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10 SHOWS! 10 RAVE REVIEWS!
102,000+ THRILLED FANS! ¢~

“You’re ageless, you’re timeless, \
you’re a rhapsody, a comedy, you’re a symphony
and a play’. He may just be all that.”

Ara Jansen, The West Australian

“He is more in demand than
ever and it’s easy to see why” y
Cameron Adams, The Herald Sun, Melbourne ;

“Three songs in...Stewart received

the type of applause usually reserved I
for encores.”

Sean Sennett, The Australian

“Did they think Rod was sexy?

They sure did.” /
Allyson Horn, Sun Herald, Sydney

Michael Gudinski & all at
Frontier Touring Co. congratulate
Rod Stewart and Arnold Stiefel

And special thanks also to Dennis Arfa, AGl; Lotus Donovan, Stiefel Entertainment;
Lars Brogaard; Peter Mackay & the entire Stewart Touring Troupe.
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LATIN MUSIC Biliboard’'s 2008 Latin Music

Conference & Awards takes comprehensive view
of genre’s present and future.

29 LATIN GATEWAY Spain once again offers Latin

acts avenue into Europe.

35 BIT BY BIT Death Cab for Cutie’s major-label debut
took a slow, steady route to platinum. Is there still room
for growth?
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HOT RINGMASTERS

TOP WORLD

TOP MUSIC VIDEO SALES

LATIN MUSIC CONFERENCE & AWARDS

Billboard’s Latin Music Conference & Awards (Apri

Billboard Research
provide a complete array

MARIAH CAREY / ) ; )
HOT VIDEOCLIPS § #1 | 1oucHuv sooy 7-10) unites today’s top Latin music artists, executives, of chart packages from
TOP DVD SALES [ «1 | EncHanTED managers, sponsors and media. This year’s event the Billboard Hot 100

Billboard 200, R&B/hip
hop, country, Latin, dance
and rap charts. Visit
billboard.com/research
or contact research
abillboard.com.

features intimate sessions with Enrique Iglesias,
TOP TV DVD SALES J| #1 || BATTLESTAR-GALACTICA - SEASON 3 ) ;
— = — Wisin & Yandel, Javier Ceriani and Univision Radio’s
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e T
receptions. Register at billboardevents.com
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EDITORIALS | COMMENTARY | LETTERS

Reviving Reggaeton

Thoughts On Getting The Business—And Music—{n Order

BY QUINEE BUTLER

Despite what critics said when reggaeton
first came on the scene, it proved to be a
force to be reckoned with as a genre of
Latin music. In 2004 and 2005, reggaetén
artists and producers established that the
genre had the ability to appeal toa diverse
audience. Now, with sales cooling and
failing to meet expectations, the industry
is trying to find ways to revitalize the genre
and ensure that it will continue tobe avi-
able source of entertainment.

Butthere are a few problems that have
plagued reggaetén since the beginning
and more that have surfaced because of
today’s technology.

Onthe business side, many managers
and artists suffered from a lack of expe-
rience. In the past, numerous deals based
on handshakes went wrong, and signed
business contracts were one-sided and
unfair. As a result, in recent years there
have been lawsuits brought on by artists
whose managers have not paid them for
all their work, and phantom songwriters
and background singers who never re-
ceived recognition or pay for the produc-
tions that they have been a part of.

Promoters complain that overall, artists
have quadrupled the price of whata con-
cert is actually worth in places like the
Midwest. And many artists and managers
forgot that when expanding the musicto
new countries, starting over with a lower
price point may have been a good idea. A
little more humility would go a long way
with fans.

Members of the reggaetonline.net
(where I am CEO) forum have repeatedly
stated that they would rather download
an album for free online and save their
money to buy an album that is not avail-
able for download. Yet every day I get calls
and e-mails from artists—not the labels,
mind you—asking me to post their music
for free download. I think it’s conserva-
tive to estimate that the artists, produc-
ers, managers and their friends are the
ones posting at least 50% of the down-
loadable tracks online themselves.

The immediate consequence of this is
the loss of revenue when those songs
eventually make it to an album release;
these artists and their friends need to
learn to wait an extra minute for their
fame. Not many sane people would go out
and buy something that they can get for
free. Until the artists stop enabling the
downloaders—and Internet webmasters
stop blaming the downloading on “un-
controllable users”—downloading will
continue to have a negative impacton reg-
gaeton sales.

There is also the constant complaint
that reggaeton has a beat that is very
repetitive and annoying in each and every

6 BILLBOARD | APRIL 12,2008

song. New listeners have demanded that
producers try to be a bit more creative.
Whal is surprising is that rather than try-
ing to be more creative, many artists and
producers are offended by the criticism.
They say the beat is what makes the
music reggaeton. [ agree the Dembow
beat is the basis of reggaeton—but it's
like clay and can be molded into what-
ever sound the producer can dream up.

® O
ntil the artists
top enabling
the downloaders
downloading
will continue to
have a negative
impact on
reggaeton sales.

Many of the producers who dare to be
different (most notably. DJ Giann and
Dexter of Live Music, and Danny
Fornaris of Fussion Musik) have been
overlooked by mainstream radio in the
United States, but receive praise from
the Internet audience.

Better lyrics are also necessary i order
for reggaetdn to continue to evolve be-
yond the party theme that is frequently
presented. Lyrics about dancing and par-
tying are fine, but there is so much more

going on in this world to sing about. Even
mainstream hip-hop adds drugs, money-
making and the occasional politics to its
mix; reggaeton’s ironclad focus on girls
and parties can’t help but feel stale.
Reggaeton has come of age in a time
when more and more Latinos from all
over the world are starting to turn to the
Internet for information. Fans will always
scurry to get their hands on the newest

\
y

music as soon as they can by any means
necessary. The Latin music industry will
have to work harder and faster to adjust
to a new generation of Internet-savvy Lati-
nos. Artists and producers will keep re-
leasing new music and hopefully find
ways to cater to the needs of fans old and
new across the globe. With some major
readjustments, reggaeton will continue
to grow stronger with time. oo

UTLER
—

Quinee Butler is CEO of reggaetonline.net.
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What's the most significant business trend among Latin acts?

17 % covessuch

as Wisin & Yandel’s Zune

WRITE US. Share your feedback with Billboard readers i’

1 o/ A mainstream
3 O clothing line such
as Daddy Yankee’s with Reebok

around the world. Send correspondence to letters@billboard.com.  © =
Include name, title, address and phone number for verification.

