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JOHN FOGERTY

.~ 12 BRAND NEW SONGS -
irom Oﬁb@?ﬂiﬁe Greatest Songwriters
- Of All Time, including

~ “Don't You Wish it Was True.”

TUESDAY ﬁa‘rfzm.""”“’”

FJ Don’t miss John Fogerty performing LIVE on wiw.johnFogerty.com
Fantasy THE LATE SHOW WITH DAVID LETTERMAN Tuesday Oct. 2 www.concordmusicgroup.com
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CONTROL ROOM AND MYNETWORKTV
ARE PROUD TO BRING MUSIC FANS |
THE ONLY WEEKLY LIVE CONCERT SERIES g
ON NETWORK TELEVISION 4

CONTROL
ROOM pRESENTS PREMIERES OCTOBER 1ST 9/8C
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AGood Rap

David Banner Goes To Washington To Clear Hip-Hop’s Name

Rapper David Banner testified before a
House Energy and Commerce Committee

a large percentage are educated profes-
sionals. The responsibility for their

as a means to degrade and emasculate.
There was no push for censorship of the
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Banner gave a passionate defense of the
genre, couched in his own experiences of
growing up in Jackson, Miss. Below is an
excerpt from his testimony.

Jackson is one of the most violent cities
in the United States. Honestly, rap music
is what kept me out of trouble. Statistics
will never show the positive side of rap
because statistics don’t reflect what you
“don’t” do—if you “don’t” commita mur-
der or a crime. When | would feel angry
and would think about getting revenge,
T'would listen to 2Pac. His angerinasong
was a replacement for my anger. 1 lived
vicariously through his music.

Rap music is the voice of the under-
belly of America. In most cases, America
wants to hide the negative that it does to
its people. Hip-hop is the voice . . . and
how dare America not give us the oppor-

about the youth havingac-
cess to our music. Much
like the ratings utilized by
the Motion Picture Assn.
of America, our music is
given ratings, which are dis-
played on the packaging.
These serve to inform the pub-
lic of possible adult content. As such,
the probability of “shocking” the unsus-
pecting consumer’s sensibilities is vir-
tually imnpossible.

Some argue that the verbiage used in
our music is derogatory. During slavery,
those in authority used the word “nigger”

A Great Week

On Sept. 23, Billboard took home two
key Folio Awards. The magazine won
the Eddie Award for best business-to-

word. Now that we are cap-
italizing off the use of the
word, why is it so impor-
tant that it be censored?
Attempting to censor the
use of a word that merely
depicts deep camaraderie is
outrageous. People should focus
less on the “offensive” words in our
music and more on the messages thatare
being conveyed. e

For Banner’s Q&A with Billboard, see
page 20.
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our music serves as poison to the minds
of our generation. If by some stroke of
the pen hip-hop was silenced, the issues
would still be present in our communi-
ties. Drugs, violence and the criminal el-
ement were around long before hip-hop
existed. Our consumers come from var-
ious socioeconomic backgrounds and cul-
tures. While many are underprivileged,

FOR THE RECORD

W In the Sept. 29 issue, the In-
dies column contrasted a 12-
cent per-track figure eMusic
paid to labels with a 70-cent
per-track figure from Apple’s
iTunes store. The 12 cents accu-
rately reflect what labels ulti-
mately receive, after royalties
and middleman fees are de-
ducted, based onsales through
eMusic’s least expensive sub-
scription plan. Subtracting the
same fees and royalties from
Apple payments results in la-

the Publishers Place column in
the Sept. 29 issue, chairman/
CEO Ralph Peer Il of Peer Inter-

14 issue with Nashville’s Muzik Mafia
on the cover took the prize. Billboard
also took home an Ozzie Award for
feature design, winning in the same
category for the Christina Aguilera
package in the July 29 issue.
Meanwhile, two nights later,
Billboard took home the OMMA

recognizing the now-completed
Billboard/LG Mobile Beat contest on
billboard.com, in which contestants
attended concerts throughout the
summer with their LG enV camera
phone, took pictures and blogged on
billboard.com.

For pictures, see Backbeat, page 74.

EMUSIC RESPONDS

Regarding “eMusic’s Long Tail” (The
Indies, Sept. 29):

B Billboard’s assertion that eMusic pays
labels 12 cents in gross royalties per down-
load is incorrect. Price per download has
never been that low, at least not since Di-
mensional purchased the company in
2004 from Vivendi Universal.

B The notion that price per download is
the only core metric that “matters” is naive.
We, and many of our labels, prefer to think
in terms of revenue and sales per cus-
tomer, yet this is absent from the report-
ing. For most of the 20,000 labels we sell,
eMusic is responsible for 20%-50% of an

tal sales—despite having only 1% the

FEEDBACK

number of iTunes’ customers.
B Although the story discusses eMusic’s
success selling the Long Tail, Billboard
omits key data provided on that point. For
your readers’ benefit: More than 67% of
our 2.9 million-track catalog sells at least
once per gquarter. This dwarfs the record of
any other service.
B Whileitis true that some labels vary the
type of product they put into eMusic and
when (a decision we generally support),
more than 99% of our 20,000 labels pro-
vide us all titles and make new titles avail-
able on street date.

