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TOURING REGIONAL MEXICAN MOBILE BEAT

Billboard’s Touring
Conference & Awards will
feature panels, networking
opportunities and an
awards reception targeting
promoters, agents, venues,
managers, sponsors and
production professionais.
See

The summit dadicated to
the top-selling Latin music
genre returns to L.os
Angeles Oct. 1-3. The event
focuses on radio, touring,
digital and publishing
trends in the regionatl
Mexican industry. More at
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Billboard has teamed with
L.G Mobile to create the first
mobile blogging contest
Contestants will critique
concerts in their area and
upload mobile photos and
reviews to a customizad
Billboard blog. See
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THE JADED INSIDER
Another season of
“American ldol™ is now in
the books. Want the real
scoop on what wenrt
down with the winner
and the also-rans alika?
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Secondhand Seige

BY ROB PERKINS

Having operated record stores for more
than 25 years,  have had my share of reg-
ulatory headaches.

A few years ago, | had to sort out
whether a Louisiana law restricted used
CD sales. I thought that was an isolated
misunderstanding, but during the past
few months a half-dozen states have ei-
ther enacted or considered laws that
would require anyone trying to turn a used
CDintoadown paymentonanew oneto
give up sensitive identifying information
to be stored in a retailer’s files. If this were
to becorne the rule, then we might as well
start stickering new CDs: “Warning: If
you decide to sell it back, you will be re-
quired to disclose your name, address,
birth date, phone number, Social Secu-
rity number and thumbprint.” Retailers
would also have to wait several days be-
fore reselling the CD. The profiton a used
CD pales in comparison to the burden of
such regulations.

Fundamentally, selling used CDs with-
out having to disclose who you are to the
shopkeeper for the police or other prying
eyes is a basic freedom we should all cher-
ish. The government has noright to know
what books we borrow from the library.
The law protects our privacy in what videos
we rent. Taste in music is part of our per-
sonal identity, and we should be able to
keep it to ourselves as well.

I have seen no evidence that anyone
is setting out to deliberately suppress
the sale of used CDs. Instead, | believe
we have simply been caught up in be-
nign efforts to trace stolen goods. Law-

FREAK NASTY RESPONDS

I'm a producer/artist that bangs out five
or six songs per week—this has been my
routine since even before recording my
platinum song “Da’ Dip.” Coming from
New Orleans and the ATL after leaving
Cash Money Records, I've been grinding
and hustlin’ across the country. I've never
had the backing alot of artists get from a
major, but I was still able to get nomi-
nated foran MTV Award, sell millions of

FOR THE RECORD

| M Inthe May 26 article “Brash’s

| Brass Ring,” sales of Aaron
Shust’s album “Anything Worth
Saying” should have been re-
ported as 196,000, according
to Nielsen SoundScan.

l N In the review of Ozzy Os-
bourne’s “Black Rain” in the
May 26 issue, the album’s pro-

l ducers should have been

| listed as Ozzy Osbourne and

Kevin Churko.
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makers had the foresight to exclude used
books, but failed to exclude used CDs
and other media because no one brought
itup. So I will.

Thumbprints, waiting periods and data-
bases of customer Social Security num-
bers will not pina CD burglary on the thief.
CDs are low-cost commodities without
serial numbers (unlike paper money) and
no other way to identify the previous
owner. Whether the customer pays for
music with a $20 bill or by trading it in,
there is no more reason to suspect either
payment method implicates a theft

There is no question that CD theftis a
problem. As a merchant, 1 have been the
victim. But unless the thiefis caught red-
handed or attempts to dispose of the loot
in bulk, the chance that an isolated used
CD ata store across town can be matched
to one stolen from my store is virtually nil.

Used copies are no novelty—Abraham
Lincoln earned his license to practice law
by studying used books. That people are
free to sell what they own is part of the fab-
ric of our society, and in a day of height-
ened environmental sensitivity, disposal
of used CDs by resale is certainly prefer-
able to a landfill.

There are also millions of Americans
who depend on “used” markets for prac-
tically everything—used cars, used cloth-
ing, used sports equipment. CDs are no
different. Used CDs lower the entry price
forabudding music fan about to discover
a new favorite artist’s creation—the fan
who can’t afford the price of a concert ticket
and for whom a new CD may be a luxury.

The used CDs | buy extend my catalog
beyond the collection I stock as new and

records and hold a place in the market.
Now | feel a bogus controversy brew-
ing, pitting my “Rockstar”
song against the Shop Boyz’
version. But of all the songs
titled “Party Like a Rockstar”
from different artists on
iTunes, why single out
mine? [ wrote my song in
2005—they just happened
to get radio play first. If the
Shop Boyz’ radio play is
helping me sell downloads,
as claimed in a recent article (Billboard,
May 26), it should help the other artists
with similar titles sell downloads as well.
1 expect any artist that’s signed to a
major to do far better than any independ-
ent artist. Unlike the Shop Boyz, 1 don’t

WRITE US. Share your feedback with Billboard readers around the world.
Send correspondence to letters@billboard.com. include name, title, address and
phone number for verification. Letters should be concise and may be edited. All
submissions published shall become the sole property of Billboard, which shall own

let me increase the floor space and diverse
selection of music I make available to my
customers. Qur industry supports used
CD sales for another reason—pirates hate
then. The cost of a new CD, even if dis-
counted, remains a barrier to the price-
sensitive consumer who has two, and only
two, ways of buying cheaper CDs—in-
fringing or used. Without the second op-
tion, pirates capture that market. Aren’t
we all better off if the price-sensitive con-

sutner is encouraged to pay for a legiti-

mate copy and have one more reason to
visit a store?

Secondhand sales benefit local econo-
mies. The regulatory suppression of used
CD sales means fewey sales taxes collected
and fewer of my store sales associates pro-
cessing used CD transactions. In a day
when new CD sales have plummeted,
used CDs will help keep my stores and
others open for business. .
Rob Perkins is president /CEO of the 50-
store Value Music Concepls chain and is
on the NARM board of directors.

FEEDBACK

have a video. I also don’t have any radio
play or marketing. They do. My song
sounds totally different from
theirs, and our names are
distinctly different. So how
can consumers be confused?
I have much love and re-
spect for the Shop Boyz, and
[ would never do anything
to block their shine. I'm the
most humble cat in this
game, and everyone that
knows me would speak
highly of me and my work ethic. I havea
catalog of more than 300 songs that’s
growing every day, of all genres of music.
Just irmagine the success that could fol-

low if | partnered with a major.
Eric Timmons, aka Freak Nasty

the copyright in whole or part, for publication.
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Music is integral to CBS’ *Viva
Laughlin,’ which will feature
characters lip-synching to
classic hit songs.
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>>>POLICE
SHUT DOWN
ALLOFMP3
VOUCHER SITE
U.K. police have
raided and shut down
an online voucher
system allegedly
used by Russian Web
site allofmp3.com.
The system was an
apparent attempt by
the operators of the
site to set up a way to
charge consumers
for music downloads
after online payment
companies such as
PayPal refused to
support the service.
Major credit card
companies withdrew
their U.K. and
European payment
options from the site
last year.

to be an integral part of the show, with plans for a
score and main title theme that incorporate the city’s
music. The pilot alone featured several local bands
on-camera, and similar showcases will likely con-
tinue through the season.

>>>NZ SOUTHBEACH
CHARTS TO (TELEMUNDO)
INCORPORATE Four women living in
DOWNLOADS South Beach were, in a past

life, sisters in 12th century 4
Spain. Now, they must overcome their differences to
vanquish evil. The series will be “loaded” with music,
Telemundo’s Guerra Rogers says. Romantic music is
being looked for to enhance each character, but in ad-
dition, different styles are needed to enhance the set-
ting. Befitting South Beach, the search is on for dance,
salsa and Latin fare.

The New Zealand
music charts are
getting a digital
makeover, with the
singles and album
top 40 lists to
incorporate
downloads, as well
as over-the-counter
sales and airplay.
The first of the new-
look charts from the
Recording Industry
Assn. of New
Zealand will appear

N -
TELEVISION \BY LEILA COBO-and MIGHAEL PAQLETTA

 PRIME TIME TUNES

New Network TV Series That May Need Your Music This Fall

MISS GUIDED (ABC)

Upon refurning to her former high school, a guid-
ance counselor finds her old nemesis, the cheerleader,
is the new English teacher who is glad to remind her
of her unpopular past. Abundant flashbacks will b2

e It’s no secret: more and more, prime time series  network in terms of marketing, promotion and any  filled with music from the '80s.
>>5SUIT such as “Grey’s Anatomy,” “Las Vegas” and “Cold  type of branding we do.”

QUESTIONS Case” are successfully exposing new and old music Ad cards at the end of each “Gossip Girl” episode REAPER (THE CW)
ROYALTIES to TV viewers. Their success is not lost on prospec-  will tell viewers what they heard and display album A slacker wakes up on his 21st
FOR tive advertisers and music supervisors, whoarenow  covers. Music can be purchased directly on the CW  birthday to find that his parents
DOWNLOADS focused on the upcoming fall TV season. Web site. Platinum-selling acts will benefit from the  sold his soul to the devil and now

FBT Productions
and Em2M have
sued Interscope
Records and other
Universal labels
over a share of

royaities for

In recent weeks, the networks staged their “up-
fronts” in New York, presenting new programs and
schedules to potential advertisers and media.

Most of the shows are still in pilot mode, with music
supervisors yet to be assigned. Keeping that in mind,
Billboard queried networks, producers and supervi-
sors on what shows were likely to prominently fea-

“platinum” ad card program, which will also feature
music video snippets.

IDOLOS DE JUVENTUD (TELEMUNDO)

Although the setting for this series based on the music
industry is still up for grabs between Miamiand Mex-
ico, the premise is set: A music producer who has

he must work for Satan as a
bounty hunter. Dramatic but hu-
morous, “Reaper” will under-
score its lighthearted side with
alternative and pop music. Like
“Gossip Girl,” it will also feature
ad cards at the end of each episode. Ad cards are avai -

cwW

OURTNEY/THE

L: KC BAILY/THE CW.

Eminem recordings.
The suit claims that
the labels should be
paying half of the
net receipts from
downloads and
master ringtones
rather than the
lesser artist royalty,
which is based on
sales. The suit, filed

ture music. What follows is an alphabetical guideto  launched multiple careers——including his wife’s- able for three acts per show.

series that will likely be looking for your musicinthe  looks for the next new thing in a music reality show.

Telemundois looking fora mixture of coversandnew  V JIGH | (CBS)

material, particularly for the love stories that take place  Executive-produced by Tony and Emmy Award win-
as part of the plot. “We typically end up with ‘couples  ner Hugh Jackman (“X-Men”), “Viva Laughlin” is the
themes’ for the romantic couples,” Telemundo VP of  closest thing to a musical in the new lineup. Based o1
music affairs Margaret Guerra Rogers says. the hit BBC show “Viva Blackpool.” the inystery drama
chronicles a freewheeling businessman, Ripley
Holden, who wants to run a casino in Laughlin, Nev,,

fall, and what sort of tunes they’ll want.

Based on the series of books by
the same name, the executive
producers of “Gossip” are Josh

Schwartz and Stephanie Savage JOURNEYMAN (NBC)

SOUTH BEACH: TELEMUNDO: THE REAPER: MICHAEL

THE PILOT: CBS BROADCASTING: GOSSIIP

May 21in the U.S.
District Courtin Los
Angeles, seeks

more than
$650,000 in

allegedly underpaid
royalties from 2002

to 2005.

of “The OC,” a major music plat-
form. In “Gossip,” rich
teenagers in Manhattan engage
in nasty little confrontations, to
a soundtrack of alternative music and indie rock.
“Our demo is 18-34 so we're smack in the middle
of the record-buying audience,” CW music VP
Leonard Richardson says. “We have a very strong
focus on music, not only on our shows, but the whole

ThlS epic fantasy drama about a journalist who trav-
els back within his lifetire to help people fix pasl
errors will feature appropriate music from the '70s,
"80s and "90s.

K-VILLE (FOX)

This drama about police buddies is set and shot in
post-Katrina New Orleans, with the heroes at odds
as to how to navigate their torn town. Music is slated

but gets tripped up by issues like a murder investiga-
tion, financing problems and family strife. Music is
integral, with lead characters lip-synching to iconic
hits. Tracks in the pilot include the Rolling Stones
“Sympathy for the Devil,” Blondie’s “One Way or An-
other” and Elvis Presley’s “Viva Las Vegas.” o

- Eor 24/7 news and analv

boiz s i

>: moblle b|l|board biz
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>>>WMG
LAYOFFS
ONGOING AT
RHINO

As part of a 400-person
restructuring at Warner
Music Group (Billboard,
May 7), Rhino Records
has let go about 15
staffers, a Rhino
Records spokeswoman
says. Among those laid
off, sources say, was
VP/creative director
Hugh Brown, who will
stay on until
September, when his
contract runs out.
Sources say the layoffs
are being conducted in
stages, with at least one
departing staffer
expected to stay on for
a few more weeks.

>>>NIN’S
REZNOR
CONTINUES
LABEL TIRADE
Nine Inch Nails
frontman Trent Reznor
continues his tirade
against record labels
for overpricing his
album in Australiain
that country’s Herald
Sun, calling labels
“thieves” and barring
label reps from
attending his show for
free. He also discusses
the massive digital
campaign launched
around his band’s “Year
Zero” atbum, saying he
didn’t want his label to
have anything to do
with it.

>>>PRIMARY
INKS ALLEN
SISTERS, WHITE
Primary Wave Music
Publishing has sealed
deals with Sara Allen
and her late sister
Janna, who co-wrote
several hit Hall & Oates
songs, and with Earth,
Wind & Fire founding
member and frontman
Maurice White. The
publisher acquired the
Allen sisters’ copyright
interests in such chart-
toppers as “Kiss on My
List,” “t Can’t Go for
That (No Can Do)” and
“Maneater.” Primary
Wave acauired White’s
writer's share in Earth,
Wind & Fire songs and
his copyright interest in
songs not part of his
work with the band,
such as “Love Me All
Over,” “Gather Round”
and “Chill.”

[Nl VYBN BY LARS BRANDLE

EMI FACES
UTURE

Can WMG Trump Private Equity With New Bid?

ITSF

LONDON-—So EMI Group’s
enduring search for a new
owner is over—or is it?

The mrusic giant’s recom-
mendation of private-equity
firm Terra Firma’s offer (bill-
board.biz, May 21) means a
takeover process could now
move swiftly to completion.

EMI Group CEO Eric Nicoli
told invesiorsand analysisina
May 22 conference call that the
deal should be cleared within
88 days, “if the process runsin
a straightforward way.’

That, however, is far from a
given, with long-tetm suitor
Warner Music Group (WMG)
and rival private-equity firms
Fortress, Cerberus and One Eq-
uity understood to be interested
in buying EML.

Many anticipate further bids,
especially as EMT’s stock im-
mediately surged beyond 265
pence ($5.26) per share. So,
with the clock ticking, Billboard
polled industry experts on
which potential new owner
would make the best bedfellow
for reviving EM1.

THE CASE FOR WMG

S WMG’s ace is that
the two companies make for a
“good fit.” WMG has a strong
American roster with the likes of
Madonna, Red Hot Chili Peppers

and Green Day, while EMT has
plenty of British talent, including
the Beatles, Robbie Williamsand
Coldplay. Combined, they would
have had a 2006 albums market
share of 29.3% in the United
Kingdom (according to the Offi-
cial U.K. Charts Co.) and a 2007
albums market share to date of
30.8% in the United States (ac-
cording to Nielsen SoundScan),
putting them at No. 2and No. 1,
respectively.

t savings. Combining op-
erations would also save money.
Bridgewell Securities media an-
alyst Patrick Yau says, “It’s in
recorded music where you
would get the mujority of cost
savings” in distribution. man-
ufacturing, packaging, market-

ing and artist rosters.

Music vs music. “It would
be better if [EM1] was run by an-
other recorded-music com-
pany,” says Empire Artisl
Management’s Neale Easterby,
who manages Parlophone-
signed Lily Allen and EM]
Music Publishing-signed
Natasha Bedingfield. Though if
Terra Firma buys EM|, Easterby
says, “that might be the case
anyway. They might buy itto sell
itand keep the publishingarm.”

THE CASE FOR
PRIVATE EQUITY

“EMI would be best-served by
a private equity group,” says
CMO Management’s Chris

EMI arti tLILY ALLEN
cotiighhave a new boss
beforelong.

Morrison, who looks after EM1
acts Blur and Gorillaz. “The cul-
tures of Warner’s and EMI’s
current management would
clash.” The two also have very
different digital rights manage-
ment stances. “EM[’s decision
to ditch DRM is correctand ir-
reversible,” says Ben Drury,
founder of British online music
retailer 7digital. “If Warners
were to buy EM1 and then sub-
sequently reintroduce DRM,
the backlash from consumers
and retailers would render their
position untenable.”

WHO IS TERRA FIRMA?

LONDON—Time will tell if EMI Group’s shareholders see Terra Firma as solid ground
But the venture capitalist’s track record is strong enough to have won over the music
corporation’s board of directors.

The bid for EMI is Terra Firma's first in the music industry, a spokesman says. But | {
the company is a player in the property and bars fields, and has a stake in Europe’s
broader media game, through its 2004 acquisition of cinema group UCI.

The company is the brainchild of its CEQ, Guy Hands, an Oxford University graduate
recognized as a gutsy dealmaker. He’s best-known for leading an audacious, if ultimately |
failed, bid for Europe’s leading pharmacy-led health and beauty group Alliance Boots.

The venture capital firm makes its objectives clear on its Web site, stating, “We target
large, asset-rich companies that have often been neglected, undermanaged or underin-
vested by their owners.” Nonetheless, the Terra Firma spokesman counters any speculation
that Hands may shed EMI's management and strip the company’s assets. “The intentionisto
build the business, grow the business on all sides,” he says.

-LB

AWMG/
EMI union would have to un-
dergo long, expensive compe-
tition clearance. Significantly,
EMI chairman John Gilder-
sleeve highlighted Terra
Firma’s delivery of “cash now,
without regulatory uncer-
tainty.” Sources close to the
deal suggesta WMG bid would
have to reach at least 285
pence-290 pence ($2.85-$2.90)
per share before the delay and
risk would be worth it.

h. Terra Firma has money
and knows what to do with it.
Informed sources say the com-
pany has made commitments
to keep EM! Music Publish-

ing intact and perhaps
even inject more capi-

tal. Since many believe

Universal Music Pub-

lishing Group will be-
come the largest
publisher following Euro-
pean Commission approval of
its BMG Publishing acquisi-
tion, that money will be needed
to put EMI backontop. ..
Additional reporting by
Susan Butler.