Letters should be concise and may be edited. All submissions published shall become the
sole property of Billboard. which shall own the copyright in whole or part. for publication.
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JAY-Z: BRIAN HINELINE/RETNA; U2. LUCY NICHOLSON/REUTERS

THE
LATEST
NEWS
FROM

>>>SWIFT
SIGNS

WITH WMA
The William Morris
Agency has signed
country star Taylor
Swift for
representation in
all areas.
Responsible
agents are
Nashville-based
senior VP Greg
Oswald, Los
Angeles-based
WMA president
Dave Wirtschafter
and Jason Trawick,
who will oversee
her film interests,
in addition to a
team of about a
dozen agents.
Swift previously
was booked by
Creative Artists
Agency.

>>>PROJEKT
TOUR LINEUP
UNVEILED
Linkin Park, Chris
Cornell, the
Bravery and
AshesDivide
(featuring A
Perfect Circle’s
Billy Howerdel)
will perform on the
main stage of the
2008 Projekt
Revolution tour,
set to begin July
16 at the Tweeter
Center for the
Performing Arts in
Boston. The trek,
scheduled to visit
24 U.S. cities this
summer, wraps
Aug. 24 in
Houston.

>>>ASCAPTO
HONOR
MANUELLE,
BLACK:
GUAYABA
ASCAP will honor
salsa star Victor
Manuelle and
Puerto Rican rock
act Black:
Guayaba at its
16th annuat Latin
Music Awards, set
for May 16 in
Miami Beach.
Manuelle will be
honored with the
Golden Note
Award; Black:
Guayaba will
receive the
Vanguard Award.

THANK THE STARS

P

BY RAY WADDELL

Live Nation’s

SIXX IN CHARGE

Next Prizes

If there were any doubts Live Nation
meant business when it signed Ma-
donna to a $120 million, 360-degree
deal last year, they were smashed this
week when the company snapped up
arguably the biggest names in rock and
rap, respectively.

Live Nation’s 12-year global deal to
bring U2 into the Live Nation Artists
fold (billboard.biz, March 31) was fol-
lowed two days later by an even more
in-depth deal with Jay-Z. Both lock down
high-earning acts for at least a decade.

News that Live Nation and Jay-Z are
on the verge of closing a major deal had
been rumored since last December and
broke April 2 in the New York Times.
The roughly $150 million pact will in-
clude financing for his new entertain-
ment venture, Roc Nation, as well as
the rapper’s own recordings and tours
for the next 10 years.

The U2 deal includes Live Nation’s
participation in U2's worldwide touring,
merchandising and the band’s U2.com
Web site, but unlike Live Nation’s
Madonna and Jay-Z deals, there is no

label component, as the band retains its
publishingand longstanding recording
relationship with Universal Music.

Financial terms were not disclosed
for either, but given that Madonna’s
deal was valued at about $120 million
for 10 years, even without recording,
the U2 pact should be worth at least
$100 million, given the band’s power
at the box office.

Michael Cohl, Live Nation chairman
and CEO of Live Nation Artists, con-
cedes the latter division would prefer
to have recording rights. “But il's not
do or die that we have to have every-
thing,” he says. “We just have to have
certain critical mass and we more than
have itin this deal.

Inthe case of U2, the critical mass is
touring. The band’s 2005-07 Vertigo
tour took in close to $400 million, the
second-highest total ever. During the
last 12 years, U2 has grossed
$706,131,050, according Billboard Box-
score. The band’s touring alone should
generate more than $1 billion in grosses
during the course of the contract.

www.americanradiohistorv.com

NEXT STEPS

ROAD WARRIOR

INSIDE THE DEALS

Cohl says the U2 deal was similar to
Madonna’s in that there was some
money paid upfront, and that Live Na-
tion Artists would share in the profits
and will be “substantially and materi-
ally involved” in all pertinent rights’ rev-
enue streams.

In the case of Madonna, Warner Bros.
made a run at keeping her in the fold,
but “this was not an auction,” U2 man-
ager Paul McGuinness says. In other
words, it appears that the Live Nation/
U2 deal is a natural evolution of the con-
cert promoter’s consolidation and the
band’s long history with Cohl and Arthur
Fogel, chairman of Live Nation’s global
music division.

According to McGuinness, “There
was no bidding war,” but Cohl says there
is always competition. “Only a fool
wouldn’t consider the alternatives,” he
says. “U2 are wizards. They’re masters
of their music and masters of their busi-
ness. [n that respect, you always view it
as a competitive market and that’s the
way we approached everything.”

Jay-Z, who still has an album left
under contract for Def Jam, could launch

DIDDY DELIVERS

Blockbuster deals for U2 and
JAY-Z (left) show that Live
Nation is happy to spend big
to break new ground.

anew label in Roc Nation, splitting prof-
its with Live Nation, as well as music
publishing. talent consultingand man-

agement companies, the Times said.

Live Nation will reportedly contribute
$5 million each year in overhead for five
years and offer $25 million to finance
Jay-Z’s external acquisitions and invest-
ments, plus $10 million per albutn for
aminimum of three albums within the
deal’s term. Jay-Z will also receive an-
other $20 million for other rights in-
cluding publishing and licensing.

The rapper, who exited his post as Def
Jam president/CEO in December, sold
about 1 million copies in the United
States of his last studio set, 2007's
“American Gangster,” according to
Nielsen SoundScan.

LIVE WIRES

Live Nation is already producing the cur-
rent Jay-Z/Mary J. Blige tour, with Jay-
Z reportedly receiving a general advance
of $25 million upfront to cover its cost.
Jay-Z has never been known as a heavy
touring artist, and hip-hop tours in gen-
eral are never in the league of a U2,
which is second only to the =>>

b- MOBILE: For 24/7 news and analysis on your cell phone
PIZ or mobile device, go to: mobile.billboard.biz.
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WALL STREET IS WATCHING

Jay-2's signing offered a small boost, but Live Nation’s stock has generally been down since the company signed Madonna in October.

Jay-Z joins the
z;;lcsl;'j_-lrgrrrr EMI i The Jonas Brothers A fun: April 3
i 20 . agree to.long-ter Live Nation takes

Nashville-based EM| 4 N\

i . LIVE NATION INC. i, . 2223 " touring pact: ticketing jn-house: U2 signs up:
Christian Music Group (NYSE CLOSE PRICE) d o L 3 3 2008 ; 1. 2008 -
s letie] B¢ &0 adonna signs v .,_‘ an .)& an. 11, 20 arch 31
unspecified number ° i SIS CEE . _.-"\_';-P A »
of employees. The i _70ct. 22,2007 Vi =36 B\ #12.70
cuts affected 10 I;.ﬁf-. T\ N\ A 1203
employees across a JuLy AUG SEPT ocT NOV DEC JAN FEB MARCH APRIL
variety of 2007 2008
departments and pay from >>p7

scales, according to a
spokeswoman, but the
current round of
layoffs did not affect
Capitol Records
Nashville. EMI
announced in January
that its global head
count would be
reduced by 1,500~
2,000 employees. The
cuts are expected to
be completed by

Rolling Stones in box-office clout.