Biltboard readers can sample a free
trial and discover great music that tends
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national was misidentified.

B In the Sept. 22 issue, Kanya
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the Opinion page.
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>>>SONY BMG
ONBOARD
WITH IMEEM

Sony BMG has
agreed to license
its catalog to
music-focused
social network
Imeem, according
toreports. Imeem,
which already has
a deal in place
with Warner Music
Group, allows
users to stream
full songs and
videos from labels
with which it has
agreements, free
to the user, in
return for a cut

of the advertising
revenue it
receives. The
company is also
close to deals with
Universal Music
Group and EMI|
Music, according

to Forbes.

Just a few of the'approximately
FIRSTDAY © T o o comsran | 184000 our: il o
SALES TOP
$170M

to stumble across things you
are not looking for.
Baltaxe says, “The site has

Most label sales and distribu-
tion executives were expecting
Amazon’s download store to
undercutiTunes. But now that been tested extensively inter-

K I I t 0
a consumer beta site has nally, but we are interested in
launched, many are expressing getting customer feedback.
amazement at just how low the Amazon’s goal, he says, isa “a

prices actually are. great customer experience that's
Upon the Sept. 25 launchof ~ Amazon Enters The Do ace With Cut-Rate Pricing compatible with every digital

the digital rights management- music player.”

The “Halo 3”
videogame netted
$170 million in U.S.
sales in its first
day, according

to Microsoft
representatives.
The game is priced
at about $60.
Actual unit sales
were not available

at press time, freegtore, Amazontoutedit‘s top by providingbuttons thatallow - = = to be reﬂect.ed ip the retail Many' indie CXeCl.ltiVCS
g rere Ban 100 titles at $8.99, a promotional ~ consumers to shop titles by — 7 price,” one indie label ex-  meanwhile, are expressing sur-
1.7 million fans pricing gambit that hasn’t been  price. When each price button = }‘E“-‘i"‘ ecutive says. “Butit’snot.”  prise at how much play major-
pre-ordered the seenin 20years—sincethedays  is clicked, a summary is in- & Even to the extent that  label titles are getting on the

game prior to
its Sept. 25
street date.

>>>FEDS EYE
FINES FOR
SATCASTERS
FCC chairman
Kevin Martin says
satellite radio

of the cassette. Amazon execu-
tives may have played tolabel ex-
ecutives’ desires by asserting that
the site would practice variable
pricing, butas one indielabel ex-
ecutive puts it, the Amazon
download store is using “sale
pricing, not variable pricing.”
“I like that they have vari-

cluded with the list of albums
that qualify.

Consequently, it's easy to
determine that 29,000 titles
are priced at $4.99 or less,
though this includes EPs and
in some cases singles; 14,000
album titles at $5-$5.99;
33,000 titles at $6-$6.99;

?!

IR

ke BTN

re |

Amazon is employing vari-
able pricing, itis only rarely
used for song titles within
specificalbums, experimen-
tation so far reveals. Albums
checked out by Billboard
mostly feature uniform song
pricing of either 89 cents or
99 cents, depending on the

store’s home page, considering
that the only major to offer its
entire catalog is EMI Music. But
many seem unaware of how ex-
tensive the Universal Music
Group MP3 test is. According
to sources, UMG is testing
10,000 album titles with Ama-
zon, or about 75% of its current

companies Sirius able pricing,” another distri- 36,000 titles at $7-$7.99; $7.8 on Market-  priceforthealbuminitsentirety.  album catalog.

and XM could face bution executive says. “1 just 48,000 titles at $8-$8.99; and  place downloadof  But occasionally one finds an Given Apple’s dominance of
fines for producing wish they had higher variable 34,000 at $9 or more. Thatrep-  thea $5.50: Four  $8.99-pricedalbum,suchasReba  the digital distribution channel,
and distributing pricing to match thelower vari-  resents about 194, 000 albums,  outo pricedat89  McEntire’s “Duets,” which lists  labels have a vested interest in
inferior radio able prices.” ornearly 20% of Amazon’sen-  cent e13-minute-  everytrackatone price,99cents, Amazon taking market share
receivers and for But Amazon customers “ap-  tire 1 million-CD SKU count.  long 1Crazy Dia-  except for lead radio track “Be- ~ away from iTunes. “If anybody
placing terrestrial preciate low pricing, and we Amazon is also cross- mon inute-long  causeof You,” whichis89cents.  will compete with iTunes, it’s
;E:te?;?ar; —;It;:la?;s_ strive to deliver that in every  merchandising CDs withMP3  “Pa ig, however,  Likewise, Kanye West's “Late  Amazon,” one indie executive
i uheip pheved product category,” director of  downloadsandvisaversa. And  is pr Registration,” priced at $9.49,  says. “It has the customer base,
locations, which digital music Pete Baltaxe says the wide disparity between dig- La s note that, hasall tracks at 99 cents, except ~ confidence and great systems
sometimes were “We have 2 millions songs up, ital and physical pricing wor-  unlik hpaysauni- forthehitsong “Gold Digger”at  to help its marketing effort.
miles away from and over a million of those  ries some label executives, who  form asic suppli- 89 cents. “But more than cut into
the FCC-approved songs are priced at 89 cents. say itcould help hasten thede-  ers, A dhard to get At this early stage, function-  Apple’s business,” another