BY LEO CENDROWICZ and SUSAN BUTLER

Among the assets to hit the auction

An Approval’s Aftereffects

Biz Considers Implications Of Universal/BMG Deal

The battle was hard fought, and some
publishing gems were lost, but Univer-
sal Music Group got the result it wanted
when it finally secured European Com-
mission (EC) approval to take over BMG
Music Publishing (billboard.biz, May 22).
The green light from the European
Union’s (EU) antitrust authority was the
last major regulatory hurdle for the €1.63
billion ($2.05 billion) deal, which is likely
to have regulatory repercussions for any
future music biz mergers and also af-
fect the wider publishing world.
Universal had always been confident
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the law was on its side, but nothing could
be taken for granted after a European
court last year annulled the EC’s clear-
ance of the 2004 Sony-BMG merger.
EU competition commissioner Neelie
Kroes said that concessions squeezed
from Universal as part of the May 22
clearance were vital in an environment
where digital music could change the
face of the European music industry.
Going forward, the EC’s decision
may prove relevant to any Warner
Music Group/EMI tie-up. where con-
cerns about a merger include both
companies’ music pubdlishing arms.
Accordingto figures included in Uni-

versal's merger submission, EMI Music
Publishing and Warner/Chappell
Music’s combined share of the total Eu-
ropean publishing market would be
34%. By contrast, Universal and BMG
claimed a combined 22% share.
“Given these numbers, it is incon-
ceivable that the commission would
not ask for concessions in a Warners-
EMI deal,” one Brussels veteran says.

PUBLISHING IMPLICATIONS
As a condition of the approval, “the EC
insisted that Universal sell off about
€100 million [$135 million] worth of
assets,” a source says.

block are European rights in copyrights
acquired in the United Kingdom by
Universal’s Rondor Music U.K., BMG’s
Zomba Music Publishing U.K., 19
Music and 19 Songs.

The catalogs include songs penned
by producer/songwriter Martin Karl
“Max Martin” Sandberg (Backstreet
Boys, 'N Sync, Britney Spears) and by
artist/songwriters Leo Sayer and the
Kaiser Chiefs. Universal will also be
selling European rights in the Zomba
U.S. catalog, which includes hits by
Justin Timberlake and R. Kelly.

Even though Universal was reluctant
tosell off these rights, the company chose
these particular catalogs because they
could be more easily grouped together to
meet the sell-off demands of the EC, ac-
cording to a source close to the deal. « -
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>>>SANZ U.S.
TREK
POSTPONED

Alejandro Sanz’s El Tren
de los Momentos U.S.
tour has been
postponed until
November, a
spokeswoman for Sanz
tells Billboard. Ten
dates have been
rescheduled; additional
shows will be
announced shortly. The
spokeswoman says the
tour was postponed
under orders from
doctors in Spain that
the singer, who has
been touring in Latin
America, take “absolute
rest” before embarking
on the U.S. leg of his
tour.

>>>SPARKS IS
SIXTH AMERICAN
IDOL

Jordin Sparks has been
crowned the sixth
season winner of
“American Idol.”
Competing against 25-
year-old Blake Lewis for
the crown, the 17-year-
old Glendale, Ariz.,
native brought in the
most of 74 million votes
after the final
performance show,
broadcast from the
Kodak Theatre in
Hollywood on Fox.
Sparks scored a
recording contract with
RCA Music Group as her
prize.

>>>PRINCE
READIES
PERFUME LINE
Revelations Perfume and
Cosmetics will develop
and market 3121, a
fragrance collection for
global superstar Prince.
The women’s perfume
debuts July 7 with a 24-
hour online charity
event at 3121perfume
.com. The collection
will be sold online and
at select Macy'’s stores.
The fragrance line,
encompassing perfume
and body créme,
ranges in price from
$31.21to0 $70.

Compiled by Chris M.
Walsh. Reporting by
Ayala Ben-Yehuda, Lars
Brandle, Antony Bruno;
John Ferguson, Katie
Hasty and Michael
Paoletta.

For 24/7 news and
b- analysis on your
PIZ mobile device, go to:
mobile.billboard.biz.

BY RiAY V\ilADDiELL

BlackBerry Juiced

Unprecedented Sponsorship Of John Mayer
Tour Will Help Launch Curve Phone

In a first for both sponsor and sponsoree, Black-
Berry will present John Mayer’s upcoming
North American tour, Billboard has learned.

Portable communication device BlackBerry
will use the Mayer tour to help launch its up-
coming AT&T-carried mobile phone, Curve.

The 40-date BlackBerry Presents John Mayer
in Concert tour begins June 1 in Ridgefield,
Wash., with Ben Folds supporting. Live Nation
is promoting the majority of dates on the tour
and reports that sales are strong in the early going.

Paul Kalbfleisch, senior director of corpo-
rate marketing for BlackBerry parent Research
in Motion (RIM), says recent addi-
tions to the BlackBerry product line
such as Pearl and the new Curve
make live music a viable avenue to
reach consumers in search of de-
vices with plenty of capabilities.

“John Mayer's concert tour gives
us that venue and that context to
talk about BlackBerry to a group of
people that maybe we haven't talked
to before, and to make them think
about how BlackBerry fits into their
whole life, not just their work life,”
Kalbfleisch says.

Mayer’s demo fits the BlackBerry
target, Kalbfleisch adds. “We're able to reach
out to a new audience, maybe a slightly younger
audience in their 20s, without at all alienating
the existing BlackBerry audience,” he says.

In activating the campaign, BlackBerry will
launcha site highlighting the tour and the com-
pany’s relationship with Mayer. Marketing in
traditional and new media are part of the pro-
motion, as is an on-site presence at concert ven-
ues. Consumer-interactive contests are being
finalized, and BlackBerry will host VIP parties
and backstage meet-and-greets at shows.

“On-site during every concert we’ll have the
ability to showcase and demonstrate BlackBerry
Curve, along with our carrier partner AT&T, so
that people coming to the concerts will see,
touch and feel our product, learn what it has to
offer them, take pictures with it, have a little
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The Curve 8300
scheduled to hit
stores in June.

bit of fun with it,” Kalbfleisch says. “We will
have the ability to interact with the audience
without interfering with the concert itself.”

Live event sponsorship, particularly music
events, has experienced huge growth in the past
few years as marketers struggle to reach con-
sumersin an efficient way. So why is BlackBerry
just now getting into the tour sponsorship game?

“The product offering and our strategy had
to be in line with reaching oul to this type of
audience,” says Kalbfleisch, who says the Black-
Berry reach is now broad and the brand more
mainstream than it was only a few years ago.
“The entertainment world and more
unique opportunities started to
makesense to us now. Two years ago
it probably wasn’t time yet.”

For the Mayer camp, it’s greal to
be BlackBerry’s first. “Since we were
approached by them, it showed they
really wanted to be in business with
John,” says Michael McDonald,
Mayer’s manager.

Both sides declined to talk finan-
cial specifics, but typically such ex-
tensive tour sponsorships are
valued at more than $1 million in
cash and more in marketing. Mc-
Donald says upfront money from BlackBerry
goes into upfront tour costs.

“Something we've really focused on is put-
ting the check to good use,” McDonald says,
adding that marketing is also a big plus.

“Between RIM and the sort of carriers they’re
in business with. they certainly have a greater
and wider marketing reach than we have, so
it’s great to be able to tap into that,” McDon-
ald says. “So far, it’s been done in conjunction
with us and we feel apart of the marketing ef-
fort. 1t's not like a stranger is coming in and
taking over our marketing initiatives.”

The deal was brokered by Kalbfleisch, Mar-
cie Allen Cardwell at Creative Artists Agency,
and Amy Pesa and Andre Gaccetla at event
marketing firm George P. Johnson. Scott Clay-
ton is Mayer’s responsible agent at CAA. -

IZETEINTEN BY MICHAEL PAOLETTA

ALTERNATE
REALITY

MTV Show Gives Real-Life Talent
Agency A Boost

On “Taquita & Kaui,” an MTV reality show that follows two
aspiring starlets in Las Vegas, Ricky Greenstein plays the
role of Mr. Manager. But in real life, Greenstein is co-CEO,
along with Michael Schweiger, of talent agency Central En-
tertainment Group. And in the weeks since the the show’s
April debut, CEG has watched its artist roster grow.

This growth continues with a new strategic relationship
CEG has formed with Total Entertainment and Arts Market-
ing, the recently launched agency helmed by Britney Spears’
former manager Larry Rudolph and entertainment marketer
Nicole Winnaman. TEAM focuses on securing sponsorship
and endorsement dollars for its client roster, which includes
A&M/Interscope’s Pussycat Dolls.

RICKY
GREENSTEIN,
co-CEO of
Central
Entertainment
Group, and his
client DMX
(inset).

Rudolph—who also has artist
management and TV production
companies—says the TEAM/CEG
partnership was formed out of
necessity. “We were getting re-

quests for our clients to make personal appearances at
corporate events and nightclubs,” Rudolph says. “But
we’re not a booking agency, whichis why CEG is a good

match.”

CEG books musicians, artists and celebrities for corpo-
rate events, private parties and nightclubs. CEG exclusively
represents Fall Out Boy’s Pete Wentz and Gym Class He-
roes’ Travis McCoy as DJs, and also handles club bookings for
DMX, the Ying Yang Twins and others.

To host or make an appearance at an event, an artist’s
fee—based onthe artist’s level of celebrity in the media food
chain—can range between $10,000 and $60,000. CEG’s cut

is 5%-15%.

The TV show has legitimized “what we do here at CEG,”
Greenstein says. “Artist managers and label executives
take us more seriously now.”

Frozen Pond Entertainment’s Trish Lum, who oversees
DMX’s career, says CEG is getting her artist into markets
he’s never played before. On June 15, DMX commences a
30-date club tour of House of Blues-type rooms and

smaller venues.

Similarly, Ying Yang Twins manager Derek Crooms says
CEG enables the Twins to “play more mainstream rooms,
which helps expand the duo’s fan base—and puts money

in their pockets.”

J/FILMMAGIC COM: GREENSTEIN: COURTESY OF CEG; DMX: MICHAEL LOCCISANO: FILMMAGIC.COM
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Keepin

Canada’s Indie
Distributors Get
Labels Of Their
Oown

TORONTO—Canada’s leading
independent distributors are
attempting to increase their re-
tail batting averages by stepping
up to the plate with their own
new labels.

Recent arrivals have included
Toronto-based Koch Entertain-
ment Canada’s imprint Koch
Records (rock, country and
urban music); Hamilton, On-
tario-based Sonic Distribution’s
jointventure with EM! Canada,
Labwork Music (alternative);
and Montreal-based Distribu-
tion Fusion I[1’s Secret City
Records (roots/alternative). Si-
multaneously, other distributors
have significantly stepped up
A&Ratexistingin-houselabels.

Accordingto Nielsen Sound-
Scan, independently distributed
labels have jointly accounted for
19.1% of Canada’s retail sales
so far in 2007, ahead of every
major except Universal (37.5%).

The indie distributors say
they are preparing the ground
for their future digital busi-

nesses, where Fusion I11 pres-
ident Jim West predicts they
will be involved as “record
label, in management, publish-
ing—everything.

West’s son Justin now heads
Secret City Records, hometoal-
ternative rock band Patrick Wal-
sonand alternative rock /pop act
Miracle Fortress. Fusion 111 has
also operated juzz label Justin
Time since 1983.

“Part of the future is having
the ability to control copyrights,”
Toronto-based Outside Music
president Lloyd Nishimura says.
“Our label has become a real
priority for us.” Launched in
2002, the Outside Records label
roster includes roots-styled acts
the Sadies and Oh Susanna.

The 2006-launched Koch Rec-
ords label’s releases to date in-
clude albums by Jeff Martin,
fiddler Natalie MacMaster and
rock act Brandon Paris Band.

“We used to push artists [to-
ward] labels we were distribut-
ing,” Koch Entertainment
Canada president Dominique
Zgarka says, “but realized we
were doing all of the work. We
decided to keep things under
one roof.”

DGEOBARY ©5Y LARS BRANDLE

Despite the added competi-
tion for signings, Canadian in-
dies seem largely sanguine
aboul the distributors’ moves.
“They’re just protecting their
rear ends,” Toronto-based True
North Records president Bernie
Finkelstein says. “In five years,
acts might not need a distribu-
tor if the business is all digital.”

Sonic co-owner Tim Potocic
says adding Labwork to its
wholly owned labels Sonic
Unyon Records and Goodfella
will mean 20 album releases in
2007, its highestin-house total
yet. “There’s lot of opportu-
nities around,” he says.

Those opportunities have
partly risen through Canada’s
majors reducing domestic
signings in recentyears. Uni-
versal Music Canada’s most
recent direct domestic sign-
ing was 18 months ago, al-
though senior VP of A&R
Allan Reid says the company
isincreasingly inking licens-
ing deals as “moreartists are
coming forward with finished
masters, seeking to retain
master ownership.’

Warner Music Canada VP
of A&R Steve Blair confirms

L
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the domestic roster shrinkage.
“When I started here nineyears
ago,” he says, “we had 22 [Cana-
dian] bands. Now we have 12.”

Independents have also been
affected by changes in the ad-
ministration of Department of
Canadian Heritage funding for
new recordings.In 2006, those
changes saw larger independ-
ents like Nettwerk Productions,
True North and MapleCore
switch from funding under the
Foundation to Assist Canadian
Talent on Records scheme to
another program, the Music

gltinThe House

Entrepreneurial Component.
FACTOR’s annual $12.9 mil-
lion Canadian ($11.65 million)
budget provides loans/grants for
individual recordings, regard-
less of that project’s success.
However, MEC’s $8.5 mil-
lion Canadian ($7.7 million)
budget goes directly to labels
annually as loans/grants to
cover overall operating costs.
Importantly, it employs a sales
target-based formula-—and
missing targets can mean re-
duced or revoked funding.
“I'have signed less acts [with]

MEC than if T was in FACTOR,
Vancouver-based Nettwerk
president Ric Arboit says. “Be-
fore [ could take a chanceonan
act. Now, | have to know it’s
going to be a winner.”

However, some insist the
MEC system has benefits.
“What'’s the point of compa-
nies signing more acts,”
Finkelstein says, “if their in-
frastructure is weak and they
can’t produce results?

“MEC leaves it to me to de-
cide how I spend my money—
providing | get results.” -

Alt-ro€Kband
PATRICK

of the first
signings to
distributor
Fusion III’s new
label Secret City
Records.
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Epic
- Everlasting

‘Sony BMG’s Doherty
Brings Label Back In
e United Kingdom

LONDON—Sony BMG U.K. chief Ged Doherty has some
Epic plans.

As the company adapts to the demands of the digital age,
Sony BMG Music Entertainment U.K. and Ireland chairman/CEO
Doherty has already launched aninnovative online A&R service
(billboard.biz, March 30). But he’s also heading back to the fu-
ture—reintroducing the Epic label division that disappeared in
the United Kingdom almost five years ago.

Epic Label U.K.is helmed by managing director Nick Raphael,
a 10-year-plus Sony Music/BMG veteran, who reckons the time
is right for a U.K. return. “Brit music is particularly strong at the
moment,” Raphael says. “We want to build a formidable roster
that will be spoken about on a global basis.”

Raphael was previously managing director of Epic U.K. in
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September 2002, when
Sony BMG replaced its three-
label structure (Columbia,
Epic and S2) with interna-
tional and U.K. repertoire di-
visions and he became VP of
the latter. Most recently, he
was managing director of
Sony BMG U.K. label White
Rabbit, now an Epic imprint
with acts including R&B/pop
vocalist Lemar, dance act
Mylo and singer/songwriter
Imogen Heap.

Although the label division
disappeared, Epic continued
as a Sony BMG imprint, regis-
tering a 2.3% U.K. albums
market share in 2005, according to labels body the BPI (2006
figures are not yet available). In previous years, its share swung
between 6.6% (1984) and 2.5% (2000).

Doherty succeeded Rob Stringer after the latter’s June
2006 appointment as president of Sony Music Label Group.
His “new” Epic sits alongside front-line U.K. label groups RCA
and Columbia.

“Inthe first year [after the 2004 BMG merger],” Doherty says,
“we had an enormous blob of labels lumped together. The sec-
ond year was always planned to bring back Columbia and RCA,
and | remember thinking at the time, ‘If things go well, we’ll
launch a third label.’ Epic is our next best-known brand.”

The revived Epic’s A&R philosophy will reflect the previous
broad mix of domestic signings, which ranged from alternative

hose Aug. 6
' will be
E new
print.

AQUALUg
‘MemBty,
the first alo U

rockers Manic Street Preachers to pop acts like B*witched and
George Michael. Raphael says he’s aiming for a roster of “ver-
satile, nongenre-specific acts . . . which we can sell in the U.K.
and abroad.”

The label was also the U.K. home for such international acts
as Michael Jackson, Celine Dion and Rage Against the Ma-
chine, but Doherty says, “Epic in the U.K. will be primarily U.K.
repertoire-based.”

HMV marketing director Graham Sim says he is watching the
Epic developments with interest. “Universal, for one, has shown
how classic labels can be successfully revived and re-energized
to drive the record company forward. Epic certainly had a lot of
heritage as a label.”

The new Epic’s first album will be the Aug. 6 release of “Mem-
ory Man” by eclectic British alternative singer/songwriter
Aqualung, signed to Columbia worldwide out of New York.

Aqualung’s Brighton-based manager Phil Nelson enthuses
about beingin at the start of the revived division. “It really does
feel like ateam that’s not only really into the [act], but currently
doesn’t have a huge amount of product to work with,” he says.
“We canreally get our hands dirty together and micromanage.”

Doherty’s recent introduction of online A&R “virtual neigh-
borhoods” for RCA and Columbia, where unsigned acts can post
demos while Sony BMG U.K. staffers participate as bloggers,
will expand with the launch of an Epic area.

He says the innovation is intended to counter mistrust be-
tween the artistic and label communities. “This is the first step
to say, ‘Here we are—take a look at us, warts and all,” ” he says.

“The major record company in the future will be based much
more on a partnership basis with the artist,” Doherty adds. “You
canonly get to that point if you start from a position of openness
and transparency.” eoe

PATRICK WATSON: BRIGITTE HENRY
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NoGiantKiller

Why Amazon Won’t Dominate The Digital Marketplace

Things will really get interesting when Ama-
zon finally jumps into the digital fray. Ama-
zon is a powerhouse in the book marketplace
but has so far failed to duplicate that feat in
music, although its business is on the upswing
with Tower Records’ demise.

Still, even though Amazon has been
in music since 1999, iTunes—which
debuted in 2003—now sells four
times as much music, Billboard
estimates. Retail Track figures Ama-
zon's market share at about 2.5%-
3%, while iTunes will end this year at
about 12%-13%, making it the fourth-
largest music retailer, behind Wal-Mart, Best
Buy and Target.

Although Amazon claims its service will
launch with 12,000 labels, Billboard’s down-
and-dirty conjecture is that the labels it will
sell probably comprise about 25% of the U.S.
marketplace. Meanwhile, iTunes has signed
deals with labels, including the majors, that
likely generate about 95% of retail business in
the States.

If Amazon were to push digital downloads
the way it pushed the opening of'its bookstore,
Retail Track would be willing to bet that it
would kick iTunes’ ass. That's because Ama-
zon is far more skilled than Apple at merchan-
dising music. Also, its business model is built
around getting lower pricing than iTunes (Bill-
board, May 26), but only time will tell how suc-
cessful it will be in that approach. (More on
pricing later).

But since Amazon is opening its store with
labels that comprise only about one-quarter
of the marketplace, it won't be able to estab-
lish dominance like it did with books. Those
commercials about looking for a place to
contain the world’s biggest bookstore don’t
apply here.

No, that type of marketing approach simply
ain’t going to work this time around. And that’s
why the majors were disappointed when Ama-
zon abandoned its previous digital approach
last fall, one that would’ve seen it launch a sub-
scription download service with its own pri-
vate-label, digital rights management-powered
portable player and with a physical product
tie-in. The majors were hoping that Amazon
would help them maintain a DRM world, while
at the same time taking on iTunes head-to-
head. The majors pray for such a champion
every day, as they try to figure out how to get
out of the box Steve Jobs has them in.