In a traditional touring model—and
U2/Live Nation and Jay-Z/Live Nation
are anything but traditional—the pro-
moter could expect 15% of the gross. With
superstar acts, the promoter cut could be
5% or less, but in this sort of partnership
the splits would likely be on the net.

Also important is U2’s merchandis-
ing. The band moved nearly 11 million
tickets in the last 12 years. With a con-
servative per capita spending estimate of

June. $15 per head (not including retail). that’s
>>SSPRINT another $165 million in revenue, and
UNVEILS Live Nation now gets a piece of that
ANSWER TO through this new contract. (Live Nation
IPHONE purchased U2’s former merch compuny,

Sprint introduced the
Samsung Instinct, its
answer to the iPhone,
at CTIA Wireless
2008, during a
keynote by CEO Dan
Hesse. The device,
developed in tandem
by Sprint and
Samsung to ensure
the services and
hardware were
integrated properly,
features a touch-
screen and a Qwerty
keypad, as well as
several multimedia
functions. In addition
to access to the Sprint
Music Store and other
music services, the
Instinct comes loaded

Signatures Network, last year.)

Hypothetically, if U2 were to walk
away with $500 million from touring
in the next 12 years, Live Nation would
easily recoup its investment, and the
take on merch would be much better
percentage-wise, especially given that
12-year merch deals are unheard-of and
are typically cut on a tour-by-tour basis.
Given Live Nation owns the merch com-
pany, many efficiencies would come
into play. Retail, tickering, licensing,
sponsorship and other facets offer even
better margins.

All this being noted, it is highly likely
that U2 would have used Live Nation’s
touring division for its next three tours
even without this new deal, and the ad-
vances, guarantees and split of neton

those tours follow a template probably
already negotiated. So, ultimately, what's
new with U2 is licensing, merch, ticket-
ing and fan club revenue, and Live Na-
tion’s upside above and beyond touring
depends on how well these new streams
can be exploited-—and cross-collateral-
ized—over time.

Ticketing is a key component in both
deals, notonly creating revenuesireams
but controlling the interaction between
U2 and fans. McGuinness says, “The Live
Nation portal is going to be . . . the cen-
ter of the industry.”

That potential is a big reason why Live
Nation opted to control its own destiny
when its Ticketmaster deal expires at
the end of this year. Ticketing gives Live
Nation “the ability to talk to the con-
sumer, which has belonged to Ticket-
master,” Cohl says. “We wanted to speak
to those fans directly, with the group be-
side us in the room.”

Thelicensing and branding of U2 and
Jay-Z are big X factors as well. Cohl says
that if U2 were to cut another iPod deal
for example, Live Nation Artists would
be involved.

McGuinness agrees, but adds, “This
is not an arrangement where we would
cease to conduct negotiations and make
decisions ourselves, but they will partic-
ipate in streams of income like that. A
lotof these relationships are already ma-
ture, and we will work very happily with
[Live Nation] and get a lot of input and

advice from them.”

Synergies are sure to come into play
when exploitation of these rights are in-
tegrated rather than controlled by sepa-
rate parties. “There’s no debate. There
are no ditferent vested interests,” Cohl
says. “We're going to have a great start-
ing block and where we go will be new,
unexplored territory that instinctively
feels like it should be great und exponen-
tially better.”

In fact, synergizing and crossing the
various “pots” is the key to the ability of
any multirights for the buyer to recoup
these massive advances.

And what's next for Live Nation Art-
isls? Cohl says moreannouncements are
coming and could include artist devel-
opment projects. “We've got some young
ones we're talking to, and I think we’ll
have an announcement in that area in
the next week or so,” he says. “We're
going to have a balanced roster predom-
inantly made up of acts that are already
there or almost there.”

LOOKING FORWARD
Investors are reacting positively to Live
Nation’s strategy on the assumption that
the superstar sighings will attract young
talent with future potential. And while
none of these deals will produce any
benefits in 2008, they will help Live Na-
tion line up sponsorship opportunities
going forward.

“Look at how ESPN can sell football

ayear in advance,” Goldman Sachs an-
alyst Mark Wienkes says. “You can’t do
that now in the concert business because
you don’t know who is coming.” But by
building a portfolio of artists, Live Na-
tion can forecast which tours are going
out and otfer sponsors different buck-
ets of demos in the next few years.

Somne insiders have raised concerns
about how Live Nation will effectively
capitalize on the recorded-musicaspect
of the deals. “You can’t replace the hard
work and efforts that go into rolling out
arecord, and that seems to be the miss-
ing link in these deals right now,” Vio-
lator Management CEO Chris Lighty
says. “These brands have been built off
the sweat of the artist and the record com-
panies that worked diligently to promote
them. Live Nation will have toalign [with
a partner] or create that new system.
That's a huge challenge.”

As for Wall Street’s reaction, on March
20, Live Nation shares closed at $11.
Since then the stock has been rallying
in fits and bursts, finishing at $12.81
April 2 before news of the Jay-Z deal
broke. In the day following the disclo-
sure the stock surged to more than $13
and closed at $13.04. “If the marketplace
rewards us, that's great,” Cohl says. “And
itwill, eventually. [U2 is] one of the great-
est acts of all time and when you're in
the business we're in and you don’t want
to be in business with U2, you need to
find another field.” voe

———— e
with a 2 GB microSD

card for storage.

>>>UNIVISION
CIyEREC

Univision Online
president Javier
Saralegui has exited
the company. In a
statement, Univision
Communications
president/COO Ray
Rodriguez said
Saralegui was leaving
“to pursue other
opportunities.”
Saralegui has been
with Univision for 18
years. Univision
Communications chief
strategy officer Cesar
Conde will replace
him on an interim
basis as the company
searches for a
replacement.

BILLBOARD EN ESPANOL

In a further extension of its coverage of Latin music
and the Latin music market, Billboard has launched
Billboard En Espafol (billboardenespanol.com), a
Spanish-language Web site that will provide 24/7 au-
thoritative coverage of Latin music, artists and trends.