5 cents per  alityisalsoan issue. Sofar,one indie executive says, “I hope
olesalecost  indie executive says, the store  Amazon grows the digital
every label  is“pretty bare bones—it’'shard ~ marketplace.”

and. “Since

t the same b. MOBILE: For 24/7 news and analysis on your cett phone
- r mo vic »: mobite.bittboard.biz.

pected that

spot. Martin says
the flawed satellite
receivers from
both companies
were marketed in
2005 and 2006.

Most albums appear to be  cline of the CD. alown
priced at $8.99, according ta For example, Pink Floyd’s  track
executives shoppingthesitein  “Wish You Were Here” sellson  pera
the first two days after the  CD at Amazon for $13.97,and  accep
launch. And the Amazon site  on the night of Sept. 26, anew  every
itself supports that assessment, ~ copy of the CD was priced at ~ whol
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THE
LATEST
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>>>VIVENDI
CHIEF
CONDEMNS
APPLE

Vivendi chief
executive Jean-
Bernard Levy
condemned the
contract terms
between its Universal
Music Group unit and
Apple, calling them
“indecent” at a media
gathering in France.
Vivendi is one of many
large media
companies that are
trying to challenge
Appie’s grip on the
digital entertainment
market and obtain
more control over
pricing. It said it was
in talks with rival
distributors.

>>>JUDGE
DECLARES
MISTRIAL IN
SPECTOR CASE

A Los Angeles judge
declared a mistrial in
the murder trial of
producer Phil Spector
after jurors said for a
second time that they
could not agree on a
verdict. Prosecutors
said outside court that
they intended to retry
Spector, best-known
for his early-'60s
“Wall of Sound”
recordings, for the
2003 shooting death
of 40-year-old actress
Lana Clarkson in his
L.A.-area home.

>>>VIRGIN
DIGITAL U.K.
CALLS IT QUITS
The plug has been
pulled on Virgin
Digital. The U.K.-
based online music
service ceased selling
tracks Sept. 28 and
will close to all
customers Oct. 19,
according to a
statement posted on
the site. The closure
of the Virgin-branded
download site comes
on the back of a
management buyout
of the 125-store Virgin
Megastores business
in the United Kingdom
and Ireland. The Virgin
Digital subscription
music service in the
United States folded
in January.

BY LARS BRANDLE

360 Degrees Of Popkomm

Diversification Discussions Dominate Berlin Trade Fair

BERLIN—Diversify or die. That was the
blunt message facing the 15,000-plus
delegates at the 2007 Popkomm trade
fair in Berlin.

Against a backdrop of such re-
cent deals as Universal Music
Group's buyout of the Sanc-
tuary Group—which in-
cludes merchandising,
management and live
booking businesses (bill-
board.biz, Aug. 2)—and
Sony BMG Germany’s en-
trance into the management and
live realms (billboard.biz, Aug. 28),
all sectors of the international music
business had expansionand the 360-de-
gree model on their minds.

Berlin label K7 used the eve of the con-
ference to announce a move into the con-
certbooking arena, while panel discussion
titles included “Are Bookers and Agents
the A&Rs of Tomorrow?” and “Hug the
D]—The DJ As a Live Band Promoter.”

“The dynamics of the business are
changing. It's a team effort now,” said
Peter Thompson, managing director of
British music company Vital and a
speaker on the “Artist-Generated Busi-
ness: Power to the Artists!” panel. “We
need to try and create something bet-
ter than the sum of the parts. And man-
agement might be expected to goabove
and beyond.”

