going to a fourth,
even fifth single, video or

Think Rihanna’s been overworked? in 1965,
Motown released five albums by the Supremes.
in 1968, the label issued six albums by the girl
group, including “TCB” by Diana Ross & the
Supremes with the Temptations.

Or try this workload on for size: Between
1967 and 1969, Berry Gordy’s label released 12
albums by the Temptations.
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Sure, Motown struck while the irons were
hot and kept acts like the Supremes and the
Temptations recording all the time. But albums
were also a new concept then. Around 1966-67,
labels realized that albums were selling, where
before, singles dominated the marketplace. In
August 1967, because of the growth of the LP,
Motown held its first sales meeting.

“The classic early-period single-and-filler ap-
proach to creating albums reflected the singles
orientation of the musicindustry inthe ’50s and
’60s,” music historian Brian Chin says. “Certainly
the artistic conceit of the later '60s of an album
as a cohesive statement or song cycle—‘Sgt. Pep-
per’s Lonely Hearts Club Band’ being the model,
of course—would dictate more time putinto cre-

www americanradiohistorv com

focus track put the yearly album to bed. Artists
iike Michael Jackson, Bruce Springsteen, Whit-
ney Houston, Cyndi Lauper, Prince, Tina Turner
and Mariah Carey were breaking records ard
establishing new benchmarks for how long a
label could market and promote one album.
“That’s when individual albums started looking
like greatest-hits albums,” Chin says. —MP

THE TEMPTATIONS: SMP/GLOBE PHOTG:,
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year. In the same year, she took home trophies at the
MTYV Europe Music Awards, the World Music Awards,
the BMI Urban Awards, America’s Teen Choice
Awards and others. In her homeland—where she was
discovered in 2003 at age 17 by producers Evan Rogers
and Carl Sturken, who then introduced her to Def Jam
president/CEO Jay-Z—Rihanna owns eight Barbados
Music Awards.

In the coming weeks, Rihanna will be omnipresent.
She is confirmed to perform June 3 at the 2007 MTV
Movie Awards. She’ll follow this with additional TV ap-
pearances, including “The Tonight Show With Jay Leno”
(June 5), “Today” (June 8) and “The View” (June 11).

The album’s second single, “Shut Up and Dance,”
will be delivered to radio around the time of its street
date. This will be preceded, during the Memorial Day
weekend, with a “Rihanna blitz” in five major beach
regions, including the New Jersey/New York shore,
Miami and Los Angeles.

By mid-July, Rihanna will be touring—with a band.
It will be her first time playing live with musicians,
IDJMG senior VP of marketing Adam Lowenberg says.
“Her first two albums spawned hit singles,” he says.
“Now, it's time to elevate Rihanna the brand to that same
level of hit songs. We'll be showcasing her as an artist
with a band—as a real performer.”

THAT LOOK: SUCCESS

The Rihanna partnership is already providing Cover-
Girl with some key exposure. This is thanks, in part, to
lessons learned from another Universal Music Group
act, Fall Out Boy.

, ideo for the rock band’s “Thnks frth She’ll he oetting plen

Mmrs” debuted exclusively at falloutboyrock.com. The
video premiere (and free video download) was spon-
sored and presented by men’s body spray TAG—a Proc-
ter & Gamble property, like CoverGirl. According to
Straughn, more than 100,000 downloads were given
away to Fall Out Boy fans. There were also more than
500,000 video streams at falloutboyrock.com during the
promotion.

The video is bookended by TAG “branding.” Sa, once
fans upload it to YouTube, the “total branding experi-
ence” continues, Straughn says. To date, the Fall Out
Boy video presented by TAG has been viewed nearly
3.1 million times at YouTube.

Rihanna and CoverGirl repeated this
bookending concept. Within the first 62
hours of debuting “Umbrella” at thisisri-
hanna.com, there were more than 600,000
views of the video at YouTube, making it the
third-most-viewed video on the site. Addi-
tionally, the CoverGirl-branded videos live
on in fans’ mobile phones and computers.

Conversations with CoverGirl began with
the 2005 release of “Music of the Sun,”
Straughn says. Secret, another Procter &
Gamble brand, sponsored the supporting
tour, Secret Body Spray Tour. This time
around, the label and management worked
closely with Alliance—the entertainment
marketing agency for CoverGirl—and Grey
Worldwide, the cosmetic company’s ad
agency, to craft and seal the deal.

Alliance worked with Rihanna’s team at
the label and her management to craft a program that
not only could work as an entertainment marketing plat-
form, but also reside within an ad campaign that Grey
would build simultaneously. “Effective communica-
tions programs are built when everyone has a seat at
the table and everyone can collaborate,” Alliance pres-
ident/CEO Jarrod Moses says.

With Fall Out Boy and Rihanna, the label can af-
ford to offer free video downloads because of the paid

ABOVE: Stills from
RIHANNA’S ‘Umbrella’
video showcase a more
mature look and
CoverGirl branding.
BELOW: Among those
brokering Rihanna’s
CoverGirl deal are (top
to bottom): JARROD
MOSES from marketing
agency Alliance; Def
Jam’s JEFF STRAUGHN;

sponsorship fees from brands like TAG and Cover- aAgMeﬁ?yoGSrEe'; of ad
Girl. Nobody involved in the dealmaking process will  worldwide; and Rihanna
divulge exact figures, but Moses says “big, big money” ~ manager MARC
was involved JORDAN of Rebel One
) Management.

According to sources involved in putting together
similar pacts, the Rihanna/CoverGirl deal’s value was
likely in the ballpark of high six to low seven figures.
The artist, manager, label, publisher and agency all get
paid—with the artist/management team sharing the
largest slice of the pie.

When licensed music is used in a TV spot, the fee is
split between the label and publisher, which may pay
through to the artist based on label and music publish-
ing contracts. In a straight-up endorsement deal, the
client pays a fee to the artist usually by way of the artist’s
manager, who receives 10%-20% of the total. The artist’s
lawyer will receive an hourly fee or percentage of the
total. In many cases, the label goes along for the ride,
gaining exposure for its act.

But for such a multiplatform deal as Rihanna’s with
CoverGirl, there are no hard and fast rules or standard
rate card. Every deal is different from the next, and Ri-
hanna's benefit ultimately comes back to the deal she <.l
has with Def Jam. P

“With endorsements, people pay a lot of money for |5
big-name stars,” Moses says. “For CoverGirl, it is less
about a transaction and more about a true partnership.
CoverGirl gets to be part of the magic of an artist be-
coming a star.”

Jordan says Rihanna—who has, in less than two years,
partnered with JCPenney, Nike, Fuzed, the Barbados
Tourism Board and others—bases her endorsement
deal decisions not on money, but on relationships and
potential exposure.

icsu-

Six Appeal

Rihanna’s Half-Dozen Billboard Hot 100 Hits o vey 2 2007

TITLE DEBUT DEBUT DATE PEAK PEAK DATE WEEKS ON THE CHART
“Pon De Replay” _No.97 June 11,2005  No.2 July 30,2005 I

“If It's Lovin’ That You Want” ~ No.9%6  0c.22,2005  No.36 Dec. 31,2005 2

“s08” No.81 Feb.25,2006  No.1(3weeks)  May13, 2006 N
“Unfaithful” No. 51 May13,2006  No.6 July 22, 2006 n
“Break It Off” (With Sean Paui) No.95  Dec.9,2006 No.9  March17,2007 n
“Umbrella” (Featuring Jay-Z) No. 91 April 28, 2007 No. 63" _ Maym, 2007 3
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pervisor/director of licensing Amy Rosen says, point-
ing toa “huge media buy,” encompassing print. TV and
the Internet for the CoverGirl campaign. “It’s a price-
less partnership—one that is seamlessly integrated,”
she says. [tis also one that could include exclusive, orig-
inal music from Rihanna in the future. though no one
is willing to confirm details—yet.

In addition to the online video premiere for “Um-
brella,” those logging on to covergirl.com can watch B-
roll footage from the video shoot and enter the Slice of
Paradise sweepstakes, with three grand-prize getaways
to Rihanna’s homeland of Barbados.

The first 800,000 copies of “Good Girl Gone Bad”
will include discounted coupons for Wetslicks Fruit
Spritzers. Some of these will likely be sold at Wal-Mart,
which will have “press-and-plays” (mini music players
that let customers hear the song “Umbrella”) and life-
size Rihanna cutouts in CoverGirl departments,
Straughn says.

Ifall goes according to plan, CoverGirl's multipronged
campaign will coincide with “Umbrella” becoming a
major contender for the summer song of 2007, IDJMG'’s
Lowenberg says.

A multiformat hit, “Umbrella” is one of the fastest-
climbing songs at top 40, rhythmic and R&B/hip-hop
stations since it hit radio at the end of March. In a little
more than four weeks, the single has amassed more
than 135 million audience impressions and 17,000 spins
at all formats, according to Nielsen BDS. In this issue,
“Umbrella” ascends the Pop 100 (No. 36) and Hot
R&B/Hip-Hop Songs (No. 34) charts, as well as The Bill-
board Hot 100 (No. 63). The last of which is impressive
considering the song still lacks digital availability, one
of the key drivers for chart placement. The song will be
released as a digital track May 22.

But then, Rihanna is used to things happening quickly
in her career.

“Good Girl Gone Bad” is her third album in less than
two years. In this way, Rihanna and her label are creat-
ing a new model for today’s challenged music industry:
release analbum, get a couple of hits and then shove the
artist back in the studio. This way of doing business harks
back to Motown’s heyday in the *60s (see story, page 26).

While some artists like to decompress between album
cycles, Rihanna prefers to keep going. She’s an artist
who wants it all and has something to prove. Lowen-
berg adds: “She has that drive.”

Rihanna says she expected to take time off between
albums two and three, but “I tend to be a very sponta-
neous person. If it feels right to keep working, that’s
what1do.”

For Def Jam, there are certainly challenges in releas-
ing three albums in such a short time frame. “We have
to make sure people know this is a new Rihannaalbum,
as there has been no downtime between albums,”
Lowenberg says. “It is important that fans know that
this is a new chapter in Rihanna’s career.”

Lowenberg explains it this way: Up to now, Rihanna’s
songs have been bigger than the Rihanna brand. “Her
being seen as a true artist will enable her brand to grow
and grow,” he says.

Furthermore, Lowenberg stresses the importance of
keeping an artist active and in the consciousness of con-
sumers—particularly at atime when there is “a plethora
of music out there.”

Consider it a byproduct of the digital age. “It makes
it much easier for an artist to come with a constant stream
of music,” says Cat Thomas, OM/PD of rhythmic KLUC
Las Vegas, a supporter of “Umbrella.” The difficulty,
Thomas adds, is maintaining a high quality level. From
where he sits, Rihanna has yet to falter in this area.

Because Rihanna has remained in the public’s eye
for two years, her recognition level is high. “If you say
her name, people know who she is,” Thomas says. “But
is she at a level where she can sell out an arena? No.”
Pausing, he adds, “But that could change.” .
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i o get a handle on how the Web is creating new opportunities for independent artists to

make money from selling their music online, consider the case of Soul Kid #1.

The Los

Angeles-based genre-mashing performer has managed to sell 90,000 downloads of the track
“More Bounce in California,” according to Nielsen SoundScan, with virtually no radio airplay or

music video exposure.

Instead, awareness of the song largely was built during the last year

through a placement via his publishing company in the soundtrack to the recent season of
“Laguna Beach.” And thanks to a digital distribution deal with CD Baby, a specialist in getting
music from independent acts on iTunes and other digital services, Soul Kid #1 has been able to

take advantage of consumer interest in the song.

While those kinds of numbers may not mean

much in comparison to the download sales of leading major label acts that move signiticantly

more downloads in a given week, for smaller acts they represent a welcome, and sometimes vital
new source of income. In the case of Soul Kid # 1, the volume on his track business far outpaces
his album sales. “Americanized,” the Secret Agent Records/Organic set on which “More Bounce

in California” appears, has sold less than 1,000 copies, according to Nielsen SoundScan.

“The

fact that you can promote yourself more directly using tools that are not expensive makes being a
musician as a job so much more easy to do than it was even less 10 years ago,” says Steve Ellis,
CEO of PumpAudio, a specialist in providing synch licensing opportunities for indie labels and

artists. “If you really want to work at it, you can do it and make a living.”

To boot, there are a

growing number of companies stepping into the fray to help artists sustain that livelihood. While
players like PumpAudio and CD Baby have been in the market for years, the rise of Web 2.0 during
the last 24 months has sparked an explosion in artist services designed to help independent acts of

all shapes and sizes generate exposure and revenue online.

Billboard breaks down some of the

key methods and services independent artists can use on the Web to make money.

SELL THROUGH MAJOR RETAILERS

Asevidenced by Soul Kid #1, there’s money to be made selling
tracks through leading digital retailers like Rhapsody, Napster
and Yahoo. CD Baby, the leader in the indie artist aggregating
space with a client base of more than 150,000 acts, charges a
$35 setup fee for uploading music to the site and takes a 9%
commission on digital transactions. It also will sell CDs for
artists and takes $4 on each unit sold.

But that’s not the only option for artists. Brooklyn-based
TuneCore, a new company from SpinArt Records owner Jeff
Price, is getting in on the act, too. 1t charges a one-time setup
fee of 99 cents per track as well as 99 cents per store in addi-
tion to a $9.98 annual maintenance fee. The company estimates
that the average artist selling a five-song album through iTunes
stores in the United States, Japan and Canada as well as via
Rhapsody in the States will pay a fee of $18.98 in the first year.

W -
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MARC GODFREY, left, of Soul Kid #1, has sold 90,000 copies of
his song ‘More Bounce in California,’ with virtually no radio play.
At right, PumpAudio CEQ STEVE ELLIS, who specializes in
providing synch-licensing opportunities for indie artists. Below,
MANDI LeBLANC uses CD Baby to score iTunes distribution.
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TAKE ADVANTAGE OF AFFILIATE PROGRAMS
Price, TuneCore’s CEO, also recommends that independent
acts take advantage of digital retailer affiliate programs. iTunes
offersa free affiliate program that allows artists to link and sell
their music via any Web site, MySpace page or e-mail. Affiliate
members earn a 5% commission on each sale generated from
an affiliate link.

“It's a simple and very effective way to sell your music,” Price
says. “The affiliate program auto-generates links for you. All you
have to do is place them on any Web page or within an e-mail.

Artists can also generate money by integrating links to music
and content from Rhapsody onto their sites. Artists can earn
up to $15 for every user who starts a free Rhapsody trial through
their links.

F'URN YOUR SITE INTO ASTORE

Some of the biggest developments in artist services for inde-
pendent acts surround offerings that help artists turn their
blogs, MySpace pages and Web sites into stores. MySpace is
the most well-known example of this trend. It has inked a deal
with Snocap, the digital music services company from Napster
mastermind Shawn Fanning, that allows MySpace bands to sell
tracks and albums in the MP3 format. Bands set the price on
what to charge for their music, but they must pay a 39-cent serv-
ice fee—almost 40% of a typical 99-cent download—on every
song they sell. PayPal handles the payments.

Snocap is hardly alone, however. Rivals like Musicane, a unit
of Santa Monica, Calif.-based MyMPO, compete for business
on price (commissions in the 20% range) and features (videos,
ringtones and multimedia bundles as well audio).

EMPOWER FANS

In addition to allowing musicians to sell music directly from
their own Web sites and social networking pages, a number
of new services also enable fans of independent acts to turn
their Web pages into stores as well and get paid for referring


www.americanradiohistory.com

purchases. At the head of this trend is Indie911.com, which
reports that blues rock act Grace Potter & the Nocturnals
has sold more than 75,000 downloads through its site, the
majority via links in fan playlist pages. Taking th= corcept
one step further, the company in March launched a serv-
ice called the Hooka, a music store widget that al ows
Indie911 members to make music available for sample and
purchase on sites outside the social network. MySpace
posterchild Tila Tequila was one of the offering’s initial
users. Fans make a 10% commission on sales that they pro-
vide the link for. Seventy percent goes to the artist and 20%
goes to Indie911.

Motivating consumers to promote music by cutting them
a check is a popular concept. Nashville-based PassAlong
Networks is working on its own build-a-store-on-your-site
program called StoreBlocks. Likewise, users will get paid
for purchases they refer, although fees have not been an-
nounced. New York-based Burnlounge is developing an up-
dated version of its service, which allows anyone to create
a music store on their Web page and participate in a por-
tion of the sale with no setup fee. “It’s a natural step,”
Indie911 CEO Justin Goldberg says. “People on social net-
works are communicating with each other, so why not give
them a platform to not only create playlists that show off
the artists they love, but also, most critically, to enter the
economic equation as well?”

SELE RINGTONES

So far independent artists have largely been on the outside
lookjng in when it comes to the growing opportunities in
mobile music. But now a variety of companies are offering
tools to help smaller acts and labels create and sell ring-
tones. At the front of the pack is Los Angeles-based Xing-
tone, which allows users to create their own Web-based
ringtone stores through a feature called mStores. Prices
on DIY ringtone stores start at $9.95 per month for host-

Top: GRACE POTTER &

THE NOCTURNALS have —
used their own fan site
viaindie91.com to sell

more than 75,000
downloads. Inset:
Indie911 CEOQ JUSTIN
GOLDBERG.
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ing plus a 40%-50% commission on net sales. The com-
pany is also teaming with PassAlong Networks on a co-
branded offering, likely to be live by the time you read this.
Seattle-based Mixxer is also chasing the growing demand
for independent artist ringtones with a service called Indie
Trax. Indie911 and MusicFreedom are also targeting the
business. “As more phones become music-enabled it’s be-
coming easier and easier to pull down a ringtone,” Pass-
Along CEO Dave Jarowski says.

OFFER MERCH

Many independent acts build their own Web sites and use
them as a platform to run a crude mail-order operation. For
artistélooking for a more sophisticated merch service there’s
Cleveland-based IndieMerchandiser.com, which lets bands
design their own merch WeD stores. The platform accepts
credit cards, checks and cash and handles accounting and
fulfillment. Fees range between 15% and 30% of shipped
sales. Likewise, Greensburg, Pa.-based micro-merchandiser
Spreadshirt allows users to design customized T-shirts and
other apparel, and set up free Web storeswith transactions
handled by PayPal.

EMBRACE SYNCH OPPORTUNITIES

Expansion in visual media is creating unprecedented demand
for music synchronization in everything from TV and film, to
student projects, to user-generated content. Independent music
is emerging as a particularly attractive option for cost-con-
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scious music supervisors and casual filmmakers who con’t
want to pany up for pricey major label fare. Companies like
New York based PumpAudio are working to place music from
independ~ntacts anywhere and everywhere film creators nead
music. “We are providing synch opportunities in a tunch of
new ervironments,” Ellis says. “The user-generated space pres-
ents a lot of opportunity because of the legal issues.”

Artists can make anywhere from $10 to $20,000 and be-
yond based on the type of placement. Top PumpAudio clients
can make as much as $100,000 in a year, Ellis claims. PumpAu-
dio takes a 50% cut on placements.

RESULTS VARY

Of course, not every indie act starts immediately raking in
cash when it starts selling music on the Web. When New
York-based singer/songwriter Mandi LeBlanc was looking
for a way to sell copies of her self-released debut EP “This Is
Me,” which bowed at the end of November, she decided to
take advantage of as many opportunities as possikle.

She signed up with CD Baby to get distribution through
iTunes; registered with Snocap to sell MP3s through My-
Space; joined MusicFreedom, another music-oriented social
networking service that allows her to sell MP3s and ringtones
directly through her profile page; created an electronic press
kit with Sonicbids to help with her touring and press; and
created her own Web site to handle merch sales.

So far LeBlanc is taking a wait-and-see attitude to the oppor-
tunity. She has sold more than 100 CDs through her merch
table at shows versus a handful of sales via iTunes and Mu-
sicFreedom. “People see us play and wanta CD more than they
seem lo want to purchase it online at this point,” she says.

Butthe fact that such opportunities exist at all is an impor-
tant step in the right direction, a fact Ellis acknowledges.

“I don’t know if it is going to make you rich and famous.
But if your objective is to make a living, you can do it now
more than ever with these tools.” e

7 Ways For Musicians To
Work The Web For Dollars

BY BRIAN GARRITY
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John Legend Hal David Starlight Award
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“A myseum that sings”... was the dream of the founders of
the Songwriters Hall of Fame, an organization dedicated to
recognizing and honoring the accomplishments and lives of

the people who create the songs that serve as the soundtrack

Don K| I‘Sh ner Abe Olman Publisher Award of our lives. The proceeds from the 38th Annual Induction

for Lifetime Achievement in the Music Industry Celebration and Dinner will support this dream and the

ongoing services — such as workshops, showcases, open
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provides to up-and-coming songwriters.
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BJORK: INEZ VAN LAMSWEERDE & VINO

INDIE INGRAM
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[IEEEd BY MICHAEL PAOLETTA

jork’s
Blend

Collaborations, Online Opportunities
Aim To Reverse The Off-Kilter
Artist’s Downward Sales Trend

Bjork plays well with others.

For her sixth studio album, “Volta” {due May 8 via Elektra/At-
lantic, one day earlier internationally), the [celandic artist col-
laborated with longtime partner-in-music Mark Bell, Congolese
outfit Konono No. 1, Antony Hegarty (of Antony & the John-
sons), Malian musician Toumani Diabate, hip-hip guru Tim-
baland, Chinese pipa player Min Xiao-Fen and others.

“Since | was a child, singing and writing melodies have al-
ways been quite a solitary process,” Bjork says. “More and
more, since ['ve become savvier on the computer, I spend per-
haps 90% of the time working on the album alone. So, collab-
orations are the treat at the end of the stick.

“With every collaborator, there is a completely different
method,” she continues. “It is probably part of my philosophy,
a little romantic, I know, that one of the main targets is to com-
municate, to merge. Then magic happens—when one plus
one becomes three. It is easy to do solo albums where you play
absolutely every noise, but merging is tricky. It takes courage
to let go like that.”

Yet no matter who Bjork works with, she still enjoys follow-
ing the beats and rhythms of her own beautifully off-kilter
drum. The array of musical instruments on “Volta’ encom-
passes a Chinese lute, French horns, a brass band and, Bjork
being Bjork, major slabs of electronic programming. Aggres-
sive instrumentation intertwines with suspenseful cinematic
rushes, but there are also quiet and meditative moments like
“Pneumonia,” which builds and builds with no release. Bjork
says she wrote the song at the piano in one take, after seeing
the film “Pan’s Labyrinth”—and after having pneumonia for
two weeks.

“There is a physical sadness to wheezing away with that dis-
ease,” she says. That, coupled with “the determination of the
little girl in that film to believe in her imagination, whatever
it took, even though no one believed her,” struck a chord with
the singer. A few days later, the song was recorded with seven
horn players.

While lyrics on “Volta” frequently veer toward motherhood
and religion, other tracks could very well have been ripped
from today’s headlines. One of the latter—the war-themed
“Earth Intruders”—recently made headlines of its own. One
of three Timbaland collaborations on “Volta,” it became the
first Bjork track to appear on The Billboard Hot 100 in 13 years,

RARE ARCHIVES

SOMETHING TO BE

BJORK

since “Big Time Sensuality” in 1994. Though its chart visit was
fleeting (one week, attributed to 16,000 download sales), “Earth
Intruders” is being spun by 31 modern rock stations.

But whether exposure for the single translates into sales for
“Volta” and helps turn around the downward slide of each of
Bjork’s past solo studio albums, remains to be seen. Her solo
debut, 1993’s “Irebut,” sold 918,000 copies, according to Nielsen
SoundScan. “Post,” issued in 1995, has sold 810,000 units.
“Homogenic” (1997) stands at 501,000 sold, “Vespertine” {2001)
at 402,000 and “Medtilla” (2004) at 235,000.

Still, Bjoérk’s label is optimistic that this trend can be re-
versed—and for good reason. Her head-turning performances
on “Saturday Night Live” (April 21) and at Coachella (April 28)
have been widely covered. She has just commenced a yearlong
global tour, anc her online activity is up.

As of April 27, for instance, the video for “Earth Intruders”
was in the top 10 of downloaded videos at iTunes, while pre-
orders for “Volta” were in the top 15. Bjork also supplied iTunes

www americanradiohistorv com

FABOLOUS RETURM
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PATTI HAS THE POWER
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with an exclusive six-part podcast series.

Dane Venable, senior VP of pop/rock marketing at Atlantic
Records, says, in fact, that all marketing for “Volta” has been
initially launched online. In March, for example, 10 15-second
webisodes cavertly introducing snippets of the album’s music
were seeded to various sites to get fans talking. Expect the label
to explore other Web opportunities with the July release of sec
ond single “Declare Independence,” with an accompanying
video lensed bv Michel Gondry.

And for the first time, Bjork has agreed to license her cata
log for ringtone and video ringer use. “This offers additional
ways for us to get her music out there,” Venable says.

While the label execs focus on extending Bjork’s reach
the singer herself remains focused on her music. “One of
the reasons | have headspace on thig album to take on is-
sues like the Earth, suicide bombers and so on is possibly
because all things are pretty good at home right now—as
goad as it gets.” .
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Higher Ground

>>>WE LIKE IKE
The Black Keys have
recorded nine songs for a
project they’re working
on with guitar legend tke
Turner and producer
Danger Mouse, Keys

DEBORAH EVANS PRICE dprice@billboard.com

Avalon’s

SONGWRITERS HONORED: ASCAP and BMI both
held special awards dinners during Gospel Music Week
to honor their top songwriters and publishers. The

rary recorded song of the year for “Testify to Love.”
McBrayer has been in the studio recording his last
album with Avalon, which is slated for a September re-

drummer Patrick Carney
tells Billboard. Turner will
eventually sing and play
guitar on the tracks,
which Danger Mouse will
produce. At press time, it
is unclear in what form
the music will be
released, when ot én
what label.

—Jonathan Cohen

>>>COMFORT
FROM R. KELLY
R. Kelly has written a
tribute to the victims of
the Virginia Tech
shootings, “Rise Up,” and
will release the track May
15 via digital services. All
net proceeds will benefit
the Hokie Spirit Memorial
Fund, which will assist
those affected by the
April 16 massacre in
Blacksburg, Va.
According to his label,
Jive Records, Kelly was
inspired to write “Rise
Up” while watching TV
coverage of the
shootings.

—Jonathan Cohen

>>>COOL’
RUNNINGS
Rapper Lupe Fiasco is
eyeing an Oct. 31 release
for his sophomore 1st &
15th/Atlantic album, “The
Cool,” which he just
started recording. The
artist is hoping to land a
guest appearance from
members of Pink Floyd
on the set. “Nothing has
developed yet,” he tells
Billboard. “But once the
stew gets swirling and
people start talking, you
never know. | hope it does
work out.”

—Jonathan Cohen

>>>BETTER OFF
‘DEAD’
System of a Down
frontman Serj Tankian is
planning a fall release for
his first solo album,
“Elect the Dead,” telling
Billboard that it’s “a rock
record, but it’s pretty
progressive. It's very
wide-sounding—Ilots of
different-sounding
instruments. The
excitement | had making
this record was the same
excitement | had making
the first System record.”
The album will come out
via Tankian’s own
Serjical Strike label.
—Gary Graff

L.oss

Founding Member Jody
McBrayer Leaves Group

For Health Reasons

It's always a bit of a surprise when a successful, estab-
lished act loses a key member. One of the most talked
about topics during the recent Gospel Music Week
gathering in Nashville (April 21-25) was
founding member Jody McBrayer’s depar-
ture from award-winning group Avalon. But
the surprise was overshadowed by sadness
as news spread that it was a health issue that
prompted McBrayer to leave the group.
“Notonly is leaving Avalon going to be dif-
ficult but the circumstances surrounding my
departure make it even harder,” says
McBrayer, who is suffering from hypertrophic
cardiomyopathy, a heart condition that is
manageable, but affects McBrayer’s ability
to continue his career. “I have to do what’s
best for my health and the welfare of my fam-
ily. I want to give my sincerest thanks to every-
one at EMI [Christian Music Group] and
Proper Management for 12 of the most amaz-
ingyears of my life. [ know that when [ leave
I take amazing friendships with me that I will
cherish for a lifetime. As for Avalon, I love
them like family and will miss them terribly
but [ am excited to see what God does with

their ministry in the future.”

Known for such hits as “Adonai” and “Tes-
tify to Love,” Avalon has sold more than 3
million records, according to EMI CMG. The
act has won six Dove Awards, including new
artist of the year in 1998 and pop/contempo-

BY KATIE HASTY

Diamond

lease. He will continue to travel with fellow Avalon
members Greg and Janna Long and Melissa Greene
through the end of the year. “I know it is in his best in-
terest to step down and take care of himself,” says Janna
Long, the other founding member of the Sparrow
Records group. “| am saddened to see Jody leave Avalon.
He has walked this amazing road with me from the

very beginning.”

No word yet on who will assume McBrayer's role in
the group, but rumor has it that Curb artist Michael
English might be among the contenders.

Days

BMI event took place April 21 at the company’s Music
Row headquarters. “Voice of Truth,” penned by Steven
Curtis Chapman and Casting Crowns frontman Mark
Hall, was BMI’s most-performed Christian song of the
year. Hall was named songwriter of the year. The Chris-
tian publisher of the year was Songs of Greater Vision.
The evening included performances from Sanctus

Real, Hall and Kirk Franklin.

ASCAP honored its writers and publishers April 23
at Nashville’s Richland Country Club. Chris Tomlin

was named songwriter of the year. “Praise You in This
Storm,” penned by Bernie Herms and Hall,

Jack Ingram’s Dozen-Year Climb From Indie Obscurity To Country Stardom

“I'm just an old chunk of coal/
but I’'m going to be a diamond
someday,” sings Jack Ingramin
an expansive rehearsal studio
on New York’s West Side.

The song, in many ways, is
a perfect fit for the 36-year-
old musician. “Old Chunk of
Coal” was penned by Billy Joe
Shaver, who helped shape the
Texas country scene where In-
gram cut his teeth.

But a different cover has
helped propel iIngram further
into the spotlight—his take on
Hinder’s “Lips of an Angel.”

Most of all, though, “Old
Chunk of Coal” fits because
these really are, finally, Ingram’s
diamond days.
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After a dozen years, nine al-
bums and the jump from indie
to major toindie, Ingramis cel-
ebrating commercial success
on the airwaves, on the charts,
at concerts and with sales.

“| think what’s been most
important is that ’'m on the
right label,” Ingram says.
After releasing a pair of al-
bums independently in the
mid-"90s, he signed with
Warner Bros., then shuffled
to Sony’s Lucky Dog imprint.
In 20086, he found his label
home in Scott Borchetta’s Big
Machine Records. “l wasn’t
anybody’s real priority be-
fore, and part of that is be-
cause | didn’t know what |

MAY 12, 2007

wanted. | didn’t understand
at the time that | wanted to
be on the radio.”

And on the radio he is. So
far, four cuts from Ingram’s
recently released (and appro-
priately titled) “This Is 1t”
have managed their way onto
Billboard’s Hot Country
Songs tally: “Wherever You
Are” crowned the chart last
year; tongue-in-cheek “Love
You” reached No. 12; “Lips of
an Angel” peaked at No. 16
(and at No. 77 on The Bill-
board Hot 100); and current
single “Measure of a Man” is
No. 43. The album bowed at
No. 4 on The Billboard 200
the week of April 14 and has

www.americanradiohistorv.com

sold 63,000 copies in the
United States, according to
Nielsen SoundScan.

Increase in sales and spins
can be attributed to country
radio’s still-growing affinity for
country with a rock edge,
which exploded with the pop-
ularity of superstar artists like
Keith Urban, Dierks Bentley
and Brad Paisley—the last of
whom Ingram recently hit the
road with. The tour, which
kicked off April 26, is slated to
run through Aug. 23.

“We're onthe front side of the
bell curve for rock crossover in
country,” says industry veteran
Kevin King, PD for WSM Nash-
ville. “[Ingram] has that edge

SIGNINGS: Rick Cua hassigned a distribution
deal with TAG Artist Group for his new project,
“Won't Fade Away.” The 12-song set is Cua’s
first recording in 10 years. Cua began his career
in mainstream rock, recording two gold albums
with legendary group the Outlaws before be-
coming a pioneering Christian rocker. In recent
years, he worked in publishing at EMI Christ-
ian Music Group and had his own management
company. It’s great to see this talented artist
back on the performing side of the biz. <+

was honored as song of the year. EMI Christ-
ian Music Group Publishing took home the
Christian publisher award. The evening in-
cluded performances by songwriters Brett
James, Ruby Amanfu and Katie Herzig, new
INO duo Connorsvine and, in alandmark mo-
ment, the reunion of pioneering rockers De-
Garmo & Key, who were honored with
J  ASCAPD’s Vision Award. Eddie DeGarmo and
Dana Key led the groundbreaking Christian
rock outfit, the first Christian band to get a video
played on MTV. “People talk about Eddie and
being pioneers,” Key told the crowd. “There’s
afineline between vision, courage and stupid-
ity. We crossed that line a lot.”

that people love now—plus he’s
a phenomenal performer. This
sound is not an anomaly in coun-
try radio anymore, it has be-
come the format.”

“It’s because I've got songs
like ‘Lips of an Angel’ that my
record sold more in its first
week than the total sales of
the record before it,” Ingram
says. “It’s rock songs with
twang and slide, or whatever.
It’s whatever this trend is that’s
allowed me to walk through
the door at last.” .

AVALON: ROBERT ASCROFT: INGRAM: DAVID MCCLISTER
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‘New Moon’Rising

Two Dozen Elliott Smith Rarities Unveiled On New Compilation

Releasing “new” music after an
artist has died is always a tricky
proposition, especially when
thatartist has a fiercely protec-
tive fan base.

Olympia, Wash.-based indie
label Kill Rock Stars will try to
satisfy devatees of the late
singer/songwriter Elliott Smith

with the May 8 release of “New
Moon,” a two-disc set of prima-
rily unreleased material. It com-
prises tracks recorded during
the three years Smith was with
the label, from 1994 to 1997.
Smith was found dead in his
Los Angeles home in October
2003, Although widely reported

in the media as a suicide, the
coroner never established a
cause of death, and the case re-
mains under investigation by the
Los Angeles Police Department.

Larry Crane, a personal
friend of Smith’s and the en-
gineer who mixed most of
“New Moon,” admits “there’s
areal careful line toride”
with a release of this na-
ture, but adds that so
much depends on intent
and timing. “If you put
this out five months after
he passed, that would be
disgusting, butit’s been
more than three years
now, and it feels like the
right time.”

Kill Rock Stars VP
Maggie Vail says that
“New Moon" is “a celebra-
tion of [Smith’s] music
and his artistry. This time
period was such a posi-
tive and prolific time in
Elliott’s life. I'm glad peo-
ple are going to be able to
hear it.”

Crane, whose Jackpot
Studios Smith often used
for recording, is also the
archivist for Smith’s es-
tate. He was given the
task of tracking down all
the tapes Smith made
during the Kill Rock Stars
period, bringing them
back to Portland, Ore.,
and listening to every-

thing from start to finish.

“I seriously believe,” he says,
“that if Elliott was still around,
this sort of project would have
come along at this point, be-
cause there’s quite a bit of great
material from this period.”

Vail says the project arose
from an initial plan to release
anexpanded edition of Smith’s
second and final album for Kill
Rock Stars, “Either/Or.” It was
Smith’s most successful release
to that point and remains the
label's biggest seller. The album
has sold 306,000 copies, accord-
ing to Nielsen SoundScan.

“But the more we started dig-
ging in,and the more the estate
and [ were looking at things,”
Vail says, “the more we agreed,
‘Let’s not repackage something
people already have. Let’s give
them all new material.” ”

Vail adds, “It was pretty
shocking how much there was.
There were songs neither the
estate nor Larry nor I had ever
heard before.”

“New Moon” consists of 24
tracks, only three of which have
been previously released, two in
limited editions. Smith plays all
the instruments and recorded
most of the material himself.

“One of the primary con-
cerns was being faithful to his
vision,” Crane says. “Because
I had worked with him before,
I knew his working method,
so that helped. I also listened

LIFE IN PICTURES

As a sort of visual com

plement to “New Moon,”
Chronicle Books is plan-
ning a November release
for “Elliott Smith," a
photo book compiled by
Autumn De Wilde. The
200-plus-page volume
features De Wilde's nu

merous live and promo

tional snapshots of the
musician, such memora-
bilia as handwritten lyrics

and interviews with fam-
ily, friends and admirers like Ben Gibbard (Death Cab
for Cutie), Sam Coomes (Quasi), Matthew Caws (Nada
Surf), Jon Brion and Ashley Welch (Smith’s sister)
The book also includes a five-song, solo acoustic live
CD, recorded by Mark Flanagan over several nights at
Los Angeles’ Largo. The previously unreleased set
consists of “Between the Bars,” “Angeles,” “Clemen

tine,” a cover of Quasi's “Clouds” and Hank Williams
Jr.’s “All My Rowdy Friends Have Settled Down." A
portion of the proceeds will be donated to the Sims
Foundation and the homeless nonprofit organization

Outside In.

—Katie Hasty

aloton headphones and tried
to think about how he was
placing everything. We also
didn’t want to modernize it
too much.”

Many of the tracks, which
range from more rocking num-
bers like “New Monkey” to
sparser, bruising voice-and-
guitar items like “High Times,”
were strong contenders for
Smith’s two Kill Rock Stars al-
bums and therefore make a
nice complement to his exist-
ing catalog.

The challenge is to get the
music out to old and new fans
alike, without the benefit of
the artist-centered promo
campaign that surrounds
most releases.

“I have always believed get-
ting people to listen to things
is the best possible promo-
tion, especially when the ma-
terial is strong,” Vail says. Kill
Rock Stars is centering its ef-
forts at radio and new media,
hiring loda to spearhead the
latter campaign. “They’ll
focus on blogs and making
sure approved MP3s getin the
right hands.

“We're also doing a lot of re-
tail promotion,” Vail says, “and,
of course, print ads, but it’s not
areally complicated marketing
plan. Our goal is just to make
sure people know that it’s out,
that it's new material, that it's
Elliott Smith and that he’s this
incredible songwriter.” e+

GONE BUT NOT FORGOTTEN

Like Elliott Smith, late singer/songwriters Nick Drake and
Jeff Buckley continue to inspire new generations of fans
well after their untimely deaths, thanks tc an ever-growing
catalog of posthumously released material.

Drake’s canon will be expanded with the June 19 releas2
of early recordings, “Family Tree,” via Tsunami Entertain-
ment/Fontana. Buckley, who drowned 10 years ago this
month, will be back in the spotlight with the May 22 release
of “So Real: Songs of Jeff Buckley” (Columbia/Legacy)

The 28-track “Family Tree” includes Drake’s own take
on songs like “Cocaine Blues,” a number of Jackson C.
Frank’'s songs, Bob Dylan’s “Tomorrow Is a Long Time"”
and Bert Jansch’s “Strolling Down the Highway.” It also
contains early versions of “Day Is Done” and “Way to Blue”
(both from his 1969 studio album “Five L=2aves Left"), plus
nearly a dozen unreleased originals lik2 “Blossom” and
“Come Into the Garden.” Drake’s mother Molly, a major in-
fluence in his music upbringing, contributed a pair of her
own songs, “Do You Ever Remember?” and “Pocr Mum.”
Drake also sings with his sister Gabrielle on the treditional
tune “All My Trials.”

The album was compiled by Drake estate manager/

archivist Cally, a veteran music industry art director and

by his frustrations with his music career. At 26, he over- ]

reissue producer. A reissue of the 1686 Drake boxed set
“Fruit Tree” will arrive later this year, which will include the
new addition of the documentary “A Skin Too Few.”

“We seldom allow vested interests of others to speed
matters along with Nick. Besides, Nick’s lyrics often com-
mented about a world that was moving ‘just a little too
fast,’ ” Cally says of the decision to finally release the rar-
ities. “Nick keeps me busier than any living artist might.”