This is Billboard’s first all-Spanish effort and com-
plements already extensive coverage of Latin music
in print and online at billboard.biz and billboard.com.

Billboard En Espafiol launched April 2. It will be
formally presented to the industry during the 19th
annual Billboard Latin Music Conference, taking
place April 6-10 at the Seminole Hard Rock Hotel &
Casino in Hollywood, Fla.

Biliboard En Espafiol is not a mere Spanish-
language replica of billboard.com, but instead
will provide exclusive content created specifi-
cally for the Spanish-speaking music fan.

The site will host the Billboard charts, reviews,
video streaming, columns and exclusive news and
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interviews conducted by an international
staff. It also features Batido, the site’s
blog, a multigenre, multimedia compila-
tion of music observations, opinions and
notes from across the globe.

The site will aliow users to share content through
social media buttons, add comments to stories and
ask questions about music and artists via e-mail to
the editor.

Original video will be produced by Billboard En
Espafol and its partners Billboard Latino and Cy-
loop. The site, whose partners also include MySpace
Latino, will feature capsules from “Estudio Bill-
board,” the acclaimed V-Me interview show hosted

www.americanradiohistorv.com

by Billboard executive director of Latin content and
programming Leila Cobo.

“Billboard En Espafol further cements Billboard’s
commitment to Latin music and the Latin music mar-
ketplace,” Cobo says. “We pride ourselves on being
the leading voice for Latin music. Billboard En Es-
pafol will be the single most important asset andre-
source for Spanish-speaking music fans.”

Cobo and Billboard En Espaifiol managing editor
Judy Cantor-Navas will head the digital publication.
“Billboard En Espafiol will offer in-depth coverage
of Latin music while recognizing that the tastes of
music fans who speak Spanish are not limited to a
single genre or to exclusively Spanish-language
music,” Cantor-Navas says.

In its debut week, Billboard En Espainol will fea-
ture exclusive interviews with Enrique Iglesias,
Mariah Carey and Soda Stereo drummer Charly Al-
beti, whose new band Mole just won best new rock
band at Argentina’s Premios Gardel.

Fans can listen to a free track from Mole’s prize-
winning album exclusively on the site. In addition,
Mexican band Panda chrenicles its experience on the
road in a tour diary written exclusively for Billboard
En Espanol. [

MADONNA: LUCAS JACKSON/REUTERS; JAY-Z: GEORGE PIMENTEL/WIREIMAGE.COM
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MERCURY RISING

Industry Vet

David Massey
Relaunches A
Classic Label

Amid the ultra-hip black-and-
white photographs in David
Massey’s office, there is one
retroitem: a copy of a Billboard
chart from 1967, with Lulu’s “To
Sir, With Love” occupying the
lop spot.

tt'sa fitting memento. Lulu,
as well as Chuck Berry and Roy
Orbison, once called Mercury
home. Now, Massey is the key
man behind the relzunch of the
label, which reopened under
the Island Def Jain/Universal
umbrella a year ago.

The executive is keeping his
eyes on the future when it
comes to the overall vision for
thelabel. The industry vet, who
cut his teeth managing Wang
Chung, was brought on from
Sony, where he presided over
Daylight Records and was an

executive VP of A&R. When
Massey left Sony, lie brought
two of liis rising stars with him:
Delta Goodrem and Anasiacia
are now signed to Mercury in
the United States.

Massey’s history with Ana-
stacia dates back to 1999, when
he signed her to Daylight.
“Anaslacia really wanted to con-
linue our creative relationship,
and we were able to negotiate
a transfer from Sony thut was
a winning deal for everyone,”
hesays. Anastaciais in the stu-
dio and working on a number
of collaborations, including a
track with Ne-Yo.

Goodrem is a superstar in
her native Australia who re-
mains under the radar state-
side. While Sony will retain her
in other territories, Mercury
will release her records in the
United States. Goodrem's lat-
est record is yet to be released
staleside, and when it does hit
shelves, it will be a joint release

PORTISHEAD

Release date: April 29
“This record is timeless and
very challenging—this is a
band that takes musical risks.”

DUFFY

Release date: May 13
“She’s very natural, and her
songwriting is such an im-
portant part of who sheis.

DELTA GOODREM
Release date: June
“She’s simply a mega star.”

GEORGE STANFORD
Release date: June

“He’s toured with Babyface
andis areal Paul Simon type
of singer/songwriter with
long-term potential.

ANASTACIA

Release date: September
“She was my first signing at
Daylight, and I’'m so happy
we are continuing our cre-
ative relationship.”

between Mercury and Decca.
Massey’s third big project is
Welsh soul singer Duffy, who
has been compared to Lulu on
a number of occasions. He

signed her on the basis of her
demo. “She was my first new

signing, and I just went with
my gut,” he says. “After doing
this so long, I'm at the point

MASSEY, right, with
Welsh singer DUFFY

MASSEY ON HIS MUSIC

THE URGENCY

Release date: Fall

“Like the Police meets Co-
heed and Cambria—! signed
them after they played in my
office. We had the lawyers
come in at midnight to do
the deal.”

VELVET ANGELS
Release date: Fall

“A great young pop group;
fantastic young women.”

IWYE ' BY AYALA BEN-YEHUDA

Content
Is King

Amazon Beefs Up Latin
Store With Video, Blogs

Amazon is relaunching its Latin
music store April 4, with video
content from top artists, more
bilingual product descriptions
and a selection that’s grown by
at teast 10% in less than a year.

The online retailer will also
shortly introduce blogs by Latin

artists on their prod-
uct pages, us well as
partner with them
for video debuts und
possible event spon-
sorships, music
calegory manager
Craig Pape says.
“We obsessively
look at three core pillars of se-
lection, value and discovery, and
we're always going through our
store and saying, ‘Are there ways
we can challenge ourselves to
improve in all these areas?”’
says Pape, whose store is turn-
ing 10 this year. “We know that

the Hispanic con-
sumer isoneofthe
fastest-growing
online customer
segments.”
Building on sales-driving
video debuts with artists like
Bruce Springsteen and Annie
Lennox, Amazon will put a
video player on its Latin store
and have artisis post blogs in
Spanish, along with video and
images lo their product pages
—an initiative that has rolled
out with just a handful of
artists in other genres so far.
Firstup for feature video play

from Virginia—they're finish-

the record.