But most managers fail to success-

fully handle the artist’s brand, noted
Rights Marketing Group CEO Michael
Baylor, who helped piece together Rob-
bie Williams' groundbreaking integrated
deal with EMI in 2002.
“Management need to be
much smarter at helping
consumer brands solve
marketing problems,”
he said during the
“Artist-Generated Busi-
ness” session.
Attendance at the Sept.
19-21 conference rosesslightly
from lastyear, with more than 15,420
trade visitors registered at the capital’s ex-
hibition grounds, according to organizer
Messe Berlin. The major labels kepta low

POPKOMM
PARTICLES

THE BIG DEAL

New German export office Initiative
Musik blew its trumpet for the first time.
Dieter Gorny, founder and former CEO
of German music TV channel Vivaand
deputy chairman of labels body BPW,
becomes chairman of the supervisory
board for the project, which is govern-
ment-funded to the annual tune of €1
million ($1.2 million).

profile, with some delegates unconvinced
the big four are best-placed to take advan-
tage of the new opportunities.

“The majors are in a hole if artists and
managers do not trust them,” said Gerd
Leonhard, digital music expert, author
and speaker on the “New Major (Music)
Players” panel. “To get people to sign
these [360-degree] deals, they will have
to put big money on the table—and they
are running out of steam to do this.
There’s already a bunch of people sell-
ing concert tickets, and they are pretty
good at it.”

Another possible stumbling block to
such deals emerged at the “Artists as Ar-
chitects” panel, hosted by Billboard
global editor Mark Sutherland. Musi-

THE MUSIC

More than 450 internationai bands
and DJs rocked Popkomm’s fes-
tival program. DJ Paul van Dyk
and U.K. legend Paul weller
proved big draws, while the buzz
act was U.K. alternative rock
band Hard-Fi, which launched its
new album “Once Upon a Time
in the West” (Necessary/At-
lantic). Organizers say Popkomm
concerts were attended by
82,000 people, 11,000 more than
last year’s turnout

cian panelists expressed notable reluc-
tance to sign to a music company with
interests in all areas of the business.

“At the moment, if your relationship
with your label goes sour, you could
still be gigging, keeping your fan base
happy and surviving until you get a new
deal,” said Jon Tufnell of U.K. electro-
rock act Plastic Toys. “But, if it’s all
under one roof, people would just for-
get about you.”

Fellow panelist and Hanoi Rocks
frontman Michael Monroe agreed. “If
you put all your eggs in one basket, then
they've got you by the balls.” ros
Additional reporting by Mark
Sutherland in Berlin.

THE KEYNOTES

The big names were in a light-
hearted mood at Popkomm 2007.
“I'm an expert in failure,” Dra-
matico Entertainment founder/
managing director Mike Batt told
Billboard group editorial direc-
tor Tamara Conniff, admitting to |
losing £700,000 ($1.4 million) in
just two weeks around a TV-ad-
vertised nostalgia reissue cam )
paign for his 1970s novelty act |
the wombles LB

IEEIYGIYCH BY MICHAEL PAOLETTA

The Apple
OfFeist’s Eye

Sales, Online Buzz Skyrocket
in Wake Of iPod Commercial

FEIST in a still
from the video
of1,2,3,4.

one-time fee, a work-for-hire,”
44 Pictures owner/director
Sam Erickson says. But chang-
ing this system has been dis-
cussed, he adds.

Feist is the latest in a string
of Interscope acts to appear in
iPod/Apple commercials, in-
cluding the Fratellis, Wolf-
mother, Eminem and U2.

The use of Canadian singer/
songwriter Feist’s song “1,2, 3,
4” in an iPod Nano TV spot is
generating major buzz—online
and on the Billboard charts.
Since the ad debuted in
mid-September, sales of “1, 2,
3,4” and its parent Cherrytree/
Interscope album, “The Re-
minder,” have skyrocketed.
Earlier this month, the track
was selling about 2,000 down-
loads per week, white the
album was shifting 6,000, ac-
cording to Nielsen SoundScan.
In this issue, “1, 2, 3, 4” clears
73,000 downloads and
reaches new peaks of No. 7 on
Hot Digital Songs and No. 28
on The Billboard Hot 100. “The
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Reminder” jumps 36-28 on
The Billboard 200, with sales
0f19,000.

Intotal, “1, 2,3, 4” and “The
Reminder” have amassed sales
of 181,000 and 235,000, re-
spectively. (Feist’s debut
album, 2005’s “Let It Die,” has
sold 147,000 copies.)

“This is the type of blip you
hope for,” Cherrytree president
Martin Kierszenbaum says.

While the iPod Nano spot is
introducing Feist to mainstream
America, online chatter is
paving the way to sales of the
singer’s music. Feist is not iden-
tified in the campaign—created
by TBWA/Media Arts Lab—and
this has led many consumers to

OCTOBER 6, 2007

the Web in search of the voice
behind the song commercial.
According to Nielsen Buzz-
Metrics—which monitored
such search terms as “1234,”
“iPod,” “Nano” and “cam-
paign”—Web discussion is in-
creasing by triple-digit per-
centages weekly. In the days
following the singer’s Aug. 27
appearance on “Late Show
With David Letterman,” where
she performed ‘1, 2, 3, 4,” on-
line buzz increased 190%. On
the heels of Labor Day week-
end, discussion of the iPod

www americanradiohistory com

Nano ad soared 402%. One
week later, there was a 166%
spike in discussion.