Drake battled depression throughout his life, augmented

dosed on antidepressants in his parents’ home in England.
The folk artist left behind only three official studio releases
but became a cult favorite during the past two decades. In
2000, the title track to his 1972 album “Pink Moon” was
used in a Volkswagen commercial, spurring further interest.
That set has gone on to sell nearly 329,000 copies in the
United States, according to Nielsen SoundScan.

Meanwhile, Buckley’s “So Real,” compiled by his mother,
Mary Guibert, offers a mix of studio and live tracks plus a
handful of rarities, including a previously unreleased cover
of the Smiths’ “l Know It's Over.”

According to Guibert, there still may be two or three al-
bums worth of material worth releasing at a future date, like
a set of Buckley’s live radio performances from through-
out the world. A live DVD is in the works, comprising Buck-
ley’s various live TV performances of nearly all the songs
from “Grace,” as is the DVD release of the documentary
“Amazing Grace: Jeff Buckley” (directed by Nyla Bialek
Adams and Laurie Trombley). Guibert is also working
closely with screenwriter Brian Jun to produce a biopic
film on the late songwriter’s life, though a timetable for

its release is unclear.

—KH
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A D GAIL MITCHELL gmitchell@billboard.com

Warners Ramps Up

Label Readies An Impressive Slate Of New R&B Releases

Aside from releases by E-40,
Brian McKnight, Crime Mob,
Lil’ Scrappy and, most re-
cently, Lil’ Flip, Warner Bros.’
urban division (which also
handles acts on Reprise, Ma-
chine Shop Recordings, Black-
smith Musicand Asylum) has
pretty much been on the down
low. But that's about to change.

Warner Bros. is ramping up
big-time, I learned during a
recent visit to the label's Bur-
bank, Calif., offices. During
an informal listening session,
senior VP of urban promotion
Cynthia Johnson, urban ex-
ecutive Kevin Black (for-
merly of Interscope), VP of
urban A&R Naim Ali and
other staff members laid out
what will be an aggressive
campaign between now and
the end of the year.

Leading the charge start-
ing June 26 is Bay Area hyphy
actthe Federation with
“Whateva.” The album in-
cludes tracks like “If I Was
Your Man,” aimed at expand-
ing the group beyond its re-
gional base.

Houston rapper Mike
Jones checks in with his soph-
omore set, “The American
Dream,” July 10. Second sin-
gle “My 64”"—an homage to
rapicon Eazy-E and the 1964
Chevy Impala—teams Jones
with Snoop Dogg and Bun B.
Also on the album are Devin
the Dude, Trey Songz and
Jones’ brother King Melio.
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Rapper Talib Kweli lands
in stores July 24 with his first
album on his Blacksmith
Music label, “Ear Drum.” In
addition to Will.i.am, who
produced “Say Something,”
Kweli's set includes pairings
with UGK and Raheem De-
Vaughn (“Country Cousins”),
Norah Jones (the languid
“Soon the New Day”) and
Kanye West (who produced
“Inthe Mood,” with tasty vibes
courtesy of Roy Ayers).

Also in the studio recording
follow-up albums are E-40,
Eric Benét and Lil’ Scrappy.

R&B newcomer Leela
James (remember her im-
pressive 2005 debut “A Change
Is Gonna Come”?) is no longer
with the label. But rounding
out the urban slate are several
other newcomers.

KeAnthony: His original
moniker was Cruna when the
label signed him in 2003. A
throwback to singers like
Bobby Womack and David
Ruffin, KeAnthony can shift
from gospel-stomping soul to
crooning balladeer without
missing a beat. He'll finally
get to show his stuff in late
August when “A Hustler’s
Story” bows.

wiz Khalifa: The just-
signed 19-year-old is proof
that there are rappers in Pitts-
burgh. His versatile flow
(drawling one minute, rap-
idly firing off a series of syl-
lables the next) and engaging
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beats (check out the funky
“Pittsburgh Sound”) bring a
welcome freshness to the hip-
hop scene.

J*DaveY: Singled out last
year in Billboard as a key act
on the indie soul circuit, this
Los Angeles duo fuses soul
and electronica a la Prince
meets Grace Jones.

Southern Girls: Hailing
from the Block Entertainment
camp (Bad Boy/Atlantic’s
Yung Joc), this Houston fe-
male trio met while students
at Texas Southern. The ladies
are in the studio recording
with T.l., Tank and Yung Joc.

Jay Rock: This 20-year-old
is a product of Los Angeles’
Nickerson Gardens housing
project and local indie label
Top Dawg Entertainment.
Using only young L.A. pro-
ducers, Rock spins message-
and community-oriented raps
(like cruising down one of
L.A.’s main black thorough-
fares on “California Soul”).
His moving “Lift Me Up”is al-
ready getting play on local sta-
tion KDAY.

Also due to release projects
under the WB banner this year
are Timbaland writing part-
ner Attitude, Murs, Tynisha
Keli, former BME artist Bo-
hagon, Styles of Beyond,
Jean Grae and Strong Arm
Steady. WB has also inked
production deals with Nitti,
Terrace Martin, the Under-
dogs and Three 6 Mafia..--

wWwWw.americ
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CranberryComeback

Europe Is Listening As O’Riordan Returns

Irish singer/songwriter Do-
lores O’Riordan is back to
prove that a cranberry by
any other name sounds just
as sweet.

More than five years after
their swan song “Wake Up
and Smell the Coffee” (Island/
Universal), the Cranberries’
former vocalist releases her
first solo album, “Are You Lis-
tening?” (Sequel/Sanctuary),
May 7 internationally and May
15 in the United States. Lead
radio single “Ordinary Day” is
picking up top 40 airplay
across Europe.

“Dolores comes to us with
animmense international CV,”
Sanctuary’s London-based
senior VP of international sales
and marketing Julian Wall
says. “The Cranberries sold
over 40 million records across
the world.”

Wall reports early enthusi-
asm from Sanctuary’s interna-
tional distributors and media.

“Our collective challenge,”
he says, “is now to match
those expectations with
worldwide sales at the very
highest level possible.”

All five Cranberries studio
albums made the top 50 of
The Billboard 200, including
the band’s biggest seller, “No
Need to Argue” (1994), which
Wall says has sold more than
16 million units worldwide.

O’Riordan played April
showcases in Asia ahead of
an 11-date Continental Euro-
pean tour in May and a June
15 London show, booked by
London-based Creative Art-
ists Agency. She will be rein-
troduced to American audi-
ences through appearances
on NBC’s “The Tonight Show
With Jay Leno” and “Last
Call With Carson Daly” in the
week of the album’s U.S. re-
lease. O’Riordan’s publishing
is copyright control.

—Nick Kelly

LOVE RULES: During its re-
cent four-week reign atop
the FIMI album chart, italian
singer/songwriter Biagio
Antonacci’s “Vicky Love”
(Iris/Mercury) shipped more
than 160,000 units, accord-
ing to Universal Music Italy.
But the company’s domes-
tic division director Marco
Zischka reckons that’s still
well short of the potential of
the March 16 release.

“We can reach 400,000,”
he says, adding that the
set “contains plenty of
good singles which, for a
pop artist like Biagio, gives
an album longevity.” Lead
single “Lascia Stare,” re-
leased Feb. 23, made the
FIMI top 10.

The 11-track “Vicky Love”
is the 13th album in arecord-
ing career that beganin 1989.
Antonacci, published by
Basta Edizioni Musicali, has
also enjoyed success as a

& Nashville Scene

‘  KEN TUCKER ktucker@billboard.com

RobThomas, Warts And All

A Songwriter And Star Debuts His Documentary—in Nashville

It had everything a movie premiere should
have—a red carpet, scores of adoring fans, TV
crews and celebrities. But the world premiere
of Rob Thomas’ new movie “My Secret Record
or How I Learned to Stop Worrying & Love the
Biz” wasn’tin Los Angeles or New York—it was

at the Nashville Film Festival.

radiohistorv.com

“This is a festival with some history of releas-
ing some great music documentaries,” Thomas
told Billboard the night of the premiere. (The
festival has previously premiered films about
J.J. Cale and Rocco DelLuca & the Burden,
among others.)

Thomas says there was another reason that
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songwriter for Laura Pausini
and Tiziano Ferro.

His previous album,
“Convivendo,” was re-
leased in two parts during
2004, with each nine-
track set retailing at half
regular album price. Both
topped the FIMI chart
with combined domestic
sales of 1.2 million, ac-
cording to Zischka.

Antonacci is playing two
summer stadium shows to
promote “Vicky Love”:
Milan’s San Siro (June 30)
and Palermo’s Velodrome
(July 6). Antonacci is booked
by Milan-based agency
Friends & Partners. Zischka
says Universal has noimme-
diate plans for international
releases. —Mark Worden

TONED UP: He has yet to set
the sales charts on fire at
home, but British R&B singer/
songwriter Nate James is
building a bona fide success
story abroad.

James’ debut FroFunk al-
bum “Set the Tone” (2005)
has sold more than 125,000
copies worldwide, his Lon-
don-based manager An-

thony Hamer-Hodges says.
FroFunk is jointly owned by
James and Hamer-Hodges,
and distributed through a
string of partners in other
territories.

“The U.K. and italy are on
a par, saleswise, with ap-
proximately 25,000 sold in
both territories,” Hamer-
Hodges says. Reservoir Rec-
ords/Virgin/EMI-Toshiba
has shipped 60,000 units in
Japan, he adds, where fol-
low-up set “Kingdom Falls”
was released March 21, The
new album will street June 11
in the United Kingdom,
where the title track is gain-
ing support at specialist
radio ahead of its May 21sin-
gle release.

James is signed world-
wide to Universal Music Pub-
lishing and booked by Lon-
don-based Marshall Arts.

Hamer-Hodges says “King-
dom Falls” will be supported
with a string of summer per-
formances in Japan and Eu-
rope. “If we can find a label
partner in the States, Nate
will finally have the world
stage he deserves,” Hamer-
Hodges says. —Kwaku

O'RIORDAN: JOHN GLYNN; FABOLOUS: JONATHAN MANNION

Nashville made sense. “It's a town that is all
about songwriters,” he says. “I didn’t think it
would be better received here, but I thought it
would be better understood. The reception
would be honest, because people here get it—
not just the music, but the music business.”

When he first agreed to have independent
filmmaker Gillian Grisman follow his move
from lead singer and primary songwriter of
Matchbox Twenty to a solo artist, it was sim-
ply meant to be a keepsake. Halfway through
filming—Grisman captured 350 hours of
Thomas over two years—they realized a story
was developing. “That was when my wife and
I decided to take over production and the pay-
ment of the film,” he says. Atlantic Records,
Thomas' label, had hoped to use the footage for
abehind-the-scenes look at the recording of his
“Something to Be” album. “We said, ‘We're not
done yet, we want to follow it through,” ”
Thomas says.

“For me it became about a person who con-
siders himself a songwriter,” he says. “That’s
what I do. I come down in the morning, I sit
down alone with a cup of coffee, and I sit at the
piano or with a guitar in the studio and I write.

“I got to go out and find that line between
being a songwriter with integrity and being
aforce on the radio,” he adds. “Trying to fig-
ure out that line was what this movie be-
came about.”

Plenty of industry heavyweights showupin
the film—Lyor Cohen, Julie Greenwald, Clive

Davis, Jason Flom, Matt Serletic and man-
ager Michael Lippman—as do many musi-
cians—Alicia Keys, Carlos Santana, John
Mayer and Robert Randolph, among others.

In one hilarious studio scene Thomas and

Mayer, who played guitar on the album, trade
stories about being recognized and subse-
quently signing autographs in porn shops.
In another, his wife questions his decision to
do a photo shoot for High Times magazine.
“A fucking magazine devoted to ‘I smoke
weed,” what the hell is that about?” she says
with a laugh.

Another scene, which takes place before-an
NBC “Today” concert appearance, finds Thomas
berating an Atlantic publicist for a GQ story
gone wrong.

The movie's “warts and all” approach is re-
freshing, even for Thomas. “If nothing else, it's
the most me 1 can imagine it being,” he says.
“I don’t look good all the time, there’s no prep
or makeup. So anytime you get to step outside
and say, ‘Oh, I see that he exists outside of the
photo shoot,” that’s a nice place to be.”

Thomas hopes to have the movie distributed
via the Independent Film Channel or another
outlet. “Eventually the idea is to get it on disc
so people can have it,” he says. While he does-
o't rule out the idea, he leaves the decision to
show it at another festival to Grisman. “I don’t
think I'm that interesting, so it's hard for me
to say it should be at every festival,” he says with
asmile. oee

BY HILLARY CRQSLEY

FABFOUR

After Three Big Albums—And Three Years Off—

Fabolous Returns To The Grind

Three years ago rapper Fabolous—whose
fourth album “From Nuthin* to Somethin’
drops June 12—had the biggest record of his
career. The Just Blaze-produced track
“Breathe,” which set Fab’s witty lyrics to a
wild piano sample and thunderous cutting
bass lines, hit No. 4 on Billboard’s Hot R&B/
Hip-Hop Songs chart and R&R's Urban chart.
The street record pushed his third album to
179,000 units and had hardcore hip-hop
heads giving the Brooklynite, whose bread
and butter had become enamored female
radio listeners, a renewed respect.

In subsequent months, Fabolous’ relation-
ship with his label home, At-
lantic Records, changed. And
while Fab was repackaged as
one cf the faces of Atlantic’s
relaunch campaign along with
Trick Daddy, Fat Joe and
Twista, he didn’t stay long.

“No hard feelings, our
business relationship at At-
lantic went sour,” Fab says.
“And it was time to make
some new business.”

Fabolous, born John Jack-
son, spent three years out of
the public eye. During that
time, he switched labels after
being courted by Def Jam’s
new president, Jay-Z; started
his own clothing company, Rich
Yung, in 2006; and recorded
“From Nuthin’ to Somethin’.”

in come ways, the release is
a new beginning. Though his
three previous albums—
“Ghetto Fabolous,” “Street
Dreams” and “Real Talk”—each
sold more than 140,000 units
in their first weeks, Def Jam is
approaching his upcoming
album like a debut.

“Fab’s not a new artist, but
we're almost treating him as such because
he's been gone for so long,” Def Jam direc-
tor of marketing Ashaunna Ayars says. And
especially given how rare such first-week
numbers are in today’s slimmed-down busi-
ness climate, it’s grind time for Fabolous.

“Diamonds,” the first single from his new
album, sits at No. 88 on the Hot R&B/Hip-
Hop Songs chart this week, while the second
single, “Make Me Better” featuring labelmate
Ne-Yo, climbs to No. 47.

“You can never take for granted zn artists’
initial fan base,” says Jay Brown, eéxecutive
VP of A&R at Def Jam. “With Fabolous it’s
not about trying to develop him. But he's not
in the street hustling anymore, he’s moved
on, and his fans should grow with him.”

Fab’s core crowd was accrued with years
of consistent mixtape appearances along
with “big radio records,” Ayars says. And the
aforementioned double-single strategy is
aimed at renewing interest and pulling in new
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FABOLOUS

female consumers. Def Jam just shot the
video for “Diamonds” and premiered it on
allhiphop.com instead of the traditional TV
outlets, MTV or BET, as they did with Young
Jeezy’'s “Go Getta.”

“Honestly, we tried the online premiere
with the Young Jeezy video and it was over
300,000 views,” Ayars says. “So it was al-
most the same viewership of a BET ‘Access
Granted, and it’s more targeted toward a
specific hip-hop consumer. If we invest
$200,000 in a video, we want to make sure
it gets seen.”

“From Nuthin’ to Somethin’,” like its pred-

ecessors, balances street tracks with poten-
tial radio hits. On “Diamonds,” “Yep, 'm Back”
and “All Jokes on You,” he rhymes about how
the industry “can’t do it without me” over
thick bass lines and boom-bap beats. Mean-
while, in “Make Me Better,” Ne-Yo croons the
hook over Timbaland’s holiow drums as Fab
raps, “I’'ma need a Coretta Scott if 'ma be a
King.” New teen heartthrob Lioyd pops up
on the chorus of “Real Playa Like,” which has
Fab wooing another girl over Polow Da Don’s
electric piano and strings.

In April Fabolous began a six-week pro-
motional tour that scours 30 markets, includ-
ing colleges, Boys and Girls Clubs and Po-
liceman Athletic League centers. He's also
filmed several personality pieces for MTV2,
and he’s been shooting additional reality
footage, to air both on BET and online.

“Hopefully, I'l make a connection,” Fabolous
says. “l just want people to hear the album and
say, ‘Fab makes good records." ” aee
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atti Smith is a musician, a
poet, an activist and an artist,
and she has been at it for

more than 30 years. On April 17,
Columbia issued “Twelve,” her first
album of new studio recordings since
2004's “Trampin'.” The aptly titled 12-song

set finds Smith interpreting songs
made famous by Nirvana (“Smells
Like Teen Spirit”), Tears for Fears
(“Everybody Wants to Rule the
World™), Jimi Hendrix (“Are You Ex-
perienced?”) and others.

In March, Smith—along with
R.E.M,, Van Halen, the Ronettes and
Grandmaster Flash & the Furious
Five—was inducted into the Rock
and Roll Hall of Fame. This month,
she embarks on a tour of Europe
and the United States. Just before
the release of “Twelve,” Smith chat-
ted with Billboard about her par-
ents’ influence, her place in the busi-
ness and the art of interpretation.

What does it mean to you to be
inducted into the Rock and Roll
Hall of Fame?

Ilove rock’n’roll, and I'love history. So, to be
regarded as having some influence or some
import in the history of rock’'n’roll by an in-
stitution has some meaning for me. I look
atitas atouchstone. I feel like my people are
inducted, too. I'm still a relatively obscure
artist—in terms of commercial success.

with PATTI SMITH

" by MICHAEL PAOLETTA

Also, it made my mom and dad really
happy. And I made them unhappy alot, so
I’'m happy to make them happy. They were
alive when I was first nominated about
eight years ago. My mother regretted on
her dying day that she wasn’t going to be
able to be there with me. But she asked me
to play her favorite song, and I did.

Which song is that?

“Rock’n’Roll Nigger.” My mom was, in
some ways, always the lady and always
conducted herself respectfully, but she
was also rebellious at heart. She loved
rock'n’roll. She loved the spirit and phi-
losophy of that song.

My mom answered my fan mail for
about 25 years. She once had a letter from
aMikey Stipe. And he has a letter from my
mother. In the mid-"70s, a lot of gay kids
were disinherited or thrown out of the
house by their parents, and my mom was
there for them.

You were signed to Arista for nearly 30
years, and now you’'re part of the Colum-
bia family. How does an artist like Patti
Smith work within the major-label system?

They're obviously my patrons. Justlike Leonardo da Vinci had the
church, I'm of the old school where I still rely on patronage—and
I'm grateful for that patronage. That doesn’t mean I pander to the
music business. [ try to be respectful in a certain way, to my pa-
trons, in the way that they deserve. But I don’t make any compro-
mises for them, and that’s how [ conduct my life. 1'm not a nihilistic
punk rocker who doesn’t care about anything. I do care.

When you’re gearing up for the release of a new album, what kind
of expectations do you have?

I always think all my albums are great and that they're going to
be giant. When I did “Horses,” I never expected anybody to hear
it, and then all these people heard it. I got a lot of criticism from
people when “Because the Night” became popular. They said,
“Oh, well, you've sold out.” I basically said, “Fuck you.” I don’t
make records for nobody to hear. [ do records to share informa-
tion, ideas, music, values. [ admittedly did “Horses” for margin-
alized people like myself.

Covering songs is not new for you. How do you approach songs
made famous by other artists?

First of all, [ want to do justice to the person’s song. Often, I'll
pick a song that I envy. Or one that moves me so much that [ want
to try it myself. [ also try to add another dimension to each song.
Another goal of mine was to present the songs in a certain way
that you could really get the lyrics. So, a lot of my attention for
this record was focused on the inner narrative. It was to present
these songs lyrically.

What can fans expect from your tour?

We’re going to do all the songs on the record, and we’ll also have
another 15 or 20 cover songs ready to perform. In other words,
“Twelve” will only be a springboard. I want each night to be some-
what different. I want this tour to be a celebration of the history
of rock'n’roll. I want people to remember and think about all the
great aspects of rock’n’roll and also realize its possibilities as our
great cultural voice. ove

ANASTASIA TSIOULCAS atsioulcas@billboard.com

Classical Retail’s New Composition

Indie, Online Stores Pick Up Where Tower Left Off

When Tower Records went
under last fall, its closing
sounded to certain observers
like yet another toll in the
death knell for the classical
music recording industry.
Indie and online stores are

quickly picking up the slack,
however—and digital sales are
stronger than ever. In this and
the next edition of Classical
Score, we'll take a closer look
at this phenomenon.
Billboard estimates that, at

The CHICAGO SYMPHONY

ORCHESTRA, whose new in-house label
CSO Round launched April 24
exclusively on iTunes with a live
recording of Mahler’s Symphony No. 3
conducted by Bernard Haitink.
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the time of its liquidation,
Tower’s 89 locations ac-
counted for about 30% of the
total classical market share.
For the digital and smaller
brick-and-mortar retailers that
are aiming to grab some of
Tower’s old business, sales
numbers make such moves
seem like an excellent bet
right now.

According to Nielsen Sound-
Scan, classical sales overall
leaped 22.5% in 2006, a year
when overall U.S. album sales
were off 5% from 2005. (These
sales numbers combine tradi-
tional classical and classical
crossover titles: In fact, in 2006,
43% of classical overall sales
came from crossover titles,
while 35% came from tradi-
tional classical albums—it’s
the first time in recent mem-
ory that crossover sales have
outpaced their brethren on the
traditional chart.)

As we reported in Billboard
last year, digital downloads of
classical music sold through
outlets like iTunes and eMusic
are having an enormous impact
on the recording business—
and the pace has only increased
since then. In 2005, digital sales
of classical albums grew 93.9%
from the previous year. During
2006, digital classical album
sales rose another 108.5%.

Increasingly, classical labels
understand what prominence
oniTunes can mean for overall
sales. For example, the new
label CSO Resound, the in-
house label of the Chicago
Symphony Orchestra,
launched exclusively on iTunes
April 24 with a live recording of
Mahler’s Symphony No. 3 con-
ducted by Bernard Haitink.
(The street date for traditional
retailis May 8; other digital sell-
ers such as eMusic and Rhap-
sody will carry the CSO

Resound release 90 days after
it debuts on iTunes.)

In addition, online retailers
like Amazon, Barnes & Noble
and Arkivmusic.com are hav-
ing an even greater impact after
Tower’s demise. Amazon sen-
ior music editor Thomas May
says, “We don't, and couldn't,
compare our growth to Tower’s
closing in an apples-to-apples
comparison. I can say, though,
that our [total classical, includ-
ing crossover] sales have grown
by more than 22% in the past
year alone.”

To take advantage of this
market, Amazon recently
launched a Classical Blowout
section on its Web site, offer-
ing core classical and crossover
titles at a discount. May says,
“We already had a Blowout
storefront in place for pop
music since 1998. We wanted
to create a parallel universe for
classical aficionados.”

This new online storefront
aims to appeal to consumers
on more fronts than just pric-
ing, though. “We’re really try-
ing to reach two audiences,”
May says. “In order to help ab-
solute beginners decide
where best to allocate their
dollars, we're setting up audio
profiles of different artists,
composers and subgenres to
help the neophytes learn
more. The Classical Blowout
offerings are also there for ac-
tual classical music experts
with serious collections—for
example, the completists who
are looking for special edi-
tions like the complete works
of Mozart or Bach.”

Next time: not-so-traditional
physical retailers that are also
making big waves in the classi-
cal marketplace. voe
Additional reporting by Ed
Christman in New York.
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BOBBY VALENTINO
Special Occasion
Producers: various
Disturbing Tha Peace
Release Date: May 8

Release Date: May 8

Like Kings of Conve-
nience, the Clientele

has perfected a strain of ro-

mantic, midtempa indie rock

rooted in the acoustic gui-

u*Havh‘rg—hﬁs—‘rﬂ%eﬁf}eeL —tar-dappltedseund-ofSimon

new album leak weeks
before its release was appar-
ently no deterrent for Bobby
Valentino. On his re-created
sophomore set, the DTP
crooner returns with heart-
felt ballads and midtempo
tunes full of superlative pro-
duction. On the Darkchild-
produced “If | Had My Way,"”
the Atlanta native pines for
the true object of his desire
—nevermind that both he
and the woman are seeing
other people. But Valentino
keeps his wandering eye in
check on tracks like the Tim
& Bob-crafted “Make You the
Only One,” where he pro-
claims he’'s “turning his
player card in.” Elsewhere,
the crooning on “Where You
Belong" and “Over and
Over” (“l wanna play with
your body like a drum™) re-
minds us why we fell in love
with Valentino's sound in the
first place.—MC

THE CLIENTELE
God Save the Clientele
Producers: The Clientele,
Mark Nevers, Brian
O’Shaughnessy

Merge

BARBRA STREISAND

Live in Concert 2006

Producers: Barbra Streisand, Jay

Landers
Columbia

~——+ Release Date: May8

including soundtracks, “Live in Concert 2006™

& Garfunkel. On the new
“God Save the Clientele,”
string arrangements by
Louis Philippe add a timeless
quality to standouts like
“Here Comes the Phantom,”
“lsn’t Life Strange” and the
closing lullaby “Dreams of
Leaving,” where you can
practically hear Alasdair
Maclean’s heart go all a-
flutter. But a number of
songs significantly pick up
the pace for a change, par-
ticularly the disco beat-
fueled “Bookshop Casanova,”
which resembles Kings of
Convenience's own foray
into sleek rock, "I'd Rather
Dance With You.” There's
even a 104-second-long gui-
tar rave-up (“The Garden at
Night"), a beautiful, peppy
instrumental (“The Dance of
the Hours”) and a swinging
'60s throwback ("Winter on
Victoria Street”) that’d make
the Monkees proud.—JC

THE SEA & CAKE
Everybody

Producer: Brian Paulson
Thrill Jockey

Release Date: May 8

* Chicago indie stan-
? dard-bearers the Sea

Barbra Streisand’s 60th album during the past 45
years. Showcasing 31 tracks, sequenced according to
the set list for her box-office-busting '06 tour and
recorded in New York; Washington, D.C,; and Fort
Lauderdale, Fla., the double disc includes only a few
hits that have appeared time and time again on previ-
ous onstage sets. Instead, it showcases 15 titles that
have never appeared live on disc, including “My
Shining Hour,” “Carefully Taught” and “Unusual Way.”
Duet versions of “Evergreen” and “Somewhere” with
Il Divo breathe new life into well-tread tracks, while
Streisand’s narration, often a distraction in concert
recordings, showcases the notoriously hesitant live
artist in a commanding comfort zone. Recording qual-
ity was obviously a priority, as it is utterly superb.

Fans will revel.—CT

Releases deemed by the review editors to deserve special attention
on the basis of musical merit and/or Bifiboard chart potential

BJORK

Volta

Producer: Bjérk
Atlantic

Release Date: May 8

Like Tori Amos, PJ Harvey, Kim

Gordon and all the other alt-whatever chicks from the
mid-"90s freak sorority, Bjérk has no heir. If she start-
ed out in today’s homogenized climate, the Icelandic
vocal acrobat might get lost in the shuffle amid the
flavors of the month. But that’s why all her material
matters, including an uneven collection like “Volta.”
The follow-up to 2004’s experimental “Medulla” and
20071's exquisite “Vespertine” has the usual complex
drums (aided on some tracks by none other than
Timbaland), throaty wails and unexpected poignancy,
especially on the brass-filled, techno-traveler anthem
“Wanderlust.” But it has some stinkers, too. “The Dull
Flame of Desire” sounds like a Shakesperean funeral

dirge, and the

speedy,

blaring “Declare

Independence” could make the most stoic criminal
talk. But even Bjork’s misses are more exciting than
most of what we currently call hits.—kKM

& Cake don’t diverge much
from their usual breezy pop
on their seventh album. Still,
fans will notice a more or-
ganic, rougher approach to
the formula of jazz chords,
pretty dissonance and sum-
mery melody lines, with a
lot of help from veteran pro-
ducer Brian Paulson, taking
over here for TSAC drum-
mer John McEntire. Dirtier
snare sounds and Sam
Prekop’s buoyant murmur
occupy one of the strongest
tracks, “Exact to Me,” while
some simple and affecting
dueling electric guitars
punch through “Crossing
Line.,” The instrumental
“Left On” is a dream-like
prog jam that nicely sets up
the album’s lackadaisical
closer, “Transparent.” The
quartet's collective instru-

tat isobvious
on “Everybody.” The songs
are just as solid, but even
the most subtlie change is

welcome.—KH

MAXIMO PARK

Our Earthly Pleasures

Producer: G// Norton

Warp

Release Date: May 8

* Rather than full-on
push the envelope for

its sophomore effort "Our

Earthly Pleasures,” U.K. rock

act Maximo Park seems

more content on simply

pumping it up a little, adding

a guitar layer here, a synth
slide there and at times even

smoothing out the jangly.

edgy guitar found scattered
all over its 2005 debut, “A
Certain Trigger.” This not-
too-over-the-top approach,
augmented by Pixies pro-
ducer Gil Norton, finds suc-
cess particularly on the first
two songs, “Girls Who Play
Guitar” and “Our Velocity,”
both of which pack an
extra-heavy, guitar-driven
punch, as well as with the
frenetic piano buildup on
“Russian Literature.” Even
the polished sheen of songs
such as “Karaoke Plays” and
the subtle string arrange-
ment on “Sandblasted and
Set Free” are a pleasing de-
parture, allowing Maximo
Park to safely explore new
territory without being too
M

THE BAD PLUS

Prog

Producers: The Bad Plus,

Tony Platt

Heads Up

Release Date: May 8
When the Bad Plus
launched on Columbia

with 2003's “These Are the

Vistas,” the group immedi-

ately made jazz enemies for

breaking therules of what a

piano trio should sound like,

but won over progressive-

jazz buffs for its forward
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thinking. Rock rhythms
trumped swing, angular de-
constructions replaced pre-
dictable standards and avant
dissonance married the
melodic. Four years and
three albums later, pianist
Ethar lverson, bassist Reid
Anderson and drummer
Dave King elevate to a new
level of maturity with
“Prog,” their Heads Up
debut. Coming from diverse
rock and classical back-
grounds, the threesome
again dishes up a gourmet
10-course meal of the sub-
lime {a gorgeous take on
Tears for Fears’ “Everybody
Wants to Rule the World™),
the rowdy (a raucous ride
through the original “Phys-
ical Cities”) and the eclec-
tic (lverson’s “Mint,” Rush’s
“Tom Sawyer”). Easily the
most likable and listenable
jazz album of 2007.—-D0O

BONE THUGS-N-
HARMONY
Strength and Loyalty
Producers: various
Full Surface/Interscope
Release Date: May 8
With help from the
ubiquitous Akon, Bone
Thugs are climbing the
charts once again with I
Tried.” which jumped 35-7
on The Billboard Hot 100 last
week. The cut introduces
“Strength and Lovyalty,” arel-
atively solid return that

ELLIOTT SMITH
New Moon

Producer: Larry Crane
Kl Rock Stars
Release Date: May 8

-~ The second posthumous double al-

should bring some new fans
into the flock. Throughout,
it seems the group is trying
to re-create its past success
by repeating its previously
successful musical patterns.
Unfortunately, it might not
be such an easy road, be-
cause its audience is now 10
years older. For example, “Lil
L.OV.E.” featuring a melodi-
ous and round duet with
Mariah Carey, is their 2007
version of the 1898 hit
“Breakdown,” while “Order
My Steps”is this year’s “Tha
Crossroads.” Featuring gospel
giant Yolanda Adams, the
latter cut is arandom and re-
freshing duet that starts off
quoting Jeremiah 10:23-24.
Diehard fans will be satisfied,
and newcomers will be en-
ticed to sing along.—HC

SAGE FRANCIS
Human the Death Dance
Producers: various
Epitaph
Release Date: May 8
WS Throughout Sage Fran-
Ea¥ cis’ second album for
Epitaph, the rapper casts his
eye toward a somewhat ab-
stract enemy. The ignorantly
rich get their lashing on
“Hoofprints in the Sand,” and
corporate hip-hop is spat on
in “Midgets and Giants.” Yet
much of “Human the Death
Dance" goes for something
deeper—the sound of an
artist afraid of what he almost
continued on >>p38

bum from the Smith archives, “New Moon” is more of
a proper album (and a more satisfying listen) than the
2004 set “From a Basement on a Hill.” Rather than a
collection of half-finished songs from the last few
months of Smith’s life, “New Moon” does him justice
by compiling outtakes from his peak creative period,
the span between 1994 and 1997 when albums like
“Elliott Smith” and “Either/Or” turned the public’s
attention toward this scruffy kid from the Pacific

Northwest with Beatles-esque melodic

talents.

Outtakes from both those records make up the bulk of
“New Moon,” and though few are adorned with lush
arrangements, there are some real gems here (“High
Times,” “Fear City” and a stripped-down version of the
previously overworked “Pretty Mary K” among them).
In death, as in life, Smith remains an inspiration.—7C
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became. “This is not your typ-
ical cry for help,” Francis de-
clares on "Going Back to
Rehab,” where a smattering
of cymbal-heavy beats rain
down upon a forlorn piano
line. He attempts to justify his
noncommittal ways on the
jazzy breakup rumination
“Hell of a Year,” and marriage
becomes a death sentence
on “Keep Moving” (“"They
confused prison for a bed and
breakfast”). Early in the al-
bum, he declares himself af-
flicted with a "complicated
case of escapism,” and
“Human the Death Dance”
plays out as his captivating
quest for a cure.—T™M

BROTHER ALI
The Undisputed Truth
Producer: Ant
Rhymesayers
Release Date: April 10
* With a rubber-cement
flow halfway between
Slug’s and Slim Shady’s, and
the ability to count himself
as the planet's foremost al-
bino Muslim rapper, Brother
Aliis certainly arare persona
in the hip-hop universe. And
though his singular identity
doesn’t translate necessarily
into a singular sound, there's
plenty in his road-tested for-
mula for fans of soulful, or-
ganic hip-hop to like. Aliben-
efits from a plate full of
typically banging tracks from
Rhymesayers producer du
jour Ant, whose funk- and
soul-infused beats provide a
great counterpunch to Ali's
meaty vocals (the duo even
finds some genuine melody
in the horn-kissed “Take Me
Home”). Those rhymes can
be wicked—"I'm like Howard
Stern meets Howard Zinn” he
drips at one point, and deliv-
ers convincing indignation
on “Uncle Sam Goddamn”

CLEGEND & CREDITS —

EDITED BY JONATHAN COHEN
(ALBUMS) AND CHUCK TAYLOR
(SINGLES)

CONTRIBUTORS: Troy Carpenter,
Jonathan Cohen, Mariel
Concepcion, Hillary Crosley, Gary
Graff, Katie Hasty, Todd Martens,
Kerri Mason, Jill Menze, Dan
Ouellette, Charles Perez, Deborah
Evans Price, Chuck Taylor, Kristina
Tunzi, Jeff Vrabel

PICK »: A new release predicted to
hit the top half of the chart in the
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and “Letter From the Gov-
ernment.” But on tracks like
"Truth Is” and the old-school
throwback “Listen Up,” Ali
packs a bounce that’s hard
to deny.—JVv

KEREN ANN
Keren Ann
Producer: Keren Ann
Blue Note
Release Date: May 8
Consider Keren Ann's
! second all-English al-
bum a slouched, sleepy cab
ride through a wee-hours
metropolis, with occasional
bursts of noise to snap your
half-closed eyelids back
awake. “Keren Ann” finds
the Paris-to-New York singer/
songwriter (surname Zeidel)
in even more command of
the language, both as vocal-
ist and lyricist, than she was
on 2004’s well-received "Not
Going Anywhere.” Her set-
tings are more evocatively
drawn, her characters more
richly voiced, her dialogue
more comfortably poetic.
The ethereal echoes of "It's
All a Lie” give way to the
Velvet Underground chug of
“Lay Your Head Down,”
while "Between the Flatland
and the Caspian Sea,” a
soul-folk sojourn with a long
and cathartic instrumental
outro, is perhaps the best
recording she’'s ever made.
Airy atmospheres and deli-
cate details add beauty to
this stark but commanding
soundscape.—GG

Additional reviews
CoOM online this week
at billboard.com:

* Battles, “Mirrored” (warp)

* Gonzales, “Solo Piano"”
(Sunny Side)

* Madlib, “The Other Side:
Los Angeles” (Deaf umb &
Blind)

corresponding format.

CRITICS’ CHOICE *: A new release,
regardless of chart potential, highly
recommended for musical merit.

All albums commercially available
in the United States are eligible.
Send album review copies to
Jonathan Cohen and singies
review copies to Chuck Taylor
(both at Billboard, 770 Broadway,
Sixth Floor, New York, N.Y.
10003) or to the writers in the
appropriate bureaus.
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KAISER CHIEFS
Ruby (3:23)
Producer: Stephen Street
Writers: Hodgson, Wilson,
White, Rix, Baines
Publisher: not /isted
Universal Motown
u It sounds like Kaiser
Chiefs were held up in
the studio with their Beatles
collection, judging “Ruby.”
Throw in a sprinkle of XTC and
a dash of Blur, and you have
the ingredients for a Britpop
revival. Frontman Ricky Wil-
sonhasaliltinhis voice as he
sings verses of regret—“Due
to lack of interest, till my row
is canceled/Let the clocks be
rest, and the pendulums
held”"—backed by an insistent
beat and topped with a hook
that lingers long after fade-
out. As the lead single from
new album “Yours Truly,
Angry Mob,” “Ruby” has po-
tential to win over a new wave
of listeners at modern rock
and top 40. Let's hope the
Leeds quintet can capitalize
on the momentum of such
U.K. acts breaking stateside
as Arctic Monkeys, the Klax-
ons and Snow Patrol.—KT

R&B

U.S.D.A.