SPARKY’S FLAW
Release date: Fall/late 2008
“A great acoustic rock band

ing up at [the University of
Virginia] while they work on

JESSIE JAMES

Release date: TBD

“She has a strong, soulful
country voice and an amaz-
ing songwriting talent.

where [ am very quickly either
interested or not interested in
an artist.”

Massey is pulling outall the
stops to make sure Dufty tops
the U.S. charts. Based on the
buzz at early-adopter stations
like noncommercial KCRW Los
Angeles and modern rock
KNRK Portland, Ore., he
started servicing her first sin-
gle, “Mercy,” to triple Aand AC
radio. For the week of April 4,
the song was No. 29 on Bill-
board’s Adult Top 40 chart and
was designated New and Active
on sister publication Radio &
Records’ Triple A chart.

Massey is holding off on
pushing her to top 40, though,
because “we want to have the
numbers to back it up first.” He
also says that MTV and VH1
have been instrumental in the
campaign: “They were both
early adopters and are working
in tandem to promote her.
which is unusual. We feel like
this gives us the opportunity to
reach all the demographics that
could be interested.”

“Mercy” also has been li-
censed for use in the CBS TV
shows “Ghost Whisperer”
and “Moonlight.”

Allthree of the women atop
Massey’s roster share the fact
that they are stars overseas but
relative unknowns in the
States. He is untroubled by
the mixed results of many
crossover artists. “In some
ways only being big in a few
markets is advantageous toan
artist, because it allows them
to be more focused. It would
be a pity if the world was
monocultural.” e

at Amazon's Latin
store will be Camila,
Flex, Kumbia All-
Starz and RBD,
though with videos
that are already out. Latin
artists who will blog and/or
debut videos are still being
finalized.

The company won'’t reveal
how much its Latin music sales
have grown over time, but says
it increased its selection of
Latin titles to 140,000 (not in-
cluding individual digital
tracks) after an analysis of its
Lalin category in mid-2007.
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Some of thal increase was uc-
complished by re-directing in-
ternational/world music titles
to the Latin category, but the
company says the Latin selec-
tion will grow another 15% in
the coming year.

Inaddition to providing more
product details in Spanish, a
Spanish-language campaign
has begun on the site toencoun-
age customers to write reviews.

Pape is scheduled to dis-
cuss Amazon’s Latin strat-
egy during an April 8 panel
at the Billboard Latin Music
Conference. e
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>>>UMGD,
INGROOVES

IN DEAL

Universal Music Group
Distribution has
partnered and
invested in indie
digital distribution
and marketing
company INgrooves.
The deal opens
INgrooves’ menu of
services—which
include digital retail
sales/marketing, sales
reporting, film and
video distribution,
and mobile—to the
Universal Music Group
and Fontana labels.
Financial terms were
not disclosed.

>>>CBS, LAST.FM
MERGE RADIO
RESOURCES

CBS Radio and
Last.fm, both owned
by CBS Corp., have
teamed up for closer
collaboration on their
respective radio
initiatives. Under the
agreement, CBS Radio
will stream all its
stations to Last.fm’s
U.S. users. This
includes KROQ Los
Angeles, WCBS New
York, WXRT Chicago
and WVEE Atlanta.
The U.K. Last.fm
service has a similar
arrangement with
BBC stations in
London.

>>>HALLMARK
PREPS E-CARDS
WITH UME
Hallmark Cards will
offer a string of e-
cards featuring music
clips from Universal
Music Enterprises in
April via hallmark
.com. The clips, which
run for 15-30 seconds,
are culled from such
acts as Barry White,
Kool & the Gang, Salt-
N-Pepa, Whitesnake
and Smashmouth. The
e-cards are $1.99
each.

Compiled by Chris M.
Walsh. Reporting by
Ayala Ben-Yehuda,
Antony Bruno, Leila
Cobo, Mitchell Peters,
Ken Tucker, Ray Waddell
and Chris M. Walsh.

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

biz
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Eleven

Seven

Counts On Sixx

Label Names Mbtley Criue Vet President

Add “record label president” to the Nikki Sixx ré-
sumé, as the Motley Criie/Sixx: A.M. bassist steps
in as the new chief of Eleven Seven Records.

Label founder Allen Kovac believes Sixx can
biend his rock acumen, marketing/imaging skills
and patience into a force that can tap into a wide
range of outlets to follow up the label’s platinum
success with Buckcherry.

Sixx is stoked at the opportunity. “I find it very in-
teresting to take the artist’s craft, the art, the music,
the image, and get it out there,” he says. “It
comes under the heading of ‘record company
president,’ but it’s a little more than that.”

Kovac started Eleven Seven after dealing
with roadblocks in nailing down a record deal
for client Buckcherry—despite Kovac's belief
that social networking sites and videogames
like “Guitar Hero” and “Rock Band” show that
music fans are clamoring for rock, as opposed
to “whatever prefab rap or pop the majors
needed to put out for their quarters,” he says.

“We decided it was time for rock and bands
that toured and played real instruments and
wrote their own songs to come back again,
he says. Releases include albums by Sixx: A.M.
Trapt, Motley Criie, Drowning Pool, the Exies
and Blondie.

The first Eleven Seven release was
Buckcherry’s “15” in April 2006. The album
has now shipped more than 1.1 million units,
which Kovac says shows that “a $50,000 record
with a $2,500 video and a passionate band
going out on the road still is the way to break
artists over the long term.”

The basic philosophy is to pull people in rather
than push, according tolabel GM Frank Wood-
worth. “We syndicate our music through a thou-
sand pipes and let it gain its own momentum
over a period of time,” he says. “We do every-
thing very nontraditionally to start, and then
when there’s heat we take a more traditional route,
with radio and the music video channels.

Eleven Seven works singles to the Internet first,
a strategy that came to fruition on Buckcherry’s
‘Crazy Bitch,” “which took a low-budget musicvideo
and turned itinto a viral phenomenon,” Woodworth
says. “With Sixx: A.M., we debuted the video for their
song ‘Accidents Can Happen’ on iLike, which was
the first time a music video debuted on a widget.’

[n that vein, Trapt began streaming its new single
“Who's Going Home With You Tonight” April 4 on
billboard.com. This all may be new media, but these
tactics afford Eleven Seven the ability to work albums
on a longer cycle. “Buckcherry’s ‘15’ just went plat-
inum roughly two years after it was initially released.
Sixx: A.M.'s song ‘Life Is Beautiful’ hit No. 1 this week
on the Mainstream Rock chart a full nine months
after we initially serviced it to radio,” Woodworth says.