According to Kierszenbaum,
this iPod Nano spot marks the
first time Apple has used
footage from an artist’s music
video (in this case, directed by
Patrick Daughters) in one of its
ad campaigns. Which begs the
question: Does the director of
the original video receive ad-
ditional compensation because
of its use in a campaign?

In a word, no. “For music
video directors, it is a strict

And while bloggers have
fueled rumors of a “deal” be-
tween the companies, Inter-
scope Geffen A&M president of
marketing and sales Steve
Berman denies any such thing.
(Apple and TBWA/Media Arts
Lab declined to comment.) “We
have a great working relation-
ship with them,” he says. “We
are a company with much mu-
sic that can be construed as left-
of-center. Our A&R has linedup
with Apple’s creatives.”

Kierszenbaum adds, “Apple
has too much control in the
marketplace to be tethered by
such adeal. Everyone trips over
themselves to get their musicin
an Apple commercial.” evs

WELLER: §{ KEMPERT/POP-EYE: FEIST: DUSTIN RABIN
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QUESTIONS

with TIM QUIRK

by CORTNEY HARDING

RealNetworks VP of music content and programming Tim Quirk is sitting ata
picnic table, drinking wine and reciting techno lyrics. “The lyrics are literally,
‘Beep-boop-beep-beep,” ” he says. “It’s a straight transcription of a Darude
song, and it blew up when we started our lyrics feature.”

Quirk is always interested in staying ahead of the curve of the other digital
services, whether by offering painfully accurate lyrical transcriptions or by
building a database that has breadth and depth, a mission he feels he accom-
plished when Rhapsody merged with MTV’s digital music service Urge. After
recently participating on a panel at the Future of Music Coalition summit in
Washington, D.C., Quirk sat down with Billboard to discuss the merger, a new
partnership with Verizon and the future of portable music.

What value does a service like Urge
add to Rhapsody?

While Urge and Rhapsody both offer
music as a service, Urge had a very dif-
ferent programming approach. Put
simply, Urge had a magazine-styleap-
proach to their programming; because
of the relationship with MTYV, the focus
was on music that was very new and
current. Rhapsody, on the other hand,
was more of an encyclopedia; we have
a tremendous amount of evergreen
music and content on the site. When
those elements came together, we felt
the fit was very complementary.

How did the merger come about
initially?

MTYV had wanted to build an online
service for years and finally partnered
with Microsoft in late 2005. Then not
more than a month later, Microsoft an-
nounced they were starting their own
venture, and the partnership with MTV
was over. Viacom wanted to partner
with someone else, and we sat down
with them. Under the new merger, the
Urge brand goes away, all the other fea-
tures are integrated and this fabulous
new thing, which we're calling Rhap-
sody America, emerges.

How does the partnership with Ver-
izon fitin?

Verizon is the first major distribu-
tion partnership that Rhapsody
America has struck. The theory is,
“Forget the computer.” People will
want to walk around with a device
that has millions of songs streaming
at the click of a button. You will have
the ability to call up whatever you
want, whenever you want.

It seems like a new digital music
service sprouts up online every
day. What sets Rhapsody apart
from the pack?
Fundamentally, Rhapsody views music
as a service. Our approach is: If you
want to download songs, go ahead and
do it.

For far too long, the music busi-
ness used a sales revenue model.

Whether someone buys a disc and
listens to it once or 100 times, it was
all the same to the labels. Rhapsody
is operating with a usage model,
where we can measure how many

times someone listens to a stream of

a given record.

Have you dealt with any resistance
from labels when it comes to the
streaming model? Do they fear that
they’ll lose money if they allow peo-

ple to listen to albums multiple
times without purchasing them?
We've only had one label pull their cat-
alog in the history of the service. There
is a definite correlation between the
streams and the download sales on the
site. We had three cases—Madonna,
Janet Jackson and Linkin Park—where
they started with both streams and
downloads, then took down the
streams. The sales for all three artists
fell. When they put the streams back
up, the sales rose back up again.

What are the next steps for
Rhapsody?

Right now, we're looking at developing
new ways to access Rhapsody. includ-
ing stereos that connect to the service
and making sure subscribers can always
access us. More immediately, in the next
two to 12 months, we'll be rolling out all
the new features that came out of the
merger; there will be all sorts of new
blogs and music feeds. I'm really excited
for this. [t's going to be cool. e
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bels are gambling that
once all 50 million
songs are given
away,
will continue buy-
ing digitally.

, But customer
loyalty expert
Robert Passikoff,
founder/president
of marketing con-
sulting agency
Brand Keys, says
few free promo-
tions succeed in
changing consumer
behavior in the long run.