White Girl (4:02)
Producer: Drumma Boy
Writers: U Jenkins, B. Falson
Jr, R. Whitman, C. Gholson
Publishers: various

Def Jam

Young Jeezy's street dreams
of success with feature group
U.S.D.A. (United Streets
Dopeboyz of America) might
not come as easily as his early
platinum career. Meshing his
two protégés, Atlanta’s 4th-
ward Slick Pulla and Panama
City, Fla’'s Blood Raw,
U.S.D.A. is creating minimal
mainstream buzz but plenty
of controversy with debut
“White Girl.” Sorry, teeny-
boppers, the song does not
feature pop vixen Christina
Aguilera (though referenced
in the hook), but rather a
brain cell-killing lyric about
selling an illegal Latin-
American narcotic that would
put a frown on Ronald Rea-
gan’s face. Each rapper takes
turns rhyming about their
chains and drug transporta-
tion, both'issues sadly preva-

lent in hip-hop today. Debut
album “Cold Summer” should
be one of Def Jam's hottest
releases this year, but this
debut single creates a cold
response.—CP

MIRANDA LAMBERT
Famous in a Small Town
(4:00)
Producers: Frank Liddell,
Mike Wrucke
Writers: M. Lambert,
T. Howard
Publishers: Sony/ATV/
Nashville Star, BM/!
Columbia

Country radio pro-

grammers reluctant to
embrace such previous
high-octane singles as
manic “Crazy Ex-Girlfriend”
or incendiary “Kerosene”
should find it easier to spin
Miranda Lambert’s latest ef-
fort. Culled from her new
sophomore set, she and co-
writer Travis Howard draw
on real-life experience to
paint this portrait of small-
town life—the characters
and drama that populate
American locales. The hook
observes that "everybody
dies famous in a small town.
Production is flawless, and
Lambert turns in a vibrant,
distinctive performance
with plenty of attitude, dis-
tinguishing her from other
new country female artists.
This is the one to break her
wide open.—DEP

EVIEWS

GWEN STEFANI
4 in the Morning (4:51)
Producer: Tony Kanal

Ship, ASCAP
Interscope

“Flashdance”

Writers: G. Stefani, T. Kanal
Publishers: Harajuku Lover/Pride

After dubious novelty singles like “Hollaback Girl” and
“Wind It Up,” Gwen Stefani proved her mettle as a
deserving millennium mainstay on previous “The Sweet
Escape,” which peaked at No. 2 on The Billboard Hot
100. “4 in the Morning” is even more gratifying—a
melodic retro ballad that could have come from 1983’s
soundtrack (that’s a good thing).
Produced and co-written by No Doubt pal Tony Kanal,
fast-talking verses offer contemporary flair, but harmon-
ic panache, instrumental simplicity and a singalong cho-
rus pay homage to a time when hooks were more mean-
ingful than aligning with hostage-taking producers. At
last, we truly respect Stefani in the “Morning.”—CT

ERASURE
| Could Fall in Love With
You (4:03)
Producer: Gareth Jones
Writers: Clarke, Bel/
Publishers: Musical
Moments/Minotaur/Sony
Mute

The long-enduring Andy

Bell and Vince Clarke
have accomplished the seem-
ingly impossible. For nearly 30
years, despite changing moors
in pop tastemaking, they man-
aged to segue from contem-
porary to endearingly retro
back to refreshingly auspicious
with a pop/synth signature that
has only occasionally strayed. |
Could Fall in Love With You,”

AMY WINEHOUSE
Rehab (3:32)
Producer: Mark Ronson
Writer: A. Winehouse
Publisher: EM/ Ltd.
Universal Republic

Brit bad girl Amy Winehouse is one of the mainstream
print media breakouts of the year—and consumers are
responding, with debut “Back to Black” top five on the
Top Digital and Top Internet charts and top 10 on The
Billboard 200. So why the puzzling top 40 disconnect
in support of alluring first single “You Know That I'm
No Good”? Follow-up “Rehab” is all the more raucous,
as she spouts, “They tried to make me go to rehab but
| said ‘no, no, no’/Yes I’ve been black but when | come
back you'll know know know/| ain’t got the time”—
based on a true story of management trying to send
her away, defiance and subsequent firing of those
detractors. Again, a jazzy blues backdrop, complete
with bleating baritone sax, supports Winehouse’s old
soul Shirley Bassey-meets-Ella Fitzgerald vocals. A
better buzz than a double-gin martini.—C7
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from upcoming “Light at the
End of the World,” sounds like
so many beloved Erasure
songs—and what an acclama-
tion. Most acts ultimately “ma-
ture” into a parody of them-
selves or, in an attempt to
evolve, displace founding luster.

| Could Fall” is as indelible as
“Chains of Love,” "Chorus,” “A
Little Respect” and onand on.
Despite logging only three top
40 hits in the States, the duois
a persistent sellout whenever
they tour. Here's a bull's-eye to
the brain for proponents. Bravo
to the nth degree.—CT

JC CHASEZ
You Ruined Me (3:44)
Producers: Emmanuel
Kiriakou, JC Chasez
Writers: JC Chasez, E.
Kiriakou, J. Cates, L. Robbins
Publishers: various
Jive/Zomba
* After so many singles
where former’N Sync'er
JC Chasez attempted to prove
how far removed he is from his
pop roots—a la a bevy of
urban/hip-pop, drum’n’bass,
and faux rock—he at last sur-
renders to what he does best.
Granted, ballad “You Ruined
Me” resembles Nick Lachey’s
“What's Left of Me,"” but at this
stage it’'s make or break for
Chasez, and he delivers a song
that possesses a beautiful
melody and a fine, robust vocal.
It may not be groundbreaking,
nor break Chasez from the
pack, but is clearly his best
work to date.—~CT
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>>Some weeks the actiononthe
charts Is more exciting than other
times. This is one of those exciting
chart weeks, including a new record
for the biggest leap to No. 1on The
Hillboard Hot 100, MaroonS earns its
first chart-topper with a 64-1leap
for “Makes Me Wonder.” And there
are two debuts in the top ¥0, both by
“American Idol” winners: Carrie
Underwood (No. 6) and Kelly
Clarkson (No. 8). It’s the first time
there have been two debuts inthe
top 10 since June 2003, wnen Clay
Aiken and Ruben Studdard entered
at Nos. 1and 2, respectively.

>>Returning to the Hot 100 with
his third chart entry in five
cdecadesis Jeff Beck, whois
faatured on Clarkson’s other
debuting title, “Up to the
Mountain.” Beck’s singles have
charted in the ’60s, '80s and '00s.

Read Fred Bronson
every week at
billboard.com/fred.

Qver the Counter

GEOFF MAYFIELD gmayfield@billboard.com

For the first week in anyone’s memory,
Nielsen SoundScan reports album vol-
ume of less than 8 millior units. Accord-
ing to some of the voices at this year’s
NARM convention, reporting that de-
tail somehow compounds a problem
that seems too obvious to ignore.

One ofthe opinions raised by NARM
president Jim Donio in his opening ad-
dress to the trade group of music mer-
chants, and one of the questions raised
by a delegate when NPD Group analyst
Russ Crupnick conducted a research
presentation, implied that media atten-
tion to the music industry’s declining
sales somehow accelerates the erosion
of the CD.

In other words, if the business press
were to stop drawing attention to the
CD’s slowed pace, consumers might be
more eager to buy them. I'm not sure
whether “cart before the horse” or “the
chicken or the egg” is the more appro-
priate cliché to invoke, but blaming
today’s business climate on the media
feels like misdirected energy.

The simple facts are that even with
vigorous growth in digital distribution,
album sales are down almost 17% from
the same point of 2006, while album vol-
ume has declined in five of the last six
years. If [ tell you that a building is on

fire, that obsérvation won’t cause the
flames to rise higher.

[ felt similarly about the consterna-
tion that ensued when Amaechi
Uzoigwe, head of independent label
Definitive Jux, said during NARM’s
keynote panel that he might be more in-
clined to have an artist appear at an
Apple store than a music store.

Like it or not, Uzoigwe was simply
pointing out that young music fans are
not as inclined to visit a traditional
record store as you or [ did during our
high school and college years. Heck, in
my college days, I probably went to the
record store more often than I did the
grocery or the library, but that’s nothow
today’s young music lover scratches that
itch, according to the behavior of my
stepdaughter and every other young
music fan I know.

In an era when personal computers
and cell phones are practically staples,
those age groups more typically engage
in music discovery through MySpace
and other forms of social networking.

Thatreality does not diminish the im-
portance of browsing in a retail store,
or the helpful suggestion from an in-
formed clerk, but we need to reckon with
the plain truth that today’s teens and
young adults are less inclined to put

themselves in that environment.

I truly understand that the huge
ratings compiled by champ TV se-
ries “American [dol,” the plethora of
cable channels and Web sites that
cater to music experiences and the
growth of music options offered by
download merchants and cell phone
carriers provide ample proof that
kids still dig music. In fact, it might
well be that interest in music has
never been higher.

It's also clear that traditional music
stores and labels are having a tough time
translating that interestinto sales. Yet |
can’t help but think thaienergy directed
at blaming the messenger might be bet-
ter spent looking for new solutions.

WELCOME BACK: With The Billboard
200 sporting new entries by Neil
Sedaka (No. 22), Donny Osmond (No.
27), 72-year-old R&B singer Chuck
Brown (No. 37) and 60-year-old Rock
and Roll Hall of Fame inductee Patti
Smith (No. 60), you might wonder if
we've traveled back in time.

Each album offers proofthat while
we live in challenging times, there is
still life in the CD, particularly when
you're targeting a more mature
demographic.

IVIarI(et \A’ﬂt(:ll‘ A Weekly National Music Sales Report

Weekly Unit Sales

[
ALBUMS ALBUMS*
This Week 7,693,000 820,000
Last Week 8,163,000 902,000
Change -5.8% -9.1%
This Week Last Year 9,517,000 559,000
Change -19.2% 46.7%
“Digital album sales are alsc countee within album sales.

Weekly Album Sales (Million Units)
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A bulk of the 24,000 copies sold on
Sedaka’s “The Definitive Collection”
came via an appearance on QVC. The
nontraditional sector accounts for
more than 81% of the title’s first-week
sales, while downloads only pull 1% of
that take.

Downloads comprise about 10% of
the albums sold so far in 2007 but only
account for 5% of Osmond’s start and
less than 3% of Brown’s. Smith, who
probably interests young adults more
than the other three, draws about 12%
of her sales from the digital realm.

Meanwhile, a second-week decline of
58% cannot depose Avril Lavigne from
No. 1 (122,000 copies), while an opener
0f 98,000 places R&B singer Joe at No.
2, matching his career-best rank on The
Billboard 200. oee

FIgul are rounded.

of retail store and rack

I\. Nielsen

Year-To-Date SoundScan
DIGITAL
TRACKS 2006 w0 s Year-To-Date Album
15,128,000 OVERALL UNIT SALES Sales By Store Type
14,824,000 Albums 182,049,000 151,609,000 -16.7% 80 million units
219  Digital Tracks 185,128,000 280,767,000 51.7% o -
10242000  Sloresingles 1,129,000 705000  -376% B 06 m‘g |
ey Total 368,306,000 433,081,000 17.62% [ |
T Albums wiTER 200,561,800 179,685,700  -10.£% | | [
“Includes track equivalent album sates (TEA) with 10 track downloads equrvalert 60 . | :
to one album sale,
50 12
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o
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her highest-
charting album
since 1996's
“Gone Again”
debuted

and peaked

at No. 55.

ARCTIC MONKEYS
DOMINO 136° {15.98)
" CARRIE UNDERWOOD
ARISTA/ARISTA NASHVILLE 71197 RMG (18.98
MARTINA MCBRIDE
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UNIVERSAL REPUBLIC 008428/UMRG (10.98)
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MAKES ME WONDER
MAROONS (A&M/OCTONE/UNIVERSAL)

¢ GIRLFRIEND
AVRIL LAVIGNE (RCA/RMG)
GIVE IT TO ME
TiMBALAND (MOSLEY/BLACKGROUND/INTERSCOPE}
GLAMOROUS
FERGIE FEAT. LUDACRIS (WILL.[.AM/ASM/INTERSCOPE)
NEVER AGAIN
- KELLY CLARKSON (RCA AMG)
' I'LL STAND BY YOU
CARRIE L {FAEEMANTLE/19)
THE SWEET ESCAPE
GWEN STEFANI FEAT. AKON (INTERSCOPE)
DON'T MATTER
AKON (KONVICT/UPFRONT/SRC/UNIVERSAL MOTOWN)
| CUPID'S CHOKEHOLD
" _GY CLASS HERQES (DECAYDANCE/FUELED BY RAMENATLANTIGLAVA)
7 BECAUSE OF YOU
__NE-YO (DEF JAM/IDJMG)

E U + UR HAND
__PINK {LAFACE/ZOMBA)
" 1£ BUY U A DRANK (SHAWTY SNAPPIN)
T-PAIN FEAT. YUNG JOC (KONVICT/NAPPY BOY/JIVE/ZZOMBA
LAST NIGHT
DIDDY FEAT. KEYSHiA COLE (BAD BOY/ATLANTIC)
| TRIED
BONE THUGS-N-HARMONY FEAT AKON (FULL SURFACEMNTERSCOPE)
BEFORE HE CHEATS
CARRIE UNDERWOOCD (ARISTA/ARISTA NASHVILLE/RMG

g g BEAUTIFUL LIAR
BEYONCE & SHAKIRA (MUSIC WORLD/COLUMBIA)

E SUMMER LOVE
b JUSTIN TIMBERLAKE (JIVE/ZOMBA)
. .. THIS IS WHY I'M HOT
.IE&EE 12- “ MIMS (CAPITOL‘
HOME
DAUGHTRY (RCA/AMG)
X3 FACE DOWN
THE RED JUMPSUIT APPARATUS (VIRGIN)
"POP, LOCK & DROP IT
™ HUEY (HITZ COMMITTEE/JIVE/ZOMBA)
IF EVERYONE CARED
. NICKELBACK (RDADRUNNER/ATLANTIC/LAVA}
THE WAY | LIVE
BABY BOY DA PRINCE FEAT. LIL BODSIE (UNIVERSAL REPUBLIC)
IT'S NOT OVER
DAUGHTRY (RCA HMG)
WHAT GOES AROUND...COMES AROUND
._JUSTIN TIMBERLAKE (JIVE/ZOMBA)

SAY IT RIGHT
18 23‘ NELLY FURTADQ \MOSLEY/GEFFEN)

| _THE WHITE STRIPES (THIRD MAN/WARNER BROS.)

BETTER THAN ME
| HINDER (UNIVERSAL REPUBLIC)
. WHAT I'VE DONE
?ﬂKIN PARK (MACHINE SHOP/WARNER BROS.)
I'M A FLIRT
| R. KELLY OR BOW WOW (FEAT. T3. & T-PAIN) (COLUMBAVJVEZOMBA)
THNKS FR TH MMRS
FALL OUT BOY (FUELED BY RAMEN/ISLAND/I0JMG)
LIKE A BOY
" CIARA (LAFACE/ZOMBA)
- GO GETTA
- YOUNG JEEZY FEAT. R. KELLY (CORPORATE THUGZ/DEF JAWIUMG)
~ OVERIT
] KATHARINE MCPHEE (RCA/RMG)
OUTTA MY SYSTEM
. _BOW WOW FEAT. T-PAIN & JOHNTA AUSTIN (COLUMBIA)
UMBRELLA
RIHANNA FEAT. JAY-2 (SRP/DEF JAM/IDJMG)
WE TAKIN' OVER
0J KHALED (TERROR SQUAD/KOCH)
~ LOST WITHOUT U
ROBIN THICKE (STAR TRAK/INTERSCOPE)
IRREPLACEABLE
BEYONCE (COLUMBIA
HEY THERE DELILAH
PLAIN WHITE T'S (HOLLYWOOD)
BIG GIRLS DON'T CRY
FERGIE (WILL.I.AM/A&M/INTERSCOPE)
STOLEN
DASHBOARD CONFESSIONAL (VAGRANT/INTERSCOPE)
GET IT SHAWTY
LLOYD (THE INC./UNIVERSAL MOTOWN}
WITH LOVE
__HILARY DUFF (HOLLYWOOO)
BOSTON
AUGUSTANA (EPIC)
THIS AIN'T A SCENE, {T'S AN ARMS RACE
* FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG)
2 STEP
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_KELLY CLARKSON FEAT. JEFF BECK (FREEMANTLE/19)
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1™

|1

4.

14 2]

ARTIST (IMPRINT / PROMOTION LABEL) 59

THROW SOME D'S
RICH BOY FEAT. POLOW DA DON (ZONE 4/INTERSCOPE)

TH'L.E
ARTIST (IMPRINT . PROMOTION wm)

BREAK IT OFF
RIHANNA & SEAN PAUL (SRP/DEF JAM/IDJMG)

ICE BOX
OMARION (T.U.G /COLUMBIA)

ROCK YO HIPS
CRIME MDB FEAT. LIL SCRAPPY (CRUNK/BME/REPRISE)

SHE'S LIKE THE WIND
LUMIDEE FEAT. TONY SUNSHINE (M> 1/TVT)

TEARDROPS ON MY GUITAR
TAYLOR SWIFT (BIG MACHINE)

CANDYMAN
CHRISTINA AGUILERA (RCA/RMG)

FOREVER
PAPA ROACH (EL TONAL/GEFFEN)

SIGNAL FIRE
SNOW PATROL (RECORD COLLECTION/REPRISE)

KEEP HOLDING ON
AVRIL LAVIGNE (FOX/RCA/RMG)

WASTED
CARRIE (ARISTA/ARISTA NASHVILLE/RMG)

LAST DOLLAR (FLY AWAY)
TiM MCGRAW (CURB)

DOE BOY FRESH
THREE 6 MAFIA FEAT, CHAMILLIONAIRE (HYPNOTIZE MINDS/COLLIVIBLR)

LITTLE WONDERS
ROB THOMAS (4ALT OISNEY/MELISMA/ATLANTIC)

MAKE IT RAIN
FAT JOE FEAT, LIL WAYNE (TERROR SQUAO/IMPERIALVIRGIN)

ANYWAY
MAHTINA MCBRIOE (RCA NASHVILLE)

TELL ME
OIDDY FEAT. CHRISTINA AGUILERA (BAD BOY/ATLANTIC)

WAIT FOR YOU

ELLIOTT YAMIN (HICKORY)

YOU RAISE ME UP

JOSi GROBAN & THE AFRICAN CHILDREN'S €HOIR (FREEMANTLE/19)

TICKS
BRAD PAISLEY (ARISTA NASHVILLE)

GRACE KELLY

|_MIKA (CASABLANCA/UNIVERSAL REPUBLIC)

YOU
LLOYD FEAT. LIL' WAYNE (THE INC /UNIVERSAL MOTOWN)

READ MY MIND
THE KILLERS (ISLAND/IDJMG)

YOU KNOW I'M NO GOOD
AMY WINEHOUSE FEAT GHOSTFACE KILLAH (UNVERSAL REPUBLIC)

NOTHING LEFT TO LOSE
MAT KEARNEY (AWARE/COLUMBIA)

WE FLY HIGH
JiM JONES (KOCH)

LIKE THIS
KELLY ROWLANO FEAT. EVE (MUSIC WORLD/COLUMBIA)

INTO THE OCEAN
BLUE OCTOBER (UNIVERSAL MOTOWN)

PAIN
THREE DAYS GRACE (JIVE/ZDMBA)

STAND
RASCAL FLATTS (LYRIC STREET)

SNOW ((HEY OH))
RED HOT CHILI PEPPERS (WARNER BRDS.)

SMILE
LILY ALLEN (CAPITOL)

| DON'T NEED A MAN
THE PUSSYCAT DOLLS (A&M/INTERSCOPE)

LOOK AFTER YOU

. _THE FRAY (EPIC}

GOOD DIRECTIONS

~_BiLLY CURRINGTON (MERCURY)

LOST IN THIS MOMENT
BIG & RICH (WARNER BROS (NASHVILLE)/WRN)

TOP BACK
T1. (GRAND HUSTLE/ATLANTIC)

RUNAWAY LOVE
LUDACRIS FEAT. MARY J. BLIGE (DTP/DEF JAM/IDJMG)

REHAB

AMY WINEHOUSE (UNIVERSAL REPUBLIC)

- ON THE HOTLINE
- _PRETTY RICKY (BLUESTAR ATLANTIC)

A DIFFERENT WORLD
BUCKY COVINGTON {LVRIC STREET)

SHORTIE LIKE MINE
BOW WOW FEAT. CHRIS BROWN & JOHNTA AUSTIN (COLUMBIA)

SETTLIN'
SUGARLAND (MERCURY)

- THE GREAT ESCAPE

80YS LIKE GIRLS (COLUMBIA)

APOLOGIZE
TIMBALAND FEAT ONE REPUBLIC (MOSLEY/BLACKEROUND)INTERSCOPE)

BRIANSTORM
ARCTIC MONKEYS (OOMING/WARNER BROS.)

I'M THROWED
PAUL WALL FEAT JERMAINE DUPRI (SWISHAHOUSE/ASYLUMVATLANTIC)

LONG TRIP ALONE
DIERKS BENTLEY (CAPITOL NASHVILLE)

DIG
INCUBUS (IMMORTAL/EPIC)

ALL GOOD THINGS (COME TO AN END)
NELLY FURTAQO (MOSLEY/GEFFEN)
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LISTEN
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EVERY DAY IS EXACTLY THE SAME
' HINE INCH NAILS (NOTHING/INTERSCOPE)
ALL MY LIFE
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'SNOOP DOGG
DOGGYSTYLE/GEFFEN 008023*/IN"ERS® OPE (13.98)

Ain't Nothing Like Me

Tha Blue Carpe: Treatment

e | || CHUCK BROWN
£ FULL CIRCLE 15/RAW VENTURE (17.98)

BRIAN MCKNIGHT

We're About The Business WARNER BROS. 44468 (18.98)

} ROBIN THICKE
STAR TRAK 006146"/INTERSCOPE (9 98)

The Evolution Of Robin Thicke

NE-YO
| DEF JAM 004934°/IDJMG (13.98)

MUSIQ SOULCHILD
ATLANTIC 105404/AG (18.98)

CHRISTINA AGUILERA

Luvanmusiq RCA 82609/AMG (22 98)

AKON

KONVICT/UPFRONT/SRC/UNIVERSAL MOTDWN 007968*/UMRG (13.98)

JIM JONES

Konvicted KDCH 5964 (17.98)

Ten .
n My Own Words
Back "o Basics
Hustler's PO.M.E. (Product Of My Environment)

’ JILL SCOTT
T I HIDDEN BEACH 00019 (18.98)

Jill Scott Collasorations

| STEPHEN MARLEY
| GHETTO YOUTHS/TUFF GONG/UNIMERSAL REPUBLIC 008354/UMRG (13 98)

Mind Control

YOUNG BUCK i
6-UNIT 008030*/INTERSCDPE (13.98) Buck The World
LLOYD

THE INC./UNIVERSAL MOTOWN 008554/UMRG (13.98) Street Love
BEYONCE v
COLUMBIA 90920*/SONY MUSIC (18.98) B'Day

KIRK FRANKLIN
£0 YO SOUL/GOSPO CENTRIC 71019/ZCMBA (18.98)

=

TIMBALAND
MOSLEY/BLACKGROUND 008594*/INTERSCOPE (13.98

THE GAME
GEFFEN 007933*/INTERSCOPE {1%.98)

Timbaland Presents Shock Value -

PAUL WALL
SWISHAHOUSE/ASYLUM/ATLANTIC 101555/AG (18.98)

VARIOUS ARTISTS
SHADY 007885*/INTERSCOPE (13.98)

Get Money Stay True E'

Doctor's advocate

Eminem Presents: The Re-Up

NORMAN BROWN
PEAK 30218/CONCORD (18.98)

1 1 OMARION

AMY WINEHOUSE
UNIVERSAL REPUBLIC 008426/UMRG (10.98)

Stay With Me
Back To Black

RICH BOY
ZONE 4 008556*/INTERSCOPE (10.98)

Rich Boy JIVE 82876/Z0MBA (18.98) ®

TG /EPIC/COLUMBIA 81038*/S08Y MUSIC (18.98) 21
ELISABETH WITHERS

BLUE NOTE 68171/BLG (17.98) iGanitigppeniTarAnyone l
CHRIS BROWN Cheis Brown B

VARIOUS ARTISTS
EMI/SONY BMG/UNIVERSAL/ZOMBA 88505/CAPITOL (18.98)

TRICK DADDY
SLIP-N-SLIDE/ATLANTIC 83815*/AG (1E98)

NOw 24

Back By Thug Demand

JUSTIN TIMBERLAKE
JIVE 88062*/Z0MBA (18.98)

SLIM THUG PRESENTS EOSS HOGG OUTLAWZ
BOSS HOBG OUTLAWZ 5526/K0CH (17.38)

FutureSex/LoveSounds

Serve & Collect

MIMS
CAPITOL 84824* (12.98)

T
GRANO HUSTLE/ATLANTIC 83800*/AG #8.98) ®

Music ts My Savior.

VARIQOUS ARTISTS
DOGGYSTYLE 5545/KOCH (17.98)

TYRESE (AKA BLACK-TY
J 78963/RMG (18.98)

Snoop Dogg Presents The Big Squeeze

CORINNE BAILEY RAE
CAPITOL 66361 (12.98)

LIL WAYNE

Corinne Bailey Rae CASH MONEV/UNIVERSAL MOTOWN 00: 124*/UMRG (13.98)

GERALD LEVERT
B _ATLANTIC 100341/AG (18.98)

SUNSHINE ANDERSON
MUSIC WORLD 010 {15.98)

In My Songs ..

Sunshine At Midnight

MARQUES HOUSTON

T.U.G./UNIVERSAL MOTOWN 007925/UMRG (13.98)
LE33) JOSS STONE

(LT 00 ViR 76268+ (18.98) ©

VARIOUS ARTISTS
STAX 2294/CONCDRD (18.98)

Veteran !.

Introducing Joss Stone @ 4

YOUNG JEEZY
CORPORATE THUGZ/OEF JAM 007227*/10JMG (13.98)

The Inspiration

"FANTASIA
J 78962/RMG (18.98)

TOP

Fantasia

CIARA
LAFACE 03336/Z0MBA (18.98) @

Ciara: The Evolution

REGGAE ALBUMS .

.. BBALL & MJG
BAD BOY SOUTH/BAD BOY 83970°/AG (18.98)

Ridin High

DEVIN THE DUDE
J PRINGE/RAP-A-LDT 4 LIFE 68563/ASYLUM (17.98)

Waitin’ To Inhale STEPHEN MARLEY 1

PRETTY RICKY
BLUESTAR/ATLANTIC 94603/AG (18.98)

- 4l GHETTO YOUTHS/TUFF GONG/L NIVEISAL REPUBLIC 008354/UMRG.-

Interpretations: Celebrating The Music Of Earth, ‘Wind & Fire
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Mind Controt

Late Night Special

CRIME MOB
CRUNK/G'S UP/REPRISE 44298/WARNER BROS. (18.98)

. MADACY SPECIAL PRODUCTS 52245/MADACY

Foreve~ Bob Marley

Hated On Mostly DAMIAN "JR. GONG" MARLEY

GHETTO YOUTHS/TUFF GONG/UNIVERSAL RESUBLIC 005416%/UMRG

‘Welcome To-Jamroek:

J MOSS

PAJAM/GOSPO CENTRIC 87214/Z0MBA (18 98) va... SEAN PAUL The Trinity
REDMAN V/ATLANTIC 83788%/AG !

DEF JAM 003309/1DJ1G (13.98) Red Gone wild MATISYAHU

ANTHONY HAMILTON
MEROVINGIAN 002/IMPERIAL (17.98)

OR/EPIC 97695*/SONY MUSIC

Youth

Southern Comfort ZIGGY MARLEY

TJFF GONG 6072

Love le My Religion

Greatest Hits| NATURAL VIBRATIONS

BIRDMAN & LIL WAYNE

NATURAL VIBRATIONS 0005

Frcm The Heart

Like Father, Like Son

LUMIDEE
M>1 2900/TVT (17.98)

ISLAND/TUFF GONG 005723/UME/IDJMG

CASH MONEY/UNIVERSAL MOTOWN 007563*/UMRG (13.98) MA

EM ACY GRAY : e WSTORAPIE 0227508y WIS ® IS THEC g g
WILL.LAM/GEFFEN 00B576/INTERSCOPE (13.98) BIG m LADY SAW walk Out
DIDDY VP 1753*
BAD BOY 83864/46 (18.98) PSSR B0B MARLEY AND THE WAI_ERS Africa Unite: The Singias Collection

Unexpected Hm

DOGBOY

LIL' FLIP
ASYLUM 43269/WARNER BROS. (18.98)
LI UNK

! 4 BIG 00MP.5973/KOCH (17.98)

SUBURBAN NOIZE 78

Rebel Riddim

e

| Need Mine $$

JOSEPH ISRAEL
[ L ONS OF ISRAEL 7738

Gone are The Days

Beat'n Down Yo Block 21 RICHIE SPICE

BABY BOY DA PRINCE
EXTREME/TAKE FO'/UNIVERSAL REPUBLIC 007608/UM3G (13.98) @

5TH ELEMENT 1748*/VP @

In The Streets To Africa

ACroSSATHENater MADINE SUTHERLAND

TAMIA
| PLUS 1 3784/IMAGE (15.98)

EIGHT76 7152/C.E.D. ENTERTAINMENT

Call My Name

Between Friendsﬂ.

BUJU BANTON

DENIECE WILLIAMS
SHANACHIE 5785 (18.98)

GARGAMEL 10014*

Love, Niecy Style .-

SOUNDTRACK
MUSIC WORLD/COLUMBIA 88953/SONY MUSIC (18.98°

Dreamgirls

MARY J. BLIGE
MATRIARCH/GEFFEN 008112*/INTERSCOPE (13.98)

Reflections (A Retrospective)

SA-RA
BABYGRANDE 313 (17.98)

BETWEEN THE BULLETS

rgeorge@oillboard.com

The Hollywood Recordings

JOHN LEGEND
6.0.0.0./COLUMBIA 80323/SONY MUSIC (18.98)

Once Again

BOwW WOW
CDLUMBIA 87932/SONY' MUSIC (18.98)

‘ s Go-go music icon Chuck Brown arrives at No. 2
The Price Of Fame

SOUNDTRACK
ATLANTIC 94676/AG (18.98)

on Top R&3/Hip-Hop Albums and Mo. 37 on
The Billboard 200 with “We're Abcut -he Busi-

Tyler Perry's Daddy's Little Girls

JAY-Z
ROC-A-FELLA/DEF JAM 008045*/IDJMG (19.98) ®

Kingdom Come ness.” Perhaps it’s no surprise

JOELL ORTIZ
LUSH LIFE 5529/KOCH (17.98)

The Brick that 76% of the Washington,

LUDACRIS
DTP/DEF JAM 007224/1DJMG (13.98)

Release Therapy D.C., native's overall sales came

PRODIGY
THE INFAMOUS 5534/KOCH (17.98)

from his hometown. Brown,
Return Of The Mac
who spent most of release week

) MARY J. BLIGE
MATRIARCH/GEFFEN 005722*/INTERSCOPE (13.98/8.68)

) NAS
DEF JAM/COLUMBIA 007229*/10JMG (13.98)

| LIL'BOOSIE
TRILL 68587/ASYLUM (18.98)

5 ELLIOTT YAMIN
HICKORY 90019 (18.98)

Data for week of MAY 12, 2007 |

For chart reprints call 646.654.4633

Too Bad

TWO BROWNS BOW, NIECY RETURNS

since 1979’s “Bustin’ Loose.” That ffort held Lis
previous peak on the R&B chart at No. 5.
Meanwhile, Joe notches his secend chart-top-

per (see Over ~he Counter,
page 39), Norman Brown
hits a new high (No. 11) with
his first No. 1 on Top Con-
temporary Jazz, and Deniece

ThelBreakthrough hyping the album in the D.C. Williams debuts at No. 41
Hip Hop Is Dead ! area, has earned critical raves with her highest charting al-
Bad Azz for the set. It’s his first new stu- bum since 1987.
o dio album of original material —Keith Caulfield
Go to www.billboard.biz for complete chart data | 45
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R&B/HIP-HOP AIRPILAY.

I

HOT RRB/HIP-HOP AIRPLAY:

Ty S

T-PAIN FEAT. YUNG JOC (KONVICT/NAPPY BOYAIVE/ZOMBA)

LOST WITHOUT U
ROBIN THICKE (STAR TRAK/INTERSCOPE)

I’'M A FLIRT
R. KELLY OR BOW WOW (FEAT. T. & T-PAIN) (COLUMBIA/JIVE/ZOMBA)

BUDDY
MUSIQ SOULCHILD (ATLANTIC)

DON'T MATTER
AKON (KONVICT/UPFRONT/SRC/UNIVERSAL MOTOWN)

LIKE A BOY

| CIARA (LAFACE/ZOMBA)

GET IT SHAWTY
LLOYD (THE INC /UNIVERSAL MOTOWN)

. BECAUSE OF YOU

NE-YO (DEF JAM/IDIMG)

PLEASE DON'T GO
TANK (GOOD GAME/BLACKGROUND/UNIVERSAL MOTOWN)

POP, LOCK & DROP IT
HUEY (HITZ COMMITTEE/JIVE/ZOMBA)

ROCK YO HIPS
CRIME MOB FEAT. LIL SCRAPPY (CRUNK/BME/REPRISE/WARNER BROS.)

PARTY LIKE A ROCKSTAR
SHOP BOYZ (ONDECK/UNIVERSAL REPUBLIC)

2 STEP
UNK (BIG OOMP/KOCH)

WHEN | SEE U
FANTASIA (J/RMG)

LAST NIGHT
DIDDY FEAT. KEYSHIA COLE (BAD BOY/ATLANTIC)

OUTTA MY SYSTEM
BOW WOW (COLUMBIA)

WIPE ME DOWN
LIL BOOSIE FEAT. FOXX & WEBBIE (TRILL/ASYLUM/ATLANTIC)

LIKE THIS
KELLY ROWLAND FEAT. EVE (MUSIC WORLO/COLUMBIA)

IF | WAS YOUR MAN
JOE (JIVE/ZOMBA)

POPPIN’
CHRIS BROWN FEAT. JAY BIZ (JIVE/ZOMBA)

THIS IS WHY 'M HOT
MIMS (CAPITOL)

YOU
LLOYD FEAT. LIL WAYNE (THE INC /UNIVERSAL MOTOWN)

COME WITH ME
SAMMIE (ROWDY/UNIVERSAL MOTOWN)

IN MY SONGS
GERALD LEVERT (ATLANTIC)

TEACHME

|| MUSIQ SOULCHILD (ATLANTIC)

or R&B/HIP-HOP
SINGLES SALE

CRYSTAL DOVE STARRING DICE GAMBLE (KINGS MOUNTAM

FIRE
RAZ B (RAZ BEATZ/FACE2FACE)

WORLDWIDE
JACKIE CHAIN (TOUCHZONE/FACE2FACE)

COUNTRY BOYZ
BIG WYNN FEAT. GET COOL (W.E.M.G )

GOT BUMP IN DA TRUNK
SHELBY ST. JAMES FEAT. THE TRUTH (SHUGA SHACK)

I'M JUST DOING ME
MO KOUNTRY FEAT. SUNNY VALENTINE (STREET TALK)

CHECK MY FOOT WORK
MR. BIGE-TIME (1803)

BUSSA MOVE
STEVE AUSTIN FEAT. TUM TUM (YMC)

GET TO THE MONEY
REEC (BULLS EYE/FACE2FACE)

LISTEN
BEYONCE (MUSIC WORLD/COLUMBIA)

WHAT BOYZ LIKE
PIT & CROW (BLACK 8)

INSIDE OUT
TEMAR UNDERWOOD (KINGS MOUNTAIN)

BOSSMAN
DL (TRIPLEBEAM)

TONIGHT (TONIGHT IS THE NIGHT)
SILVA JAGUAR (SILVA JAGUAR/RPM CONSULTING)

I'M A FLIRT
R. KELLY FEAT. .. & T-PAIN (COLUMBIA/JIVE/ZOMBA)

I'M ON IT
LENARD FEAT. PAPA REU (CLEARVISION)

UNTIL THE END OF TIME
FREDDIE JACKSON (ORPHEUS)

| THROW SOME D’S

RICH BOY FEAT. POLOW DA DON (ZONE 4/INTERSCOPE)

THIS IS WHY I'M HOT
MIMS (CAPITOL)

| REMEMBER...
MELI'SA MORGAN (LU ANN/ORPHEUS)

BOY LOOKA HERE
RICH BOY (ZONE 4/INTERSCOPE)

COME CLOSE
30 (BODY HEAD)

U SHOULDA SEEN HER ON MYSPACE
JUD NESTER (ABSTRACT WORKSHOP)

LAST NIGHT

" _DIDDY FEAT. KEYSHIA COLE (BAD BOY/ATLANTIC)

10 T-PAIN FEAT. YUNG JOC (KONVICT/NAPPY BOY/JIVE/ZOMBA)

BUY U A DRANK (SHAWTY SNAPPIN')

Go to www.billboard.biz for complete chart data

WE TAKIN' OVER
0J KHALED (TERAOR SQUAO/KOCH)

{CE BOX
OMARION (T.U.G/COLUMBIA)

BIG THINGS POPPIN’ (DO IT)
T.. (GRAND HUSTLE/ATLANTIC)

UPGRADE U
BEYONCE FEAT. JAY-Z (COLUMBIA)

STRAIGHT TO THE BANK
50 CENT (SHADY/AFTERMATH/INTERSCOPE)

GET ME BODIED
BEYONCE (MUSIC WORLD/COLUMBIA)

STRUGGLE NO MORE (THE MAIN EVENT)
ANTHONY HAMILTON, JAHEIM & MUSIQ SOULCHILD (ATLANTIC)

TOP BACK
T.. {GRAND HUSTLE/ATLANTIC)

UMBRELLA
RIHANNA FEAT. JAY-Z (SRP/DEF JAM/IDJMG)

UNTIL THE END OF TIME
JUSTIN TIMBERLAKE (JIVE/ZOMBA)

MAKE YA FEEL BEAUTIFUL
RUBEN STUDDARD (J/RMG)

LiP GLOSS
LIL MAMA (JIVE/ZOVBA)

1ST TIME

YUNG JOC FEAT. MARQUES HOUSTON & TREY SONGZ (BLOCK/BAD BOY SOUTH/ATLANTIC)

ANONYMOUS
BOBBY VALENTING FEAT. TIMBALAND (OTP/DEF JAM/IDJMG)

TAKE ME AS | AM
MARY J. BLIGE (MATRIARCH/GEFFEN/INTERSCOPE)

GLAMOROUS
FERGIE FEAT. LUDAGRIS (WILL | AM/A&M/INTERSCOPE)

IT'S ME SNITCHES
SW12Z BEATZ (UNIVERSAL MOTOWN)

PROMISE
CIARA (LAFACE/ZOMBA)

THROW SOME D'S
RICH BOY FEAT. POLOW DA DON (ZONE 4/INTERSCOPE)

GO GETTA
YOUNG JEEZY FEAT. R. KELLY (CORPORATE THUGZ/OEF JAM/IDJMG)

CAN'T GET ENOUGH
TAMIA (PLUS 1/IMAGE)

MAKE ME BETTER
FABOLOUS FEAT. NE-YO (DESERT STORM/OEF JAM/IDJMG)

WALK IT OUT
UNK (BIG OOMP/KOCH)

WE RIDE ({l| SEE THE FUTURE))
MARY J. BLIGE (MATRIARCH/GEFFEN)

WHAT’S MY NAME
BRIAN MCKNIGHT (WARNER BROS )

il T-PAIN FEAT. YUNG JOC (KONVICT/NAPPY BOY/JIVE/ZOMBA)

OUTTA MY SYSTEM
BOW WOW (COLUMBIA)

GLAMOROUS
FERGIE FEAT. LUDACRIS (WILL | AM/A&M/INTERSCOPE)

1 TRIED
BONE THUGS-N-HARMONY FEAT. AKON (FULL SURFACE/INTERSCOPE)

GIVE IT TO ME
TIMBALAND (MOSLEY/BLACKGROUND/INTERSCOPE)

DON'T MATTER
AKON (KONVICT/UPFRONT/SRC/UNIVERSAL MOTOWN)

THIS IS WHY I'M HOT
MIMS (CAPITOL)

LAST NIGHT
DIDDY FEAT. KEYSHIA COLE (BAD BOY/ATLANTIC)

LIKE A BOY
CIARA (LAFACE/ZOMBA)

BECAUSE OF YOU
NE-YO (OEF JAM/IDJMG)

GET IT SHAWTY
LLOYD (THE INC /UNIVERSAL MOTOWN)

I'M A FLIRT
R. KELLY OR BOW WOW (FEAT. T.. & T-PAIN) (COLUMBIA/JIVE/ZOMBA)

POP, LOCK & DROP IT
HUEY (HITZ COMMITTEE/JIVE/ZOMBA)

YOU
LLOYD FEAT. LI WAYNE (THE INC./UNIVERSAL MOTOWN)

UMBRELLA
RIHANNA FEAT. JAY-Z (SRP/DEF JAM/IDJMG)

GO GETTA
YOUNG JEEZY FEAT. R. KELLY (CORPORATE THUGZ/DEF JAM/IDJMG}

. 2 STEP

UNK (BIG OOMP/KOCH)

ICE BOX
OMARION (T.U.G /COLUMBIA)

THE WAY | LIVE
BABY BOY DA PRINCE FEAT. LIL BOOSIE (UNIVERSAL REPUBLIC)

CUPID’S CHOKEHOLD

GYM CLASS HERQES FEAT. PATRICK STUMP (DECAYDANCE/FUELED BY RAMEN/ATLANTIC/LAVA)

SAY IT RIGHT
NELLY FURTAOD (MOSLEY/GEFFEN/INTERSCOPE)

ROCK YO HIPS
CRIME MOB FEAT. LIL SCRAPPY (CRUNK/BME/REPRISE/WARNER BROS.)