But instead of being a potential giant killer
out of the gate, Amazon now looks like it might
be a spoiler to those majors with a stake in
DRM. The staunchest proponent for DRM is
Sony BMG’s Music Entertainment Global Dig-
ital Business and U.S. Sales president Thomas
Hesse. Hesse’s stand against an MP3 com-
mercial marketplace stems from the belief
that eventual bandwidth advancements may
eventually allow peer-to-peer to trade entire
music libraries in a matter of minutes—or, in

&)

other words, the whole world becomes one
giant dorm.

Amazon certainly represents another crack
in the DRM foundation, which may be why
Hesse wouldn't even let RED negotiate with
the merchant on behalf of the independent la-

bels it distributes. While I applaud him

for taking a principled stand, | won-
der at the wisdom of lesing the
chance to monitor how MP3 sales
perform in the marketplace, letalone
how it affects physical and even dig-

SE ital sales.

Warner Music Group also refused to
supply its music to Amazon, but it shrewdly
agreed toallow its Alternative Distribution Al-
liance to negotiate a digital deal with the mer-
chant on behalf of its independent labels.
Likewise, Universal Music Group Distribu-
tion is negotiating for its Fontana-distributed
independent labels, as well as whatever MP3
tests UMG's own labels will undertake, but a
deal has yet to be signed.

And compounding that situation, if Amazon
is successful in its label negotiations and its
launch with consumers, it will only box the la-
bels in even more. Besides Bertelsmann’s record
club, Amazon and its marketplace is the low-
est-priced playerin CDs in the States, even with-
standing Best Buy, Wal-Mart and Target. If it
emerges as a
dominant player
in digital sales, it
would likely add
its voice to
iTunes in insist-
ingonlow-priced
downloads.

That would
not only be bad
news to labels,
but brick-and-mortar merchants struggling to
prop up the CD see cheap downloads as un-
dermining the CD price point.

All of which leads to a mea culpa, with alit-
tle history. When EMI announced it was going
DRM-free and would sell higher-quality down-
loads, which would carry an implied $1.29 list
price, brick-and-mortar merchants counted
that as good news.

That is because some merchants were
under the mistaken impression that EMI’s
digital albums would then sell for $12.99,
which doesn't undermine the CD’s price point
in traditional stores the way $9.99 does.

But while EMI will wholesale DRM-free,
higher-quality digital track downloads at 90
cents, it will continue to wholesale its $9.98
list-price album downloads at $7, as reported
in Billboard last week. What that story left out,
though, is that the major has other single-
1,0f$7.98,$11.98

The 12,000 labels Amazon
plans to launch its digital
store with will comprise
about this percentage of
the U.S. marketplace

album pricing levels, as wel
and $12.98.

For 24/7 retail news

blz and analysis, see

billboard.biz/retail.
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Spanish Societies’ Friendly Approach To Rights Awareness .,

MADRID—Two Spanish per-
forming rights societies are
taking a “softly, softly” ap-
proach to collecting rights that
they admit many bar and club
operators are barely aware of.

Rather than threatening
legal action to extract money
from clubs, the bodies have
been rolling out a campaign
called Somos Musica—which
translates to “We Are Music”
—aimed to convince owners
of the benefits of correctly li-
censing their premises for
playing recorded music.

Within the next three years,
Agediand AiE—representing
labels and performers, respec-
tively—hope the campaign will
help them triple the €7 million
($9.4 million) they collected in
2006 from the public perform-
ance of recorded music in bars
and clubs. The two bodies
jointly own collecting unit
OCR, launched in 2003.

Somos Musica “is about
recognizing the economic,
cultural and leisure value of
music and countering the
urban myth that music is
free,” AiE chairman Luis
Cobos says.

OCR estimates 25,000 ven-
ues play recorded music in
Spain, but Agedi chairman An-
tonio Guisasola, who also
chairs labels body ProMusicae,
says 2006's total represents
“only about 50% of the rights
that we should be collecting.”

The campaign is intended
to raise awareness among
those venue operators who
are not currently paying OCR
that performing rights exist
and need to be paid.

Venues that pay OCR and
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also sign up for the initiative
receive a Somos Musica plaque
to display on-site so customers
“can see they are entering a
venue that respects musicand
musicians,” Cobos says. In the
first two weeks of the cam-
paign’s May launch, AiE says
60 venues put up plaques.
Those who sign upalso gain
access to somosmusica.com,
which offers links to an online
music promotion service,
event listings, a classified ad-
vertising area for staffand gen-
eral industry news and charts.
AiE managing director Jose
Luis Sevillano says several
trade groups are publicizing

25

Estimated number of
venues in Spain that
play recorded music

Somos Musica to their mem-
bers, including discotheque
owners association Fasyde,
which claims to represent
3,000 of Spain’s 5,000 discos.

“We're happy to join up
with Somos Musica,” Fasyde
managing director Jesus
Garzas says. “We're talking
with OCR about collabora-
tion—[not| threats-—and this
seems very correct.”

That approach appeals to
such venue owners as David
Novaes, chairman of Madrid’s
45-strong La Noche En Vivo
group of music bars. “The ad-
vantages Agedi and AiE are of-
fering are reasonable,” Novaes
says. “Itis important to know
what you are paying for. If you

JUNE 2, 2007

don’t know why you are pay-
ing, you're less likely to pay.”

Agediand AiE launched in
1990 after 1989 intellectual
property legislation intro-
duced rights for the public per-
formance of recorded music.
They collect royalties from
broadcasters as well as venues.

Previously, Spain’s only
collecting society had been
authors body SGAE, and until
1995, Agedi and AIE con-
tracted their collections out
to the larger, established body,
which already collected its
own royalties from broadcast-
ers and venues.

After those contracts ended
and Agedi and AiE began col-
lecting independently of
SGAE, Cobos says they found
that, in many cases, their fees
had not been paid to SGAE.
Few music venue operators
were actually aware that per-
forming rights for labels and
performers needed to be paid.
“There was a widespread feel-
ing that once you paid SGAE
its [authors’ rights] sum, you
had taken care of your music
payments,” Cobos says.

Agediand AiE claim Somos
Musica is a significant step to-
ward resolving that situation.
The bodies are keen to avoid the
negative publicity—and legal
costs—SGAE has attracted in
the recent past through lengthy
lawsuits over music licensing.

Inthe past, “we have sent the
troops in too sometimes,” Sevil-
lano says. “But with Somos
Miusica we are putting on a
pleasant face. We wantowners
to feel it's worthwhile working
in a legal framework—rather
than being illegal.” s
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BY MITCHELL PETERS

ROCKIN’THE MIC

Rage, Wu-Tang Add Heft To Summer Hip-Hop Tour

With alineup catering to the b-boy, backpack-
ers and graffiti art culture, this summer’s trav-
eling Rock the Bells festival could be the rap
community’s answer to the Vans Warped tour.

Rock the Bells, which went down in the hip-
hop record books in 2004 after reuniting the
Wu-Tang Clan (including O’ Dirty Bastard)
for an onstage performance, will revisit his-
tory by hosting the recently re-formed Rage
Against the Machine at Randall’s Island in
New York (July 28-29); the NOS Events Cen-
ter in San Bernardino, Calif. (Aug. 11); and
the McCovey Cove Parking Lot in San Fran-
cisco (Aug. 18).

Although Rage Against the Machine, which
played its first show in seven years at last
month’s Coachella Valley Music & Arts Festi-
val, is slated to perform on only four of Rock
the Bells’ 19 cross-country dates, founder and
organizer Chang Weisberg of Guerilla Union
is hopeful that the political rockers’ involve-
ment “spills into other markets. The fact that
Rage Against the Machine is playing these
shows has made it a big deal not only nation-
ally but worldwide. So, you try to leverage that
and be thankful for that awareness.”

At press time, these remain the only shows
on Rage’s schedule.

New York rapper Nas will co-headline the
majority of the trek along with the Wu-Tang
Clan, which has signed on for
the entire festival to promote
its upcoming reunion album
“8 Diagrams.” Cypress Hill,
Talib Kweli, Pharoahe
Monch, Immortal Technique
and Jedi Mind Tricks will per-
form on all fest dates, while

>>COLLECTIONS FALL AT
JASRAC

Japanese authors society Jasrac says copy-
right fee collections for the year ending March
31 fell 2.2% year-on-year to 111.1 billion yen
($923.2 million)—the first time in five years
collections have not risen. Performance right
royalties rose 0.9% to 48.8 billion yen ($405.3
million), but mechanical fee collections fell
5.4% to 41.9 billion yen ($348.4 million),
largely due to declining CD sales. Royalties
from polyphonic ringtones fell to 3.3 billion
yen ($27.8 million) as Japanese mobile-phone
users turned increasingly to master ringtones.
Collections from the latter increased 23.3% to
2.2 billion yen ($18.2 million).

—Steve McClure

>>>ROLLINS, REICH
HONORED IN SWEDEN

Seminal jazz artist Sonny Rollins and mini-
malist composer Steve Reich jointly received
the 16th annual Polar Music Prize from King
Carl Gustaf XVI of Sweden at a May 21 cere-

NEW

the Roots, Public Enemy, Sage Francis, Mos
Def, EPMD, MF Doom and others will play
select shows.

Ticket prices for each of the four bicoastal
festivals range from $75 to $80 and expect to
draw approximately 40,000 concertgoers.
Prices for the remaining 15 dates, which will
visit primarily outdoor venues, range from
$40 to $45, and Weisberg says that between
8,000 and 10,000 people are expected. So far,
Rock the Bells has teamed with several hip-
hop media partners, and SanDisk signed on
as the title sponsor.

mony in Stockholm. The nationally televised
event took place at the Konserthuset venue.
Both recipients were awarded 1 million
Swedish kronor ($145,960) from a fund set
up in 1989 by ABBA’s publisher, manager
and co-lyricist, the late Stig Anderson. The
prize is based on nominations submitted by
the board of the Stig Anderson Music Award
Foundation, consisting of representatives
from his family, the Swedish Society of Pop-
ular Music Composers and the Swedish Per-
forming Rights Society. Previous winners of
the prize include Paul McCartney, Quincy
Jones, Elton John and Bob Dylan.

—Fred Bronson

>>>RECORD REVENUE AT PPL

U.K. collecting society Phonographic Perfor-
mance Ltd. has published its best-ever finan-
cial results. The society, which licenses per-
formance rights on sound recordings on behalf
of record labels and performers, reported li-
cense fee income of £97.9 million ($193 mil-
lion) in.2006, up 13% from 2005. Distributable



RAGE AGAINST THE MACHINE: KEVIN MAZUR/WIREIMAGE.COM

PUBLIC ENEMY. JOHN SHEARER/WIREIMAGE COM:

Although the festival’s 15 U.S. dates without
Rage have a solid lineup of “established tour-
ing acts,” according to Weisberg, some indus-
try observers speculate that the absence of a
mass-appeal urban headliner could make high
attendance draws challenging. And with virtu-
ally no other large-scale hip-hop package tours
going out this summer, rap looks unlikely to
crack the Billboard year-end list of the top 25
grossing tours, which it hasn’t done since 2005’s
Eminem/50 Cent Anger Management lour,
which pulled in $22.7 million from 23 shows,
according to Billboard Boxscore. Prior to that,
in 2003 50 Cent rang up nearly $23 million in
ticket sales, much of it co-headlining with Jay-
Z on the Roc-the-Mic tour.

But Weisberg, who through the years has
promoted one-off festivals and dozens of club
gigs under the Rock the Bells moniker,

PUBLIC ENEM

perform select
dates on the Rock the Belis tour. RAGE
AGAINST THE MACHINE (inset) is
slated to play four shows.

doesn’t compare his festival to mainstream
rap. “Even if Eminem, 50 Cent or Jay-Z were
touring this summer, that wouldn’t be an in-
dication to me that this is the right time for
Rock the Bells,” he says. “The indication for
me is the music and growth of it in the mar-
kets we've done it in.”

Last summer, a one-off Rock the Bells
drew an impressive crowd to Concord,
Calif.’s Sleep Train Pavilion, says Rick
Mueller, president of Live Nation San Fran-
cisco, which is co-producing the Aug. 18 date.
“For a lineup that didn’t have 50 Cent, Em-
inem or a flashy headliner, we did 10,000
people at a $50 ticket,” Mueller says, “which
is a great number.

As opposed to chart-topping rappers who
“might be really good in the studio” but “not
really able to perform,” Weisberg says that
the bottom line with Rock the Bells “is that
everybody on the show can fucking perform.
People want to go to a show and be enter-
tained,” he says. “They don’t wanttogotoa
show where six dudes are onstage running
around not knowing how to project their
voice correctly.”

Indie rapper Sage Francis, a self-declared
“road warrior,” will perform on the Paid Dues
stage on select Rock the Bells dates. He says
his indie hip-hop contemporaries like Atmos-
phere, Brother Ali, EI-P, Cage and Buck 65
aren’t strangers to drawing respectable crowds
and commanding the stage. “We're all people
who've been out for 10 years developing our
fan bases,” says Francis, who will embark on
a 40-date club/theater trek later this month
to promote his latest Epitaph effort, “Human
the Death Dance.”

“We stay focused on what we do, how we
do itand make sure it continues to grow,” the
rapper continues. “Our shows entail a lot more
interesting elements. I don’t think that a lot
of other hip-hop acts have the tenacity or fuel
that we do.” e

net revenue rose 11.8% to £84.4 million ($166.7
million). The figures included international in-
come of £6 million ($11.8 million), double the
figure from 2005, Until five years ago, the soci-
ety drew no revenue from international sources.
Earlier this year, PPL merged with two smaller
U.K. collecting societies, PAMRA and AURA.. it
now represents 3,500 record companies and
also collects/pays out on behalf of around
40,000 performers. —Lars Brandle

>>>SMEJ SALES ON THE RISE

Japanese market-leading record company
Sony Music Entertainment (Japan) has re-
ported healthy sales results for the year ended
March 31, boosted by solid performances by
its noncore businesses. Revenue for SMEJ and
its 44 subsidiaries totaled 162.3 billion yen
($1.3 billion), up 6.4% from the previous year.
Sales and distribution of recorded music fell
4.8% to 81.6 billion yen ($674.5 million); the re-
maining 80.6 billion yen ($666.5 million) came
from music publishing, artist management
and other SMEJ subsidiaries, up 20.8%. SMEJ
does not publish profit figures. Domestic
product accounted for 77.4% of music sales,

down from 79.4% in the previous year.
—Steve McClure

>>>SANCTUARY RECEIVES
TAKEOVER BID

Financially troubled British music company
Sanctuary Group confirms it has received at
least one takeover bid. Sanctuary issued a
statement May 18 saying it had “received ap-
proaches from third parties that may or may
not lead to an offer for the company.” The com-
pany said a further announcement would be
made “in due course.” The London-based firm
issued the statement to the London Stock Ex-
change after the update that its stock price
rose 40% on May 18 to 15.75 pence (31 cents).
Sanctuary has been circled by a handful of suit-
ors in recent years. Recently, the company has
been pushing ahead with a program of strate-
gic disposals, including the sale of its stake in
independent label Rough Trade. British indie
powerhouse Beggars Group is understood to
be in talks for Rough Trade. —Lars Brandle

b- For 24/7 global news and analysis,
PIZ e billboard.biz/global.
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23 ANNUAL KENTUCKY DERBY
BET WINNERS.

[ IT PAYS TO HAVE STREET SENSE!

Freedom Hall’s 23" Annual Derby Bet netted six wnners

picking Street Sense, paying $11.80 on the $2 bet. ‘\inners ase:

Brad Garrett - Police Productions
Andrea King - Beaver Praductions
Dan Zelisko - Live Nation-Phoenix
John Porco - World Wrestling Entertainmert
Annie O'Toole - Live 360
Steven DePaul

Congratulations to all our winners! See you next yedr.

FREEDOM HALL

BROADBENT ARENA - CARDINAL STADIUM
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Friday And Saturday
NightSpecial

A No-Brainer Bargain For Hank Jr.

And Skynyrd’s Rowdy Friends

Sometimes you just gotta get rowdy.

The Rowdy Frynds tour—produced by Red
Mountain Entertainment and Blue Goose, and
booked by the William Morris Agency—is a
perfect gumbo recipe for wild-eyed Friday and
Saturday nights. It gives fans value for days,
provides arenas with a solid booking and dou-
ble-digit concession per-caps, and in many
ways, puts Red Mountain on the map as
tour producer. Oh, yeah, and it rocks
mightily, which came as no surprise to
me at the May 4 show in Nashville.

Truth is, Red Mountain stepped up
when other promoters passed. “I'm not
so sure that the big guys understood the
value and the nuances involved in this
thing,” philosophizes Greg Oswald, VP
at WMA and responsible agent for Frynds.

“It doesn’t even really take any balls.
You just either understand it or you
don’t,” he continues.” I have to admit
you have to have a feel for that lifestyle,
but it’s not a secret. It's been going on
for 30 years.”

Ah, the lifestyle out in full force. “You've
got Hank [Williams] Jr. and [Lynyrd]
Skynyrd, who both have extremely solid,
loyal fan bases,” says Brock Jones, senior di-
rector of booking at Nashville’s Sommet Cen-
ter, where Rowdy Frynds grossed a stout
$709,774 from 12,575 rowdy friends, accord-
ing to Billboard Boxscore. “Then you have 38
Special, which adds a new dynamic, both Van
Zants on tour together. There’s a high enter-
tainment value for this ticket price.”

The tour was indeed a big move for Birming-
ham, Ala.-based Red Mountain and its partners,
Gary Weinberger and John Ruffino. Ruffino’s
father, Tony, was a legendary Southern concert
promoter who was instrumental in breaking
Williams in the late 1970s and early 1980s.

“Over the years we've promoted Hank all
over the place,” John Ruffino says. “The op-
portunity came up to do Hank and Skynyrd,
and it was a no-brainer for us.”

Still, 20 dates with a healthy combined guar-
antee is biting off a lot for a midsize independ-
ent, with a guarantee Oswald admits is “stiff.”

“Most of the time we buy four or five cities.
This was the first time we've bought 20 cities,”
Ruffino says. “Obviously, when you're buying
that many dates there is a fear involved, but
we believe in both [Williams and Skynyrd]
and, like I say, it made sense to us.”

Ross Schilling, who manages all three acts
with Ken Levitan through Vector Manage-
ment, says Ruffino, Weinberger and Blue
Goose president Russell Doussan “were be-
lievers from the beginning and saw the via-
bility of these artists, and saw a very active fan
base. They really micromanage each promo-
tion and make sure it fits the market.”
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There's no denying that Skynyrd and
Williams have legions of fans, but there was a
very real question as to whether these fans were
the same people. Synergy means one plus one
equals three, not one plus one equals one. To
cop a quote from manager Doc McGhee, this
ain’t exactly “cats and dogs living together.”
Rowdy is as rowdy does.

# /WILLIAMS

“Musically, it works good. It’s not exactly
the same, but it’s in the same range,”
Ruffino says. “We did almost 13,000 people
in Nashville, so it looks like one plus one
equals three.”