This patient and creative approach is a throwback
to the '70s, “when artists were nurtured by record com-
panies and it wasn't about singles, it was about bod-
ies of work, an album,” Sixx says. “Artists would break
on the second single on the third album. Bands don’t
have that opportunity now; you're done by your sec-
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ond single, if you even make it to the second single.”

Trapt’s new album streets Aug. 5. Band manager
Drake Sutton-Shearer says Eleven Seven’s success
with Buckcherry was a key factor in Trapt signing
to the label. With Trapt, “we have the opportunity
to set up the record with a very long lead time, which
is not something we were able to do previously at
Warner,” Sutton-Shearer says. “Now we have the
ability to expose the band and their new album to
their fans and the mainstream well ahead of street

-
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date, using a variety of new media, TV/film, wire-
less and physical opportunities.”

When radio is primed, Eleven Seven VP of radio
promotion Steve Kline takes the wheel. “It’s hard for
anindie to get any kind of credibility with radio, and
I think we've developed thal in spades,” Kovac says.

A streamlined operation allows bands to recoup
quickly, according to Kovac, who says Sixx: A.M. re-
couped at 70,000 units, Drowning Pool at 60,000 units.

At Eleven Seven, recoupable expenses are the
record and 50% of the video. “Our marketing spend
on phase one is about $150,000, compared to a label—
that's what—10 times that?” Kovac says. “We want
to have a low hurdle that the artist can get over so
that we can keep working records once we recoup.”

Eleven Seven is actively signing bands, the most
recent being Chosen Son (its new video is also avail-
able via billboard.com), whose record drops Aug. 5.
“What we look to sign are self-contained artists that
play music live, that have an eye for a logo, Web site
or image for the CD cover,” Kovac says. ..

For an extended interview with
COM ik Sixx, visit billboard.com.

NRVERLINE B BY ANTONY BRUNO

# In With
e The New

MySpace Changes The Game

With Music Service

Years from now, when the pundits talk
about the turning point for digital
music, they will point to the launch of
MySpace Music.

The finally unveiled partnership be-
tween the music industry and the social
networking bellwether is much more
than a monetization play. Sure, labels
were drawn primarily to MySpace’s 110
million members and 30 million unique
monthly visitors. But what’s emerged
from the MySpace Music service is the
labels’ long-needed submission to the
will of the consumer.

It’s been a long time coming.
First came the slow crum-
bling of the digital rights
management wall. Then, the
gradual acceptance of free ¥
online streamingin return for !
advertising revenue. To be sure,
the MySpace deal would not have
come about had not Amazon, imeem
and Last.fm preceded it.

But MySpace Music is the sole serv-
ice that not only combines all the ad-
supported free streaming and DRM-
free download capabilities of these
earlier services, but also adds related
products like concert tickets and
merchandise.

By finding a way to monetize the
manner in which consumers are already
interacting with music rather than try-
ing to force them into a business model
convenient to the industry, the record
labels have finally tapped a vein of
hope for their struggling fortunes.
Warner Music Group chairman/CEO
Edgar Bronfman Jr. perhaps said it best
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COLBIE CAILLAT
has been one of
MySpace’s biggest
music success stories.

in his statement distrib-
uted with the MySpace
Music press release: “This
venture may provide a
defining blueprint for this
next important stage in
the evolution of social
media, benefiting con-
sumers, artists and music
companies alike.”

The implications of this
blueprint are significant.
First, it marks the end of the
digital warehouse model
like iTunes and Amazon.
Both will remain important
contributors to the indus-
try’s revenue for the next
several years, but that
model is fading away and
we are unlikely to see new, similar
services come to light.

Second, subscription services
like Napster and Rhapsody are
even more vulnerable. They
should have worked to integrate
their service more deeply with
an existing social network (as
Rhapsody is trying to do with
MOG) before those social net-
works develop their own solution like
MySpace just did. They need to imme-
diately find a way to eliminate the
monthly fee in favor of ad revenue and
switch their a la carte stores to DRM-
free files.

Third, all eyes are on Facebook. The
company is already talking with the
major labels about a similar music serv-
ice to MySpace’s play, and that effort
may gain steam now that this blueprint
has been established. Facebook will
likely add its own bells and whistles,

but the model for the industry shouid
look much the same.

Finally, all prospective dig-
ital music services must ac-
cept that working with the
music industry today carries a

new price—equity. MySpace
Music is a joint venture that the
labels partly own.Imeem gave away a
similar equity stake as well. Certainly
negotiations are necessary to deter-
mine a fair split, and the labels must
remember they’re not the only ones
bringing value to the table; but the dig-
ital music market of tomorrow will very
much resemble a partnership between
content and distribution (see Digital
Entertainment, page 16).

“Attitudes have changed,” MySpace
CEO Chris DeWolfe says. “l see all the ex-
ecutives at the major record companies
getting creative and thinking outside the
box. It was just a perfect storm where we
wanted to make a big move, they wanted
to make big moves, so we just came to-
gether and got this done pretty quickly.
It’s pretty amazing.” .
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The DevilIn The Downloads

Initiatives Unveiled At CTIA Point To 2008 As A Critical Year For Mobile Music Devices And Applications

The good news from this year’s
CTIA Wireless industry confab
in Las Vegas? Data and content
services are becoming increas-
ingly important to operators.

The bad news? Mobile mu-
sic has some catching up to do
—Dbut there is optimism that
2008 could be a turning point
for the industry.

According to the CT1A’s wire-
less industry survey released
April 1, mobile operator “data
revenue”—which includes serv-
ices from entertainment and
enterprise applications—now
totals $23 billion in the United
States. That represents 17% of
their overall revenue anda 53%
increase over last year.

“Data is not only the fastest-
growing part of our industry,
it’s our industry’s future,”
Sprint CEO Dan Hesse said
from the keynote stage.

Driving much of this growth
are text messaging services.
The CTIA revealed that 48 bil-
lion text messages are sent

every month in the States, a
157% increase over last year. By
comparison, revenue fromen-
tertainment services like full-
song music downloads have
some catching up to do.

Zomba/]ive senior VP of dig-
ital business operations Jeff
Dodes, speaking on a panel at
Billboard’s Mobile Entertain-
ment Live the day before the
CTIA confab, said full-song
downloads have increased
1549% this year over last, but the
total volume of sales remain
low and contributes little to the
overall revenue pie.

But expect some big changes
this year—Verizon and Rhap-
sody are still on track to launch
their joint mobile music service,
but during the event RealNet-
works CEO Rob Glaser said the
effort isabout three months be-
hind schedule due to some inte-
gration issues with the wide
number of handsets on which
the two hope to offer the service.