THROW SOME D’S
RICH BOY FEAT. POLOW OA BON (ZONE 4/INTERSCOPE)

PARTY LIKE A ROCKSTAR
SHOP BOYZ (ONDECK/UNIVERSAL REPUBLIC)

PUSH IT BABY
PRETTY RICKY (BLUESTAR/ATLANTIC)
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SALES DATA
COMPILED BY
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Nielsen Nielsen

Broadcast Data SoundScan
Systems

AIRPLAY
MDNITORED BY

T ADULT R&B..

=l P

THOUT U
£ ROBIN THICKE (STAR TRAKIINTEIEGOPE)
PLEASE DON'T GO
TANK (GOOD GAME/BLACKGROUND/UNIVERSAL MOTOWN)
BUDDY
MUSIC SOULCHILD (ATLANTIC)
IN MY SONGS
GERALO LEVERT (ATLANTIC)
IF | WAS YOUR MAN
JOE (JIVE/ZOMBA)
STRUGGLE NO MORE (THE MAIN EVENT)
ANTHONY HAMILTON, JAHEIM & MUSIQ SOULCHILD (ATLANTIC)
MAKE YA FEEL BEAUTIFUL
RUBEN STYDDARD (J/RMG)
WHAT'S MY NAME
BRIAN MCKNIGHT (WARNER BROS))
TAKE ME AS | AM
MARY J. BLIGE (MATRIARCH/GEFFEN/INTERSCOPE)
WHEN | SEE U
FANTASIA (J/RMG)
AND | AM TELLING YOU I'M NOT GOING
JENNIFER HUDSON (MUSIC WORLD/COLUMBIA)
SHOO BE DOO (NO WORDS)
MACY GRAY (WILL.I AM/GEFFEN)
CAN'T GET ENOUGH
B TAMIA (PLUS 1/IMAGE)
DJ DON'T
GERALD LEVERT (ATLANTIC)
MORE THAN FRIENDS
| FREDDIE JACKSDN (ORPHEUS)
. SIMPLE THINGS
ELISABETH WITHERS (BLUE NOTE/VIRGIN)
i . TEACHME

. MUSIQ SGULCHILD (ATLANTIC)

FORCE OF NATURE
SUNSHINE ANDERSON (MUSIC WORLD)

DEEPER STILL
RICK JAMES (STONE CITY)
m. CAN U BELIEVE

ROBIN THICKE (STAR TRAK/INTERSCOPE)
BECAUSE OF YOU
NE-YO (DEF JAM/IDJMG)
TELL ME WHAT WE'RE GONNA DO NOW
0SS STONE FEAT. COMMON (VIRGIN)
2 PIECES
CARL THOMAS (UMBRELLA/BUNGALO)
VALENTINE
LLOYD (THE INC /UNIVERSAL MOTOWN)

| APOLOGIZE
K-C1 (HEAD START/BUNGALO)

r HITPREDICTOR

promosquad

T-FAIN FEAT. YUNG JOC

ClARA

LLDYD

NE-¥O

TANK

¢r SHOP BOYZ

FANTASIA

BCY WOW FEAT. F-PAIN & JOHNTA AUSTIN

KELLY ROWLAND FEAT. EVE
SAMMIE
DJRHALED F AKON. RICK ROSS, FAT JOE, LIL’ WAYNE & BABY
BCEBY VALENTINO

1t FABOLOUS FEAT. NE-YO

PAJL WALL FEAT. JERMAINE DUPRI

r MARIO

MW FEAT. LIL WAYNE

BEYONCE & SHAKIRA

T-FAIN FEAT. YUNG JOC
BCGAE THUGS-N-HARMONY FEAT AKON
TIMBALAND FEAT. NELLY FURTADO & JUSTIN TIMBERLAKE

ClaRA

UNK

CREME MO3

£r SHOP BOYZ

LUDACRIS

BCEBY VALENTINO

KE_-Y ROV/ILAND FEAT. EVE

PA JL WALL FEAT. JERMAINE DUPR!

DJ KHLAED FEAT. T, AKON, RICK ROSS, FAT JOE. LIL WAYNE & BABY

DESPSIDE
fr FABOLOUS FEAT. NE-YO

ADULT R&B AND RHYTHMIC AIRPLAY: 72 adult R&B stations and 68 rhythmic stations are
electranically monitored by Nielsen Broadcast Data Systems, 24 hours a day, 7 days a week. © 2007
Nielsers Business Media, Inc. and Nielsen SoundScan, Inc. HOT R&B/HIP-HOP SINGLES SALES: this
data 15 used to compile Hot R&B/Hip-Hop Songs. © 2007 Nielsen Business Media, Inc. and Nielsen
Soundtcan, Inc. HITPREDICTOR: © 2007, Promosquad and HitPredictor are trademarks of

Think Fast LLC.
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Nielsen
SoundScan
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@ (‘ OUNTRY. SONGS

B

TITLE
PRODUCER (SONGWRITER}

MPEINT 8 NUMBER / PROMOTION LABEL

Artist

TITLE
PRODUCER (SONGWRITER}

See below for cempiete legend informetion

Artist
IMPRINT & NUMBER / PLOMOT ON LABEL

0 9 STAND Rascal Flatts 32 THAT KIND OF DA~ Sarah Buxton 20
D.HUFF,RASCAL FLATTS 1B.DALY.D. ORTON) _ ® LYRIC STREETO. D HUFF.C WISEMAN (S.BJXTCN.J,STOVER,G.BARNHILL) LYRC STREET .
F i3 3 SETTLIN’ Sugarland 35 DIRTY GIRL Tewi Clark 32
B.GALLIMORE,K.BUSH,J NETTLES (J.NETTLES,K.BUSH.T.OWENS) ® MERCURY G FUNDIS {3 RUTHERFORD,T. sHAPIRQ) ® m
i] = WASTED Carrie Underwood 4 | NEED YOU Tim McGraw Wdth Faith Hill 33
P M.BRIGHT (TVERGES,M GREEN, H.LINDSEY) ® ARISTA/ARISTA NASHVILLE . B.GALLIMORZ, T MCGRAW,D.SITH {D.C LEE T.LANE) ® CURE
o N e GOOD DIRECTIONS Billy Currington Hiew single is 36 LIVIN' OUR LOVE £ONG Jason Michael Carrol 34
- C CHAMBERLAIN (L BRYAN R THI30DEAU) ® MERCURY S‘ngefs th"d ! D.GEHVAN (J.M.CARROLL,G. 4ITCHELL. T.GALLOWAY) ® ASTA BASHVILLE i
o 5 7 HIGH MAINTENANCE WOMAN Toby Keith op 40 entry. 43 FALL Clay Walker a5
N = TKEITH (T KEITH, T WILSON,D.SIVPSON) ® SHOW 00G NASHVILLE P _ = K.STEGALL (S.MILLS,S.LEMARE,S. MINOR} ® ASY_UM-CURE Y
© o AwouaNsiOovE Alan Jackson Lio B 27 TENNESSEE The Wreckers g
‘ A.KRAUSS (A.JACKSIN) @O ARISTA NASHVILLE “One Wing in J.LEVENTHAL.R.DEPOFI J HA3P) © MAVERICK/WARNER FROS /WRHM -
€ 10 3 MOMENTS Emerson Drive he Fire,” a8 SAY YES Dusty Drake 36
B £ J LED, T.GENTRY (A TATE,S TATE,™.BERG) ® MIDAS/NEW REVOLUTION pe*m atNo " D DRAKE B CECKER (B.JAME ,D.SCHLITZ.).TURNER) ® BIL MACHINE '
; 8 1 TICKS Brad Paisley in Febe : 40 (YOU WANT TO) MMKE A MEMORY Eon Jov 35
., FROGERS (B.PAISLEY.K LOVELACE T.OWENS) @ ARISTA NASHVILLE n 3 uary D.HUF" (J.BON JOVI,R.SAMBERA.D CHILD) ® ELANDI™MERCURY
a' s FIND OUT WHO YOU3 FRIENDS ARE Tracy Lawrence during a 35- & JUST MIGHT HAVE HER RADIO ON Tremt Tomlinsor g
- T.LAWRENGE J KING (C.BEATHARD.E HiLL) @O ROCKY COMFORT/GOS week chart run. | LREYNOLEST.TOMLINSON (" TOMLINSON. A.UNDERWOOD) B LYRC STREE™
W 6 4 LAST DOLLAR (FLY £WAY) Tim McGraw - @ | WANNA FEEL SOMETHING “race Adkins 2
B GALLIMORE TMCGRAW.0.SMITH (W K ALPHIN) (0] ClJRB_ c BEl_\THAFO,KBEARO.TADKﬂS (0.C.LEE, T.LANE) M_
@ 1" 12 LONG TRIP ALONE Dierks Bentley 2 SHE AIN'T RIGHT Lee Brice g4
§ 414 8.BEAVERS {S.BOGARD.B.BEAVE3S.D BENTLEY) @ CAP{TOL NASHVILLE D.JOHNSON (N.THRASHER,M DULANEY,W.MOBLEY) L ASY_UM-CURB __
12 7 5 BEER IN MEXICO Kenny Chesney 19 WHAT | DID LAST NIGHT Cather ne Brit: a9
__B.CAMN.K.CHESNEY (K. CHESNEY) ® BNA B.BEAVERS JC.BRITT.E FINS_C{) RCa
Q- 14 16 WRAPPED George Strait 54 MEASURE OF A MAN Jack Ingram -
s . T.BROWN,G.STRAIT 1B.ROBISON} @ MCA NASHVILLE J.STO/ER A FOSTER,G.3AMP SON) ® Bls MACHINE -
0 15 17 LUCKY MAN Montgomery Gentry 47 WHAT YOU GIVE MWAY Vince Gill With Sheryl Crow 44
M.WRIGHT.R.RUTHERFORD (D.C..EE.D.TURNBULL) @ COLUMBIA V.GILL,J . HOEBS.J.NIEBANK (*.GILL,A.ANDERSON) € MCA 'IASHVILL.‘_
Q 17 19 DON'T MAKE ME Blake Shelton second single i HOW { FEEL Marina McBride 45
i 4 . B.ROWAN {M.CANNCN-GOODMAF ,D.BRYANT,0.BERG) ® WARNER BROS./WRN 'a('ie M.MC3RID= (M.MCBRIDZ,C.LLNDSEY,A MAYO,B WARREN,B.WARREN) @ RCa
45 16 15 MEAND GOD Josh Turner i 46 FAMOUS IN A SMALL TOWN Miraida _ambert \ 4
" FROGERS (J.TURNER) © MCA NASHVILLE | Airpower status FLIDDELL, V. WRUCKE (t LARBERT.THOWARD) ® COLUMBIA
¥ 18 20 LOST IN THIS MOMENT Big & Rich in 2th chart 53 st LAST GOOD TIME Fl¥nnvile Train a7
o E J.RICH,B KENNY (K ANDERSON F.CLAWSON.J.0.RICH) ® WARNER BROS./WRN weak lead | _ FLYNNVILL= TRAIN D BARRIK (C. WISEMAN.N.COTY) @ SHOW DDG NASHVILLZ 5
STARTIN' WITH ME Jake Owen s DAISY Halfway To Hazard
m 192 J.RITCHEY (J.OWEN K MARVELLJ RITCHEY) ® RCA single ”"“ | 46 49 B GALLIMCRE (D.TOLLIVER,Z.SMITH.CWARRIX) @ MERCURY 96
"@ 50 92 JOHNNY CASH Jason Aldean McGraw” rose s MISSING YOU 2007 Alison Krauss And Jot n Waite g,
8 | M KNOX {J RICH,V.MCGEHE R.CLAWSON) @ BROKEN BOW to No. 6 in ] J WAITE.S BAGGETT {J WAIT .M.LEONARD,C.SANFORD} € ROUNOER
@ 21 23 1> [5G TEARDROPS ON MY GUITAR Taylor Swift January. HT SHOT I'LL STAND BY YO J Carrie Uncerwood 50 |
| i = LU v CHAPMAN (T.SWIFTL ROSE) © BIG MACHINED BEBUT N.LYTHGOE,R.CURTIS, K. WARVICK (C.HYNOE.B.STEINBERG, TKELLY) € FREEJANTLEAY |
ég = A DIFFERENT WORLD Bucky Covington L MISSING YEARS Litte Texas »
1§ . M.AMILLER.D.OLIVER (M NESLER.J.HANSON.T.MARTIN) @® LYRIC STREET A S.MARTIN (PHOWELL D 0" -RIEN.D.GRAY) G MONTAG= =
a 23 28 THESE ARE MY PEO?LE Rodney Atkins 55 YOU'RE GONNA LOVE ME Chris Young 51
THEWITT (R.RUTHERFORD.D.BERG) ® CURB B.CAMNON (A GORLEY.B.SIM*SON} @ RCY
_9 25 o7 GUYS LIKE ME Eric Church ™ 5 57  ONE MORE GOODBYE Randy Rogars Band 53
o, . A J.JOYCE (E.CHURCH.D.RUTTAN) ® CAPITOL NASHVILLE /] . R FOSTER (R ROGERS.C.ING! RSOLL) & MERCURY e
e 95 26 | WONDER Kellie Pickler @ 55 59 LIVIN' IN THE HEFE AND NOW arry Worley .
s W B CHANCEY {K.PICK_ER.C.LINDSEY,A.MAYO.K.ROCHELLE) ® BNA 2 _F._F_(OGERS {D.WORLEY.B JON §) OO0 903 MUSIZ 4
e "TOUGH Craig Morgan Second sin = THAT SCARES ME van Zamt
Ee‘ 729 C MORGAN PO'DONNELL K.STEGALL (M.CRISWELL.J.LEATHERS. ® BROKEN BOW u an. tlﬂ:‘"ﬁ | g- | it M WRIGHT,J_.NIEBANK (A.GOLLEY.R.RUTHERFORD.G.TEREN) COLUMBIA “
@ 33 53 1 TOLD YOU SO Keith Urban 2% l PR 86 51 50 GOD CON'T MAKE MISTAKES .amie O’Nezl 4
E D.HUFFK.URBAN TK URBAN) @ CAPITOL NASHVILLED Bl from singer's 2 M BRIGHT (3 PETRAGLIA H.LNDSEY) © CAPITOL NASHVILLE =
@ 28 30 ISN'T SHE Carolina Rain o5 [RULLELTL @I 53 60 | SPOKEN LIKE A WAN Elaine Larsen 4
B s € BLACK,CAROLINA RAIN (R.BO“ER.PDOUGLAS.R.HARB N) ® EQuUITY 7 (d“ at re‘a“ N T.JOHNSQH R.L FEEK (D.FRASIER,E.HILL J KEAR) ® ®IANTELAYER/BNA
A LITTLE MORE YOL Little Big Town ALL | NEED Donowan Chapman :
2 3 W.KIRKPATRICK.LIT LE BIG TOWN (W.KIRKPATRICK,K.ROADS,PSWEET,K. AIRCHILD.J WESTBROOK) @ EQUITY 2% MWB) shm a 58 58 . B.J.WALKEF JR.,R.TERMINI &5.SMITH.E.HILL) CATEGORY 5 %8
B @ | ALY FRIENDS SaY Luke Bryan o [k W™ ONE OF THE BOY3 Gre chea Wilson | gg
ls il J.STEVENS {L BRYAN J.STEVENE.L WILSON ® CAPITOL NASHVILLE ¢ impressions at || G.WILSON J.RICH,M WFIGH (G.WILSON.R.RUTHERFDRD.G. TEREN) COLUMBIA :
@ 30 31 | GOT MORE Cele Deggs And The Lonesome 30 14 stations. YOU NEVER TAKE ME DANCING Travis Tritt 60
M.WRIGHT,R RUTHERFORD (J.CCLLINS.R.RUTHERFORO) ® COLUMBIA R.D.JACKSCN, T.TRITT {3 MARX) CATEGORY S .
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DUSTY DIAKE
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VINCE GALL WITH SHERYL CROW
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BUCKY COVINGTON
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LAWRENCE’S BACK WITH ‘FRIENDS’

With the first single ssued on his own Rocky Comfort irr-
print, format veteran Tracy Lawrence returns to the top 10 on

anc Stnes,” quickly rose to No. 1 in January 1932, followed by
six other chart-toppers. From the time he fi-st toppec the
chart, Lawrence never peaked outside the top 1) urtil Novem-
ber 1997, placing 19 songs in the uper level of

UPDAT

visit www.radioandrecords.com tc sign up for your free daily
Country Raad o Blast.

Hot Country Songs for the first time in three years.
Lawrence’s “Find Ou Who Your Friends Are”

gains 1.8 million audience impressions (for a the list during that impressive chart run.
total 21.8 million impressions! and sprints 13-
9. He hasn’t compete1 in this part of the chart
since “Paint Me a Birmingham” peaked at No.
4 in the May 29, 2004 issue.

Lawrence distingnished himseif as an in-

trepid chart force whea his debut single, “Sticks

Concurrently, Carrie Und2rwaod’s “I’ll
Stand by You” takes the Hot Sho- Debut at
No. 50. The “American Idol” ckarity single is
an iTunes exclusive, and aired as part of a

RadioandRecords.com

+CT CCUNTPY SaNSS: 123 country statior s are electranically monitored by Nielser Broadcast Data
Syrtem , 24 hours.a dzy, 7 days a week. Airpower awareled to songs appearing in the top 2C on both
tae BOCS Airplay enc Audience charts for the first time with increases in both detec-ions anc
audienc@. © 2007 Ni«lten Business Media, I1c. All rights reserved

HITPREDICTOR: © 2307 Promosduad and HitPredictor are trademarks of Think Fas: LLC

video segment during the show’s “Idol Gives
Back” week. —Wade Jessen

AL CHARTS See Chart Legend for rules axd explanatons.

Data for we=k of MAY 12, 2007 | For chart reprints call 646.654.4633 Go b www.billboard.biz for complete chart data 49
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HOT LATIN SONGS: A panel of 101 stations (26 Latin pop, 12 tropical, 13 Latin rhythm, 50 regional Mexican) are electronically monttored 24 hours a day. 7 days a week. © 2007 Nielsen Business Media, Inc.

All rights reservec. TOP LATIN ALBUMS: See Charts Legend for rules and explanations.
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oE e 23 TiTLE Artist x5 oE B 83 TITLE Artist
Sz NS‘(;S PRODUCER (SONGWRITER) IMPRINT / PROMOTION LABEL BIE §§ | 52 X2 S8 PRODUCER (SONGWRITER) WJYIPRINT/ PROMOTION LABEL
5 4 9 SI NOS QUEDARA POCO TIEMPO Chayanne 1 '5‘26 |21 29 DON'T MATTER Akon
L.BENTILE (YHENRIQUEZ R ESPARZA-RUIZ SONY BMG NORTE A THIAM (A THIAM A LAWSON) KONVICT/UPFRONT/SRC /UNIVERSAL MOTOWN
2 8 BENDITA TU LUZ Mana 1 27 6 37 ES COSA DE EL Graciela Beltran
FOLVERA A.GONZALEZ (FOLVERA SVALLIY) WARNER LATINA NOT LISTED ERRANO) UNIVISION

IMPACTO Dadd ing Fergi . ESO Y MAS ti
1934 10 s stomcn (Ravaus) e Yankeif&?r‘é[l?r%engggoﬁ LU Veteran singer 127 J SEBASTIAN () SEBASTIAN) L E;in.'a%g
8 15 TU RECUERDO Ricky Martin Featuring La Mari De Chambao Y Tommy Torres 1 leapfrogs to the @ 32 38 TODO CAMBIO Camila
T.TORRES (T TORRES) SONY BMG NORTE summit with a N.DOMIA TEMAS (M.DOMM,J.L.ORTEGA) SONY BMG NORTE
12 11 S_HOHTY SHORTY Xtreme 5 18% audience 30 30 4 TODO SE DERRUMBO Pepe Aguilar
§ TEJADA (8. TEJADA) LA CALLE /UNIVISION o i ores : PAGUILAR (M ALEJANDRO,A MAGDALENA)  EMITELEVISA
3 1  ESE Conjunto Primavera { [ 31 25 17 UNIDIOTA COMO YO Duelo
) GUILLEN {G GLESS) FONOVISA his ninth Hot O TREVINOD LOPEZ JR (M A PEREZR.TREVIZO) UNIVISION
9 5 ERES PARA M! Julieta Venegas g Latin chart- @ % - THE WAY SHE MOVES Zion Featuring Akon
VENEGAS.C.LOPEZ (J.VENEGAS.A.TIJOUX) SONY BMG NORTE topper. NOT LISTED (F GRTIZ A THIAM) MG /UNIVERSAL MOTOWN
4 3 SOLA Hector "El Father" 1 a3 313 20 TE LO AGRADEZCO, PERO NO Alejandro Sanz Featuring Shakira
_H OELGADO (6 C.PAOILLA,H.L.DELGADO) Vi (MACHETE A SANZL FEREZ (A SANZ WARNER LATINA
112 QUE HICISTE Jennifer Lopez 1 34 21 19 AMAR ES LO QUE QUIERO David Bisbal
M.ANTHONY.J REYES (J JEVES,J ROMERD, 1. ANTHONY EPIC /SONY BMG NORTE S.KRYS [0 DE MANIA - VALE /UNIVERSAL LATINO
QUE LLOREN Ivy Queen Ml CORAZONCITO Aventura
8 2 M.PESANTE (M | PESANTE) vvision 10 35 M % A SANTOS L SANTDS (4 SANTOS) PREMIUM LATIN
15 7 DETALLES Los Tigres Del Norte @ 3 42 ME DUELE ESCUCHAR TU NOMBRE Grupo Montez De Durango
LOS TIGRES DEL NORTE (N.HERNANOEZ) FONOVISA A JL.TERRAZAS 1A PIERAGOSTIND E CORTAZAR,J L. TERRAZAS) DISA
IGUAL QUE AYER Rakim & Ken-Y T LA OTRA llegales Featuring Monchy Y Alexandra
16 10 LOS MAGNIFICOS (K VASQUEZ.J NIEVES.R PINA) PIKA /UNIVERSAL LATIND O Reggaetén diva 37 V.DOTEL (V.DOTEL.J.C CAMPOS UNIVERSAL LATING
7 |6 PEGAO Wisin & Yandel Featuring Los Vaqueros ,6 zooms up the @ 1 NENA Miguel Bose Featuring Paulina Rubio
WISIN & YANDEL,NESTY (J.L. MORERA L VEGUILLA) WY MACHETE | © chart and gar- - __C.JEAN M.BOSE (M BOSE.E.ALORIGHETTIE.V.LEROVANTE -l __ WARNER LATINA
DAME UN BESO Intocable 9 = SERA Sin Bandera
2 2% R_MUNOZR LIARTINEZ (VALENTINO, £wl TELEVISA 1 nersaSIM audi @ M DDOMM TEMAS (I CHESTER R MONTANER) SONY BMG NORTE
i 175 MANDA UNA SENAL Mana €nce gain, @ COMO TE VA Mi AMOR Los Horoscopos De Durango
FOLVERA A GONZALEZ {F OLVERA) WARNER LATINA tratklng Hot 4 LOS HORDSCOFS 1 DURAKGO (H.ZUNIGA) DISA
10 18 BEAUTIFUL LIAR/BELLO EMBUSTERO Beyonce & Shakira 45 Latin top 10. @ TORRE DE BABEL David Bisbal
STARGATE BKNCWLES S MEBARAR R (B KNDWLES M S ERIKSEN.TE HERMANSENA GHOSTI DENCH) MUSIC WORLD COLUMBIA/SONY BMG NORTE K SANTANDER D BETANCOURT (K SANTANOER) VALE /UNIVERSAL LATING
NO TE PIDO FLORES Fanny Lu INVISIBLE Palomo
19 18 J.GAVIRIA (J GAVIRIA) UNIVERSAL LATIND | 18 Paulina Rubio, 9° 2 - NOT LISTED (§OT LISTED) - DISA
13 9 LA NOCHE PERFECTA El Chapo De Sinaloa 8 who performed a3 29 2% TUS PALABRAS Banda El Recodo
E_PEREZ (R.RUBIO! ) DISA at fast week's LGA ENTERTAINMENT GROUP (L L.DIAZ) _ FONOVISA
20 30 PEGATE Ricky Martin g 5 ; @ AYUDAME Paulina Rubio
T.TORRES (R-MARTIN R TAVARE, T.TDRBES SONY BMG NORTE Billboard Latin CLOPEZ (C SOROKINPRUBID) _ UNIVERSAL LATING |
a7 PR GF OJALA Marco Antonio Solis ,, Music Awards, @ QUE ME DES TU CARINO Juan Luis Guerra Y 440
G | NOT LISTED (NOT LISTED) LTS otirns with two R J.L GUERRA (J.L.GUERRA) EMI TELEVISA

Y SI VOLVIERA A NACER Al La Si " : QUIZAS Tony Di
% 3 NOT LISTED (PSOSA) eares Demﬁmﬂe\zﬁ 1 new entries, as o 7 - URBA (T FELICIAND) - WY MAGHETE
CADA VEZ QUE PIENSD EN Tl Los Creadorez Del Pasito Duraguense De Alfredo Ramirez afeatured artist 1 FLOR DE AZALEA Pablo Montero

18 23 3 .

ARAMIREZ CORRAL (E.RODARTE DISA /EDIMONSA on Migel Bose’s M.CAZARES (M ESPERON.Z.6.URQUIZA) UNIVISION
MIL HERIDAS Cuisillos ; “Nena” (No. 38 Y AQUI ESTOY K-Paz De La Sierra Duet With Ana Gabriel
% 3 AMACIAS (E PAZ MUSART /BALBOA o and with( 2 <o PR K-PAZ DE LA SIERRA (A.GABRIEL) DISA /EDIMONSA
17 2 LA LLAVE DE MI CORAZON Juan Luis Guerra Y 440 4 . 8 @ DIMELO Enrique Iglesias
_J L GUERRA (J L GUERRA) ENI TELEVISA ‘Ayudame S GARRETTB.KIDD,E.IGLESIAS,C PAUCAR {S.GARRETT,B.KIDD.E IGLESIAS.L GOMEZ ESCOLAR) INTERSCOPE
a9 25 SIENTE EL BOOM Tito "El Bambino" Featuring Randy 5q (No. 44). @ 1 HABLA EL CORAZON Yuridia
DEXTER,DJ GIANN (TITO EL BAMBING,R ORTIZ,DE LA GHETTO,JOWELL.DJ GIANN EMI TELEVISA ; J.CALDERON (PGESSIE.M PEERSON.L R.G ESCOLAR) SONY BMG NORTE

TO2

LATIN ALBUMS..

. 25 g
EE 2o WS ARTIST Title £ %&
: 1 =3 IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 8 ¥R
HOT ShoT I8 CALLE 13 Residente O Visitante 1
DESUT SONY BMG NOATE 03170 (16.98)
2 11 JENNIFER LOPEZ Como Ama Una Mujer 1
EPIC 7E14Q/SONVEBM. NORTE(18.98)
3 2 3 VICENTE FERNANDEZ Historia De Un Idolo 2
SONY EMG NORTE 07405 (16.98 -
B 4 |- RAKIM & KEN-Y Commemorative Edition 4
_PINA 008481 UNIVERSAL LATINO (15.98 CD/DVD) &
CHAYANNE Mi Tiempo
§ 3 2 SONY BMG NORTE 06119 (16.98, z
MANA Amar Es Combatir
o n o0 'WARNER LATINA 63661 (18.98) # B
IVY QUEEN Sentimiento
Lo IR UNIVISION 311140/U6G (13.98 .
8 5 6 GRUPO BRYNDIS Solo Pienso En Ti
_DISA 721017 {10.98) ®
e 9 7 AB. QUINTANILLA i PRESENTS KUMBIA KINGS  Greatest Hits Album Versions i
EM) TELEVISA 90331 (13.98,
10 131 AVENTURA K.O.B.: Live 2
PREMIUM LATIN 20560/SONY BMG NORTE (18.98 CD,DVD) &
T 7 s LOS TIGRES DEL NORTE Detalles Y Emociones 2
FONOVISA 353044 Ut (12.98
JENNI RIVERA Mi Vida Loca
2 8.9 FONOVISA 353001 UG (12.98 ¢
13 12 38 JUAN LUIS GUERRA Y 440 La Liave De Mi Corazon
EM) TELEVISA 88392 (14.98) o
14 10 BETO QUINTANILLA Tragedias Reales De La Vida 10
UNIVISION 311143/UG (12.98
@ 18 14 MIGUEL BOSE Papito 6
= _WARNER LATINA 699903 {18,98) 1
DON OMAR King Of Kings
@ 17 18 Vi 006662/MACHETE (15.98) il |
VALENTIN ELIZALDE Vencedor
L R UNIVERSAL LATINO 006611 (9,98} On
18 15 12 MARCO ANTONIO SOLIS La Historia Continua... Parte Il i
FONOVISA 353066/UG (12.98) @
CUISILLOS Mil Heridas
w5 - MUSART 3893/BALBOA (12.98) L
BRONCO / LOS BUKIS / LOS TEMERARIOS B.B.T 2
200 21 2 __FONOVISA 353103/UG (10.98 ul
XTREME Haciendo Historia
21 19 15 LA CALLE 340011/UG (13.98) L
LOS CUATES DE SINALOA Puro Sierreno Bravo
g 120 |16 SONY BAu NURTE 0474 (11 98) A0
@ BANDA GUASAVENA Dedicado A Ti 23
STARMEX 008840, UNIVERSAL LATINO (11.98)
GRACIELA BELTRAN Promesas No
@ 2 29 5 | UNIVISION 311041/UG (12.98) _24
VALENTIN ELIZALDE Lobo Domesticado
208 |23 2 UNIVERSAL LATIND 008478 (11.98) i
50 Go to www.billboard.biz for complete chart data
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5 ARTIST
S IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)

VARIOUS ARTISTS WY Records Presents: Los Vaqueros
WY 005010_MACH:TE 113 98} ¢
WISIN & YANDEL
MACHITE 561402 (15 98) +

VI 000870 MACHETE (14.98)

Title

Don Omar Presenta: El Pentagono

ARTIST Title
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)

ALACRANES MUSICAL La Mejor... Coleccion

CERT.
CERY,

MARCO ANTONIG SOLIS  La Historia Continua... Parte Il
FONOVISA 351643 UG {13.98) &

CONJUNTO ATARDECER ~ Las #1 De Los No. 1. Del Pastio Duranguense
MUSIMEX 008785 UNIVERSAL LATINO (13.98)

2 B1 A0 uision 31123106 (10.98)
® 52 e e %gf 7}2\%}32?[‘:2:0‘8 DE DURANGO Desatados
1 ;73 41 33 _VF;_AER%F?INA 120572 (14.98) @ ﬁ
2 2l 3 s LulT-otc.tA/\BSLBEF)(WSF;Q\ossroadS: Cruce De Caminos
55 48 45 VARIOUS ARTISTS 30 Corridos: Muy Perrones

FONOVISA 353170.UG (10.98)

"JULIETA VENEGAS
SONY BMG NORTE 83425 (14.98) ®

Limon Y Sal

MARIANO BARBA
THREE SOUND 10423 (15.98)

Aliado Del Tiempo

O s

LOS CAMINANTES  La Historia... Lo Mas Chulo, Chulo, Chulo
_SONY BMG NORTE 05302 (12.98) &

VALENTIN ELIZALDE El Idolo Y Sus Canciones

UNIVISION 311162/UG (11.98)

REYLI

SONY BMG NORTE 06846 (14.98)

Fe

TITONIEVES Canciones Clasicas De Marco Antonio Solis

LA CALLE 330022/UG {13 98}

MONCHY & ALEXANDRA
J & N 50191/SONY BMG NORTE (13.98)

L0S CREADOREZ DL PASITO DURAGUENSE DE ALFREDO RAMIREZ  Rlecio. Recio Mis Creadorez
O1SA 720982 (11 98)

Exitos

RAKIM & KEN-Y  Masterpiece: Nuestra Obra Maestra
PINA 270183 UNIVERSAL LATINO (15.98)

RICKY MARTIN Ricky Martin: MTV Unplugged
SONY BMG NORTE 00409 (16.98)
LA 5A ESTACION

SONY BMG NORTE 80713 (15.98) 0

El Mundo Se Equivoca

BRONCO / LOS BUKIS / LOS TEMERARIOS BBT
FONOVISA 352772/UG (10 98)
RBD Celestial

EMI TELEVISA 75852/VIRGIN (13.98)

LUNY TUNES & TAINY  Mas Flow: Los Benjamins
MAS FLOW 230013 MACHETE (15.98)

LA DINASTIA DE TUZANTLA. MICH Recuerdo De La Oinasta: Edicion Espectal
VENEMUSIC 653201/UNIVERSAL LATINO (12 98)

YURIDIA Habla Ei Corazon
SONY BMG NDRTE 024&(_14_,9_8)

LOS TERRIBLES DEL NORTE 30 Comidos: Historias Nortenas

FREDDIE 1969 (9.98)

KINTO SOL
UNIVISION 311038 UG (12.98)

ANA GABRIEL
SONY eMb NURTE 01721 (15.98)

Los Hijos Del Maiz

La Reina Canta A Mexico

VARIOUS ARTISTS NOW Latino 2
9 G STRATEGE FEETRE. GROUPENVUNIVERSAL 00BOG3UNIVERSAL LATRIO (18 96)
DIANA REYES Te Voy A Mostrar
UNIVERSAL LATINO 008411 (12.98)

www americanradiohictorv com

2 @ B3 8D SAU';S?egwﬁmt?sggoih&rlvmlvmsu LATINO (18.98) Amer
B (88 55 4 0 o (e i
B [8808 52 L ot e BTy
35 @ 74 57 12 ;‘E‘%Em _"'C"RDOMWU ;;ymssmoawm
1 81 58 53 mgglév?;;;g(s?fmvosnmom 30 Corridos: Histonas Nortenas
1 62 56 59 mﬁfﬁfﬂ{?m’éﬁ,‘fﬁkgi, En Vivo Vol. II
Ol R smnreem o oo
0 64 54 58 SSLA%;L&P& g,E SINALOA  La Noche Perfecta
O 13 @ IBRAHIM FERRER ) Mi Sueno

m NONESUCH 139068 WARNER BROS. (18.98)

1[8N es 8 0T s wieascore oom e o @

B B O e e oo Do M Ama 2 I
B RN O e e 1S De Los Anos
“ “69 61 47 !EEISL:!HBI:IIJIZEESSYBS(;‘[;.Q.%;GRA Los Humildes Vs. La Migra
i ) 18 61 sSOIN’:l/ BBMIL":RIODRTEE%ges (16.98) Pasadi
- B/ TS0 Lhhsnsosssve oa o inea e O
30 72 63 51 ﬁ?gﬁﬁrJME’S)EESﬁNJIUAN Ojala Que La Vida Me Alcance

¥ 73 60 56 I?SSIK?EA&E)?;%E ?;Iillélg\‘NA El Papa De Los Pollitos ¢

r 4 74 69 73 VeAI;iEEJRAL’:\JTﬁ?SOAOOSZl}ﬂgm El Tren De Los Momentos

§ 75 73 66 JENNI RIVERA Parrandera, Rebelde Y Atrevida [

FONOVISA 352185 UG {13.98) &
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MRPLAY CBARTS: Paneis of 26 Latin pop, 12 tropical, 13

MRPLAY SALES DATA
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rules and exglanations.

wE E TITLE
£ 1 g; ARTIST {IMPRINT / PROMOTION LABEL)

S| NOS QUEDARA POCO TIEMPO
CHAYANNE (SONY BMG NORTE)

2 o BENDITATULUZ
MANA (WARNER LATINA)

3 ERES PARA MI

_JULIETA VENEGAS (SONY BMG NORTE)

TU RECUERDO
RICKY MARTIN FEAT LA MARI DE CHAMBAO Y TOMMY TORRES (SONY BAMG NORTE)

| 5 MANDA UNA SENAL

15— MANA (WARNER LATINA)

o TODO CAMBIO
- CAMILA (SONY BMG NORTE)
7 & TODO SE DERRUMBO
S PEPE AGUILAR (EMI TELEVISA]

3 QUEHICISTE
. _JENNIFER LOPEZ {EPIC/SONY BMG NORTE)

3 ME MUERO
LA 5A ESTACION (SOH_V_BMG NORTE)

AMAR ES LO QUE QUIERO
DAVID BISBAL (VALE/UNIVERSAL LATING)
SI TU NO ESTAS
SIN BANDERA (SONY BMG NORTE)

3 NENA
MIGUEL BOSE FEATURING PAULINA RUBIO (WARNER LATINA)

LA LLAVE DE Mi CORAZON
JUAN LUIS GUERRA Y 440 (EMI TELEVISA)

SERA
St BANDERA (SONY BMG NORTE)

AYUDAME

i}
s 3 PAULINA RUBIO (UNIVERSAL LATINO)

e

ma TITLE
=2 ARTIST (IMPRINT / PROMOTION LABEL)

0 g NO TE PIDO FLORES
= o FANNY LU (UNIVERSAL LATIND)

2 2. Ml CORAZONCITO
AVENTURA (PREMIUM LATIN)

l“ g QUE PRECIO TIENE EL CIELO
=2 MARC ANTHONY (SONY BMG NORTE)

PEGAO
WISIN & YANOEL FEATURING LOS VAQUERDS (WY/MACHETE)

;. ENEL AMOR
= 5 JOE VERAS (J & M)

NO VUELVO CONTIGO
FRANKIE NEGRON (LA CALLE/UNIVISION)

DICEN
JOHNNY RIVERA (CMG/UNIVERSAL MOTOWN)

ARROZ CON HABICHUELA
£L GRAN COMBO DE PUERTO RICO (DISCOS 605/SONY BMG NORTE)

@) ./ PEGATE
- RICKY MARTIN (SONY BMG NORTE)

“o {5 SHORTY SHORTY
XTREME (LA CALLE UNIVISION)

~ MAS QUE TU AMIGO

R = ~ TITO NIEVES (LA CALLE/UNIVISION)

i QUE HICISTE
- JENNIFER LOPEZ (EPIC/SONY BMG NORTE)

I ' 43 BEAUTIFUL LIAR/BELLO EMBUSTERO
F | "7 BEYONCE & SHAKIRA (MUSIC WORLD/COLUMBIA'SONY BMG NORTE)

IMPACTO
OADDY YANKEE FEATURING FERGIE (EL CARTEL/INTERSCOPE)

| 1;’1 LA LLAVE DE MI CORAZON
- JUAN LUIS GUERRA Y 440 (EMI TELEVISA)

TITLE
' ARTIST (IMPRINT / PROMOTION LABEL)

DETALLES
LOS TIGRES DEL NORTE (FONOVISA)

DAME UN BESO
INTOCABLE (EMI TELEVISA}

' LA NOCHE PERFECTA
EL CHAPO DE SINALOA (DISA)

Y Si VOLVIERA A NACER
ALEGRES DE LA SIERRA (EDIMAL/VIVA)

. DIME QUIEN ES

LOS RIELEROS DEL NORTE (FONOVISA)

CADA VEZ QUE PIENSO EN TI
LOS CREADOREZ DEL PASTTO DF ALFRENQ RAMIREZ (DSAEDIMONS)

MIL HERIDAS
CUISILLES (MUSART/BALBOA

ESE

CONJUNYO PRIMAVERA (FONOVISA)
ES COSA DEEL
GRACIELA BELTRAN (UNIVISION)

UN IDIOTA COMO YO
DUELD (UNIVISION)

MAS ALLA DEL SOL
JOAN SEBASTIAN (MUSART/BALBOA)

ME DUELE ESCUCHAR TU NOMBRE
_GRUPO MONTEZ OF DURANGO (DISA)

COMO TE VA MI AMOR
- _LOS HOROSCOPOS DE BURANGO (0154)

INVISIBLE
PALOMO ((154)

TUS PALABRAS
BANDA £L HECODO (FONOVISA)

Data for week of MAY 12, 2007 |

For chart reprin

tin rhythm, 50 regical ~axicas stations, respectively. are electronically monitored 24 hours a
day, 7 days a week. ' 2007 Nieisen Busine=s Fedia . Ajl right
2007 NissenEudrass Media, Inc. and Nielsen SoundScan. Inc. All rights reserved,

ts reserved ALBUM CHARTS: See Charts Legend for

@® 1ATIN ALBUMS

| 5% TITLE
= ARTIST (IMPRINT /,PROMOTION LABEL)
JENNIFER LOPEZ
COMO AMA UNA MUJER (EPIC/SONY BMG NORTE)
CHAYANNE
M1 TIEMPO (SONY BMG NORTE)
MANA
AMAR ES COMBATIR (WARNER LATINA)
A.B. QUINTANILLA 11} PRESENTS KUMBIA KINGS
GREATEST HITS ALBUM {EMI TELEVISA)
MIGUEL BOSE
__PAPITO (WARNER LATINA)
MARCO ANTONIO SOLIS
LA HISTORIA CONTIRUA... PARTE IV (FONOVISA/UG)
ﬁ'l‘ _ MARCO ANTONIO SOLIS
i T LA HISTORIA CONTINUA... PARTE I (FONOVISA/UG)
JULIETA VENEGAS
LIMON Y SAL (SONY BMG NORTE)
[ & ¢ REVLI
. i_r __FE {SONY BMG NORTE)
RICKY MARTIN
RICKY MARTIN: MTV UNPLUGGED (SONY BMG NORTE)

(5}

£y

o Q vl
m =

™m

«
m

s LA 5A ESTACION
_“ ik EL MUNDO SE EQUIVOCA (SONY BMG NORTE}
12 | u RBD

| CELESTIAL (EMI TELEVISA/VIRGIN)
z . YURIDIA
W e HABLA EL CORAZON (SONY BMG NORTE)
13 VARIOUS ARTISTS

NOW LATING & 3 KETING
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LOOSE MOSLEY/GEFFEN
ARCTIC MONKEYS
3 NEW (. 0URITE WORST NIGHTMARE DOMINO B
a MIKA
_LIFE IN CARTOON MOTION CASABLANCA/ISLAND
& 5 AMY WINEHOUSE
BACK TO BLACK 15LAND
6 JENNIFER LOPEZ

COMO AMA UNA MUJER EPIC

"¢ 17 TIMBALAND
- SHOCK VALUE INTERSCOPE

JUSTIN TIMBERLAKE
FUTURESEX/LOVESOUNDS JIVE/ZOMBA

g 10 “MARK RONSON
VERSION COLUMBIA

BEYONCE KNOWLES
10 NEW\ B'DAY COLUMBIA
~ CASCADA
EVERYTIME WE TOUCH ANOORFINE

NINE INCH NAILS
12 4 yaneRo InTeRsCOPE

CHRISTOPHE WILLEM
INVENTAIRE VOGU!