Oswald says he’d like to do a “scientific poll”
of the audience, which to me is kind of scary. “I
think what you would find would be the follow-
ing: a significant percentage of the diehard
Skynyrd fans that never miss a show, the diehard
Hank fans that never miss a show, the diehard
rebel redneck Confederate flag-waving group that
likes racing—the Southern rock lifestyle-oriented
people—and the people who remember or have
recently heard what a party it could be to see a
real live Hank and Skynyrd show,” Oswald says.
“The latter are the ones I think got mobilized that
wouldn’t have ordinarily been there.”

It helps that the show is value-priced, with
tickets at $69.50, $59.50, $39.50 and $25. “Ob-
viously, we have to get enough of a ticket to
pay all the bills and guarantees, but we didn’t
want to chase anybody away,” Ruffino says.

Schilling adds, “Pound for pound, I don’t
think there is another tour out there that is
giving the fans four-and-a-half hours of hit
music from start to finish. I'm glad we de-
cided to tour on Friday and Saturday nights
only—it lets everyone recuperate the next day.”

The tour is scheduled for 20 markets
through June 16, but discussions are under
way to extend into the fall. e
For 24/7 touring news

and analysis, see
billboard.biz/touring.
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LEA L o ELTON JOHN :

$250/$1757$100  Colosseum at Caesars Palace, 19,387
Laz Vegas, May 8-9, 11-13 five sellouts

Caesars Paiace, Concerts West/AEG Live

$2,861,782
$225/$175¢
$127.50/$82.50

$1,795,635
(£908.3963
$57.32

$1,593,147
(£795.730)
$500.53/$80.08

CELINE DION |

Colasseum at Caesars Palace,
Las Vegas, May 16-20

%\%Zgwm Concerts West/AEG Live

WESTLIFE, MACDONALD BROTHERS, LADY NADA |

Odyusey Arena, Belfast, 31,324 7 i
Noitnern Ireland, April 13-16 four sellouts DL FRREiEE

JUETIN TIMBERLAKE, TIMBALAND ‘

Odyssey Arena, Belfast, 18,098 "
Northern Ireland, April 24-25 Aiken Promotions

'
two sellouts

PSR tR..00 EDGEFEST: THE KILLERS, MY CHEMICAL ROMANCE, AFI & OTHERS

$49.50 F‘lzza Hut Park, Frisco, Texas, 27 955 AEG Live
834
$1,007,828 L CIvo
(31159823 Caradiany
SIOBER/SARON. S Fpris - CorrorToronto, 15,936 Live Nation [

$954,376
$68.25/$58.:25

KENNY CHESNEY, SUGARLAND, PAT GREEN l

Fllzel Arena, Norzh Little Rock, 14,789 Varnell Enterprises, The Messina Group/AEG
Erk_ “ay 19 sellout Live

$930,277
(31052517 Caradian)

$110.48/34375  conawovth Sacdedome, 12,676

Calgary Aiberts, April 18 sellout

|
|

Co» fMrana, San Clego, May 2-3 17,999 Live Nation
two sellouts |

KEFF URBAN, THE WAIFS |
(81099495 Aust-alian) 10,290 -
$99.91/$71.58 12.692 Chugg Entertainment

weese [T N

(8975928 Canedian)  G.ape ral Motors Pace 1,065
$11.28/344.07 Ven=>.iver, Aprd = eliour Live Nation

$800,089

(3903800 Canadian)
Rexa | Pace, Edmonton, Alberta,
$110.66/$43.62 April 12 J’%gxss

Live Nation

$917,477
$52.50

$916,143
Acer arena, Sydrey, May 15

tive Nation

PODSE & RODGE

-/l'a' Straet, Dusln, Ireland,
pri 12- 5,17-22, 24-29

$789,531 -

£€£588,000) $47 16,800

16 seliouts

|

3cotiabank Placs, Ottawa, 8,857
Y= 883 |

L.DE/D |

Sel Senve, Montrzal, Aprit1o 8,784 Live Nation |
setlout

FTS Canre, Winnhbeg, 1,024 = X
Manitoba April %6 Live Nation

Aiken Promotions

$726,985
($827633 Canasfian)
$109.80/$43.48

$688,661
(5792840 Canadiany
$108.58/343

$681,973
(8775657 Canadian)
$78.69/$43.52

Live Nation

sellout

KENINY CHESNEY, SUGARLAND, PAT GREEN \

'Iho Cay-dome, Lafayetze, La.,
12>

$673,173

$68/$58 10,478

S The Messina Group/AEG Live

GEORGE LOPEZ, BRYAN KELLEN 1

Mokia Theatre, Grand Pralrie, 1,24
Texas, May 4, 6 AEG Live

$627,290
$60/$45

two sel\outs

YAt R JCSH GROBAN, ANGELIQUE KIDJO
$99/$45 SO epoLI AT %052} Live Nation
$566,314 ANDRE RIEV ‘
(9629777 Canadhan) 7,286
$80.48/$62.50 Belt Centre, Montreal, May 12 2550 Glilett Entertalnment Group

THE KILLERS, SILVER BEATS, RED ROMANCE

Madisgn Square Garden,
New York, April 28

$559,379

$40.50/$25.50 14,839

seflout
KENNY CHESMEY, SUGARLAND, PAT GREEN ‘
Mizzou Arena, Columbia, Mo., 9,593 Potice Productions, The Messina Group/AEG |
May 18 sellout Live
BLUE MAN GROUP ‘

8,730 Emery Entertainment, Pacific Arts
10.690 Entertainment

Live Nation

$553,880
69

$540,635
$85/$55

Van Ande! Arena, Grand Raplds,
Mich., March 25

RASCAL FLATTS, JASON ALDEAN

okane Arena, Spakane, Wash., 8,989
arch 7 13294

RASCAL FLATTS, JASON ALDEAN ‘

Idaho Centar, Nampa, Idaho,
March 8

$537,093

$64.75 ‘Live Nation

$535,834
$59.75 g’seeggo Live Nation |
{

LYN SKYNYRD, HANK WILLIAMS JR., 38 SPECIAL

St. Pate Times Forum, Tampa, 8,370 Blue Deuce Entertainment, Red Mountain |
Fla., April 13 9.654 Entertainment

NELLY FURTADO

Ais Canada-Centre, Toronto,
Aprit 4

LYNYRD SKYNYRD, HANK WILLIAMS JR., 38 SPECIAL ‘

Consace Fialdhouse, 8,851 Blue Deuce Entertainment, Red Mountain
Indianapaliz, April 20 10101 Entertainment

LYNIYRD SKYNYRD, HANK WILLIAMS JR., 38 SPECIAL

Peona Clwc Center, Peoria, lil, 8,050 Blue Deuce Entertainment, Red Mountain
Entertainment

$525,095
$69.50/$39.50

$508,780
(35688437 Canad!

$51.45/$42.80 132

sellout Live Nation

$503,354
$69.50/$25

$501,484
$69.50/$25

Aptil seﬂout

KCRW A SOUNDS ECLECTIC EVENING

Gibson Amphnheatre Universal
City, calif. april 1

$494,150

$300/%40 5 951

Live Nation

$468,365
$75

JOHN LEGEND, CORINNE BAILEY RAE
Merriweathar Post Pavillon,

Columbia, Md., April 28 é.ooo

|

Save-On-Foods Centre, Victoria, 5,375 i |
Brittsh Columbia, April 24 sellout Live Nation

\
JOHN LEGEND, CORINNE BAILEY RAE
Chastain Park Amphitheatre, 6,700

Atlanta, May 4 sellout Live Nation

GWEN STEFANL LADY SOVEREIGN, AKON

Eé::lnter West Valley City, Utah, 8 947 Live Nation, United Concerts, In-house

DVO

Halitax Mafro Centre Haltifax,
Nowva Scotia, April 7

$462,324
(¥519.092 Canadiant
$8862

$450,651
$69.50/$38.50

$433,820
$55/$35

$430,780
(3495913 Canadian)

$39.06/$43 7,235 Live Nation

sellout \
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Merengue
Mélange

Crespo Updates Aging Genre

With New Sounds

Elvis Crespo’s first album in
three years is titled “Regresé
El Jefe” (“The Boss Is Back”).
DueJune 5, its name isn’t sub-
tle, but then again, there is
nothing subtle about the artist
who, in his heyday in the late
'90s, reinvented merengue and
took it to a broader audience
than ever before.

That was when Crespo was
signed to Sony Discos, the
Latin music powerhouse of
the day, and when CDs were
selling hand over fist. Cre-
spo’s debut, “Suavemente,”
sold more than 800,000
copies in the United States,
according to Nielsen Sound-
Scan, an extraordinary num-
ber by any standard.

That was also when
merengue, the fast-clipped,
two-time dance music from
the Dominican Republic, was
atits height, dominating air-
waves and precipitating a slew
of tropical stations that pop-

ulated their playlists with
these sounds.

Today’s Crespo will release
“El Jefe” on Machete, the suc-
cessful urban-leaning label
belonging to Universal. For
Crespo, whose last three al-
bums were on indie Olé (the
label owned by former Sony
Discos chief Oscar Llord) it
is a return to the majors and
the beginning of something
entirely new.

“I'm living a very mature
moment, where 1 see the
business from a very differ-
ent perspective,” says Crespo,
whose last album, 2004’s
“Saboréalo,” sold 60,000
units, according to Nielsen
SoundScan. “I'm a firm be-
liever that one has to live
within the times and forget
about past glories. But the
essence has to remain.”

Crespo’s

driven, edgier merengue, ini-

essence is
merengue bomba, a more

tially popular-
ized by such acts
as Los Her-
manos Rosario.
On “El Jefe,” he
returns to that,
but blends in
multiple fusions,
bachata to rap.

Also, in a clear bid to pro-
pel a genre that has largely
floundered in the past five
years, he features collabora-
tions with merengue stars
like Los Hermanos Rosario,
Giselle and the original
lineup of Grupo Mania (to
which he once belonged).

There are also newcomers
like Zone D’Tambora, a
group featured on first single
“La Foto Se Me Borré.”

Their inclusion, Crespo
says, is part of his endeavor to
bring new blood to the genre.

That kind of thought
process made Crespo partic-
ularly appealing to Machete

from

o —

president Gustavo Lépez.
“Who wouldn’t take the op-
portunity of doing business
with someone who has sold
millions of albums?” says
Lopez, who picked up Cre-
spo’s contract from Olé. “But
what really got me into the
record was hearing the
music. I felt it was fresh, it
was young, the lyrics are
youth-driven. I have a lot of
faith. And we’re putting our
money where our mouth is.”
For the week ending May
18, “La Foto Se Me Borrd” en-
tered Billboard’s Tropical
Airplay chart at No. 19 and
should climb with promo-
tion around New York’s
Puerto Rican Day parade,

CRESPO

where Crespo will have his
own float. The track will also
be heavily promoted in D]
record pools. This is, after
all, music that almost forces
you to get up and dance, and
Crespo hopes that appeal
never goes away.

“l1 feel merengue has
needed [more] radio,” Crespo
says. “But those of us in the
genre have never stopped
working. Thisis a genre with
a 150-year history, but it was
necessary for us to give things
anew look, to not give up, but
show programmers that
merengue is viable.” e

and analysis, see

b' For 24/7 Latin news
-PIZ billboard.biz/latin.

Johnny Sigal, Superstar?

Balladeer Ramps Up Rock Opera And Solo Careers

Johnny Sigal was seeking his musical fortunesin
Miami when the call came from Caracas—a cast-
ing director was looking for someone to play God.
Sigal was reluctant to return to
Venezuela—after all, his home coun-
try’s top musical exports had found
their biggest success abroad—but
he ended up going home and
landing the title role in *Jesus

Christ, Superstar.”

“I quickly realized it was the
best decision I’d ever made in
my artistic life,” says Sigal, 27,
during a break from rehearsals.

In addition to film and TV offers
in Venezuela, another opportunity
was the “We Hear the Future”

competition at the re-
cent Billboard Latin
Music Conference in
Miami, which Sigal
won along with
Colombian singer/
songwriter Monica Gi-
raldo. Sigal ducked out
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of preparations for the musical to fly to Miami for
the event.

He’s also started working on his debut album
with producer Marcello Azevedo (Chayanne,
Paulina Rubio), the husband of one cf his

fellow cast members.
“It’s a great window to present my-
self in a totally different market,”
Sigal says of his record, which he
hopes to release independently and
shop to labels in August.
Meanwhile, Sigal says his role in
the rock opera—which was sched-
uled for 12 shows in Caracas through
the end of May before going on the
road—has allowed him to pack the
powerful vocal punch he’s always.

wanted to.

SIGAL

“l sang for six years in a
cover band. But | have my

own style,” he says. “I like

projecting my voice.”

Sigal has been a power balladeer at heart since

playing quinceaiieras in a rock band as a teenager.

To get the attention of a girl he liked, the gangly
Pearl Jam fan learned all of Luis Miguel’s repertoire.
He studied music theory after high schooland

was in the choral group at Caracas’ Metropolitan

University. He also learned guitar, Venezuelan cu-
atro and Afro-Caribbean percussion.

He eventually joined dance-pop group Tartara,
which mostly performs live and plays private func-

tions but released its debut album last July.

seem, he says.

Sigal left the group to start a solo career, and
then play Jesus—which isn’t as hard as it would

“Andrew Lloyd Webber gave him a totally
human touch,” he says. “He had frustrations, in-
cluding doubts in his faith. He also had human

behaviors any of us could have, and | look at my

own behaviors to try to represent him.”

Sigal’s solo album will be solidly pop-rock, but “a
little stronger, more aggressive, more daring vo-
cally than what others do.”

—Ayala Ben-Yehuda

EN LA RED: For24/7 coverage of the Latin music world, Billboard has
L£O®M partnered with MSN. For a complete roundup in Spanish, go to
Billboard.Latino.MSN.com.

WARNER ON THE WEB
Warner Music Mexico has
signed an agreement with In-
ternet portal cdmonk in a bid
to find new talent. For a
membership fee, the portal
will allow artists to have their
own individual sites, featur-
ing up-to-date information,
videos and data. Most impor-
tant, music will be available
for sale in MP3 format.
Warner will monitor the
progress and response to
each artist, using it as a tool
to gauge possibilities in other
Latin-American countries. In
the United States, wWarner has
a similar deal in place with
elhood.com.

—Teresa Aguilera

RUBIO’S ROADTRIP
Mexican diva Paulina Rubio
kicked off her Amor, Luz y
Sonido 2007 tour May 17 with
a sold-out show at Houston’s
Escapade 2001 club. It was
the first of a 29-city tour, the
biggest ever for Rubio in the
United States. Rubio will play
mostly midsize venues with
a large concentration of West
Coast shows during her
seven-week trek, which ends
July 8. The tour was booked
by Michel Vega at the William
Morris Agency. Rubio is pro-
moting her album “Ananda,”
for which she won two Bill-
board Latin Music Awards.
—Lejla Cobo

DURANGUENSE,
DIVIDED

Duranguense group K-Paz de
la Sierra has announced that
it’s splitting ranks with its
lead singer, Sergio Gémez. In
a letter signed by all its mem-
bers, save Gémez, the group
says it has agreed to give the
K-Paz de la Sierra name to
Gdémez, who will launch a
new “professional stage” in
his career. The other mem-
bers will remain together in
a new group led by key-
boardist Gerardo Ramirez,
who will also act as musical
producer. A new singer, Al-
fredo Hernandez, has been
recruited into the group. K-
Paz, one of the top-selling
bands in the duranguense
realm, was known for its well-
crafted music and finesse in
vocal delivery. —LC

CRESPO: OMAR CRUZ
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Making The Brand

‘ MICHAEL PAOLETTA mpaoletta@billboard.com

SignOn A

DifferentLine

Branding Deals Are Changing The Nature

Of Artist/Label Contracts

It’s a brave new world out there for brand mar-
keting, and thathasn’t been lost on managers and
labels when it comes time to agree on a contract.

With band/brand marriages creating multi-
million-dollar revenue streams—in the face of
declining physical CD and flattening digital
sales—Doth parties acknowledge that contracts
between labels and artists are morphing into
something else.

“These changes started in earnest in 2006,”
says Brian Avnet, who manages the careers of
Josh Groban and Lori McKenna. “Labels

brand started
with her |
recording career.

began putting together strategic marketing de-
partments. They had to-—the Internet has
grabbed them and bit hard.”

Indeed. “We're a full-service label, which en-
ables usto ask for a percentage of artists’ ancil-
lary profits,” Epic Records president Charlie
Walk says. “A few years ago, it was difficult for
labels to get this [additional] percentage. Now,
we put our money where our mouth is to get
the percentage. This is reflected in new lan-
guage we are putting into contracts.”

Managers like Avnet understand that labels
have to develop other sources of income. But,
headds, “itdoesn’t mean [, as a manager, must
buyintoitall.”

In a general sense, labels have taken the ini-
tiative—forced, perhaps—toalter the business
models of their economic relationships with
artists, with more and more labels acting as
agents to bring in branding deals. In the process,
labels have become more aggressive in bring-
ing such deals to the table.

“Today, a label is partnering with an artist’s
own brand,” Geffen GM Jeff Harleston says.
Historically, the engine for generating revenue
was record /CD sales, which drove publishing,
touring and, in a few cases, endorsement deals.

“Today, though, other mediums play a part
in promoting an artist’s brand,” iHarleston says.
“Labels and artists are now becoming partners

in these other areas—such that we share in the
risks and upsides.”

Inaddition to more traditional endorsement
deals, today’s brands are digging deeper when
joining forces with artists, and can include ex-
clusive content and multiplatform campaigns.
This is directly affecting today’s contracts. On
more than one occasion, particularly when deal-
ing with established artists, Harleston and oth-
ersrecallagreements being amended to reflect
newer, nontraditional revenue sireams. Of
course, as is often the case, the nontraditional
is fast becoming the traditional.

Tommy Boy VP Rosie Lopez likens today’s
artist/label agreements to such business in-
vestments as real estate. “We are developing
value together, and will share in revenue splits
as a result of that development,” she says.

The “profit sharing” plan Lopez speaks of is
not etched in stone, and likely never will be.
Label/artist splits vary in each case. “[tdepends
on the value of the artist when we getinvolved,”
Lopez notes. For example, an artist with a
stronger fan base could geta larger percentage
of the split.

When discussing branded entertainment,
Lopez cannot help but point to two former
Tommy Boy artists: Queen Latifah and Ru-
Paul. “Would Queen Latifah be as successful
today without a successful recording career?”
she wonders aloud. “And would RuPaul have
gotten a contract with MAC Cosmetics with-
out ‘Supermodel’?”

For Reach Media’s Michael Pagnotta, who
oversees the careers of Erasure and Girl Au-
thority, today’s branding deals hark back to
ownership of copyright. Butin the current sce-
nario, this extends to ownership of content.
“Does an artistown his or her own likeness and
image?” Pagnotta asks. “I1f not, why not?”

Pagnotta points to years gone by when artists
“signed away” their likeness and image for pro-
motion, CD artwork and touring. “Now, it ex-
tends to endorsing a cosmetic brand, appearing
ina TV spot for a national brand or designing
apparel wear for Nike,” he says.

The greatest challenges in all of this is re-tool-
ing the mind-set of older executives and reinvent-
ing what the companies do. “We all have to think
of artists in different ways—as an artist as well
as a brand,” one 30-something label exec says.