“Free is great,” he says,
“but it’s not a guarantee of
continued interest or loyalty.”

Past iTunes promotions
have not had much luck
with retaining customers
after they end. The first
free iTunes download pro-
motion conducted on a
mass scale was with Pepsi
in early 2004, which dis-
tributed 100 million soda
bottles with redeemable codes for
free downloads under the cap. Only
5 million of them were redeemed,
significantly fewer than the inter-
nal target of 25 million reported at
the time.

Starbucks, though, is a different
beast than Coke—with whom Apple
ran a massive 2 billion-track promo-
tion in Europe thatended in August—
or Pepsi. The coffee chain has already
proved itself as a major player in the
music retail game through its targeted
sales of artists, and is positioning it-
self as a music tastemaker by giving
away only recommended songs.

Werre says, “They have significant
brand equity, there’s a great deal of
consumer trust, and it’s a brand that
the consumer sees as a close fit to
music. So I actually think Starbucks
may have a better opportunity.” « -
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>>>JAY-Z TO
RENAME ARENA?
Def Jam CEO Jay-Z,
who’s also a co-owner
of the NBA’s New
Jersey Nets, is making
a bid to rename and
rebrand the
Continental Airlines
Arena with his
Rocawear Clothing
line. The stadium,
which is located in
East Rutherford, N.J.,
is home to the Nets
and the NHL’s New
Jersey Devils.
According to reports,
Jay-Z is attempting to
buy out the arena
naming rights since
Continental’s contract
recently expired.

>>>WARREN
MOVES TO
SONY/ATV

Diane Warren has
moved administration
of her back catalog
from EMI Music
Publishing to Sony/ATV
Music Publishing for all
territories except the
United States and
Canada. Her songs
have been recorded by
acts including
Aerosmith, Elton John,
Barbra Streisand,
Mariah Carey and
Whitney Houston.
Meanwhile, Warren’s
“Do You Feel Me,”
performed by Anthony
Hamilton, will be part
of Ridley Scott’s film
“American Gangster,”
set for release Nov. 2.

>>>MANA SETS
ATTENDANCE
RECORD

Mexican rock band
Mana’s four
consecutive sellouts
at the Staples Center
in Los Angeles this
month have set the
record for a Latin act
at the venue,
according to Staples
Center GM Lee
Zeidman. The only
other artist to sell out
four consecutive
nights at Staples was
Neil Diamond in
September 2005.

Compiled by Chris M.
Walsh. Reporting by
Ayala Ben-Yehuda,
Antony Bruno, Susan
Butler, Hillary Crosley,
Jeffrey Yorke and
Reuters.

For 24/7 news and
b- analysis on your
.OIZ oblie device, go to:
mobile.billboard.biz.
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DITIEYRITRGECAINEE BY ANTONY BRUNO

Their Way Or The (Super)Highway

Prince, Reznor Are Studies In Differing Online Strategies

At first blush they seem so
similar.

Neither Prince nor Trent
Reznor is afraid of taking cre-
ative steps to reinvent a music
industry business model that
is in major disruption, and
pissing off most everyone else
in the process.

Prince, the funky music rebel,
irked labels and retailers every-
where by distributing his “Planet
Earth” album on the cover-
mount of a U.K. newspaper.

Nine Inch Nails architect
Reznor irked labels and retail-
ers everywhere by encourag-
ing his fans to steal his album
from peer-to-peer {P2P) net-
works or download it free from
his own Web site.

Both moves share the same
strategy: focus less on record
sales and more on using
recorded music as a tool to drive
sales in other areas, like concert
tickets or merch. But when you
examine the artists’ online pro-
motional strategies, the simi-
larities come to a crashing halt.

While Reznor is perfectly
content with fans posting con-
cert footage to YouTube or
downloading his albums from
Pirate Bay, Prince is prepared
to sue the very same outlets for
the exact same reason.

The issue is one of control
vs. promotion. Prince is fine
with using the Internet to dis-
tribute his work, and in fact is
a pioneer of doing so. But he
wants to control the substance

PRINCE may sue
YouTube and other
like-minded sites for
hosting fan-shot videos
of his live shows.

tempted to rein in the Internet
activity concerning him. He fa-
mously sued nine fan Web sites
in the late '90s in an attempt to
control the information they
were being fed, as well as trans-
fer their membership to his of-
ficial online fan club.

“Historically, artists have felt
they should have a certain
amount of control over how
they're presented,” says for-
mer EMI exec Ted Cohen, now
a consultant with TAG Strate-
gic. “lunderstand Prince’s de-
sire to have a degree of control,
but the reality is that control
has gone away.”

Camera phones, mobile
blogging, YouTube—they all
evolved after

file trad-
ing be-
came

of that content—the sound
quality, the clip used, etc. This
isn’t the first time he’s at-

DISCONNECTED
CONNECTION

For those of you who find regular head-
phone cords too cumbersome, RCA has
introduced the Jet Stream MP3 player
that incorporates a cordless (sort of)
earbud set.