14 {1 DIE FANTASTISCHEN VIER
FORNIKA COLUMBIA

16 o KINGS OF LEON
BECAUSE OF THE TIMES RCA

RADIO AIRPILLAY

Nielsen
Music ontrot

RADID AIRPLAY INFORMATION FROM 17 EUROPEAN COUNTRIES AS MON TOREQ AND
TABULATED BY HIELSEN MUSIC CONTROL MAY 2, 2007

THE SWEET ESCAPE

17 GuEN STCRANI FT AKON INTERSCOPE
2 | WHAT GOES AROUND...COMES AROUND
JUSTIN TIMBERLAKE JIVE/ZDMBA
3 14 GIVEITTOME
TIMBALANO FT. NELLY FURTAOD MOSLEY/BLACKGROUND/INTERSCC PE
a4 4 SAYITRIGHT
NELLY FURTADO MOSLEY/GEFFEN
4 3 BEAUTIFUL LIAR
BEYONCE & SHAKIRA COLUMBIA
6 ¢ GRACEKELLY
MIKA CASABLANCA/ISLAND
s ALL GOOD THINGS (COME TO AN END)
NELLY FURTADO MOSLEY/GEFFEN
s 7 AMERICA
RAZORLIGHT VERTIGO
@ o GIRLFRIEND

AVRIL LAVIGNE ACA

"RUBY
10 8 KAISER CHE!FS B-UNIQUE/POLYDOR

“MAKES ME WONDER

M1 aRoON 5 0CTONE A8

12 10 DON'T MATTER
AKON CONVICT UPFRONT/SRC/UNIVERSAL MOTOWN

33 12 WHAT I'VE DONE
LINKIN PARK MACHINE SHOP/WARNER BROS.
HOW TO SAVE A LIFE

14 2 fyferarerc

; SHINE
15 13 ke thar POLYO0R

Data for week of MAY 12, 2007 |

Sae Chart Legend forsules a7 explanations

SALES DATA
COMPILED BY

N

Nielsen
SoundScan

=5
3%
JANE MONHEIT
s VEUﬂRENDERjQNEQBD 30050

HARRY CONNICK, JR.
ﬂ. MY NOLA COLUMBIA 88851/SONY MUSIC

2 113

R »'.3 32 DIANA KRALL

) FROM THIS MOMENT ON VERVE 007323 VG _

7 PAT METHENY / BRAD MEHLDAU
QUARTET NONESUICH 104188 WARNER BROS

- | JOSHUA REDMAN
B BACK EAST NUNESULH 104252/ WARNER BROS.

g gg CHRIS BOTTI
_TO LOVE AGAIN  THE DUETS COLUMBIA 77505/SONY MUSIC ®

RANDY CRAWFORD & JOE SAM>LE
FEELING GOOD PRA 602017

THE BBC BIG BAND ORCHESTRA

BIG BANDS: MUSIC FROM THE WAR YEARS MADACY SPECIAL PRODUCTS 62249/MADACY
KURT ELLING

NIGHTMOVES CONCORD JAZZ 30138/CONCORD

33 MADELEINE PEYROUX
HALF THE PERFECT WORLD ROUNOER 613252

|10 52 NAT KING COLE
~ Y% THEVERY BEST OF NAT KING COLE CAPITOL 59324 _.
13 75 MICHAEL BUBLE
| _ CAUGHT IN_THE ACT 143 REPRISE 49444/WARNER BROS. &
;ii i 5 g ORNETTE COLEMAN
? —— SDUND GRAMMAR SUUND GHAMMAR 11593
14 11 g WYNTON MARSALIS
e " FROM THE PLANTATION TO THE PENITENTIARY BLUE NOTE 73675/BLG
i GORDON GOODWIN'S BIG PHAT BAND
v 4 THE PHAT PACK IMMERGENT 284404
12 g PATTI AUSTIN

‘__1 6 AVANT GERSHWIN RENDEZVOUS 5123

" 47 15 30 RAY CHARLES + THE COUNT BaSIE ORCHESTRA
| RAY SINGS BASIE SWINGS HEAR 30026/CONCORD

HARRY CONNICK, JR.

CHANSON OU VIEUX CARRE MARSALIS 460006/ROUNDER

: |51 gy LOUIS ARMSTRONG
i THE DEFINITIVE COLLECTION HIP<ONERVE’C_HRONICLES 004893/ UME

§20! | 1814 VARIOUS ARTISTS
=

18 1413

NUMBER 1'S: JAZZ VERVE 000867102/VG

" DINO SALUZZI/ANJA LECHNER
] 0405 NEGROS ECM 008586/UNIVERSAL CLASSICS GROUP

ANJANI
BLUE ALERT COLUMBIA 76946/SONY MUSIC ®
~ TURTLE ISLAND QUARTET
| A LOVE SUPREME: THE LEGACY OF JOHN COLTRANE TELARC 80684
24 15 33 PAT METHENY / BRAD MEHLDAJ
ol METHANY MEHLOAU NONESUCH 79964 WATHER BROS
i THE TIERNEY SUTTON BAND
) ON THE OTHER SIDE TELARC 53650

2012

sz

—r—
g!«fﬂ ARTIST
;s TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL
1

1J JosHuA BELL
VOICE OF THE VIOLIN SONY CLASSICAL 97779/SONY BMG MASTERWORKS

5 : = YOYO MA
= APPASSIONATO SONY CLASSICAL 02668/SONY BMS MASTERWORKS

STING
SONGS FROM THE LABYRINTH 0G 007220/UNIVERSAL CLASSICS GROUP

s 31 ANDRE RIEU
THE HOMECOMING! OENON 17613/5LG
4 4 JOSHUABELL
THE ESSENTIAL JOSHUA BELL SONY CLASSICAL 07416/SONY BMG MASTERWORKS_
16 ANNA NETREBKO
RUSSIAN ALBUM DG 008153/UNIVERSAL CLASSICS GROUP
= ST

STING
et THE JOUANEY & THE LABYRINTH: THE MUSIC GF JOHN DOWLAND DG 068448/ UNVERSAL CLASSICS GROUP (#)
8 11 19
‘9 6 18

LORRAINE HUNT LIEBERSON WITH THE BOSTON SYRPHONY ORCHESTRA {LEVINE)
LORRAINE HUNT LIEBERSON SINGS PETER LIEBERSON: MERUDA 79964 WARNER BROS.
LANG LANG

DRAGON SONGS DG 008233/UNIVERSAL CLASSICS GROUP @

KRONOS QUARTET

GORECK): STRING QUARTET NO 3 ..SONGS ARE SUNG NONESUCH 104380/ WARNER BROS,

PSS jANINE JANSEN/GEWANDHAUS ORCHESTRA (CHAILLY)
MENDELSSOHN/BRUCH: CONCERTOS & ROMANCE DECLA UC/ 214U VERSAL CLASSICS GROUP

W JOSHUA BELL/BERLIN PHILHARMONIC (THOMAS)
AT_CﬂAlKOVSKY: VIOLIN CONCERTO SONY CLASSICAL U4HIZ S0NY BMG MASTERWORKS
:*\L 12 1y ROLANDO VILLAZON & PLACIDO DOMINGO
| GITANO: ZARZUELA ARIAS VIRGIN CLASSICS 65474.BLG
4 JOSHUA BELL
THE ESSENTIAL JOSHUA ELL DECCA 005185/UNIVERSAL CLASSICS GROUP

14 20 3

o) LONDON PHILHARMONIC/ANNE-SOPHIE MUTTER
= | MOZART: VIOLIN CONCERT0S 1-5 DG 005078/UNIVERSAL CLASSICS GROUP

23 | 1

4 ANDRE RIEU
THE FLYING OUTCHMAN DENON 17570/5LG

THE NETHERLANDS PHILHARMONIC ORCHESTRA (KREIZBERG)
BRAHMS: VIOLIN CONCERTO PENTATONE CLASSICS 5186066 NAXOS

ACADEMY OF ACIENT MUSIC (EGARR)
HANOEL CONGERTI GROSSI OP. 3 SONATA A 5 HARMONIA MUNDI 907415

POLYPHONY (LAYTON)

o
@.

RIS
Wl
= . EVGENY KISSIN
EVGENY KISSN PLAYS CHOPIN THE VERBIER FESTIVAL RECITAL RCA RED SEAL B8668/S01Y BMG MAS\'ERWDRKS_

5 CHRISTOPHER PARKENING/JU3ILANT SYKES
JUBILATION ANGEL 57591/BLG

ATLANTA SYMPHONY ORCHESTRA AND CHAMBER CHORUS (SPANO)
| VAUGHAN WILLIAMS: TALLIS FANTASIA/SYMPHONY ND. 5 TELARC 80676

= ] 4= LIBERA
;_{: 28 & \\Gr vaicEs £mi CLASSICS 70523/BLG
@" RENEE FLEMING
HOMAGE: THE AGE OF THE DIVA DECCA 007405/UNIVERSAL CLASSICS GROUP

i’ﬂ 19 4 DAVID RUSSELL

ART OF THE GUITAR Tt LARC 80672

Bk

For chart reprints call 646.654.4633

www americanradiohietorv com

WHITACRE: CLOUDBURST AND UTHER CHORAL WORKS HYPERION 67543/HARMONIA MUNDI

2007, Nielsen Business Media. Inc and Nielsen SoundScam, inc All rigats reserved

ARTIST
> TITLE IMPRINT & NUIBER / DISTRIBUTING LABEL

NORMAN BROWN
STAY WITH ME PEAK 30218/CONCORD

SIMPLY RED

STAY SIMPLYRED COM 89935

23 GEORGE BENSON & AL JARREAU
GIVIN' IT UP MONSTER 2316/CONCORD

fe KEIKO MATSUI
0 110Y0 SHOUT! FACTORY 10479/SONY MUSIC

" . 4. DAVE KOZ
ﬂl 3 13 AT THE MOVIES CAPITOL 11405
6 > 21 KENNYG
I IN THE MOOD FOR LOVE.. THE MOST ROMANTIC MELODIES OF ALL TIME ARISTA 82690°MG
KIM WATERS

%ﬂ; 5  YOU ARE MY LADY SHANACHIE 5147

% JWESE NORMAN BROWN
o_ THE VERY BEST OF NORMAN BROWN GRP 005630/V6

7 3t BONEY JAMES
SHINE CONCORD 30049

4 » THE GREYBOY ALLSTARS
WHAT HAPPENED TO TELEVISION? SC| FIDELITY 1060

10

a‘. ANDRE WARD

s 1 CRYSTAL CITY HUSH 959/0RPHEUS
12

6 4 JEFF LORBER

= HE HAD A HAT BLUE NOTE §5611/BLG
i i NICK COLIONNE
AN KEEPIN' IT COOL NARADA JAZZ 37331/BLG
14 g o PAULBROWN & FRIENDS
WHITE SAND PEAK 30147/CONCORD

@ 15 33 THE RIPPINGTONS
s 20TH ANNIVERSARY PEAK 30000/CONCORD &

m FOURSOEAST
3 EN ROUTE NATIVE LANGUAGE 966
e PETER WHITE
_1!' | n 44: PLAYIN’ FAVOURITES LEGACY/COLUMBIA 94992/SONY MUSIC
m 17 5 HIROMI'S SONICBLOOM
_TIME CONTROL TELARC 83655

6 KENNY G
THE ESSENTIAL KENNY G LEGACY/ARISTA 75487/R1MG
WAYMAN TISDALE
WAY UP! RENDEZVOUS 5118
8 JEFF GOLUB
GRANO CENTRAL NARADA JAZZ 64740/BL6
3 BOB JAMES
_ ANGELS OF SHANGHAI KOCH 4227
WALTER BEASLEY
READY FOR LOVE HEADS UP 3116
3 BEN TANKARD
LET'S GET QUIET.THE SMOOTH JAZZ EXPERIENCE VERITY 05235/201BA

23 VARIOUS ARTISTS
FOREVER. FOR ALWAYS, FOR LUTHER VOLUME Il RENDEZVOUS 5122

44

14

== 25 ARTIST

EE S L2 [170E (MPRINT & NUMBER / OISTRIBUTING LABEL 3
1 2 JOSH GROBAN ]
w | “ AWAKE 143/REPRISE 44435/WARNER BROS. ® L]
| IL DIVO
o % 23_ SIEMPRE SYCO/COLUMBIA 02673/SONY MUSIC n
1 | IL DIVO
ﬂ % G  ANCORA SYCO/COLUMBIA 76914/SONY MUSIC L4
] g5 ANDREA BOCELLI | |
AMORE SUGAR/OECCA 006068/UNIVERSAL CLASSICS GROUP
25 ANDREA BOCELLI
UNDER THE DESERT SKY SUGAR/OECCA 007831/UNIVERSAL CLASSICS GROUP &
12 MORMON TABERNACLE CHOIR/ORCHESTRA AT TEMPLE SQUARE (JESSOP)
SHOWTIME! MUSIC OF BROADWAY AND HOLLYWOOD MORMON TABEFNACLE CHOIR 4973811
» 8 6 ANDREA BOCELLI 5
AMOR SUGAR VENEMUSIC 006144/UNIVERSAL LATING i
8 7 HAYLEY WESTENRA
CELTIC TREASURE DECGA 008560/UNIVERSAL CLASSICS GRCUP
3 28 JUANITA BYNUM & JONATHAN BUTLER
[ GOSPEL GOES CLASSICAL FLOW 1894/MARANATHA!
10 10 77 SOUNDTRACK
PRIE & PREJUDICE DECCA 005620/ UNIVERSAL CLASSICS G30UP
= SARAH BRIGHTMAN
g’__l 1130 Giva: THE SINGLES COLLECTION NEMO STUDIQ/ANGEL 73671'BLE
12 1375 JOHN WILLIAMS, YO-YO MA/ITZHAK PERLMAN
MEMOIRS OF A GEISHA (SOUNDTRACK) SONY GLASSICAL 74708 SONY BMG MASTEFWORKS
CHLOE
WALKING 1N THE AIR MANHATTAN 42961/8LG
4 JOHN WILLIAMS AND JOHN ETHRIDGE
PLACES BETWEEN JOH!I WILLIAMS AND JOHN ETHRIDGE LIVE I\ DUBLIN SONY CLASSICAL 00907/SONY BAG MASTESWORKS
TURTLE ISLAND QUARTET
A LOVE SUPREME: THE LEGACY OF JOHN COLTRANE TELARC 83684
MORMON TABERNACLE CHOIR
i THEN SINGS MY SOUL MORMON TABERNACLE CHOIR 70036
h‘i‘i 16 33 VITTORIO
=  VITTORIO POLYDORDECCAMUSIC FOR A BETTER WORLD 007307ANVERSAL CLASSICS GROUP
18 20 82 MORMON TABERNACLE CHOIR
b LOVE IS SPOKEN HERE MORMON TABERNACLE CHOIR 0017
f'-j— 15 10. SOUNDTRACK
.Q!;\ = STAR WARS EPISODE Il: REVENGE OF THE SITH SONY CLASSICAL 94220/S0NY BMG MASTERWORKS (
1 - HAYLEY WESTENRA
29 ‘724 T8 50ysSEY DECCA 005440/UNIVERSAL CLASSICS GROUP
oy l| 21 1é THE STRING QUARTET TRIBUTE
_:;u_ /1] UNINHIBITED: THE STRING QUARTET TRIBUTE TO HINDER VITAIAIN 9449
@ VARIOUS ARTISTS
IMMORTALIZED: THE STRING QUARTET TRIBUTE TO EVANESCEMCE VITAMIN 9432
o
T SASHA & SHAWNA
i iﬁ' 23 T SiREN MANHATTAN 56416/61LG
PSEEES GLENN DANZIG
@.' BB 51K ARIA 1 EVILIVE 2097/MEGAFORCE
e ol BOND
’;E_. 22 BE. pxp10sigE: THE BEST OF BOND MBO DECCA 004748/UNIVERSAL OLASSICS GRIUP @
Go to www.billboard.biz for complete chart data | 53
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CHARTS

ALBUN CHARIS

Sales data compiled from a comprehesive pool of U.S. music merchants by Nielsen
SoundScan. Sales data for R&B/hip-hop retail charts is compiled by Nielsen
SoundScan from a national subset of core stores that specialize in those genres.
. Albums with the greatest sales gains this week.

el

% Where included, this award Indicates the titie with
the chart’s biggest percentage growth.

Where included, this award indicates the title
with the chart's largest unit increase.

m Indicates album entered top 100 of The Billboard 200
and has been removed from Heatseekers chart,

PRICING/CONFIGURATION

CD/Cassette prices are suggested list or equivalent prices, which are projected from
wholesale prices. ® after price indicates album only available on DuaIDIsc.SD/DVD
after price indicates CD/DVD combo only available. & DualDisc available. ®
CD/DVD combo available. * indicates vinyl LP is avallable. Pricing and vinyl LP
availability are not Included on all charts.

SINGLES CHARILS | '

RAD!O AIRPLAY SINGLES CHARTS
Compiled from a national sample of data supplied by Nielsen Broadcast Data
Systems. Charts are ranked by number of gross audience impressions, computed by
cross-referencing exact times of airplay with Arbitron listener data. The exceptions
are the Rhythmic Airplay, Adult Top 40, Adult Contemporary, Modern Rock and
Adult R&B charts, which are ranked by total detections.
@ Songs showing an increase in audience (or detections)

over the previous week, regardless of chart movement.

RECURRENT RULES

Songs are removed from The Billboard Hot 100 and Hot 100 Airplay charts
simuitaneously if they have been on The Blllboard Hot 100 for more than 20 weeks
and rank below No. 50. Songs are removed from the Hot R&B/Hip-Hop Songs and
Hot R&B/Hip-Hop Airplay charts simultaneously if they have been on the Hot
R&B/Hip-Hop Songs for more than 20 weeks and rank below No. 50. Songs are
removed from the Pop 100 and Pop 100 Airplay charts simultaneously if they have
been on the Pop 100 for more than 30 weeks and rank below No. 30. Titles are
removed from Hot Country Songs if they have been on the chart for more than 20
weeks and rank below No. 10 in detections or audience, provided that they are not
still gaining enough audience points to bullet. Songs are removed from Hot Latin
Songs if they have been on the chart for more than 20 weeks and rank below

No. 20. Songs on Latin Alrplay charts are removed after 20 weeks if they rank below
No. 20 In both audience and detections. Descending songs are removed from Adult
Contemporary if they have been on the chart for more than 20 weeks and rank
below No. 15, if they have been on the chart for more than 26 weeks and rank below
No. 10, or if they have been on the chart for more than S2 weeks and rank below
No. 5. Songs are removed from the Adult Top 40, Adult R&B, and Hot Dance Airplay
charts if they have been on the chart for more than 20 weeks and rank below No. 15
(No. 20 for Rhythmic Airplay and Modern Rock) or if they have been on the chart
for more than 52 weeks and rank below No. 10.

SINGLES SALES CHARTS

The top selling singles complied from a national sample of retall store, mass
merchant. and Internet sales reports collected, compiled, and provided by Nlelsen
SoundScan. For R&B/HIp-Hop Singles Sales, sales data is compiled from a national
subset panel of core R&B/HIp-Hop stores by Nielsen Soundscan.

. Singles with the greatest sales gains.

CONFIGURATIONS

® cD slngle available. ® Digital Download available. @ DVD single availabte.
© Vinyl Maxi-Single available. @ Vinyl single available. @ ¢D Maxi-Single
available. Configurations are not included on all singles charts.

HITPREDICTOR

Indicates title earned HitPredictor status in that particular format based on
research data provided by Promosquad. Songs are tested online by Promosquad
using muitiple listens and a nationwide sample of carefully profiled music
consumers. Songs are rated on a 1-5 scale; final results are based on weighted
positives, Songs with a score of 65 or more (75 or more for country) are judged
to have Hit Potential; although that benchmark number can fluctuate per format
based on the strength of available music. For a complete and updated list of
current songs with Hit Potential, commentary, polls and more, please visit
www.hitpredictor.com.

DANCE CLUB PLAY
Compiled from a national sample of reports from club DJs.
. Titles with the greatest club play Increase over the previous week.

WARD CERL LEVELS |

ALBUM CHARTS

@ Recording Industry Assn. Of America (RIAA) certification for net shipment of
£00,000 albums (Gold). B RIAA certification for net shipment of 1 million units
(Ptatinum). @ RIAA certification for net shipment of 10 milllon units (Diamond).
Numeral within Platinum or Diamond symbol indicates album’s multi-platinum level.
For boxed sets, and double albums with a running time of 100 minutes or more, the
RIAA multiplies shipments by the number of discs and/or tapes. O Certification for
net shipments of 100,000 units (Oro). [] Certification of 200,000 units (Platino).

[2) Certification of 400.000 units (Multi-Platino).

SINGLES CHARTS

@ RIAA certification for 500,000 pald downloads (Gold). Bl RIAA certification for

1 million paid downloads (Platinum). Numeral within platinum symboi indicates song's
muitiplatinum level. ' RIAA certification for net shipment of 500,000 singles (Gold).

MUSIC VIDEO SALES CHARTS

@ RIAA gold certification for net shipment of 25,000 units for video singles.

() RIAA gold certification for net shipment of 50,000 units for shortform or
longform videos. ll RIAA platinum certification for net shipment of 50,000 units for
video singles. [} RIAA platinum certification for sales of 100,000 units for shortform
or longform videos.

DVD SALES/VHS SALES/VIDEO RENTALS

@ RIAA gold certification for net shipment of 50,000 units or $1 million in sales at
suggested retall price. Bl RIAA piatinum certification for sales of 100,000 units or $2
million in sales at suggested retail price. (_’ IRMA gold certification for 8 minimum
sale of 125,000 units or a dollar volume of $9 million at retail for theatrically released
programs; or of at least 25,000 units and $1 million at suggested retall for
non-theatrical tities. ! IRMA platinum certification for a minimum sale of 250,000
units or a dollar volume of $18 milffon at retail for theatrically released programs, and
of at least 50,000 units and $2 million at suggested retail for non-theatrical titles.

See beiow for complete tegend Information.
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,3; S TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)

a o GREATEST JOSH GROBAN

[ CLOSER 143/REPRISE 48450/ WARNER BROS. (18.98) ®
52 1 1552 PINK FLOYD

DARK SIDE OF THE MOON CAPITOL 46001* (18.98/10.98)
3 7 162 GUNS N ROSES
GREATEST HITS GEFFEN 001714/INTERSCOPE (16.98)
135 MICHAEL BUBLE
IT'S TIME 143/REPRISE 48946/ WARNER BROS. (18.98) @&

g 135 RASCAL FLATTS

FEELS LIKE TODAY LYRIC STREET 165049/HOLLYWDOD (18.98)
3 106 ORIGINAL BROADWAY CAST RECORDING

WICKED DECCA BROADWAY 001682/UNIVERSAL CLASSICS GROUP (18.98)

5 g6 NORAH JONES
COME AWAY WITH ME BLUE NOTE 320887/BLG (17 98

Lg i IL DIVO
kel L DIVO SYCO/COLUMBIA 93363/SONY MUSIC (18.98) ©

19 123 KELLY CLARKSON
: BREAKAWAY RCA 64491/RMG (18.98)
2a AC/DC
18 7 (76 BACK IN BLACK LEGACY/EPIC 80207 */SONY MUSIC (18.98) ®

] LINKIN PARK
L_@ U B [HYBRID THEORY] WARKER BROS. 47755 (18.98/12.98)

0B % @ g

4

mée m B

°
o
O
o

, CREED
;'12 8 97 BEATEST HITS WIND-UP 13103 (18.98 CD/DVD) ®
13 11 649 BOB SEGER & THE SILVER BULLET BAND

GREATEST HITS CAPI'OL 30334 (16.98)

332 TIM MCGRAW
GREATEST HITS CURB 77978 (18.98/12.98)

5T QUEEN
¥ 1.-_.' 16 GBO_GREATEST HITS HOLLYWOOD 161265 (18.98/11.98)

EVANESCENCE
FALLEN WIND-UP 13063 (18.98)

16 10 181

47 14 g8 THE BABY EINSTEIN MUSIC BOX ORCHESTRA
4 BABY EINSTEIN: LULLABY CLASSICS BUENA VISTA 861085/WALT DISNEY (7.98)
498 17 gp CELTIC WOMAN

CELTIC WOMAN MANHATTAN 60233/8LG (18.98)
33 14 MICHAEL BUBLE
MICHAEL BUBLE 143/REPRISE 48376;WARNER BROS. (18.98)
THE DOORS
20 20 340 poor THE DDORS ELEKTRA/ASYLUM 60345/ELEKTRA (18.98)

L SOUNDTRACK
21 18 337 Cnease poLYDORUNIVERSAL 825095/UME (18.98)

@ 10 166 STEVIE WONDER
.- THE DEFINITIVE COLLECTION UNIVERSAL MOTOWN/UTV 066164/UME (18.98)
535 CREEDENCE CLEARWATER REVIVAL
CHRONICLE THE 20 GREATEST HITS FANTASY 2*/GONCORD (17.98/12.98)
METALLICA
METALLICA £LEKTRA 61113°/AG (18.98/11.98)
15 gga BOB MARLEY AND THE WAILERS
| -~ LEGEND THE BEST OF BOB MARLEY AND THE WAILERS TUFF GONGISLAND 548004/ UME (139818;99. f+_

MAROONS
SONGS ABOUT JANE OCTONE/J 50001 */RME (18.98)

i JOURNEY
7 23 704 JOURNEY'S GREATEST HITS LEGACY/COLUMBIA 85889/SONY MUSIC (18.98/12.98)
10 113 JACK JOHNSON
IN BETWEEN DREAMS JACK JOHNSONBRUSHFIRE/UNIVERSAL REPUBLIC 004149*/UMRG (13.98}
1774 MARTINA MCBRIDE
GREATEST HITS RCA NASHVILLE 67012/SBN (18.98/12.98)
29 129 TOBY KEITH
GREATEST HITS 2 DREAMWORKS (NASHVILLE) 002323/UMGN (13.98)
gg DANE COOK
) HARMFUL IF SWALLOWED COMEDY CENTRAL 0017 (16.98 CO/DVD).®
SUGARLAND
a 25 119 TWICE THE SPEED OF LIFE MERCURY 002172/UMGN (1_3_92)
W
33 07 THE BEACH BOYS

My 1er THE VERY BEST OF THE BEACH BOYS: SQUNDS OF SUMMER CAPITOL 82710 {18.98) &

3 THE KILLERS
34 34 123 HOY FUSS ISLAND D02468°/IDJMG {13.98)
o] . EAGLES
3135 Ral ”7* THE VERY BEST OF WARNER STRATEGIC MARKETING 73971 (25.98)
DEF LEPPARD
38 139 432 VAULT -- GREATEST HITS 1980-1995 MERCURY 5287 18/UME (18.98/11.98)
TOM PETTY AND THE HEARTBREAKERS
37’ 35 590¢ GREATEST HITS MCA 110813/UME (18.98/12.98)
@ ‘ MICHAEL JACKSON
THRILLER EPIC 66073/SONY MUSIC (18.98/12 98)
8 | o 17 THE POLICE
_N 128 7 EVERY BREATH YOU TAKE: THE CLASSICS A&M/CHRONICLES 003765/UME (13.98)
LYNYRD SKYNYRD
ALL TIME GREATEST HITS MCA 112229/UME (18.98/12.98)
a4 57 274 NIRVANA
;‘41_- 2 314' NEVERMIND DGC/GEf FEN 424425*/UME ({18.98/12.98)

26 17 JOHNNY CASH
JOHNNY CASH AT FOLSOM PRISON LEGACY/COLUMBIA §5955/SONY BMG (11.98/7.98)

42
% LIONEL RICHIE
:, THE DEFINTTIVE COLLECTIDN UNIVERSAL MOTOWN/UTV 068 140/UME (18.98)

JOHNNY CASH
44 136 183 0 GaesT Hirs LEGACY/COLUMBIA 69739/SONY BMG (11.98/7.98)
LED ZEPPELIN

1 461 78 EARLY DAYS & LATTER DAYS. THE BEST OF LED ZEPPELIN VOLUMES ONE AND TWO ATLANTIC 83619/4G (19:98)

45
@ THE BEATLES
] ABBEY ROAD APPLE 46446 °/CAPITOL (18.98/12.98)

. 45 75 BONE THUGS-N-HARMONY
- § __GREATEST HITS RUTHLESS 25423 (18.98)
o JIMI HENDRIX
A8 3B ZU1 iperipuce HENDRIX: THE BEST OF G HENDRIX DPLAENGE HENDRX 111671 U (18.99/1298)
| THE BEATLES
,“9 j 2 37 1 APPLE 29325/CAPITOL (18.98/12.98)

ELVIS PRESLEY
ELVIS. ULTIMATE GOSPEL RCA'SONY BMG STRATEGIC MARKE TING GROUP 05236/SONY BMG (18.98)

29 22 792

Be ¢ DD NODES HDe B¢ ¢ DNEBS EEBOODDEB WS ©

40 32 124

e mo WD @

3

*

50 41 8

TOP POP CATALOG: Catalog Albums are 2-year oid tities that have fallen below No. 100 on The
Biilboard 200 or re-issues of older albums. Total Weeks column reflects combined weeks title has
appeared on The Billboard 200 and Top Pop Catalog Albums. TOP INTERNET: Refiects physical
albums ordered through Internet merchants, based on data collected by Nielsen SoundScan. Catalog
ttles are included. TOP DIGITAL: Release sold as a complete aibum bundie through digital downioad
services. BILLBOARD.BIZ CHART: See Chart Legend for rules and explanations.

2007, Nielsen Business Media. Inc. and Nielsen SoundScan, Inc. All rights reserved
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SALES DATA
COMPILED BY

Nielsen
SoundScan

ARTIST
IMPRINT / DISTRIBUTING LABEL

ARCTIC MONKEYS
DOMIKO

Title

Favourite Worst Nightmare 7

= | 5 AVRILLAVIGNE " The Besi Damn Thing 4
RCA /RMG #

3"_ 4 7 AMY WINEHOUSE Back To Black 1

o UNIVERSAL REPUBLIC /UMRG

Fs VARIOUS ARTISTS  America Idol: Idol Gives Back: Audio Coliection (EP)
FREEMANTLE 19

2 2 NINE INCH NAILS Year Zero 3

NOTHING /INTERSCOPE

& 3 4 TIMBALAND Timbaland Presents Shock Value 14

MOSLEY/BLACKGROUND /INTERSCOPE

= H JOE Ain‘t Nothing Like Me 2
T JIVE /Z0MBA
DAUGHTRY Daughtry
& 5 2 oo, sessomms 5
3 24 CARRIE UNDERWOOD Some Hearts
e 8124 _ARISTAARISTA NASHVILLE /RMG s B
1> 11 6 MODEST MOUSE  We Were Dead Before The Ship Even Sank 3

> | 8 JOSS STONE
12 VIRGIN ®

EPIC SONY BMG

112 5 MIKA
CASABLANCA/UNIVERSAL REPUBLIC /UMRG

Life In Cartoon Motion 70

Introducing Joss Stone 16 @

JOHN MAYER

L Continuum |

13'4_21 33 LWARE/COLUMBIA /SONY MUSIC 5 W
JUSTIN TIMBERLAKE FutureSex/LoveSounds

13019 32 Touea v B8

[, LILY ALLEN Alright, Stilt

v_-15_.-' 16 13 CeeitoL o

- e

55 ARTIST

=% £5 MPRINT / DISTRIBUTING L ABEL

1 1 3 NINE INCH NAILS
.~ Bl vorting oosroyTERSCOPE . ;

- 3 4 ALISON KRAUSS A Hundred Miles Or More: A Collection 19

: ROUNDER 610555

== PORCUPINE TREE
- ATLANTIC 115900/AG ®

R
Title 8§
oL
B

[CERT

Year Zero 3

Fear Of A Blank Planet 59 1

e DONNY OSMOND Love Songs Of The 70s o7 |
DEGCA 008291/UNIVERSAL CLASSICS GROUP
E 4 4 MARTINA MCBRIDE Waking Up Laughing 9
A . RCA NASHVILLE 03674/SBN
€ 2 2 AVRIL LAVIGNE The Best Damn Thing 4
RCA 03774/RMG &
- ..,‘ s 7 AMY WINEHOUSE Back To Black 11

= e UNIVERSAL REPUBLIC 008428/UMRG

€ m ARCTIC MONKEYS
DOMIND 136*

Favourite Worst Nightmare 5

o . DAUGHTRY Daughtry -
& 33 RACA 88860 RMG 5 B
4 5 3 NORAH JONES Not Too Late 3% B

BLUE NDTE 74516/8LG @

RODRIGO Y GABRIELA Rodrigo Y Gabriela 160
ATO 21557

PATTI SMITH Twelve 60
COLUMBIA 87251/SONY MUSIC

JOSS STONE Introducing Joss Stone 1% @

VIRGIN 76268 @

9
o KINGSPADE PTB.
3% m SUBURBAN NOIZE 77 ikl

CORINNE BAILEY RAE Corinne Bailey Rae 2 M

- - - i
A BT ool ssser

NOR s R DN B

=

cx £8 ARTIST
_ 'g'; FZ  TITLE (IMPRINT 7 DISTRIBUTING LABEL)
. ONE MAN REVOLUTION
_— [ M THE NIGHTWATCHMAN {EPIC/SONY MUSIC)

PTB.
KINGSPAOE (SUBURBAN NOIZE)
MOMENTO
BEBEL GILBERTO (ZIRIGUIBOOM/CRAMMED DISCS/SIX DEGREES)
RODRIGO Y GABRIELA
RODRIGO Y GABRIELA {AT0)
. FICTION

DARK TRANQUILLITY (CENTURY MEDIA)

5:55
1 CHARLOTTE GAINSBDURG (BECAUSE/VICE)

CURSES

VANNA (EPITAPH)}

JOANNA NEWSOM & THE YS STREET BAND E P,

JOANNA NEWSOM & THE YS STREET BAND {DRAG CITY)

ROBBERS & COWARDS

COLD WAR KIOS (DOWNTOWN)

BOYS LIKE GIRLS

BOYS LIKE GIALS {COLUMBIA/SONY MUSIC)
HE 4 THE BRICK

- B JOELL ORTIZ (LUSIH LIFE/KOCH)
, PAGE MCCONNELL

PAGE MCCONNELL (LEGACY/KEYED/SONY BMG
3 . |4 ICONS OF EVIL
i __VITAL REMAINS {CENTURY MEDIA)
s WRITER'S BLOCK
PETER BJORN AND JOHN {ALMOSTGOLD)

5 5 GRAND NATIONAL
>, THE JOHN BUTLER TRIO (JARRAH/ATLAN

Data for week of MAY 12, 2007
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SALES DATA
COMPILED BY

N
Nielser
VideoScan

, TITLE

| LABEL / DISTRIBUTING LABEL & NUMBER (PRICE}

SMOKIN' ACES

| UNIVERSAL STUDIOS HOME VIDEQ 61032266 (29.98)

SR THE LAST KING OF SCOTLAND
20TH CENTURY FOX 2240720 (29 98)

., HAPPY FEET

WARNER HOME VIDEOQ 112092 {28.98)

See Chant Lagend for rules and explanations,

¢ 2007 Nielseo Business Mswia, Inc. and Nieisen SoundScarn. Inc Al rights reserved.