He continues, “If we, the labels, don’t deliver,
no artist will give up these rights. If we bring two
lousy branding opportunities to the artist, but
their agent brings them 30, they won't want us
toshare in the additional revenue. The best pub-
licity for us is if we put money in artists’ pockets
via successful deals with Jeep, American Express
and other widely recognized brands. oo

For 24/7 branding news

b'z and analysis, see
1 billboard.biz/branding.
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Concert 2.0

Monetizing Live Music Online And In Virtual Worlds

In a small abandoned ware-
house in an industrial area
north of Denver, local bands
Bad Weather California, Born
in the Flood and Meese are
playing a very unusual gig.

At first glance it seems
pretty straightforward. The
warehouse contains the head-
quarters and studios of Inter-
net video outfit ManiaTV,
which is streaming the per-
formances live via its Internet
TV network.

Nothing new there. Ever
since the online success of
the worldwide Live 8 music
festival—during which some
5 million viewers tuned in to
AOL to view the concerts—
companies like Control
Room (formerly Network
Live) have emerged to air
concerts live online, while
such venues as the Knitting
Factory, the Gig, CenterStag-
ing’s rehearsals.com and var-
ious Live Nation properties
now record and broadcast al-
most all their performances.

What makes this Denver
concert different is that it is
also being simulcast in the
popular virtual world Second
Life. Again, by itself that’s
nothing unheard-of. Suzanne
Vega and Ben Folds per-
formed in avatar form in Sec-
ond Life last year.

But taken together it’s an
attempt to merge the three dif-
ferent platforms—Iive, Inter-
net and virtual world—into
one common experience
shared by all. Why? Because
with CD sales falling like a
rock and digital revenue not
yet making up the difference,
live events could be the music
“product” of the future, spark-
ing a flurry of innovation
around monetizing it.

NATHANIEL
RATELIFF of Born
in the Flood
above, and his
Second Life avatar
onscreen, right.

“Normally when you simul-
cast something, [ fans| only see
one platform—the one [they are]
viewing,” says Farook Singh,
whose company Tantra World
Wide conceived of and produced
the Denver event. “But the goal
here s to be totally seanless be-
tween three platforms.”

For instance, those watch-
ing the Internet stream on Ma-
niaTV saw the event not only
from the perspective of mul-
tiple camera angles, but also
from the point of view of a spe-
cial Second Life “cam” that
spliced in shots of the differ-
ent bands’ avatars performing
in the virtual world. Mean-
while those in Second Life
watching the avatars perform
were also viewing video of the
real thing streamed from a
large screen behind the virtual
“stage.” And those in the stu-
dios watching it live could also
see what was happening in
both via about 25 TV monitors
set up around the space.

The upcom-
ing Live Earth
event is another ex-
ample. In addition
to holding concerts

O

BUGGED BUNNY
Where to even start? Apparently mere speak-
ers are no longer good enough anymore. Now
they have to visually entertain you as well.
Enter the Wassup (yes, you read that right),

a dancing speaker that works with any digi-

P

tal MP3 player. Simply hook it up to your device, hit

play and watch it get its groove on

In that respect, it’s similar to the popular iDog and
various other “interactive speakers” to hit the iPod ac
cessory market. The only difference is that it’s shaped

like a rabbit—sort of.

The Wassup will be available in June in silver, blue,

red and black for $25.
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—Antony Bruno

worldwide in multiple loca-
tions, producers will air the
event live online via MSN—
where viewers can choose
from several camera angles,
interact with venue and city
maps where the shows are
taking place and even sub-
mit their own user-created
videos adhering to its green-
friendly theme.
Exactly how all this trans-
lates to more revenue remains
something that needs to be
worked out. Acts can charge
admission for both Second
Life and Internet TV perform-
ance, and sponsors might pay
a premium for interactive ban-
ners in Second Life shows as
an extension to their visual
banners at the live show.
But before we can expect big
bands and big sponsors to add
such a multiplatform exten-
sion to their upcoming tours,
the experience needs a bit of
work. As the initial Denver at-
tempt shows . . . it's hard.
- First, there’s
the time lag that
has long plagued Second
Life. Get more than 30
avatars in the same
space and people start
losing clothes, the audio
skips and video load
times get real jumpy,
which makes it diffi-
cult to seamlessly
patch it into live

feeds in real life.
Tantra got around the
problem somewhat by hold-
ing the event simultaneously
in 25 Second Life locations
so no one would get over-
crowded, but some venues

still crashed.

Which raises the second

issue—ticketing. Just as in

real life, friends in virtual
worlds want to hang out to-
gether, not get randomly as-
signed to different venues
based on which has the best
refresh rate. So Singh hopes
to build a reservation system
that would apply a real-world
ticketing structure to the
virtual events.

Finally there’s the task of
controlling the artists’ avatars.
Since the talent performing in
real life can’t exactly be ata
computer manipulating their
digital doppelgangers, some-
body has todoit for them. But
spontaneous actions likea flip
of the hair or a Pete Town-
shend windmill aren’t exactly
standard commands. They
have to be preprogrammed.
One option, though expensive,
is to apply motion-capture
technology to the artisis per-
forming in real life, which will
control their avatar
responds as a sort of 21st-
century cyber-marionette.

But technology aside, the
real X-factor is whether any-
body will show real interest
in attending virtual concerts.
Close to 1,200 fans signed
up to attend ManiaTV’s
eventin Second Life, with an
average of about 300 actually
present at any one time.
Meanwhile, some 40,000
viewed it live online.

That’s a decent turnout for
an event that had little mar-
keting support. But Singh
himself attributed it to the
“hook” factor of it being some-
thing new and different. But
once that curiosity faclor dies,
will anybody still care? .-«

biz

how

For 24/7 digital news
and analysis, see
billboard.biz/digital.

BITS & BRIEFS

BLUEBIRD

IS THE WORD
Nashville’s Bluebird Café
has opened a virtual live
music venue within Sec-
ond Life. The venue plans
to bring nationally known
acts and local favorites to
perform in the virtual
world, and will charge be-
tween $3 and $10 for ad-
mission. Artists initially will
perform via streaming
video in the Second Life
venue. No word yet on
whether avatar-based per-
formances are pending.

I’'M WIDE AWAKE,

IT’S MOGGING
Music-based blog commu-
nity MOG is hosting a con-
test with Bright Eyes to
give away an iPhone. New
members to the MOG site
are invited to create a page
on the social networking
service and upload their
music collection list for ali
to see. As long as entrants

have at least one Bright
Eyes song in their collec-
tion, they’re then eligible
to not only win an iPhone,
but the band’s label Sad-
dle Creek Records will load
the device with the entire
Bright Eyes catalog.

ZEROS, NOT HEROES
The vastly popular “Guitar
Hero” videogame has
spawned a real-life band—
Guitar Zeros. The group
uses the guitar-shaped
game controliers con-
nected to laptop comput-
ers to create acoustic and
electric guitar sounds,
along with drum machines
and other digital noise-
makers. The devices are
shaped like a regular gui-
tar, albeit smaller, but have
a series of color-coded
buttons on the neck in
place of strings, as well as
a toggle switch to emulate
strumming. The group is
based in San Francisco,

bl R

F— R~
A
200,

Top Songs

1 T-PAIN

|
Buy U A Drank {Shawty Snappin’) JIVE

2 RIHANNA

Umbreila SRP/DEF JAM

1,025,240

539,731

3 AVRIL LAVIGNE

Girlfriend RCA

Boy, oh boy, three ¢ HUEY

entries this week
are popular with
the boys. Ciara’s
“Like a Boy”

and Baby Boy join
Fall Out Boy at
No. 9.

6 FERGIE
7 CIARA

& BOW WOW

10 BABY BOY

Girlfriend RCA

Pop, Lock & Orop It HTZ COMMITTEEAIVE

5 KELLY CLARKSON
Never Again RCA

Glamorous WILL.LAM/A&M

Like A Boy LAFACE/ZOMBA
O

Outta My System COLUMBIA

L i < ¢ FALL OUT BOY
‘ y .t & Thnks Fr Th Mmrs FUELED BY RAMEN/SLAND

S/

The Way | Live UNIVERSAL REPUBLIC

424,707
378,426
307,720
266,030
244,668
229,01
195,080

188,482 ‘

Top Videos
1 AVRIL LAVIGNE

923.789

;2 FPAIN
Buy U A Drank {Shawty Snappin’) JIVE

3 RIHANNA

SISt Yl Umbrella SRP/DEF JAM

Jennifer Hudson
moves 67-56 on

4 AKON
Don't Matter SRC/UNIVERSAL MOTOWN

5 BEYONCE & SHAKIRA
Beautiful Liar COLUMBIA

5 GWEN STEFANI
The Sweet £scape INTERSCOPE

7 CHRISTINA AGUILERA
Candyman RCA

8 HUEY
Pop, Lock & Drop It HITZ COMMITTEE/JIVE

9 FERGIE
Glamorous WILL.LAM/AZM

10 NE-YO
Becayse Of You DEF JAM

Hot R&B/Hip-Hop
Songs this week.

759,326

537,538

$02.756

455,328

436,853

430,768

462450

352,130

305,641

All versions (i.e. AOL Sessions, Network Live. etc.) of a
video or s0ng aré combined into one entry. * First Listen

First View ** Network Live ' Breaker Artist ** AOL Sessions
Source: AOL Music for the four weeks ending May 17
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Help Me, Rondor

‘Covermount’ Leads To Beach Boys Legal Wrangle

Brian Wilson must have a
smile on his face. He is now rid
of 18 legal claims that former
bandmate Mike Love filed after
a London newspaper circulated
2.6 million free compilation
CDs of Wilson's concert per-
formances that included some
Beach Boyssongs. A U.S. fed-
eral court ruled that Wilson
didn’t have to notify Love, or
secure his permission, before
the songs were used for
the promotion.

But then Wilson
wasn't really involved in
the free-CD promotion
anyway—the band’s pub-
lisher Rondor Music had the
right to grant permission. The
compilation was partof the fren-
zied, competitive newspa-
per publishing scene in
London—one that is
quite lucrative for
music publishers.

Shortly before the
2004 release of Wilson’s
solo album “Smile,” Big-
Time.tv worked with Associ-
ated Newspapers to compile
a promotional CD, called a
‘covermount.”

Jeremy Fabinyi, executive
director of U.K. mechanical
rights society MCPS, explains
that newspaper publishers will
license and wrap a book, a
poster or other free products
with the newspaper (i.e., mount
the product on the cover) to in-
crease its circulation. U.K.
music magazines have often
wrapped a compilation CD with
their issues. But CD cover-
mounts are relatively new to
London’s daily newspaper mar-
ket, where about nine top pa-
pers compete for readers.

“A couple of years ago, the
market had gone absolutely
crazy for CD covermounts,”
Fabinyi says. “It’s like a drug
addiction for the newspapers
because you put a covermount
of high-quality sound record-
ings that you give away for noth-
ing, and you get an enormous
boost in circulation. Then your
conipetitor does the same. It's
this incredible battle that raged
for awhile.”

One music industry source
says that in 2005, there were
more CDs given away by U.K.

newspapers than CDs sold in
the country. But those giveaways
generated about £12 million
($20.7 million) in 2005 publish-
ing royalties collected by MCPS,
Fabinyi says.

For the “Good Vibrations”
covermount CD, Associated
Newspapers licensed from
Sanctuary Wilson’s rerecord-
ings of some Beach Boys

songs from a live concert,
along with some recordings of
Wilson’s own songs. Associ-
ated also licensed the compo-
sitions from MCPS, which
represents Rondor, publisher
of the Beach Boys’ songs.
But Love claimed that the
covermount and related ads vi-
olated his rights, damaged ex-
isting and future sales of the
Beach Boys’ albums and con-
cert tickets and tarnished the
band’s trademark. Love also ar-
gued that his partnership with
Wilson meant he had the right
to approve any covermount.
“This lawsuit wasn’t about
money,” says Wilson'’s lawyer,
Lee Phillips of Manatt, Phelps
and Phillips in Los Angeles.
The Beach Boys’ members
have a very litigious history.
Barry Mellon, the Manatt
partner in charge of the litiga-
tion for Wilson, says that he
had to whittle away at each of
Love’s 18 legal claims to ulti-
mately get the case dismissed.
Some claims were made
under U.S. trademark law.
Love’s lawyers argued that a
consumer who boughtthe U.K.
covermount CD in the States
from eBay was misled into be-
lieving it wasa Beach Boys CD.
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But Wilson’s lawyers had evi

dence that the “consumer” was
actually a client of Love’s attor-
neys, represented by them “in
dozens of gender and age dis-
crimination lawsuits filed
againstvarious businesses and
nonprofit entities,” the court
wrote in a February order. He
was nota “confused consumer.”
The court threw oul the trade-

RRY MELLON, in

harge of litigation for

Wilson; Inset, top,
BRIAN WILSON,
bottom, MIKE LOVE

mark claims.

Manatt’s Eric Custer, who
worked on the case with Mel-
lon, says they had evidence that
the covermount promotion ac-
tually generated higher pub-
lishing royalties than in the
past and increased sales of
original Beach Boys records in
the United Kingdam.

Still, Love argued that he
had a partnership with Wil-
son, and that Wilson there-
fore owed him a higher duty
of care (i.e., a fiduciary duty)
to let him know about the pro-
motion and to get Love's per-
mission for that CD

But on May 10, the court
granted a summary judgment
for Wilson. Judge Audrey
Collins wrote that Love and
Wilson had a songwriting part-
nership “in the colloquial sense
of the term”; there wus no legal
partnership and no obligation
to inform one another of their
use of their co-authored songs.
In fact, the court noted, Love
himself had admitted to rere-
cording some of the co-written
songs several times without
first informing Wilson.  «-.
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CELEBRATING

ALEJANDRO F

.7 or one of the most prolific, success
carzers in Latin Music!

This special fegture will recount Alejandro’s past and we wll oe
celzbrating the June 26 release of VIENTO A FAVOR, his 15" solp
glbum (18t album overall). We will also includ2 an in-dept
intarview with Alejandro offering a first hand retrospective of 1is
arazing journey to international fame and success.

This 3dlboard Stars feature is your chance to commemorate the incredible
career of Alejandro Fernandez and recognize the unique contributions he
has made to the worldwide Latin music industry!
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Allright, look, we've got a year and a halfto the
election, right? So let’s cut to the chase, forget
about the issues these clowns are going to be
avoiding anyway, and get down to what really
matters: the campaign song.

So far we've got Chris Dodd with “Get Ready”
(the Temptations); John Edwards with “Our
Country” (John Mellencamp}); Dennis
Kucinich with “America the Beautiful”; Wes-
ley Clark, who isn’t in the race yet but, more
important, has a song anyway—Johnny Cash’s
version of Tom Petty’s “I Won't Back Down”;

)

JOHN EDWARDS, left, campaigns to the tune
of JOHN MELLENCAMP’S ‘Our Country.’

Hillary Clinton’s doing a contest on her Web
site but she’s partial to U2’s “Beautiful Day”
(Oh, yeah? Where?); and Barack Obama
wanted to make a statement that songs are a
distraction from the issues so intentionally
didn’t have one, and now all people are talking
about is his lack of a song.

Of course we all remember blasts from past

COOLEST GARAGE
SONGS

| : COOLEST
SONG

IN THE

WORLD
THIS WEEK
) 2 DANCE THE GO-GO
TFE?REf\LERS / FUNZALO

ICKY THUMP
_ THE WHITE STRIPES / WARNER BROS.

DANNY SAYS

FOO FIGHTERS / CBGB FOREVER

BELIEVE
THE CONTRAST / RAINBOW QUARTZ

SAILOR’S SWEETHEART
THE LEN PRICE 3 / WICKED COOL

HERO OF NINETEEN EIGHTY
THREE
PEACHFUZZ / TEENACIDE

WEAPON OF CHOICE
BLACK REBEL MOTORCYCLE CLUB / SONY

8 MY HEART IS BEATING
_ MARY WEISS /NORTON

q FREE AND FREAKY
THE STOOGES / VIRGIN

Sl — - - S
DANCING ON THE LIP OF A
1 VOLCANO DANGEROUS GAME
NEW YORK DOLLS / ROADRUNNER MARY WEISS / NORTON

Little Steven's Underground Garage column is produced exclusively for Billboard. For more information go to

campaigns (more than we do their speeches)
such as John Kerry’s “No Surrender” (Bruce
Springsteen & the E Street Band), Howard
Dean’s “A Little Less Conversation” (Elvis
Presley) and iny personal favorite, Bob Dole’s
“Dole Man” (sung lo the tune of Sam & Dave’s
“Soul Man”).

As good as those are, let’s face it—they’re not
particularly appropriate given the state of our
country’s ecology, homelessness, infrastruc-
ture, schools, poverty, etc.

So I'd like to suggest a few titles that give a
,, 'moreaccurate picture for those
guys jumping in late and needing
atune.

How about “Liar, Liar” (the
Castaways), “All Sold Out” (the
Rolling Stones), “Sorry” (the
Easybeats}, “So Sad About Us”
(the Who), “I Take What I Want”
(Sam & Dave), “I Had Too Much
to Dream Last Night” (the Elec-
tric Prunes), “Beg, Borrow, and
Steal” (Rare Breed), “Somewhere
Nowhere” (the Chesterfield
Kings), “Wake Me Shake Me”
(Blues Project), “Talk Talk” (the
Music Machine), “Boom Boom
Out Go the Lights” (Little wal-
ter), “Over Under Sideways
Down” (the Yardbirds), “It Ain't
Me Babe” (the Turtles), “Lies” (the
Knickerbockers), “Dirty Robber”
(the wailers), “A Must to Avoid”
(Herman’s Hermits), “I’'m a Loser” (the Bea-
tles), “Can’t Help Thinking About Me” (David
Bowie and the Lower Third) “Deserted Cities
of the Heart” (Cream) or “1 Can’t Give You Any-
thing” (the Ramones).

I'm pretty sure a few of those are still
available.

See you on the radio. o
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BABY 81

BLACK REBEL MOTORCYCLE CLUB / SONY

2 THE WEIRDNESS
~ THESTOOGES / VIRGIN

GLITTER IN THE GUTTER
JESSE MALIN / ADELINE

NEW MAGNETIC WONDER
THE APPLES IN STEREO / SIMIAN

CBGB FOREVER
VARIOUS ARTISTS / CBGB FOREVER
ROCK AND ROLL BACKLASH
~ THE WOGGLES / WICKED COOL -
YOURS TRULY, ANGRY MOB
_KAISER CHIEFS / UNIVERSAL

TRAFFIC AND WEATHER
_FOUNTAINS OF WAYNE / VIRGIN

THE EP COLLECTION
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g JOE MEEK / CASTLE

UNDERGROUNDGARAGE.COM. The opinions expressed are his own, and not necessarily those of the magazine
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Reissue Rescue

Selling Old Music In Old And New Ways

Even as the indie label sector tries to geta han-
dle on the potential of new business models
in the [nternet age, there are still places where
old-school practices reign. Few labels rely on
the strength of the indie retail base as much
as those that traffic in catalog and reissues.

Check Seattle’s Light in the Attic, a reissue-
heavy label that distributes its own music and
manages its retail network by loading up the
car trunk for an ol’-fashioned road trip. The
label isn't all old school, of course. It recently
experimented with lighthearted marketing
tactics like a coloring book contest, and co-
founder Josh Wright notes that “digital sales
are exploding,” but tradition and a conserva-
tive approach still rule the day.