A potential positive behind

that delay is the move toward a
digital rights management-free
landscape. AT&T last year ini-
tially launched the Napster Mo-
bile full-song music store on its
network, but only one model
phone—the Samsung Slim—
could support it due to the DRM
requirements at the time. Asa
result, only about 12,000 phones
support the service today.
AT&T and Napster have
since lobbied the labels to allow

DRM-free mobile track down-
loads, meaning it can expand
the service to more than 25 dif-
ferent models, and they expect
the number of supporting de-
vices will increase to 12 million
after it rolls out the new serv-
ice this summer.

Glaser wouldn’t comment
on specifics, but it’s quite pos-
sible a similar DRM-free com-
ponent for the Rhapsody/
Verizon service could be the
reason behind the delay.

In addition to adding more
phonesto the Napster Mobile
lineup, AT&T has greatly ex-
panded the number of ring-
tones available to users via its

new Make-UR-Tones
service from partner
mSpot. Because the
service allows users to
create their own ring-
tone clip, rather than
rely on a third party to
produce it for them,
AT&T says the num-
ber of available ring-
tones has increased from
50,000 to 250,000.

Meanwhile, the conference
had its usual slew of applica-
tion announcements:

W Research in Motion, whose
BlackBerry is losing mind share
and market share to Apple’s
iPhone, is making a huge push
to make the corporate gadget
an entertainment device.

HWHands On Mobile and Activi-
sionhave created a mobile ver-
sion of the popular “Guitar
Hero” game for the device. At
$15, it comes preloaded with 15
songs, with three new tracks per
month available for an optional

$5 monthly subscription.

B Mediaguide introduced an
application that allows users
to view what songs are play-
ing on any given radio station
in the country. The applica-
tion, called Radio Compan-
ion, will send users an e-mail
with the track information of
any song played at any of the
2,700 stations that Medi-
aguide tracks, as well as pro-
vide a link to then purchase
that song online. Interested
users will have to download
the application from devel-
oper Nobex Technologies.
The program does not allow
users to stream the songs.

W Meanwhile, at Mobile Enter-
tainment Live, Nokia head of
entertainment and communi-
ties Tero Ojanpera said the
company sold more than 136
million music-capable phones
last year,and expects more la-
bels to sign up for the Comes
With Music unlimited music
plan. “There has been great in-
terest from companies big and
small. The discussions are go-
ing really well, and we hope to
make more noise around the
conceptin the future.” ‘oo
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BY ED CHRISTMAN

QUARTER
FLASH

Digital Sales Help Stem Album Slides

The first quarter of 2008 fin-
ished with overall album sales
down 10.7%, largely due to the
softness in current product.
Meanwhile, total scans—in-
cluding tracks—increased
14.9% to 386.3 million, accord-
ing to Nielsen SoundScan.
Fueling that growth, down-
loaded tracks increased 28.7%
to 281.4 million from the
218.6 million the configura-
tion shifted in first-quarter
2007. 1f track downloads are
converted into albums at 10
tracks per unit (albums with
TEA), album sales are only
down 4.5% to 132.7 million
units from the 139 million
units sold last year.
Excluding TEA albums,
current albums—titles re-
leased within the last 18
months or still in the top half
of the Billboard 200—are
down 16.5% to 58.2 million
units in the quarter ended
March 30, as compared with
the 69.7 wmillion for Q1 2007.
On the plus side, catalog al-
bums outperformed the over-
all market, with a 2.3%
decline to 46.3 million from

the 47.4 million scanned in
the first quarter last year.

Looking at albums by for-
mat, CD albums scanned 88.4
million units, down 16%
from the 105.2 million in the
corresponding period. Digi-
tal albums totaled 15.7 mil-
lion, up 36.2% from the 11.5
million scanned at the end of
first-quarter 2007.

The best-selling title so far
this year is Jack Johnson’s
“Sleep Through the Static,”
which has scanned about
975,000 copies. Last year, by
the end of the first quarter, two
albums had sold better: Norah
Jones’ “Not Too Late,” which
had almost 1.2 million units;
and Daughtry’s self-titled set,
with nearly 985,000 copies.

On the other hand, four ti-
tles broke through the
100,000 digital sales barrier,
the first time any album has
reached that milestone in the
first quarter during the digi-
tal era. “Sleep Through the
Static” led the way with
246,000 downloads, or 25%
of its total scans.

Four songs have broken the

of 2608 50 .

the t(bp-sel

million-download milestone
so far this year, led by Flo
Rida’s “Low” featuring T-
Pain, with 1.9 million. Includ-
ing those titles, 26 tracks
scanned more than 500,000
units each. In contrast, only
12 titles scanned more than
500,000 last year in the first
quarter, with two of them
breaking the million mark.

Looking at album market
share, Music
Group led the way with
31.8%, up from 30.6% in Q1
2007. Comparing the same
time periods, Sony BMG
Music Entertainment slipped
to 25.2% from 25.7%, while
Warner Music Group grew to
20.1% from 19%. EMI was
way down at 8.7%, from
11.6%, while the independ-
ent sector—excluding the
major-owned, indie distros—
collectively tallied 14.2%, up
from 13.1%.

Universal

INSIDE THE FIRST-QUARTER NUMBERS
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MoveThe
Crowd

Touring Key To Paddy
Casey’s U.S. Launch

“This could be the night when it all comes to-
gether,” singer/songwriter Paddy Casey wails
in “City,” a thumper off his new album “Ad-
dicted to Company,” due April 1 on Victor
Records/Sony BMG.

Indeed, with a diverse slate of support slots
coming up this spring and early summer, hopes
are that this could be the year that it all comes
together in the United States for Casey, already
a multiplatinum artist in his native lreland.

A week before the album’s street date, Casey
pondered if the April Fools Day drop had any
significance. “They’re probably just fucking with
me and they’re not releasing it at all,” he says,
phoning from Salt Lake City, prior to a show as
part of the Hard Rock Cafe March On Stage tour.

Of course, that’s hardly the case, and the en-
tire Casey team has high hopes for the album,
his first since 2004’s “Living.” Produced by
George Drakoulias, the record covers a lot of
sonic territory, and the same could be said for
Casey’s touring efforls this year.

Casey works support for Jason Collett in
April, KT Tunstall’s theater tour in May, then
joins Augustanaand Wild Sweet Orange in
large clubs in June.