Principal Performers

Ben Affleck/Jason Bateman R

Forest Whitaker/dames McAvoy

Animaled |

FREEDOM WRITERS
PARAMOUNT HOME ENTERTAINMENT 346504 (29.98)

Hilary Swank/Scott Glenn ~ «

' CHARLOTTE'S WEB

| 3 PARAMOUNT HOME ENTERTAINMENT 342754 (29 98)

Julia Roberts/Dakota Fanning |

THE PURSUIT OF HAPPYNESS
SONY PICTURES HOME ENTERTAINMENT 15085 (28.98)

Will Smith/Thandie Newton ** v

4
6 CASINO ROYALE

-!2
| E
s

| MGM HOME ENTERTAINMENT/SONY PICTURES HOME ENTERTAINMENT 1485€ (2€.98)

Daniel Craig/Eva Green ¥ 2

THE GOOD SHEPHERD
UNIVERSAL STUDIOS HOME VIOED 61028671 (29 98)

Matt Damon/Angelina Jolie R

NOTES ON A SCANDAL
20TH CENTURY FOX 2243891 (29.98)

Judi Dench/Cate Blanchett

SPIDER-MAN 2 (SPECIAL EDITION)
SONY PICTURES HOME ENTERTAINMENT 05149 (14.98)

Tobey Maguire/Kirsten Dunst PO13,

i
"_z 5 BLOOD DIAMOND
{ WARNER HOME VIDED 111762 (28.98)

Leonardo DiCaprio/Jennifer Connelly = | I

g 5 ERAGON
20TH CENTURY FOX 2242698 (29.98)

Ed Speleers/Jeremy Irons | ",

' BORAT
. 20TH CENTURY FOX 2241969 (29.98)

Sacha Baron Cohen/Ken Davitian

X

THE VENTURE BROS.: SEASON TWO

SONY PICTURES HOME ENTERTAINMENT 17382 (28.98)

WARNER HOME VIDED 7816 (29.98) Animaied <
PETER PAN Animated - | &
WALT DISNEY HOME ENTERTAINVENT/BUENA VISTA HOME ENTERTAINMENT 52655 (2.98) 2
5 BOBBY Anthony Hopkins/Demi Moore n
THE WEINSTEIN COMPANY/GENIUS PRODUCTS 79932 (28.98)
14 1y THE SECRET Various Atists |
3 ' PRIME TIME PRODUCTIONS 001 (34.98) 5
11 1o THE DEPARTED Leonardo DiCaprio/Matt Damon 8-
WARNER HOME VIDEQ 73674 (26.98)
12 CHILDREN OF MEN Clive Owen/Julianne Moore "
UNIVERSAL STUOIOS HOME VIOED 61032513 (28.98) )
6 6 THE HOLIDAY Cameron Diaz/Kate Winslet P68

SPONGEBOB SQUAREPANTS: FRIEND OR FOE™
NICKELODEON VIDEQ/PARAMOUNT HOME ENTERTAINMENT 850844 (16.98)

Animated 1

5 ROCKY BALBOA

13 Sylvester Stallone/Burt Young
SONY PIGTURES HOME ENTERTAINMENT 16190 (28 98)
14 3 JUMPIN! . ‘ Corbin Bleu/Keke Palmer w
| WALT DISNEY HOME ENTERTAINVIENT/BUENA VISTA HOME ENTERTAINVIEN" 53 50 :26.98)
FLUSHED AWAY =
@ 189 OREAMWORKS HOME ENTERTAINMENT/UNIVERSAL STUDIOS FOME VIOEQ 17484 129.98) =

SPIDERMAN
SONY PICTURES HOME ENTERTAINMENT 01640 (24.98)

RE-ENTRY

LABEL/DISTRIBUTING LABEL & NUMBER (PRICE)

THE VENTURE BROS.: SEASON TWO 9
Il WARNEu316£_9.93L_ nx o
SPONGEBOB SQUAREPANTS: FRIEND OR FOE?
NICKELODEON/PARAMOUNT 850844 (16.98)
JUMP IN!
WALT QISNEY /BUENA VISTA 53050 (26.98)
MICKEY MOUSE CLUBHOUSE: MICKEY'S GREAT CLUBHOUSE HUNT
WALT DISNEY /BUENA VISTA 52318 (26.98)
ENTOURAGE: SEASON THREE, PART 1
HBO 92945 (39.98)
THE NAKED BROTHERS BAND: THE MOVIE
NICKELODEON/PARAMOUNT 851424 (16.98)
NOT JUST THE BEST OF THE LARRY SANDERS SHOW
SONY PICTURES 10296 (49 98)
MURDER, SHE WROTE: THE COMPLETE SIXTH SEASON
Ly UNIVERSAL STUDIOS 61032999 (49.98)
3 4g HIGH SCHOOL MUSICAL: ENCORE EDITION
WALT DISNEY/BUENA VISTA 49549 (26.98)
4 34 TOM AND JERRY'S GREATEST CHASES
WARNER 65306 (9.98)
& || MIND OF MENCIA: UNCENSORED SEASON 2
o __CoMEDY CENTRAL/PARAMOUNT 803274 (26.98)
AVATAR: THE LAST AIRBENDER: BOOK 2: EARTH VOLUME 2
NICKELODEON VIDEO/PARAMOUNT 850824 (16.98)
THE PRETENDER: THE COMPLETE FIRST SEASON
20TH CENTURY FOX 2226927 (39 98)
6 23 FAMILY GUY: VOLUME FOUR
20TH CENTURY FOX 2238209 (39 98)
HAPPY DAYS: THE SECOND SEASON
CBS VIDEO/PARAMOUNT 069864 (42.98)
10 12 FIREFLY: THE COMPLETE SERIES P
_20TH CENTURY FOX 2008929 (49.98)

g SOUTH PARK: THE COMPLETE NINTH SEASON

.I.a'_

18 COMEDY CENTRAL/PARAMOUNT 850964 (49.98)
{91 42 THE OFFICE: SEASON ONE
NBC/UNIVERSAL STUOIDS 61028506 (29.98)
i 25 51 GREY'S ANATOMY: SEASON ONE
- TOUCHSTONE TELEVISION/BUENA VISTA 4173503 (29.98)
w 15 3 POK..MON9: POK...MON RANGER AND THE TEMPLE OF THE SEA
VIZ VIDEO 23709 (19.98)

FAMILY
ANCHOR BAY ENTERTAINMENT 9900 (14.98)

%’*@l' 9o 3 DORA THE EXPLORER: SHY RAINBOW

NICK JR./PARAMOUNT 850834 (16.98)
7 SCOOBY-DOO, WHERE ARE YOU!: THE COMPETE THIRD SEASON
<1 WARNER 3298 (34.98)
.9;‘ 24 77 THE OFFICE: SEASON TWO
es NBC/UNIVERSAL STUDIDS 61030378 (49 98)

'w WHAT'S NEW SCOOBY D00?: SAFARI SO GOOD
WARNER 2388 (9.98)

Data fcr week of MAY 12, 2007 |

Tobey Maguire/Kirsten Dunst

P2 i SMOKIN' ACES i
LALLE UNIVERSAL STUDIOS HOME VIOED J
FREEDOM WRITERS

PARAMOUNT HOME ENTERTAINMENT

THE LAST KING OF SCOTLAND
| 20TH CENTURY FOX X
'THE PURSUIT OF HAPPYNESS
SONY PICTURES HOME ENTERTAINMENT

,  THE GOOD SHEPHERD

45 (UNIVERSAL STUDIOS HOME VIDEQ b

~ BLOOD DIAMOND ' S
WARNER HOME VIDEO

NOTES ON A SCANDAL
20TH CENTURY FOX =
HAPPY FEET 3
WARNER HOME VIDEQ
THE HOLIDAY e
SONY_PICTURES_HOMﬁE ENTERTAINMENT | E ’l
CHILDREN OF MEN &)
UNIVERSAL STUDIOS HOME VIDED

WMANUFACTURER
6 PS2: GOD OF WAR 1 ]
= SONY COMPUTER ENTERTAINMENT
2 'WIl: SUPER PAPER MARIO |

NINTENDO
1X350: TOM CLAKCY' GHOST RECON ADVANCED WARFIGHTER2 | 1

UBI SOFT

9 X360: CRACKDOWN "]
MICROSOFT

5 PS2: TMNT e
UBI SOFT

4 PS2: MEDAL OF HONOR - VANGUARD 7
£A SPORTS

7 X360: DEF JAM: ICON ]
ELECTRONIC ARTS |

19 X360: TOM CLANCY'S RAINBOW SIX: VEGAS &
UBI SOFT

‘24 :X360: GEARS OF WARS i

2% InicROSOFT

% PS2: NEED FOR SPEED: CARBON &
S% EA SPORTS

For chart reprints call 546.654.4633
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PTB.

o

Stay With e

] ﬂmx 30218/CONCORD (18.98) . o e
KINGSPADE

SUBURBAN NOIZE 77 (15.98)

THE NIGHTWATCHMAN
EPIC 67546/SDNY MUSIC (18.98)

I
One Man Revolution E

L. -

BIG 0OMP 5073/KOCH (17.98) Beat'n Down Yo Blcck

 RODRIGO Y GABRIELA

 ATD 21557 (13.98)

BEBEL GILBERTO

ZIRIGUIBOOM/CRAMMED DISCS 1133/SIX D=GFESS (16.98)

BULLET FOR MY VALENTINE

TRUSTKILL 74 (13.98)

PETER BJORN AND JOHN

ALMOSTGOLD 002 (12.98)

CHARLOTTE GAINSBOURG

: BECAUSE 94703/VICE (15.98)

19‘ COLD WAR KIDS
DOWNTOWN 70009 (13.98)

~ BOYS LIKE GIRLS
COLUMBIA 05572/80MMUSIC 11.98)

SA-RA

BABYGRANDE 313 (17.98)

' EMERSON DRIVE

I
E B MONTAGE 90088/MIDAS (13.98)

7 2 CUISILLOS

MUSART 3893 BALBOA (12.98)
DARK TRANQUILLITY
B CENTURY MEDIA 8315 (15 98)
JOELL ORTIZ
LUSH LIFE 5529/K0CH (17.98)
JOANNA NEWSOM & THE S STREET BAND
DRAG CITY 336* (12.98)
XTREME
LA CALLE 340011/UG (13.98)

Rodrigo Y Gabri=la

Momento

The Poison

M2 Writer's Block

5:55

Robbers & Cowads

Boys Like Girls

Mil Heridas

¥

|

The Hollywood Recordings

Countritied

Fiction

The Brick

Joanna Newsom & The Ys Street Band E.P.

12 Haciendo Historia

e »

(LT SECONDHAND SZRENADE
o 2 [ILIS N GLASSNOTE 63020/EASY VEST 13.98) i e Av:a,bew

B & LOS CUATES DE SINALOA
SONY BMG NORTE 04734 (11.98)

{2 SICK PUPPIES
¥ RMR 89752/ VIRGIN (12.98)

SAY ANYTHING

Puro Sierreno Bravo ('

Dressed Up As Life ==

W82 C0GHOUSE/ 71805/RMG (11.98) ..Is A Real Boy il

THE ISAACS . ]

m GAITHER MUSIC GROUP 42717 (17.98) Big Sky
i (8 GRINDERMAN Grindernan

MUTE/ANTI- 86861°/EPITAPH (16.98)
. IMOGEN HEAP

o

CA VICTOR 72532 (11.98) Speak For Yourself =

THE JOHN BUTLER TRIO
JARRAH/ATLANTIC 101649/AG (13 98}

vk Grand National

PLAYRADIOPLAY! e
STOLEN TRA 0N 008698 (6.98) The Frequency E.P. Fo
DNTEL :

Dumb Luck

SUB POP 725" {13.98)

REYLI e |
| SONY BMG NORTE 06846 (14.98) M

33MILES -

INO/COLUMBIA 05834/SONY MUSIC (11.£8) 33M|leS_ :

KEIKO MATSUI Moyo

SHOUT! FACTORY 10479/SONY MUSIC (18.93)
> TITO NIEVES
™ LA CALLE 330022/UG (13.98) .
LA DINASTIA DE TUZANTLA, MICH.
VENEMUSIC 653201/UNIVERSAL LATIND (12.5)
33 -y YURIDIA
L ® " SONY BMG NORTE 02496 (14.98)
ﬁ JOSHUA BELL
| SONY CLASSICAL 97779/SDNY BMG MASTEIVORKS (18.98)

LOS TERRIBLES DEL NORT=

39 5 FREDBIE 1969 (9.98)
RED

Qﬁ%‘ ESSENTIAL 10807 (12.98)

L £
- KJ-52
18 3 _UPROK 78295/BEC (17.98) ®

gﬁt_ KINTO SOL

UNIVISION 311038/UG (12 98)
32 189

ROCCO DELUCA & THE BURDEN

IRONWORKS 165 (12.98)
40 4

Canciones Clasicas De Marco Antonio 3olis

.
Recuerdo De La Dinastia: Edicion Especial .é:

Habla El Corazon |

Voice Of The Violin .'I

30 Corridos: Historias Nortenas |

End Of Silence ﬁ)

The Yearbook |

Los Hijos Del Maiz |
-

| Trust You To Kill Me |+

THE KOOKS

VIRGIN 50723/ASTRALWERKS (14.98)
JARVIS COCKER

ROUGH TRADE 1 (15.98)
SANCTITY

ROADRUNNER 618050 (17.98)

- MADINA LAKE
ROAGRUNNER 18085 (11.98)

Inside In / insids Qut -;;\

Jarvis

Road To Bioodshed

From Them, Through Us, To You i

- SIX FEET UNDER -
METAL BLADE 14613 (13.98) Commandment [
TEST YOUR REFLEX ~
RCA 85438/RMG (11.98) TEe Burning Hour
DRAGONFORCE g 1

" SANCTUARY 618034/ROADRUNNER (17.981 ® Inhuman Rampage 3*

VITAL REMAINS
CENTURY MEDIA 8339 (15.98)
NOISETTES

~ CHERRY/UNIVERSAL MOTOWN 008615 UMR3 (9.98)
MARIANO BARBA
THREE SOUNO 10423 (15.98)

Icons Of Evil

What's The Time Mr. Wolf?

RE-EITRY Aliado Del T empo

BREAKING & =ENTERING

FlayFadioPlay! mastermind Dan Hunter may not necessarily be playing on the radio,
and he may be only 17, but that cid1t keep him from scoring the No. 27 spot on
Top Heatseekers with his debut EP. Discover developing artists making their
inaugural chart runs eact we=k in Breaking & Entering on billboard.com.

Thetbes. -selli g albums by new and developing acts, de’ined as those who have never appeared in the top 100 of The Billboard 200. If a Heatseekers titie
reaces that Bvel, it and the act's subsequent albums are immediately ineligible to appear on the Heatseekers chart. See Chart Legend for raies and
exp3ia ions. © 2007. Nielsen Business Media, inc. and Mielsen SoundScan. Inc. All rights reserved

Go to www.billboard.biz for complete chart data | 55
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SIN

MAY
2007

18T TIME (Granny Man Publishing, BMi/Malik-Mekhi
MuSIACP BMBVBasemem Funk, ASCAP/Hot Sauce Music

ASCAP)RI
2 STEP (Top Quality, BMI) H100 34; POP 47, RBH 13

A .

ALL GOOD THINGS (COME TO AN END (Nr star Pub-
I|sn|n% ASCAPNIrgIﬂIﬂ Beach. ASCAP/WB Music,
MG onas ASCAP Danja Handz Muzrk

POP 100
ALLI NgEB (EMI Blackwood, BMVAGdymack,
BMV/Careers-BMG Music Pubhshmg MU/ Sagrabeaux
Songs BMIE HL/WBM. CS 58
ALL Y FRI ENDS SAY (Murrah Music Corporation,
BMVHouse Of Full Circle, BMIFull Circle, BuBiack In
;ge Saddle, ASCAP/Groove Puppy Music. ASCAP) CS

AMAR ES LO QUE QUIERO ()i Trocilo De Mi Vida.
S- /Educ;ones Musicaies Clippers, S L /Larala Music,

ANB 1 AM TELLING YOU I'M NOT GOING Creamgirls
ASCAPAniversal-Getten Again Music, BV Dreameties.
BMIUiniversal Geffen Music, ASCAP). HL, RBH 60

ANONYMOUS (Ezeke international Music, BMVHilco
Music. BMUCrinstopher Mathew, BMI/Jahgae Joints.
SESAC/Universal Tunes, SESAC/BooIIAg%ers Stop
ASCAP/Universal Music Corporation 1ginia
Beach ASCAPWB Music. ASCAP/Royal Court usm
ASCAP/Jerome Harmion Productions. MI) RBH 40

ANYWAY (Detemnmava, BMIL'le Des Autuers
ASCAP, Bucky And Cl ane ASCAP) IIIOO 58; POP 66

APDLOGIZE (Virginia Beac Music,
ASCAP Midnight Miracle MUSIC ASCAP/Sony/ATV
T, ASCAI§ HLAWE, POP 05

AYUDAME (WE Music, ASCAP/Doble ACuarela Songs,
ASCAP Warner ChappeI. Music Spain S.A. SGAE)

B

A BAY BAY (Polo Grounds Sorgs BM| RBH 64

BEAUTIFUL LIAR.BELLO EMBUSTERO (B-Day Pub
nsh.n% ASACP/EMI Apnl, ASCAP/Sony/ATV Tunes,

AP/Amanda Ghost Bucks Music Group Limited.
BMVIan Dench Music, BMI/Song/ATV Music UK, PRS)
HL HI0019 L7 16 POP

BECAUSE OF YDU (3u0er Sayin Pubhshvng BMl/Zomba
Songs, BM. Sony, ATV Tunes, ASCAP/EMI
ASCAPY ~ WBM H100 5, POP 10, RBH7

BEER IN MEXICO §ony/AW9M|Iene ASCAP/slandsoul

) HL. CS 12: HI00 7

BEFORE HE CHEATS (That Litlle House. ASCAP/MI%ITIQ{
Jnﬂerdog ASCAP/Sony/ATV Cross Keys. ASCAP
H100 14, POP 15

BENDITA TU LUZ (Tulum, ASCAP/WB Mus:
f\shc,.P/\/iIl ncito Songs, BMU Careers-+ BMG Music Pub-
ishin

BETTE% THAN ME {EMI Blackwood, BMV ||nder Music
BMI it Buck Hlblhhll‘lg BMI), HL, H100 37, POP 28

BIG GIRLS DDNT CITY { 1ph%es.6unme Pu1I>||sh|ng,

BIG THINGS POI;%N (00 T) (Crown Club Publishing
BMI emer Tamerlane Publisning, BMVFresh Is The
Wort BM1, WBM, RBH 28

BOSS’ LIFE {My Own Chit Music, BMI/EM! Blackwood,
BM/Byefall Music, ASCAP/Famous, ASCAP/WB Music
ASCAP. At Nuthint Goin' On But Fuiking, ASCAP/Aimo
Music ASCAP/Every-knight, BM|/Wamer-Tamerlane
Publishing. BMI/Umchau Il Music, BMI/Teamstas,
BMUYEL-NATS. BMVPsaIm 1441, BMI) RBH 73

BgSTON {EMI April, ASCAP/Augustana Music, ASCAP)

BOY LOOKA HERE (StreetRich Music. BMUMy Diet
Starts Tomorrow Bl/Songs Of Universal, BMQB Gold.
ASCAP% L, RBH 54

BREAK EM OFF (Paul Wall, ASCAP/Commission Pub-
lishing, BMUNaddfactor Pubi shing, BMYEMI Black-

wood, BM2 Kingoins Publishing, ASCAP), HL, RBH 92

BREAK IT OFF (R an, ASCAP/Greensleeves, PRS/Dutty
Rock. PRS/EMI Apnl ASCAP/ opyright Conro/Annarh
Music, BMIZEMI Blackwood. BMD, HL, POP 52

BREATH (Seven PeaI&] ng;:_ ,AS AP/BreakIng Benjamin

BRIANSTORM \EMI PRS), HL. POP 96

BUDDY rSouichild, ASCAPUniversal Musw Corporanon
ASCAPHC 1030 HJDIIShIn(’\;AASCAP | Guinn
BMl Gmnn Style, BMIBug Music ASCAP’Kenlx

uraar Biscurt, ASCAP) H100 51: RBH 4

BU SA MOVE (Bionig Labs lelshm ASCAP/WDMG
Music Publ »Iun7g ASCAP/Town Musrc Publishing,
ASCAP) RBH 9

BUY U A DRANK {SHAWTY SNAPPIN') (Neppy o
R..thnm BMiZomba Son BMVGIaang Man Pu.
|IShI" ). BMiMekni Music, BMi/Basement Funk South,

WBM, H100 4; POP 12; RBH 1

C

CADA VEZ QUE PIENSO EN I (07y/ATV Dicos

ASCAP) LT 2.
CAME DOWN (Mya Davis Music, ASCAP/Reonna Music
ASCAP/Wamer-Tamerlang Publishing, BMVRaIR/I Worley
Jr. Publishing Designee, BMLehsemSongs. B!
Tufi-Enufi, BMEMI Blackwood, BMI), HLAWBM, RBH 69
CANDYMAN (xina Music, BMI/Careers-BMG Music
Publishing BMVSIuck In ‘The Throat, ASCAP/Famous
A1, HLUWBM H100 64; POP 57
CANT GET ENOUGH odney Jerkins Productions,
BMVEMi Blackwood. BMIEnsign Music, BMI/Fred
Jeriares 1 BMI 1 aShawn Daniels Producions,
ASCAFEM 8cr1l, ASCAP) HL, RBH 46
CAN U BELIEVE (I Like Em Thlcke ASCAP) RBH 62
CIRCLE (Bryan Michael Cox, SESAC/WBM Music
SESAC/Songs In The Kﬁv OI B F at, SESAC/NoonIIme
South, SESAC/N SESAC/Put It Down
Music, SESAC/Adoms Shiopashire, ASCAP/Phoenix
Ave. Music RJbInshm ASCAP/Justin Combs Publish
ing, ASCAP/EMI April. ASCAP/Kendrick Dean Publishing
Designee, SESAC/The Deanis List, SESAC/December
Firsl hlnshIng Grou SESAC/DUIZDOI Music,
ASCAP/Famous, ASCAP). H RBH 63
COFFEE SHOP (Granny Man mblxshmlg BMIMalik-
Mekhi Music, BMI/AInnzo Mathis Pupl ,hIngADeSIgne
BMY/20820 Music Publishing, ASCAP/WB Music.
ASCAP/Uncle Witmese Music, ASCAP/Pipefine,
MVRd HII;;chd Music, BMyWamer Chappell, BMY)

WBM

COME AROUNDI er Dlanal Publishing, SOCAN/MSs.
Music A Pink-Cam Music, ASCAP/STB Music
ASCAP/Humayne, ASCAP/ZAP Fow, ASCAP/Favrwest
Music USA, B! VS ml Mnsu: Ml

COME WITH ME ( Music. SES 10 In The Key
0B Fial, SESAC Ioanume South, SESAC/Klassic Lee
Music, SESAC/Phoenix Ave. Music HJinshxlr\I/ﬁ
ASCAP, Justin %oMn1bsBPug|§shlng. ASCAP/EMI April

ASCAP). HLAWBM,
COMO TE VA MIAMOR (SGAE, ASCAP) 1T 40
COUNTRY BOYZ ‘Wynn Music Pubfishing, ASCAP) RBH

CUPID S CHOKEHOLD (%leean Caes.ﬂ Musm
ASCAP/EMI Apnl. A ay M
ASCAP/Dimensional Music 0f 1091 ASCAP/RepIIIIan
Music. BMYEM Blackwood, BMI/Almo Music,
ASCAP/Delicate, ASCAP), HL. H100 15; POP §

D

DAISY (EMI Blackwood, BMUolliver Mountain, BMVIrv
ing BMIInvenIor 0f The Wheel, ASCAP) HL,

DAME UN BESO /Ser-Ca, BMI)L

DETALLES {Once Rios SA de C! V/TN Ediciones, BMI) LT

DIAMONDS J. Brasco, ASCAP/Little Deven, BMI/TVT
Songs. BMU/Sarom Songs, ASCAP/Maddie Jaimes

56 |

ASCAP/Young Jeezy Music Inc., BMVEMI April,
\SCAP/EM! Blackwood, BMINo Question Fntertainment.
ASL,QPNCI 3E‘a&Sungs ASCAP/239 Music,
)
A DIFFERENT WORLD (NashwsIaVIIIe BMVNEZ
BMISaryyATV Acuff Rose, BMY! d)](l
SMIS any/ATV Tree, BMUGold Walch, BMI), HL, CS 21

0080 POP91
DIG Hurglikeyora, ASCAP) H100 94; POP 99
DIRTY GIR L(‘LanersaI Music Corgoration, ASCAP/Mem
hersfieid ASCAP/EMI Biackwood, BMI/Pano Wire
usic, BMI). HL. C:
0J OON”I'ISongSO UnwersaI BMIDivided. BMi/Ramal.
BMI/Nayr Pubhsnmﬁ;. Compané BMI/Warner-Tameriane

PUI: lshxng

RESH (Tefnoise Publrshln BMiMusic
Resourcea BMI/Chamilltary Carmy lusic, ASCAP/Uni-
versal Music Corporation, ASCAPY, HL, Hi00 71; POP

DON’T MAKE ME (Cal IV, ASCAP/BergBrain, ASCAP/Uni-
versal Music Corporalion, ASCAP/Bn%Orange Dog.
ASCAP/Sony/ATV Cross Ke sy A /DITTI&TISII)ﬂd|
Music Of 1 091 ASCAP) CS 15, H

DONT MATTER (Eyefall \usic. ASCAP/Fa 05
ASCAP/Lawng Baﬁlél\é?-‘nglg Hill Music BMI) H

H1009..T26. |

00 YOU KNOW? (THE PING PONG SONG) (Team S
Dot Publishing, BMYHico Music, BMUDollanaire Pub-
lishing, BMI/S OHFSOIUTIIVETSaI BMVEnnque Igiesias,
ASCAP/EMI April, ASCAP) LT 49

E

ERES PARA MI (Manzano, BMI/Em) Musical S A de
C V./Warner Chappell Edicoes Musicais) LT 7
ES COSA DE EL (Not Listed) LT 27
ESE Triviavera Worldwide Music, ASCAP) LT 6
ESO Y MAS (Julianta Musical, ASCAP/E(IImusa ASCAP)

F

FACE DOWN (Sonﬁs Of Universal BMl/Gnm Goodbye
Musit ) H POP 2

FALL “ixC ASCAP/SI:II Workmg For The Woman,
ASCAP/ICG, ASCAP/Dimensional Son% 5 Of The Knoll
BMVE Ticke!, BMIZAPI Country Music, BMICherry River.
BMVEMI Blackwood, BMU/Shane Minor, BMI), CLMHL.

€S 35

FAMOUS IN A SMALL TDWN (. acné/ATV wnas
BMINashite Star BMI/WaIsk%

FIND QUT WHO YOUR FRIENDS ARE Sony/ATvAcuﬂ
Rose. BM)/Lavender Zoo Music. BMI/Careers-BM
Music Publishin BMI/Sagrabeaux Songs BMI)
HL/WBM. CS 9;
FIRE (Baby Mike Musm HJNIShIng SESAC/ShaX Wizzy
pubhsnmg)r SESAC/B. Chiistopher Music SES
Pub, BMVEMI Blackwood BMI), HL. RBH 8

FLOR DE AZALEA EPeer International BMIILTA?

FORCE OF NATUR L, ASCAP/Soulfing
ASCAP, Notting Hill. ASCAP/intersect, BMI)

FOREVER é\/m La Curcaracha, ASCAP) H1(0 55 POP 58,

FU PAY M Sunnyvalenlme Music, Bl/Side That
Music. ASCAP/Reging's Son Music, ASCAP/EMI April
ASCAP/Graniny Man Publishing. BMI), HL. RBH 80

GET BUCK (Mouth Full O Gold, ASCAP/Universal Music
Corporation, ASCAP’MY Diel Starfs Tomormo.
BMU/Songs Of Universal, BMU/Stix f'm Stoned, ASCAP/S0
Ceni Music, ASCAP) RBH 76

GET IT SHAWTY /) [ack Wusic. ASCAP/ Pal Publlshmg
ASCAP/EMI Aprif, ASCAP/Ry Love Music. ASCAP/UR-f
Music, ASCAPAshmoot Musik. BMVYoungGoIdIe
BMiMWarnerJameriang Pubiishing, BMI), HLAWBM.
H100 24 POP 43, RBH 8

GET ME BODIED 'B-Day Publishing, ASACP/Unlversal
Turies SESAC/Songs Of Universal, SESAC/Team S Dol
Publishing BMIHitco Music. BMI/Songs Of Wmdswepl
Pacific, BMYMakeba Yoga Flames, BMIJanice Combs
Publisting, BMI/EMI Blackwond BMU/Angela B ince,
ASCAP EMI Apnl. ASCAP/Soiang MWP ASCAP/Music
World ASCAP/Monaz Ronza, SESAC), HL. RBH 31

GET TO THE MONEY (Gordon Maurice Swiney,
ASCAP, REEC Wear PUbIIShII'Ig , ASCAP/Sunday Delivery
Music Pubnshmg ASCAP) R

GIR| LF Aviil Lavigne, SOCAN/AImo Music,

Iu MoneyRJ Ixshmg ASCAP/Kobalt Music,

ASCAP H100'2; POP 2

GIVEIT T0 ME (Vnglma Beach. ASCAP/WB Music,
ASCAP/Tenvmar Tunes, BMyZomba Er IIerprlse<
ASCAPNelstar Publishing, ASCAP/EM) April
ASCAP/Stix I'm Stoned, «SCAP/ Jnwersal MUsic Corpo
ration ASCAP/WBM Music, SESAC/DanIa Handz Muzik.
SESAC! HL/WBM, H100 3, POP 3; RBH 57

GLAMOROUS (Hedd hone JunkIe HJbIIShInF
ASCAP. EMI April, ASCAP/2530 Music Publishin
ASCAP Uriversal Music Cor Nﬁ)oranon . ASCAP/will. am
Music. BMI/Cherry River, BMIENvis Lee Music,
BMudacns UnwersaI Publishing, ASCAP/EMI Black.
\é«ggd“BMVSno ly Fimp ASCAF). CLM/HL. H1007.

GOO DONT MAKE MISTAKES (Universal-FolyGram
Intemstional ASCAP/Green Wagon Music, ASCAP/
lene Mu ¢, ASCAP/BP) Admlnlslrauon ASCAP) CS 56

GO GETTA (EM! Blackwood, BMIYoung Jeezy Music Inc
BMVEN April, ASCAP/No Ouesnon Entertainment,
ASCAF First N Gold, BMI/R Kelly, BMVZomba Son
BMUGoiden Fleece, BMI/WamerTamerIane Pubishing,
BMI/I\écm 1& Dale SorF\)%s ASCAP/J4Brasco ASCAPY

HL/WBM

Goob 0IRECT|0NS (Murrah Music Corporation
BMVCasIIe Streel Music. ASCAP/Ian e Opportunity
Music, ASCAP) CS 4, H100 49, POF 85

GOT BUMP IN DA TRUNK (Suga Shack Entertainment
DUbIlshlr&BMl ) RBH 95

LY (MIKA Punch, BMUrving, BMISony/ATV

Tunes, ASCAP/Jodi Mar Music, ASCAP/Kill Me While
'm Happy Songs. ASCAP/Danie] L Wamer Music Pub-
Jishing ASCAP), HL, H100 81; POP 71

GRAVITY (Sony/ATV Tunes, ASCAP/Specific Harm
ASCAP% HL_H10097

THE GREAT ESCAPE (Martin Johnson Music,
ASCAP/Manaé Malone. ASCAP/Dimensioral Music Of
1091, Al herry Lane, ASCAP/EM! Biackwood,
BM\/Reptilian Musu: BMI). HL, POP 94

GUYS LIKE ME (Sony/ATV Tee, BM/Sony/ATV Cross
Keys. ASCAP), HL, CS 23

HABLA EL CORAZON (EM| Blackwood!, BMI) 1T 50
HEY THERE DELBLAH (So Happy PUbIIShIng ASCAP)

H100 44. POP
HIGH MAINTENANCE WOMAN (SK53 Music, BMYTim-
othy Witson. BMDanny Simpson, BMI) CS 5: H100 68
HOLLYWOOD (Carter Boys Pubushing, ASCAP/Reggie
PerraZ usic, ASCAP/Super xaﬁuu‘unusmng
omba Songs BA; ?
HOME (Surface Pretty Dee) U I Musm BMI/Careery
BMG Music Publishing BM H10021. POP 19
HOW DO | BREATHE ' \TV Sonr?s BMIEMI Apdl,
ASC AR/ Stllar Songs, AS AP? HL
HOW | FEEL (Detemmava, BMi/Moonscar Musm
BMI | itie Blue Typewriter Mu;;c BMVBucky And Clyde,
ASCAF 'L 1le Des uluefs S 45
HOW TO SAVE A LIFE (Aaron Edwards Publishing.
ASCAP/EMI April ASCAP). HL. H100 39

ICE BOX {Mr. Grandberry C's Music SESAC/Virginia
Beach, ASCAP/EMI Aprit, ASCAPWB Music,

Go to www.billboard.biz for complete chart data

al Court Musfc, ASCAP/Christopher Mathew,
BMUHitco Music, BMUEzeke Inemational Music,
BMV/Keriokey Music, ASCAP/Universal Music Corpora
tion ASCAP/Foray Music, SESAC/Non ng Dale Songs,
ASCAP). HLWBM, POP 53; RBH 27
ICPKY TI;UMP {Peppermint Stnpe Music, BMI) H100 28;
{F 2

1DONT NEED A MAN (Dany Rich Music, BMU/She Rights
Musrt BMUKStull, BMI/ArtHouse, BMI) H100 93; POP

IF EVERYONE CARED (Warner-Tamerlane Publishing,
BMVAm Your Dillo, SOCAN/Zero-G. SOCAN/Black
Diesel, SOCAN/Black Adder Music. SOTAN). WEM.
H100 26; POP 22

IF | WAS YOUR MAN (Sony/ATV Tunes, ASCAP/EM!
Aptil, ASCAP/Stellar Son S, ASCAP/WaIer Music Pub-
ysnn'%l ASCAPy HL. H100 84. RBH 19

ORE (+Ho I\/I e N-Cal, BMVSexyTvacmr BMV/Cal v
Enfertainment Bl Wnversal Musc Cu ration.
ASCAP *Aumphersfield ASCAP), HL, C5 30
IGUS%L\QUE A;ER (Mater, ASC/ ’Sony/ATV Discos.

LT
I'LL STAND BY YOU (Hynde House of Hits. ASCAP/Clive
Bty AoCAP/Jerk Awake, ASCAP/Tom Kelly, ASCAP).
HL, CS 50, H100 6, POP 6§
M A FLIRT {Shago. SESAC/Einnor, ASCAP/R Kelly
BMI Zomba Song})u . BMUWamer-Tameriane HJmISI ing,
%NBIKAmen Club bIlshmFg BMUNappyPub. BMI).
I'M JUST DOING ME (STE ZOCO Music. ASCAP) RBH 96
IMPACTO (Los Cangris, ASCAP) T3
I'M THROWED (Paul Wal). ASCAP/2 KlngpIns Publishing.
ASCAPWB Music, ASCAP/Shaniah Cymone Music.
ASCAP/EMI April, ASCAP/Basajamba Music, ASCAP/Air
ggﬂngéMu&c, ASCAP), HLAWBM, H100 89; POP 97

| NEED YOU (Careers-BMG Music Publishing, BMINer-
vous Worm Music, BMVFamous ASCAP/Ed And Lucille
Soriy. ASCAP), HUWBM, CS 33

IN MY SONGS (DIVI(MI BiRamal BMi/Nayr Publish-
ng Comuané BMUWamer-Tamerlane PubllshIn

BMI/Songs Of Universa! BMI1 HLAWBM

INTERNATIONAL PLAYERS ANTHEM (I CHOOSE
YOU) Mot L-sIe'\R

INPTé)F 7gE OCEA| (Fansﬂn Paper Publishing. ASCAP)

INVISIBLE ‘Not Lisled) LT 42

IRREPLACEABLE \SIE"&I Sonis ASCAP/EM April
ASCAP/B-Day Publishing, ASACP/Sony/ATV Tunes,
ASCAP/SuFer Sayin Publ IsInng BMI/Zomba Songs
EMI/EMIBdckwood BMVEMI. PRS), HLAWBM

ISNTSHE u ja. ASCAP/Cur Sangs, ASCAP/Charlie
onk AS remlln Corner, ASCAP/Harbinism.com

SESA Cs27
| TOL0 YOLI SO (Babble On Songs, BMUThird Tier Music.
BV CS 26

1 TRIED {# 1 Assassin Muzik ASCAP/Str8jacket Muzik,
ASCAP/Track House ENT, BMI/Almo M us»c
ASCAP/Piano Music, ASCAP/Byeall Mu
ASLCAPO/Zaﬂous ASCAP/Noumg Dale Songs ASCAP).

IT'S ME SNITCHES &Amversal Tunes SESAC/Songs Ot
Llnwersal SESAC/BMG Songs, SE SA /Monza Ronza.

SFSAC) HLWBM. H100 91: RBH 43

TS NO OVER Surface Pretty Deep Ugly Music. BMI/G

Watl Music, ASCAPWarnerTameriane Publishi
BMVFIwIml l£aI BMVEMI April, ASCAP), H
F1100 29; POP 24

| WANNA FEEL SOMETHING (Careers-BMG Music
Publisting, BM/Nervous Worm Music. Bivl/Famous,
ASCAP/Ed And Lucille Songs, AS AP) HLAWBM, CS 40

| WANNA LOVE YOU (Byefall MUSIC ASCAP/Famous,
QISCRA(F},P 0Own Chil Music, BMVEMI Blaciwood, BM).

| WONOER (Pickle Butt, ASCAP/BMG Song
ASCAPMagic Farming Music, ASCAP/Lttle Blue TYW

writer Music, BMI/BPJ. BMISon /ATV Tree BMUAI
Mighty Dog Mus BMI), HWEM, CS 2
J

JOHNNY CASH (WB Music, ASCAPWarner-lameriane
nJI())I[I)sglng, BMiWiriters Extreme, BMI), WBM, CS 19,

JUST MIGHT HAVE HER RAQIO ON (Hope--Cal
BMU/Trent Tomiinson Songs, BMYGeormac Pubilishing,
SESAC) CS 39

KEEP HOLDING ON (Avn| Lavigne, SOCAN/AImo Music.
ASCAP/AKGasz I\non:{) DIIShIﬂg ASCAP/Kobalt Music.
ASCAP/TCF ASC

KITTY KAT (8-Day RJbllsnmg ASACPfThe Waters Of
NazareIIl BMIEMI Blackwood, B! ner Boys Publish-

ASCAP EMI Apri' ASCAP), H

KN W WHAT M OIN/\;/Money Mack BMVVoun
Money Publisting BMi/Warner Chappell, BMI/Rick Ross
RJbIIsmn%Desmnee BML NappyRJ BMUZomba
Songs BMI), WM

L@I&IILALVEZEE MI CORAZON (E! Conuco, BMIRedomi

LA NZ)CHE PERFECTA ( T. Edzcmnes BMI) LT 18

LA OTRA (BMG Sor f &

U‘I‘STHDgLLAR (FL) AWAV)( ig Love Music, BMI) CS

LAST GOOD TIME % Loud Shirt industsies. ASCAP/Big
Loud Bucks. ASCAR amer-Tamerlane Publishing. BMI),

WB'. CS 47
LAST NIGHT (Justin Combs Publishing, ASCAP/EMI
April ASCAP/2 Dau ghters Music, SESAC/Chrisian
Combs Publishing, SESAC/Foray Music, SESAC/Marsky
Music, BMI/Janice Combs r‘ublIshln? BMVEMI Black-
wood. BMI) H100 13, POP 13, RBH 15
LIKE A BOY (Universal Music Corporatxon ASCAP/Royal-
F%hnnqs ASCAP/Boatleggers SIugAASCAP/Umver
lyGram (nternational Tunes, SE' C/Jannae Joints,
)ESAC/Chustopner Mathew, BMUHitco Music,
BMJ/Ezeke International Music, BMVRevquIIo ary Jazz
Giant, BM/GrBness. BMI), HL, H100 20; POP 37, RBH 6
LIKE THIS (Kelendria, AS AP/Bll)TIdIB Rockwel,
ASCAP/2590 Music Publishing, ASCAP/] Jniversal Music
Corpnranon ASCAP/Team S Dot Publishing. BMIHitco
Music BMI/Songs Ot WIﬂdSWepI Pacific, BMI), HL.
H100 62, POP H 18
LIKE THIS (Shaw MIms BMVTIIe BIaCkOuI Legacy,
ASCAP/Schofield's, ASCAP)
LIP GLOSS {18ih And Vine, ASCA| )RBI137
LISTEN (B-Day Publishing, ASACP/Viroku Music,
ASCAPMilliamson Music, ASCAP/ScotiaRock Music.
ASCAP/Koball Music, ASCAP/SKG. ASCAP/Cherry Lane.
ASCAP/ShIﬁsh ]Musm BMI/Songs Of SKG BM Cner-
River, BVLEMI Apnl. ASCAP), CLM/ML
ITTLE MORE YOU (WarnerTameriane PubIlshmg
BMI/Sw The Cow, BMy/Tower One, BMI/WS Music,
ASCAP Tower Tig, ASCAP/BLA, ASCAP), WBM. C5 28
LITTLE WONDERS u Rule Music, ASACP/EMI April,
ASCAP) HL H1{1i 50, POP 64
LIVIN' IN THE HERE AND NOW (Pickwick Landing,
ASCAP/JonesBone Music, ASCAP/Tier Three Music.