Without much money for co-op spending,
“we still need to be face-to-face with stores,”
Wright says. “I've done three trips in the past
few years, where I drive all the way to Philadel-
phia and back.”

On May 15, the label rereleased two albums
from funk soul diva Betty Davis, packaging
the first two albums from the vibrant, scratchy-
voiced singer with extensive liner notes and
lively artwork.

“We don't have alot of advertising money,”
label representative Chris Estey says. “In fact,
we don’t have any advertising money. The
money goes into whatever we can do on the
retail level.”

And the retail landscape for catalog and reis-
sue product isn’t nearly as bustling as it was a
few years ago. Chicago’s Numero Group thrives
on niche stores like the Windy City’s
Dusty Groove and
New York’s Other s
Music, with label 7 #§
co-founder Ken
Shipley noting that
a store-scribed re-
view at a respected

indie inspires more
sales than a listen- -
ing station at a
chain retailer.

Lightin the Attic
rereleased two
BETTY DAVIS
albums in May.

“When we started, we believed we should
spend $5,000 for co-op per record,” he says.
“Now, we're doing less than $500. We need
sympathetic record stores. If we're selling 5,000
records, we cannot afford $2,000 for co-op.”

That’s why he’s concerned about the closing
of a number of key stores during the past few
years—New York’s Vinyl Fever being the most
recent. Yet Numero Group seems well-prepared
for any changes brought by digital distribution.

The label sells downloads via its site with a
cleverly designed digital store based on an in-
terface with clickable record crates. Ryko-
distributed Numero Group, which has focused
heavily on soul compilations, also has a sub-
scriber series, in which fans can plop down
$100 to receive the six albums in Numero’s
line each year (think the Sub Pop singles club).

In three years, Numero has about 380 sub-
scribers. Shipley says, “That doesn’t seem like
alot, but if you stack it up, and it's $100 per per-
son, we've just created $38,000 inincome. That
essentially pays for our entire catalog releases
right there. If we're looking to sell 5,000-10,000
records, we're almost at 500 people, and that’s
nearly 10% of the people buying our records.”

Los Angeles-based garage label Alive Records
relied a bit more heavily on Tower Records than
Numero and Light in the Attic, and founder
Patrick Boissel says the label has been “ton-
ingdown” its reissues during the past two years.
Yet Alive, which is closely aligned with Bomp
Records, will soon begin a larger branding cam-
paign for the latter, whose founder Greg Shaw
passed in 2004.

“There’s a Bomp book coming out, and |
have a feeling many of the bands in the book
will get some attention,” he says. “We're
going to try to use Bomp a little bit as a
launch pad for the reissues.” On the hori-
zon is a repackaging of early material from
L.A. punk band the Weirdos, as well as
Alive’s reissue of Two Gallant’s “The

Throes,” an act
4 now signed to
Saddle Creek.
Boissel also just re-
cently brought the
Bomp mail-order busi-
ness into the modern era
with an online store that offers
CDs and limited digital downloads at
bompstore.com. Up and running for
about two months, the site has
more than doubled the mail-
order business
of Bomp.
“Thank God
it did,” Boissel
says. “That means
people want these
records and just can’t find
them in the stores.” .o
b_ For 24/7 indies news

I

%

and analysis, see
billboard.biz/indies.
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When Tadd Patrick was 16 years old, the brakes of his car gave out on a six-lane highway
in Texas. The only way Patrick was able to stop the car was by flipping it onto the medium.

Leaving the car unhurt—though covered with gasoline—the teenager was arrested
on charges stemming from having a false age, 19, on his ID. But Patrick didn’t scratch
out his birthdata to drink: He simply wanted to get into 18-plus rock shows.

Patrick, now 31, laughs. “l used to be just one of hundreds of thousands of kids who areripe
to be moved by miusic.” These days, such kids are his customers: Patrick, better-known as Todd
P, has thrown nearly 300 low-priced, all-ages, roving avant-garde rock events across the
Mew York metropolis during the last six years. His venue choices range from Williamsburg
hot spot Studio B to deserted back rooms on the Lower East Side and obscure lofts in
Queens. He cites his own desire to watch his favorite bands play for booking the gigs.

He and his team of 14 interns work from his Long Island City apartment booking any-
where from three to six shows per week and sending out updates to his 13,000 mailing
list subscribers. Explicitly serving an audience he says has been priced out of seeing
live music at larger venues, his average show draws 150-200 people, with tickets cost-
ing $5-$8 (some are free). In the coming months, he will open a pair of his own clubs. In
the meantime, Patrick has just launched the biweekly, all-ages show 'zine Showpaper.

Is it difficult putting on nothing
but all-ages shows in New York?
It’s really difficult. You don’t have
to circumvent liquor laws or any-
thing, but the core of the prob-
lem is the economics. Most clubs
are organized by a cadre of in-
vestors who put up a shit-ton of
money with the goal of makinga
shit-ton of money. There’s a lot at
stake. They run their clubs like
it's a war. So the idea of bringing
in people to a bar or club that
aren’t drinking is perplexing to
them and more trouble than it’s
worth as far as they’re concerned.
They don’t think about the fact
that these are the next genera-
tions that will be at their bar
drinking. So I work with estab-
lishments that understand their
potential for tapping this next
generation, are hungry for new
music and [want] to be part of
something. By the way, only about
20% of the people who come to
see my shows are under 21.

What are your major expenses?
My investment is very small. The
big thing you need is a PA—and
that’s it. Starting out, I’d take big
advantage of Guitar Center's 30-
day, no-questions-asked return pol-
icy. Eventually, I boughta $500 PA
system, for vocals, and bands bring
their own amps. That means I can
set up shop wherever and the bar

Todd
Patric

He books, promotes and hosts
rock shows in some of the best
out-of-the-way venues and
spaces in New York. On a
shoestring budget. Now, he has
his eyes set on expanding the

Todd P empire.

is just happy that I broughtin a
shit-ton of people who are buying
beers. [ work with people who have
the same goals and ethics as me
and get to take home a ton of
money from the bar. | take home
10%, then split the rest between
the band and the door guys, who
are friends or interns. [ run the
sound. The house keeps the bar, |
keep the door.

Do you think regular rock clubs
spend too much money?
Absolutely, and it’s easy to spend
money on stuff you don’t need to
spend it on. Understandably,
there’s the matter of rent and
union workers. But then when
you're dropping $500 or more on
a sound guy you don’t trust? Or
outrageous specifications on
sound equipment that’s going to
make an indie rock guitar band
sound just the same? Tricking out
your space to look trendier, when
people move along so quickly from
trends? Indie rock is a cottage in-
dustry. It’s like the fashion or wed-
ding industries, with a lot of
money to be made and lost based
on the fact that they assume you
don’t know what you're doing your-
self. I don’t make a lot of money.
But I now make about as much as
I did wearing a suit as a financial
analyst in midtown when I first
moved here.

What’s your history in this
business?

I was booking shows at a coffee
shop while I went to school at the
University of Texas in Austin. After
that, I opened Seventeen Nautical
Miles, an all-ages spot, in Portland,
Ore. I came here and worked in fi-
nance. I didn’t take a cut of the
door for the first three years. All
in all, I've been doing this for about
11 years.

What are some of the problems
you see happening at traditional
rock venues?

First and foremost, we'reina coun-
try where the rich are getting richer
and the poor are getting poorer,
and you're seeing an economy
where only the rich can go to a rock
show. Some are paying hundreds
and hundreds of dollars to see their
favorite band. It's suddenly only a
gilded class that can see anything
quality, and even for a heralded
indie rock band like Wilco, you're
going to pay $50 a person. And
then these expensive shows,
they’re so tightly wound, it’s not
fun. I don’t like velvet rope or VIP
policies either. Everyone there is
important. That kind of childish
elitism is intolerable. It’s just try-
ing to bow to class divisions in
what should be one of the most
communal, audience-friendly
experiences—a rock show.

Most
clubsare
organized
by a
cadre of
investors
who put

u}lgl) a
shit-ton
of money

with the
goal of
making
ashit-ton
of
money.
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You’ve booked shows for acts
like !!! (chk chk chk), Cat Power,
Animal Collective, Lightning
Bolt and Deerhoof at some
pretty strange places. Whatis
an example of one of your more
interesting shows?

At South by Southwest this year,
we threw a free party in a lot be-
hind the Amtrak station at 2 a.m.
with Spank Rock, Aa, Dan Dea-
con, Kidz in the Hall and some
other hip-hop acts. I didn’t have
to ask permission or get a per-
mit. It was in the middle of
nowhere, so nobody was going
to complain. With all that, 600
people still came out. [t was also
cool booking Matt & Kim and 900
people coming out. A few
months later, they sold out Bow-
ery [Ballroom], a 550-person
venue, and suddenly everyone’s
like, “Oh, wow, they've really
made it now.”

In what other ways are you ex-
panding the Todd P brand?

I don’t really think of it as a Todd
P “brand.” It’s just the Todd P
“guy.” I am running around at
nearly every show, hooking
things up and dealing with the
problems. Right now, I'm work-
ing with some investors on se-
curing permanent spaces for
shows. These spots could serve
as surrogate living rooms for kids
in and out of town who are ex-
cited about music.

We also have a new biweekly,
tabloid sheet called Showpaper,
which will list all-ages, DIY
shows and events in the tri-
state area. While it won’t carry
the Todd P name, it is crafted
by me and the people | work
with. My ultimate dream is to
get these things rolling, hand
them off to people I trust, then
opening up shop in Mexico
City. Those kids down there are
primed for these types of raw
rock shows. All of these goals
serve a larger goal: to invite the
nerds to the party. ..
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When executives from Warner Bros. Records were ':
looking to put together a bonus DVD to include in a special Wal-

Mart edition of country singer Blake Shelton’s latest album, “Pure
BS,” the label turned to an unconventional partner for visual
footage—radio giant Clear Channel.

The broadcaster’s Online Music and Radio (CCOMR) unit in
late January had produced a special performance by Shelton at

Starstruck Studios in Nashville as part of its “Stripped” series—
an upstart video-programming initiative for the Web focused on
acoustic performances by featured acts.

A number of Warner’s key Music Row executives were at the
shoot—including VP of promotion Gator Michaels, VP of sales |
and marketing Peter Strickland, new-media VP Lynette Gar-
bonola and A&R VP Bill Bennett—and they were sold on using
itas a value-add.

Five days later, Kelli Cashiola, an online marketing executive
at Warner Bros., called Jenny Smythe, one of Clear Channel On-
line’s regional reps in Nashville, about adding the performance
to the Wal-Mart retail package, which was due fora May 1 release.

During the next 48 hours, amid dozens of phone calls and e-
mails among Cashiola, Smythe, CCOMR VP of content Peter
Harper and video director Mitchell Stuart, a deal was made.

A Little More Than
Two Years After
Hiring Evan Harrison
From AOL, TheOnce
Fuddy-Duddy,
Old-World Radio
Conglomerate

Clear ChannelHas
Emerged As An
Online Power Broker

ging
nel

For Clear Channel, the request marked a first. The company
was already making inroads with the major labels on partici-
pating in the 18-month-old “Stripped.” Warner Bros. Records
Nashville had already teamed with Clear Channel on similar
promotions for the Wreckers and Big & Rich. But no label had
sought a monetizable use for the content before.

No money changed handsin the deal, but it carried big upside
for Clear Channel just the same. Not only was the radio giant re-
ceiving validation for its video-programming efforts, but also as
part of the agreement “Stripped” received branding on the CD
art, the bonus DVD and in tags on the actual footage.

Call it a sign of the times of radio’s shifting role in the
digital era.

Just 24 months ago, most major radio groups, Clear Channel
included, weren’t even available for online streaming, let alone
producing Web video.

But since Clear Channel hired Evan Harrison away from
AOL in November 2004 to head its digital strategy, the radio
giant has been in the midst of a scramble to overhaul its stodgy
image online and play catch-up with the leading music pow-
ers on the Internet.

Clear Channel, along with the radio business, finds itselfunder
mounting pressure from all sorts of competitors, a group that
includes satellite radio, iPods and a new breed of portable Inter-
net radio upstarts like Slacker. The company’s ability to adapt to
new technology also is coming under greater scrutiny of late in
the midst of a controversial buyout bid by a consortium of pri-
vate equity firms lead by Bain Capital and Thoinas H. Lee.

This is the backdrop against which “Stripped” has emerged,
syndicated nationally to the local Web sites of more than 1,000
Clear Channel radio stations around the country. The program
is one of more than a half-dozen new digital features Harrison
and his team of 80 staffers have introduced as part of the com-

pany’s Web revitalization effort.

Also in the mix: streaming radio, free on-demand streaming
previews of upcoming album releases (“Sneak Peeks”), an emerg-
ing-artist program (“New!”), music videos on-demand, artist-
hosted video channels (“Video 6 Packs”), live concerts on-demand
and even social networking.

While on one hand, the company is simply bringing itself up
to speed with features that the likes of Yahoo, AOLand MySpace
already offer online, the transition is impressive given it is effec-
tively delivering on functionalities that are anything but core skill
sets of the radio business.

Even more impressive is that the radio giant is making sub-
stantial gains in its collective Web traffic in the process. And it
is doing so by pushing its sites on-air to people who are trapped
in their cars during the morning and afternoon drive hours.
Advantage: terrestrial radio.

“Radio is incredibly potent,” Harrison says. “We saw an
opportunity to make it a dual medium by making an event of
something on-air while making it interactive online.”

Combined, Clear Channel station sites now rank sixth among
online music properties (see sidebar. page 26), with almost 11 mil-
lion monthly unique visitors, according to ComScore/Media Metrix.
While that’s still well behind the top tier of Yahoo (almost 22 mil-
lion), ArtistDirect (16.9 million) and MySpace (16.4 million), it’s
rapidly closinginon AOL (almost 14 million) and MTV Networks’
combined Web properties (more than 14 million). In fact, Clear
Channel is almost neck-and-neck with MTV if you count only the
latter’s music-related properties. Meanwhile, the radio conglom-
erate now gets more traffic than MSN’s music portal.

And in the core streaming radio business, Clear Channel has
vaulted ahead of AOL as the No. 2 programmer during at-work
hours of Monday-Friday from 6 a.m. to 7 p.m., with more than 1
million cume or unique listeners—an alniost 50% gain in Web
listenership during the last eight months.

Also surging is consumer use of Clear Channel’s on-demand

| content, which has increased more than 90% since January to

more than 6.5 million plays per week. The company credits that
to the fact that in any given month it now claims content from
the majority of artists in the top 20 on The Billboard 200 in
any given week.







All that growth is paying off for the company. The online di-
vision has been the radio unit’s fastest-growing source of rev-
enue in 2005 and 2006—reportedly accounting for approximately
5% total revenue. The radio business reported first-quarter 2007
revenue of more than $819 million, which would put digital
revenue in the range of $40 million:

THE MAN WITH THE DIGITAL PLAN

Harrison is sitting in his midtown Manhattan office on a
sunny afternoon in late April, proudly demonstrating the on-
line unit’s latest creation—a social networking site,

A week earlier, the company had introduced the feature on
more than a half-dozen stations around the country, includ-
ing New York’s mainstream top 40 station WHTZ (Z100).
Harrison is giving Billboard a guided tour of his under-
construction profile on Z100’s take on the offering, the Z-Zone.

He is stillin the early stages of collecting friends and posting
pictures. He plays a short user-generated video he just uploaded.
The clip shows Harrison sitting on the couch in his office. He
welcomes users to his page, while he changes his shoes. The
scene is vaguely reminiscent of the opening “Won’t You Be My
Neighbor” sequence to “Mister Rogers’ Neighborhood. "

That’s no accident. Harrison sees big opportunity in help-
ing listeners to Clear Channel's stations draw social connec-
tions online,

“The indicators are that people want to connect locally,”
he says.

[n its competition against rival Web portals, Clear Chan-
nel is looking to differentiated features like social network-
ing to make station sites more sticky with users

“Whereas an MSN or a Yahoo already has tens of millions
of people coming online every day to [instant message] and
get news, we're not the place you go to manage photos and
e-mail. So we have to give people a compelling reason to dial
up our URL,” Harrison says,

In the midst of the conversation, Warner Bros. VP of
marketing Rob Gordon pops into the office to play Harrison
cuts from upcoming releases from the White Stripes and
the Smashing Pumpkins. Warner is hoping to work with

Music’s Web Masters

Gaining Ground On The Biggest Names In Online Music

Clear Channel’s growing presence—and nearly 11 million unique monthly visitors—in the ontine world comes amid
a shift in the Web traffic patterns of some of the biggest music-focused portals, according to data tracked by
ComScore/MediaMetrix. Making hard charges in the space during the last 15 months are both familiar names
(MySpace, MTV) and some surprises (ArtistDirect). And while Yahoo remains dominant, former powerhouses
like AOL are showing declines in visitors. MSN has fallen out of the top five entirely; in April of last year it was
third of all online music properties based on traffic rankings provided by ComScore. MSN is currently in the seven

Clear Channel to promote the acts online.

The original programming that may spring from this im-
promptu meeting is another key way Clear Channel is im-
proving the appeal of its Web sites. And the eagerness of
labels to participate is a sign that the moves are working,.

However, turning around Clear Channel’s digital for-
tunes has been anything but easy. When Harrison arrived
at the company at the end of 2004, its stations’ Web sites
were a decentralized collection of locally managed proper-
ties with cluttered design and more often than not, a lack
of radio programming.

Primarily, they were destinations to see pictures of on-air
talent and register for contests and promotions. And they
were awash in a hodgepodge of advertisements.

In hiring Harrison, the company moved to create a new
structure that would centralize Clear Channel’s Web infra-
structure, but give the stations the autonomy to separately
brand, design and operate their online destinations. Stations
would also have the freedom to program much of their sites
on their own, but would also carry nationally syndicated pro-
gramming developed by CCOMR.

Given the immaculate layout of Harrison’s seemingly paper-
free workspace, decorated with framed Ramones posters and
family photos on the walls, it's no surprise that one of his
first pieces of business was cleaning up the visual presenta-
tion of the sites. But just as urgent was ensuring that Clear
Channel’s biggest stations were streaming on the Web.

Getting the Jocal stations to buy into the concept that stream-

Clear Channells

hole, down to some 9 million unique visitors from roughly 16 million 12 months ago. Billboard breaks down the current

‘We already had deep
connectionsinlocal
markets. We simply gave
stationsthetoolsfor
listenerstochoosethem
atacomputer.’

—Evan Harrison

ing their broadcasts was something they wanted to be doing
was the company’s first big hurdle under its new Web strat-
egy. Many broadcasters at the time viewed streaming as a cost
they didn’t want to incur. Stations had made earlier forays
into streaming in the late "90s and early '00s, only to later pull
back after realizing the bandwidth and copyright royalty ex-
penses associated with delivering content on the Web. At the
time, the online advertising market wasn't offsetting the cash
outlay. Nor was it geared toward the kind of local ad business
that is Clear Channel’s core revenue driver. There was also
the issue of how to get credit for online listeners with terres-
trial radio advertisers.

However, as 2005 approached, the online ad market was
in the midst of a takeoff, reaching a level of around
$9 billion. And digital ad agencies were sprouting in re-
sponse to the success Yahoo and Google were having sell-
ing advertising.