The wireless headphones are connected to each other
by a short cord, but not to the device itself. The head-
phones rely on a digital radio frequency connection to
stream the music to them. The Jet Stream also comes
with a remote, for those who think operating the player
itself is just too much of a bother.

Of course the headsets need their own batteries (10
hours of life), which require a separate USB charging
cord. The device is likely aimed at the jogger/runner/
speed-walker market.

Retailing for $140, the Jet Stream can be found on

Amazon and in Wal-Mart stores. —Antony Bruno
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popular, and the industry hasn't
even found a way to shut that
down yet. So not only are
there more channels to dis-
tribute content, but more
means for acquiring it. How
does an act corral all that in-
terest around it into some-
thing that can be controlled?

Reznor’s answer is, you
don’t. “If youcan’tstopit, then
the question is, How do you
take advantage of it?” Reznor’s
manager Jim Guerinot asks.

Record labels have been tak-
ing advantage of it for some
time now, utilizing strategic
leaks as part of their marketing
campaigns and considering the
response to a given track when
deciding future singles.

Indeed, in Reznor’s eyes,
P2P networks and YouTube are

no different from radio sta-

tions. He can’t control what's

played or expect payment, but
he can use them as a means
of promotion.

That’s not to say he doesn’t
try to manipulate the activity
somewhat. Rather than wait-
ing for his “Year Zero” album
to be leaked, he leaked it him-
self—leaving USB drives in the
restrooms of concert halls with
select tracks. Traffic was then
driven to an elaborate alterna-
tive reality “game” that built
buzz around the album.

All the user-generated mate-
rial out there that Prince wants
to control is just free advertis-
ing to Reznor. What Prince sees
as infringement, Reznor sees
as engagement.

“If you want the high-qual-
ity experience, you have to par-

ticipate with him on his
terms,” Guerinot says. “People
will pay for proximity to the
artist’s vision.”

Reznor can afford to take
that chance. Whether he likes
it or not, he's still part of the
label structure and enjoys the
full marketing muscle and fi-
nancial support of Interscope
Records. Prince doesn’t. He in-
dependently records his own
albums and signs one-off deals
for production, distribution
and some marketing, often
jumping from label to label.

Reznor says he owes the
label one last record under his
contract, after which he’ll sell
his albums directly from his
Web site for $4 each. But that’s
one more album with that
safety net beneath him as he
experiments and perfects these
new models before he’s out
there on his own.

“Trent has a little more
freedom to not worry about
the outcome,” Cohen says,
“while Prince has to be a lit-
tle more concerned.”

And of course all this is com-
plicated by the fact that there’s
no clear proof that the strategy
of promotion over control is
working. “Year Zero” sold
441,000 U.S. copies, according
to Nielsen SoundScan, but cer-
tainly was not a blockbuster.

“I can’t quantify it, other
than it’s 18 years into his ca-
reer and he feels bigger than
ever,” Guerinot says. “I'll
take that.” -

. For24/7 digital news
biz

and analysis, see
billboard.biz/digital.
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RYAN’S HOPE
Universal Music U.K. has
linked with mediatechnol-
ogy company Coull.tv to
create an interactive, social
networking video promot-
ing the debut single by
Canadian pop duo Ryan-
Dan. The technology lets
fans click on objects fea-
tured in the music video to
share and exchange com-
ments with other fans. Fans
can also click on links em-
bedded within the video
player to purchase individ-
ual tracks or the album
from iTunes, or grab a copy
of the video to upload onto
their personal pages on so-
cial networking sites. It can
be found on Universal’s site,
ryandan.com, coull.tv and
social networking services
Beboand MySpace.

WIDGET WARS

The music applications on
Facebook are coming fast
and furious after the phe-
nomenal success of iLike’s
widget. Ad-supported free

music service Ruckus Net-
work introduced a Face-
book version of the My
Ruckus Player. Only college
students with access to the
Ruckus music player may
use the application. Mean-
while, Finetune released a
Facebook app that allows
users to listen to their
friends’ soundtracks and
trade comments.

GET THE LED OUT

Led Zeppelin will throw an
after-party following its
much-anticipated L.ondon
reunion show in November,
and is inviting several un-
signed bands to play the
gig. Interested acts must
upload a video to Com-
cast’s answer to YouTube,
ziddio.com, explaining why
they should get the oppor-
tunity. Winning acts will be
introduced by the members
of Led Zeppelin, and must
play one Zeppelin cover
tune and one original track
for the crowd. The contest
runs throughout October.
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Chris 8rown lands his second top 10 with “Kiss
Kiss” as it gains 57% in downloads. His 52,000
units this week brings his three-week tally

to 98,000.
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Film Tie-In For New Jay-Z
Album Updates A Tried-And-True
Marketing Formula

By releasing Jay-Z’s “American Gangster” Nov. 6 as a companion
to—Dbut not a soundtrack to—the Ridley Scott-directed Univer-
sal Pictures film of the same name, opening Nov. 2, Def Jam
Records is offering a new twist on a ©ime-tested strategy.