ASCAP CS54

LIVIN' OUR LDVE SONG {Careers-BMG Music Publish-
ing BMIMore Than Rhymes Music, BMVLII‘NImaTIme-
Mae ASCAP/AmenIvm ASCAP) S 34

LONG TRIP ALONE (Ensign Music. BM/Rancho Papa
Music BMiHome With The Armadillo, BMVWhne
Tracks, ASCAP/Flood, Bumstead, McCrea
McCart, ASCAP) CS 11 H100 70, POP 8

LOOK AFTER YOU (Aaron Edwards Fublishin
ASCAP/EMI April, ASCAP), HL, H100 83; POP 84

TITLE (Publisher -

GLES & TRACKS
SONG INDEX

LOST IN THIS MOMENT [EnI Apri|, ASCAP/Romen
Cowhoy Music. ASCAP/WB Music, 'ASCAP), HLWBM,
CS 17 H100 69, POP 86

LOST WATHOUT U (1 Like Ern Thicke, ASCAP/Dos-
DuetlesMsic, ASCAP) 1100 27: POP 38; RB 2

LUCKY MAN (Careers-BMG Music Publishing, BMi/Ner-
vous Worm Music, BMVEM: Apil, ASCAP/! ew Sea
Gayle, ASCAP), HL/WBM., CS 14, H100 86

MAKE IT RAIN (Joseph Carlagena. ASCAP/Reacn Global,
ASCAP/Scott SIorch Music. ASCAP/TVT M
ASCAPour TyPuI)Ilsnlng BMI/Joe
Music, BMyWamer-Tameriane Publishing, BMI) WBM

POP 65
MAKE ME BETTER (/. Brasco, ASCAPN rginia Beach.
ASCAPAWB Music. ASCAP/Super Sa éln Publishing.
BMI/Zomba Songs, BMI/EMI A nI A CAP/No OUESIIOI'I
Entertainment ASCAP), H
MAKES ME WONOER (Careers- BM(‘ Musm Publishing,
BMIFebruary Twenly Second, BMI), WBM. H100 1, POP

MAKE YA FEEL BEAUTIFUL (N. 22nd Publishing
ASCAP/Chermy Lane, ASCAP/Super Sagm Publishing.
BMI/Zomba Sonus. BIVI), HL/W:

MANDA UNA SENAL (Tulum, ASCAP/WE Music.

ASCAP LT 15
Song, ATV Cruss Keys, ASCAP/Drivers Ed,

ME ANg GOD
A N
MEASURE OF A MAN (Umversal PolyGram international
ASCAP/Spunker Songs, ASCAP/Passing Stranger.
ASCAP/Songs 0f Combustion Music, ASCAPMusic Of
%mdswem SCAP/No Such Music. SOCAN), HL CS

ME DUELE ESCUCHAR TU NOMBRE (Carcers-BVIG
Mu PLIL]ImhIIIQ BMI/WarnerTamerlane Publishing.

il

Ml CORAZONCITO (Prequm Latln ASCAP) LT 35

MIL HERIDASA pa. BMI

MISSING YEARS IoOnQSO OBnan ASCAP/Big Loud
Bucks. ASCAP/Volunteer Jam. ASCAP/Go-To-Oel
ASCAP) CS 51

MISSING YOU 2007 (Aliey Music Corporation. BMI/Car-
lin America BMI/Quartet, ASCAP/Mus IC Of Windswept.
ASCAP/Markeem Music. ASCAP) CS 49

MOMENTS (Graviton M. sic, SESAC/Camivel Music
Group SESAC/WB Music, ASCAP), WBM, CS 7: H100

66

MORE THAN FRIENDS (Lyric Maslers 911 PuIJII shing.
SESAC/Universal Lingo. ASCAP/Nom
ASCAP/Bacar, ASCAP)

MY BUBBLE GUMAg;OT THAT G000} (Shedogs.
ASCAP/DLO ASCAP) RBH 74

NENA (j [T 38

NEVER AGAIN (Smelly Songs, ASCAP/EMI April
ASCAP. Uimimy Messer Music, ASCAP/WB Music
ASCAP: HIAVBM. H1008 POP 5

N/(IJS TE PIDO FLORES {Universal Musw Corporation,

PitT 17
NOTHING LEFT T0 LOSE (EMI Blackwood, BMI/Facade
Aside. BMI}POP 75

OH YEAH (WORK) (Pririce Of Crunk Publishing, BMUSth
Grade Music Publisiing, BMVEMI Blackwood, BMIHow
Ya Luv Dat Music. ASCAP/EMI April. ASCAPMNoifing

Dale Song1 5, ASCAP/LIl Jizzel Music Pubfishing.
BMI/Ben il Tiger Music, ASCAP/Cookies And Milk
ASCAPH; n Tre Grind Entergament Publishing.
BMU/Swizole Music. BMI), HL, RBH 83

0JALA {Nof Listed) 11 20

ONE MORE GOODBYE (Loniely Molel, BMI/Sleel Wheels
BMI) WBM 353

ONE OF THE BOYS { M//ATV Cross Keys,
ASCAPHoosiermarna Music. ASCAP/Universal Music
Corporation, ASCAP/MempnersIIeId ASCAP/IIouse of
Full Circle, BMYFull Circle, BMI), H

ON THE HOTLINE (Marco Biey hllshln BMI/BIue Saar
Publishing, BMI/Bleu Carrot Diamond Pul smn
BMI/The Nickel Publishing, BMVSlIverpIaImumka Pub-
lishing. BMUHerbalicious Music, ASCAP/Black Fountain
Publishing, ASCAP/EMI April ASCAP/WB Music.
ASCAP/Sons Of K-0ss, ASCAP), WBM, H100 85. POP

DUTTA MY SYSTEM (Shanialh Gymone Music
ASCAP/EMI Apnil ASCAP/The Kid Shm Music,
ASCAP/Shide That Music. ASCAP/Jobete Music.
ASCAP), HL. H100 31, POP 35, RBH 16

OVER IT (Jetanon Music, ASCAP/Jerk Awake
ASCAP/Shapiro, Bemsfein & Co., ASCAP), WBM, H100
52 POP 34

. P

PAIN (EMI Blackwood (Canada), SOCAN/Biast The Scene,
BMIEM: April, ASCAP/Noodles For Ever;one‘
SOCAN/EMI Blackwood. BMI), HL. POP 79

PARTY LIKE A ROCKSTAR Preciale That Music,
BM/Cereal And Milk Publisting, ASCAP/Peaches Chil
dren Pubiishing, ASCAP/EMI April, ASCAP), HL, H100
67, RBH 12

PEGAQD (Universal-Musica Unica, BMI} LT 13

PEGATE (Bavahibe, BM|/Terra Music, ASCAP) T 19

PLEASE DON'T GO (Tank 1176 Music, ASCAP/Black
Fountain Publishing ASCAP/EMI Apnl ASCAP/Lonnali
tic, ASCAP/Natting Hill, ASCAP), HL, H100 72, RBH 9

PO LOCK & DROP IT {Huey Records Mustc,
ASCAP/DiAndre S, ASCAP/DeIHrIz Muzk, ASCAP)
H100 12 POP 21, RBH 10

POPPIN' (Dirty Dre Musuc, ASCAP/Universal Music Cor

oration, ASCAP/Lil Vidal Music, ASCAP/Naked Under
r(yCIoIht’ﬁ ASCAP/Chrysafis Music ASCAP), HL. RBH

PROMISE ‘R0 8/ Rightings, ASCAP/Universal Music
Corporation. ASCA sIa Songs. BMI/Songs Of Univer
sal BMI/EI\n,Lee Music. BMVEM: Blackwood, BMY), HL,

RBH 44

PUSH IT BABY (Diamond Blue Smith Publishing,
BMI/Blue Star Publishing, B\Bleu Carrot Diamond
Publishing, BMi/The Nicke! mblishin%‘ BMSilverplat
numy2k Publishing. BMUMusic Royaie, BM) RBH 51

Q

QUE HICISTE (Blue Piafinum Publishing, ASCAP, Jullo
es Music. BMiSony/ATV DISCOS ASCAP) HL.LT9

QU LLOREN (10 Publshing, BMI} | T

QUE ME OES TU CARIND (E! Conu 0, BMVHedoml

QUIZAS IWV Publishing. BMI) LT 46

R

READ MY MIND (The Killers, ASCAP/Universal-Poly-
Graim Iniernational, ASGAP), HL, H100 73, POP 73

REHAB . | Blackwood, BMI), HL, POP 89

ROCK YO HIPS (J Werks Publishing. ASCAP/Royal
Throne Pudlishing, ASCAP/Dime Piece Collection

ASCAPXC Maslgglece Publishing, ASCAP/Right Note

Ent erlammem Al AP/Joc Msg(r)mne Mumc SCAP/EMI
April, ASCAP. 1"

RUNAWAY LOVE Ludacns Universal RJIJII hing,
ASCAP/Universal Music Corporation, ASCAP/2 590
Music Publishing. ASCAP/Keriokey Music, ASCAP/Stick
Rick. BMEnertaining, BM/Songs Of Universal, BMI)
HL, POP 88

www americanradiohistory com

S

SAY [T RIGHT (Nefstar Pubusnmg ASCAPNVirginia
Beach, ASCAPWB Music, ASCAP/Danja Handz Muzik,
SESAC/EM wnI ASCAP). HL/WBM. H100 30; POP 26

SAY YES (Cal IV ASCAP/Dimensiona! Music Of 1091
ASCAP/Drvers £d. ASCAP/Pick Them Taters.
BMY/Sony/ATV Cross Kegs ASCAP/SIa eThree Music
BMI/Chery Lane, ASCA/F) CLMAHL, C!

SER EMI April, ASCAP/Famous, ASCAP LT

N {Jennifer Netiles, ASCAP/Dirkpit. BMI/Sengs Of
Bud Dog. ASCAP/Chamaland, ASCAP/Music Of
Windswept, ASCAP), HL. CS 2, H100 54, POP 93
SEXY LADY (Drawirist Publishing, ASCAP/ Want Mine
Publxshm? SCAR/EMI Unart Catalog, BMI), HL, H100

SHE AINT RIGHT (Major Bob. ASCAP/Swegt Summer,
ASCAP/Circle C, ASCAF/FU" Circle, ASCAP/Warner-
vmrl%rg Futlishing, BMbLexi's Palm Tree Music, BMI)

SHE'S LIKE THE WIND (PIaIﬂVIBW Diner, BMUVery Tony
SMHBFBEB%I 6“(0% WOODS Mel Bt
N R pY eI o0py's
Cocktail Lounge And Music, %Mﬁ] Sony
BM| Strange Science Music, ASCAP/Some \ﬁ?nue
Music. BMiJustin's Polite Music, ASCAP/EMI April
ASCAP/Printz Polar. BMY/Songs Of Universal, BMYMs.
Mary's, ASCAP/Jessyca Witson Publishing, BMI).
HL/WBM KBH &
SHORTIE LIKE MINE (Shaniah Cymone Music
ASCAP/EMI Aril. ASCAP/Babyboy's Little PubIlsh ng
Compar réy SESAC, Noontime Souif, SESA
Music, SESAC/Naked Under MLCIorhes
ASCAP/Chrysalis Music. ASCAP/Thown Tanirums,
ASCAP/Air Conirol Music, ASCAP) HL/WBM POP 92
SHORTY SHORTY (Univision, ASCAP
SIENTE EL BOOM T Bambing Music *Jbllsnmg
ASC Sony/ATV Discos, ASCAP/Leon Bianco;
MI Baby Records Publishing, ASCAP) LT 25
SIGNAL FIRE (Big Life, PRS/! 0|ng BMI/SongsOI
Winsfswent Pacmc BMI) H100
SIMPLE THINGS (Gad Sgs ASCAP/Cneny Lane
ASCAP sweet Giyyles, ASCAR Ol
SI'NOS QUEDARA POCO TIEMPO «Umqne Hns Too,
ASCAP/Sony/ATV Discos ASCAP Famaus, ASCAP) ot
SLAP (Ludacris Universal Publishing ASCAP/Tracv -
Field Entertainment. BMyMoll ||n s usic. ASCAP/Not-
lInﬂDaIe Songs, ASCAP), HL, RBH 59
JRPSL, BMVJamrec BMVUmversaI -Songs Of
PonGram internat onaI BMVUnwersaH’onGram Interna-
tioral, & 10095 POP 82
SNOW lS(HEI{ H) (Moebetob!ame BMI) POP 81
SOLA (Unversal Misica Linica, BMVRompeduscom
BMIWie W Risibishing, ASCAP!
SPOKEN LIKE A MAN (Careers-B G MUSIC Publishing.
BM Asierfra, BMI/Sairabeam Songs. BM/Sony/ATV
Cross Keys. ASCAPMighty Underdog, ASCAP) HL.CS

57
STAND {Niusic Of Combustion. BMI/Songs Of Windswepl
Pacific BVI/Danny Orton Songs, ASAP; nuversal Music
Corparalior ASCAPY HL CS 1, H100 46. POP 80
STARTIN' WITH ME hareers BMG Mu> Publishing,
BMIanake Makr. BMI/Songs Of Windswept Pacific.
BMI/Sony sOI Thortch, BMYFox Ridge Music. BMI)

WBM C51
STOLEN (Hey. Did She Ask About Me? Music.,
ASCAP/Universal Music Corporation. ASCAP). HL, H100

61: POP 42

STRAIGHT TO THE BANK (50 Cent iusic, ASCAP/Un
versal Music Corporation, ASCAP/Shugar Dimond,
BMI/WB Music. ASCAP/Ant Nuthin' Gom On Bul Funk-

ASCAPgq BM RBH 30

ST UGGLE NO MORE (THE MAIN EVENT) (Writing
Lite, ASCAP/Plain Truth, ASCAP/Big Harlem Music
BMVJoe! Weathers Music. B VOsnuNl ah Music.
ASCAP/Universai Lint 'c ASCAP) RBH 32

SUMMER LOVE (Zomb IEnIerEnses ASCAP/T ennman
Tunes, ASCAP/WB Music, ASCAPAVirginia Beach.
ASCAP/WBM MustC, SESAC/Dama Handz Muzik
SESAC! WBM H100 P 1

THE SWEET ESCAPE lHara]uku Lover Music,
ASCAP/Byefall Music ASCAP/Famous, ASCAP/Piano
Music, ASCAP) H100 10 POP 7

T

TAKE ME AS | AM (Nam Tim Producnons ASCAP/E2eke
International Music, BMUHilco Music Bl s Of
Windswep! Pacific, BMiAnversal Music Corporahon
ASCAP/Bootleggers Stop ASCAP. Kenokey Music.
ASC»«P/Tunulaus usic, ASCAP/Hitco South,

AP/Sungs Of Universal, BMI), HL, RBH 41

TAMBOUHIN (Blond|e Rockwell, ASCAP/Swizz Beatz.
SESAC/Unversal Tunes, SESAC/Team S Dot Publishing,
BMi/Hitco Music. BMI), HEL, RBH 53

TATTOO (2 Way Street Publishing ASCAP/Perry Homes
Music Publishing, ASCAP/Artist Publishing Group,
BMy/Warner Chappell, BMI) RBH 58

TEACHME (Universai Music Corporation, ASCAP/LanI
Music Publishing ASCAP/Songs Of Universal
BMI/Tetragrammaton, ASCAPMelodic Piano Produc
lions. ASCAPHC IOSORJbIIsnIng ASCAP/Smoothie
gﬂn ic. ASCAP/ABlack Productions, ASCAP), HL. RBH

5

TEAROROPS ON MY GUITAR Sony/ ATV Timber,
SESAC/Hilisboro Vatiey, SESAV/Sora/’ATV fee.
BM!/Taonr Swit Music, BMY. HL. CS 20, K106 53, POP

TELL ME (JusIIn Combs Publishing, ASCAP/EMI Apil,
ASCAP/2 Daughters Music. SESAC/Chrstian Cormbs
Pubhshmg SESAC/Foray Music, SESAC/Aniya Nicole
RJbllshIng BM/Janlce OmbSPUDIISHIDgO VEMI
Blackwood, BMI/Shai Jones Music, BMI/Songs Of Uni-
versal, BMI/2Xs Pub. BMIAWarner Chay Ege
BMVChnstophef Garrettis Publishing, ASCAP/Sony/ATV
Sgngé C.. ASCAP/F OB., ASCAP), HL/AWBM,

TELL ME WHAT WE'RE GONNA 00 NOW (BMC
Career> BMIEMi Blackwood, BMI/Soundtron Tunes
BMILost Puet Music, BMIHitface Mu5|c BMi/Sense-
less, BMI‘Songs Of Universal, BMI), HL/WBM, RBH 86
TE/ILO AGRADEZC'OBSPERO NO {Gazul, ASCAPAWB
usi. ASC
T%NNESSEE r%_relom And SIa Eged Music.
A
THAT KIND OF DAY e eGomgTo Maui BMIHits And
Smashes Music, ASCAP/2820 Music, BM|Zomba
Enleg{)nses ASCAP/Good Country Mornin’
/Green Cit SESAC/Green Wilderness
SESAC/BPJ BMI}, WBM, CS 31
THAT SCARES ME \SSongs of Combusll on Music,
ASCAPMusic Of Windswept, ASCAP/Universal Music
Corporation ASCAP Mempherstield, ASCAP/House OF
Full Circle, BMIT .| Lirc'e, BMI), HL, CS 55
THESE ARE MY PEOPLE %UnIversaI Music Corporatian,
ASCAP/MemphersIleId ASCAP/Cal IV, ASCAP/Berg
Brain, ASCAP), HiL, CS 22
THIS AINT A SCENE. TS AN ARMS RACE (Chicage X
Sgl;’w;e RMI/Sony/ATV Songs. BMI), HL, H100 57;

THIS 1S WHY I'M HOT (Shawn Mims, BMI/The Blackout
Sga ¥’ASCAP/Nqu»k|I ‘State Of Mindz
ASCAP/Schofielits, ASCAP/BMG-Careers. BMYBMG
Songs, ASCAP/Heavy On The Grind EnIenﬁmenI Pub-
IShIﬂg BMILIl Jizzel Music Publishing, BMI/Songs Of
TVT, BMI/LiI Jon 00017 Music, BMIAWarner Chappell
PRS/Keak Da Sneak Publishing Designee, BMi/Cuswin
gAUSIC. BMi/lrving, BM!), WBM. H100 17: POP 18; RBH

THNKS FR TH MMRS (Sun JATV Songs, BMI/Chicago X
Soficore BMI% HL, H100 41, POP 31

THROW SOME D'S (Jobe(e Musm ASCAP/Songs Of
Universal, BMI/Team S Dot Publishing, BMVHlIco Music,

c
S

Data for week of MAY 12, 2007

Chart Codes: CS (Hot Country Songs); H100 (Hot 100 Songs). LT (Hot tatin Songs). POP (Pop 100 Song and RBH (Hot R&B/Hip-Hop Songs).
Licensing Org.) Sheet Music Dist., Chart, Position.

PBAPVSmgsOIWmdswem Pacific, BMI}, HL. H100 45;
TICKS IEMI April, ASCAP/New Sea Gayle, ASCAP/DIdn‘I
Have OBP Music, ASCAP/Chamaland, ASCAP/Songs

0f Bud Doy ASCAP'3 Ring Music, ASCAPAMuSIc 0
Windswey! 1. HL CS 8, H100 48; POP 70
T0DO CAMBIO Nut LI.,Ied) {129

Tg[S]OA?JE DE I?]RUMBO {BMG Songs. ASCAP/SGAE.
TOP BAéK (Club Crown Publishing, BMVChubO )
Music. ASCAP/Wamer-Tameriane Publishin foung
g%ezyBI%AuRsm Inc.. BMIEMI Biackwood BMg HL/WBM
TORRE OE BABEL IKlke Santander Music, BMVEM!
Blackwocd BMI) LT

mg%’; {Steel WheeIs BMVCub Songs. ASCAP), WBM

TU RECUERDO (Terra Music, ASCAP) LT 4
TUS PALABRAS (LGA ASCAP) (T4

u

= ¥
UMBRELLA (Songs Of Peer, ASCAPMarch 9ih Publish-
b EI“‘“JII’"?“‘”%%%%%IADI
ter Boy shin il
ASCAP). HL H100 6&5 RgB
UN IDIOTA COMO YO Sev-Ca BN)I.T 31
UNTIL THE ENO OF TIME (Ternnman Tunes
ASCAF/Zomba Erterpnses. ASCAP/Virginia Beach,
ASCAP/WB Musnc ASCAP/Wamer Tameriane Publish-
Eg landz Mz »\ SFSAC/WB Music,
S SAC/Wamer SESAC RBH 35
UNTIL YOU COME BACK TD ME {Sawandi Music,
BMI/Stone Agate Music BM Jobete Musw
ASCAP/Black Bull Music, ASCAI
UPGRADE U (B-Day PubhshtrégM ACP/MUSIC World,
ASCAP/VorH Flames Music, BMJ/Janice Combs Publish-
ing, BMIERI Blackwood, BMI/Team S Dot Publishing,
BIUHitco Music, BMYSon sOI Windswept Pacific,
BMU/Solange MWP ASCAP/ %h Beyince, ASCAP/EMI
lnng'll IIPP MLEMI ApnI ASC /Ca ef Boys Publish-
SUAP) H
UPTO THE MOUNTAIN (Almo Mu5| . ASCAP), HL
H10056 FOF
U + UR HAND ,_MI BIauwnoa. BMI/Pink Inside Pub-
lxshlnn BMiMaratone AB, STIM/Kaball Music,
AP/Kasz Money Publshing, ASCAP), HL. H100 16,

PO

w
WAIT FOR YOU (Stellar Songs, ASCAP/EMI April,
ASCAP Sony/AIV Tunes, ASCAP/E Bickyood,
BMIMater Music Puuhshmg '\SCAOZ] POP 65
WAALK IT DUT (Top Quality, BMI) H100 43; POP 49; RBH

8
WASTEQ (Son?s From The Engine Roorn. BMY/Song /gs Of
Universal BMI/Warner-Tamerlane Publishing, BVl
no Music ASCAP/BP) Administration, AS
HLWEBM CS 3, H100 40. POP 61
THE WAY I LIVE {Exreme Entertainmen New Orleans
IPUIFI wng Compa/Tnl Productions, ASCAP) H100 23;

THE WAV SHE MOVES (CoCo Tunes husic,
A»AP,Bi/eJII Music, ASCAP/Famous, ASCAP) LT 32

WE FLY HIGH (Sally Ruth Ester Pubnshlng BMI/Zukhan
Music. BMI/Song? Of Universal BMI). HL. POP 76

WE RIDE (I SEE THE FUTURE)) ( aryJ Blige,

Iniversal Music Corporation. ASCAP/WBM

Musn: SESAC/SOT%S In The Key Of B Flal.
SESAC/Noontime South, SESAC/The Dean's List,
SESAC/December First Publishing Group, SESAC/Naked
Under W CIoIheg ASCAP/Chrysalis Music ASCAP),

HLWBM, RBH 4
WE TAKIN' OVER (DJ Khialed, BMUNoka Intenationa).
ASCAP/Famous, ASCAP/Warne-Tamerlane Publishing,
BMVMoneg Mack, BMI/Grown Club Publishing,
BMIJoey & Ryan Music. BMI/4 Biunis Lit At Once,
BMVDa’wa Handz Muzk, SESAC/WBM Music, SESAC)
38, POP 37: RBH 26

HL/WBM, H100 R
%%AT]%%YZ LIKE (Biack Eight Music Publishing, BMI)

WHAT GOES AROUNO... COMES ARQUND (Tennman
Tunes. ASCAP/Zomba Emerfnses ASCAPNVirginia
Beach, ASCAPWB Music, ASCAP/Wamer-Tamerlane
Publishing, BMU/Danja Handz Muzik, SESAC/WBM
Music SESAC/Royal Ruhgﬁhnn?s ASCAP/Crown Cluty
Pubiishing, BMI). Hi H100 33; POP 25, RBH 90

WHAT 1 0ID LAST NIGHT (EMI Blackwood. BMI Music
0f Stage Three, BM Bobbys Song And Sa ivage.
BMI/Slage Three Music RMI} HL

WHAT ['VE DONE (Zomba Sonf‘ BMI/ChesIerchaz
BMVBI%BIQ fud, ASCAP/Non\ 1SClosure A

e ’glnurdon BMVKengKobayashl B VPancakey

WHATS MY NAME {Cancelied Lunch Music,

ASCAP/Universal-FnIyGfam International, ASCAP), HL,

RBH 5
WHAT VOU GIVE AWAY (Vinny Mae, BMI/Songs 0f
Wincowe pt Pacilic, BMVSlngIe Track. BMI), WBM, CS 44
WHEN | SEE U (Bleaklhmu Creations. ASCAP/EMI
Aprit, ASCAP/S.M.Y., ASCAP/Sony/ATV Tunes,
ASCAP/Bmak Nnnh SDCAN/Sony,ATV Music Publish-
% OCAN/Waynne Writers, ASCAP/J. Sewell
Put Ilsnln ASCAP/GOII en The Super Kid Music.
ASCAP), L H100
WHERE THEY AT (Re masSon Music, ASCAP/EMI
April, ASCAP/Crown Club Publishing, BMU/Grand Hustle
BeaIz BMI/Wamer- Tamerlane Publis! mg BMV/Slide That
ic ASCAPY HL/WBM, RBH 87
WIPE ME DOWN (Trilt Productions, ASCAP/Boosie Bad
Az ASCAPMouse On Tha Track, ASCAP) H100 100
+

RBH

WITH LOVE (KStuff, BMVAanuse BMIHilary Duif
Music ASCAPANM Publishing, ASCAP/Kobalt Music,
ASCAP/Diing Minds Music Pul |IShIn8 BMI/AMP Group
Publishing, BMi) WBM, H100 59, POP 44

AWOMA SLOVE (we N(I)I(,)° ASCAP/Yee Haw

ASCA 56
WONDERFUL SI Jper Sa int Publishi n%\SBMVZomba
Songs BAL P Prost cfs Of The Strees, ASCAP/A Grang
am ESAC/Su mphu, ASCAP), WBM, RBH 67
WONDER WOMAN (ApnlS Boy Muzrk BMiWarmer-
Tamerlane RJbIIShIng BM| Danja Handz Muzik,
SESAC/WBM Music, SESAC/No Quincydence Music
Publishing. BMUNorth Avenise ASCAP/EMI Apil,
ASCAP/Urban Warare, ASCAP), HL/WBM H 1
WORLDWIBE (TouchZone Publishing, ASCAP) RBH 91
WRAPPEO (TiHiawhirl, BMYBruce Robison, BMY/Camival
Music Group. SESAC) CS 13, H100 88

Y

Y AQUI ESTOY (Vander, ASCAP} LT 48
YQIJ erman Dog Music, ASCAP/TVT Music
SCAP/Qstaf Songs BMJ/Soundtron Tunes, BMIYoung
Mon Publishing, BMi/Warner-Tamerlane Publishing,
eformation Publishing. PRS) WBM. POP 72: RBH

YOU KNOW I'M NO GOOD(EMI Blackwood. BMI), HL
H100 82, POP 74
YOU NEVER TAKE ME OANCING (Chi-Boy, ASCAF) CS

YOU RAISE ME UP (Feermusic, ASCAP/UnwersaI Music
vation. ASCAP) HL. H100 78, POP 6!

YOU E GONNA LOVE ME (Songs Ot Cumbusllon
Music ASCAP, Music Of Windswept, ASCAP/NIr Noise
BMIEncore Entenamment BM’&

(YOU WANT TO) MAKE A MEMORY (BonJuM
ASCAP/Universal-PolyGram InIemaIIonaI
ASCAP/Sony/ATV Tunes, ASCAP’ g e
ASCAP/Kohalt Music, ASCAP), Hi

YESI(IIOL)VIEQIA ANACER (CuIIura Urbana Publishing.
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Billoeard

REAL ESTATE

/ GOLD COAST
A\ REAL ESTATE

= {

— = : 18 B
West New York—Hudson Club-2 Bed 2 Bath-Magnificeni A
unobstructed NYC & River views. New Constriction. Over- b
sized windows $1,295,000

. . s
West New York, Nj—Jacobs Ferry Comner. Panoramic NYC iew

.. 3 BR, 2.5 Bath. Cathed¥al Ceilings, Priv. Elevator, 2400 s+
fi. Garage, Gourmet Kitchen. $1,498,000

1

, - - ’-':"""E:"{ ..
Wesl New York — Magnificent 4 Bed 3 full & 2 half baths in
Jacabs Ferry- multi level townhome. Magnificent unobstructed
NY< & River views. Priv. Garage $1,745.000

o

Weehak. NJ-Exdusive Kings Bluff arca. Palatiz try hall in this 14 room ki
Geargian stle home. Library, 2 Dens. Rreathtaking NYC and river views. Best of every- H
thing, Growa Moldings, Sub Zere Refrigerator, Viking appliances $2,400,000 |

www.NJGoldCoastCribs.com
1 Marine Plaza, North Bergen, NJ

Toll Free 888-801-0005

www.5721Topeka.com

5721 Topeka Dr. Tarzana CA 91356 Gorgeous
5 bedroam. 4.5 baths 3750 sq ft Home 9,000 sq
ft. lot w/eustom landscaping Office or 6th bed-
room Gaurmet Kitchen. Pool/Spa, 3-car garage
Walk to Downtown Tarzana!!!
Great for Entertaining!
Turn Key Condition!
Realtor Lisa Haddad 213-924-9945
habhaddad @gmail.com

Multi-platinum rock star and his trophy
wife are selling heir waterfront estate!
Enjoy water skirg, boating and fishing
just 25 minutes frem downtown Atlanta
and the Atlanta zirport. Full in-law suite,
pool, tennis court and breathtaking
views. Visit us @ www.lanefarmer.com or
call Lane Farmer @ 770-616-8023. Keller
Williams Realty Traditions.

Lane Farmer The Lake Spivey Specialist CEO Lane Farmer & Assoc.
770-616-8023 - Cellular—|ane @lanefarmer.com - Email

1,000CGDs

in full-color jackets for just

Jin-House €D * DVD * VINYL MANUFACTURING

p Includes: 1-color booklet &
.‘\ 30 CD s"s.oo nclwdes: 1-color booklet

] 1-:alor €D label from print-ready
Pachkage:

film. jawelbox, shrinkwrap
l o o o Ckas- I I !

In<ludes: 4-color booklet &
2-20lor. €D label from supplied
ar'work, jewelbox, shrinkwrap

D.J. 12 VINYL PROMO

100 127 vinve 5799.00 adcitional LP's: $1.30 each

500 127 vinve 51,279.00 reOrDER $710.00

Call today for

]
TOOO 127 vinvi $1,889.00 reORDER - $1319.00 your free catalog!
PACKAGES INCLUDE: WHITE JACKET w/ HOLE + MASTERING = FULL FROCESSING =
TEST PRESSINGS » 2-COLOR LABELS {stock boekground) = SHRIFKWRAP » QUICK TURN ARAUND 1 '800 '468'9353

RI\INBO R[CORDS MANUFACTLRING CORPORATION p www-discmakers.cﬂm/bh

8960 Ltorr Ave., Canoga Park, CA 91304 - (818) 280-1100

Fax: (818) 280- 1101 * www.rainbotrecords.com « inlo@rainborecards.com

SO DISC MAKERS®

¥°

wwWwW americanradiohistorvy com

CONNECT WITH THE MUSIC INDUSTRY’S MOST iMPORTANT DECISION MAKERS

AARICETPLACI:

For ad placement in print and online write to classifieds@billboard.com or call 800-223-7524

'~ REAL ESTATE |

North Ranch
 Country Club Estates
o Westlake Village

« Southern California
Spacious! Spectacular!
Secluded and Stunning!

>

R Tl This magnificent mediterra-
nean estate, sited on 3+ acres with panoramic views of rolling hills and
golf course is located in the prestigious guard gated Country Club
Estates. Perfect for entertaining or hibernating, this 8100 sq ft custom
home has just experienced a $1M remodel and can provide the most
discriminating of creature comforts. 5 bedrooms, 6 bathrooms, media
theatre room, private balconies, patio, pool/spa, lovely courtyards. The
kitchen is a gourmet’s paradise.

This heme includes a 500+ sq ft space that would be perfect for a
sound studio or home office; its separate entrance ensures privacy
from the rest of the home.

Price available upon request
805-778-9251

Contact: Bernard Goodman/Integrity Realty

Integrityrealty @adelphia.nete integrityrealty @roadrunner.com «
www.integrityrealty.org

While all care has been taken to be accurate, the information above is not guaranteed

The Villa Crono Estate
on Miami Beach

V. - N

Magnificent Mediterranean Waterfront Estate on Prestigious Pine Tree Drive
anf Indian Creek. One acre of beautifully landscaped grounds with fountains,
Frivate gated drive and walled property. Main home is approx. 8,250 sq. ft. 5-
arge bedrooms with 5-full bathrooms and 2-half bathrooms. Marble tile, 5-
fireplaces, Grand Salon, Media/Family Room, Formal Dining Room with
Peclc, Cypress hand painted wood beam ceilings, library/Stuﬁy and award
winning gourmet kiccﬁcn.

Guest house is a”max. 2,000 sq. tt. featuring 2-seperate apartments. 4-bed-
rooms and 2-full bathrooms. Large heated swimming pool with cutdoor
dining cabana. 500 =q. ft. deep water-ocean access wng no fixed bridges.

Also available: Adjacent one acre buildable waterfront lot.

Asking Price: $8,600,000.00 with adjacent lot: $13,500,000.00
www.villacrono.com

an T. Halda, PA.
Gray & ?;sociates Progerties, Inc
305-754-377
bryvanhalda@aol.com
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FATHER'S RIGHTSY!

Call attorney
Jeffery Leving
312-356-DADS or visit

www.dadsrights.com

MUSIC

MERCHANDISE

PLAYER.
[TRADE YOUR COS FOR NEW 1P0DS
iPod Shuffle trade for 45 CDs
iPod Nano trade for 75 CDs
_iPod Video trade for 120 CDs

mﬁe&m’hﬂwﬂ 843-722-1016 %218

BUY DIRECT AND SAVE!

While other people are raising their prices, we
are slashing ours. Major label CD's, cassettes
and LP's as low as 50¢. Your choice from the
most extensive listings available.

For free catalog call (609) 890-6000.
Fax (609) 890-0247 or write
Scorplo Muslc, Inc.
P.O.Box A Trenton, N.J. 08691-0020
emall: scorplomus@aol.com

HELP WANTED

CBS is seeking an Administrative
Assistant to assist the head of an
independent music company. For
more information about the position
and to apply, please visit
www.cbscareers.com
and reference job number 2016. EOE.
No phone calls please.

BUSINESS

OPPORTUNITIES

WANTED: Well connected & Experienced

Music Industry Professional (A&R,
Agent, Manager, DJ, Producer etc . . )
to shop my Demo. Visit:
www.myspace.com/AriesEntertainment
Then call: 917-753-9450

PROFESSIONAL

INSTRUCTION

VOCAL SCIENCE™ ARE YOU
EXPERIENCING VOICE PROBLEMS?
Nodules . . .? Considering surgery?
We specialize in Nonsurgical Voice

Repair and Postsurgical Traumas.
Beginner to Pro Singer in 10 hours -
Guaranteed! Instant
Improvement - Videotaped Resulits.
www.vocalscience.com -
1-888-229-TUNE (8863)

SONGWRITERS

DYNAMIC SONGWRITER SEEKING
ARTIST TO PERFORM heartfelt song
written for my ex-husband NYC
Firefighter killed on 911. “Forever In My
Heart” Patricia Cubas -

PatriciaNYC@aol.

PROFESSIONAL

SERVICES

IS YOUR CONCERT TOUR READY
to take the next step in sound quality?
FOH Mixing, A-1 Engineer, Recording,
and Live Sound Specialist.
Steven Paul Supparits, 716-604-7668 -
stevensupparits @msn.co

LE

USED 30’ INTERPRETIVE SHOWFOUNTAINS.
For sale: self-contained,
unique, portable, storable, crated. Contact
Bob or Ellen at; seeellen@hvc.rr.com.
Visit - www.musicalwaters.com
- or call: 845-473-2169

=2

COMPILED BY KRISTINA TUNZI

b e

ktunzi@billboard.com

JackValenti,85

Jack Valenti, 85, who became a confidant of President Lyndon B. Johnson
and then a Hollywood institution, leading the Motion Picture Assn. of Amer-
ica and devising a voluntary film-rating system, died April 26 from compli-
cations of a recent stroke at his home in Washington, D.C.

For 38 years, Valenti was the public face of the
movie and TV production industry and one of its
fiercest advocates. He lobbied Congress to pro-
tect filmmakers’ intellectual property from piracy
and to ease trade barriers overseas. And he fended
off lawmakers’ recurring campaigns to curb vio-
lence and sex on the screen, arguing for free ex-
pression. He devised the film-rating system that
gave new meaning to letters like G, R and X pre-
cisely to avoid censorship by local review boards.

In addition to his wife of 45 years and his daugh-

ter, now an executive VP for production at Warner Bros. Pictures, Valenti is sur-

vived by a son, John Lyndon; a daughter,

BOY: Thomas Joseph Assad, April
30 to Mikyl Cordova and Joe Assad.
Father is senior VP/GM of Bragman
Nyman Cafarelliand motheris VP of
public relations at Madison Square
Garden Entertainment.

Roger Bennett, 48, pianistand Day-
wind artist, died March 20 in Hous-
ton from complications resulting
from a long battle with leukemia.
Bennett was well-known from his
years as the pianist for the Cathedral
Quartet. After the Cathedrals’ retire-
mentin 1999, Bennett, along with fel-
low Cathedrals member Scott Fowler,
formed the quartet Legacy Five.

Alexandra Alice; and two grandchildren.

Bennett is survived by his wife,
Debbie; two children, Chelsea and
Jordan; and his father, Doug.

Dakota Staton, 76, legendary jazz
vocalist, died April 10 at the Isabella
Geriatric Center in New York. Staton
had recently suffered a stroke and was
attempting recovery at the center
where she was residing.

Born in Pittsburgh, Staton was
best-known for her Capitol Records
album “The Late Late Show,”
recorded in 1957.

Producer Dave Cavanaugh discov-
ered Staton at the Baby Grand club
in Harlem and signed her to Capitol,
and in1955 she was labeled the “most
promising newcomer” by Downbeat

TURNTABLE

RECORD COMPANIES: EMI names
Roger Ames head of EMI Music
North America. He was chair-
man/CEQ at Warner Music Group.

Universal Music Group Interna-
tional promotes Tom Land to di-
rector of international marketing
for Interscope Geffen A&M. He
was manager.

Universal Music Latino names
Daniel Osuna VP of A&R and mar-
keting for its StarMex Records im-
print. He was VP at Radio Lazer
Network.

Zomba Label Group in New
York appoints Shannah Miller to
senior VP of video/adult promo-
tion. She was VP.

New West Records in Los An-
geles appoints David Lessoff VP
of business affairs. He was senior
director of business affairs at Capi-
tol Records.

Lyric Street Records promotes
Ashley Herron to senior manager
of marketing. She was manager.

Mercury Records in New York
appoints Evan Lipschutz to direc-
tor of A&R. He was associate di-
58 |
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rector of A&R at Daylight
Records, a division of Sony BMG
Music Entertainment.