Clear Channel’s radio division CEO John Hogan was de-
termined to tap into that growing market regardless of pre-
vious challenges and was willing to invest in streaming radio
to make it happen.

“We had to come up with an approach to talk to our audi-
ence in a way that made sense for a company that at the time
was still measured by Arbitron, which is a diary recall
system,” Harrison says.

The answer the company came up with was to push online
at-work listening as a new daypart (the time segments that
divide a radio or TV day for ad-scheduling purposes).

I Online unique visitors, April 2007 (I Miliions)
11 April 2006

18.3

16.9 16.4

14.5

horse race among Clear Channel’s competitors in the U.S. online music space, as tracked by ComScore*:

YAHOO MUSIC

Unique visitors: 21.9 miilion

A year ago: 23 million

Inside the numbers: Yahoo Music’s
traffic is at its lowest point in more
than a year, but it continues to
command a solid lead driven by
the strength of its streaming radio
and music video programming,
combined with the overall popu-
larity of Yahoo as a destination
for everything from news to
search to e-mail.
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ARTISTDIRECT

Unique visitors: 16.9 million

A year ago: 14.9 million

Inside the numbers: With an online
database of more than 500,000
artists and millions of finks, thou-
sands of free music videos and
downloads, and a full-service e-
commerce solution offering artist
merch as well as products from
brands like Hurley, Dickies and Ben
Sherman, ArtistDirect has quietly
become one of the biggest music
portals on the Web. It is alsoc bene-
fiting from peer-to-peer initiatives
by its MediaDefender unit that redi-
rect downloaders of decoy files to
ArtistDirect Web sites.

- Tam T
. "5 "2
-BG Yahoo Music Artistbirect MySpace Music MIV Networks AOL Music
MYSPACE MUSIC MTV NETWORKS AOL MUSIC

Unique visitors: 16.4 million

A year ago: 7.9 miilion

Inside the numbers: The explosion
in popularity for MySpace as a
whole, now one of the biggest
destinations on the Web, has also
meant big surges in traffic for the
social networking giant’s dedi-
cated music programming. in the
last year-plus the company hasin-
troduced everything from listen-
ing parties to music videos on de-
mand to label-backed artist pages
that preview new music.

Unique visitors: 14.5 million

A year ago: 11.3 million

Inside the numbers: MTV’s sites
are picking up greater amounts of
traffic driven by a string of acqui-
sitions, including Atom Entertain-
ment, XFire, Y2M, iFilm and Neo-
pets. MTVN is also developing
more than 20 new “hyper-
programmed” online channels
around programming topics in-
cluding music genres, celebrities,
fashion, style and spirituality.

Unique visitors: 13.8 million

A year ago: 18.3 million

Inside the numbers: Once consis-
tently among the biggest players
in online music running neck-and-
neck with Yahoo in terms of unique
visitors, AOL has seen wild swings
in its traffic on a month-to-month
basis as the company has trans-
formed from a subscriber-based
Internet access business to an ad-
supported Web portal.

*Reflects April 2007 data. U S. only, ITunes excluded
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The notion of at-work listenership is nothing new in the
realm of the Internet. But when it comes to terrestrial radio
and its interaction with advertisers, much of their business
has been rooted in the ratings around the morning and af-
ternoon drive times.

To establish the new daypart, Clear Channel, within three
months of Harrison’s arrival, had all the stations in its top 25
markets up on the Web and streaming. The company also reg-
istered with ComScore/Media Metrixto measure its online lis-
tenership. In addition Clear Channel siandardized all the banner
ad space it offered on its sites to conform with guidelines from
the Interactive Advertising Bureau.

At the same time the company worked closely with its sales
force of more than 5,000 to ensure they could sell advertising
against the programming and use the ComScore data as proof
of its online reach.

This was no small undertaking. For
years, a majority of the company’s sta-
tions had been giving away online ad-
vertising slots as a free bonus to
sponsors who bought time on-air. Ban-
ner ads were offered in all sorts of shapes
and sizes. And in most markets there
was only one specified person trying to
sell Internet advertising.

“We had to pull up the brake and es-
tablish internally that there is a value
online,” Harrison says. “If we wanted
to establish value, we had to stop giv-
ing it away.”

Under the new system, the company
was incentivizing its sales force to look
at sellingonline in a more holistic fash-
ion. It wasn’t just a case of selling adver-
tisers a banner ad. The goal was to
package offers that called on sponsors
to buy 15- and 30-second spots in addi-
tion to a banner so listeners to stream-
ing radio could hear a call to action and
then click through on an accompanying
banner to find out more information.

Local advertisers—particularly com-
panies like automotive dealers and
direct-response marketers—took a
quick liking to the offers and began buy-
ing time online.

Listeners came online, too. “The strat-
egy from the beginning felt natural,”
Harrison says. “We weren't trying to force
people to go to a new destination. We al-
ready had a deep connection in local mar-
kets with our listeners. We were simply

‘Foralot of
stations, the
Web was an
afterthought.
Nowit’sa
priority.’

Poleman

i -
BLAKE SHELTON pelrfosnin inJanuary for a Clear Channel
‘Stripped’ performancell gide_o is available on various
station sites and at stripp usic.com. Clear Channel
eventually licensed thefootage to Wa|-r1ar_t as well.

giving the stations the opportunity and the tools for listeners
to choose them when they are behind the computer.”

With a revenue model in place and a growing audience for
streaming radio, the company--now six months into its Web
transformation—then set its focus on redesigning its Web sites,
ramping up its label relationships and building its original-
content initiatives.

During the next year-and-a-half the company would roll out
revamped destinations along with a series of on-demand offer-
ings like “Stripped,” “New!” and “Sneak Peeks.”

In each case the purpose of the program was the same—cre-
ate content that could be syndicated to stations around the coun-
try and would give on-air talent a reason to talk up special features
on the Web site in an organic way.

“That was a big step,” Harrison says. “Up to that point radio
hadn’t been thought of as an outlet for anything but [real-
time] programming.’

Clear Channel is now hoping to fur-
ther improve that circular en-air/on-
line relationship with its social
networking efforts.

The company plans todrive traffic to
the social networks via the “listen live”
Web radio streaming area on the flag-
ship sites of the stations.

As part of the initialive, each station
that has a social network will introduce

player that will feature profile pictures

ticipating in the chat.

Users will be able to click on the
user profiles in the chat area to enter
and explore the social network. Sta-
tions will also promote the sacial net-
works through on-air plugs and
special stunts and promotions cen-
tered around the sites.

“That fully completes the circle with
our listeners,” says Tom Poleman, sen-
ior VP of programming and marketing
for Clear Channel/New York and Z100
and one of the executives tasked with
implementing the online strategy on the
station level. “Back when we all started
in radio we got into a dark room with a
bunch of records and a microphone, and
we thought we were communicating
with our listeners. The reality is that was
just one-way communication. Now, the
process is a full, complete experience.”

The company hasn’t yet established

—Tom

of social network members who are par- |

DialedUp

Clear Channel’s lead as a destination for online radio is
growing. Below, a snapshot of the unique monthly visitors
for the top five radio sites.
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additional content or promotion deals with major and indie la-
bels geared around the social networking sites. Harrison says
Clear Channel envisions opportunities for everything from
artist profile pages to special /exclusive content from artists that
will be featured on the networks.

It's just another way Clear Channel hopes to strengthen
itself as a promotional partner with the recording industry.

With most of the top 20 artists on The Billboard 200 featured
on the Clear Channel sites in a given week, it's already the case
that jocks almost always have something online they can ref-
erence. And it’s not just music stations benefiting. For special
online features from superstar artists like Bruce Springsteen,

| eventhecompany’s news, talk and sports stations occasionally

a new chat feature in the Web radio |

get in on the act of talking up on-demand programming fea-
tures on the Web.

The rise of Web programming also gives stations ways to
more effectively expose the artists in rotation and even promote
more artists to its audience than those getting played on-air.

Suddenly all Clear Channel Web sites featured a listing of
the last 10 songs they played on-air. And with the rise of sec-
ondary programming streams, developed in conjunction with
the company’s high-definition radio efforts, Clear Channel has
new outlets of exposure it can offer labels whose artists they
can’t geton the air.

And with a growing slate of video offerings, the company
has also been able to tap into a new source of revenue—local
TV advertisers that are now buying time in front of playbacks
of “Stripped” performances and on-demand videos.

In the process, the company claims its online advertising
growth rate is far outpacing the industry’s overall 20%-30%
expansion clip. Clear Channel is now doing business online
with more than 10,000 customers and attracting many new
advertisers locally in markets like restaurants and retail as
well as automotive that may have not previously advertised
with online radio. The company is in the midst of building a
base of national advertisers, too, to supplement the core local
ad business.

In addition to creating programming features and advertis-
ing opportunities, the company is also looking to change the
influence that online has on the companies’ overall perspec-
tive by installing “online program directors” who sit at the same
level as traditional PDs and are responsible for stations paying
as much attention to the online product as the on-air product.

“Years ago before CCOMR was built out, there was incon-
sistency across all our stations online. For a lot of stations, the
Web was kind of an afterthought and now it’s a priority,” Pole-
man says. “We are miles ahead of where we were.”

“The goal remains to continue to build audience, bring new
peoplein, have users spend more time with us online and start
doing business with advertisers we haven't worked with be-
fore,” Harrison says. “All the trends appear to be movingin the
right direction.” o
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BRAD PAISLEY’S CAREER KICKS UP A SERIOUS
NOTCH WITH HIS LATEST TOUR AND NEW
ALBUM, ‘'5TH GEAR’ BY DEBORAH EVANS PRICE

Brad Paisley says he called his upcoming album
“Sth Gear” for afew reasons. It is his fifth album,
and a half-dozen of the songs mention some sort
of vehicle. And, he adds, the June 19 Arista re-
lease is “an aggressive-sounding album . . . every-
thing about it feels a little bit more intense than
my previous albums.”

The title—and that growing intensity—just
as well describe what’s happening with Paisley’s
career and life right now.

Case in point? Paisley just picked up his first
top male vocalist trophy at the Academy of Coun-
try Music Awards after several nominations. No
small feat considering it’s
a field that includes such
heavy hitters as Tim Mc-
Graw, Keith Urban, Kenny
Chesney and others. But
Paisley is reaching the level
of such superstars in more
ways than one.

His last album, “Time
Well Wasted,” has been cer-
tified double-platinum and
won album of the year hon-
ors last year from the Coun-
try Music Assn. and the
ACM. And he’s burning up
the road on his Hershey-
sponsored Bonfires and
Amplifiers tour with Tay-
lor Swift, Kellie Pickler and
Jack Ingram. “So far in the
first three weekends, every-
thing is pretty much be-
tween 50% and 60% higher
than what we did last year,”
says his agent Rob Beck-
ham, senior VP at the
William Morris Agency.

Last year was a breakout
year, as Paisley ranked
among the top 25 touring
artists for the first time,
ranking No. 23 among all
acts in all genres. He
grossed $28 million with
total attendance slightly
less than 700,000 from 97 shows.

“We're traveling and touring in a way that I'd
never dreamed possible,” Paisley says. “That you
could do it with this much fun and be out here
with these kinds of bells and whistles blows my
mind every night.”

Paisley has earned a reputation for having one
of the industry’s most innovative road shows.
He includes animated videos in his perform-
ance, which he creates himself, and he utilizes
cutting-edge technology. “There’s this unique
28 |
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TOP: BRAD PAISLEY onstage during
the 42nd annual Academy of Country
Music Awards earlier this month in Las
Vegas. BOTTOM: Paisley shakes hands
with GEORGE STRAIT after Paisley
won the award for top male vocalist at
the ACM show.

moment where we've got Allison [Krauss] ap-
pearing and the way we do it now is you'll think
she’s there,” Paisley says of the performance of
“Whiskey Lullaby,” his hit duet with Krauss. “It’s
like a hologram. It’s really, really weird how she
just walks out and starts singing.”

Paisley says he can see the growth at his gigs.
“That’s really obvious as we look out [from the
stage],” he says. “A guy that sells our merchan-
dise out on the road says just in the first three
weeks of this tour we're selling 40% more mer-
chandise than we did last year. That’s exciting
because that’s a combination [of] selling a few
more tickets and at the
same time people want to
buy the stuff even more. |
definitely feel like we have
momentum on our side
and things are going up.”

Radio is mirroring his
touring success. His latest
single, “Ticks,” is one of
the fastest-climbing tunes
of his career, and sits at
No. 4 on Billboard’s Hot
Country Songs chart.
“People have an expecta-
tion of Brad, and they
know that he’s the mod-
ern-day Roger Miller,”
Sony BMG Nashville VP
of marketing Tom Baldrica
says. “He can write a
phrase unlike anybody
else, but what people will
really appreciate about this
record is it continues with
Brad being Brad, but it
just takes it to another
place. Musically, from a
production standpoint, it
sounds bigger and better
and fatter. There’s more of
Brad’s guitar work and
some stretches by him vo-
cally. He has stepped up to
the challenge of following
up ‘Time Well Wasted.” ”

Paisley says the label almost came with a
greatest-hits package this time, but opted for a
new studio album instead. “The label was talk-
ing about a greatest hits, but I felt I had things
to say. I wrote the first few things and knew that
we were really on our way to a whole album of
material. I feltlike we had what we needed, and
I'm happy with the outcome.”

The singer, who has a baby boy with his wife,
actress Kimberly Williams-Paisley, says being
anew father influenced the record and created

“ s

a somewhat nostalgic feel. “ ‘Letter to Me,” was
written to myself at 17 years old,” he says. “I re-
alized later that—even though that was written
in January before we knew whether the baby was
aboy or a girl—it was written for my kid as much
as it is for me because I think children are the
closest thing we get to a second chance at things.”

Paisley wrote the song alone and admits it’s
very autobiographical. Aunt Rita, who is men-
tioned in the song, was a favorite aunt who died
of cancer. “So much of it is absolutely true,” the
West Virginia native says. “Mrs. Brinkman was

my speech teacher and when I started speech
class as a sophomore, | was petrified to get up
in front of the class and talk. I couldn'tdo itand
she encouraged me.”

As he did on his previous album, Paisley de-
signed the cover. “As [ look at the songs on this
record, many are retrospective,” he says. “There
is a lot of looking back at high school and mis-
takes and things that I've done as a kid. That's
what the album cover represents. You have the
one photo staring in one direction and the other
sort of walking off in the distance the other way

NASHVILLE NUGGETS

CAN ‘5TH GEAR’
KEEP PAISLEY ON
HIS IMPRESSIVE
ROLL OF HITS?

2,224,000
1,937,000
e
A n__!
PA‘.-T X
1,006,000 1,014,000
Top Country
Albums Peak: s ——— 3 1{2 weeks} V1 {weeks)
Weeks On
Billboard 200 Chart: ] S y 104 9°
Billboard 200
Peak Date: 10/21/00 6/16/01 8/9/03 9/3/05
Billboard 200 Peak: 102 31 8 2
“Who Needs Pictures” “Partit” “Mud On The Tires” “Time Well Wasted”
2001 2003 2005

TITLE DEBUT DEBUT DATE PEAK PEAK DATE WEEKS ON CHART LABEL
“Who Needs Pictures” 7 2/6/199 n 8/1/19%9 ] Arista Nashwille
“He Didn’t Have To Be” n 9/4/1999 1 12/11999 30 Arista Nashville
“Me Neither” 65 2/12/2000 18 5/13/2000 20 Arista Nashville
“We Danced” 58 71/2000 1(2 weeks) 12/2/1000 3 Arista Nashville
“Hard To Be A Husband, Hard To Be A Wife*” I 10/14/2000 68 10/28/2000 2 RCA/MCA Nashville
“Two People Fell In Love” 48 3/24/2000 4 2/2000 il Arista Nashville
“Too Country” 58 8/18/2001 58 8/18/2001 1 Arista Nashville
“Wrapped Around” 49 9/1/2001 2 2/16/2002 3 Arista Nashville
“I'm Gonna Miss Her (The Fishin’ Song)” 58 3/2/2002 1(2 weeks) 1/6/2002 25 Arista Nashville
“| Wish You'd Stay” 59 8/17/2002 7 2/15/2003 30 Arista Nashville
“(elebrity” 56 3/22/2003 3 8/2/2003 i Arista Nashville
“Little Moments” 58 9/6/2003 2 3/13/2004 4] Arista Nashville
“Whiskey Luliaby**” 48 4/10/2004 3 8/14/2004 24 Arista Nashville
“Mud On The Tires” 54 9/18/2004 1 2/5/2005 30 Arista Nashville
“Alcohol” 60 5/7/2005 4 9/17/2005 2 Arista Nashville
“When | Get Where Pm Going***” 50 10/8/2005 1 3/4/2006 26 Arista Nashville
“The World” 3 4/1/2006 1(3 weeks) 1/12/2006 25 Arista Nashville
“She’s Everything” 57 9/9/2006 1(3 weeks) 1/6/2007 5 Arista Nashville
“Santa Looked A Lot Like Daddy” 59 12/9/2006 49 1/6/2001 6 Arista Nashville
“Born On Christmas Day™* 54 12/16/2006 4 1/6/2007 5 Arista Nashville
“Kung Pao Buckaroo Holiday"t 59 1/6/2007 59 1/6/2007 1 Arista Nashville
“Penguin, James Penguin”* 55 1/6/2007 55 1/6/2007 1 Arista Nashville
“Winter Wonderland”t 58 1/6/2007 58 1/6/2007 1 Arista Nashville
“Ticks” 50 3/17/2007 4 6/2/2001 12 Arista Nashville
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PAISLEY with his
first ACM award.

backwards. Somehow it looked right.

Thte new project features a duet with Carrie
Underwood on the song “Oh Love.” Underwood
toured with Paisley last year and the two would
sing “Whiskey Lullaby.” When he needed a fe-
male voice for the new duet, Underwood was a
natu~al choice. “I’'m a huge fan of her singing.
She’s just tremendous and deserving of every-
thing she's getting,” he says. “When 1 heard that
song, it flipped me out, [especially the line] ‘Strong
like ¢ mother holds her child." If that doesn’t ap-
peal -o meat this point, I don't know what does.

Previous Paisley albums have included spe-
cial guest appearances by George Jones, Lit-
tle Jimmy Dickens and Bill Anderson as the
Kung Pao Buckaroos. Jones is absent from
the festivities this time around, but Vince Gill
fills in and they join voices on a tune called
“Bigger Fish to Fry.

Pzisley includes a gospel song on every album
and on the new set he delivers the classic “When
We All Get to Heaven.”

Onae thing fans won't hear on the new album
isareprise of “Waiting On a Woman.” Duringa
performance at Country Radio Seminar, Paisley
announced to media and radio programmers
that the song, from his previous album, would
be ir cluded on the new album and would finally
be a single. However, plans changed. “We fin-
ished the album and it had all these ballads that
really fit the bill for what we needed,” he says,
“anc [ wasn’'t going to put ‘Waiting On a Womary’
on this album if there was a chance that it was-
n't going to get singled.

So now the game plan is for the song to be in-
cluded on the next album, which will be a great-
est-hits collection. Then it will be released as a
single. “It’s one of those masterpieces that rarely
ever comes along and itwill get its shot,” he says.

Fans will get a preview of the new album on
Father's Day weekend when GAC airs a 90-
minute special, “Brad Paisley 5th Gear.” The pro-
gram will include interviews and special
segments taped at his farm as well as a recent
concert filmed at the Verizon Wireless Amphithe-
ater in St. Louis.