“Any time you have one of your major artists involved in a fea-
ture film, it's a major advantage,” Atlantic Records senior VP of

_marketing James Lopez says. “Record label budgets are nowhere

near the amount of a film company >udget. In comparison, our
marketing dollars are chump change.”

Record labels have obviously been pairing hip-hop releases with
films for years. Jay-Z’s own imprint, Roc-a-Fella Records, regu-
larly released albums that fed off a film’s marketing: as early as
1998 with the soundtrack to Roc-a-Fella film “Streets Is Watch-
ing,” a various-artists compilation that has sold 348,000 copies,
according to Nielsen SoundScan; and as recently as Beanie Siegel’s
292,000-selling “The B. Coming,” released in 2005 and associated
with the second installment of the “State Property” film series.

More recently, Atlantic Records used a film tie-in to market
T1.’sfourth album, “King,” even though only two of its songs ap-
peared in the movie. The Chris Robinson-directed film, “ATL,”
which starred T.1., was released the same week—March 28, 2006—
as the album. Atlantic collaborated with the film’s parent com-
pany, Warner Bros., to-ensure that the music benefited from the

cross-promotional relationship. league plane by tagging the album to a film helmed by Scott and

“We worked hand in hand with 1! toinclude the  Washington. Still, Def Jam senior VP of marketing Tracey Waples
music in the media campaign,” says wasinvolvedin  isn’t sure if that was the original plan.
T.I.’s marketing for “King.” “We pa he TV spots “In July, fans online actually manipulated the ‘Ameri-

can Gangster’ trailer, putting Jay-Z’s face in place of

Frank Lucas and made the image into a mixtape cover,”

Waples explains. “We saw that and thought the album’s
concept was a natural move.”

Cross-promotion, though, is still in the plan-
ning stages.

“We're in talks to be a part of the future movie trail-

ers,” Waples says. “But we're going to do a very ag-
gressive street campaign promoting the albumand
the soundtrack in and around the movie the-
aters the week of release.”

Def Jam’s promotional team shot a
trailer to promote Jay-Z’s first single,
“Blue Magic,” which this week enters
Billboard’s Hot R&B/Hip-Hop Songs

chart at No. 35, and the label plans to
shoot a minifilm for each song on
“American Gangster.” The first short
will most likely be aired in a theater,

while others will be released online,

creating a dialogue with fans.

“ ‘American Gangster’ is akin to
‘Streets Is Watching’ with a mod-
ern-day balance through the on-

line component,” Waples says.
“We're expecting to reach both a new
younger and older demographic,
along with the loyal 30-plus crowd
through the ‘American Gangster’ film
association.” “ce

rcicls. In

King.””

’s most
“ATL”
eckend,

and used T.I.’s music during the fi
turn, we promoted the film in our
Spurred by the film’s success, “Kin;
successful release, racking up 1.7 m
came in at No. 3 at the box office in it
grossing $11.6 million.

In the case of Jay-Z’s new albu
songs appear in the “American Gan
movie; Def Jam is also releasing an
ficial “American Gangster” sound
track, consisting primarily of vintage
R&B tracks. Instead, each song on
the Jay-Z set is said to reference a
particular scene in the film. Den-
zel Washington initially recom-
mended Jay-Z for the soundtrack
but the film’s producer, Brian
Grazer, reportedly disagreed.
Instead, DefJam is elevating a
familiar strategy to a major-

MWVY-Z; Inset: A ill from
Smerizan Gangster,’
Sasaround from left:
SUMMON, WARNERMILLER,
PENZEL WASHINGTON, —
SVLE MANZAY,CHIWETEL
& BOFOR and ALBZRT JONES.
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‘Auto Loans a little hard to
swallow? Here’s some fast;
. over-the-counter relief™"

(Side effects often include cuphoria, tranquility and frequent bliss.)

‘For fast-acting relief,
;t:ppﬂ'y just orce. Just call
888.800 3323, cr complete
‘an application online at
www.firste at.org.

These days, shopping fora r
pre-owned vehicle is enough
make anyone experience diz
a sore backside and occasio
fits of madness. It's nice to ki
there's soothing, sweet relief. =~
it's not a pill - but it's definite’
fast-acting. We're tatking abc
First Entertainment Auto Lot
with no payments for the =
90-days. And if that’s not
enough to cure you, how ab
rates as low as 5.9% APK

o

- 59% APR 'l
. ﬁ >

And vyes, after you take it, we
definitely 2nzourage driving.
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