“Paddy has great support opportunities with
adiverse range of artists,” says his agent, Marty
Diamond at Paradigm. “The regional spread
on all of these dates will give Paddy a substan-
tial foundation to build from in the States.”

He’s certainly no stranger to live perform-
ance, having busked his way through Ireland
before being signed to 2 Records and nailing
down a management deal with Paul McGuin-
ness’ Principle Management (U2, PJ Harvey,
the Rapture).

Casey headlines large venues in the United
Kingdom and sells out big arenas in Ireland.
“Outside of Ireland I'd say the biggest place |
play would be 2,000 or 3,000 [capacity], but in
Ireland | suppose anywhere up to about 20,000,
he says, adding that downsizing to intimate ven-
ues in the States is not a problem.

“I'like to mix things up. You gel bored with
things being the same all the time,” he says.
“When you're playing the smaller things
and people are listening, you get to play
acouple of songs that you wouldn’t nec-
essarily get to play when you're in a
big place where everyone’s pissed-
up drunk and dancing.”

The new album is very “pro-
duced” to my ears, with lots of
strings and sonic flourishes and
styles ranging from sweeping
ballads to funk to straight-
ahead rockers. Asked how this
all translates live, Casey says,
“Some of the songs will
work and some of them
won’t. You have to sort of

RAY WADDELL rwaddell@billboard.com

try them out and realize that some of them are
loo intimate-sounding to work onstage, and you
end up dropping some of those songs.”

Casey hasa full touring band he takes out when
athomein Ireland. “l use strings sometimes on-
stage and sometimes | use a choir, sometimes |
use brass,” he says. “I change the gigs up alot.”

That’s not the case with hissupporting dates
this spring and early summer. “For the KT and
Jason Collett tour I'll be playing with a piano
player on one of them and solo on the other,”
he says.

“To be honest, I'd love to have my band out
here, that would be great,
that were an option, he replies, “If everything
kind of takes offand I can get some money be-
hind the tour, yeah, but that’s the only way it
would work. If the gigs would start paying for
it, that’s how I'll get the band out.

Diamond says Casey “killed it” at South by
Southwest in Austin, but it’s all a blur to the
artist. “I think | played like 20 things in two
days,” he says. “I didn’t really get to see any
bands, but it felt like a good thing to do.”

What’s more, Casey says it feels like he may
be gettinga little traction in the States. “People
like you are talking to me,” he says with a laugh.
“People are taking an interest. I'm doing the
Letterman show, which is supposed to be a big
deal, and MTV is doing a full week of Paddy
Casey stuff.”

As for Casey’s plans for the rest of the sum-
mer, alot depends, obviously, on the album’s re-
ception. “We are going to continue our efforts
to keep him active and build his live career,” Di-
amond says. “Once he starts touring [ will have
a greater sense of where the heartbeats are on
the project.”

Watch an exclusive interview

.COM and performance with Paddy Casey
at billboard.com/paddycasey.

" he adds. Asked if
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Featuring the single:

“Take a Trip”

“Stories from the Treehouse”
“Elle Scott’s debut album ‘Stories from the Treehouse’ includes

several gems that are ambitious and ripe with taut sensitive vocal
delivery and lyrical meaning. Scott’s genre is an emotional and
instrumentally interesting acoustic pop with cross-over country taste.
Scott’s voice is a clear crisp strong pop/country deliverer. Hovering
between soprano and alto she animates the lyrics as a storyteller
while applying a child-like enthusiasm.”
(Taken from a review by Don Kiminenker)
for the full review please visit www.earbuzz.com/ellescott
“Take a Trip:The Remixes”

Rock, Country, Pop Singer/Songwriter Elle Scott heads straight to the
dance floor with a phenomenal package of deftly crafted mixes by
Mark Picchiotti, Da Frecks (Mike “Da Mooch” Mucci and Al Camara),
DJ MANOLO & Bryan Jones. Picchiotti serves up tight beats and
garage house chord stabs, cleverly working the vocals into a “take you
to church” experience. Mucci and Camara Freek you once again with
a solid electro-house vocal and re-worked electro-tribal dub. DJ
MANOLO hits it home with lush trance pads and arps over
dark, driving beats....

All inquiries:
Michael Hernandez, Calle Music

312-929-2150 (dir)

{c)Elle Scott Music (BMI) (p) Elle Motion Music Publishing (BMI)
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. TRUCKERS were Harp and
© Mo Depression favorites,
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Adult Alternatives

Reaching Music Magazines’ Demographics After The Magazines Are Gone

Atseveral of the South by South-
west shows [ attended a few
weeks ago, the talk of the crowd
was not whose set would ce-
ment their status as the hottest
buzz band, but rather the death
of Harp magazine, which folded
March 16. Harp is at least the
third music magazine to cease
publishing in 2008, joining alt-
country title No Depression and
indie rock mag Resonance in
the dead pool.

For a certain section of the
indie world focused on a more
mature, college-educated de-
mographic, the loss of Harp
and No Depression hit espe-
cially hard. “Those two outlets
really spoke to our consumer,”
ATO Records GM John Bion-
dolillo says. Josh Wittman,
group marketing director at
Redeye Distribution and Yep
Roc Records, calls them “core
publications for us,and it’s very

disappointing to see them go.”

The closures of the two
magazines might also reflect
larger trends for indie labels
promoting triple A and alt-
country acts. “In the last 18
months, our focus has begun
to shift away from print ads
and towards onlineand TV ad-
vertising,” Biondolillo says.
Other labels have sought al-
ternative print publications
for advertising: Wittman says
that Redeye and Yep Roc’s full
page ads will now appear in
Filter magazine.

Still, some are taking this
opportunity to question the
value of print ads in general.
Sean Hoess, co-founder of
Velour Recordings, home of
such artists as Kaki King and
Sonya Kitchell, says, “When
you look at the cost of print
ads versus the cost of online
ads, it's doubtful whether buy-

A8 BY ANN DONAHUE

ing print ads will continue to
make sense for indies. And
with these two magazines
folding, I'm pretty sure I'm
not the only one coming to
this conclusion.”

Most of the labels I spoke to
are taking their ad dollars to
the Web. New West Records
co-founder/president
Cameron Strang says thatin
the past five years, “the Inter-
net has become much more
important for us. We now have

‘It's doubtful v

o
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staff members dedicated to
growing our online presence,
and the social networking sites
and blogs are a big part of our
outreach strategy.”

Velour’s Hoess says that his
label also hasan intensive on-
line strategy, but that there are
limits to the power of the Web
for labels of his ilk. “We have
the viral tools, t<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>