Paisley’s touring is only gaining momentum.
“We're averaging between 12,000 and 13,000 a
night at the amphitheaters, paid,” Beckham says.
“It's only going to get better. The on-sales we are
having now are going even stronger, especially
in June and July.”

Baldrica feels Paisley’s career is moving up
anocher notch with the new album and tour. “I
remember when Kenny [Chesney] headlined the
No Shoes, No Shirt, No Problems tour,” Baldrica
says. “There was a feeling that he was in a dif-
ferent place. . . you could see the crowd and you
cou d see the energy and the electricity. This feels
like where Kenny was when he really hit the
launching pad.

For now, Paisley is enjoying the ride. “It’'s a
fun time to be me,” he says. 2
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KARA DioGUARDI

BY AYALA BEN-YEHUDA
PHOTOGRAPHS BY DANNY ROTHENBERG

Kara DioGuardi is a busy woman. Perhaps that should be expected for a prolific

songwriter/producer with a hand in 19 hits on The Billboard Hot 100 (including
Christina Aguilera’s “Ain’t No Other Man” and Kelly Clarkson’s “Walk Away”) and who

has contributed to 28 top 10 albums on The Billboard 200 (by everyone from Avril
Lavigne and Celine Dion to Santana and Enrique Iglesias). § After getting a political
science degree from Duke University, the daughter of a congressman pursued a music
A Day In The Life Of Hit Songwriter career while selling ads for Billboard. Her love of music likely comes from her
mother’s side of the family, which includes several opera singers. “I wanted to be an
artist,” DioGuardi says. “The only reason I became a writer is that no one would give
me any songs.” § As it turns out, she didn’t need them.

BRI T2 WATKIN ong RS ons

10:320 A.DM. At ArtHouse’s weekly meeting, DioGuardi
strategizes potential deals for her writers and gets the status
update on pending ones as staffers Paige Parsons, Niki
Watkins, Kara Britz and Christina Kline take notes for follow-
up. § One of the most promising new areas for the
company’s writers is country music. A reciprocal deal with
Nashville publisher Big Loud Shirt helped DioGuardi land
cuts on Carrie Underwood’s and Faith Hill's next releases.

“We need to start setting up a Nashville trip for [Greg],” she says, referring to writer/producer Greg
Wells (Mika). § The idea, Finfer says, is to leverage the respective companies’ relationships with
pop and country labels: “We trade them on unique and special access. You're not sending the track
to an A&R guy. And when [DioGuardi] goes, she can drag someone in with her.”

11:15 A.M. Another strategy is hooking up
“topline,” or melody and lyric writers, with track
producers—either keepingitin the ArtHouse fam-
ily or making new connections. DioGuardi is ex-
cited about Dream, a topliner fresh off Rihanna’s
hit “Umbrella” with C. Tricky Stewart. “Can we fig-
ure out a way to meet with him?”

Writer Johnny Reid (Il Divo) has expressed inter-
est in working with DioGuardi; she suggests meet-
ing with him and ArtHouse writer Emanuel Kiriakou
(JC Chasez). “l don’t always want to have to write
everything,” she says. “It’'s not where I'm at. | want
to be focusing on the business.” And the way to get
more and more pieces of songs is “cross-pollinating
all the writers. . . then they have a relationship.”

11:30 A. M. Show-and-tell time. DioGuardi holds
up lyric sheets Miley Cyrus used inrecording a two-
disc set of Hannah Montana material and Cyrus’
own songs. In red marker, Cyrus made notes per
DioGuardi’s instructions: “Don’t slur.” “Stay on
rhythm.” “Punk it out.” “I’'m going to get them
framed,” DioGuardi says with pride.
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11:45 A.M. Writer/producer Ryan Leslie, whose
catalog is administered by ArtHouse, signed
YouTube sensation Mia Rose to his production com-
pany. Should ArtHouse hook her up for co-writes
and pursue publishing opportunities with her?
“She’s got good ideas. Let’s agree to a week and
test her out,” DioGuardi says.

NOON “Where are the Austin songs?” an exasper-
ated DioGuardi asks. She’s referring to Austin Carroli,
a contestant on “The One,” a quickly canceled ABC
singing competition on which she was a judge. After
the show, DioGuardi let him stay at her house for two
months and signed him to ArtHouse for publishing
on the strength of “Better Off Alone,” a soulful ballad
he wrote. The track ended up on Katharine McPhee’s
album, but DioGuardi has repitched it to Tina Turner
and Cher, hoping for a single. “Clive Davis made a ca-
reer of finding songs that slipped through the cracks
and bringing them back,” she says.

; I I”. M. DioGuardi recalls how

her rapport with Nicole Scherzinger
helped them write together. The
Pussycat Doll had asked Dio-
Guardi to look over her part on the
Daddy Yankee track “Papi Lover.”
DioGuardi recalls the lyric went
something like, “ ‘Papi lover, you
are everything to me, I am noth-
ing without you, I come to the
door, I beg for you.” So I walk in,
and I'm like, ‘Dude, you are not writing that. You're a fucking hot bitch, and you are
niot begging for anything. These guys are begging for you.’ And she’s like, ‘Yeah,
you're right, fuck that.” So we rewrote it.” (Scherzinger returned the favor, lending
DioGuardi a bra towear for an impromptu on-camera appearance; DioGuardi points
out that she is currently wearing it.)

H-vu- - ii'l 5 4
-
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1:15 P..M. “Where do you want
to go lyrically?” DioGuardi asks
Theory of a Deadman vocalist/
songwriter Tyler Connolly over
glasses of red wine. “It has to
start from a place of truth.” Con-
nolly plucks out an insistent,
scratchy riffand throws out some
phrases that have been in his
head lately. One phrase keeps
coming up: “I told you so.” Dio-
Guardi tries it out in a soft growl; the two go back and forth, and gradually fill in the
rest. “You're like a broken record that | have to play.” “You never listen to a word |
say.” “I got to listen to your bullshit all day.”

They mull over matching up the cadences, then Connolly observes: “Broken
records spin, bul they also spin the truth.”

“ like that,” DioGuardi says.

They try out a possible chorus—*1 told you so-oh-oh”—and DioGuardi suggests
places to break up the rhythm. Connolly says that unlike a one-on-one session, writ-
ing songs with a whole band can be unwieldy. “There’s so much battling.”




Having found success in the pop world, Dio-
Guardi founded ArtHouse Entertainment three
years ago with her manager Stephen Finfer. In
addition to her own K’'Stuff Publishing, the com-
pany administers, publishes and manages a sta-
ble of established and up-and-coming songwriters
and producers. ArtHouse aggressively pursues
collaborations for them with hitmakers across dif-
ferent genres while allowing labels to essentially
offload A&R.

“There’s never been a bigger need for songs and
producers,” Finfer says. “Right now, there’s less artists
who write their own stuff, or at least don’t collabo-

From left, opposite
page: DioGUARDI at
the ArtHouse office
which also serves as her
home,; a staff meeting at
ArtHouse with
STEPHEN FINFER;
DioGuardi writing with
TYLER CONNOLLY of
Theory of a Deadman at
ArtHouse; DioGuardi
meets to discuss
working with producer
RYAN LESLIE, left,

on a new record by
CASSIE, right.

rate, than there has been in a very long time. You can
just put your artist with us for a week or two and come
out with a batch of songs and be almost done with
your record.”

But DioGuardi's approach is also about mentoring
other writers, whether they be teenage addicts at Los
Angeles’ Phoenix House (where she built a recording
studio) or promising pros like ArtHouse’s first sign-
ing Zukhan Bey (Jim Jones’ “We Fly High”) and new
writer/Capitol artist Bruce Boniface.

DioGuardi has also recorded with Eurythmics’ Dave
Stewartas Platinum Weird and sometimes sings back-
ing vocals on tracks she co-writes for others. Her up-

coming projects include albums from John Rich, Daniel
Powter and Britney Spears.

All of this leaves DioGuardi just enough time for
finding a buyer for her 300-song catalog® shopping a
pilot for a reality show around her songwriting ses-
sions; composing music for an animated DVD based
on a new line of dolls by Bratz maker MGA; writing a
screenplay, “Baby Love,” with a soundtrack; and gut-
ting a 1920s house so her current home can be a full-
time office and crash pad for her writers. Billboard tried
to keep up with DioGuardi a week betore she received
her seventh BMI Award, and her firstas songwriter of
the year, May 15.

3:30 .M. Over cake and ice cream for Kline’s
birthday, DioGuardi explains a way artists can hear
themselves on her songs. “I just listen to what they
have to say. Take the ‘Dignity’ record, the Hilary [Duff]
record. We just talked about her life and based it on
what she was going through every day. We sat down
and were able to put her life into music in a way that
she was happy with. Ultimately, isn’t that my job as
a songwriter?”

4:15 P.M. With her
Chihuahua, Tiki, on her
lap, DioGuardi returns
calls on the drive to
writer/producer Mitch
Allan’s (Daughtry) stu-
dio. “So she likes the
melody, she just wants
me to hook up the cho-
rus?” (It’s Ashlee Simp-
son’s camp.) “She wants
to play me a song and
see ifl can help her fin-
ish it,” DioGuardi ex-
plains after hanging up.
‘Sometimes | nail it,
sometimes | don't.

4:230 P.M. Anearby fire
is busily destroying a
swath of Griffith Park; a
hot wind is kicking up and so are DioGuardi’s allergies.
Writer Brent Paschke is lagging on completion of a
Santana track, and she’s out of patience. “You have
got to finish that now,” DioGuardi says testily into
the phone. “You’re going to lose this opportunity.”

4:45 P.M. Allan and DioGuardi tweak a mix of a
Nick Lachey song, “Coming Up for Air,” before
sending it to Jive/Zomba for possible inclusion
on Lachey’s next album. The rock sound is a de-
parture for the pop star. “Before it goes out | need
to make sure it sounds the way we all envisioned
it,” DioGuardi says. “Once they listen to it, that’s
it. They either like it or they don’t.

DioGUARDI with ALLAN

taninm tea Allan’e miy “Veatl ran’t sauan heaar that
tening to Allan's mix, “You can't even near that

it’s a girl,” she says approvingly.

Alan proposes adding
some more guitars (“I
think it can be ballsier”),
but one music bed seems
a little long to DioGuardi.
“It feels like there’s sup-
posed to be anincredible
thing that comes after it,
and it’s just the chorus
again,” she says.

4:35 P.M. Allan adjusts
the track on ProTools as
Tiki chews up Scher-
zinger’s bra, which Dio-
Guardi has ditched on
the sofa. If the track is
used, it will get a more
aggressive rerecord
from Lachey, but for now
DioGuardi steps into the
booth to do a husky
backing vocal. After lis-

... evenif it was before ..
school right there,” DioGuardi says with delight.

G:30 .M. The bra goes back on for a writing date with Leslie and R&B artist
Cassie at Encore Studios, which still hasn’t aired out the herbal odor of many a
Dr. Dre recording session.

DioGuardi joins a drowsy Cassie on a small couch and finds they have a similar
affliction. “The worst thing about allergies is that they make you really tired,” Dio-
Guardi says sympathetically.

Cassie says she’d like to write, but that Leslie usually comes up with material.
“We should come up with something to write about,” DioGuardi encourages.

Leslie and Paschke have already started a bass-heavy, wah-wah synth track, onto
which Cassie has recorded some vocals about a romance that doesn’t get past e-
mail. “It keeps coming around, but it never turns into anything,” Cassie says.

DioGuardi thinks for a second. “A revolving door, maybe>” With the track blast-
ing, she maps out a chorus with her voice and hands: “My heart’s notan open door
." as she and Leslie serenade each other. “That’s old-

DioGUARDI, wizh TILI, and CASSIE

9 P.M. With the song finally on ils way, DioGuardi looks around happily. “At
four o’ clock I was ready to kill inyself,” she admits. “But you get in a room with
people that inspire you, and [you] feel rejuvenated.” oee
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MARTY STUART’S
‘COMPADRES’ CELEBRATES
A CAREERRICH IN
MUSICAL FRIENDSHIPS

Marty Stuart’s new album “Compadres” is
a collection of previously released duets,
along with a few new collaborations.
B Arriving June 5 on the singer’s Super-
latone Records imprint through Univer-
sal Music Enterprises, the album—from
one of Nashville’s most beloved perform-
ers and champions of traditional country
music—can be viewed as a career summa-
tion that coincides with an extraordinary
confluence of high-profile activities. ® The
Tennessee State Museum on June 5
debuts “Sparkle & Twang: Marty Stuart’s
American Musical Odyssey,” a choice
selection from the singer’s imménse pri-
vate memorabilia collection.

june 5 also is the publication date of “Country Music—The
Masters,” a new book of Stuart’s photographs of such country
music greats as Johnny Cash, who graces the cover. (Stuart’s
first photography book “Pilgrims: Sinners, Saints and Prophets”
was published in 2000.)

The following evening, Stuart will host his sixith annual Lale
Night Jam at Nashville’s Ryman Auditorium, to benefit Musi-
Cares. Stuartand his band, the Fabulous Superlatives, are due
to host John Rich, Neko Case, Charley Pride, Eric Church, Pam
Tillis and Porter Wagoner.

Stuart has already played the inaugural Stagecoach Festival
May 5-6, one of several live shows supporting the release of
“Compadres.” And he hosted a May 19 celebration of Wag-
oner’s 50th year as a performer at the Grand Ole Opry. Stuart
also produced Wagoner’s new album “Wagonmaster” as well
as Kathy Mattea’s forthcoming album “Coal,” a collection of
Appalachian mining songs.

“I'just didn’t have time to really do a ‘legitimate’ studio
album at the moment,” says Stuart, explaining the “Com-
padres” concept.

“I"d actually done four records—‘Souls’ Chapel,’ ‘Badlands’
[both in 2005], ‘Live at the Ryman’ [2006] and another gospel
record, ‘Cathedral,” off at the side that's completed. So that’s
four pretty concentrated records. And then [ just finished the
photography book—350 pages of glorious stuff—and the Ten-
nessee State Museum exhibit, and Porter’s and Kathy’s records.”’

So Stuart understandably jumped al the suggestion to take
alook back at his many collaborations through the years, “start-
ing with Lester [Flatt]and Johnny [Cash], and Merle [Haggard],

y
|

Connie [Smith], Steve Earle, B.B. King, the Staples Singers. It
just kept going [to where I said], ‘I did all that?’

“So it's a legitimate record in every sense of the word, and |
recorded a couple of new tracks [Dallas Frazier's “Will You Visit
Me on Sunday” with Loretta Lynn and the Who's “[ Can See for
Miles” with the Fabulous Superlatives and the Old Crow Med-
icine Show]. All of a sudden there was a conipleted circle, with
the book and the museum exhibit—and also a career moment
to look back at and go ‘Wow.” ”

The additional tracks on “Compadres” include “Farmer’s
Blues” with Merle Haggard; “Doin’ My Time” with Johnny Cash;

Rawhide” with Lester Flatt; “The Whiskey Ain’t Workin” Any-
more” with Travis Tritt; “Cryin’, Waiting, Hoping” with Steve
Earle; “Hearts Like Ours” with Connie Smith; “The Weight”
with the Staple Singers; “Confessing the Blues” with B.B. King;
“Let Us Travel” with Del McCoury; and “Move Along Train”
with Mavis Staples.

“It's an amazing collection of artists,” says Jeff Moskow, mar-
keting VP at Universal Music Enterprises. “From B.B. King to
Steve Earle, from Merle Haggard to Loretta Lynn, it’s a star-
studded CD—and that’s exactly where an icon like Marty Stu-
art deserves to be.

This album celebrates “Marty’s friendship and leadership
in the American musical landscape,” Moskow says.

[

Universal is using in-house and independent publicity via
the Greenroom, a Nashville pullicity firm. Caverage of “Com-
padres” is planned online via Amazon and in such major print
outlets as the Los Angeles Times, Chicago Sun-Times and Dal-
las Morning News.

TV and radio venues lined up so far include CMT and GAC
programming, the Craig Ferguson and Conan O’Brien late-
night shows and NPR’s “All Things Considered.” Stuart will
do additional interviews during an extensive summer and
fall tour.

Universal is in discussions for a marketing campaign with
the Home Shopping Network that coincides with HSN’s in-
creased emphasis on its entertainment division, and its recog-
nition that Stuart—with all his current projects and his dynamic
personality— is a perfect fit for its core target demagraphic. A
proposal calls for HSN to feature exclusive Stuart merchan-
dise that may include such items as signed CDs, photos, lim-
ited edition releases and concert vacation packages. Associated
merchandise such as Grand Ole Opry product and apparel by
famed country designer Manuel (Stuart is a key customer) may
also be included in the Stuart promotion. Confirmation of the
plans is pending.

The aggressive schedule of activities at this juncture in Stu-
art’s career is what M. Dottore Artist  continued on >>p34
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from >>p33 Management had in mind when it began rep-
resenting the singer three years ago.

“We had a lot of things in the kit bag,” manager Marc Dot-
tore says. “Here was a guy who wasn’t on the radio so much
anymore, so we had to come up with different strategies.”

With his new CD, book and museum exhibit, the Late Night
Jam and Stuart’s production of “Wagonmaster,” “we have a
footin the old and the new,” Dottore says. “Then we realized
that there isamoment in time in early June where we can cel-
ebrate this unique, colorful artist who has taken a little bit of
something special from each place he’s been over the years
and brought it all to who he is today.”

For Stuart, it all comes from what he
calls his “Mississippi heritage.”

“So much of America’s music sprang
from there,” says the Philadelphia, Miss.,
native, whose hometown is within 35 miles
of Meridian, home of country music pio-
neer Jimmie Rodgers.

Stuart points to such Mississippi music
notables as Elvis Presley, B.B. King,
Tammy Wynette and Pop Staples among
the state’s rich legacy of American music
figureheads.

“I realized early on that | come from
there, and that any form of music that’s
from there I could legitimately go to, and
make a contribution,” Stuart continues. “When 1 embraced
that, I went beyond making music from one street, one town
to the whole American roots system that’s bigger than any-
body’s chart. I love that.”

A string-playing prodigy, Stuart was on the road with blue-
grass/gospel group the Sullivan Family at age 12. After be-
friending Roland White, the mandolin player for bluegrass
legend Lester Flatt, at a 1971 bluegrass festival in Indiana,
Flatt gave Stuart—then 13—a job as rhythm guitarist.

“Compadres” includes the Bill Monroe classic “Rawhide,”
which was Stuart’s mandolin showcase number with Flatt
and the Nashville Grass and is taken from a 1974 concert at
Vanderbilt University for Flatt’s “Live! Bluegrass Festival” set.

MARTY STUART, with guitar, in black,
jcins PORTER WAGONER, in the coat
o7 many colors, at the Grand Old Opry.

—MARC DOTTORE,
MANAGER

“I'hadn’t heard that song in probably 25 years,” Stuart says
with a laugh. “I listened and grinned the whole time. I could
feel me trying, a young musician trying to find his way. A
young musician being favored by the presence of so many ti-
tanic figures. The word ‘blessed’ comes to mind. [ wish every
musician could have the mentoring 1 did that shows on this
record. Basically, they're the people that raised me.

Flatt had recently split with his performing partner Earle
Scruggs, who had gone off to form the more progressive Earl
Scruggs Revue. S<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>