PUBLISHING: EMI Music Publish-
ing promotes Dan McCarroll to
senior VP and head of its East
Coast creative department. He
was VP of the West Coast office.
ASCAP in New York elevates
Carolyn Jensen to senior VP of
human resources. She was VP.

TOURING: Live Nation names
Marc Choper president/CEQ of
its Trunk Ltd. apparel division. He
was executive VP/COO.
Ticketmaster names Vito laia
senior director of music services
for Ticketmaster Europe. He pre-
viously served in the same posi-

www americanradiohistorv com

magazine She eventually recorded
with several prominent groups and
musicians, including the George
Shearing Quartet.

Angela Denise Pittman, 38, who
most recently worked as a market-
ing consultant for Hidden Beach
Recordings, died of cancer April 11
in Los Angeles.

Angela made her mark at Fox
Broadcasting, Epic Records, Loud
Records and Blue Flame Marketing/
Bad Boy Entertainment. She joined
the staft of Hidden Beach Record-
ings as a marketing consultant in
2001 and was involved in the devel-
opment of such acts as Jill Scott, Kin-
dred and Mike Phillips.

Her involvement in cancer aware-
ness made such an impact that Cam-
paign for Life Savers has now been
renamed the Angela Pittman Life-
savers Outreach Program, which she
co-founded.

She is survived by her mother,
Helen Aldredge; brother, Daurian Al-
dredge; and father, Clark Pittman.

Andrew Hill, 75, jazz artist, died of
lung cancer April 20 at his home in
Jersey City, N.J. Hill was a pianist
and composer of an innovative and
sometimes opaque style of jazz
whose work only recently found a
wide audience.

From the first significant album
in his discography (“Black Fire,”
1963) to the last (“Time Lines,”

JENSEN

STEVENS

tion in the United States.

AEG in Los Angeles names Eric

Stevens president of its new unit
AEG Events & Media. He was pres-
ident at EPS Media and Marketing.

DIGITAL: Bebo in London taps
Angel Gambino as VP of music.
She was VP of commercial strat-
egy and digital media at MTV.

MEDIA: MTV promotes Robin
Reinhardt-Locke to senior VP of
studio relations and celebrity tal-
ent. She was VP.

RELATED FIELDS: SESAC pro-
motes Ellen Bligh Jones to asso-
ciate VP of corporate relations.
She was senior director.
—Edited by Mitchell Peters

2006), his work is an example of how
jazz can combine traditional and
original elements, notation and pure
improvisation.

He played be-bop with local mu-
sicians in Chicago and worked on
the road with Dinah Washington,
Johnny Hartman and Dakota Sta-
ton, and collaborated with Charlie
Parker and Roland Kirk. [n 1989, he
was signed again to Blue Note,
which had been recently resurrected
by EMI, and recorded the albums
“Eternal Spirit” and “But Not
Farewell.”

Hill is survived by his wife, Joanne
Robinson.

Alex Brown, 56, tenor of soul group
the Persuaders, died April 29 in New
York. The cause of death has not yet
been disclosed.

Brown’s passion for music started
atan earlyage, as he sungin the local
choir and with groups on the streets
of New York. Eventually, he met and
befriended Persuaders singer Dou-
glas “Smokey” Scott, who took him
toa group rehearsal and encouraged
him to become an understudy.

Brown was then drafted into the
armed services, doing a tour of duty
in Vietnam during the war. After re-
turning to the United States, he
started singing with the group the
Natural Blend and later performed
in such acts as Rhythm City Project,
Sudden Moves, Prime Source and
Intimate D' Tales. e

WORKS

WITHOUT HOPE YOU
CANNOT START THE DAY

Yes lead singer Jon Anderson is sched-
uled to perform at a fund-raiser for the
Mental Health Assn. of New York City.
Anderson will be supported by the
School of Rock Music All-Stars. The
May 8 event will be held in the Grand
Ballroom of the Pierre Hotel. In addi-
tion to raising funds, the annual gala
will bring attention to the association’s
work during May, mental health
awareness month. For more info and
to order tickets, go to mhaofnyc.org.

YOU WEAR IT WELL

Shirts for a Cure is participating in the
Bamboozle music fest May 5-6 at the
Meadowlands Sports Complex in East
Rutherford, N.J. SFAC will debut new
shirt designs from Paramore, Gorilla
Biscuits, the Graduate and other bands.
Proceeds from each $12 shirt sold go
the SyrenthaJ. Savio Foundation—es-
tablished by punk rock photographer
Mark Beemer—which provides finan-
cial assistance to underprivileged
women who cannotafford breastcan-
cer medicine and therapy. For more
info, go to shirtsforacure.com.

VALENTI: JOHN SCIULLI/WIREIMAGE.COM
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COURTESY OF THE JILLS/COLDWELL BANKER

LUXURY REAL ESTATE

ot Homes

TIGHT INVENTORY, ONGOING DEMAND
MARK HIGH-END REALTY MARKET

A word of caution for prospective buyers of
luxury real estate in any of the nation’s
entertainmen- capitals: After the market
chill of 2306, prepare for a renewed
scarcity of prime properties and bidding
wars for the rost sought-after homes.=
While the general real estate market
continues to be sluggish, the high-end
markets in New York, Los Angeles and
Miami generally have rebounded from
the slump of the past six months or were
never caught in the downtrend to begin
with. m In Nashville, there are still deals to
be found as the Music City recovers more
slowly. = In all <hese cities the comforts of
space, s2curity and privacy remain
priorities for music artists and executives.

wwWWwWeamericanradiohistorv com

3utthere isa ~ew trend in town, too. Fast-  Above: Owner Julio
paced industry buyers increasingly are seek-  19lesias slept ir on2
. = of eight bedr>oms
ing so-called turnkey properties or o, axelusive indian
completely furr.shed hormr.es. Creek Island, Ra.

n some cases, that's bacause thev are ASKing $24 millior
buving nonp-ir ary residences in a rrusic-driven town. [n cthe-s,
itis more a fectzr of time.

n New Yo-k, many industry clients are willing to pay big bucks
to get a property “furnished down to th e silverware,” says David Mi-
chonski, CEO ¢~ Coldwell Banker Hunt Kennedy. “The icea is to
move in on Sati-day morring and ha=e a party Saturday 1ight,” ne
sass. ‘Many cf these properties are second or third homes for these
buyers where t-ey’ll maybe spend only eight weeks in a =ear. Nc
on= has time faa dealing with decorators.

4 similar nd-set reigns in Miarai, which is not th2 primery
residence forthe vast majcrity of high-end clients, accord.n3 -o Gus
Rubio, Coldwell Banker senior VP fo- Miami and Dade Zcunty.

For those drxwn to the city’s sun =nd surf, “deals hasrea a lot
quicker than w _h the typizal buyer,” 1e says.

Contrary t>t-e slump s:ill shadowing much of the coun ry, Naw
York luxury reil estate is booming. And with a cool $37 billior.
recorded in Wall Street bonuses alone in 2006, it’s easy to see way

“Any city with that kir.d of discre- continued on >>p62
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Sothebys

INTERNATIONAL REALTY

SELECTED PROPERTIES

e ‘ %
GREENWICH, CT Belle Haven Retreat: Victorian, RIVERSIDE, CT Charming-Colonial Style: Endless NEW YORK, NY The White House, CPW:This NEW YORK, NY The Majestic, CPW: Classic and
built 1888, renovated. 1.2 acres. Gracious room scale. possibilities. Studio, large patio. Convenient to trains grand-scale 9-room residence has park and reservoir spacious 9-room home with a private balcony. WEB:
$5,850,000. WEB: BB0361886. Greenwich Brokerage, and shops. $1,625,000.WEB: BB0371547. Old views. $11,500,000. WEB: BBOO15574. East Side BBOO|5568. East Side Manhattan Brokerage, A. Koffman,
Christopher Finlay, 203.869.4343 Greenwich Brokerage, Ajed Ohman, 203.637.9333 Manhattan Brokerage, O. Neulist, 212.606.7707 212.606.7688, |. Janssens, 212.606.7670

b 4

BROOKLYN, NY Newswalk Condo: Spacious private NEW YORK, NY Harlem Townhouse: Grand, com- NEW YORK, NY Dramatic Chelsea Penthouse: 3 CHAPPAQUA, NY Ciassic Colonial Style: On almost

yard. Offering by prospectus, #CD000116. $1,600,000.  fortable 19+, 4-story, 2 family, renovated. $3,100,000. terraces, fireplace, 4 exposures, garage. $4,750,000. Il acres. Stone terrace, pool, cottage, tennis court,
WEB: BBO|133331. Downtown Manhattan Brokerage, WEB: BBO133449. Dewntown Manhattan Brokerage, WEB: BBO133899. Downtown Manhattan Brokerage, greenhouses, and barn. $9,750,000.WEB: BB0721 | (4.
Rachel Wood, 212.431.2432 Paula Allen, 212.431.2455 Stephen McRae, 212.431.2424 Chappaqua Brokerage, 914.861.9625

LARCHMONT, NY 1896 Estate: Architecturally RYE PO/HARRISON, NY Magnificent Tudor Style: SCARSDALE, NY Custom Colonial Style: Gated. BEDFORD, NY Elegant Contemporary: Set on 4+
significant, 7 bedrooms, 6,000+ sq. ft.on 1.5 private Classic detailing and beautifully proportioned spaces. 7 bedrooms, 7’4 baths, great room, fabulous kitchen, park-like acres with pool. 5 bedrooms, 44 baths,
acres. 25 minutes from NYC. $7,500,000. WEB: 6 bedrooms. 6 full and 2 half baths. $6,395,000. WEB: media room, 3-car garage. $3,995,000. WEB: first-floor master suite. $2,795,000.WEB: BB0O701095.
BB0681422. Larchmont Brokerage, 914.833.8480 BBO651133. Rye Brokerage, 914.967.4600 BB0662018. Scarsdale Brokerage, 914.713.2148 Armonk Brokerage, 914.273.8400

KATONAH, NY Tribeca in Katonah: Sophisticated WEST HYANNISPORT, MA Point of View Estate: MALIBU, CA World-Class Architectural Estate: The BRENTWOOD, CA New Construction: 8,000+ sq. ft.
stylish contemporary set on 3.5 beautiful acres. 3-car Spectacular Nantucket Sound oceanfront by Richard Segel Residence by John Lautner. 80" frontage on Spanish-style estate. 5 bedrooms, outdoor room, pool,
garage. Minutes to town and train. $2,279,000. WEB: Bertman. 9+ acres. $23,000,000. WEB: BB0401289. Carbon Beach. $33,500,000. WEB: BB0303447. spa. WEB: BB0352314. Brentwood Brokerage, Lisa
BBO0721 | 18. Katonah Brokerage, 914.767.9681 Cape Cod Osterville Brokerage, 508.428.9115 Sunset Strip Brokerage, Jonah Wilson, 310.888.3870 Kirshner, Kacy O’Brien, 310.481.6255

b e : ‘tm' \‘ =

SUNSET PLAZA, CA Bobby Darin Residence: MALIBU COLONY, CA Architectural Gem: Unique ENCINO, CA Exquisite Mediterranean Style: 6-bed- WEST HOLLYWOOD, CA Premier Condo: 2-bed-
Classic 1955 mid-century showpiece. 5 bedrooms, home featured in Architectural Digest. Complete room, 6-bath home. Dramatic 20,000 sq. ft. lot. Grand,  room, 2-bath designer home. Full amenities, 24-hour
3% baths. $3,689,000. WEB: BB0282386. Los Feliz privacy. $5,500,000. WEB: BB0024260. Beverly Hills luxurious. $2,995,000. WEB: BB0352392. Brentwood doorman. $659,000. WEB: BB0282922. Los Feliz
Brokerage, Linda Chamberlain, 323.828.7269 Brokerage, Sondra Ott, 310.387.1996 Brokerage, Andi Frazin, 310.481.6291 Brokerage, Linda Chamberlain, 323.671.2303
SIROFFICES.COM | 38 EAST 6IST STREET, NEW YORK, NY 1002 OPPORTUNITY

Sotheby’s International Realty, Inc. is Owned and Operated by NRT Incorporated. Farm of Jas de Bouffan, used with permission.
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INTERNATIONAL REALTY

SELECTED PROPERTIES

BHPO, CA Hideaway: 3 bedrooms, 2 baths. Living CAMARILLO, CA Las Posas Estates: Corporate WESTLAKE VILLAGE, CA Main Channel WESTLAKE VILLAGE, CA Remodeled Island

room with vaulted beamed ceilings, hardwood floers, retreat. 5 bedrooms, 54 baths. Guest house, tennis Waterfront: 4 bedrooms, 4 baths, elevator, boat dock. Home: § bedrooms, 2/ baths. On main channel. Boat
and bay windows. $1,099,00C. WEB: BB0024794. court. $5,300,000. WEB: BB043 [045. Westiake Village $3,500,000. WEB: BB0421462. Westlaie Village dock. $2,300,000.WEB: BB042 |934. Westlake Village
Beverly Hills Brokerage, fory Burton, 310.860.4515 Brokerage, Elaine Pettersen, 805.340.4261 Brokerage, Penny Singer, joan Young, 805.371.7445 Brokerage, Penny Singer, 805.371.7445

WESTLAKE VILLAGE, CA Sherwood Estates PASADENA, CA Jamie Residence: Classical mod- BEVERLY HILLS, CA Dramatic Views: 6,800+ sq. ft, CALABASAS, CA Grand Architectural: 11,200 sq. ft.
Masterpiece: 6 bedrooms. Lake, golf, and mountain ernist. Mountain views. 3 bedrooms, 2 baths. 5 bedrooms, 7 baths, enormous living room, pool. entertainer’s masterpiece. City and mountain vistas.
views. $27,900,000. WEB: BB0421930. Westlake Viliage $1,695,000. WEB: BB0353043. Brentwood Brokerage, $4,850,000. WEB: BB0353044. Brentwood Brokerage, $7.750,000. WEB: BB0353080. Brentwood Brokerage,

Brokerage, Nicki LaPorta, 805.390.6591 Jim and Carol Shogren, 310.481.4305 Jim and Carol Shogren, 310.481.4305 Shamon Shameonki, 310.481.4372

SANTA YNEZ VALLEY, CA Fieidstone Manor: |3+ HEALDSBURG, CA World-Class Ranch: 700+ acres. SAN FRANCISCO, CA Historic Pacific Heights KENTFIELD, CA Mediterranean Style: Baronial
acres, Pennsylvania Blue Stone farmhouse. Specmcular, Premium vineyards. Gracious residence, guest homes. English-Style Home: By Albert Sutton. 5 bedrcoms. rooms, pool. Excellent school district. $8,500,000.
showcase home. $6,250,000.VWEE: BB(621087. WER: BB0083051. San Francisco Brokerage, Sheri $11,000,000. WEB: BB0083029. San Francisco Brokerage, =~ VVEB: BBO0B2701. San Francisco Brokerage, Danielle
Los Olivos Brokerage, Scot Foss, 805.325.1460 Margensen, Jessica Wynne, 707.431.0777 Janet Feinberg Schindler, 415.296.221 | Chavanon, Analuz Holloway, 415.296.2224

2

BELVEDERE, CA At the Water's Edge: Spectacular SAN FRANCISCO, CA Cow Hollow Modern SONOMA, CA Glorious Eastside: 9 821 acres to SONOMA, CA Reminiscent of French Countryside:
contemporary by Charles Gwathmey. $18,000,000. Masterpiece: Golden Gate Bridge and Bay views. include main home, guest house, barn. $5,495.000. 3,100+ sq. ft. main home. 7t acres. $4,950,000. WEB:
WEB: BB0082823. San Francisco Brokerage, Louis Sicox, 5 bedrooms. 3-car garage. WEB: BB0083062. WEB: BB0241454. Wine Country Brokerage, Carol BB0241488. Wine Country Brokerage, Carol Sebastiani,
Danielle Chavanon, 415.296.2229 San Francisco Brokerage, foseph Lucier, 415296.2218 Sebastiani, Ginger Martin, 707.935,2277 Ginger Martin, 707.935.2277

SONOMA, CA Restored Stone Residence: Elegant KENWOOD, CA 64-Acre Qasis: Surrounded by KENWOOD, CA Wine Country Retreat: Elegant SAN FRANCISCO, CA Remodeled Presidio Heights

interiors. Gardens, sculpture, vineyard, moonshiner's 5,000+ acres of remarkable parkland. 4,500 sq. ft. remodeled residence. 3.5+ lush acres. Guest 2-Level Condo with Views: 4 bedrooms, 24 baths,
cave, 5+ acres. $3,450,000. WEB: BB024 1457 residence. $3,300,000. WEB: BB0241477. Wine Country quarters, pool. $2,950,000. WEB: BB0241378. deck, parking. $2,250,000. WEB: EB0083448.

Wine Country Brokerage, T. Shone, 707.933.1515 Brokerage, Jeromey Clifford, 707.975.4588 Wine Country Brokerage, T. Shone, 707.933.1515 San Francisco Brokerage, D=bi DiCello, 415.901.1777
SIROFFICES.COM | 38 EAST 6IST STREET, NEW YORK, NY 10021 ShrBaTuNTY

Sotheby's International Realty, Inc. is Owned and Operated by NRT Incorporated. Street in Saintes-Maries, used with permission.
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rkel v@elliman.com
www.ellirman.com/rk

@ Prudential Douglas Elliman Real Extate

| RICK KELLY

Senior Vice President, Fine Homeo Specialiot
Work with the Beat

Whether you’re looking to sell or buy
in New York City, there is no one better
qualified to help you than Rick Kelly.
Rick is one of New York’s top Real
Estate Brokers, a seasoned pro in both
residential sales and commercial income
properties.

Count on Rick’s experience from
Brooklyn Townhouses to Fifth Avenue
Penthouses and everything in between.

a Real estate solutions tailored
to your specific needs

a Over $75 Million dollars in sales over
the past 24 months

s Represented many of the industry’s
leaders including Sean “Diddy” Combs

s Member of ASCAP- Award winning
and best selling songwriter and artist

PLEASE cALL RICK TODAY FOR A
COMPLEMENTARY PROPERTY ANALYSIS
orR NYC BuvYer’s GUIDE

-727-6155

7th Street NY, NY 10011

50 Hits the Books
Dre Stuck In the Studio

And Beyonce's
Open Auditions

All in 60 Seconds

CSIXTY

LOG ONTO BILLBOARD.COM/SIXTY
FOR FRESH VW/EBISODES!
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tionary income is going to experience a boom in
the luxury market,” Michonski says.

Ashortage of ultra high-end properties is also
fueling the fire. When the 2006 downturn hit,
many developers shelved projects that would have
been completed in 2008, making the landscape
even sparer as summer approaches.

“There’s a substantial decrease in inventory,
and it's going to get worse,” he says.

Prices per square foot recently shattered the
$4,000 mark, which means a 2,000-square-foot
pied-a-terre could run north of $8 million.

And although glass-ceiling pricing for New
York real estate is nothing new, the neighbor-
hoods the entertainment crowd is choosing to
call home nowadays are.

Out are posh pads on Fifth Avenue and Cen-
tral Park South. In are funkier digs in once-mar-
ginal areas like the Meatpacking District, parts
of TriBeCa, Greenwich Village and SoHo, and
areas adjacent to the West Side Highway, where
Martha Stewart and Calvin Klein reside.

In fact, the most expensive New York real es-
tate these days is found below 23rd Street while
the least expensive luxury addresses now hover
on the Upper East Side.

“The Park Avenue lifestyle is really out of
favor,” says Michonski, who predicts the down-
town trend will hold for at least a decade. “It’s
partly a comment on condo living versus co-op
living. A lot of celebrities don’t want to go
through the co-op board, and alot of those prop-
erties don't really want them anyway.”

Additionally, celebrities are taking more
action to shelter themselves.

“Where people before would make a state-
ment and define themselves by their address,
today there’s much more anonymity,” Michon-
ski says. “Celebrities like being tucked away.”

So magnetic is the downtown lifestyle that it
now overrides core factors like ease of commute
or avoidance of Manhattan’s celebrity-focused
media. Coldwell Banker recently sold downtown
properties to the CEO of a major music company
and a “well-known” entertainer.

“The CEO’s offices are in midtown and he used
to live on the Upper West Side. But he sold that
apartmentand moved just south of the Meatpack-
ing District,” Michonski says. “It’s the place to be.”

In Los Angeles, real estate has found a mid-
dle ground between the leisurely buyers’ mar-
ket and the frenetic sellers’ heyday for homes in
the $1 million-$20 million-plus range.

“It’s different than in the past, where buyers
had essentially no bargaining power,” says Joe
Cilic, Beverly Hills branch manager at Sotheby’s
International Realty.

“The market here has finally met in the mid-
dle. You're still seeing multiple offers and bid-
ding wars, but sellers have also become a little
more realistic about what buyers feel comfort-
able paying.”

Beverly Hills and Bel Air remain perennial
hot ZIP codes, and recording artists recently
have been very active “trading up” their proper-
ties within these environs, Cilic says. His office
handled at least three deals in April for major
artists buying larger homes with more land.

“People in the industry, especially artists, seem
to be buying homes with a lot of property lately,”
he says. “And these properties are moving off
the market faster.”

But industry clients do tend to get preferential
treatment when it comes to purchasing, even in
this star-saturated town. “A lot of home owners
seem to prefer selling to a celebrity over other
clients,” Cilic says. “I've seen in response to an
offer something like, “We have other people in-
terested in our home, but given we’re fans of
62 |
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A big home in the Big Apple: This five-
story, 12-room Tribeca townhouse has
seven bedrooms and 10 full baths.
Asking $17,500,000.

yours we'd rather work with you.” ”

These buyers tend to jump on a piece of real
estate in one of two stages of development: at
the beginning of new construction or a major
renovation, or after completion.

“They either want to come in when it's done—
and done very well—or come in very early and
do things in a total custom way,” Cilic says.
“There’s little in the middle.”

Those looking to take up residence in Nashville
will find a market that has not recovered as
quickly from the slowdown of recent months.
The high end in Music City sitsaround $1.8 mil-
lion, and the average home price is $250,000, ac-
cording to Mickie Howell, a realtor/broker with
the Sold Sisters. Property is also sitting longer
than it was a year ago, she says.

“Things have really slowed down on the high
end,” Howell says. “It's definitely a buyer's mar-
ket here, and people are getting much more for
their money.”

The lingering slump is a continued source of
frustration to sellers, she says. “It’'s hard to change
the mentality of sellers when we look at pricing.”

Entertainment industry clients still gravitate
to the historic Oak Hill community and neigh-
borhoods in Williamson County, which offer
highly rated schools and proximity to
downtown. Rural Leapers Fork, another favorite
among music industry clients, provides more
acreage and privacy.

Given Nashville’s strong songwriting com-
munity, in-home recording studios tend to crop
up “more often than you might expect,” Howell
says. And despite the market’s pendulum swings,
Howell says many musicians and industry ex-
ecutives hang on to their Nashville properties.

COURTESY OF SOTHEBY'S INTERNATIONAL REALTY
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“They take their time and find the right thing,
put up their gate and they don 't move.” she says.

And some homes hold justas tightly to their
cwners, past or present. At press time, the lake-
side, Hendersonville home where Johnny Cash
and June Carter Cash lived from the late '60s
until their deaths in 2003, burned to the ground.
The house had been under renovation by cur-
rent owner Barry Gibb.

“It was heart-wrenching for the whole com-
munity here,” Howell says. “A lot of us just think
no one else was ever meant to live in that house.”

Today’s Miami real estate market is a bit of
a mixed bag. Asking prices become inflated
and availability scarcer the higher you go.

For every home sold per month in the Miami
area in 2006, 14 did not sell, according to Mul-
tiple Listing Service data, and this year homes
in the $500,000-$2.5 million range remain fairly
stagnant. But the high-end luxury market has
a different story to tell.

In fact, 25 homes in the $7.5 million range
sold in 2005, compared with 29 in 2006, accord-
ing to the Florida Assn. of Realtors. For homes
in the $12 million range, the number more than
doubled from four in 2005 to nine in 2006. And
for homes priced $15 million-plus, two proper-
ties sold in 2005 compared with four in 2006.

Coldwell Banker’s Rubio confirms luxe prop-
erties are hard to come by and priced at a pre-
mium, particularly in the Biscayne Bay celebrity
playgrounds like Star Island and Indian
Creek—which employs its own land and ma-

rine police.

Julio Iglesias’ Indian Creek Village estate is
listed for $25 million, while Shaquille O’Neal
seeks $35 million for his Miami Beach mansion.
There’s another property for sale on Indian Creek
that Rubio says insiders consider a “teardown,”
a property where an existing home will be de-
molished for construction of a larger residence.

Often, entertainment industry buyers are
looking for two Miami-area properties: alarger
main house in a secluded neighborhood and a
condo in such sought-after areas as Coconut
Grove, Key Biscayne, Coral Gables or perhaps
South Beach where they can crash after anight
on the'town or host family and friends.

“They’re not just purchasing for their awn
needs,” Rubio says.

“Celebrities, dignitaries and athletes arelook-
ing for unique homes, and these are not easy
to find in any market, especially when you get
over the $3 million mark,” he adds. In inany
cases, their amenities shortlist—like, say, a lie-
lioport, harbor space to dock a 500-foot yaekt—
sends these clients ringing doorbells of homes
that are noteven on the market. “Everything is
for sale for the right price,” Rubio says.

MAY 12, 2007 www.billboard.biz 63

WWW americanra

ing the Biggest Geyp), 4
usic to the Forefy,

Ongy

OCTOBER 1-3, 2007
HILTON LOS ANGELES « UNIVERSAL CITY

Bliboard's Regioréel Mexican Music Summit is the GHLY even:
complately dedicatez tc the top szl ing genre of Latin music. Now in its
2nd year, this threz-day summit wall focus on the latest radio, tcuring,
digital and publishing irecs impacting today’s Region “exiczn music
industry. Gatherinz antists, recard label executives, radio executives,
cocert promoters, retzilers, managers, marketing and advertising
axecutives, this must-atend =vent is the ultimate mesting and
networking sgace for evervane involved with this ‘Lerativa
secter of the _atin music business!

Register By June 29th & Save $125!

Early Bird Rate $275 Register by June 29

Generd Inforation; 646.654.4660
Registraion 646.6544643
Spersorsh ps Oopotunities: 646.654.4648
Hotz!l Reservarions: 818.506.2500
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i ] ABOVE: Target's bull's-eye dog shows his
b } love to Billboard executive editor/associate
s publisher Tamara Conniff at El Salon Rojo de

ABOVE: Dcuble award winner Fonseca presented an award at the show and Target.
also performed at the Billboard Bash and at the SESAC Latina Awards. Pictured g
at El Salon Rojo de Target, from teft, are Heineken associate promotion and R";?;H-EM‘ iJusie ﬁybhs?lg? LooK homedtpe
sponsorshi> manager Alex Nufiez, a Heineken model, Fonseca and Heineken ?hu ) COelE ',?.n Sr LS ){etahraavyﬁr er
senior promotion and sponsorship manager Karen Quinn. Shcecondicon=celtvcgiear'a 2 Billboard

RIGHT: Paulina Rubio, a double winner at the awards, performs with lifetime
achievemert winner Miguel Bose. Foliowing her performance, Rubio flew to

Mexico’'s Riviera Maya, where she got married April 30. pr

llec " S e NY A 4. s
ABOVE: Th2 Heineken Lounge provided live music from award
finalists anc refreshments throughout the entire conference.

S A M

BELOW: Publicists and journalists attempted to come to terms at
the "Give Me the Cover!” panel, sponsored by Reggaetdn Wear.
From left: Eillboard executive editor/associate publisher and
panel moderator Tamara Conniff, MTV Urge Latin and world
music prog-ammer Judy Cantor Navas. Ocean Drive en Espanol
editor-in-ctief Fify Castany, Frontera Visua! president Felix
Castillo, A League of Their Own partner Alba Egan, ALPE presi-
dent Celeste Rodas Juarez, the New York Post's Javier Orellana
and Rogers & Cowan VP John Reilly.

Daddy Yankee performs
during the taping of his “On
Feugo” radio show, presented
by Billboard Latino in
conjunction with ABC Radio
and CMN. pHOTO: COURTESY OF
JOHN PARRA/WIREIMAGE.COM
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In its 18th year, the Billooard Latin Music
Conference & Awards, presented by Heineken
and in association witr Dcdge and Target,
displayed greater mass appeal than ever
before. Nearly 1,000 artists, executives and
marketers converged in record numbers for
the five-day confab that took place April 22-
26 at the Intercontinental Hote! in Miami, but
spread into dozens of showcases and per-
formances throughout the city.

Festivities included the live taping of Daddy
Yankee's "On Fuego” radic show and the
Billboard Latin Music Awards, which aired live
April 26 on Telemundo

LY
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& Bam
With a wide array of sponsors, including
Heineken, Dodge, Target and Verizon, the
conference and awards underscored the

reach o the Latin music industry in the
United States

The cut:ing edge of technology was
represented by brands like iTunes Latino,
elhood.com and Batanga, while artistry was
celebrated by the likes of CMN, ASCAP, BMI
and SESAC, along with channels mun2 and
MTV Tr3s and TV show “Billboard Latino

PHOTOS: COURTESY OF ARNOLD TURNER/WIREIMAGE.COM
UNLESS OTHERWISE NOTED

ABOVE: At the BMI-sponsored panel, songwriters walked through the process of creating their material. Standing,
from left, are songwriters Alicastro and Arthur Hanlon; BM| VP of Latin music Delia Orjuela; songwriters Luis “Louie”
B (B Padilla, Aarén Martinez and Adrian Pieragostino; BMI director of Latin music Porfirio Pifa; and songwriters Billy
¥ Méndez and Rodrigo Davila of Motel. Kneeling are songwriters Edgar Cortazar, left, and Mariano Barba.

Bash. Bililboard Latin correspondent Ayala
Ben-Yehuda presented the award to EMI
Music Publishing Latin America regions
managing director Nestor Casonu

D LATIN MUSIC
& AWARDS

’

Baidwx

ABOVE: After presenting at the Bil board Awards,
pianist Arthur Hanlon and Miss Universe Zuleyka
Rivera sat at the Baldwin pink piaro in Billboard’s
Target-sponsored VIP rcom in El Salon Rojo de
Target. The piano wilt be auctionec to raise funds
for breast cancer awareness in Soraya’s name

ABOVE: ASCAP sponsored the “Big Screen,
Little Screen” panel, exploring options for Latin
music in film and TV From left: ASCAP senior
director of film/TV music Michael Todd,
Nacional Records president Tomas Cookman,
Production Advisors director ot licensing and
music supervision for the Hispanic market
Osvaldo Feliu, Esq., Telemundc VP of music
affairs Margaret Guerra Rogers artist/
producer/film composer Andrés Levin and
ASCAP senior VP of Latin membership
Alexandra Lioutikoff

BELOW: Venszueian star Ricardo Montaner
performed at the Billboard Awerds and was
honored with the Sp rit of Hope Award for his
humanitarian work. PHOTO' COURTESY OF TELEMUNDO

- a -

BELOW: Panelists took to the piano to discuss the “Art of the Tour” sponsored by
Morgan Renee Entertainment. Standing, from left, are Roptus COO Dee Aguirre,
William Morris Agency VP/head of Latin music Michel Vega, $.0.B.s owner/cre-
ative director Larry Gold, Billboard Latin correspondent and mode-ator Ayala Ben-
Yehuda and CMN president Jorge Naranjo. At the piano is salsa icon Larry Harlow.

ABOVE: Discussing how to cash in on the fertile mobile market were, from left,
Sony BMG VP of digital business/Latin America Seth Schachner; attorney and
business manager Edwin Prado, whose clients include Daddy Yankee; AT&T

Mobility director of Hispanic marketing operations Marcus Owenby; LatCel VP of
business operations Rafael Garcia; and VWarrer Music director of new media for
U.S. and panel moderator Alfonso Perez-Soto
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A3CVE: Expanding Latin dicital caes was the
fccus cf “Breaking the Digizal Frertier” From
le*t: 3illboard director of cherts/cenior ana-
lyst and panel moderator Geoff Meyfield, the
O-ct ard product manager o° Lat n music
Federico Baptista, Universal Musc Latino
director of digital media Skander Goucha,
Avsatar Records head of tre _arir aivision Val
Valdez and Inda V> of busiress development
Rob Weitzner.

R GHT: Billboard publisher John <icullen,
left wizh Verizon cirector cf multicultural
mrarketing Jeff McFarland ai the B llboard
atter-party.

ABOVE: Feireken pr=serted = s QXA wizth
Juanes. Pctured is J_anes, =1e, 'anked by
Billboard 2xecutive ¢ rec or’_a ir content Leila
Cobo, who corducze i the | terviw, and
Billboard axecutive ¢ rec or > ane ences and
cpecial events Mickalie Jz camaelc

E \Winners Rakrm & Ker-f >ec<stage
at Verizor's cel=krity juitar s mng 2r VH1 Sarze
the Music Fo 1datiom pHCTO cC )F VERIZON

verizon 4

‘et

‘{’.
ABOVE: Ylachete Music asiier - Sustavo
Lépez sk ows off two Billb>asd ewards in the
newly cr=ated categories of Latin Rnythm
Airplay label of the year and Latin Rhythm

| Albums Bbel of the year. Lor ez received Fis

awards & the Billboard Be<h f Billboard
executive director/Latin content L2ila Cobo.

j &
,i. L,

E: Frior tc the all-star “Rap, Rhythm and Reggaeton pa el, presented by MT7/
r3= art sts posad with a Cibson guitar to bz donated to cnar ty. Stascing, from lef
are MTV VJ ayd moderator L. Boo 35, DJ Nelson, Toby Lov2, Escribe of Kinto Sot
Res dente and Visitante ot Calle 13, and El € 1ivo of Kinto Sol Kreel ng are Billboard
exe - ativa director/Latin car tent Leila Cobo end Payback of Firtc Sol.

8 w: Nielseri BDS and Hielsen SoundScan presented a darel ciscussion on

get ing new music played n radic From left WKKB (Latina T0.3) Phode Island PZ
Jua D. Gonzalez, R&R Latin formats editor Xackie Madrigal, <M SatzIite Radio
Leti- Channe < senior PD Jesus Sadas, Billboa-d executive directow/Letin contert
Leilb Cobo and Latino Broxdcastir g presnde(‘t/CEO Tony Her wandez

|
K
-@

\

BOVE: Universal Music Let no s nger/song-
writar Jeremias moved the audier ce durinc
hes acoustic set at the Billbcard 3ash, spon
sored oy verizon.

1GHT: Machete Music reco ‘ding ertists anc
Eillkoard finalists Tony Dize, left and Franco
El Corilla pose prior to thei- per‘crmance &t
tye Billboard Bask

EELOW: Backstage with Juanes ae, from
left, Billboard putlisher Jatn Ki calien
Eillboard exacutive director/Lat n content
Leila Cobo, Juanes, Unive-cal Muczic Latino
cresident John Echevarriz, JLar < manager
Fer1an Martinez, Billboard exacu ive

ed tor/associate publisher Tamarz Conniff,
Universal Music Latino senisr VP >f market
inc A&R 'Walter Kolm and Roge: & Cowan
\'P John Reilly.

RIGHT: Universal Music
_at no arrist 'Sustavo
Lawreanc performs at the
MT /s Tris showzase.
BEZLOW: Billcoerd Latin
Anands finalist Chelo mace
tFe audience get up and
dar ce during 1 s perform-
ance at the Eillboard Bast
{ AASARLGANrAS

PRESENTS
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ABOVE: Fimalist D& 1a Reyes performs at the Biliboard Lat n
Music Awa CS PHOC COURTESY O TELEMUNDO

BELOW: Jucg=s neerd what’s 1ext at the "We Hear the

Future” compztiticr for new a-tists, presented by Heinekem
From left: "Eil boasc Latino” heost Efrain Barrera, winner
Johnny Sical, Fenwy Wilmer, wvinner Monica Giraldo,
Morrison, Wances, Oranda Mora and “Billbcard Lztino” hos
Bridgette Eali Carses.

. ___ -

LEFT: Thrze Eillbozrd finalists and p_vayors of urban bacqata Wianer

Toby Love center, s flanzec by memers of Xtreme.

AEOVE: Conference in-associatior s>ansor Dodge donazed a ¢ istom
DJB” versior of the all-rew 2008 [ adge Avenger for auction ¢ bene it

“auth AIDS via its ambascador Juanes.

From eft: Eillbcard exeauive

d rector/Latin content Le la Cobo. J 1anes, YzuthA DS fcunder Ket2

Rberts ad Daimler/Chrysle-'s Rub21 Nunez.

R SHT: Bl Iboard managir g d rector > Latin sales Gene 3mith, et with
Hy kK Prod. ctions C2O AN Kaduri, ProTe: COURTESY OF MANN™ HERNARDEZYMHPIZS

ABOVE: The con‘erenze cpeted wth ¢ discussion or maximi ng the Interr et’s

< ssibilities, s=oncorad by elnood.com From left: “oodiny Er tertainment/elhood.conr
prasident Dem am Bel umio FIM Incarnational (My 3pace) sencr vP/GM Travis Katz
Elboard exect ti/e disectxLetin content ar d parel mode-atzy Leila Cobo: In-St,le
Scftware princ pal Diego Feusky; a~d Pafael Urbira, CEO cf 3atanga which had ar

¥ deractive bozth at the cor ference lokby.

BELOW: ASiZA2 y-esanted ts anncal acoust ¢ showcase fo- sangwritars at Yucca
Launge. From =f: sor gw- kers Nacho and Jarge Murguia, ASCAF director of Lain
nembershic 4 va Rosa Sar 'iago, s ongwriter Barbara Munoz, s nyer/scngwriter Cati,
ASCAP senior /F >f Latin membership Alexandra Lioutikoff, songwr ter Mauricic L.
Aeviaga, ASCA 2 assodate Cirezzor of Latin membership Karl swanzini and ASCAP
sn1ior directo- of 1ilm, TV o Lsic Michael Toed. PHcTD: COURTESY

" F .
S BCVE: Vevs banc the Dey performed a multiple showcases, includ-
m¢ the [Lncheor scansored by U.S. Arm=d Forces Entertainment

EELDW: SESAC _ztir a hos ed its annual perfcrmance eawards durir g
t1e —onfererce. Fromr left. mlvaro Farfan, wro micked up the SESACC
Latima puixisher of -t e yea award, representing Ma>imo Aguirre ad
Aivani Musc Puklizhing; Lazina songwriter o7 the year Claudia Bramt,
vho also received tn2 SESAC Latina pubrishar ¢ f the year award for
~a1a Mauza Music; end SESAC Latina senior drectcr J.J. Cheng.
F4CTO: COLRESY OF _ENALSELY P OTOGRAPHY

BELOW: Am RIAZ -sponsored panel/lunct featurad key industry
I=2ders d szussing zhangingc business models. F-om eft: Billboard
ezecdtive cirecter/_azin content and pan2l modzratcr Leila Cobo,
executive \ F of the FIAA's 3nti-piracy un t Brad Buc«les, Universal
Musiz Lairo presicert Joha Echevarria, niversal Music Publishing
GrcLp senior VP Zddie Ferrandez, IFPI Latin A erica regional dirac-
tzr Raul ¥é&zquez anc Warrer Music Lat|ra cres dent Inlgo Zabala.
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Some big webcasters have forgotten that simple rule we
learned as kids.

They are building big businesses playing digital music, but
they don't want to pay the recording artists who created the
music. That’s not fair.

That's why Congress formed the Copyright Royalty Board
(CRB) to establish fair market rates for playing music via
digital technology like webcasting and satellite radio.

it's a fair process that worked the way Congress intended.

If you do the work—if you help create value—then you
deserve to be compensated for your efforts.

Recording artists and record labels want to be treated and
paid fairly—nothing more.

MM americanradi

FAIR PAY FOR MUSIC PLAY
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